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Abstract 

 

Presence as a phenomenon has been studied for over 20 years with an identifiable 

progression as to how the field has matured.  Initial research explored the physical 

nature of what conditions were necessary to produce presence focusing on the 

physical representations of the experience such as vividness and interactivity.  This 

soon segued into more of an exploration into the psychological understanding of 

what is to experience presence focusing more on the actual “being there” 

phenomenon experienced by people as they engaged in a CM event.  However as our 

understanding of presence has matured the focus has turned to exploring the 

application of presence to different situations. 

 

The conditions necessary to produce presence.  Essentially, it is understood that 

three factors are necessary to engender presence.  These factors are environmental 

fidelity, interaction and consistency of presentation.  (Steuer 1992); (Usoh et al. 

2000); (Witmer, Singer 1998); (Sheridan 1996) 

 

Presence as a state of mind.  The general consensus of presence is that it is a 

sensation of “being” in an environment.  (Lombard, Ditton 1997, Heeter 1992, 

Heeter 2000, Nicovich 2012, Heeter 2003, Lessiter et al. 2001, Schloerb 1995, 

Schlosser 2003).  Our understanding of presence is a collection of interacting 

elements.  Essentially presence is a psychological reaction that comes about through 

an understanding of where we are in relation to a “space” or “environment.”  This 

environment, however, must contain the elements necessary to engender this 

reaction.  

 

Presence in the field.  Since its inception as a concept, researchers have been 

attempting to connect the experience of presence with the conditions necessary to 

create it.  However, researchers are now looking at applications in which presence 

can be useful.  As such, presence recently as been applied to the fields of robotics 

(Tiberio et al. 2012, Kristoffersoson, Coradeschi & Loutfi 2013, Escolano, Antelis & 

Minguez 2011), medicine (Tonin et al. 2011) and teleconferencing (Leithinger et al. 

2014, Maimone et al. 2012). 

 

Connection and context.  Presence as a phenomenon has looked at the nature of 

“being” in an environment but it hasn’t explored the question of “why are we there 

to begin with?” In other words, what is the reason for engaging the displayed 
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environment? People (with very few exceptions) do not end up in a CMC 

environment by accident.  The most likely scenario (and the one most useful to 

marketers) is that the interaction is voluntary and most likely anticipatory. 

 

Context, engagement and comprehension.  Certainly, the reason for being in a 

certain place must affect the impact the experience will have on the participant.  In 

this manner, presence research has been like someone who wakes up with amnesia 

with nothing to do and is expected to react with a degree of connection that we label 

presence.  Certainly, the reason that one has for participating in an experience 

must have an impact on how they will react to it.  Engaging in this larger 

understanding of the world (and the events contained within) has been termed 

“Narrative Engagement (De Graff et al. 2009, Busselle, Bilandzic 2008, Busselle, 

Bilandzic 2009).”  Narrative engagement is the degree of absorption into the story 

that is being presented.  As part of this process the reader will make mental models 

of that is expected based on the queues contained within the story.  Mental models 

are cognitive structures that represent some aspect of the external world (Busselle, 

Bilandzic 2008, Busselle, Bilandzic 2009).  Congruency of understanding between 

the presented elements of the story and the anticipated mental model that is 

developed is Narrative Comprehension.  Associating the events of the story with the 

developed mental model should lead to a more positive reaction to the story. 

 

Research Questions.  Based on the reviewed elements above the driving focus of this 

study is to determine what the relationship is between narrative engagement, 

comprehension and presence.  The next step in this process is to test these 

relationships.  Both narrative comprehension and presence are mental responses to 

portrayed (or realized) events.  Based on the preceding factors the following two 

research questions have been developed: 

 

 Research question 1: Does narrative comprehension affect ones 

reaction to the story that is being provided. 

 Research question 2: Does experiencing presence affect this 

relationship? 

 

Future Directions.  The next step is to operationalize and test these reactions within 

a CM event.  To this end, data will be collected in response to the videogame 

Oblivion with regard to the subject’s reaction to the anticipated events and the role 

presence plays in their level of engagement. 

 

References 

 

Busselle, R. & Bilandzic, H. (2009), "Measuring Narrative Engagement", Media 

Psychology, vol. 12, no. 4, pp. 321-347. 

 



Busselle, R. & Bilandzic, H. (2008), "Fictionality and Perceived Realism in 

Experiencing Stories: A Model of Narrative Comprehension and Engagement", 

Communication Theory, vol. 18, no. 2, pp. 255 -280. 

 

De Graff, A., Hoeken, H., Sanders, J. & Beentjes, H. (2009), "The role of dimensions 

of narrative engagement in narrative persuasion,” Communications, vol. 34, no. 4, 

pp. 385-405. 

 

Escolano, C., Antelis, J.M. & Minguez, J. (2011), "A Telepresence Mobile Robot 

Controlled With a Noninvasive Brain–Computer Interface,” IEEE 

TRANSACTIONS ON SYSTEMS, MAN, AND CYBERNETICS.  PART B, 

CYBERNETICS, vol. 42, no. 3, pp. 793-804. 

 

Heeter, C. (2000), "Interactivity in the Context of Designed Experiences,” Journal of 

Interactive Advertising, [Online], vol. 1, no. 2, pp. 05/15/2005. 

 

Heeter, C. (1992), "Being There: The Subjective Experience of Presence.”  Presence: 

Teleoperators & Virtual Environments, vol. 1, no. 2, pp. 262-271. 

 

Heeter, C. (2003), "Reflections on Real Presence by a Virtual Person,” Presence: 

Teleoperators & Virtual Environments, vol. 12, no. 4, pp. 335-345. 

 

Kristoffersoson, A., Coradeschi, S. & Loutfi, A. (2013), "A Review of Mobile Robotic 

Telepresence,” Advances in Human-Computer Interaction, vol. 2013, pp. 1-17. 

 

Leithinger, D., Follmer, S., Olwal, A. & Ishii, H. (2014), "Physical Telepresence: 

Shape Capture and Display for Embodied, Computer-mediated Remote 

Collaboration", Collaboration, October 5–8, 2014, pp. 461-470. 

 

Lessiter, J., Freeman, J., Keogh, E. & Davidoff, J. (2001), "A Cross-Media Presence 

Questionnaire: The ITC-Sense of Presence Inventory", Presence: Teleoperators & 

Virtual Environments, vol. 10, no. 3, pp. 282-297. 

 

Lombard, M. & Ditton, T. (1997), "At the Heart of it All: The Concept of Presence", 

Journal of Computer Mediated-Communication, [Online], vol. 3, no. 2, pp. 

05/21/2005. 

 

Maimone, A., Bidwell, J., Peng, K. & Fuchs, H. (2012), "Enhanced personal 

autostereoscopic telepresence system using commodity depth cameras,” Computers 

& Graphics, vol. 36, no.  November, pp. 791-807. 

 

Nicovich, S. (2012), "The Effect of Involvement on Ad Judgment in a Computer 

Mediated Environment: The Mediating Role of Presence", International Journal of 

Advertising, vol. 29, no. 4, pp. 597-620. 



 

Schloerb, D.W. (1995), "A Quantitative Measure of Telepresence,” Presence: 

Teleoperators & Virtual Environments, vol. 4, no. 1, pp. 64-80. 

 

Schlosser, A.E. (2003), "Experiencing Products in the Virtual World: The Role of 

Goal and Imagery in Influencing Attitudes versus Purchase Intentions", Journal of 

Consumer Research, vol. 30, no. 2, pp. 184-198. 

 

Sheridan, T.B. (1996), "Further Musings on the Psychophysics of Presence,” 

Presence: Teleoperators & Virtual Environments, vol. 5, no. 2, pp. 241-246. 

Steuer, J. 1992, "Defining Virtual Reality:  Dimensions Determining Telepresence", 

Journal of Communication, vol. 4, no. 2, pp. 73-93. 

 

Tiberio, L., Cesta, A., Cortellessa, G., Padua, L. & Pellegrino, A.R. (2012), 

"Assessing affective response of older users to a telepresence robot using a 

combination of psychophysiological measures", Robot and Human Interactive 

Communication, vol. 9, no. 13, pp. 833-838. 

 

Tonin, L., Carlson, T., Leeb, R. & del R Millán, J. (2011), "Brain-controlled 

telepresence robot by motor-disabled people,” IEEE Eng Med Biol Soc. 

Usoh, M., Catena, E., Arman, S. & Slater, M. 2000, "Using Presence Questionnaires 

in Reality,” Presence: Teleoperators & Virtual Environments, vol. 9, no. 5, pp. 497-

503. 

 

Witmer, B.G. & Singer, M.J. (1998), "Measuring presence in virtual environments: 

A presence questionnaire", Presence: Teleoperators & Virtual Environments, vol. 7, 

no. 3, pp. 225-241. 

 

 

Keywords: Presence, Narrative Engagement, Narrative Comprehension 

 

Relevance to Marketing Educators, Researchers and Practitioners: As 

technology becomes more immersive it will break the plane of videogames into more 

mainstream arenas of marketing and, as such, its impact will become ubiquitous. 
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