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Abstract

This study focuses on the reduction of prejudice toward foreign unaccompanied minors (UAMs) by means of audiovisual
testimonial messages. Specifically, it analyzes the role of two narrative elements that can influence, in an indirect way,
the intention to share the message, the feelings toward UAMs, the intention to approach UAMs, and the intention to
collaborate with an NGO that provides support to immigrants. With this goal in mind, an experimental study (N = 500)
was conducted using a 2 x 2 factorial design, where the factors analyzed were similarity in terms of social identity (high
vs. low) and narrative voice (first-person vs. third-person). No interaction effects of similarity and narrative voice on
identification or transportation were observed. However, multiple serial mediation analyses were statistically significant.
A significant indirect effect of similarity on dependent variables was observed through perceived similarity (primary me-
diator), identification and transportation (secondary mediators), and counterarguing and reactance (tertiary mediators).
Similarly, the narrative voice also had a significant indirect effect on the dependent variables that was explained by the
increase in identification and transportation, and by the reduction in counterarguing and reactance. This work improves
the understanding of the mechanisms that explain the impact of narratives and demonstrates that certain narrative
elements can increase the effectiveness of audiovisual testimonial messages designed for the prevention of racism and
xenophobia.
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1. Introduction

Despite the fact that we live in multicultural societies, the feeling of rejection and mistrust towards immigrants is still
very frequent among the native population. In fact, prejudice toward immigrants is a very present problem in Spain. Ac-
cording to the 2019 Report on the evolution of hate crimes in Spain, 515 crimes related to racism and xenophobia were
recorded in Spain in 2019, which represents an increase of almost 21% with respect to 2018 (Ministry of Home Affairs,
2020). Moreover, according to the latest survey of Attitudes toward immigration, more than 61% of those interviewed
thought that the number of immigrants in Spain was “excessive” or “high”; and 37% thought that Spaniards treated im-

migrants with “mistrust”, “contempt” or “aggressiveness” (CIS, Sociological Research Centre, 2017).

Within the immigrant population, there is a particularly vulnerable group known as “unaccompanied foreign minors” or
UAMs. In Spain it is widely used the term MENAs (for its Spanish acronym), however, throughout this article, the term
UAMs (for unaccompanied minors) will be used, which is the more globally consensual to refer to this group. According
to the Directive 2011/95/EU of the European Parliament and the Council of the European Union, an UAM is a

“minor who arrives on the territory of an EU Member unaccompanied by the adult responsible for them by law or
by the practice of the EU Member State concerned, and for as long as they are not effectively taken into the care
of such a person; or who is left unaccompanied after they have entered the territory of the EU Member State”.

This group faces a situation of special vulnerability because of their condition of minors, foreigners, and separated from
their parents. Moreover, this group is suffering a great rejection by Spanish society as the result of an increasingly hostile
public opinion towards immigrants and inadequate media treatment which emphasize their presence in the country
with the increase of delinquency (Gémez-Quintero; Aguerri; Gimeno-Monterde, 2021; Manzani; Arnoso, 2014; Mer-
cader, 2019).

Likewise, hostile positions towards UAMs are also present in public opinion in other countries in the European context.
For example, in an investigation carried out in Thessaloniki (Greece), it was observed that both communities and local
institutions perceive these minors as criminals who threaten public peace (Kovner; Zehavi; Golan, 2021). Similarly, in a
survey carried out in Germany (N = 2524), Plener et al. (2017) found that only 22.8% of the participants were in favor
of receiving more UAMs in the country, and that the majority defended the immediate deportation of unaccompanied
minors from the Balkans (62%) and Africa (51,1%).

In this context of social tension, it is a priority to design effective strategies to reduce prejudice towards UAMs. This pa-
per focuses on the reduction of prejudice toward “unaccompanied foreign minors” in Spain by using audiovisual narrati-
ves featuring a minor of Moroccan origin (testimonials).

The choice of a minor of Moroccan origin as the prota- This paper focuses on the reduction of
gonist of the story is due to the fact that most unaccom- prejudice toward “unaccompanied fo-
panied migrant children arriving in Spain come mainly reign minors” in Spain by using audio-

from Morocco (Lopez-Belmonte et al., 2019), and that it
is precisely immigrants of Moroccan origin who generate
the least sympathy among Spaniards (CIS, 2017).

visual narratives featuring a minor of
Moroccan origin (testimonials)

2. Mediated intergroup contact, narrative persuasion and prejudice reduction

In the field of social psychology, different strategies have been developed with the aim of reducing prejudice toward
discriminated groups. One of the most relevant intervention approaches is based on Contact Theory (Allport, 1954),
which states that facilitating direct contact between ingroup and outgroup members is an effective way to reduce the
prejudice. In this sense, meta-analytic empirical evidence has found a negative correlation between contact and preju-
dice (Pettigrew; Tropp, 2006).

However, it has also been observed that the positive effects of intergroup contact can occur through forms of indirect
contact, such as the media and, in particular, through narrative messages (Park, 2012). In this context, mediated inter-
group contact is defined as the parasocial interaction between a spectator who belongs to the ingroup and the protago-
nist of a narrative who is part of an outgroup. Previous research has confirmed that this form of contact is an effective
tool for reducing prejudice and improving attitudes toward discriminated groups (e.g., Igartua; Wojcieszak; Kim, 2019;
Moyer-Gusé; Dale; Ortiz, 2019). Thus, it would seem that the exposure to narratives featuring members of the outgroup
facilitates the reduction of prejudice toward this group, which interesting since, sometimes, there is no opportunity to
have a direct intergroup contact in the immediate social network (Wojcieszak; Kim; Igartua, 2020). In addition, it offers a
non-threatening context, thus avoiding the discomfort or unease that sometimes arises from direct contact with people
who are part of stigmatized groups (Chung; Slater, 2013).

Likewise, numerous investigations have ascertained the effectiveness of exposure to written narratives, feature films or
television series in reducing the stigma toward discriminated groups (lgartua; Frutos, 2017; Igartua et al., 2017; Igartua
et al., 2018; Miiller, 2009). This field of study is called narrative persuasion and is based on the use of narratives to indu-
ce changes in beliefs, attitudes and behaviors (Green; Brock, 2000; Igartua, 2020; Igartua; Barrios, 2012). A narrative is
a representation of events in which characters intervene and where the action is delimited in a specific space and time
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(Kreuter et al., 2007). In this context, narrative interventions have been shown to be an effective strategy for changing
attitudes (r =.19), beliefs (r = .17), behavioral intent (r =.17), and behaviors (r = .23) (Braddock; Dillard, 2016).

Within this framework, different theoretical models have been developed with the aim of explaining how the impact
of narrative messages is produced. The main ones are the Transportation-Imagery Model (Green; Brock, 2002), the
Extended Elaboration Likelihood Model (Slater; Rouner, 2002), and the Entertainment Overcoming Resistance Model
(Moyer-Gusé, 2008); these models suggest that identification with the characters and narrative transportation are two
important processes through which narratives produce their persuasive impact. These processes are relevant because
they reduce resistance to the attitudinal proposal of the message, inhibiting the processes of counterarguing and reac-
tance (Bilandzic; Busselle, 2013).

Identification with the characters could be defined as the feeling of becoming the character or temporarily assuming
their identity and goals (Cohen, 2001; Igartua; Barrios, 2012). Narrative transportation is a process that produces a psy-
chological state of immersion in the narrative (Green; Brock, 2000). Counterarguing becomes apparent when negative
cognitive responses are generated toward the persuasive content of the message (Slater; Rouner, 2002), and reactance
is a second process of resistance to the persuasive attempt that is triggered when the individual considers that their
freedom is being threatened (Brehm, 1966).

Since identification and transportation facilitate per- Since identification and transportation
suasion, it is important to know how both aspects can - . S
facilitate persuasion, it is important to

be enhanced, as activating these processes would indi-
rectly strengthen the persuasive impact of the narrative know how both aspects can be enhanced

message (De-Graaf; Sanders; Hoeken, 2016). This re-
search delves into the study of two narrative elements that could enhance identification and transportation: the simila-
rity between the character and the audience, and the narrative voice used in the narration.

3. Similarity in terms of social identity and narrative voice

Similarity occurs when the person exposed to a narrative message shares certain characteristics with the protagonist. Pre-
vious research has revealed that it is an element that can enhance identification and transportation, although the empirical
evidence is inconsistent (Cohen; Weimann-Saks; Mazor-Tregerman, 2018; Kaufman; Libby, 2012; Tukachinsky, 2014).

A limitation of previous research is the fact that it has focused on the effects of demographic similarity, which is based
on objective aspects such as gender or age (De-Graaf et al., 2016). Nevertheless, similarity is an aspect that can also be
based on more subjective traits such as attitudes, beliefs, values, personality traits, tastes, or interests. This study explo-
res the possibility of strengthening the effect of similarity by manipulating more subjective aspects of it; therefore, the
effects of similarity in terms of social identity are tested (lgartua et al., 2019).

From the perspective of social identity theory (Tajfel, 1982), a social group consists of a set of people who perceive
themselves as belonging to that group and is based on a series of shared attributes that define the group and distin-
guish it from other groups. It also postulates that persons belonging to a certain group (ingroup) show a tendency to
favor members of the same group (ingroup favoritism), and to discriminate against persons belonging to another group
(outgroup discrimination). However, in an intergroup context, it is also possible for an outgroup member to be valued
positively if they share some of the typical attributes of the ingroup, i.e. if similarity based on social identity is increased.

This study aims to determine whether the fact that the protagonist of the narration presents himself as an immigrant
who shares some attitudinal, psychological and behavioral characteristics typical of the ingroup (high similarity) will lead
to a greater identification and narrative transportation (and indirectly a reduction in counterarguing and reactance),
than if the immigrant character presents attitudinal, psychological and behavioral characteristics different from those of
the ingroup and more related to his original group and country of origin (low similarity).

The main challenge is to generate identification with an immigrant character, since previous research has highlighted
the difficulty of inducing identification with stigmatized characters (Chung; Slater, 2013; Igartua; Frutos, 2017). For this
reason, the strategy is to combine the effect of similarity with another independent variable in order to increase its
effect on character identification and narrative transportation. In this respect, previous investigations have shown that it
is possible to increase the effect of similarity on identification and transportation under certain specific conditions. For
example, Kaufman & Libby (2012) observed that the similarity between the character and the audience induced greater
identification when the first-person narrative voice was used to tell the story. The present study aims to further deepen
this line and explore whether the first-person narrative voice could be a specific condition under which similarity would
increase its effect on identification and transportation.

The narrative voice is defined as the perspective from which the story is told (Chen; Bell; Taylor, 2017). The most common-
ly used strategies are the first-person narrative voice, in which the story is told by the main character using first-person
pronouns (“1”), and the third-person narrative voice, in which the story is told by an omniscient narrator who is not part
of the story and who refers to the main character either by his first name (“Nasser”, in this case), or by using third-person
pronouns (“he”). Previous research, mostly in the field of health communication (De-Graaf et al., 2016), suggests that the
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first-person narrative voice has greater persuasive potential (Chen et al., 2017; Igartua; Rodriguez-Contreras, 2020; Nan et
al., 2015). However, there is no evidence in the field of prejudice reduction, which is the focus of our work.

4, Audiovisual narratives

In the area of narrative persuasion, it is important to know if the modality of presentation of the message conditions the
processes of reception and attitudinal impact. The meta-analysis carried out by Tukachinsky (2014) showed that written
narratives induced greater narrative transportation than audiovisual narratives. However, in terms of identification, the
differences between written and audiovisual narratives were not significant. Nevertheless, it has also been observed that
the audiovisual format (as opposed to the written one) increases the involvement with the message (Walter et al., 2017).

Despite these results, most researchers use written narratives as an experimental stimulus (Dahlstrom et al., 2017). This
preference is due to the fact that written narratives are easier to manipulate experimentally than audiovisual narratives,
but this represents an important limitation for the field of study, since people are not exposed exclusively to media con-
tent in written format.

Moreover, when researchers opt for the use of audiovisual narratives, they make use of existing films or television pro-
grams, without experimental manipulation; therefore, the videos may differ in other dimensions, in addition to the inde-
pendent variables, and these potential differences may explain, at least in part, the results obtained (Vezzali et al., 2019).

The present research tries to overcome these limitations by producing the audiovisual narrative message in its entirety
and manipulating the independent variables through audiovisual resources. The stimulus used is a short story in the
form of a testimonial, in which the protagonist relates his experience and seeks to influence the attitudes and beliefs
of the audience (Walter; Cohen, 2019). This narrative format is widely used in health communication campaigns (for
example, in the Tips from Former Smokers campaign developed in the United States by the Centers for Disease Control
and Prevention) and also by immigrant support agencies (for instance, https://iamamigrant.org) and its potential may be
greater than that of other more elaborate narrative formats, since it can be easily shared through social networks. Fur-
thermore, testimonial messages offer a living example, a case story, and for that reason have been observed to be more
effective for the development of campaigns, compared to other non-narrative formats that are based on the delivery of
statistical evidence (Braverman, 2008).

5. Objectives and hypotheses

Firstly, this research aims to contrast the combined effect of similarity in terms of social identity and first-person narra-
tive voice. Thus, it is hypothesized (H1) that the audiovisual narration featuring an immigrant protagonist who is similar
to the audience in terms of social identity and narrated in the first-person will induce the highest levels of identification
with the characters (H1a) and narrative transportation (H2b).

However, it can also be argued that similarity and narrative voice have independent effects on the reception processes
under consideration. Thus, a second objective is to contrast the indirect effects of similarity in terms of social identity
as well as the effects of the first-person narrative voice on the dependent variables (intention to share the message,
feelings toward UAMs, intention of contact with UAMs and intention of collaborating with an NGO that supports immi-
grants), through identification with the characters and narrative transportation (primary mediators), and counterarguing
and reactance (secondary mediators).

Secondly, it is postulated (H2), that the audiovisual narrative featuring an immigrant protagonist who is similar to the
audience in terms of social identity will have an indirect effect on the intention to share the message, the feelings toward
UAMs, the intention of contact with UAMs and the intention of collaborating with an NGO that supports immigrants,
which will be mediated by the identification with the characters (H2a) and narrative transportation (H2b) (primary me-
diators), and counterarguing and reactance (secondary mediators).

Thirdly, it is hypothesized (H3), that the audiovisual narrative told in the first-person will have an indirect effect on the
intention to share the message, the feelings toward UAMs, the intention of contact with UAMs and the intention of
collaborating with an NGO that supports immigrants, which will be mediated by the identification with the characters
(H3a) and narrative transportation (H3b) (primary mediators), and counterarguing and reactance (secondary mediators).

6. Method

6.1. Design and participants

To test these predictions, an online experiment was designed and distributed through the Qualtrics platform. In order
to estimate the required sample size for the experimental study, a power analysis was performed with the statistical
software G*Power (Faul et al., 2007). Based on the meta-analysis review carried out by Braddock & Dillard (2016) and
assuming an effect size of .17, an a value of .05, a power of .80, and a four-group between-subjects design, G*Power
program indicated that a sample size of 384 participants would be necessary. For this reason, the study was designed
to access a sample of this size or slightly larger. To carry out the experiment, a convenience sample was accessed by
applying a snowball sampling on the university community, a widely used practice for hypothesis testing in the Commu-
nication research (Basil, 1996; Hayes, 2005; Shapiro, 2002).
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As said before, the experimental study was designed through the Qualtrics online platform and the questionnaire was
distributed by sending a link that gave access to it. The access to the sample was carried out through social networks,
email distribution lists and by contacting directors of research groups from various Spanish universities who were kind
enough to spread the questionnaire among the members of their groups. All the participants voluntarily agreed to
participate in the research through the informed consent that was shown at the beginning of the questionnaire and in
which they were provided general information about the experiment. The fieldwork was carried out between February
4 and March 9, 2020 and to select the participants, the first part of the online questionnaire included three screening
questions:

“In which country were you born?”,
“In which country was your father born?”, and
“In what country was your mother born?”.

Only people of Spanish origin and with Spanish parents participated in the study.

A 2 x 2 factorial design of independent measures was used, where the similarity in terms of social identity (high vs. low)
and the narrative voice (first-person vs. third-person) were manipulated in the audiovisual testimonial message. Since
the field work was done through Qualtrics, this allowed the random assignment of participants to each experimental
condition and the implementation of a series of quality controls during the data collection process. For example, the
guestionnaire could only be completed in a single session, and in order to avoid respondents that finished the survey
abnormally fast (which implies that instead of providing quality answers, they chose answers at random to complete
the survey quickly) only those participants who took between 8 and 43 minutes to complete the questionnaire (M =
12.92 minutes, SD = 4.68), who took between 73 and 143 seconds to view the narrative (M = 87.96, SD = 10.56), and
who correctly answered a control question included in the final part of the questionnaire, were counted as valid cases.

All materials related to the online experiment (dataset and syntax files, measures, and narrative messages) are available
via the Open Science Framework (OSF):
https://osf.io/xrafb/?view_only=1eb1c91b1b9b4f0781bb7d107d982a05

7. Materials: Experimental manipulations

The experimental stimulus used was a one-minute video testimonial featuring an unaccompanied foreign minor of Mo-
roccan origin (this character was played by a former ward Moroccan 18-year-old boy, whose features matched the ones
of the role). This narrative related Nasser’s migratory experience in Spain, alluding to the difficulties encountered and
taking as a reference the written narratives used in previous studies (Igartua et al., 2019).

An audiovisual narrative is mainly characterized by the simultaneous transmission of information through two chan-
nels: the acoustic and the visual (Chaume, 2004). In the present study, the visual channel was used to carry out the
experimental manipulation of similarity in terms of social identity, and the acoustic channel was used to manipulate the
narrative voice.

The manipulation of similarity is based on the theory of social identity (Tajfel, 1982), where it is postulated that people
identify with those social groups with which they perceive they share a series of common traits. In the context of our
work (intergroup relations with people who are stigmatized because of their belonging to another country), the common
elements that constitute a distinct social identity are related to language, symbols, or certain traditions. Thus, in order
to manipulate similarity in terms of social identity, two versions of the video were designed (high vs. low similarity) that
differed from each other in the following elements.

Language. Language has a dual function as an agent of communication and a symbol of national identity (Mar-Molinero,
2001). An example of this can be found in the Spanish context, where language is an essential part of education systems
and is promoted by regional governments because of its importance in the construction of identity. For this reason, in
the condition of high similarity the protagonist reads comics in Spanish, while in the condition of low similarity the pro-
tagonist reads comics written in Arabic.

Symbols. Sport, and more specifically soccer (football) because of its great popularity, plays an important role in the
construction of national identities (Llopis-Goig, 2020). Particularly, the national soccer team has a great symbolic load
and is an element of identity construction. In fact, the Spanish society is one of the most identified with the national
soccer team, only behind Turkey and Germany (Llopis-Goig; Senyuva; Sonntag, 2017). Hence, in the high similarity
condition, the protagonist wears a Spanish national soccer team shirt and posters of the Spanish team are visible in his
bedroom, while in the low similarity condition, the protagonist wears a Moroccan national soccer team shirt and posters
of the Moroccan team can be seen in his bedroom.

Traditions. Traditions are another common element in the context of a nation, and gastronomy plays an important role
among them. In this sense, studies in the field of social anthropology highlight the importance of food in the construc-
tion of collective identities (Gracia, 2010). Thus, in the condition of high similarity, there is a photo of the protagonist
eating a Spanish potato omelette with a friend, while in the condition of low similarity the photo shows the protagonist
eating tajin, a typical Moroccan dish.
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On the other hand, audiovisual stories include locutions that complement the images, either through the dialogues be-
tween the characters or through a voice-over, a disembodied voice that is not synchronously anchored to a speaker (Sti-
gel, 2001). In this study, the manipulation of the narrative voice is done through a voice-over. Thus, in the condition of a
first-person narrative voice, the audiovisual story includes a voice-over where the protagonist himself tells his story in the
first-person (“My name is Nasser and | am 17 years old...”). Whereas, in the condition of a third-person narrative voice, the
voice-over belongs to an omniscient narrator who tells the story in the third-person (“This is Nasser and he is 17...”).

8. Measures

The questionnaire consisted of a pre-test measure, which included questions to determine the origin of the participants,
socio-demographics (sex and age), ideology (political self-positioning, from 0 = left, to 10 = right, M = 3.31, SD = 2.38)
and perception of the immigration as a problem that affects Spain (from 1 = very unimportant, to 5 = very important,
M =3.42, SD = 1.14), and a post-test measure that was provided immediately after viewing the video and included the
following variables.

8.1. Check variables for experimental manipulation and mediating variables

Perceived similarity. To test the experimental manipulation, a scale composed of 6 items was used (e.g., “Nasser has
many things in common with the Spanish”; from 1= strongly agree, to 7= strongly disagree). The 6 items were combined
to create an index (a0 =.79, M =5.23, SD = 1.03).

Identification with the protagonist. The scale developed by Igartua & Barrios (2012), composed of 11 items (e.g., “I have
felt emotionally involved with Nasser’s feelings”; from 1 = nothing, to 5 = a lot), was used. An index was constructed by
averaging the 11 items (a = .90, M = 3.35, SD = 0.74).

Narrative transportation. The Transportation Scale-Short Form, developed by Appel et al., (2015), was used, consisting
of 5 items (e.g., “I could imagine myself in the situations described in the video”; from 1 = strongly disagree, to 7 = stron-
gly agree). The 5 items were combined to create a narrative transportation index (a = .78, M = 4.89, SD = 1.09).

Counterarguing. A scale created from the studies of Moyer-Gusé & Nabi (2010) and Igartua & Vega-Casanova (2016)
was used, consisting of 3 items (e.g., “While watching the video, | thought | disagreed with some of the things said by
Nasser”; from 1 = strongly disagree, to 7 = strongly agree). An index was constructed by averaging the 3 items (a = .74,
M =2.53,5D=1.22).

Reactance. It was measured with the scale developed by Shen (2015), composed of 4 items (e.g., “The message was
trying to manipulate me”; from 1 = strongly in disagreement, to 7 = strongly in agreement). The 4 items were combined
to create an index (o = .88, M = 1.93, SD = 1.15).

8.2. Dependent variables

Intention to share the message. It was evaluated with the scale developed by Barbour, Doshi, & Hernandez (2016),
composed of 6 items (e.g., “I would be willing to share this information with others”; from 1 = strongly disagree, to 7 =
strongly agree). The 6 items that measured the intention to share the story through social networks were combined into
anindex (a=.93, M =4.69, SD = 1.41).

Thermometer of feelings toward UAMs. A scale was used (Wojcieszak; Garrett, 2018) in which participants indicated
their feelings toward the UAMs (from 0 = very cold feelings, to 100 = very warm feelings; M = 68.43, SD = 25.10).

Intention of contact with UAMs. 1t was measured using a scale developed from the work of Cameron et al. (2006) y
Vezzali et al. (2014), composed of 6 items (e.g., “In general, when | reflect on the situation of the UAMs in Spain, | think
| would like to talk to them”; from 1 = strongly disagree, to 7 = strongly agree). The 6 items were combined to create an
index (a0 =.90, M =5.49, SD = 1.12).

Intention to collaborate with an NGO that provides support to immigrants. It was evaluated using a scale created from
the work of Murrar & Brauer (2018), composed of 4 items (e.g., “l would be willing to donate money to an NGO to fund
campaigns against racism and xenophobia”; from 1 = strongly disagree, to 7 = strongly agree). The 4 items were combi-
ned in an index (a = .88, M =3.98, SD = 1.49).

9. Results

9.1. Preliminary analyses

The random assignment to the four experimental conditions was successful. There were no statistically significant di-
fferences among the experimental conditions in sociodemographic terms: gender (x*(3, N = 500) = 4.24, p = .236), age
(F(3, 496) = .528, p = .663); the ideology (F(3, 496) = .937, p = .422); or the perception of the immigration as a problem
(F(3, 496) = .250, p = .861). Moreover, the manipulation of similarity in terms of social identity also proved effective.
Through a Student t-test of independent samples, it was observed that the perceived similarity was higher among the
participants in the high similarity condition in terms of social identity (M = 5.50, SD = 0.97) than among the participants
in the low similarity condition (M = 4.97, SD = 1.02; t(498) = -6.00, p = .000). Finally, to check that the mediating proces-
ses showed convergent correlations with the proposed hypotheses (for example, between identification and narrative
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transportation with counterarguing and reactance), the correlations between the mediating variables were analyzed.
In addition, it was also confirmed that the mediating processes showed statistically significant relationships with the
dependent variables. These results justify the proposed mediation model (Table 1).

Table 1. Correlations between mediating and dependent variables

1 2 3 4 D 6 7 8

1 Identification -

2 Narrative transportation J9x** -

3 Counterarguing -.30%** - 23%x% -

4 Reactance -2 - 197 AGrxx -

5 Intention to share the message ABH¥¥ 52%¥¥ -34%%x% -.38%** -

6 Feelings toward UAMs A9¥¥* A5F** R Rl - 27%¥* A4rEE -

7 Intention of contact UAMs ATH*X A2%** =377 =37 o) T2xHX -

8 Intention to collaborate NGO 36%** AQF** - 18*** - 24%*% A9FE* A6*F* A6*** -
Mean 335 4.89 2,53 1.93 4.69 68.43 5.49 3.98
Standard deviation 0.74 1.09 1.22 1.15 1.41 24.10 1.12 1.49

Note. N =500. In all variables, a higher score reflects a greater intensity of the process considered, from 1 = low, to 7 = high (except in the Identification
scale with a theoretical range from 1 = low, to 5 = high; and in Feelings toward UAMs with a range from 0 = very cold feelings, to 100 = very warm
feelings). +p<.10, ** p <.01, *** p <.001.

9.2. Effect of similarity and narrative voice on reception processes (H1)

H1 postulated an interaction effect between similarity in terms of social identity and narrative voice on character identi-
fication (H1a) and narrative transportation (H1b). To test this effect, two analyses of variance (Anova) were carried out.

The results showed that there were no statistically significant interaction effects between similarity and narrative voice
on protagonist identification (F(1, 496) =.292, p = .589, npz =.001), nor on narrative transportation (F(1, 496) = .058, p =
.809, r]p2 =.000), so H1 was not confirmed.

Nonetheless, main effects of the narrative voice were observed. The message in the first-person increased the identi-
fication (F(1, 496) = 4.83, p = .028, np2 =.010), and the narrative transportation (F(1, 496) = 6.46, p = .011, r]p2 =.013).
However, similarity in terms of social identity did not influence identification (F(1, 496) = .012, p = .914, r]P2 =.000), nor
transportation (F(1, 496) = .003, p = .955, npz =.000).

9.3. Effects of similarity in terms of social identity (H2)

The second hypothesis predicted an indirect effect of the similarity in terms of social identity on the intention to share
the message, the feelings toward UAMs, the intention of contact with UAMs and the intention of collaborating with an
NGO that supports immigrants, all mediated by the identification with the characters (H2b) and narrative transporta-
tion (H2b) (primary mediators), and counterarguing and reactance (secondary mediators). To analyze the hypothesized
mediation model, the Process macro was used to test indirect effects with SPSS (Model 6; Hayes, 2018), including the
narrative voice as a covariate.

The results showed that there was no indirect effect of similarity on the dependent variables, given that the indepen-
dent variable had no statistically significant effect on identification (B = -.00, SE = .06, p = .915, 95% IC = -.13, .12) or
narrative transportation (B = -.00, SE = .09, p = .955, 95% IC =-.19, .18). Consequently, H2 was not confirmed.

O’Keefe (2003) pointed out that the measures used to check experimental manipulations should be included in the
mediation analyses, as they could act as relevant underlying processes. Similarly, previous studies have highlighted the
effects of perceived similarity on identification and narrative transportation (Chen et al., 2017; Cohen et al., 2018; Co-
hen; Hershman-Shitrit, 2017; Hoeken; Kolthoff; Sanders, 2016; Ooms; Hoeks; Jansen, 2019).Therefore, a second model
of serial mediation (Model 6, Hayes, 2018) was carried out to examine the indirect effect of similarity on dependent
variables through perceived similarity (primary mediator), identification and transportation (secondary mediators), and
counterarguing and reactance (tertiary mediators), including the narrative voice as a covariate (Figure 1 and Table 2).

Thus, it was observed that similarity in terms of social identity increased perceived similarity, which in turn increased
identification with the protagonist of the story. In addition, this increased identification reduced counterarguing and
reactance, which was ultimately associated with a greater intention to share the message, more positive feelings toward
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UAMs, greater intention of contact with UAMs and grea-
ter intention to collaborate with an NGO supporting im-
migrants (although in this last case no significant indirect
effect through counterarguing was observed).

Regarding the role of narrative transportation, it was ob-

Ifigo Guerrero-Martin; Juan-José Igartua

It was observed that perceived similarity
acted as a process mediating the effect
of similarity on identification and trans-
portation

served that perceived similarity acted as a mediating variable for the effect of similarity in terms of social identity on na-
rrative transportation, which at the same time reduced counterarguing and reactance. This reduction of counterarguing
and reactance (thanks to the increase in narrative transportation) was associated with a greater intention to share the
message, more positive feelings toward UAMs, a greater intention to contact UAMs and a greater intention to collabo-

rate with an NGO providing support to immigrants.

(a) Secondary mediator: identification

Intention to share the
message

Thermometer of feelings

- 3,46%**
toward "UAMs"

Similarity in terms of : o | » .
social identity —PI Perceived similarity —»I Identification }—PI

Counterarguing

0,53%x% 0.24%%% -0 41%0x

Intention of contact with
A % "UAMs"

-0,08 “~.| Intention to collaborate
with an NGO

Intention to share the
message

-0,347%

Thermometer of feelings
toward "UAMs"

Similarity in terms of . o . .
social identity —PI Perceived similarity }—»I Identification }—PI

Reactance

0,53%x 0,24%%+ - 0,26%++

(b) Secondary mediator: transportation

Intention of contact with
"UAMs"

- 0,217 Intention to collaborate

with an NGO

Intention to share the
message

- 0,25%x

Thermometer of feelings
toward "UAMs"

Similarity in terms of
social identity —>| Perceived similarity }—>| Transportation }—>|

Counterarguing

0,53%#* 0,36%** -0,19%**

Intention of contact with
"UAMS"

Intention to collaborate
with an NGO

Intention to share the
message

- 0,347+

Thermometer of feelings

-3,95%%%
toward "UAMs"

S]mllar_lty_mtel_ms of —b| Perceived similarity }—>| Transportation }—>|
social identity

Reactance

0,53%%* 0,24%%* - 0,14%%*

Figure 1. Mediation analyses: indirect effects of similarity (H2)

Intention of contact with
"UAMS"

- 0,21%** Intention to collaborate

with an NGO

Note. The figures show the non-standardized regression coefficients (B). The dashed line represents non-significant coefficients. + p < .10, * p < .05,

**p<.01, *** p<.001.
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Table 2. Indirect effects of similarity in terms of social identity on dependent variables

Indirect effects Effect Boot SE Boot 95% ClI
Social identity s!mllarlty — Pgrcelved similarity — Identification 0125 0047 [.0054, .0233]
— Counterarguing — Intention to share the message
Social identity s!mllarlty - Perceived similarity — Identification 1856 0761 [.0688, .3666]
— Counterarguing — Feelings toward UAMs
Social identity similarity — Perceived similarity — Identification
— Counterarguing — Intention of contact with UAMs 0113 -0040 [.0050, .0205]
Social identity similarity — Perceived similarity — Identification
— Counterarguing — Intention to collaborate with NGO 0045 0034 [-0011,.0125]
Social identity 5|m||ar|ty — — Perceived similarity — Identification 0116 0048 .0040, .0226]
— Reactance — Intention to share the message
Social identity similarity — Perceived similarity — Identification
— Reactance — Feelings toward UAMs 1224 0596 [.0342, .2635]
Social identity similarity — Perceived similarity — Identification
— Reactance — Intention of contact with UAMs 0087 0036 [.0029, .0170]
Social identity similarity — Perceived similarity — Identification
— Reactance — Intention to collaborate with NGO 0074 0035 [.0022,.0155]
Social identity s!mllanty — Pgrcelved similarity — Transportation 0097 10040 1.0035,.0191]
— Counterarguing — Intention to share the message
Social identity s!mllarlty - Perceived similarity — Transportation 1595 0685 .0540, .3209]
— Counterarguing — Feelings toward UAMs
Social identity similarity — Perceived similarity — Transportation
— Counterarguing — Intention of contact with UAMs 0091 0037 .0033,.0179]
Social identity similarity — Perceived similarity — Transportation
— Counterarguing — Intention to collaborate with NGO -0040 -0027 [.0001,.0105]
Social identity 5|m|Iar|t}/ — Perceived similarity — Transportation 0101 0044 [.0027, .0198]
— Reactance — Intention to share the message
Social identity 5|m||ar'|ty — Perceived similarity — Transportation 1152 0593 1.0246, .2537]
— Reactance — Feelings toward UAMs
Social identity similarity — Perceived similarity — Transportation
— Reactance — Intention of contact with UAMs 0079 -0036 [.0020, .0160]
Social identity similarity — Perceived similarity — Transportation
— Reactance — Intention to collaborate with NGO -0064 0031 [.0015, .0136]

Note. An indirect effect is considered to be statistically significant if the established confidence interval (95% C/) does not include the value 0 (Hayes,
2018). Statistically significant indirect effects are marked in bold.

9.4. Effects of the narrative voice (H3)

The third hypothesis postulated an indirect effect of the narrative voice on dependent variables, mediated by the identi-
fication with the protagonist (H3a) and the narrative transportation (H3b) (primary mediators), and the counterarguing
and reactance (secondary mediators). The serial mediation model was tested in the same way (Model 6, Hayes, 2018),
including similarity in terms of social identity as a covariate.

It was observed that the narrative voice in the first-person (versus third-person) increased identification with the pro-
tagonist of the story, which in turn reduced counterarguing and reactance. In addition, the reduction of counterarguing
and reactance (as a result of increased identification) was associated with a greater intention to share the message,
more positive feelings toward UAMs, greater intention of contact with UAMs and greater intention to collaborate with
an NGO providing support to immigrants, although in this last case a significant indirect effect was only found through
reactance, which is a partial support of H3a.

On the other hand, the first-person narrative voice also increased narrative transportation, which at the same time
reduced counterarguing and reactance. Furthermore, the reduction of counterarguing and reactance (thanks to the in-
crease in narrative transportation) was associated with

a greater intention to share the message, more positive The first-person narrative voice increa-
feelings toward the UAMs, a greater intention to con- sed identification and transportation,
tact UAMs and a greater intention to collaborate with which in turn reduced counterarguing

an NGO providing support to immigrants; therefore, the

H3b was confirmed (Figure 2 and Table 3). and reactance
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(a) Primary mediator: identification

Intention to share the
message

Thermometer of feelings
toward "UAMs"

| Identification |—>| Counterarguing

0,14%* - 0,49+

Intention of contact with
"UAMSs"

~ Intention to collaborate
with an NGO

Intention to share the
message

- 0,36%**

Thermometer of feelings
toward "UAMs"

| Identification |—>| Reactance

0,14%* - 0,33%**

Intention of contact with
"UAMSs"

Intention to collaborate
with an NGO

(b) Primary mediator: transportation

Intention to share the
message

- 0,27%%*

Thermometer of feelings
toward "UAMs"

| Transportation }—>| Counterarguing

0,24%* - 0,25% %

Intention of contact with
"UAMs"

Intention to collaborate
with an NGO

Intention to share the
message

Thermometer of feelings
toward "UAMs"

| Transportation }—>| Reactance

0,24** -0,20%**

Intention of contact with
"UAMs"

Intention to collaborate
with an NGO

Figure 2. Mediation analyses: indirect effects of the narrative voice (H3).
Note. The Figures show the non-standardized regression coefficients (B). The dashed line represents non-significant coefficients. + p < .10, * p < .05,
** p< .01, ¥*¥* p < .001.
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Table 3. Indirect effects of narrative voice on dependent variables

Indirect effects Effect Boot SE Boot 95% CI
Narrative v0|f:e — Identlﬁ.catlon — 0183 10093 1.0018, .0387]
Counterarguing — Intention to share the message
Narrative voice — Identification —
Counterarguing — Feelings toward UAMs 2694 1459 .0241, .5926]
Narrative voice — Identification —
Counterarguing — Intention of contact with UAMs 0167 -0084 [.0016,.0353]
Narrative voice — Identification —
Counterarguing — Intention to collaborate NGO 0072 0055 0010, .0201]
Narrat'lve voice — |dentification — Reactance — 0178 0091 10017, .0370]
Intention to share the message
Narrative voice — Identification — Reactance —
Feelings toward UAMs 1915 .1074 [.0166, .4364]
Narrative voice — ldentification — Reactance —
Intention of contact with UAMs 0136 <0071 0013, .0286]
Narrative voice — Identification — Reactance —
Intention to collaborate with NGO 0113 0064 -0009, .0256]
Narrative v0|FeHTransp9rtat|on — 0176 0081 [.0039, .0352]
Counterarguing — Intention to share the message
Narrative voice — Transportation —
Counterarguing — Feelings toward UAMs 2895 -1366 0620, .5984]
Narrative voice — Transportation —
Counterarguing — Intention of contact with UAMs 0171 0078 -0037, .0349]
Narrative voice — Transportation —
Counterarguing — Intention to collaborate NGO -0076 0049 -0004, .0190]
Narrat.lve voice — Transportation — Reactance — 0184 0083 10037, .0364]
Intention to share the message
Narrative voice — Transportation — Reactance —
Feelings toward UAMs .2168 .1062 [.0421, .4489]
Narrative voice — Transportation — Reactance —
Intention of contact with UAMs 0150 -0070 -0031,.0301]
Narrative voice — Transportation — Reactance —
Intention to collaborate with NGO 0117 <0060 .0021,.0252]

Note. An indirect effect is considered to be statistically significant if the established confidence interval (95% C/) does not include the value O (Hayes,
2018). Statistically significant indirect effects are marked in bold.

10. Discussion

This work focuses on the reduction of prejudice toward stigmatized immigrants (specifically unaccompanied minors
or UAMs) through audiovisual testimonial messages. It also highlights the importance of two elements related to the
construction of the narrative message in the activation of mediating processes that facilitate persuasion: the similarity
between the character and the audience, and the narrative voice.

In this sense, the effects of a type of similarity based on subjective features such as similarity in terms of social identity
were tested (lgartua et al., 2019), since, to date, research has focused mainly on the study of demographic similarity, and
the empirical evidence of its effect on identification and transportation is inconsistent (Tukachinsky, 2014). The results
revealed that similarity in terms of social identity had no statistically significant effect on identification or transportation.
Neither was it observed a combined effect of similarity and narrative voice on identification or transportation, so H1
could not be confirmed.

Nevertheless, and in convergence with previous studies, it was observed that perceived similarity acted as a process
mediating the effect of similarity on identification and transportation (Chen et al., 2017; Cohen; Hershman-Shitrit, 2017;
Hoeken et al., 2016; Ooms et al., 2019). These results highlight that similarity between the character and the audience
can be an important element for enhancing the persuasive effect of a message, as long as the audience recognizes the
shared features and perceives the character as similar (Kim, 2019).

In addition, mediation analyses revealed that the increase in identification and transportation (explained by the increase
in perceived similarity) reduced counterarguing and reactance, which in turn was associated with greater intention to
share the message, more favorable attitudes toward UAMs (feelings and intention to contact) and greater intention for
prosocial behavior (in this case no significant indirect effect was observed through identification and counterarguing).
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As for H3, it was found that the first-person narrative This study revealed that both identifi-
voice (versus third-person) increased identification and cation and narrative transportation re-

transportation, which in turn reduced counterarguing q q . q
and reactance; this was ultimately associated with grea- uced counterarguing and reactance,

ter intention to share the message, more positive atti- which jointly explained the effect of si-
tudes toward UAMs, and greater intention for prosocial milarity and narrative voice on depen-
behavior in favor of immigrants (although in this last dent variables

case no significant indirect effect through identification

and counterarguing was observed). These results emphasize the ability of the first-person narrative voice to amplify the
effect of the message on the identification with the protagonist (Chen et al., 2017; Igartua; Rodriguez-Contreras, 2020;
Nan et al., 2015). Furthermore, and unlike what was found in previous studies (Banjerjee; Greene, 2012; Tukachinsky,
2014), these results show that the first-person narrative voice could also be a relevant resource for increasing narrative
transportation, which makes it an important element to be taken into account in the construction of narrative messages.

On the other hand, this study revealed that both identification and narrative transportation reduced counterarguing and
reactance, which jointly explained the effect of similarity and narrative voice on dependent variables. These findings
converge with theoretical models (Green; Brock, 2002; Slater; Rouner, 2002; Moyer-Gusé, 2008) and underline the
importance of these mediating mechanisms in the processes of narrative persuasion, but in a different context such as
that of racism and xenophobia prevention.

This study provides various theoretical and practical contributions and highlight the importance of narrative messages in
reducing prejudice towards stigmatized groups. In the first place, it was found that it is possible to manipulate similarity by
making subjective aspects prominent in the narrative that highlight a shared social identity between the protagonist and
the audience (such as tastes, interests or feelings), since similarity in terms of social identity increased perceived similarity.
A knowledge that can help audiovisual producers to develop more successful campaigns against racism and xenophobia.

Secondly, it was possible to induce identification with a stigmatized character, which was one of the main challenges
since previous research has highlighted the difficulty of triggering identification with this type of characters (Chung;
Slater, 2013; Igartua; Frutos, 2017).

Thirdly, the findings of this research represent a significant contribution to the study of the effects of narrative voice.
This topic has received scarce attention in narrative persuasion research (De-Graaf et al., 2016), and although previous
studies suggest a greater persuasive potential for first-person narratives (De-Graaf et al., 2016), the evidence was not
conclusive (Banerjee; Greene, 2012; Chen et al., 2015; 2016; Christy, 2018; Nan et al., 2017; Tukachinsky, 2014). In this
sense, the present study has highlighted that the narrative voice is not a merely anecdotal formal resource (lgartua;
Rodriguez-Contreras, 2020). On the contrary, it is a narrative feature that indirectly affects variables related to the re-
duction of prejudice, because first-person messages allow the activation of relevant mechanisms such as identification
and narrative transportation.

Likewise, as far as we know, this study represents the first attempt to test a serial mediation model that takes into
account four different mechanisms (identification, transportation, counterarguing and reactance) for explaining the re-
duction of the prejudice toward stigmatized immigrants. Therefore, our study has important implications for this field,
since the results allow to understand the role of identification and narrative transportation in the reduction of defensive
responses to the message (counterarguing and reactance) which, in turn, leads to the improvement of attitudes.

Additionally, it should be noted that the present research has included alternative dependent variables to the classic
ones used in the previous research, which have focused mainly on the use of attitudinal measures related to the con-
tent of the narrative. In this sense, this study has shown that the intention to share a message of these characteristics
through social media can be stimulated, which already constitutes an indicator of the effectiveness of the communica-
tive intervention (lgartua et al., 2017). Furthermore, taking into account that the audience tends to avoid stories about
stigmatized groups (Walter et al., 2017), the fact that the narratives with a favorable message towards immigration
come from personal contacts could increase trust in them and, ultimately, its persuasive efficacy (Igartua et al., 2017).
Likewise, media campaigns play a vital role in the fundraising activities by NGOs since, in many cases, the audience learns
about the needs of others through the media (Cao, 2013). The present study has highlighted that a first-person narrative
message featuring an immigrant protagonist who is similar to the audience in terms of social identity, can increase the
intention to collaborate with an NGO that supports immigrants. A relevant evidence that could be used by these organi-
zations in the design of media campaigns to encourage donations.

The present study has shown that the manipulation of certain narrative elements related to the construction of the
messages can increase the effectiveness of audiovisual messages designed to reduce prejudice towards UAMs in Spain.
However, future research should test if these findings could be replicated in other geographical contexts, or if similar
results would be obtained with protagonists belonging to other stigmatized groups that produce more anxiety in the au-
dience. For this reason, it would be convenient to verify the effectiveness of this media intervention with other stigma-
tized groups (e.g., people of other religious beliefs such as Muslims, handicapped, homeless people etc.), and in cultural
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contexts other than Spanish, in order to confirm that the effects of the similarity in terms of social identity and narrative
voice are maintained regardless of the stigmatized group and the cultural origin of the audience of the message.

Likewise, narrative messages do not affect all people equally and can produce stronger or weaker effects depending on
certain factors (Valkenburg; Peter; Walther, 2016). For this reason, it would be convenient to study to what extent the
individual characteristics of the audience (such as certain personality traits or other psychological characteristics), can
condition the effect of these narrative elements.

Finally, in this project, self-report measures have been used to evaluate the processes of identification, transportation,
counterarguing and reactance, which are taken retrospectively immediately after exposure to stimulus materials. These
measures are valid and widely used in Communication research. However, the reception of a narrative message is a
dynamic phenomenon, which implies that mediating processes such as identification or transportation fluctuate and
undergo changes throughout the exposure to the narrative (Igartua, 2020). For this reason, future research should use
these self-report measures in combination with other physiological measures based on neuroimaging techniques (see,
Van-Krieken et al., 2017), with the aim of analyzing reception processes during exposure to the stimulus and in a more
complete and accurate manner (lgartua, 2020).

A limitation of this study is that a representative sample of the Spanish population was not used, as a snowball-based
selection procedure of participants was implemented through social media and university email lists. In this sense, these
findings should be tested with representative samples where, predictably, more negative attitudes toward immigrants
will be observed, since education is a protective factor against prejudice towards stigmatized groups such as immigrants
(Cea-D’Ancona; Valles-Martinez, 2014).

In conclusion, this work improves the understanding of
the mechanisms involved in narrative persuasion pro-
cesses and demonstrates that the manipulation of cer-

The results demonstrate that the mani-
pulation of the similarity in terms of so-

tain narrative elements (such as the similarity between cial identity and the use of the first-per-
the character and the audience in terms of social iden- son narrative voice can increase the
tity and the use of the first-person narrative voice) can effectiveness of messages designed for

increase the effectiveness of messages designed for the

i - ; the prevention of racism and xenophobia
prevention of racism and xenophobia.
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