1) Description of Significant Objects

Significant Objects is a literary-anthropological experiment co‑created by Rob Walker and Joshua Glenn that demonstrates how storytelling can increase the monetary value of otherwise insignificant objects. The project involved purchasing inexpensive items (e.g., thrift-store finds) and commissioning creative writers to craft short, imaginative narratives for each. These object‑plus‑story packages were then auctioned on eBay—consistently selling for significantly higher prices than their original purchase cost, sometimes yielding markups of over 2,700 %.

On the website, each object is displayed with its name and image. Clicking on an object opens a detailed page showing the original purchase price, the final auction price, and the narrative that helped create its newfound value.

Over 200 writers—including notable names like William Gibson, Ben Greenman, Lydia Millet, Colson Whitehead and more—contributed to the project. In total, items bought for approximately US $128.74 sold for about US $3,612.51. This powerful illustration of narrative value captured attention from media outlets and transformed the experiment into a broader commentary on how emotional engagement and storytelling can drive consumer value.

2) Excel Dataset Structure—Variable Explanations

Your Excel dataset includes these columns:
· category – thematic grouping (e.g., “IDOLS,” “TOTEMS,” “FOSSILS,” “TALISMAN,” “EVIDENCE”) as used on the Significant Objects site.
· name – the object’s name or title.
· original_price – the price at which the object was first purchased; objects with zero original price (free or donated) are excluded.
· final_price – the auction sale price; entries without a final price are excluded.
· narrative – the story written for the object; entries without an accompanying narrative (e.g., comics-only descriptions) are excluded.
· link – link to the object's detailed page on the Significant Objects website.
· TextBlob sentiment scores:
· polarity (–1.0 to +1.0): how positive/negative the narrative is.
· subjectivity (0.0 to 1.0): how opinion-based vs. factual the narrative is.
· VADER sentiment scores:
· vader_neg, vader_neu, vader_pos (proportions summing to 1.0).
· vader_compound (overall normalized sentiment, –1.0 to +1.0).
· NRCLex emotion counts:
· emo_fear, emo_anger, emo_anticipation, emo_trust, emo_surprise, emo_positive, emo_negative, emo_sadness, emo_disgust, emo_joy – integer counts of words associated with each emotion category.

3) Purpose of Sentiment Analysis
The sentiment analysis is intended to uncover which emotional and tonal elements in the narratives most strongly correlate with price increases. Key angles include:
· Does more positive polarity or higher subjectivity lead to greater markups?
· Do certain emotional signals (e.g., joy, trust, surprise, or anticipation)—as captured by NRCLex—tend to accompany the most successful auctions?
· Can VADER compound scores predict stronger price lifts?
· Are there emotional tones (like anger or sadness) that negatively correlate with price increases? Or perhaps spur intrigue?
· How do the different sentiment frameworks (TextBlob vs. VADER vs. NRCLex) align or contrast in their predictive power?
Overall, the goal is to analyze which emotional tones or storytelling styles drive greater objective value uplift, shedding light on the mechanics through which narratives enhance perceived worth.

