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Advertising has the power to create shifts in human behavior. Storytelling

is a powerful, primal skill that humans have used for thousands of years.

Storytelling and advertising share the same goal of persuasion, but this ac-

tion is becoming increasingly difficult to achieve due to constant changes

in the dynamic human environment. Advertising experts need to develop

new approaches to engage, motivate, and inspire the desired actions.The

climate change crisis and the need to promote ideas for climate neutrality

require urgent strategies for moving forward. Storytelling’s power to per-

suade is undeniable, but more practical, ready-to-use models are needed to

help various experts reach and convince society to act.A systematic litera-

ture review was conducted, following the PRISMA checklist and organizing

information using a combination of TCM and ADO frameworks. There is

a lack of specificity and clarity about how stories should be presented and

created.This knowledge is crucial in the context of the climate change crisis,

which needs urgent, united, and mission-oriented actions from society. Fur-

ther research should focus on specific story elements and other important

strategic aspects of storytelling. Unity between storytelling and advertising

can become a bridge between scientists and society.
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1. Introduction

You’re never going to kill storytelling, because it’s

built in the human plan.We come with it.” - Mar-

garet Atwood (Ferris, 2021)

Storytelling is one of the oldest ways to connect with the

world that surrounds us, to understand the past and the

present, and to move toward the future (Boyd et al., 2022 ;

Lipsey et al., 2020). Storytelling in the marketing field helps

to overcome communication problems related to atten-

tion retention and conviction (Coker et al., 2021). Marke-

ters use stories to create knowledge about a product, ser-

vice, or idea in a way that encourages a deeper emotional

connection with the concept and attributes meaning to the

processes with which they interact (Domazet, 2020). Sto-

rytelling strengthens a brand by forming an emotion-based

relationship with the target audience (Keel & Tran, 2023 ;

Tsai, 2020) note that storytelling can convince people to

take action if a practically ready-to-use methodology is

provided.
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Storytelling can become a powerful advertising tool, but

a more structured understanding of how to utilize this tool

is needed (Choi,2023). In the current sustainable marketing

context, Adamkaite et al. (2022) argue that it is essential

for brands to take a stand and demonstrate that they care

about broader societal issues and are willing to create a po-

sitive impact.We live in a constantly changing environment

that affects how we communicate with society.The shift to

digital methods in advertising changed the way an audience

can be reached and understood (Baslandze et al., 2023).

While there are more opportunities than ever to reach

the audience,gaining and maintaining attention is one of the

biggest challenges (Santoso et al., 2021).Attention is one of

the most important and sought-after aspects of communi-

cation with consumers (Maslowska et al., 2021 ; McGregor,

2015).To overcome the challenges of a market overflowing

with content, information, and strategic choices, the adver-

tising field must transform (Paulson et al., 2018).

The advertising industry has a significant impact on the

environment and society (Hartmann et al., 2022 ; Royne

Stafford & Pounders, 2021) note the direct negative impact

of the advertising industry, which encourages consume-

rism,makes false promises (e.g., greenwashing), and fosters

short-term economic growth.Advertising is like a mirror

of society, showing the current context while also forming

new views, opinions, and even values (Sutiah et al., 2023).

Society plays a crucial role in the road towards a more

sustainable future, but change comes from the unity of all

fields. Business is the most trusted institution according to

the 2025 Edelman Trust Barometer (Edelman, 2025). High

levels of trust in business create an opportunity for mar-

keting to become a positive force towards climate neutra-

lity goals. To achieve this, the advertising industry should

be less one-sided, which is beneficial only to the adverti-

ser (Dahlen, 2021). Brands can transform their impact by

prioritizing social and environmental fields (Milfeld & Flint,

2020).

Climate neutrality or other climate change management

goals cannot be achieved without a different approach to

the relationship between humans and nature,while also en-

suring active participation from society (United Nations

Environment Programme, 2021).To ensure a clean future

for generations to come, growth in various sectors and

areas must happen with responsibility and a commitment

to a better world for people and the environment (Ben

Amara & Qiao, 2023). Evidence suggests that communi-

cation about climate change often features a negative and

even tragic tone that tends to discourage people from ta-

king the necessary actions to achieve the goals of climate

neutrality and other positive areas (Hinkel et al., 2020).

There is a need for a more effective way to communicate

about the risks of climate change.

Taking into consideration the challenges of successful

communication regarding climate change, the goal of this

paper is to identify ways to achieve climate neutrality goals

through storytelling advertising. In pursuing this goal, the

manuscript aims to answer three main research questions :

• RQ1 :What theories are the focus of current research

in the context of storytelling, advertising, and climate

neutrality-related issues ?

• RQ2 :What are the main storytelling elements that

are highlighted in the literature and that could help in

the context of climate neutrality promotion ?

• RQ3 :What are the guidelines for future research re-

lated to storytelling advertising being used for climate

neutrality promotion ?

Thus, this study reviews how storytelling is used in the

advertising context, examining the specific methods and

areas employed to achieve advertising goals.There is a need

for a practical framework that enables marketing experts

to effectively utilize storytelling in the context of climate

neutrality.The study aims to identify the specific storytelling

elements that must be used in practice to facilitate the im-

plementation of necessary changes.The overall goal of the

article is to identify areas where further research is needed

and to provide a framework for future researchers.

2. Theoretical Background

2.1. Storytelling Advertising

Storytelling has been a part of humanity since the ve-

ry beginning (Kim, 2020). Stories are a primal human

tool used to give meaning to the world around us

(Agirreazkuenaga & Ayllon, 2023).They are a fundamental

part of human culture that changes along with other areas
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of society. Stories remain one of the most effective ways

to address current issues and leave a lasting impact on the

future (Weedon, 2018).When stories are used correctly,

they allow us to present innovations in a way that helps

people understand and attribute meaning to phenomena

or specific processes (Boldosova, 2020).

Storytelling is implemented in marketing and advertising

by using various forms of stories, techniques, and channels.

Digital Storytelling [DST] is used to spread information

to the audience by creating stories for digital media and

serves various goals in the fields of education, health, and

sciences (Musfira et al., 2022).Kasilingam and Ajitha (2022)

and Yang and Kang (2021) note that storytelling is a po-

werful and cost-effective tool for spreading information to

consumers about a specific product or brand, conveying

details authentically and compellingly. In the context of tou-

rism, stories help create a more favorable view of a parti-

cular place, country, or object (Bassano et al., 2019).

Stories enable us to understand situations more dee-

ply, consider the outcomes of specific actions, and create

knowledge that, in turn, can influence behavior (Lipsey et

al., 2020).When used as a communication method, story-

telling helps to find meaning in threatening, negative situa-

tions and various crises (Harris, 2023). Storytelling is also

used to present data visualizations and help to engage the

audience (Tong et al., 2018).Rhetoric and advertising share

the primary goal of persuading the audience to take action

(Biržietienė, 2012). Rhetorical elements, whether expres-

sed visually or verbally, can enhance the emotional engage-

ment of an advertisement (Mzoughi & Abdelhak, 2006).

There is a tendency to underestimate the power of sto-

rytelling in raising awareness about important issues and

the overall well-being of humanity.Storytelling is a lot more

than just a simple entertainment activity.When used cor-

rectly, it can convey the importance of various subjects, al-

ter an individual's perspective on a specific topic, or even

influence value systems (Joosse et al., 2023). Stories are a

powerful way to maintain the desired relationships with au-

diences in the context of public relations, while also provi-

ding crucial information or uniting society during crises or

other issues (Keith, 2024). Storytelling is a powerful com-

munication tool used during various crises. However, it is

essential to pay attention to the tone and other elements

of the story to encourage people without scaring, blaming,

or discouraging them (Harris, 2023).

Some communicators prefer storytelling over presen-

ting information based on facts and statistics because it

creates an emotional bond through the use of sensory ele-

ments in a story (Bernier, 2020). Empathy is a crucial fac-

tor in the process of consumer engagement, and it can be

achieved by incorporating specific elements into adverti-

sements (Zou & Wang, 2021).The storytelling method is

especially relevant in the context of business communi-

cation because sharing information convincingly requires

building trust and creating an emotional bond with stake-

holders almost immediately (Key & Duening, 2020). Stories

are viewed as a powerful tool to overcome communication

barriers with stakeholders and help present the desired in-

formation in the business world (Chapple et al., 2021). In-

novations are typically accepted due to the conviction of

stakeholders who have the power to help the idea succeed.

Stories used to promote innovations need to be created

with specific elements in mind : 1) context, 2) content, and

3) execution (Key & Duening, 2020).

With the various benefits that storytelling offers to the

advertising industry, it is not surprising that it is becoming a

more frequently used method.With an increasing focus on

storytelling in the advertising field and practical examples

of the technique being used by various brands, companies,

and individuals, there is a wide range of ways to apply this

method.Many different methods,elements,and approaches

to using stories as a tool in advertising, especially in the

field of climate neutrality, can create confusion when pro-

fessionals or experts from other fields need to apply them.

Fictional versus more official types of stories differ in the

narrative structure used, but the main basic elements of

the story are similar, despite the context in which it is told

(Boyd et al., 2022).

For smaller brands, consistency in content creation is

crucial, as is thoroughness in other advertising actions.

In contrast, for larger brands, consistency is less impor-

tant in the broader context (Becker & Gijsenberg, 2023).

Authenticity and emotional engagement are key elements

while conducting environmental communication to create

a strong relationship with people (Dessart & Standaert,

2023).When advertisements are created using emotional-
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ly engaging tools, a deeper connection with the audience is

formed, making the message easier to understand and re-

member (Otamendi & Sutil Martín, 2020).To achieve mar-

keting goals, it is critical to understand or at least attempt

to identify the associations that an audience has with a

brand,product,or service (Chan et al., 2018).Furthermore,

selecting the right characters for the story is crucial so that

recipients of the message feel connected to the narrative.

Highlighting a sense of community in a story is also essen-

tial for achieving unity and taking significant actions towards

the main goal (Mocanu, 2020).

An important aspect of storytelling as a method in the

advertising field is the type of story created in the content,

as different types of stories represent and encourage dif-

ferent results and reactions from the message receivers.

Storytelling is especially relevant when conveying not only

what the consumer will gain from a specific product, ser-

vice, or idea but also presenting the information in a way

they understand, enabling them to make a more informed

decision (Gasparin et al., 2022). Stories connect logic with

emotions, and in this way, the decisions and actions made

by people are rooted in a deeper understanding and willin-

gness to respond and act.Rhetorical elements,whether ex-

pressed visually or verbally,can help make an advertisement

more emotionally engaging (Mzoughi & Abdelhak, 2006).

Common themes emerge when one reads what experts

in various fields have to say about climate change com-

munications and related subjects.The point highlighted in

various scientific sources is that communication must be

crafted with a deep understanding of who the audience is,

where they are going, and what they perceive as authentic.

Authenticity is one of the most crucial elements of effective

communication in today's context.

2.2. Storytelling Advertising to Promote Climate

Neutrality

Storytelling is an integral component of overcoming com-

munication problems with society ; however, a deeper un-

derstanding of how stories should be presented and utili-

zed in the context of advertising is necessary.Additionally,

there is a need for enhanced knowledge on selecting the

most suitable elements for messages focused on climate

neutrality,a field that is particularly complex and often chal-

lenging to communicate to society.

To assist with the implementation of storytelling in ad-

vertising aimed at promoting climate neutrality, a systema-

tic literature review is chosen as a research method. So-

cial media and other new forms of communication can

change how consumers behave and interact with each

other, as well as with brands or individuals. To this pur-

pose, traditional advertising methods also need to change

(Joshi & Lakshmikantha, 2022). Companies/brands, or indi-

viduals, face specific challenges when presenting their ef-

forts to mitigate adverse environmental impact. The pri-

mary issue is a lack of awareness and knowledge, which

significantly impacts consumer trust, especially in a marke-

ting environment overfilled with content and information

(Dhote & Kumar,2019 ; Domazet,2020).To create relation-

ships with consumers that are built on trust, it is crucial to

find effective ways to disseminate information.

Climate neutrality is achieved by compensating for the

emissions produced by a country, city, brand, or individuals,

or by conducting activities in a way that does not create any

emissions (Chen et al., 2022). Climate change affects not

only physical health but also the mental health of people

worldwide (Clayton et al.,2022).Children and young adults

between the ages of 10 and 19 are particularly affected by

climate change,with the primary emotions associated with

the crisis being anxiety and worry (Treble et al., 2023).Ma-

nagers and policymakers need to be exposed to additio-

nal approaches that can help alleviate the anxiety faced by

younger generations (Stoica & Hickman, 2021).

The primary challenge that experts face in the current

context of informing and encouraging society to act to-

wards climate neutrality is striking a balance between pre-

senting threatening and negative information and shifting

the focus to solutions rather than negativity (Goldberg,

2022). Trust is one of the most crucial aspects for mo-

ving towards climate neutrality. To achieve climate neutra-

lity goals, it is essential to identify the barriers that prevent

people from adopting more environmentally friendly life-

styles. When creating content, various researchers note

that achieving inclusion and united actions towards climate

change solutions involves differentiating narratives based

on target audiences (Fan et al., 2023 ; Gordon et al., 2018 ;

Kang et al., 2020 ; Moreno et al., 2023).
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Humanity and the environment are deeply connected in

at least two ways :1) humans cannot exist without it, and 2)

people do have an influence on their surroundings and can

create a negative impact with their actions (Omoyajowo et

al.,2024).Susan Goldberg highlights the power of stories to

change the world by uniting science with stories to create

public awareness on various subjects (JPMorgan Chase &

Co, 2015).

Therefore, it is crucial to first target consumers who are

receptive to change and willing to take action. Storytelling

creates a more powerful way to change behavior compared

to informational-based communication,which is logical and

often features a commanding tone (Lipsey et al., 2020). Im-

proving communication effectiveness and overcoming mis-

information about climate change can be facilitated by in-

creasing understanding of the target audience's actions and

how they receive information (Krishna,2021).Climate neu-

trality cannot be achieved without specific actions taken in

various sectors,ensuring sustainable growth and that all ac-

tions contribute to the primary goal of achieving a bright

future (Haller et al., 2023). Another important aspect of

reaching the right audience is understanding who and what

is trusted. People tend to make decisions by processing

and accepting information that aligns with their existing

views on various subjects (Park et al., 2025). Social media

has changed the way people receive information, allowing

misinformation to be spread more easily and creating a re-

petitive cycle of disseminating specific information, there-

by reinforcing preexisting beliefs (Essien, 2025). Confirma-

tion biases must be considered and addressed when ma-

king strategic decisions and utilizing tools such as storytel-

ling in advertising.To move towards climate neutrality, it is

crucial to understand human behavior,motivations,wishes,

and expectations, and to create content that reflects these

characteristics.

3. Materials and Methods

Qualitative research methods are employed to understand

social phenomena, uncover the reasoning behind people's

behavior, and identify ways to modify specific aspects of

human understanding and alter value systems.These me-

thods also help devise effective strategies to inspire parti-

cular actions (Bearman, 2019). Qualitative research is es-

pecially relevant in the context of climate change and its

solutions (climate neutrality) for understanding how hu-

mans perceive this subject, why necessary actions are not

implemented, and how to inspire people to become more

responsible and active.

A systematic literature review [SLR] can provide a tho-

rough overview of existing literature that is relevant to this

research project.Additionally, research suggests that SLR is

being increasingly used in scientific contexts (Smela et al.,

2023). SLR can be used as part of a mixed-method design

or as a standalone research tool (Rahman et al., 2022). SLR

is useful in identifying relevant elements of a focal topic by

providing conclusions about the subject while also offering

guidelines for future research (de Oliveira et al., 2022). SLR

review is often employed in the fields of business, manage-

ment (Jadhav et al., 2023 ; Mukhopadhyay, 2024) to iden-

tify existing knowledge and pinpoint future research ba-

sed on the gaps that are discovered (Majstorovic, 2016 ;

Mukhopadhyay, 2024 ; Sauer & Seuring, 2023).

SLR is especially relevant in the context of this study,

which aims to contribute to knowledge about the subject,

eliminate repetitive sources of information,and ensure that

the researcher conducts the process ethically and without

bias (Ktisti et al., 2022). This is crucially important when

trying to gain knowledge about storytelling advertising in

the field of climate neutrality.Although this subject is widely

discussed and researched, it still needs significant attention

and practical application. In conducting SLR for this study,

PRISMA guidelines were used to create trustworthy and

reliable results.

PRISMA is often used in the field of social sciences,

as well as in other types of research (Page & Page,

2020).SLR was performed by following the methodological

examples provided by other authors in peer-reviewed jour-

nals (Arman & Mark–Herbert, 2024 ; Page & Page, 2020 ;

Priya & Sathish, 2024 ; Tseng et al., 2019).The main struc-

ture of SLR was identified by following the basic principles

of this research method :1) definition of relevant phenome-

na in a research field ;2) data selection by use of specific ex-

clusion/inclusion criteria ; 3) choice of relevant articles for

the field of the research ; and 4) final articles inclusion pro-

cedure (2019).To achieve the desired level of confidence in

the study’s literature review, PRISMA’s checklist was used

(Page & Page, 2020).Use of the PRISMA checklist increases
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the likelihood that the selection process is conducted with

the highest level of accuracy (Tedja et al., 2024).A ten-year

timeframe was employed for sampling to enhance the re-

liability of the current information. Data selection for the

literature review was conducted following the rules of the

SLR research method.

Articles chosen for the final analysis were selected by in

line with the inclusion and exclusion criteria that follows :

1) publication year - 10-year period to see how the subject

changed over time, the amount of research and attention it

receives, while also finding the area where more research

is needed ; 2) only peer-reviewed journals were chosen to

maintain the highest level of trustworthiness ; 3) The lan-

guages : Lithuanian or English ; 4) Full text version of the

articles, and they all must be open access.

All the chosen articles that were analyzed in the final

steps of the SLR are presented in theAppendix. Keywords

that were used during SLR are : “storytelling advertising

climate neutrality” ;“storytelling advertising” ;“storytelling

advertising climate change”. Information collected during

the final steps of SLR was organized by uniting the TCM

andADO (Arman & Mark–Herbert, 2024 ; Priya & Sathish,

2024) frameworks. Both frameworks, with the main infor-

mation, can be seen in the second figure.The information

collected during SLR was systematized using frameworks

frequently used in the SLR method.

TheADO framework is made of three connected parts :

1) antecedents that represent the primary drivers/factors

of behavior or other phenomena ; 2) decisions represent

strategies and actions taken with a identified antecedents

in mind and finally 3) outcomes shows that kind results

that are created because of the decisions taken by an au-

dience (Paul et al., 2023 ; Thannikkottu et al., 2023). The

TCM framework organizes the information within three

areas : theory, context, and methodology.Three fields re-

veal theories formed in a specific field, the context in which

those theories are formed, and finally the methodological

tools used in that particular field (Paul et al., 2023).

4. Results

The research identified the usage of the storytelling me-

thod in various countries and in the context of different

types of advertising. Key findings are presented by ante-

cedents in the ADO framework (see second figure) and

specify different storytelling elements, external factors, and

cognitive aspects.The mentioned antecedents influence de-

cisions that lead to specific outcomes. Unwanted conse-

quences and barriers are also provided.

The figure summarizes current scientific knowledge

about storytelling methods,while also highlighting the need

for further research. The main findings show that story-

telling is becoming part of marketing strategy in various

forms : from ancient methods like Aristotle's persuasion

triangle to more widely accepted theories like corporate

social responsibility [CSR] and other theories more di-

rectly related to sustainability, ecology, and environmen-

talism. It should be noted that while these theories are

crucial for various fields, advertising needs a storytelling

approach that is unifying and more closely related to cli-

mate neutrality.The importance of the advertiser's know-

ledge, identified in multiple research studies, influences the

theme, tone, and other fundamental elements of the sto-

ry.While research provides an overview of various ways

storytelling can be used in advertising, it lacks an explana-

tion of which elements are crucial to every story. Brand

image is presented as one of the aspects that creates a

strong foundation for effective communication with an au-

dience. All attributes of the brand should be considered,

from brand name to familiarity. Cognitive factors highligh-

ted in research emphasize the importance of gathering as

much information as possible about the selected audience.

A great deal of importance is attributed to the emotional

approach and overall tone of the story, which should be

chosen carefully. Positive emotions are often presented as

more superior and effective in changing attitudes, encou-

raging change, and achieving other desired goals ; however,

more research is needed to determine which emotions can

activate the audience to become more involved and take

action.The choice of characters is another frequently men-

tioned factor that determines the success of the story.Au-

thenticity, clarity, and transparency are presented as a basis

for all communication. Outcomes from decisions made in

response to the mentioned storytelling include changes in

behavior, increased unity, and a more positive overall atti-

tude towards a brand.While these and other mentioned

outcomes are crucial and beneficial, future research should

focus on inspiring actions related to climate neutrality and
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Figure 1 : Flow Diagram of a Systematic Literature Review on Storytelling Advertising.

Source. Adapted from Page and Page (2020).

strengthening the relationship between nature and human

beings.

5. Discussion

5.1. Theoretical Implications

Climate change issues are complex and require specific

strategic tools, allowing for the use of methods such as

storytelling.A variety of theories is crucial, but they should

be further analyzed and united by providing specific steps

on how to incorporate them into storytelling elements.

First, the reasoning behind the effectiveness of the story-

telling method was identified,highlighting this method's ex-

cellence and importance in the current context. In a mar-

ket overflowing with content and information, stories have

the power to create a deeper, emotional bond with consu-

mers. Stories encourage the identification process, narra-

tive transportation, and empathy, a cognitive process that

can transform into action.With the proper methodological

steps, storytelling can engage specific behaviors and actions

more effectively than information-based content. Before

discussing specific elements of the storytelling method, it is
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Figure 2 : TCM and ADO Frameworks.

Source. Adapted from Arman and Mark–Herbert (2024) and Priya and Sathish (2024).

necessary to establish a strong, trustworthy foundation for

the advertisement.The importance of advertisers' know-

ledge is highlighted by Harris (2023), who notes that au-

thenticity is achieved by having knowledge about the prac-

tical object of the work.

Brands have a unique opportunity to take a stand and

use their platform to educate, facilitate wise choices, focus

on sustainability, and move towards a better future.When

building a trustworthy relationship with customers, brands

should strategically choose brand names (Joshi & Kronrod,

2019) and consider the brand's familiarity (Herédia-Colaço,

2022) when creating content. Specific aspects of a pro-

duct/service/idea must be considered before choosing spe-

cific storytelling elements,one of which is the product cate-

gory highlighted by Gong et al. (2022).The existing premo-

nitions about a brand must be considered and researched

to predict the audience's reaction to it.This study suggests

examining not only the effectiveness of storytelling for cli-

mate change communication but also identifying which sto-

rytelling elements are crucial and how to integrate them

into a cohesive creation.There is a focus on specific story

types, highlighting the shift of the story tone to a positive

one (Janda & Topouzi,2015 ; Sabherwal & Shreedhar,2022),

but there's a need to identify which storytelling form,struc-

ture, character details, and other elements should be used

to achieve a higher level of involvement from the audience.

Stories possess the ability to shape and sway societal be-

liefs, yet they also can manipulate or cause adverse effects.

Guidance on how to avoid greenwashing/social washing

should be applied (Rathee & Milfeld,2023).Poor handling of

sensitive knowledge from various cultures and the threat

of cultural appropriation should be considered and avoided

(Sabherwal & Shreedhar, 2022).Advertising should contri-

bute to the greater good and avoid negatively impacting any

stakeholders.The storytelling method can be advantageous

in facing challenges posed by a dynamic environment, but
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there is a need to understand storytelling more deeply and

create content with responsibility, clarity, and authenticity.

The goal of the study does not end with this manuscript.

The overall goal is to establish a framework with guidelines

for marketing professionals and other experts on how sto-

rytelling advertising can be used to disseminate knowledge,

inspire societal change, and contribute to a climate-neutral

future.

5.2. Managerial Implications

This study identifies current knowledge that can contribute

to the execution of storytelling methods more effective-

ly, while also highlighting the need for further research.A

strong relationship with the target audience is built by im-

plementing theories and strategies that enhance the trust-

worthiness of the brand and advertising creators. Aris-

totle’s persuasion triangle is a powerful tool that various

authors mention. Aristotle’s ancient knowledge creates a

strong, trustworthy, and emotionally engaging basis for ad-

vertisements. There is a need to focus on specific target

audiences and the most effective storytelling elements ba-

sed on their characteristics that encourage actions rela-

ted to climate neutrality. The creation of advertisements

must be based on integrity and transparency.Trustworthi-

ness stems from consistency and a commitment to uphol-

ding the brand’s virtues.Trust can and should be built by

using tools likeAristotle’s rhetorical elements.Through the

research, universally applicable concepts were identified

that can enhance the current messaging and make it more

story-like.The existing practices can incorporate storytel-

ling elements into content creation by following the simple

rules of the storytelling method.The third figure presents

specific steps that can help make the current communica-

tion more storytelling-based.

The third figure illustrates that current knowledge about

storytelling advertising as a tool to promote climate neu-

trality is complex and lacks clarity on how to effectively

incorporate and unite different elements. Future research

should focus on storytelling elements that create a strong

story while remaining relevant across various conditions,

target audiences, and objectives.There are many different

aspects, components, and ways in which stories can be

created, but they need to be simplified and unified into a

practical framework. For brands with limited budgets and

experts from other fields who lack marketing knowledge,

it is crucial to consider alternative strategies.The most si-

gnificant gaps in further research should be addressed in

terms of structure, format, and elements such as charac-

ters, tone, or specific emotions to be employed. There's

a need to determine the optimal number of crucial ele-

ments to use in every story. Current knowledge highlights

the importance of character design, which increases the

likelihood of identification with the story. Greater immer-

sion in the story is achieved by creating characters that

are relatable to the audience.The story structure should

be chosen based on the target audience's specific inter-

ests, values, and characteristics. For example, more open-

ended endings can be more effective for those with growth

mindsets, while others prefer a more direct and logical ap-

proach.The use of metaphors and symbolism helps make

the content more memorable, even more so than an emo-

tional or function-based approach.

The tone and frame of the story can depend on various

factors, but generally, there's a tendency toward positivity

and unity, with a focus on overcoming negativity and guilt.

The tone of the story is another strategic step towards

achieving the desired impact of the storytelling-based ad-

vertisements. Stories that highlight social value and evoke

positive emotional reactions tend to be more effective than

those that convey negative messages when it comes to en-

vironmental concerns (Gong et al., 2022). Clarity and au-

thenticity should be the basis of all advertising efforts. Fur-

ther research should identify which emotions are the most

universally accepted and effective in the context of climate

neutrality and are the most powerful in inspiring action.

Research shows that sound symbolism is a crucial aspect

of efforts to portray a brand's environmental impact and

can be used to convey messages or add more weight to

claims.The metaphorical tone of the messaging should be

researched further to identify which metaphorical tools are

most effective in climate neutrality communication. Brand

awareness and other branding aspects should be conside-

red before choosing a storytelling strategy and specific sto-

ry elements. For example, low familiarity with the brands

might become a competitive advantage and inspire actions

related to climate neutrality more than brands with a hi-

gher familiarity rate.

Stories are especially powerful for attention retention,
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Figure 3 : Framework of the Current Knowledge about Using Storytelling Method to Promote Climate Neutrality in

Advertising.

and their structure is one of the factors that determine

this. For younger generations, shorter content is recom-

mended to address issues such as short attention spans.

There is a need to identify which structure of the story is

more effective in terms of capturing attention and facilita-

ting later stages of content reception. Storytelling is often

associated with the arts, but there is a lack of understan-

ding of which elements apply to other areas, such as cli-

mate neutrality communication.Advertising and marketing

do not equal art, but they do incorporate elements from

this field. Research that unites the arts with marketing, es-

pecially advertising and storytelling-based activities (such

as cinema), would provide important insights into how to

use stories effectively.

Overall, storytelling can achieve some degree of univer-

sal acceptance among various audiences, but the elements

of the story that contribute to this should be identified

through further research. To make current communica-

tion and advertising efforts more storytelling-driven, it is

necessary to identify specific audiences and select story

elements based on their characteristics. People encoun-

ter vast amounts of data and information about climate

change and efforts to mitigate its negative consequences.

Therefore, it is essential to find common ground with so-

ciety by providing crucial information that people need to

hear and understand the importance of acting urgently.To

achieve better communication with society,we need to find

tools to reach people and present information in a way that

does not overwhelm them.This approach should generate

knowledge about issues and propose ways to implement

the necessary changes to move forward, rather than back-

ward.This study identified important storytelling elements

(third figure). Still, there is a lack of consistent guidelines

on which elements are crucial and how they must come

together in a cohesive story to achieve maximum success.

When used correctly, storytelling advertising can serve as

a bridge between scientists and other individuals seeking

to achieve climate neutrality.

6. Limitations and Guidelines for Future

Research

This study identified ways to enhance current marketing

efforts by incorporating a storytelling-based approach, but

it is crucial to acknowledge the limitations of this manus-

cript. This study was conducted to identify the current

knowledge about storytelling in advertising, with a specific

context in mind (climate neutrality). Exact literature com-

bining all the subjects mentioned was not found. Articles
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chosen for the final step of the SLR were selected to co-

ver relevant topics, and to achieve this, some articles had

to have a slight overlap between the main research topics.

Some articles focused on communication about climate is-

sues and were not primarily about the main subject (ad-

vertising), but they were very relevant to this research.A

slight deviation from the advertising field was necessary to

address the lack of relevant scientific research on storytel-

ling advertising concerning climate issues.

With storytelling becoming a more common practice in

many fields, research on specific story elements to use is

still being developed. More research is needed to develop

a more practical method for utilizing storytelling in adver-

tising, particularly in the context of a subject as crucial and

challenging as climate neutrality. Research on storytelling

advertising is often conducted to prove the effectiveness

of the storytelling method compared to other methods.

While research on the power of storytelling is relevant, it

is essential to understand how to utilize this method,what

elements are mandatory for all stories, and what additio-

nal elements should be incorporated to create compelling

communication. Style, tone, structure, visual imagery, lan-

guage, and other aspects of storytelling must be reviewed

more thoroughly, keeping the subject of climate neutra-

lity in mind. Maintaining climate neutrality in mind while

conducting further research is crucial, as climate issues are

complex, and it can often become challenging to see the

broader picture of what needs to be achieved.There is a

need to find an effective way to tell stories, identify speci-

fic theories and elements, and provide practically relevant

guidance on creating content that will not only reach but

also contribute to the behavioral changes of the target au-

dience. In the third figure, future research directions are

outlined based on an overview of current knowledge and

research gaps identified from the selected articles during

the SLR.

Further research should aim to identify specific story

elements that contribute to positive behavioral changes in

the target audiences. Differences among audiences must

be considered, especially when creating content ; more re-

search is needed to determine what kind of content is most

suitable for specific audiences. Engaging generations with

different attention spans, value systems, and other attri-

butes that influence persuasion is especially challenging.A

common thread among the analyzed articles was the im-

portance of authenticity in all areas of content.Trust is ear-

ned by being transparent, providing trustworthy informa-

tion,and creating content with clarity ;however,specific gui-

delines on how to establish trust-based relationships with

society should be studied further.Research on ensuring au-

thenticity in advertising content is highlighted as a crucial

element for reaching and convincing people in the current

context. It is recommended to employ a mixed-methods

research approach. Using qualitative methods first would

create a deeper understanding of how storytelling is used

in advertising, gain knowledge from experts, and identify

practical insights from real-life examples. Later, quantitative

research can provide specific models of storytelling ele-

ments that should be used in advertising.

Overall, a practical framework for storytelling in adver-

tising is needed that experts can use to present informa-

tion about climate neutrality and inspire action. Scientists

and advertising experts must collaborate to share know-

ledge and make a positive impact on society. Storytelling

and advertising can create a bridge between a person's

heart and mind, but only when the story is crafted with

a deep understanding of this tool.When used effectively, by

combining science with art, stories can become a powerful

tool to move towards climate neutrality. Future research

should focus on utilizing different storytelling elements, va-

rious types of stories, and other aspects of storytelling, as

well as integrating all these elements.

7. Conclusions

The main research gap identified in this study highlights

the importance of adopting a more unified approach to

storytelling methods and the need to identify specific sto-

rytelling elements crucial to every story, as well as the

choice of analysis structures. It provides recommendations

on how to diversify stories based on specific goals or au-

diences.While some storytelling elements are a basis for

every story, others change depending on the context or

goals. Further research should identify the basic storytel-

ling elements that create a strong foundation for a sto-

ry. For example, whether a story should follow the three-

act structure in a linear or non-linear way is unclear. In

addition, story structures like Joseph Campbell's Hero's

Journey should be analyzed further to determine the op-
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Table 1 : Guidelines for future research and current research gaps

Research gaps Directions for future research

METHODOLOGY Quantitative methods (experiments most often) are

more commonly used.

More research combining both quantitative and quali-

tative approaches would be more efficient. Case stu-

dies that portray how various types of stories are

used in advertising to see patterns and the most ef-

fective elements. Interviews with professionals in the

field who are using storytelling as a method.

CONTEXT Lack of consideration about specific areas/countries

and how the content should be different.Differences

in actions according to specific types of advertising.

Digital advertising is usually the focus of the research.

Story elements that must be used in every story. Sto-

ry elements that are specific to some audiences only

(age, culture, gender, or other characteristics of the

audience). How to create a universally accepted sto-

ry that overcomes the barriers of countries, cultures,

or other specific factors. Looking into how to create

stories with traditional advertising methods as well.

For example, portraying a story with outdoor adver-

tising.What kind of visual elements help to create an

effective story with a single billboard ?

FIELD Most research is focused on storytelling effective-

ness compared with other, more traditional adver-

tising methods. More focus should be on HOW to

create advertising content

What story elements contribute to changes in be-

havior ? What kind of emotions are most likely to

create lasting effects and encourage changes in beha-

vior or/and values, opinions, or understanding of cer-

tain issues ? The process of portraying content with

authenticity. How to convey authenticity.What tone

of the story is the most compelling in the context of

climate issues ?

THEORY/

PHENOMENA

How to portray types of stories used for climate is-

sues ; tone of the story ; frame of the story.Guidelines

for content creators (advertising professionals) to

gain knowledge and take other important actions for

authentic communication. How changes in behavior

occur. How to use Aristotle’s persuasion triangle in

advertising. Choosing the right story elements, tone,

frames and other aspects of a story within climate

change and climate neutrality fields.

Lack of specific guidelines on how various theories

can be used. How to inspire behavioral changes with

storytelling in advertising. How decisions are made

and how to encourage wanted outcomes with sto-

ries. Guidelines on how to useAristotle’s persuasion

elements in stories are used in advertising. How do

you portray ethos, pathos, and logos ? How do you

unite them? What kind of symbolism is relevant in

the context of climate neutrality, and how to portray

it in the content ? Differences in content creation ac-

cording to generations.How to ensure the trustwor-

thiness of the content ?

timal number of elements that can and should be used in

storytelling-based communication about climate neutrality.

Other research should focus on specific storytelling ele-

ments, such as characters (which characteristics increase

the chance of identification) and tone (a positive tone is re-

commended, but it's important to identify which emotions

to highlight).Additionally, it should consider the results re-

garding the usage of other elements accordingly. Further-

more, future studies should explore the universality of sto-

rytelling elements and their ability to resonate with diverse

audiences and be applied in various contexts. It is also im-

portant to identify how to convey and transfer storytelling

elements from one advertising format to another or create

a transmedia storytelling strategy. In summary, future re-

search should yield a theory-based yet practical storytel-

ling framework that enables the effective use of stories in

climate neutrality promotion contexts.
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