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• Title: Assessing the production and impact of 
migration narratives
• Founded Agency: European Commission. 

H2020 EU Framework Programme for Research 
and Innovation.
• Budget: 2.999.695,41 euros.
• Years: 2021-2024.
• 11 work packages (WPs).
• WP5: The impact of narratives on individuals’ 

attitudes in Europe (how narratives have an 
impact on individual psychological processes).
• Method: two online experiments online in 

Spain an Hungary (in 2023).
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Migration Narratives and 
Narrative Persuasion
A wide variety of formats: 
• Audio-visual creations, series, movies, shorts,
• Literature, classic media, videogames, etc.
• Political speeches.

Different functions and goals:
• Giving meaning, entertain, and instrumental goals (e.g., reduction of prejudice and stigma) (Igartua & 

Cachón-Ramón, 2021; Paravati et al. 2022) 

Narrative persuasion field: 
Analyses the characteristics that increase their 

effectiveness in persuasion (Braddock & Dillard, 
2016), and understand the explicative 

mechanisms behind the effects.



Narrative impact

Braddock, K., & Dillard, J. P. (2016). Meta-analytic evidence for the persuasive effect of narratives on beliefs, attitudes, intentions, and 
behaviors. Communication Monographs, 83(4), 446–467. 

Meta-analysis

The use of narratives elicits significant effects on 
attitudes (r = .19), beliefs (r = .17), behavioral 
intentions (r = .17), and behaviors (r = .23) (Braddock 
& Dillard, 2016).



Narratives and stigma reduction

“(…) narratives were effective
in reducing stigma. Narratives 

constructed with the first-
person point of view were to be

superior in reducing stigma” 
(Zhuang & Guidry, 2022, p. 25).

Zhuang, J., & Guidry, A. (2022). Does storytelling reduce stigma? A meta-analytic view of narrative persuasion on stigma 
reduction. Basic and Applied Social Psychology, 44(1), 25-37. https://doi.org/10.1080/01973533.2022.2039657 

https://doi.org/10.1080/01973533.2022.2039657


Testimonial Migration Narratives

A specific type of narrative message is 
testimonial messages (Igartua & Cachón-
Ramón, 2023):
• Narration of a person’s “story” (protagonist, 

experiential, temporal sequence) including 
protagonist’s intentions, emotions, goals, etc.

Testimonials are a form of parasocial
intergroup contact (Park, 2012; Schemer & 
Meltzer, 2020).

Testimonial messages as narrative vaccines
(Igartua & Guerrero-Martín, 2022) against
social viruses (such as xenophobia and 
prejudice).



Testimonial messages for improving intergroup attitudes
• Definition: Brief personal stories or testimonial messages, 

featuring an immigrant describing their life project as a migrant 
in the host society.

• Temporal and causal sequence: The narrative refers to two 
different states, life before migrating and life after becoming an 
immigrant in a host society.

• Protagonist's intentions and goals: Reasons for leaving the 
country, work history in the host country, feelings of belonging, 
social and family relationships, and future expectations.

• Underlying persuasive message: Expressing emotions and 
advocating for actions to be taken to reduce prejudice.

• Main goal: Raise awareness among the host population about 
immigrants' situations in general and provoke changes in 
attitudes, beliefs, and behaviors.

• Applications: Campaigns aimed at preventing racism and 
xenophobia.



(Our) Previous studies



The testimonial develops one of the 
following narrative frames:

• The immigrant who takes advantage of 
the welfare system (profiteer frame).

• The immigrant as a victim of labor 
exploitation (victim frame).

• The immigrant as a hero who faces and 
overcomes adversity (hero frame). 

Narrative frame (Benson, 2013) Narrative voice Group cue

The testimonial message is 
presented:

• In the first person.

• In the third person.

The protagonist of the 
testimonial message belongs to 
a group of immigrants:

• With low stigma.

• With high stigma.

Benson, R. (2013). Shaping immigration news: a French–American comparison. Cambridge University Press 

To date no study has examined the interactive 
joint effect of these three factors on individuals’ 
attitudes and reception processes

Three independent variables



Narrative frame

• Testimonial messages can be 
constructed differently depending on 
the approach used.
• Entman (1993): framing a message 

involves the deliberate selection of 
one or more aspects of a text to 
communicate a specific idea.

• Delinquency frame and economic contribution 
frame (Igartua & Cheng, 2009; Igartua et al., 
2011).

• Victim-frame and intruder-frame (Van Gorp, 
2005).

• Threat frame, burden frame, victimization frame 
and normalization frame (Amores et al., 2023).

• Emancipation frame, multicultural frame, 
assimilation frame and victimization frame 
(Lecheler et al., 2015).

Immigration frames

The type of frame emphasized in the message influences emotions, cognitive responses, and 
attitudes towards immigration (e.g., Igartua et al., 2011; Wojcieszak et al., 2020).



Narrative voice

• The perspective adopted by the narrator and 
from which the story is told (Christy, 2018): first, 
second, or third person.

• Meta-analysis: There is greater persuasive 
effectiveness when using first-person point of 
view in health messages (Chen & Bell, 2022).

• Empirical evidence on the effect of narrative 
voice in the context of intergroup relations and 
prejudice reduction is scarce and contradictory 
(e.g., Guerrero-Martín & Igartua, 2021; Igartua 
& Guerrero-Martín, 2022; Kaufman & Libby, 
2012).



Group cue (country of origin): stigma associated with the 
immigrant group

Igartua et al. (2011) Brader et al. (2008)



Mediating mechanisms

• Identification with the protagonist: A psychological phenomenon 
whereby members of the audience mentally adopt the position of the 
narrative's protagonist (Tal-Or & Cohen, 2017).

• Cognitive elaboration: A process of reflecting on the content of a 
persuasive message (reflection during message reception); the intensity 
of information processing (Petty & Cacioppo, 1986).

• Counterarguing: Generating thoughts that explicitly refute the 
persuasive proposal embedded in the message (Niederdeppe et al., 
2012).

• Meaningful affect (Positive Media Psychology): Positive emotions that 
foster openness towards others and are "other-focused" (feeling moved, 
touched, compassionate, inspired). These emotions lead to improved 
intergroup attitudes and increased prosocial behavior (Raney et al., 
2021).

Identification with the 
protagonist induces persuasive 
influence because this process 
contributes to reducing the 
audience's critical capacity 
(counterarguing is decreased) 
(Moyer-Gusé, 2008) and 
increases cognitive elaboration 
(Igartua & Vega, 2016).

Identification is associated with 
a greater emotional impact, 
which in turn can lead to a 
persuasive effect.
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Narrative Voice 
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I. Pre-test
1. Political 

ideology.
2. Modern 

racism.
3. Personality.
4. Contact 

experience.
5. Attitudes 

towards 
Multi-
culturalism.

II. Manipulation

Testimonies:
1. Framing

• Threat
• Victim
• Hero

2. Group cue
• Morocco
• Ecuador

3. Narrative 
voice

• 1st person
• 3rd person

III. Mechanisms

1. Manipulation 
checks.

2. Identification
with 
protagonist.

3. Emotions: 
Positive, 
negative, and 
meaningful.

4. Cognitive
elaboration & 
Counter-
arguing.

IV. Outcomes
1. Intention to share 

testimony.
2. Actual comments 

to share (280 
words).

3. Money allocation.
4. Intergroup 

attitudes.
5. Help intentions 

(volunteering).

I. Pre-test
Measurement of variables that can have an 
impact (e.g., McConahay, 1986; Goslin et al., 
2003; Wolsko et al., 2006).

II. Manipulation
Experimental manipulation of testimonies 
(pilot tested, N = 360).

III. Mechanisms
Manipulation checks (i.e., were the 
testimonies effective?) and evaluation of the 
psychological mechanisms that can explain the 
outcomes (Igartua & Guerrero-Martín, 2022; 
Olivier et al., 2012; Zickfeld et al., 2018).

IV. Outcomes
Measurement of dependent variables 
(Barbour et al., 2016; Wojcieszak & Igartua, 
2020; Igartua & Guerrero-Martín, 2022).

12 conditions

Full overview of the experiment

A 3 x 2 x 2 factorial design 
(3 frames: Profiteer vs 
Victim vs Hero; 2 origins: 
Morocco vs Ecuador; 2 
narrative voices: 1st vs 3rd 
person)



1502 people born in Spain whose fathers and 
mothers were also born in Spain:
• 740 men and 759 women (ages 18-88; M = 

43.35; SD = 13.46),
• Representative in terms of gender, age, 

education and regions.
• Average time in the experiment was of 

15.3 minutes (SD = 7.38).

Participants

960 people born in Hungary whose fathers 
and mothers were also born in Hungary:
• 461 men and 497 women (ages 18-80; M = 

41.45; SD = 13.64),
• Representative in terms of gender, age, 

education and regions.
• Average time in the experiment was of 

16.08 minutes (SD = 7.38).

Exclusion criteria:
• Fast or slow readers,
• Straight-liners, and
• Those who failed the attention check.

Pre-register: https://osf.io/8j5ab

https://osf.io/8j5ab


Narratives and measures: full 
description in… 

https://osf.io/pn94w/ 

All of the materials used in the studies (i.e., measures and 
experimental materials) as well as their data, syntax and supplemental 
analyses, can be freely accessed at:

ICA paper

https://osf.io/pn94w/


Data analysis

• We used the PROCESS macro for SPSS (Hayes, 2022) 
which allows for the analysis of conditional indirect effects 
through bootstrapping-based inference. 

• Since narrative frame was a multicategorical variable, it 
was encoded to generate two dummy variables (X1and X2), 
with the profiteer condition set as the reference category:

• X1 (Profiteer = 0, Victim = 1, Hero = 0).
• X2 (Profiteer = 0, Victim = 0, Hero = 1). 

• We created a customized model to test the hypotheses and 
conducted the analyses using 95% percentile bootstrap 
confident intervals with 10,000 samples.

Narrative frame X1 X2
• Profiteer 0 0
• Victim 1 0
• Hero 0 1



Results (example): Feeling Thermometer

Non-significant three-way interaction



Relative conditional specific indirect effects of narrative frame on feeling thermometer 

Analyses were conducted with 
bootstrapping-based inference using 
10,000 samples for Standard Errors 
(SE) and Confident Intervals: Lower 
Limit Confident Interval (LLCI) and 
Upper Limit Confident Interval (ULCI).

IMMM = Index of Moderated-
Moderated Mediation (i.e., difference 
between conditional indirect effects). 

An indirect effect (Effect) is 
considered statistically significant 
if the established confidence 
interval (95% CI) does not 
include the value 0. 



Results (example): Feeling Thermometer

Non-significant three-way interaction



Relative conditional specific indirect effects of narrative frame on feeling thermometer 

Analyses were conducted with 
bootstrapping-based inference using 
10,000 samples for Standard Errors 
(SE) and Confident Intervals: Lower 
Limit Confident Interval (LLCI) and 
Upper Limit Confident Interval (ULCI).

IMMM = Index of Moderated-
Moderated Mediation (i.e., difference 
between conditional indirect effects). 

An indirect effect (Effect) is 
considered statistically significant 
if the established confidence 
interval (95% CI) does not 
include the value 0. 



Main conclusions

Our results corroborate testimonials’ effectiveness:
• Non-significant three-way interaction: in the topic of immigration, the frame of the testimonial 

message is the most relevant narrative device.
• The hero frame (i.e., competent and counter-stereotypical information) has proved to be highly 

beneficial and benefits extended to the outgroup.
• Victimization and heroism testimonial messages activate a human route.
• Greater identification and subsequently, more meaningful affect, and less cognitive barriers (more 

cognitive elaboration and less counterarguing).

Social impact:
• Better understanding of how the content of the narratives activates a series of psychological responses 

that can reduce prejudice and promote intergroup help.
• In addition, we provide evidence useful to the creation of narrative vaccines to help improving 

intergroup relations through social media.
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