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Abstract:

Instagram Stories feature is known for its time-limited content. In the past, whether it was user-
generated content or advertisements from businesses, each Story video was limited to a maximum of
15 seconds, and any video exceeding this length would be trimmed. However, at the end of September
2022, Instagram introduced the “long-form Stories” feature, allowing users to post videos up to 60
seconds without being cut. The length of advertisements has always been a crucial factor in video
advertising strategies. As the duration of videos increases, viewers may gradually lose interest and
drop off. Additionally, interactive tools can be incorporated to make Story more engaging and dynamic.
Therefore, on Instagram Stories advertisements, both interactivity and advertisement length are topics
worthy of exploring. This study aims to investigate the effect of Instagram Stories advertisement length
and interaction modes on viewers’ emotion, memory and approach/avoidance response towards the
ads. The independent variables of the study are the Instagram Stories ad length and interaction modes.
The ad length includes 15 seconds and 30 seconds, while the interaction modes are categorized into
interactive and non-interactive. The interactive material used in conjunction is the “poll” feature. There
are a total of four experimental combinations, with eight participants in each group, resulting in a total
of 32 participants. To create a realistic Instagram Stories viewing experience, the study presented
participants with a curated Story highlight, allowing them to click and watch freely. Around 45 seconds
of regular user-generated Stories were inserted before and after each advertisement. After viewing
the Stories in a laboratory setting, participants were asked to fill out a questionnaire. The dependent
variables include viewers’ emotion, memory and approach/avoidance response. The results showed
that the length of the ad had a significant effect on memory and approach/avoidance responses.
30-second ads elicited higher cognitive memory, but participants were more inclined to avoid them
compared to the 15-second ads. The interaction mode of the ad had a significant impact on emotion,
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memory, and approach/avoidance responses. Ads with interactive elements led to greater emotional
and cognitive engagement and stronger approach behaviour than non-interactive ones. From the
perspective of interaction, 15-second interactive ads show significantly higher cognitive recall and
preference compared to non-interactive ads. Within the 15-second format, dynamic modes can
help enhance viewers’ cognitive memory and preference. For 30-second ads, there is no significant
difference in memory and preference regardless of interactivity. It is recommended that businesses
utilize interactive modes in Instagram Stories ads to stimulate consumers’ senses and emotions.
Additionally, despite the increase in the time limit for Instagram Stories videos, viewers still prefer
the original 15-second ads. Therefore, it is advised to keep the ad length within 15 seconds whenever
possible.
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