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Three S’s

 Soundbites
e Statistics

e Stories



What do stories do?

...they make children go to sleep
and soldiers go to war.

— Jens Eder




What 1s a narrative?

* Conveys a series of events, typically with
a beginning, middle, end: dramatic arc
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Knaflic, Cole. Storytelling With Data. Illustration by Catherine Madden.



CSinrace A * Stories are interesting and
pay attention entertaining

Overcoming

.  Stories seem inviting and
resistance or

not threatening

reactance

R ER Rl © Stories can make 1t seem
about an 1ssue more personal

NI RRLRRR oo * Stories can make
complicated information more accessible







Transportation
into a Narrative

World

Combination of attention,
imagery, and emotion

Immersive process: feeling
present in the story world

Applies across media:
readers, listeners, viewers




Transportation leads to greater attitude/
belief change

Appel & Richter, 2010, Chang, 2009, Escalas, 2004, 2006, Green & Brock, 2000, Green, 2004; Johnson, 2012;
Mazzocco, Green, et al., 2010, Murphy et al., 2011; Vaughn et al. 2006, Wang & Calder, 2006, see van Laer et
al., 2014 for a review



Transportation

* Can reduce
counterarguing

 Increase emotional
connection

* Create mental imagery




Narrative Benefit: Empathy

* Narratives are effective at creating empathy for
individuals from “outgroups” (different than
audiences)




Stories Provide Causal Structure




Stories Show People What To Do

* (Characters as role models

» Self-efficacy: “If she can do it, so can
I!”

Social Cognitive Theory, Bandura, 1977






Find entry points to help people connect




Even short stories can be powerful

Example: Campus tour Career Center Story



Think about...

What 1s the purpose of the story?
— To share, to connect, to inform, to persuade, to motivate,
to inspire?
What is the message that you want the story to
convey? How can you make that message clear?

What are the stakes of the story, why does the story
matter?

The first version doesn’t have to be the final version
©



Not All Stories are Equal

 Content matters

— Resonance of values or other elements with the
audience

— Structure of story
— Narrative quality

* Not just using a story, but using the right story






Who Should Tell Your Story?

e Sometimes...everyone!

* Sharing stories person-to-person can create
bonds, help people feel heard, build bridges
across differences: many benefits




@he Washington Post

Democracy Dies in Darkness

OPINIONS  Editorials  Columns  Guestopinions Cartoons Letters to the editor ~ Submit a guest opinion  Submit a letter

Opinion | How the psychology of political division
could lead us out of it
Studies suggest that people who empathize during disagreement are better able to persuade others.

By Jamil Zaki and Luiza Santos
September 10, 2024 at 6:30 a.m. EDT

Ben and Emily (whose names have been changed to preserve their
privacy) were among more than 160 Americans who spoke about their
opposing political views as part of an experiment we ran at Stanford.
Over and over, we observed as participants with rival opinions came to
these conversations ready for combat — and left feeling changed.
Afterward, they reported feeling less hostile toward the other party and
more humble in their own views. When asked to rate the pleasantness of
these dialogues, the most common response was 100 on a 100-point

scale.



AUTHORITY 05

It's human nature that people
follow who look like they know
what they're doing.

COMMITMENT
AND
CONSISTENCY

SCARCITY 06

Scarcity is defined as the
perception of products seeming to
become more attractive when their
perceived availability is rather limited. 01
RECIPROCITY

Social norms compel us to respond to a

favor with another favor in order to not be
considered ungrateful.

il
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04 LIKING

In social situations, if you like someone,
you're more likely to do something they

want or ask.

03 SOCIAL PROOF

In the principle of social proof, the decision
is based on the rate of collective approval.

02 COMMITMENT
AND CONSISTENCY

A good marketer knows how to influence
the buyer by offering a lead magnet and
tripwire before the premium offer comes in.

PRINCIPLES

OF PERSUASION

BY DR. ROBERT CIALDINI

WWW.EMERGELOCAL.COM



LIKING

Source Qualities

* Credible authority
— Expertise
— Trustworthiness

* Friendship and liking

— Similarity: points of connection with
audience

— Authenticity



Example: Connecting with Audience

D & Ac=xcrance

David Forrest, Ph.D., Hansel Tookes, M.D., M.P.H., Harry Levine, and Tyler
Bartholomew, Infectious Diseases Elimination Act (IDEA)



Multiple Storytellers

* Social proof/consensus: People are highly
influenced by the behavior of others (even
when they don’t realize it)

* Multiple storytellers can help share or establish
social norms (“everyone 1s doing 1t”)
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Drivers of False Beliefs

Intuitive thinking Cognitive failures [Wlusory truth
. . * Lack of analytical * Neglect source cues * Familiarity
Cognitive drivers thinking and/or and/or knowledge * Fluency
deliberation * Forget source and/or * Cohesion

counter-evidence

False beliefs

4

Source cues

Socio-affective * Elites Emotion Worldview
drivers * In-group * Emotive information * Personal views
* Attractive * Emotional state * Partisanship

Fig. 1 | Drivers of false beliefs. Some of the main cognitive (green) and socio-affective
(orange) factors that can facilitate the formation of false beliefs when individuals are
exposed to misinformation. Not all factors will always be relevant, but multiple factors
often contribute to false beliefs.

Ecker et al., 2022



Generalizing from Specific Cases

.Policy

attitudes
.Empathy
for group

[ J .
Connection
with
character

Transporting
Narrative




Challenge for Misinformation Correction

* Generalizing occurs even when story 1s
explicitly described as not typical (Strange &
Leung, 1999)

 Difficult to contradict a person’s lived
experience even 1f it 1s not consistent with
scientific evidence



Using Stories to Correct
Misinformation



Narratives can provide a framework for
organizing information

* People want to have coherent view of world
and situations

* Merely retracting or debunking wrong
information 1s not sufficient 1if the info 1s part of
a network of knowledge

* Narratives can provide alternative causal
explanations and increase effectiveness of
corrections



Emotions and Mental Imagery

e Corrections can leave behind
“belief echoes” (affective or
emotional remnants of
misinformation)

» Narratives can enhance correction Pe el
by evoking emotions or images WA A
(e.g., Sangalang et al., 2019)

e Can be a challenge due to
negativity bias






Thank you!

Email: mcgreen2@buffalo.edu



