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Abstract: Digital platforms have made Generation Z able to listen to the story from both sides, i.e., the
brand’s promotional messages, and the consumers’ experiences. To capture an audience’s attention
on endless entertainment and informational platforms, narrative advertisement is deployed to trigger
emotions and feelings. As digital communities continue to grow, both brands and consumers are using
narrative advertising to share their opinions. Hence, the purpose of this research was to investigate
how the upcoming generation of consumers will be affected by the two information sources, i.e., the
brands via narrative advertising, and peer consumers through electronic word-of-mouth (eWOM).
Furthermore, the mediated role of persuasion knowledge was examined among the constructs.
Theoretical foundations were empirically tested using quantitative research analysis. The data was
collected from a sample of 304 Generation Z respondents from Pakistan. Structural equation modeling
(SEM) using AMOS 22.0 was executed to determine cause and effect relationships. This study offers
new evidence regarding the effective mobilization of eWOM and narrative advertising in the context
of Generation Z. The results indicate narrative advertising to have strong effects on Generation Z
purchase intentions as compared to eWOM.
Keywords: narrative advertising; electronic word-of-mouth; purchase intentions; Generation Z

1. Introduction
The recent innovative developments have mobilized the marketing efforts of global firms to spark
the excitement of digital natives (i.e., Generation Z) with real-time and narrative content [1,2]. The
possession of distinct beliefs, preferences, and values is engraved in almost every generational cohort
which eventually forms different behaviors. These evolving dynamics have led marketers on diverse
marketing strategies, as a generic marketing mantra would not be impactful for all generations [3].
Each generation witnesses its unique technological evolution, one generational cohort could prefer
the experience of brick-and-mortar where they can touch and feel the products, while another might
prefer the convenience of an online retailing store [4,5]. Bashir et al., [4] suggested that each generation
has its own way of shopping, time allocation for it, and selection of brick-and-mortar or online store
and that brands must adapt to it accordingly. Chu and Kim [6] explained that while recognizing the
generational differences, brands may change their hedonic/utilitarian use of digital platforms and tools,
the data sources they employ, the influence of these platforms on a purchase, and different payment
options. The upcoming generation of consumers that marketers need to focus on is Generation Z.
Generation Z or “Digital X” is the generational cohort of consumers born between 1995 and the late
2000s [7]. Generation Z is the first generation to grow up with technology from their early childhood
years, there they are more sophisticated in terms of connectivity and information as compared to any
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prior generation ever [8]. They are relatively intense users of digital platforms and tools, concerning
the number of hours spent and the number of platforms they use as well [9].
Narrative or storytelling ads are one example of such ads that tend to generate stronger emotional
responses and consumer engagement [10]. Recent studies on narrative advertising found that story
ads are more probable to trigger emotions in viewers, also facial coding has shown that there are more
chances that viewers will give expressions while watching a narrative format ad [11,12]. Generation Z
use more digital channels as compared to their predecessors and their attention is divided between
various devices and they prefer quick solutions as they have unlimited information access [13]. Thus,
advertising to Generation Z is different from other generations. They like the brands and products in
which they can see their reflection, and prefer realistic and relatable content. Narrative advertising
can make consumers imagine themselves experiencing the given product or service [14]. Henceforth,
narrative ads must be investigated in the case of Generation Z as they are an upcoming larger market
segment. More and more brands are using narrative advertising to trigger emotional responses in their
audience and given the Gen Z online traits and habits, the narrative advertisement could be useful to
capture their attention [15–17]. The effect of both eWOM and narrative advertisements simultaneously
on purchase intentions needs to be measured as both constructs have different conceptions and themes.
Through the mediation effects of persuasion knowledge, it would be interesting to determine whether
eWOM or narrative advertisement has a more powerful effect on purchase intentions.
Contextually, Pakistan is one of Asia’s rapidly growing e-commerce markets [18]. As of July
2020, the Pakistan telecommunication authority (PTA) states that there are 81 million 3G and 4G
users in Pakistan [19]. Moreover, there are 83 million broadband users in the country. Meanwhile,
the overall cellular subscribers in Pakistan are 167 million. According to Hootsuite [20], there are 76.38
million internet users in Pakistan. As of January 2020, internet penetration in Pakistan has exceeded
35%. Furthermore, there are almost 37 million social media users in Pakistan. In the case of social
media users, Pakistan has a 35% yearly growth as compared to a 21% global average. Moreover, as
the numbers of consumers using digital media continue to increase, brands have also followed the
trend and almost every major brand in Pakistan has a social media presence. Henceforth, due to the
aforementioned factors, the investigation of such a study in the Pakistani context is pertinent.
Nguyen, [21] employed only Facebook respondents to investigate the electronic word of mouth
(eWOM) effect on electronic product consumers, as the scope of advertising has been widened by
social media platforms, more and more marketers are using digital advertising thus the effectiveness
of eWOM must also be investigated on other platforms. Khwaja and Zaman [22] also proposed further
investigation should be done using different online users falling into diverse age categories and taking
other categories of products other than the smartphone to be examined for future research. This could
be extended to examine the eWOM impact on generation Z on multiple digital platforms. Menon
et al. [23] limited their research to Twitter posts on airline companies and suggested extending the
work to other industries and social media platforms. Considering the aforementioned factors, it is
theorized that since Generation Z grew up with unique values, beliefs, socio-cultural, technological,
and economic environment; thus, their buying behaviors are divergent and need to be investigated.
The purpose of this paper is to examine how narrative advertisement and electronic word of mouth
(eWOM) are affecting the purchase intentions of Generation Z. Furthermore, also to explore how
persuasion knowledge mediates between narrative advertisement and purchase intentions.
The study is oriented to determine how persuasion knowledge would be mediating between
narrative advertising, electronic word-of-mouth and the purchase intentions of Generation Z. Positivist
research philosophy has been deployed using a deductive approach for the determination of causality.
Quantitative research using survey techniques were executed for the collection of data. Statistical
analysis using structural equation modeling (SEM) techniques was deployed to precisely measure
theoretical association among the constructs.
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2. Literature Review
2.1. Narrative Advertising
Narrative advertising is defined as conveying core messages to the customers by telling a story.
Globally, narrative advertising and storytelling techniques are deployed in marketing campaigns [24,25].
An advertisement that presents information regarding a product or service in a narrative form is
more likely to get a positive evaluation by the audience as compared to the advertisement presenting
information more straightforwardly. The principle of storytelling lies in the fact that the human
mind stores information in a story format. Liang and Tukachinsky [25] differentiated narrative or
non-narrative as non-narrative lack such a narratively arched sequence of linked events and character
development; instead, they may present information in a more list-like format or using generalized
arguments. Narrative advertising generally depicts the product or service use and its aftercoming or
constitutes plots showing the individual’s wishes, for instance, accomplishment or adventure [26].
Stories are the essence of human life, Bashir et al. [26] explained that throughout our lives we learn
and build ourselves through stories. In an advertising context, many researchers have established
the fact that narrative format ads perform better than non-narrative or argumentative ads [27–29].
Researchers have also established that narratives are more persuasive and influence the attitude of the
audience [30,31] and behavioral intentions [32–34] and generate more positive feelings, less negative
cognitive responses, and favorable advertisement and brand attitude [35].
Contemporary research studies indicate that digital platforms and tools have ended the era of
interruptive advertising and have let consumers take control of when and where to let advertisers
interrupt their entertainment [36]. As a result, advertisers are looking for distinct ways to advertise and
entertain customers [37,38]. Furthermore, due to changing consumer shopping patterns, consumers
can be landed onto the online shop with a more detailed product description and purchase options,
just with a single click on the digital ad. Nevertheless, the actual challenge for the advertisers remains
that the digital ad should resonate with consumers and thereby capture their attention [39–41].
Kim, Maslowska, and Malthouse, [42] stated that watching a narrative makes customers imagine
themselves experiencing the given product or service, thus make them absorbed into the story,
which could further influence customers’ brand attitudes and behavioral intentions. Liang and
Tukachinsky [25] researched to examine the effect of narrative reviews on digital platforms when
written by an expert and found that the narrative format influences the attitude of the reader more as
compared to a non-narrative review. Von Helversen, et al. [43] found that narrative ads generate greater
advertising message involvement when compared with a factual ad format. Narrative advertising
triggers more emotions in the audience thus can be used by advertisers to create positive emotional
affiliations with brands [44].
Lal and Rathore, [45] explored the utility of television commercials in their research to find
the influence of narrative ads. As digitization has revolutionized the marketing arena, it would be
insightful to investigate the effectiveness of narrative advertising using digital platforms. Mahmood
et al. [7] suggested investigating how peers influence teenagers’ attitudes towards online narrative
advertising, and ultimately their brand attitude thus allowing investigating eWOM influence on the
purchases of Generation Z. Bashir et al. [3] emphasized that marketers must investigate to gain a better
perspective of consumption patterns of different generations, and how various marketing strategies
impact each generation’s purchasing behavior.
2.2. Electronic Word-of-Mouth (eWOM)
Electronic word-of-mouth is defined as the consumers’ behavior of exchanging the product or
service-related information with other consumers in various digital communities [46]. The term eWOM
is also explained as an opinion or experience whether favorable or not when shared by a current,
former, or potential customer about a product or brand using any digital platform that has a wider
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reach to other consumers [47]. Khwaja et al. [48] explained eWOM as information sharing between
two or more than two consumers regarding a product.
Prior research studies have shown that various forms of eWOM positively influence trust among
the audience [49], affect consumer attitudes [50], trigger behavioral intentions [51–53], and readiness to
pay [54]. Ansary and Hashim [55] emphasized that many important consumer decisions are influenced
by eWOM, such as the decisions involved in which product or service to purchase. Digital consumers
are more aware and have access to a bigger pool of information that helps eWOM become an effective
and powerful advertising tool, hence many researchers have investigated its impact on consumer
decision making [56,57].
Hussain et al. [58] found that consumers frequently consult online reviews and recommendations
while considering a purchase option. The reviews and recommendations of other users that project
their attitude towards the product reduce ambiguity in the potential consumer about product quality
and attributes and hence reduce risk to facilitate purchasing product decisions [59]. The experience and
trustworthiness reflected in an online review influence the significance of eWOM that affects attitude
and induce purchase intention [60]. Kudeshia and Kuma [61] found that when favorable reviews and
recommendations were given by other users on social media it positively influenced the brand attitude
and purchase intention of the reader. Khwaja et al. [62] found a positive impact on a company’s stock
returns by favorable eWOM in social communities.
2.3. Activation and Use of Persuasion Knowledge
Persuasion knowledge represents a consumer’s beliefs about the motives underlying the marketing
message, the message creator’s ability to gain benefit from the message, the appropriateness of specific
persuasion tactics, and how to evaluate the value attached to the marketing message [63]. The
persuasion knowledge of the consumer is defined as the supposition of the consumer about persuasion,
which includes their beliefs regarding the power and appropriateness of the marketing message
intention and tactics, along with the ways to resist these persuasion attempts [62]. Further studies
describe a consumer with high persuasion knowledge as the individual who can figure out easily
when a marketing message is pushing their decision and can identify different marketing tactics used
by advertisers.
In this information era, consumers can acquire more prenegotiation information than ever before
and this expertise makes them more prone to marketing messages [62]. Among the main elements
that contribute to such expertise in the consumer is persuasion knowledge [64]. Zheng and Watts, [65]
suggested that by activation and usage of persuasion knowledge a consumer can identify that a marketer
is trying to push or manipulate the consumer’s decision in their favor. Moreover, consumers learn
persuasion knowledge over time, and it can be enhanced. Studies elaborated that improving persuasion
knowledge helps in making better decisions and in financial understanding. In the case of digital
communications, persuasion knowledge helps in evaluating the reviews and recommendations as to
whether they are unbiased or not and helps in reducing vulnerability to such persuasive motives [66].
Friestad and Wright, [66] presented their persuasion knowledge model in the early 1990s, in which
they described persuasion knowledge as a person’s ability to identify advertising material and to
recognize its persuasive motives. A consumer’s persuasion knowledge develops over time and it can
be activated whenever a consumer is exposed to a marketing message [67]. The use and activation of
persuasion knowledge enable the viewer to critically evaluate the content of a marketing message and
to identify the persuasive tactics and strategies used by marketers in the advertising material [68].
In the online advertising context, researchers suggested that when consumers were being informed
that they were viewing sponsored material or advertisements, it did not make them more critical.
The study of Reijmersdal, Lammers, Rozendaal, and Buizen [69] found that through the intervening
mechanism of persuasion knowledge, such disclosures led to higher brand recall. There is some
evidence that long disclosures can foster persuasion knowledge, which leads to less favorable brand
attitudes [70]. When marketers give disclosure of marketing material the activation of persuasion
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knowledge occurs and that facilitates better attention to the brand placement and increases memory
of the brand [71,72], while some researchers found that persuasive attempts of marketing messages
to consumers with better persuasion knowledge could trigger an unfavorable attitude regarding
the advertised product [73]. Researchers like Hamby and Brinberg, [74] also suggested that when
persuasion knowledge was activated among consumers it could lead to counterarguing, and afterward
to an unfavorable brand attitude.
2.4. Purchase Intention of Generation Z
Every generational cohort goes through unique circumstances and events which constitute unique
values, beliefs, and preferences that define their behavior and attitudes. Generation Z is the generational
cohort of consumers born between 1995 and the late 2000s [75]. Their predecessor, the Millennials
(Generation Y), was technology-driven but Generation Z is the first generation to grow up with
technology from childhood. Generation Z is the most connected via the internet, an educated and
sophisticated generation ever. The members of Generation Z spend significant periods using digital
communities and tools as well as using multiple social communities [76].
Many researchers elucidate Generation Z in terms of their social media habits such as Generation
Z that is born between 1995 and 2009, has a significant role in technology in their daily lives, and
spends large amounts of time using social media channels on their smart gadgets [77]. Khwaja [78]
found that marketers can better engage Generation Z on social media and can influence their buying
decisions better through digital platforms. Generation Z follows celebrities on digital media and buys
products that are endorsed by them on social media. Similarly, it was found that celebrity endorsement
on digital platforms results in more consumer attention than any other digital medium marketing. The
study examines purchase intentions as an attitudinal construct. The behavioral aspect of purchase
behavior can be further explored; however, the current study restricts it to the purchase intentions
context [79]. The orientation thus remains to understand how narrative advertising and eWOM can
change Generation Z’s buying intentions.
2.5. Theoretical Associations among Constructs
Narrative advertisement triggers self-referencing and identification with the principle
characters [79]. In recent times, the attention spans of consumers are deteriorating at a rapid
pace [80]; also, Generation Z not only has a shorter attention span; they also juggle more screens. Thus,
the effectiveness of narrative [80,81] could be investigated in Gen. Z.
Hypothesis 1 (H1). Narrative advertisement will positively influence the purchase intentions of Gen. Z.
Generation Z is a hyperconnected generation [81]. The latest Nielsen reports show two-thirds of
consumers trust other consumer’s reviews and recommendations posted on several digital platforms
and is the third most trusted medium. Hussain et al. [58] emphasized that many important consumer
decisions are influenced by eWOM, such as the decisions involved in which product or service to
purchase. Hence the following hypothesis is proposed:
Hypothesis 2 (H2). Electronic word-of-mouth will positively impact the purchase intentions of Gen Z.
It has been established by several researchers that information presented in narrative format
has more influence on the audience’s attitudes and beliefs [25,30], behavioral intentions [22,26],
fosters positive emotions [34] and causes fewer counterarguments [7], while activation of persuasion
knowledge plays a strong role in driving the consumer’s decision-making process [82]. Kim et al. [42] in
their research suggested that the process mechanism of narrative ads can be studied with the mediation
role of activation of persuasion knowledge. The following theoretical connections are hypothesized:
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Hypothesis 3 (H3). There will an influence of narrative advertisement on the activation of persuasion
knowledge.
Heejae and Dahana [82] concluded that positive eWOM messages lead to consumer buying
behaviors, while negative eWOM messages reduce the consumer’s intention to buy products and
services. Besides, Khwaja et al. [13], elucidated that the information adoption patterns of individuals
tend to alter if the strength of eWOM is weak. Farzin and Fattahi, [53] suggested that in the case of
digital platforms where consumers (who are strangers to one another), communicate; the element
of uncertainty is naturally inherent in these settings as if the author of the review is an unbiased
consumer or a biased marketing source. By considering the aforementioned theoretical associations,
the following hypothesis is proposed:
Hypothesis 4 (H4). There will be an influence of eWOM on the activation of persuasion knowledge.
This recent digital landscape has made consumers able to acquire better prenegotiation information
than ever before [78]. Consumers have an unlimited stream of information and brand alternatives. This
information era allows consumers access to whether a marketing message is too good to be believed.
Thus, in Generation Z how activation of persuasion knowledge affects their purchase intention needs
to be explored. The following hypothesis is proposed:
Hypothesis 5 (H5). Activation of persuasion knowledge will influence the purchase intention of Gen Z.
Furthermore, the following two hypotheses are proposed to examine the mediating role of the
activation of persuasion knowledge on the relationship of narrative advertising and eWOM with the
purchase intention of Gen Z.
Hypothesis 6 (H6). The activation of persuasion knowledge will mediate the relationship of narrative advertising
and the purchase intention of Gen Z.
Hypothesis 7 (H7). The activation of persuasion knowledge will mediate the relationship of eWOM and the
purchase intention of Gen Z.

3. Materials and Methods
This research follows a descriptive research design that relates to the projection of participants’
experiences. Descriptive research designs are often used by marketers to investigate the traits and
habits of consumers. The research followed a positivist philosophy and deployed a deductive approach.
Quantitative research was conducted using a structured questionnaire. The research instrument was
designed by ensuring that the validity and reliability of all the adapted scales were in the acceptable
range. The research instrument comprised twenty-five items and they were evaluated on a 5-point
Likert scale. Five items of narrative advertising were adapted from the study of Burnkant and
Unnava [83], three items of activation of persuasion knowledge were adapted from the study of
Rozendaal, et al. [84], ten items of eWOM were adapted from the study of Zhang and Watts [65], and
five items of purchase intentions were adapted from the study of Duffett [1]. The unit of analysis
for this study were individuals who belong to Generation Z, involved in online buying in Pakistan.
A nonprobability convenience sampling technique was used for the collection of data. The respondents
of the study were students studying in different universities in Pakistan. The data was collected offline,
by visiting the campuses. For the affirmation of established theoretical association, the SEM technique
was deployed. Covariance-based SEM (CB-SEM) using AMOS 22.0 was used as it ensured advanced
statistical data modeling in the determination of causal relationships among constructs. Examining data
normality, exploratory factor analysis, confirmatory factor analysis, constructs reliability, discriminant,
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and convergent validity [85,86], and multicollinearity determination were mandatory before testing
hypotheses in CB-SEM [87–91]. According to Zaman et al. [92], a sample size of more than 200
respondents is ample for SEM. Meanwhile, a few researchers have suggested a sample size of more
than 250 is sufficient for configuring statistical path modeling [88]. Hence, the data was collected from
304 respondents.
Most of the respondents were female, 173, with a valid percentage of 56.9%, whereas male
respondents were 131, with a valid percentage of 43.1%. As the data was collected from Generation Z
respondents, therefore, 90% of the respondents were within the age limits of 18–23 years (90%), while
9.9% of the respondents were under 18 years old. The internet usage frequency of this generation
was found to be extensively high. Some 83.6% of respondents used the internet at least once a day,
while almost 11% of respondents used the internet at least once in seven days. The internet shopping
frequency revealed that around 35% of respondents purchased products once in 30 days, while 26.3%
bought products online once in 90 days. Table 1 provides a complete reflection of the respondents’
demographic outcomes.
Table 1. Sample demographics (n = 304).
Items

Frequency

Percentage

173
131
30
274
233
33
10
7
19
73
80
106
26

56.9%
43.1%
9.9%
90.1%
83.6%
10.9%
3.3%
2.3%
6.3%
24.0%
26.3%
34.9%
8.6%

Female
Male
Under 18 years
18–23 years
Once a day
Once a week
Once a month
Not even once a month
Less than once in six months
Once every six months
Once every three months
Once a month
Once a week

Gender
Age
Internet usage frequency

Online shopping frequency

4. Results
Multivariate normality was determined, and it revealed that there were no normality concerns in
the data. The standard deviations of narrative advertisement (NA), purchase intention of Generation Z
(PIGZ), persuasion knowledge (PK), and electronic word-of-mouth (eWOM) were 0.92374, 0.84417,
1.03189, and 0.85724 respectively, which is in the acceptance range of +2 and −2. The skewness values
of the constructs NA, PIGZ, PK, and eWOM were found to be 0.166, −0.605, −0.081, and −0.447,
respectively, which are also in the acceptable range of +1 and −1. Lastly, kurtosis results of all the
constructs were between the acceptable range of +3 and −3. These results notify that there were no
normality concerns in the data (see Table 2).
Table 2. Descriptive statistic outcomes.
Variables
NA
PIGZ
PK
eWOM

Mean

SD

Skewness

Kurtosis

Statistic

Statistic

Statistic

SE

Statistic

SE

2.9763
3.5395
3.0614
3.2188

0.92374
0.84417
1.03189
0.85724

0.166
−0.605
−0.081
−0.447

0.140
0.140
0.140
0.140

−0.984
−0.286
−0.921
−0.066

0.279
0.279
0.279
0.279

Model estimation was done using SEM on AMOS 22.0. Initially, data normality, construct validity,
reliability and exploratory factor analysis (EFA) was conducted on SPSS 24.0. After the attainment of
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positive outcomes of the respective tests, confirmatory factor analysis (CFA) was executed on AMOS.
One of the key roles of CFA is a reaffirmation of reliability and validity through composite reliability
(CR) and average variance extracted (AVE). CFA outcomes provided in Table 3 manifestly indicate
that all the results were in the acceptable range. ρ denotes EFA results, λ presents standardized factor
loadings, α illustrates Cronbach’s alpha values, CR presents composite reliability values and AVE
presents average variance extracted values. All the EFA (P) values were above 0.4, standardized factor
loadings (λ) were above 0.3, α and CR values were above 0.7, and AVE values were also above 0.4 (see
Table 3 (see also Appendix A), Figure 1).
Table 3. CFA/ EFA factor loadings, reliability, and validity of measurement model (n = 304).
Constructs and Items
Electronic Word of Mouth (eWOM)
eWOM1
eWOM2
eWOM3
eWOM4
eWOM5
eWOM6
eWOM7
eWOM8
eWOM9
eWOM10
Narrative Advertisement
NA1
NA2
NA3
NA4
NA5
Purchase Intention of Gen Z
PIGZ1
PIGZ2
PIGZ3
PIGZ4
PIGZ5
Persuasion Knowledge
PK1
PK2
PK3

P

λ

0.521
0.548
0.423
0.583
0.738
0.828
0.701
0.658
0.712
0.486

0.585
0.542
0.457
0.592
0.764
0.754
0.737
0.549
0.746
0.662

0.714
0.562
0.565
0.878
0.428

0.682
0.624
0.712
0.792
0.377

0.634
0.697
0.769
0.766
0.506

0.736
0.762
0.807
0.657
0.371

0.742
0.733
0.569

0.761
0.795
0.622

α

C.R

AVE

0.877

0.875

0.419

0.798

0.780

0.426

0.821

0. 807

0.469

0.766

0. 772

0.533

The configuration of model fitness is another critical aspect of the measurement model. Incremental
fit indices and absolute fit indices are the two further divisions of CFA. Standardized root mean squared
residual (SRMR), adjusted goodness of fit index (AGFI), root mean square of approximation (RMSEA),
chi-square/degree of freedom (χ2/df), and goodness of fit index (GFI) is determined in an absolute
fit index. The values of SRMR and RMSEA were 0.055 and 0.059, respectively, which are in the
acceptable range (less than 0.08). The χ2/df result was 2.053, which is also in the acceptable range
(1–3). Furthermore, GFI and AGFI values were 0.886 and 0.857, which are also adequate (<0.95). The
outcomes of incremental fit indices revealed the TLI, NFI, CFI values to be 0.911, 0.861, and 0.923,
which are in the permissible range of less than 0.95 (see Figure 2).
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Figure 1. Confirmatory factor analysis (CFA).

Figure 2. Structural Path Analysis: structural model fitness: P-Close: 0.030, Chi-square/degree of
freedom: 2.053, probability level: 0.000, goodness of fit index: 0.886, adjusted goodness of fit: 0.857,
Tucker−Lewis Coefficient: 0.901, comparative fit index: 0.923, normative fit index: 0.861, root mean
square of approximation: 0.059, and standardized root mean squared residual: 0.055.

The discriminant and multicollinearity validity was estimated in which variance inflation factor
(VIF) results were in the acceptable range of 1–5, and maximum shared variance (MSV) outcomes were
also in the permissible range of less than 1. Moreover, square correlations in diagonals revealed that
there were no validity concerns in the respective model (see Table 4).
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Table 4. Multicollinearity and discriminant validity (N = 304).
Constructs

VIF

MSV

NA

eWOM

PIGZ

PK

NA
eWOM
PIGZ
PK

1.639
1.563

0.465
0.465
0.292
0.314

0.643
0.682
0.540
0.560

0.647
0.539
0.518

0.685
0.508

0.730

1.375

The established hypotheses were consequently examined in the structural model where direct
and indirect paths were examined. The direct paths of the first five hypotheses were quite significant
as H1, H2, H3, H4, and H5 had path coefficients (beta values) of 0.329, 0.318, 0.386, 0.255, and
0.248, respectively, with t-values greater than 1.96, indicating acceptance of these hypotheses. The
indirect effects of H6 and H7 provided path coefficient results of 0.227 and 0.256, respectively. All the
hypotheses had p-values of 0.00 which indicated the phenomenal significance of the hypothesized
paths. Moreover, the regression result (R2) value of purchase intention of Generation Z (PIGZ) was
0.39, and of narrative advertising (NA) was 0.35 (see Table 5). Lastly, the structural equation model fit
measures are illustrated in Table 6, indicating χ2/DF, GFI, IFI, CFI, NFI, TLI, AGFI, RMSEA, and SRMR
values to be in the acceptable range.
Table 5. Hypotheses outcomes.
Hypotheses

Relationships

Path
Coefficients

t-Statistics

p-Values

Results

H1
H2
H3
H4
H5
H6
H7

NA → PIGZ
eWOM → PIGZ
NA → PK
eWOM → PK
PK → PIGZ
NA → PK → PIGZ
eWOM →PK→ PIGZ

0.329 **
0.318 **
0.386 **
0.255 **
0.248 **
0.227 **
0.256 **

3.389
3.385
3.733
2.632
3.027
2.251
2.771

<0.01
<0.01
<0.01
<0.01
<0.01
<0.01
<0.01

Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted

Notes: ** p < 0.01.

Table 6. Structural equation model fit measures.
Constructs

Chi-Square

DF

χ2/DF

GFI

IFI

CFI

NFI

TLI

AGFI

RMSEA

SRMR

Model

451.619

220

2.053

0.886

0.923

0.923

0.861

0.911

0.857

0.059

0.077

DF = Degree of freedom, χ2/DF = Chi-square /degree of freedom, AGFI = adjusted goodness-of-fit index, TLI =
Tucker−Lewis Index, NFI = normed fit index, CFI = comparative fit index, IFI = incremental fit index, RMSEA =
root mean square error of approximation, SRMR = standardized root mean square residual.

Purchase intention of Gen. Z, R2 = 0.39, narrative advertising, R2 = 0.35
5. Discussion and Conclusions
The results suggest that when the consumer is presented with a narrative advertisement, then
it activates the use of persuasion knowledge, and it positively influences the purchase intention of
Generation Z. Prior studies have reflected diverse results about the effect of persuasion knowledge,
some researchers found its influence negative, while others showed that activation of persuasion
knowledge helped increase brand memory and loyalty. Due to the deterioration in the attention spans
of consumers, it remains pertinent to investigate whether narrative advertising has a future or not. As
of 2020, the attention span of individuals has been reduced to 0.825 seconds. There is an element of
storytelling in narrative advertising, which consequently requires longer advertisements [93,94]. Thus,
the study oriented to precisely measure whether the size of narrative advertising affects Generation
Z as per the theoretical directions provided in the prior studies. The results reveal that Generation
Z’s purchase intention is influenced when they are presented with narrative advertising. eWOM
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also plays a significant role when Gen Z make their purchasing decisions. Similarly, eWOM being
an interesting evolving phenomenon remains a critical factor to determine along with narrative
advertising. Interestingly, the direct effects of eWOM on purchase intentions were slightly less as
compared to the impact of narrative advertising. However, the mediation of persuasion knowledge
between eWOM and purchase intentions was found to be strong. The Generation Z cohort is quickly
taking over the marketplace, and their particular online habits and traits need different marketing
strategies to capture their attention. In this context, the research gives insight into how to create an
online marketing strategy that resonates with Generation Z. As digital platforms have empowered the
consumers in a way that they can control when and where they can avoid the marketing material to
interrupt their entertainment, marketers needs to make advertising entertaining in itself. By employing
storylines in advertising, marketers can better target this generation, as narrative advertisements can
trigger emotions, eventually leading to capturing their attention. Meanwhile, by using the interactive
nature of digital platforms, marketers must participate in a two-way dialogue with their audience. As
eWOM plays an important role in the decision making of the consumer, digital presence, and positive
image are important to capture the attention of Generation Z consumers. The study is beneficial for
the practitioners as it would be providing insights to the marketers that how narrative advertising
can boost purchase intentions. Generation Z is reckoned to be a difficult generation to target by the
marketers; henceforth, the paper provides directions of how Generation Z can be influenced through
narrative advertising and eWOM with the mediation of persuasion knowledge. The study would
be beneficial for upcoming entrepreneurs too. While designing their marketing strategies, they can
make effective use of the cyclical dynamics of open innovation, i.e., deploying eWOM and narrative
advertising simultaneously.
6. Future Research Directions
The research is insightful in understanding narrative advertising and electronic word-of-mouth,
and how particularly Generation Z is influenced by these. Yet, certain limitations need to be recognized
and thus are presented in this section. Firstly, the research is cross-sectional and it would be more
significant to study the same variables in longitudinal research as a better understanding can be
achieved through longitudinal research to study the behaviors of individuals. This research also
took a generic approach considering the online ads that are being displayed on various digital
platforms, the same research could be done under controlled settings. For future studies, the narrative
advertising effect could be further examined by using different thought protocols; for instance, how
prior brand attitude will affect the narrative advertisement process. Furthermore, antecedents of
narrative advertising should be unfolded, and dimensional effect should be determined. The impact
of narrative and non-narrative advertisements on the purchase intentions of Generation Z must be
explored in future studies. Simultaneously determining the effects of narrative and non-narrative
advertisements would provide a concrete holistic picture of the subject matter. In terms of digital
interaction, eWOM in generic milieu was considered, while future studies could be conducted in a
specific product category, or low and high involvement products and how narrative advertising and
eWOM can influence in these settings. Lastly, both the effects of narrative advertisement and eWOM
could be studied during an actual marketing campaign.
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Appendix A
Constructs and Items
Narrative Advertisement
i.

Ad made me imagine myself using the product.

ii.

Ad is relevant to me personally.

iii.

Ad made me think about my experiences in life.

iv.

I have control over my experience while watching an online ad.

v.

While watching an online ad, I can choose freely what I want to see.
Persuasion Knowledge

i.

The aim of online ads/reviews is to influence my opinion.

ii.

The aim of online ads/reviews is to make people like certain products/services.

iii.

After viewing an online ad/review and recommendation, I feel I have been accurately informed.
Purchase Intention of Gen. Z

i.

I will buy products that are advertised on social media in the near future.

ii.

I desire to buy products that are promoted on social media.

iii.

Advertisements on social media have a positive influence on my purchase decisions.

iv.

I would buy the products that are advertised on social media if I had the money.

v.

I am likely to purchase some of the products that are advertised on digital media
Electronic word-of-mouth (eWOM)

i.

I find review arguments to be convincing.

ii.

I find review arguments to be persuasive.

iii.

Based on the reviewer rating, I believe a reviewer is reputable.

iv.

Based on the reviewer rating, I believe a reviewer is trustworthy.

v.

Information from a reviewer contradicted what I had known before reading it.

vi.

The reviewer supported my impression of the discussed product.

vii.

Comments in the review are consistent with other reviews.

viii. Comments in the review are similar to other reviews.
ix.

The information on social media platforms is informative

x.

The information about products that are shared by my friends on social media is understandable.
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