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Story Appeal and Facebook Ads

There are a lots of ways to make your image visually prominent or striking:

· Bright colors or borders that cut through the blue and white Facebook backgorund
· Close-ups of human faces or products
· Sex appeal, 
· Dynamic Angles and/or Foreshortening [Link to http://www.ppchero.com/visual-striking-photos-beyond-head-shots-of-pretty-women/
· Visual Effects
But while visually striking images will get your ad noticed, they won’t get your ad’s headline and body copy read.  

And this goes double if the image itself is unrelated to your product. So nix the vampy headshots of vixen used to sell, oh car insurance or whatnot.

So what DOES get ad copy read?

Story appeal. 

When people see an image and are comelled to understand the story behind it, then they read the copy. 

But what creates story appeal?  And how can you bake it into your ad images?

[h2] The Two Elements of Story Appeal

For an image to tell a story, it has to seem as if it is capturing a single, dramatic moment within a larger context.  That means the viewer has to supply the “immeditately before and immediately after this moment” context.  And in order to do that you have to show an image from a “ritual” with which we are familiar.

[h3] The Importance of Ritual

If you show the image of a car driving away, there is no story there, because the viewer can’t fill in the temporal context -- she can’t place the image within an identifiable scenario.

But if the image is of a car driving away that has lots of shoes tied to it and a “Just Married” sign in the back window, there’s an immediate story, because we’re able to understand what happened prior to the couple getting into that car and what’ll happen when they get out of the car.

We can do that because the image is a frozen moment within a ritual. So ritual (or identifiable scenario, if you prefer) is the first element of story appeal.

[H3] Incongruence 

The second element of story appeal is some amount of incongruence, or what some people call trouble.

Going back to the “Just Married” image of the car, we can make the image a whole lot more compelling if[image: image1.jpg]


 we show the same car that has the arm of a dead guy sticking out of the trunk, sort of like how it’s done in this picture of a creative Sopranos ad:

NOW you really have a story going on right?  Who gets married and then drives away in a car with a dead guy falling out of the trunk?

Or maybe you have the shoes and “Just Married” sign on the back of an armored personell carrier?  

The point is that by incorporating an element of the unexpected and incongruent, you up the story factor.

Why?

Because we don’t make-up stories to explain the expected. If your wife gets home at 5:30pm every day, and she gets home at 5:30pm this afternoon, you won’t feel any need to create a story about her arrival.

But if she’s still not home by 6:15pm and you can’t reach her by phone, you’ll start to spin a story or two to explain why.  Maybe she got called into an emergency meeting and had to turn her phone off?  Maybe she forgot her phone at work until she was halfway home and then turned around to get it?

It works the same way with pictures, too.  Ritual allows us to tell a story.  Incongruence pretty much forces us to do so.  Put them together in a picture and you’ve got story appeal!

[h2] Some Examples

Of course, you can’t have an aritcle on story appeal in advertising without referencing the ads of David Ogilvy, the man who popularized the term.  So here’s a famous ad from Ogilvy’s legendary “The Man With the Eyepatch” campaign:

Notice how we intuitively understand the temporal context of the image: the man is being fitted for high-end clothing.  That’s the ritual part.

And then there’s the incongruence of the eye patch. Eye patches belong to pirates, not upper-crust gentlemen wearing flannel trousers.  This incongrucne causes us to[image: image2.jpg]The man

IERICAN ME are heginning to re-
ize that it s ridiculous t buy good
nd then spoil the effct by wearing

ary, mass-produced shire. Hence

Che whole shirt is tailored more
generausly, and is therefore more cumfort-
‘able. The tails are longer, and stay in your

collars. ’

in the Hathaway shirt

The buttons are mothe

pearl. Even the stitching has an ante-bel-

trousers.

tsof remarkable fabrics, c
the four corners of the earth—Viyella and
Aertex from England, woolen taffeta
from Scotland, Sea Island cotton from the
West Indies, hand-woven madras from
India, broadcloth from Manchester, linen
batiste from Paris, hand-blocked silks
from England, exclusive cottons from the
best weavers in America, You wil

great deal of quiet satifaction out of
shirts which are in such impec-

HATHAWAY shirts are made by a small
company of dedicated craftsmen in the
little town of Waterville, Maine. They
have been at t, man and boy, for one hun-
dred and fifteen years.

At better stores everywhere, or write

F. HATHAWAY, Waterville, Maine,
for the name of your n
New York, telephone MU g-4157. Prices,
from $5.50 to $25.00.




[image: image3.jpg]


 ask, what’s the story behind this “Man in the Hathaway shirt”?

A more modern-day example is this slim-fast ad:

Once again we return to the “rituals” surrounding marriage, this time to the ritual image of a wedding cake with the prescribed minature couple on top.

But the story appeal comes from the “incongruence” of having the bride fall through the cake -- presumably because she’s too heavy/fat.

Not very PC, but effective none-the-less.

And finally, from he world of Facebook Ads, there is this ad for a obstacle course type of race:

The race number on the woman and the image of the race struggling to get back up and finish the race provides us with the context cues of this particular “ritual.”

But the image of the very athletic looking and beautiful woman [image: image4.png]Calling all Spartans!
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crawling through the mud provide enough incongruence for most people to wonder at the rest of the story.  

And that’s the formula for story appeal. Now that you know what “story appeal” is  made of, can you say whether your ads have any of it?  

More importantly, can you tell me how you might create ads with more of it?


