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EXECUTIVE SUMMARY
Since Mitchell and Olson (1981) highlighted the major influence of the attitude towards the ad (Aad) for advertising
effectiveness, emotional responses in advertising have received increasing attention. Since then, numerous authors have
found that ad evaluations were debilitated by negative affect and stimulated by positive affect, and that liking an ad could
lead to developing a positive attitude towards a brand (Ab) and purchase intention (PI). In most models of advertising
effectiveness, knowledge comes first, and affect (attitude and evaluation) is developed later. Van Raaij (1989) proposed a
model in which "primary affective reactions" or ad-evoked feelings play an important role as a gatekeeper for further
processing of the ad. Others have found that ad-evoked feelings influence Ab and PI directly, but more importantly
indirectly, through the mediating effect of the attitude towards the ad. Several authors have shown that different types of
emotional executions, such as using humor, warmth, and eroticism, lead to different ad-evoked feelings, and differences in
Aad, ad and brand recognition, Ab and PI. The question remains which role ad-evoked feelings play in the communication
process, and whether there relative importance depends on the type of emotional execution used.
The research objectives of this study can be summarized as follows:
•
•

to determine whether four types of emotional executions (warmth, humor, eroticism, non-emotional) result in
major differences in ad-evoked feelings
to determine to what extent these evoked feelings contribute to advertising results (ad and brand recognition,
cognitive reactions, Aad, Ab, PI) of the four types of emotional executions

The study was carried out using a group of young adults, and a set of print ads for alcoholic beverages. In the first stage
43 ads taken from recent issues of popular family magazines, were presented to a jury of 10 participants who had to judge
the degree of humor, warmth and eroticism of the stimuli and assign each ad to one of three categories of level of humor,
eroticism and warmth. Finally, based on frequency counts, 12 ads were selected that were the most exclusively warm,
humorous, erotic and non-emotional, three of each type. The 12 stimuli were then presented to a group of 115 participants,
in random order for each participant. The participants were asked to indicate whether they recognized the ad on which the
brand name was covered, and they had to indicate the brand name. After that the brand name was revealed, and evoked
feelings, evoked cognitions, Aad, Ab, and PI were measured.
Since also the perceived level of humor, warmth and eroticism was measured, a manipulation check could be carried out,
which revealed that the stimuli were indeed perceived as defined on the basis of the exploratory research.
Ad-evoked feelings were measured by means of a 16-item semantic differential. Principal components analysis leads to
the definition of 5 basic dimensions of ad-evoked feelings: insult, irritation, interest, cheerfulness, and carefreeness.
Although some differences can be observed, the results of this exploratory analysis is largely similar to previous findings.
Do different types of ads lead to different feelings? The most striking result is that non-emotional ads lead to the least
favorable affective reactions. It is not surprising that people feel less carefree and less cheerful as a result of seeing nonemotional ads. It is, however, more remarkable to find that consumers feel less interested, more insulted and more irritated
as a result of being exposed to non-emotional ads. Furthermore, ads with different emotional content do not lead to
significantly different affective reactions. Emotional appeals in general seem to lead to more positive affective reactions
than non-emotional appeals, no matter which emotional executions are used. There is an important gender effect, though.
Academy of Marketing Science Review
Volume 19 98 No. 01 Available: http://www.amsreview.org/articles/geuens01-1998.pdf
Copyright © 1998 - Academy of Marketing Science.

Geuens, De Pelsmacker / Feelings Evoked by Warm, Erotic, Humorous or Non-Emotional Print Ads

If one wants to induce positive feelings in men, erotic ads should be used. Those ads will lead to negative affective
reactions with women, for whom warmth (a friendly, cozy atmosphere) seems to be more effective.
Positive feelings, especially interest, cheerfulness, and lack of irritation, are associated with higher ad and brand
recognition scores. Especially in the case of humorous ads, ad and brand recognition seems to be influenced by ad-evoked
feelings. On the contrary, in the case of warm ads the degree of ad-evoked feelings does not influence ad and brand
recognition.
To what extent do positive feelings lead to different cognitive reactions than negative feelings? Especially feelings of
interest, cheerfulness and lack of irritation seem to enhance a positive impression of the brand, and to lead to a smaller
inclination to think of reasons not to buy the product. This effect is similar for all four types of ads. All in all, the
correlation between ad-evoked feelings and cognitive reactions is relatively limited.
Can the attitude towards the ad and the brand and purchase intention be predicted by means of ad-evoked feelings,
cognitive reactions, and the level of humor, warmth and eroticism? Regression analysis reveals that this is to a large extent
the case. The level of interest is, together with the perceived level of humor and warmth, the most important explanatory
variable of Aad. However, the lack of irritation and the improved impression of the brand are also significant explanatory
variables. All in all, affective reactions, especially the negative ones (irritation, lack of interest) and emotional content
seem to be much more important than cognitive reactions in predicting the attitude towards the ad. When trying to predict
Ab in the same way, the explanatory power of the model drops substantially, although the same variables remain
significant. Purchase intention does, in our study, not seem to be influenced by ad-evoked feelings to the same extent.
Only the level of interest, an improved impression of the brand, and the attitude towards the brand seem to be important
explanatory variables. All in all, especially interest and lack of irritation seem to be important predictors of advertising
and brand effects. Again, the results are very similar for the four types of ads tested.
Although humorous, warm and erotic appeals do not lead to significant differences in ad-evoked feelings, positive
feelings of interest, cheerfulness, and lack of irritation exert a positive influence on ad and brand recognition. This is
especially true for humorous, and to a lesser extent for erotic and non-emotional ads. Furthermore, the same feelings seem
to enhance an improved impression of the brand, and the attitude towards the ad and the brand. This clearly demonstrates
that the role of ad-evoked feelings in the communication process cannot be ignored. Although the relevance and the
importance of those feelings depends upon the emotional execution used, the most striking difference has been observed
between non-emotional ads and the one hand, and all types of emotional ads on the other. The latter category evokes
significantly more positive feelings than the former. Especially feelings of interest, cheerfulness and lack of irritation
seem to lead to positive ad and brand effects.
Evidently, our findings should be corroborated by further research, focusing upon different groups of consumers, different
product categories, and negative evoked feelings, such as fear appeals.
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FEELINGS EVOKED BY WARM, EROTIC, HUMOROUS OR NONEMOTIONAL PRINT ADVERTISEMENTS FOR ALCOHOLIC
BEVERAGES
Mitchell and Olson (1981) highlighted the major influence of the attitude towards the ad (Aad) by demonstrating that the
effect of visual and emotional elements on the attitude towards the brand (Ab) is mediated by Aad. They further argued
that this Aad is a distinct concept from formed product beliefs and that they both influence Ab independently. Since then
emotional responses in advertising have received increasing attention. Shimp (1981), for instance, pointed out that the
transfer of Aad to Ab might occur through classical conditioning: ‘the pairing of a connotative response (e.g. a feeling of
joy or nostalgia) with a denotative response (e.g. this is a brand of toothpaste I have never heard of before) will, if done
properly, lead to a conditioned emotional affect towards the advertised brand’. In other words, the more one likes the ad,
the more he/she will like the brand.
This theory assumes a direct link between Aad and Ab and implies that a positive attitude towards the ad is directly
carried over to a positive attitude towards the brand. Support for this theory has been found in previous studies, in which it
was concluded that ad evaluations were debilitated by negative affect and stimulated by positive affect (Goldberg and
Gorn 1987; Mitchell 1986; Russo, Shah, and Park 1994; Scrull 1983). The importance of liking the ad for sales
effectiveness has recently been highlighted by several researchers (Biel 1990; Biel and Bridgwater 1990; Haley and
Baldinger 1991; Leather, Mckechnie, and Amirkhanian 1994; Stapel 1991, 1994). The findings of Biel and Bridgwater
(1990), for instance, state that "people who liked a commercial 'a lot' were twice as likely to be persuaded by it than
people who simply felt neutral towards the advertisement."
In light of the previous a new model of the hierarchy of effects in advertising was offered by van Raaij (1989) in which
affect plays an important role. In most classical models, knowledge comes first and affect (attitude and evaluation) is
developed afterwards. According to van Raaij cognition is preceded by a ‘primary affective reaction’ (PAR) which
functions as a gatekeeper and decides whether or not it is interesting or worthwhile to further process the information
contained in the advertisement. So, consumers should first like the product or the ad before they are willing to process
information received. The next step is a cognitive elaboration serving mainly to justify and support the PAR and as a
result of which a more extensive affective reaction takes place and an attitude towards the brand is formed (see also Olney
et al., 1991).
In the preceding part it was assumed that Aad only had a direct effect on Ab. A second group of researchers however
proposes that Aad influences Ab directly as well as indirectly via brand cognitions whereby Ab subsequently exerts a
direct effect on purchase intention (PI). To date the Dual Mediation Hypothesis Model (Figure 1) has received most
support as a means of representing the interrelationships between Aad, brand and ad cognitions, Ab and PI (MacKenzie,
Lutz, and Belch 1986; Brown and Stayman 1992; Homer 1990; Homer and Yoon 1992); MacKenzie and Lutz 1989). In
this context there is no longer a sole direct link between Aad and Ab, nor is the evocation of positive emotions a
prerequisite.
Although the Dual Mediation Hypothesis Model has received al lot of empirical support, it disregards the role of feelings
evoked by the ad. There is a growing body of evidence however that Aad does not always entirely mediate the role of
feelings (see Figure 2; Batra and Ray 1986; Burke and Edell 1989; Cho and Stout 1992; Edell and Burke 1987); Holbrook
and Batra 1987); Homer and Yoon 1992; Stayman, and Aaker 1988). This third research direction thus addresses the
question whether or not ad-evoked feelings have a direct influence on advertising results such as correct brand attribution,
the attitude towards the brand, and purchase intention. From the results of these studies it may be inferred that different
types of ad executions could lead to a different impact of affective and cognitive responses which may, in turn, result in
ads being processed differently.
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FIGURE 1
Dual Mediation Hypothesis Model

FIGURE 2
AAd Does Not Always Entirely Mediate the Role of Feelings
Model A
Batra and Ray (1986), Cho and Stout (1992) : direct effect only

Model B
Holbrook and Batra (1987) : direct and indirect effect

Model C
Stayman and Aaker (1988): direct and indirect effect, depending on the type of appeal
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Model D
Edell and Burke (1987), Burke and Edell (1989), Homer and Yoon (1992) : direct and indirect effect

Note: Positive feelings (active, adventureous, alive, amused, carefree, excited, good, happy, interested) lead to
positive results. Negative feelings (angry, annoyed, bored, uniterested, irritated, offended, skeptical) lead to negative
results. Warm feelings (affectionate, calm, concerned, touched, warmhearted) lead to both positive and negative
results, the net result being positive.

It might, in light of the previous, be justified to make a distinction between non-emotional ads and several types of
emotional executions in as much as not all emotional advertising is alike and that different emotional executions such as
for instance warmth, eroticism and humor may elicit different feeling responses and may produce very distinct
communication results in terms of ad recognition, brand recognition, Aad, Ab and PI. This view seems warranted when
we review the literature dealing with specifically warm, humorous or erotic appeals. As for erotic appeals, for instance,
they seem to elicit more positive feelings than neutral ads, on the one hand, but debilitate recall, attitudes and purchase
intention on the other (Latour and Henthorne 1994; Peterson and Kerin 1977; Severn, Belch, and Belch 1990; Steadman
1969). Warmth (depicting a cozy, friendly atmosphere) is believed to improve overall advertising results (Aaker and
Bruzzone 1981; Aaker and Stayman 1989; Aaker, Stayman, and Hagerty 1986). Similar results are found in the case of
humor (Madden and Weinberger 1982; Weinberger and Gulas 1992; Weinberger and Campbell 1991; Zhang and Zinkhan
1991).
De Pelsmacker and Geuens (1996) found that warmth, humor and eroticism cannot be considered a homogeneous group
of positive appeals since the different emotional stimuli resulted in very distinct advertising effects. Humor outperformed
the other ad executions with respect to recognition as well as to Ab and PI. Humorous appeals relative to the other appeals
led to significantly more interest in the brand than in the product and seemed to be processed more or to a greater extent
via the peripheral route. Like for ad and brand recognition warm and erotic appeals scored even worse than neutral
appeals. There was also tentative evidence that warm and erotic ads wear out faster than humor and neutral
advertisements. Contrary to intuition, these differences in communication effectiveness between the various emotional
executions were not inspired by a different attitude towards the ad since the latter was unaffected by execution type.
However ad-evoked feelings and their relationship with Aad and Ab were not explicitly studied.
Furthermore, ad-evoked feelings as a result of being exposed to different types of ads are different for men than for
women. Aaker and Stayman (1989) suggested warm appeals might do a better job for women than for men, whereas
several researchers reported more positive reactions to erotic stimuli by men than by women (Alexander and Judd 1979;
Latour 1990; Latour and Henthorne 1994; Latour, Pitts, and Snook-Luther 1990). De Pelsmacker and Geuens (1996) also
indicated that brands advertised by means of an erotic appeal are more recognized by men than by women whereas brands
using warm (or neutral) ads gained more recognition by women. Women also showed a more positive attitude towards the
brand pictured in warm and neutral advertisements.
The question remains, which role ad-evoked feelings play in the communication process and whether their relative
importance depends on the type of emotional execution under investigation? The general theories described above with
respect to overall effects of emotional advertising (on ad-evoked feelings) should perhaps be expanded.
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In view of the preceding, the research objectives of this study can be summarized as follows:
•
•

to determine whether four types of executions (warmth, eroticism, humor, non-emotional) result in major
differences in ad-evoked feelings
to determine to what extent these evoked feelings contribute to the advertising results of the various emotional
executions

The following research questions will be specifically addressed :
RQ1a : Is there a difference in evoked feelings between non-emotional stimuli and stimuli with different positive
emotional content?
RQ1b : Is there a difference in evoked feelings between men and women as a result of being exposed to stimuli with
different positive emotional content?
RQ2a: Do respondents experiencing more positive evoked feelings recognize ads better?
RQ2b: Is the effect of ad-evoked feelings on ad recognition the same for all types of emotional execution?
RQ3a: Do respondents experiencing more positive evoked feelings recognize brands better?
RQ3b: Is the effect of ad-evoked feelings on brand recognition the same for all types of emotional execution?
RQ4a: Is there a significant correlation between the level of evoked feelings and cognitive reactions?
RQ4b: Is there a significant correlation between the level of evoked feelings and cognitive reactions, for every type of
emotional execution?
RQ5a: Are evoked feelings explanatory factors of Aad, Ab and PI?
RQ5b: Are evoked feelings, directly or indirectly, explanatory factors of Aad, Ab and PI for every type of emotional
execution?
RESEARCH DESIGN
The study was carried out using a group of undergraduate (90) and graduate (25) students at a Belgian university, all
between 18 and 25 years old, 53 of them were women. The study was confined to alcohol ads for several reasons. First of
all, since all subjects were old enough to legally drink, and all of them appear to do so on regular occasions, this product
category is a very relevant one in this group of subjects. Furthermore, it is one of the very few product categories for
which an extensive set of recent print advertisements was available in which one of the three aforementioned emotional
appeals was used. It was decided to use print ads for convenience reasons. To avoid confounding effects of using 2 or 3
product categories, it was decided to confine the analysis to only one product type.
Initially, three volumes of 5 magazines were screened, the result of which was an initial set of 43 alcohol ads. In the first,
qualitative, stage of the study, these 43 stimuli were presented to a jury of 10 students. Each member of this jury had to
judge the degree of humor, eroticism and warmth of each stimulus and assign each stimulus to one of three categories of
level of eroticism, humor and warmth. The 43 stimuli were presented to each member of the jury separately, in a different
random order. The result of this exercise was an ordered category ranking of the 43 stimuli on the basis of three criteria.
On the basis of frequency counts, 12 stimuli were selected: 3 stimuli with the highest number of assignments to the
"humorous" category, 3 warm and 3 erotic stimuli, and three "non-emotional" stimuli, i.e. the 3 stimuli that were most
often assigned to the categories "not humorous", "not erotic", and "not warm". The last three stimuli will be indicated as
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"neutral" or "non-emotional" in the rest of this article. This final set of 12 stimuli (see the Appendix) contains ads for beer,
wine, whisky and apéritifs.
Ads for specific product types (wine, beer, ...) were randomly assigned to the different experimental treatments. Although
testing real ads is high on external validity but lower on experimental control, the selection and attribution of ads to the
four experimental categories was carefully done to avoid confounds. It would have been conceivable to test all 43 ads and
to do the analysis across ads rather than across subjects, as is the case now. This was not done for two reasons. First of all,
measuring a series of constructs per ad, as is the case in this study, would have resulted in unacceptable respondent wearout effects unless per relevant measure a different group of subjects would have been used. However, in the latter case,
similar representative groups of subjects per ad and per measure would have been needed. In the student population in
which this study was carried out, this design was impossible to organize. Secondly, and at least as importantly, since the
research design requires clear example of exclusively non-emotional, humorous, warm or erotic ads, it was decided to
only select those ads that were judged to be as exclusively warm, erotic, humorous or non-emotional as possible. Three
ads of different types of alcoholic drinks per category were selected to control for potential biasing effects of these
different types of drinks. As a result, most analyses are per-subject based.
The 12 stimuli were then presented to a group of 115 students, in random order for each student. All students were
volunteers who were interviewed separately, and who did not receive any incentive. Since each respondent had to
complete a series of scales for each of the 12 ads, randomization was used to avoid systematic measurement errors as a
result of respondent wear-out. Since the population studied is in many respects homogeneous, it does not make a lot of
sense to try to distinguish between different groups of respondents based on socio-demographic characteristics. Only
gender was included as a classification question.
Subsequently respondents were shown each of the 12 stimuli, and had to complete a series of 7-point Likert type scales or
semantic differentials, measuring various communication effects.
•
•
•
•
•
•
•
•

Advertisement recognition and recall of similar ads
Brand recognition
Cognitive reactions
Assessment of the degree of humour, warmth and eroticism
Primary affective reactions (PAR) or feelings induced by the ad
Attitude towards the ad (Aad)
Attitude towards the brand (Ab)
Intention to buy

First of all, respondents had to indicate whether or not they recognized the ad on which the brand name was covered and
secondly they had to indicate the brand. After that, the brand name was revealed, and respondents answered the rest of the
questions on cognitive and affective reactions and Aad per stimuli. After having been exposed to all 12 stimuli, Ab en PI
were measured. The measurement of ad-related and brand-related responses were separated to diminish consistency bias.
The measurement of cognitive reactions was partially based on suggestions by Deighton et al. (1989) and Coulson (1989),
and included the following aspects:
•
•
•
•
•

the inclination to think of counter-arguments
the inclination to think of reasons not to use the product
thinking about the execution of the ad rather than the product
thinking about the product rather than the brand
the possible enhancement of a positive impression about the brand

Subjects were asked to answer the following question by indicating to which extent you agree with the following
statements (1 = completely disagree, 7 = completely agree) :
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I rather thought of the execution than of the product.
I rather thought of the product than of the brand.
I got a more positive impression of the brand.
I thought of reasons not to use the product.
I felt an urge to formulate counterarguments.

The levels of humor, warmth and eroticism were measured on a two-item scale. Primary affective reactions or ad-evoked
feelings were measured on the basis of a 16-item semantic differential scale, measuring various feelings of the respondent
as a reaction to seeing the stimulus (Brooker and Wheatley 1994). The attitude towards the ad was measured by means of
a 6-item Likert scale (Baker and Kennedy 1994). To measure the attitude towards the brand, a 4-item Likert scale was
constructed (Stayman and Aaker 1988; Coulson 1989; Homer 1990). The measurement of the purchase intention was
based on a 4-item Likert scale (Schlinger 1979). Descriptors for the measures are presented below in Table 1.
TABLE 1
Descriptors for Measures
Primary Affective
Reactions
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

irritated-pleased
happy-sad
good-bad
interested-indifferent
cheerful-depressed
regretful-rejoicing
insulted-honored
affectionate-callous
sentimental-unemotional
adventurous-cautious
hopeful-pessimistic
confident-dubious
critical-accepting
carefree-worried
contemplative-impulsive
calm-nervous

Attitude Towards the Ad
• I like this ad a lot
• I don’t think this ad is
•
•
•
•

interesting
I think this ad is very
convincing
This ad is very appealing
This ad is easy to forget
This ad is not effective

Attitude Towards the
Brand
• Do you like the

advertised brand?
• Do you think this is a
good brand?
• Do you feel favourably
towards this brand?
• Would you recommend
the advertised brand to
others?

Purchase Intentions
• I would not consider

trying this brand.
• If I ran across this brand

in a shop I would buy it.

• When buying the

advertised product

• I would choose for

another brand.

• I shall probably buy the

advertised brand.

RESULTS
As reported in the previous section, 12 stimuli were selected, based on a preliminary qualitative study. At first, it is
necessary to check whether respondents perceive supposedly humorous ads indeed as humorous, and mutatis mutandis for
the warm and erotic ads. This manipulation check (Table 2) reveals that the group of 3 humorous ads are indeed perceived
as more humorous than the stimuli in the other 3 categories, and the same goes, mutatis mutandis, for the other emotional
categories.
Emotional Content and Ad-Evoked Feelings
The first research question refers to differences in affective reactions to stimuli with different emotional content. As
indicated previously consumers are assumed to have a primary affective reaction to advertising stimuli, which in turn can
influence the communication results. These affective reactions or ad-evoked feelings were measured by means of a
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semantic differential with 16 bipolar adjectives and a 7-point scale. An exploratory principal components analysis with
Varimax rotation was performed on the items of this semantic differential in order to reveal the basic dimensions of the
feelings elicited. The result allowing the most homogeneous factor definition was obtained with a 5 orthogonal factor
solution (Table 3), explaining 81.6% of the variance. The four factor solution (Eigen value > 1) as well as the six factor
solution resulted in one or more very heterogeneous factors. The basic dimensions of ad-evoked feelings can, on the basis
of these factor loadings, be defined as "carefree-worried", "cheerful-depressed", "insulted-honored", "interestedindifferent" and "irritated-pleased". Three of the factors are defined by only one variable. The factor definitions are based
on the variable that loads most exclusively on a factor. Although the definition of the factors differs substantially from the
factor structure obtained by Brooker and Wheatly (1994) it is more similar to other previously obtained factor structures.
Edell and Burke (1987) and Burke and Edell (1989) found the following three factors:
•
•
•

Up-beat (active, adventurous, alive, amused, carefree, excited, good, happy, interested,...)
Warm (affectionate, calm, concerned, touched, warmhearted, ...)
Negative (angry, annoyed, bored, disinterested, irritated, offended, skeptical, ...)
TABLE 2
Perceived Level of Warmth, Eroticism and Humour in Warm, Erotic, Humorous and Neutral Ads
(1=low, 7=high)
Advertisements Warm

Erotic

Humorous

Neutral

level of:
Warmth

4.92

4.12

3.45

2.31

Eroticism

3.78

4.30

1.33

1.47

Humour

3.37

2.71

4.98

2.27

In our factor structure their negative factor is divided in two separate factors, i.e. "irritated" and "insulted". Up-beat
feelings are split in the distinctive dimensions of "cheerful" and "carefree". A warmth factor was not retrieved in our study
although the adjectives "calm", "emotional" and "warmhearted" were included in our analysis.
Holbrook and Batra (1987) obtained three dimensions:
•
•
•

Pleasure (joy, affection, pride, gratitude)
Arousal (interest, involvement, surprise, activation)
Domination (helplessness, sadness, fear, disgust)

The pleasure dimension seems to correspond to our "cheerful" factor and to a lesser extent to our "carefree" dimension.
The arousal factor can be compared to our "interested" factor. Holbrook and Batra’s domination dimension which
includes, among other things, the factor disgust is perhaps to a certain extent comparable to our factor "insulted".
Homer and Yoon (1992) extracted four factors:
•
•
•
•

Attention (attentive, interested, curious)
Pleasure (playful, loving, friendly, affective, lighthearted)
Skepticism (skeptical, suspicious, distrustful)
Downbeat (sad, fearful, distressed, afraid, sorrowful, anxious)
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Only two factors represent some of the factors found in this study, more specifically the attention factor which
corresponds to our "interested" dimension. And the pleasure dimension may represent our "cheerful" and "carefree"
factors. The reason we did not find any agreement for the negative dimensions may lie in the fact that we used only
positive emotional executions and as a consequence less negative emotions such as fearfulness and sadness are to be
expected.
TABLE 3
Principal Components Of Ad-Evoked Feelings
Variables

Component loadings
I

II

III

IV

V

carefree - worried

.94

.18

.09

.05

.00

calm - nervous

.94

.17

.08

.06

-.01

impulsive - contemplative .93

.15

.03

.05

-.01

accepting - critical

.89

.14

.01

.06

.01

adventurous - cautious

.82

.22

.18

.06

.03

confident - dubious

.81

.13

.16

.02

.02

hopeful - pessimistic

.74

.19

.17

.02

.02

affectionate - callous

.71

.30

.32

.05

.03

cheerful - depressed

.13

.84

.01

.01

.01

good - bad

.22

.88

.08

.21

.10

happy - sad

.23

.89

.10

.22

.06

honored - insulted

.21

.12

.90

.06

-.01

interested - indifferent

.08

.30

.10

.92

.02

pleased - irritated

.01

.11

-.01

.02

.99

sentimental - unemotional .58

.17

.44

.31

.04

rejoicing - regretful

.66

.31

.08

.02

.45

In subsequent analyses the study of evoked feelings is limited to the five scale items which most clearly and exclusively
define the 5 factors. Since 3 out of 5 components are defined by only one item, it was decided to use 5 individual items
instead of the 5 factor scores to allow a more unambiguous definition of ad-evoked feelings in subsequent analyses. As a
result, the 5 ad-evoked feelings are moderately correlated (Table 4).
When comparing the feelings between ads with different emotional content (Table 5), the most striking result is that nonemotional ads lead to the least favorable affective reactions. It is not surprising that people feel less carefree, less cheerful
and less interested as a result of seeing non-emotional ads. It is, however, more remarkable to find that consumers feel
more insulted and more irritated as a result of non-emotional ads. Furthermore, post hoc Scheffé tests reveal that ads with
different emotional content do not markedly lead to a different affective reaction, the only exception being that humorous
stimuli lead to more irritation than erotic ones (p = 0.032). Overall, this is an important result. Emotional appeals of the
type used here apparently lead to more positive feelings or affective reactions than non-emotional appeals, no matter
which emotional executions are used.
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TABLE 4
Correlation Between Ad-Evoked Feelings
carefree
-

carefree

cheerful
0.282

insulted
0.222

interested
0.189

irritated
0.078

(p < 0.001) (p < 0.001) (p < 0.001) (p = 0.062)
-

cheerful

-

0.17

0.314

0.122

(p < 0.001) (p < 0.001) (p < 0.001)
-

insulted

-

-

0.323

0.009

(p > 0.001) (p = 0.737)
interested -

-

-

-

0.075
(p = 0.006)

TABLE 5
Affective Reactions and Advertisement Content
(The scores reported in this table are recalculated in the positive direction,
in the sense that a lower score means that the ads lead to more irritation,
more insult, less interest, less cheerfulness, and less carefreeness.)
Warm

Erotic

Humor

Neutral

P

pleased-irritated

4.55

4.42

4.20

3.58

< 0.001

interested-indifferent

4.38

4.42

4.43

3.45

< 0.001

honored-insulted

4.15

4.20

4.13

3.87

< 0.001

cheerful-depressed

4.94

4.72

4.63

3.82

< 0.001

carefree-worried

4.94

4.62

4.52

4.06

< 0.001

On the basis of previous research, one might expect men to report more positive ad-evoked feelings as a result of exposure
to erotic ads than women, and the opposite for warm ads. When comparing feelings between men and women (Table 6A
and 6B), a number of differences can be observed. First of all, men are overall more irritated by the ads than women. The
only exception are erotic ads. Men are significantly less irritated by them than women. The same conclusion holds for the
feeling of insult. There is no significant difference between men and women in the degree of interest in the ads. On the
other hand, the interaction effect between advertisement content and gender is significant in the sense that men are more
interested in erotic stimuli than women. Although in general women feel more cheerful than men as a result of seeing the
ads, especially those with warm stimuli, the opposite is true for erotic stimuli. Men feel more cheerful than women when
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exposed to them. The general conclusion seems to be that if one wants to induce positive feelings in men, erotic ads
should be used. The same ads will lead to negative affective reactions with women, for whom warmth seems to be more
effective. These results confirm previous findings.
TABLE 6A
Significance Levels of Effects of Gender and Type of Ad.
Main effect gender

Main effect ad type

Interaction effect

Insulted

0.429

< 0.001

0.008

Irritated

0.021

< 0.001

< 0.001

Interested

0.375

< 0.001

< 0.001

Cheerful

0.017

< 0.001

< 0.001

Carefree

0.644

< 0.001

0.773

TABLE 6 B
Interaction Effects Between Gender and Ad Type on Ad Evoked Feelings.

Instulted

Irritated

Interested

Cheerful

warm

erotic

humorous non-emotional

Male

3.92

3.67

3.85

4.17

Female

3.79

4.00

3.91

4.07

Male

3.68

3.37

3.96

4.54

Female

3.10

3.89

3.58

4.20

Male

3.73

3.25

3.68

4.55

Female

3.45

4.10

3.44

4.54

Male

3.30

3.16

3.42

4.33

Female

2.69

3.50

3.37

3.93

Cell entries are average scores on 7-point Likert type scales. A higher score means a more positive feeling feeling.
Ad-Evoked Feelings And Ad And Brand Recognition
As to research questions 2a and 3a, and following Edell and Burke (1987), it can be expected that there is a positive
relation between ad and brand recognition and ad-evoked feelings. In our study, a refinement of these hypotheses can be
tested too: do feelings elicited by stimuli with different emotional content lead to different levels of ad and brand
recognition (RQ2b and RQ3b)? The evoked feelings scores of respondents who did recognize the ad and the brand, and
respondents who did not (Table 7), are significantly different. A distinction is made between the five dimensions of
evoked feelings, and between different types of emotional stimuli. For the dimension "carefree" no significant differences
could be found.
It is quite obvious from the results that positive feelings - especially interest, lack of irritation and cheerfulness - are
associated with higher recognition scores. As for RQ2b and RQ3b, it is remarkable that feelings elicited by warm ads, do
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not influence ad and brand recognition. Especially in the case of humor, the recognition of the ad and the brand seem to be
influenced by evoked feelings, and more specifically by the level of interest, the lack of irritation and, to a certain extent,
cheerfulness. To a lesser extent, the same is true for erotic and neutral ads.
TABLE 7
Ad-Evoked Feelings and Advertisement and Brand Recognition
Evoked feelings

Ad recognition

honored-insulted
all stimuli
warm
erotic
humorous
neutral
interestedindifferent
all stimuli
warm
erotic
humorous
neutral
pleased-irritated
all stimuli
warm
erotic
humorous
neutral
cheerful-depressed
all
stimuli
warm
erotic
humorous
neutral

3.19
-3.05
2.74
3.91

Brand recognition

yes

no

yes

no

3.85
--3.61
--

3.95
--4.00
--

3.77
--3.70
3.94

3.96
--3.98
4.21

3.36
-3.17
2.66
4.00

4.10
-3.81
4.06
4.89

3.22
-3.06
2.79
3.89

4.01
-3.69
4.12
4.77

3.46
-3.36
2.98
4.01

4.02
-3.72
4.23
4.71

3.36
-3.23
3.06
3.89

3.96
-3.67
4.32
4.62

3.64
-3.43
3.72
4.36

3.07
-2.85
2.82
3.67

3.61
-3.39
3.77
4.36

All differences reported are significant at the 5% level on the basis of t-tests (backwards)
Ad-Evoked Feelings and Cognitive Reactions
To what extent do positive feelings lead to different cognitive reactions than negative feelings (RQ4a and RQ4b)? Some
feelings seem to be correlated with some cognitive reactions. Overall, the cognition that is most related to feelings is the
"enhancement of a positive impression about the brand". Especially a feeling of interest, lack of irritation and cheerfulness
evokes a more positive impression of the brand. To a limited extent, interest and lack of irritation lead to a smaller
inclination to think of reasons not to use the product. Being interested further leads to thinking of the brand rather than the
product, but also to thinking of counterarguments. All in all, the correlation between ad-evoked feelings and cognitive
responses (Table 8) is relatively limited. The same conclusion can be drawn for each of the different types of ads.
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Table 8
Correlation Coefficients Between Ad Evoked Feelings and Cognitive Responses.
C1

C2

Insulted

-0.078
(p = .004)

-0.052
0.047
-0.037
0.1893
(p = 0.059) (p = 0.085) (p = 0.178) (p
<
0.001)

Interested

-0.087
-0.086
0.006
-0.055
0.3201
(p = 0.001) (p = 0.002) (p = 0.820) (p = 0.043) (p
=
0.001)

Irritated

-0.045
-0.060
0.036
-0.025
0.258
(p = 0.097) (p = 0.029) (p = 0.194) (p = 0.360) (p
0.001)

<

-0.017
-0.034
-0.011
-0.014
0.250
(p = 0.535) (p = 0.222) (p = 0.678) (p = 0.621) (p
0.000)

=

0.009
-0.014
0.009
-0.016
0.114
(p = 0.730) (p = 0.616) (p = 0.754) (p = 0.565) (p
0.001)

<

Cheerful

Carefree

C3

C4

C5

C1 : The inclination to think of counter-arguments
C2 : The inclination to think of reasons not to use the product
C3 : Thinking about the execution of the ad rather than the product
C4 : Thinking about the product rather than the brand
C5 : Improve the positive impression about the brand
Feelings and Attitude Towards the Ad, Attitude Towards the Brand and Purchase Intention
In order to be able to answer RQ5a and RQ5b the more general question of the extent to which advertising content,
cognitive and affective reactions can explain or predict the attitude towards the ad and the brand effects, a number of
regression analyses were carried out to try to explain Aad, Ab and PI on the individual respondents level.
To study the direct and indirect effects (via Aad) of emotional content and affective and cognitive reactions, the procedure
proposed by Baron and Kenny (1986) was followed. Four regression analyses have to be carried out. A direct as well as
an indirect effect would imply the following:
•
•
•
•

Ab as a function of affective and cognitive responses and emotional content should result in a
significant contribution of the latter.
Aad as a function of cognitive and affective responses and emotional content should result in a
significant contribution of cognitive and affective responses and emotional content.
Ab as a function of Aad should result in a significant contribution of Aad.
Ab as a function of Aad together with affective and cognitive responses should result in
significant contributions of all variables.

When in model 4 cognitive and affective responses no longer have a significant explanatory power with regard to Ab, it
can be concluded that Aad entirely mediates the influence of cognitive and affective responses on Ab, and affective and
cognitive responses only have an indirect effect on Ab. When in model 4 both the effect of Aad and cognitive and
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affective responses are significant, the responses exert a direct as well as an indirect (via Aad) effect on Ab. Figure 3
illustrates the aforementioned relations.
Figure 3
Relationships Among Attitude Toward the Ad, Attitude Toward the Brand, and Responses

The explanatory power of the regression analysis of path A (Table 9), explaining the attitude towards the ad as a function
of the 5 cognitive and 5 affective reactions measured, and the degree of humor, eroticism and warmth, is quite satisfactory
(R² = 0.64). The results were obtained by means of a stepwise regression procedure. Only the variables that entered the
equation significantly after convergence had been achieved, are included in the final model. Not surprisingly, the level of
interest is, together with the perceived level of humor and warmth, the most important explanatory variable. However, the
lack of irritation and the improved impression of the brand are also significant explanatory variables. An induced feeling
of carefreeness to a certain extent also explains Aad. This result is relatively stable. If the emotional content variables are
removed from the analysis, the same explanatory variables remain important. In that case, the variable "cheerfulness" also
adds to the explanation of Aad.
Table 9
AAd as a Function of Emotional Ad Content and Cognitive and Affective Reactions
Variable

Coefficient

Beta

Sign. level

Interested-indifferent

.273

.297

< .001

Pleased-irritated

.183

.178

< .001

Level of humor

.193

.231

< .001

Level of warmth

.175

.204

< .001

Improved impression of the brand .090

.103

< .001

Carefree-worried

.072

.054

.003

Constant

-.014

-

.900

When trying to explain the attitude towards the brand (Table 10) in the same way, the first striking result is that the
explanatory power of the model drops to a R² of about 17%. Again, only the significant variables are shown. The same
variables are significant, though: interest, lack of irritation, and the improved impression of the brand remain the most
important explanatory variables. This confirms the findings of Klein (1991) that, if affective reactions have an influence
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on attitude towards the brand, it is the feelings with strong negative connotations (irritation, disinterest) that have the
strongest influence. Ab as a function of Aad (path B) results in a significant effect (R² = 0.21). When Aad is included as
an explanatory variable (Table 11, path C), the same variables, as well as Aad are significant. As a result, it can be
concluded that some cognitive and affective reactions lead to a direct as well as an indirect (through Aad) effect on Ab.
However the effect of Aad on Ab is significant, it is rather weak, and the direct effect of cognitive and affective reactions
to ads, together with emotional content on Ab, is relatively more important.
Table 10
AB as a Funtion of Emotional Ad Content and Cognitive and Affective Reactions
Variable

Coefficient

Beta

Sign.level

Improved impression of the brand .189

.123

< .001

Interested-indifferent

.118

.126

< .001

Pleased-irritated

.217

.208

< .001

Constant

2.172

-

< .001

Table 11
AB as a Function of AAd, Emotional Ad Content and Cognitive and Affective Reactions
Variable

Coefficient

Beta

Sign.level

Improved impression of the brand .170

.192

< .001

Interested-indifferent

.197

.185

.038

Pleased-irritated

.164

.158

< .001

Aad

.216

.213

< .001

Constant

2.107

-

< .001

The importance of the variable "interest" for Ab supports prior research findings. As Stapel (1994) pointed out: "A likable
ad gains considerable attention and an interesting ad gains even more." Stapel (1991) also indicated that finding an ad
interesting contributes more to sales effectiveness than liking an ad. He noted an average purchase intention of 19.3% for
consumers who liked the ad whereas the average buying intent for those who found the ad interesting equaled 25.4 %.
The prediction of the intention to buy by means of a regression analysis of a similar structure leads to very low
determination coefficients. This confirms earlier findings (Walker and Dubitsky (1991)) regarding the limited effect of
likability on purchase intention. Only the variables "interest" and "having an improved impression of the brand" seem to
have a limited explanatory power. When the attitude towards the brand is added as an explanatory variable, R² not
surprisingly raises to 70%, and Ab is by far the most important explanatory factor.
Research question RQ5b addresses the problem of the explanatory power of feelings, cognitions and advertising content
for different emotional executions. To answer this question separate (path C) regression analyses were conducted for each
emotional stimulus. The regression results do not markedly differ between the various advertising stimuli (warm, erotic,
humorous) and are quite similar to the general model. The explanatory power of the models for Ab are also strikingly low
for all stimuli. Shift and slope dummy variables to test the differences between the various models for each ad type are not
significant. All in all, the explanatory power of the models is too low to warrant any meaningful conclusion.
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CONCLUSIONS AND SUGGESTIONS FOR FURTHER RESEARCH
Humorous, warm and erotic appeals do not lead to significant differences in ad-evoked feelings but all types of emotional
appeals lead to more positive feelings than non-emotional ones. Positive feelings - more particularly, interest, lack of
irritation and cheerfulness - exert a positive influence on ad and brand recognition. This is especially true for humorous
and, to a lesser extent, for erotic and non-emotional ads. However, ad and brand recognition of warm stimuli are not
significantly influenced by evoked feelings.
Furthermore, the same feelings of interest, lack of irritation and cheerfulness seem to play an important role in enhancing
a positive impression of the brand. Lack of irritation and level of interest exert an important influence on brand impression
especially in the case of humorous and, to a lesser extent, erotic ads. Ad-evoked feelings as well as the level of humor and
warmth contribute to the explanation of Ab, Aad, and to a far lesser extent of PI. The model does not differ substantially
between different types of ads. The significance of ad-evoked feelings as well as emotional content for the explanation of
Aad, and the lack of importance of cognitive factors, is a remarkable result in that it demonstrates the important role of
emotions and evoked feelings in the communication process. The relevance and the importance of those feelings depend
on the emotional execution used.
Although this study supports previous research the findings should not be extrapolated without caution. First of all, only
students were included in our research sample. Secondly, only one product category has been studied. Thirdly, the ads
used in this study all promoted existing products and existing brands. For new brands and new products, emotional
advertising may be less suited and an informational appeal is perhaps more appropriate. Fourthly, only print ads were
studied. Other media like television and radio may require different advertising executions from magazines.
Last but not least we should like to offer some suggestions for further research:
•
•
•
•
•

•

repeat the above research but with the inclusion of a more extensive set of measures for ad and brand cognitions
in order to be able to test the model of Burke and Edell for different emotional executions
the inclusion of negative emotions such as fear in the analysis
an investigation of the appreciation of different emotions by respondents other than students
an investigation of the effects of different emotional stimuli for other product categories than alcoholic beverages
a refinement of the emotional stimuli and investigation of the communication effects of these emotional subtypes:
there are, for instance, different types of humor which can generate very distinctive effects (Speck (1991)).
Eroticism can be classified in types (seductively dressed, semi-nude, nude, ...) while warmth may elicit different
responses depending on the model used (children, young couples, grandparents, ...)
study potential media effects
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Stimuli
Warm ad 1
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