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Abstract 

The presence and value of emotionality in non-personal business-to-business 

marketing communications is questioned in literature despite existing knowledge 

about emotional behaviour of individuals in organisational decision-making units. 

However, as competition and globalisation increases, the need for differentiation 

and unique positioning intensifies. The role of emotions in establishing emotional 

differentiation through advertising is accepted in consumer research, yet little is 

known about the presence and characteristics of emotionality in business-to-

business print advertising targeting an organisational audience. The purpose of 

this research was therefore to determine the presence and executional style of 

emotion-laden business-to-business print advertising and to identify themes and 

patterns of emotionality. Four German trade publications from the manufacturing 

and engineering sector, comprising all issues of the year 2008 with a sample size 

of 2000 advertisements were content analysed. Consistent findings revealed that 

emotionality was used in a substantial number of business-to-business print 

advertisements and was distributed equally across all four magazines. 

Emotionality was significantly associated with the use of colour and visuals, and 

with the size and position of advertisements in the magazine. Emotional 

techniques relating to content used visual components like the depiction of 

persons and objects, and the style of visual representation primarily contained 

symbols of association and metaphors. Dominant emotional stimuli were humour, 

trustworthiness / reliability and pride / success, which mirror the emotional world of 

organisational buyers. The results thus demonstrate the relevance of emotionality 

in non-personal business-to-business marketing communications and indicate that 

to a certain extent business-to-business marketers use emotional techniques as a 

strategic element in marketing communications. 
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1. Introduction to the Investigation of Emotionalit y in 

Business-to-Business Marketing Communications 

 

1.1. Research Context 

Competition increases in business-to-business markets and the need for 

differentiation and distinctive positioning intensifies (Traynor and Traynor, 2004). 

Regrettably, business-to-business organisations often see technical or service 

advantages of their products as the main possibility to achieve differentiation 

(Gawantka, 2006), although emotions are known to play a role in building robust 

brand preferences (Kenning and Plassmann, 2005) and informational business-to-

business advertising is more and more interchangeable (Kroeber-Riel and Esch, 

2004). An emotional differentiation of increasingly comparable offers is mainly 

achieved by emotional advertising strategies (Kroeber-Riel, Weinberg and 

Groeppel-Klein, 2009). It could be the step to success in saturated business-to-

business markets. A growing stream of research has recently identified strategic 

buyer-supplier relationship management (Davies, Ryals and Holt, 2010; Piercy, 

2009, 2010), corporate reputation management (Helm and Salminen, 2010; Suh 

and Houston, 2010) and branding (Baumgarth and Schmidt, 2010; Lindgreen, 

Beverland and Farrelly, 2010; Mudambi, 2002; Webster and Keller, 2004) as key 

strategic and tactical issues in business-to-business marketing. Referring to 

positive emotions experienced by an organisational audience in the context of 

entertainment, a recent study (Lord and Gupta, 2010) found business-to-business 

product or service placement in film scenes to enhance the recall of and cognitive 

response to the business-to-business brand.  
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However, business-to-business advertising is believed to have more rational 

appeals, based on tangible product characteristics and objective claims (Brennan, 

Canning and McDowell, 2007). The question is, do business-to-business 

marketing communication strategies take into account the fact that all 

organisational buying behaviour depends on the behaviour of individuals, who are 

obviously guided by emotion as well as cognition? (Bellizzi, Minas and Norvell, 

1994; Cacioppo and Gardner, 1999; Damasio, 1994, 1999; O’Shaughnessy and 

O’Shaughnessy, 2003; Schafmann, 2000). Do business-to-business print 

advertisements contain emotionality? The objective of this doctoral dissertation is 

therefore to enhance an understanding of the role of emotionality in non-personal 

business-to-business marketing communications, in particular emotional 

components present in business-to-business print advertisements.  

 

Accordingly, a more detailed look at the process of communication is required. For 

the purpose of envisaging the message as an element of communication central to 

this study a basic model of mass communication, the classical Lasswell-formula, is 

appropriate (Berger, 1995, 2007; McQuail and Windahl, 1981, p. 13) despite its 

failure to “describe the interactive network of advertisers, promotional text, and 

consumers as co-creators of communication” (Stern, 1994, p. 5). (See section 

4.4., Figure 23, for further elaboration on the model of mass communication used 

in this study). Lasswell (1948) structures the communication process in terms of 

sending, encoding, receiving and decoding a message through a channel. Hence, 

the process signifies who says what in which channel to whom, and with what 

effect. Figure 1 illustrates how these communication elements arrange 

communication research into five divisions (Merten, 1995, p. 87) and circles the 

specific research interest of the present study: 
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Figure 1  Structure of Communication Research Adapting Elements of Lasswell's Communication 
Process  

(Source: Developed for this research from Lasswell, 1948; McQuail and Windahl, 1981, p. 10; 
Merten 1995, 1991) 

 

Converted to business-to-business marketing, the communicator is the 

organisational supplier or seller, the message is, for instance, expressed in the 

content of the advertisement, the channel differs according to the promotional tool 

chosen, recipients are addressees of communication activities, e.g. organisational 

buyers, and, finally, effects of marketing communications signify possible reactions 

and responses. The Lasswell formula has been criticised for leaving aside the 

importance of context in decoding messages (Berger, 1995, 2007; Stern 1994). 

However, the focal view of the present study is not the response to advertising, but 

to investigate characteristics of the print advertising message, in particular the 

emotionality contained in pictures and words. It is concerned with the emotions 

portrayed in the advertising message, and not how recipients can decode the 

message. Accordingly, focusing on what is said and how it is said in the 

advertising message is sufficient for the purpose of this study and promises to 

deliver a profound insight into business-to-business advertising.  
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The source must encode messages in a way which makes them easy to 

comprehend by the receiver. Furthermore, messages must be appropriate for their 

target audience in order to generate strategic consistency of marketing 

communications (Duncan and Moriarty, 1998). To date, however, research in 

business-to-business marketing communications has given little attention to this 

part of the communication process. The question of addressing the target 

audience in an appropriate manner can be extended to the utilisation of emotional 

stimuli in non-personal business-to-business marketing communications. Brennan 

et al. (2007, p. 180) put forward the question whether there is “room for emotion in 

business-to-business advertising”. The authors recommend the use of a rational 

approach at a strategic level and an emotional approach in the tactical execution 

and acknowledge that emotions contribute to forming brand attitudes. Others (e.g. 

Cutler and Javalgi, 1994; Turley and Kelley, 1997), refer to the former picture of 

the rational organisational buyer and recommend the use of rational appeals only. 

In an early publication (Simmons, 1941), business-to-business advertising is seen 

as having only two functions: First, to communicate the quality of existing products 

and second, to introduce a new product. More recently, Gelbrich (2007) questions 

the benefit of emotional appeals depicting children or juvenile animals to draw 

attention to advertisements for technical products, although the author emphasises 

the emotional side of organisational buying. Meanwhile, it is widely accepted that 

organisational buying and decision-making is determined not only by rational but 

also by emotional motives such as a need for friendship and social needs, for 

prestige and career security (Ambler and Burne, 1999; Bechara and Damasio, 

2005; Bellizzi et al., 1994; Blythe, 2005; Grohmann, 1965; Keller, 2009a; McPhee, 

2002; Patti, 1979; Schafmann, 2000; Webster and Wind, 1972; Weinberg, 1995). 

Recent research confirms that communicative strategies to position business-to-
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business brands successfully call for emotional values such as a charismatic 

image, trustworthiness, tradition and security as well as rational values, instead of 

a purely cognitive approach (Bausback, 2007).  

 

Pragmatically, a better understanding of the role of emotional business-to-

business advertising is needed, as emotional advertising can enhance emotional 

product differentiation in business-to-business markets (Backhaus and Voeth, 

2010; Bausback, 2007; Keller, 2009a; Kroeber-Riel, 1980; Kroeber-Riel and Esch, 

2004; Lynch and de Chernatony, 2004; Lasogga, 1998) and can thus lead to 

sustainable competitive advantage. Furthermore, research indicates that 

communication strategies containing emotions are more effective in business 

terms than informational content strategies, even for more ‘rational’ products 

(Binet and Field, 2007; Geuens et al., 2010; van den Putte, 2009) and that 

emotional advertising content is more successful than rational content at building 

brands (Heath, Nairn and Bottomley, 2009). Considering the business-to-business 

context, neither in marketing theory nor in marketing practice does an adequate 

approach exist. Researchers criticise the neglect of emotional components in non-

personal business-to-business marketing communications (e.g. Bausback, 2007; 

Erevelles, 1998; Fill and Fill, 2005; Gilliland and Johnston, 1997; Lynch and de 

Chernatony, 2004). For example, Brennan (2008, p. 518) questions the construct 

of the perfectly rational and informed homo oeconomicus as a basic assumption in 

economics, a construct frequently (and according to Kroeber-Riel (1977, p. 209) 

wrongly) adopted in business-to-business marketing. Existing models must thus 

be extended if there is evidence of emotionality in business-to-business marketing 

communications.  
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1.2. Research Problem and Objectives of Research 

The aim of this research project is to investigate the emotionality in business-to-

business marketing communications, with a focus on print advertisements for 

products and services. Business-to-business products and services are usually 

described in terms of technical performance, innovation, quality and efficiency. 

Nevertheless, creating emotionality for business-to-business products and 

services could be an important communication strategy to gain sustainable 

competitive advantage. Research so far does not reflect the importance of print 

advertising for business-to-business products and services. As an important tool of 

marketing communications, which can build awareness of, and knowledge about, 

the product (Gilliland and Johnston, 1997), business-to-business print advertising 

deserves more attention in marketing research. Moreover, Kroeber-Riel (1980) 

emphasises the necessity of both rational information and emotional activation to 

achieve an impact on the organisational buyer.  

 

Buying centre members rely on impersonal, commercial information sources like 

advertisements during early stages of the decision-making process, when they 

search for an alternative supplier or when the purchase decision is challenging 

(Bellizzi et al., 1994; Johnston and Lewin, 1996; Moriarty and Spekman, 1984). 

Promoting an industrial product or service with emotionality may therefore seem 

vital for the seller to gain competitive advantage. Furthermore, Moriarty and 

Spekman (1984) accentuate the relevance to provide promotional literature 

throughout the organisational buying process. Do business-to-business marketers 

meet these non-rational aspects in their marketing communications? Several 

authors regard intangible aspects of industrial offers, such as reputation or low 

risks and emotional dimensions as important (e.g. McDowell Mudambi, Doyle and 
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Wong, 1997; Michell, King and Reast, 2001; Shaw, Giglierano and Kallis, 1989). 

Organisational buyers most likely choose the leading brand, but “there is more to a 

successful brand than market share” (Gililand and Johnston, 1997, p. 532).  

 

Is the importance of affective content in their promotional mix considered by 

supplier organisations? Do non-personal tools of marketing communications 

directed at the organisational buyer contain emotionality? These questions are 

investigated by analysing recent German business-to-business print 

advertisements. German advertising strategies are in general characterised as 

focusing on informational and less on emotional messages (Graham, Kamins and 

Oetomo, 1993) and as more technology-driven and containing less emotional 

appeals (Helgert, 2005) and are thus of particular interest considering the 

objectives of the present study.  

 

The specific objectives of this research are:  

·  To establish the nature and extent of emotionality in print advertising used 

in business-to-business marketing communications, 

·  To investigate if and how organisational marketers attach emotionality to 

their products and services employing emotional appeals in non-personal 

promotional strategies, 

·  To identify emotional themes that are used in non-personal business-to-

business marketing communications, in particular print advertising, related 

to the business-to-business products and services, 

·  To develop a valid and reliable instrument that can be used for further 

research across different countries and industries, 
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·  To determine the importance of emotionality and examine the explicit use of 

emotionality in business-to-business print advertising, 

·  Finally, if possible, to extend existing models of strategic business-to-

business marketing communications by including the promotional concept 

of emotionality. 

 

The present study is thus concerned with emotionality in business-to-business 

advertising in terms of its creative strategy and creative execution. Creative 

strategy discloses its content in terms of what is said in an advertising message, 

(the creative selling proposition), while creative execution refers to how the 

message is encoded, i.e. the composition of advertising elements and their 

structure (Laskey, Day and Crask, 1989; Mueller, 2004). Visual messages are 

essential in communicating emotions and frequently dominate print advertising 

(Kroeber-Riel et al., 2009; Kroeber-Riel, 1993; Percy and Elliott, 2005; Phillips and 

McQuarrie, 2004; Schierl, 2001). Advertising research has further shown that 

employing emotions in advertising can communicate an emotional experience 

related to the service or product or its utilisation and lead to differentiation to 

competitors. 

 

The aim is to investigate the verbal and non-verbal portrayal of emotionality in 

business-to-business print advertising and to highlight the role of emotions in 

business-to-business marketing by reviewing relevant literature and by addressing 

the use of emotional stimuli in non-personal communication tools, specifically in 

print advertisements. If emotionality plays a role in business-to-business marketing 

communications, it must be reflected by emotional messages employed in the 

promotional presentation of business-to-business products and services. Print 
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advertisements are among the most important non-personal business-to-business 

marketing communication tools (Brennan et al., 2007). Other promotional activities 

or their impact on the recipient will not be considered in this study. The main 

objectives of this doctoral research are therefore to investigate the presence of 

emotionality in business-to-business marketing communication tools, 

concentrating on print advertisements in German trade publications, and to 

produce an important contribution to the field of business-to-business marketing 

research. Accordingly, to highlight the neglected field of non-personal messages 

from suppliers and sellers to buyers and potential customers, this study aims to 

identify the role of emotionality in business-to-business marketing 

communications, explicitly the presence and extent of visuals and headlines 

expressing emotionality in business-to-business print advertisements as well as 

their creative execution.  

 

 

1.3. Distinctiveness and Contribution to Knowledge 

Emotions seem to be an emergent theme in business-to-business marketing 

(Malhotra, 2005). However, research has largely neglected emotionality as a 

significant feature of marketing communications for business-to-business products 

and services (Fill and Fill, 2005; Gilliland and Johnston, 1997; Lynch and de 

Chernatony, 2004; Salander, 2008; Young, 2006). Since communication practices 

increasingly gain importance for business-to-business marketers (Brennan et al., 

2007), an extensive research to achieve a better understanding of business-to-

business marketing communications is required, particularly addressing the role of 

affect and emotion (Erevelles, 1998; Gilliland and Johnston, 1997; Hartley and 

Patti, 1988; Mudambi, 2002). Business-to-business marketing is underrepresented 
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in marketing literature (LaPlaca, 1997; LaPlaca and Katrichis, 2009; Malhotra and 

Uslay, 2009) and although marketing communications is regarded as the most 

distinctive field shared by consumer and industrial goods, little research in 

business-to-business marketing considers non-personal communicational issues, 

representing less than four percent of all business-to-business marketing articles 

between 1936 and 2006 (LaPlaca and Katrichis, 2009). Analysing contributions to 

business-to-business marketing theory and practice, LaPlaca (1997) found only 

four percent of publications in Industrial Marketing Management during its first 24 

years dealt with promotion and advertising. Research topics in business-to-

business marketing mainly focus on new product development, organisational 

buying, industrial marketing relationships and sales management (LaPlaca and 

Katrichis, 2009). Malhotra and Uslay (2009) suggest the incorporation of 

qualitative methodologies and abandoning the prevalent quantitative orientation in 

business-to-business research. The authors call for more collaborative research 

between academics and business-to-business practitioners. To understand 

whether business-to-business advertisers employ emotionality in print advertising, 

how they execute it and to provide evidence of its presence is thus essential to 

contribute to further research on emotions in a business-to-business marketing 

context. Huhmann and Brotherton (1997, p. 35) assert that “without empirical 

documentation of their actual use in advertising” further research, for example, on 

the effects of advertising phenomena is questionable. 

 

Regarding advertising research in business-to-business, some authors integrate 

the perspective of the organisational marketer and deal with business-to-business 

advertising characteristics (e.g. Bellizzi and Hite, 1986; Brugaletta, 1985; 

Chamblee and Sandler, 1992; Clarke and Honeycutt, 2000; Easton and Toner, 
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1983; Glover, Hartley and Patti, 1989; Hartley and Patti, 1988; Huang, 1993; 

Lichtenthal et al., 2006; Naccarato and Neuendorf, 1998; Stevenson, 2007; Turley 

and Kelley, 1997). Others focus on the effectiveness of marketing communications 

rather than on its content (e.g. Bellizzi and Lehrer, 1983; Bellizzi et al., 1994; 

Korgaonkar, Bellenger and Smith, 1986; Lilien et al., 1976; Lohtia, Johnston and 

Aab, 1995; Patti, 1977; Zinkhan, 1984). Few studies were concerned with 

emotions or emotion-related themes in business-to-business advertising (e.g. 

Voeth and Niederauer, 2008; Cutler and Javalgi, 1994; Lasogga, 1998; LaTour, 

Henthorne and Williams, 1998; Reese, Whipple and Courtney, 1987). 

 

However, other areas of business-to-business marketing research recognise the 

relevance of emotions. Predominant are studies of emotions in organisational 

purchasing decisions (Schafmann, 2000), industrial brands representing functional 

and emotional values (Bausback, 2007; Keller, 2009a; Lynch and de Chernatony, 

2004; Shipley and Howard, 1993; Webster and Keller, 2004), branding 

receptiveness of organisational buyers (Gelbrich, 2007; Mudambi, 2002) and 

developing and maintaining relationships between buyer and seller (Abdul-

Muhmin, 2005). In addition, the importance of intangible assets of technical 

products has been identified (Michell et al., 2001; McDowell Mudambi et al., 1997; 

Shaw et al., 1989) and Shipley and Howard’s findings (1993) suggest that strong 

benefits can be achieved by using brand names for business-to-business goods 

and services. Webster and Keller (2004) name trade journal advertising, 

brochures, and trade shows as most effective communication tools to reach 

potential organisational customers and to create brands in business-to-business 

markets. These findings scarcely have been met from marketing practitioners and 

have been thoroughly neglected by research. Print advertisements containing 
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primarily technical information are accountable for low business-to-business brand 

identities (Gilliland and Johnston, 1997). Hence, there is a clear necessity to 

investigate the characteristic of non-personal business-to-business marketing 

communications tools. Predominantly, advertising research has concentrated on 

rational information contained in the advertisement (Mulvey and Stern, 2004; Woll, 

1997). Abernethy and Franke (1996) analysed no less than 60 studies on 

informative content of advertising stimuli in a meta-analysis while hardly any 

research is stated for emotional content (De Pelsmacker and Geuens, 1997). 

Particularly in business-to-business marketing there is substantial lack of research 

on emotional components of advertising (Brennan et al., 2007; Erevelles 1998; Fill 

and Fill 2005; Lynch and de Chernatony 2004). Assessing emotionality as a 

characteristic of business-to-business print advertising therefore would make a 

contribution to the field of business-to-business marketing by delivering a clearer 

understanding of communication strategies of organisations and by suggesting 

practical implication to business-to-business marketers. Finally, the findings of this 

research will indicate if and how emotionality must be included in models of 

business-to-business marketing communications and thus contribute to the 

existing body of knowledge. 

 

 

1.4. Methodology 

The choice of advertising appeals is regarded as one of the most basic elements 

when deciding on an advertising strategy and the selection of message content 

strategies as critical to the success of business-to-business advertising (Turley 

and Kelley, 1997). Central to this study is not emotion as a response to 

advertising, accordingly not the emotions elicited by advertising but the largely 
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neglected field of how emotionality might be depicted and portrayed in business-

to-business print advertising, employing emotional advertising appeals 

strategically. This implies the emotional tone and the “emotional technique” (De 

Pelsmacker and Geuens, 1997, p. 125) of the advertising stimulus as strategic 

elements of business-to-business print advertising which, according to Frazer et 

al. (2002), can be uncovered by analysing their creative execution. Executional 

components of advertising messages have been previously analysed to detect 

factors of (emotional) brand differentiation and to draw inferences on creative 

strategies contained in the advertising execution (e.g. Cutler and Javalgi, 1994; 

Frazer et al., 2002; Huhmann and Brotherton, 1997; Kroeber-Riel, 1984a; Stewart 

and Furse, 1985; Stewart and Koslow, 1989). This includes what Frazer et al. 

(2002, p. 150) call the “thinking behind advertising messages”.  

 

For the detection of emotional techniques in business-to-business print advertising 

content analysis has been employed previously (e.g. Albers-Miller and Stafford, 

1999a; Cutler and Javalgi, 1994; De Pelsmacker and Geuens, 1997; Geuens, De 

Pelsmacker and Faseur, 2010; Woll, 1997) and proved suitable for verbal and 

visual material (Abernethy and Franke, 1996; Ball and Smith, 1992; Kolbe and 

Burnett, 1991; Krippendorff, 2004a; Moriarty, 1987). In particular, content analysis 

is an unobtrusive and appropriate methodology to examine characteristics of 

communication content expressed in signs and symbols (Holsti, 1969; Kassarjian, 

1977). Domzal and Kernan (1993, p. 3) call this procedure a ‘stimulus-side’ 

analysis of advertising, characterising the investigation of the creative style of 

advertisements. Zeitlin and Westwood (1986, p. 38) suggest a “communication 

test” which lays open what and how something is communicated in 

advertisements. The present investigation of emotionality in business-to-business 
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print advertisements addresses the verbal and visual expression of emotionality in 

the advertisement. The (emotional) response to the advertisement, or the 

emotions felt by respondents are not covered. The focus is on the creative 

execution in terms of if, what and how emotionality is represented in business-to-

business non-personal communication. Thus, visual and verbal elements in print 

advertisements, which represent emotions, are identified, and an examination of 

pictorial elements and headlines in German business-to-business print advertising 

employing the content analysis methodology is undertaken in order to identify 

emotionality in business-to-business print advertising.  

 

 

1.5. Overview of the Thesis  

The investigation of emotionality in business-to-business print advertising is set up 

as follows in this thesis: The unique characteristics of business-to-business 

marketing and the relevance of emotions in selected fields of business-to-business 

marketing communications are reviewed, with a focus on the relevance of 

emotions in organisational buying behaviour, buyer-seller-relationships and 

communicating business-to-business brand values. In addition, this chapter 

mirrors the state of research on emotionality in business-to-business advertising.  

 

Subsequently, the concept of emotion is defined and outlined in a marketing 

context. Definitions and themes related to the representation of emotions in 

advertising are presented. Then, drawing on existing research, a comprehensive 

literature review of conceptual and methodological approaches to emotional 

appeals in advertising is used to define emotional components of advertising. A 

further consideration is given to executional techniques and the role of visual 
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communication to gain insight into forms of representation of emotionality and 

subsequently to establish a conceptual framework for the study of emotionality in 

business-to-business print advertising. Then, a categorisation based on the 

theoretical foundation of the preceding chapters is suggested and a 

comprehensive typology of advertising stimuli to assess emotionality in business-

to-business print advertising is created. Finally, the methodological framework of 

this research is outlined and the content analysis of business-to-business print 

advertisements, which was conducted to examine the presence and use of 

emotionality in business-to-business advertising, is reported in order to address 

the research questions. The doctoral dissertation closes with an analysis of the 

data and discussion of results, delineates its limitations and contributions to 

knowledge and provides practical implications.  

 

 

1.6. Clarification of Terms: Strategic Execution of  Emotionality 

Strategic business-to-business marketing communications (also termed as 

‘organisational’ or ‘industrial’, e.g. Webster and Keller, 2004) employing 

emotionality refers to intentionally employing emotional techniques in promotional 

tools, for instance advertising. However, the partly dichotomous and contradictory 

use of the terms strategy and tactics in the marketing literature is frequently 

regarded as misleading and arbitrary (see Varadarajan (2010) for a review of 

literature and discussion of terms therein) and leads to questioning the distinction 

between strategy and tactics altogether. Varadarajan (2010) abandons the 

expression tactics for marketing decisions and instead offers strategic to 

characterise marketing decisions that are important and intended before acting, as 

opposed to non-strategic marketing decisions. Marketing strategy as a term is 
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distinct from corporate or business strategies and relates to the operational or 

tactical level of the category of marketing-tools called the marketing-mix, deciding 

about products and their distribution, prices and marketing communication 

activities (Webster, 1992). They are also labelled the four Marketing -“P’s” by 

Kotler (1994), after McCarthy (1968) proposed product, price, place and promotion 

as an elegant terminology. Thus, “marketing strategy is a specification of those 

markets the firm wishes to target with marketing activities and how competitive 

advantages are to be created and achieved” (Easey, 2009, p. 238), while 

advertising strategy refers to plans and objectives of advertisements (Jones, 1999, 

p. 156). In this sense, the term relates to strategic advertising in order to gain 

emotional product differentiation by associating emotional advertising appeals to 

products and services. 

 

However, the literature uses the expression advertising strategy inconsistently. 

Frazer, Sheehan and Patti (2002, p. 150) identify three alternative concepts 

expressed through the phrase advertising strategy. The first is a general approach 

comprising many decisions about the advertising planning process (e.g. the 

organisation’s communications objective, its creative message strategy and its 

mandatory requirements). The second relates to the creative strategy of the 

message itself and its confining elements, which determine the creative execution 

of the advertisement. Creative or message strategies differ in their employment of 

executional cues expressed in form and content elements within the advertisement 

and contain, for instance, more argument-based or more feeling-based messages 

(Chandy et al., 2001; Chaudhuri, 1996; Frazer, 1983; Frazer et al., 2002). In the 

third concept, advertising strategy expresses specific creative choices of, for 

instance, the use of colours, graphic design, font size and celebrity endorsers. The 
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investigation of Frazer et al. (2002) corresponds to the second concept and 

analyses strategic elements in advertisements in order to recognise effective 

advertising campaigns, where effectiveness is defined as receiving an industry 

effectiveness award. The authors distinguish creative or message strategies from 

executional (or tactical) advertising elements. Drawing on a comprehensive 

typology of executional advertising elements stemming from research by Stewart 

and Furse (1985), they categorised advertisements according to their strategic or 

tactical elements and identify five strategic categories (Frazer et al., 2002, pp. 

153): 

·  Promises, appeals and selling propositions in terms of product 
characteristics and benefits, 

·  Tone or atmosphere of the advertisement, describing the feeling of the 
advertisement, 

·  Use of a rational or an emotional appeal, 
·  Positive or negative appeal (negative consequences of not buying the 

product), 
·  Brand-differentiating message that is unique to the product. 

 

The authors point out that, contrasting their own assessment, Batra, Myers and 

Aaker (1996) regard the tone or atmosphere of the advertisement as an 

executional element. In addition, advertising execution (e.g. the informational 

versus the emotional format) is considered a “useful tool for strategic advertising 

management” (Yoo and MacInnis, 2005, p. 1397), while Frazer et al. (2002, p. 

151) see strategic decisions “made prior to the execution of the commercial”.  

Good advertising messages reflect an advertising strategy, which is  

“…based upon a thorough understanding of the environment in which an 
advertised product or brand is used, as well as the attitudes, behaviour, and 
background characteristics of the target receivers” (Percy and Rossiter, 1980, p. 
101). 
 

Thus, strategically executed advertising messages in the form of a “believable 

communication” (Percy and Rossiter, 1980, p. 101) aim at a high compatibility 
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between the advertising message on the one side and behaviour and attitudes of 

recipients on the other. As a result, the recipient hopefully evaluates the message 

in the intended (positive) way and places the advertised product or brand within 

the set of purchasing alternatives. In this context, message execution is regarded 

as the most difficult part. Furthermore, the uniqueness of advertising messages 

and their ability to create positive associations to the brand are essential for 

(potential) customers to differentiate products to their competitors (Boulding, Lee 

and Staelin, 1994). Apparently, creative strategy frequently refers to the general 

nature of the advertising message and to the method of its representation, and 

thus entails decisions about the content of messages as well as their execution. 

The creative strategy elements are ‘message strategies’ which represent the 

general nature and typology of messages (for instance, the use of argument or 

repeated assertion). ‘Executional strategies’ are expressed in the creative 

elements of the advertisement by using, for instance, celebrities, humour or by 

displaying the product in a certain style (Aitken, Lawson and Gray, 2003; Blankson 

and Kalafatis, 2007; Laskey et al., 1989; MacInnis, Moormann and Jaworski, 

1991). Executional strategies are at a basic level “made up of words and pictures 

brought together in a creative way to attract and hold the attention of a target 

audience” (Percy and Elliott, 2005, p. 248).  

 

Terms are used imprecisely and conflictingly. Some authors, for example Frazer 

(1983) or Wells et al. (2006), exclude advertising execution when describing 

creative strategy. In their terms, creative strategy and message strategy are both 

defined as determining an appropriate message for a specific target audience. 

Wells et al. (2006) emphasise that in terms of the advertising objectives, 

advertising needs to be creative in terms of originality, innovativeness and 
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unexpectedness and strategic in terms of delivering a message that is appropriate 

for the product and the target audience. Accordingly, execution refers to the 

different options of representing a message and tactics are selected techniques to 

reflect a particular strategy. The same view is shared by Frazer (1983, p. 36), who 

regards message elements and their creative execution as distinct from the 

strategic, more managerial decision that must also incorporate knowledge about 

the customer and the competition: 

“Creative strategy is a policy or guiding principle which specifies the general 
nature and character of messages to be designed. Strategy states the means 
selected to achieve the desired audience effect over the term of the campaign”. 
(Frazer, 1983, p. 36) 
 
 

This distinction is frequently expressed by referring to creative strategy, 

expressing the overall direction in terms of ‘what’ is said, and creative tactics, 

alluding to the executional element of ‘how’ the message is displayed and to the 

methods which are used to achieve strategic objectives (Blythe, 2005). Percy and 

Elliott (2005, p. 210) define creative tactics as “the ways in which words and 

pictures are used in marketing communication to deliver the message”. They state 

that, for instance, a creative tactic for emotional print advertising is to use pictures, 

which implement a strategic emotional positioning, while the creative execution of 

an advertisement can differ according to the creative ideas of an advertising 

campaign.  

 

Hence, the present study uses the term ‘strategic’ to identify the intentional use of 

emotionality employing emotional techniques (e.g. portrayal of a lion in a business-

to-business print advertisement to express pride). The creative execution refers to 

how the animal is portrayed (e.g. a drawing or a photograph) and finally enables to 
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draw inferences on the strategic employment of emotionality in non-personal 

business-to-business marketing communications.  

 
In advertising research, the term emotions in advertising is frequently used to 

describe an affective response to advertising rather than the emotional content of 

advertisements (Erevelles, 1998; Huang, 2001; Percy, 2003; Poels and Dewitte, 

2006; Stewart, Morris and Grover, 2007), while rational content emphasises 

information such as price, quality, components and availability about the product 

or service and the supplier (Abernethy and Franke, 1996; Mulvey and Stern, 2004; 

Resnik and Stern, 1977) (see section 3.3.2. and 3.3.3. for a detailed discussion of 

the emotional-rational advertising framework). The richness of research on the 

measurement of emotions after exposure to advertisements reveals that a careful 

distinction of terminology must be made for the present study. In order to 

investigate emotional characteristics of messages in non-personal business-to-

business communications, it is necessary to distinguish between emotions elicited 

by advertising stimuli and emotions or emotional elements portrayed in 

advertisements. The latter is the focus of the present research and is termed 

emotionality in this thesis. It is understood as the stimulus “in terms of what is 

happening in the film” (Agres, 1990, p.7), referring to contents of emotion-laden 

rather than emotion-eliciting advertising. The term is used with the same meaning 

by several authors (e.g. Ray and Batra, 1983; Zeitlin and Westwood, 1986) and by 

Agres (1990, p. 7) who labels emotionality “…as a property of the stimulus 

execution with which the viewer empathizes or identifies” and, finally, by Brader 

(2006, p. 176), who refers to emotionality as emotional patterns in advertising. 

Surprisingly, emotionality has no counterpart to characterise informational or 

rational advertising cues. Rationality, which is seen as the “ability to tackle the 

logic of a problem” (Damasio, 1999, p. 41) and as “a tool for helping organisms to 
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reach their real-world goals” (Chase, Hertwig and Gigerenzer, 1998, p. 207), refers 

to decision making processes of customers and logical reasoning without 

constraints of time and information (Heath, 2007; Tellis and Ambler, 2007). This is 

an unrealistic assumption due to limited time and knowledge and an uncertain 

world (Gigerenzer and Selten, 2002) and the values inherent to goals and 

purposes of decisions (O’Shaughnessy and O’Shaughnessy, 2008). Moreover, 

research has shown “that emotion is integral to the processes of reasoning and 

decision making” (Damasio, 1999, p. 41). It is agreed that rationality alone is an 

insufficient basis for decisions and that factors other than “estimations of 

probabilities, gains, costs, and the like” (Gigerenzer and Selten, 2002, p. 10) are 

involved. Thus, the informational dimension of advertising stresses “rational and 

logical arguments” (Stewart et al., 2007, p. 122) using verbal and nonverbal 

components. 

 

The centre of this study is, however, the visual and verbal representation of 

emotions and not the experience of emotions. Representation in the context of 

emotions can be defined as a stimulus which represents “a symbol – anything that 

denotes or refers to anything else. In the case of affect: the “something else” is 

some element, feature, or manifestation of affect” (Zajonc and Markus, 1984, p. 

74). (Quotation in the original) Symbols are expressed verbally or visually and 

have many different meanings according to the context of its use (see Noeth, 

1995, pp. 115) for a detailed discussion). In the present study, symbols are used in 

a connotative sense and represent a sign with two meanings: a deeper layer of 

meaning opposed to the surface content. In the underlying, connotative meaning, 

the symbol has complex, often emotional, associations (Noeth, 1995, tp. 118). 

Hence, in this thesis ‘emotionality’ characterises emotional components which are 
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represented in a visual and / or verbal form in print advertisements related to 

business-to-business goods and services. Thus, emotionality means the character 

and creative execution of the advertising stimulus employed in business-to-

business print advertising and a confusion of the depiction of emotional 

components in print advertisements and the feelings they might elicit must be 

avoided.  

 

 

1.7 Boundaries of the Research 

The role of emotional advertising in related fields of research raises the question of 

the use of emotionality in business-to-business print advertising, since it can lead 

to emotional product differentiation in saturated business markets and enhance 

the chance of business-to-business product and services to gain competitive 

advantage. The purpose of the present study is therefore to explore emotionality 

presented in business-to-business mass communication messages. Of particular 

interest are emotion-laden characteristics of print advertisements and not the 

feelings of viewers or their emotional responses during or after the exposure to 

advertisements. Thus, not the impact of advertising but characteristics of its 

content and the depiction of emotions will be examined in order to reveal 

business-to-business marketing communication strategies. Given the objectives of 

this study and the importance of print advertising in business-to-business 

marketing, other tools of non-personal marketing communications like brochures, 

video productions or advertisements in consumer magazines are not taken into 

account. 
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The research objectives and procedure set further boundaries. The present study 

concentrates on print advertisements in German trade publications and is thus 

limited to the German engineering and business sector. Other countries or cross-

cultural analyses are not considered. The focus on business-to-business print 

advertisements of the year 2008 confines generalisations of research results and 

communication trends to business and industrial sectors present in the sample of 

the present investigation. Further, the paucity of research on emotionality in 

business-to-business print advertising necessitates an exploratory investigation at 

this stage. Hence, this study generates issues for further research on explanatory 

factors concerning, for example, motives of advertisers relating to the 

organisation’s strategic approach and the creative execution of promotional tools, 

or the influence of advertising agencies on business-to-business advertising 

campaigns and the impact on organisational audiences. 

 

 

1.8. Conclusion 

The introductory chapter provided an insight into the research context of business-

to-business mass communication in increasingly competitive markets. The 

research problem and objectives were addressed and justified, and its contribution 

to knowledge discussed. A brief outline of the methodology and the delineation of 

the thesis were presented. Important terms of strategic advertising and 

emotionality in business-to-business print advertising were defined. The final 

section presented the boundaries of the present study. The thesis proceeds with a 

comprehensive description of unique characteristics and the relevance of 

emotions in business-to-business marketing. 
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2. The Relevance of Emotions in Business-to-Busines s Marketing 

Communications 

 

2.1. Introduction 

Business-to-business marketing communication activities by seller organisations 

target the individual in the buying centre. These individuals obviously have 

emotions that influence their business behaviour (Gilliland and Johnston, 1997; 

Schafmann, 2000; Webster and Keller, 2004; Young, 2006). This also has 

implications for business-to-business advertising strategies, as Brennan et al. 

(2007, p. 179) remark: 

“…managers’ choice criteria and interest in product attributes and the relative 
importance attached to them are in part determined by their functional 
responsibilities. Advertising objectives for a particular target audience must also 
reflect the choice criteria that are important to members of that audience”. 
 

However, by 1994, the (alleged) rationality of organisational buyers was still widely 

accepted and hence a rational advertising execution recommended (Cutler and 

Javalgi, 1994), but meanwhile the distinction between business-to-business and 

consumer buying behaviour, the latter is regarded as primarily being guided by 

emotions (Ambler and Burne, 1999), is increasingly questioned (Dichter, 1973; 

Wilson, 2000). In fact, organisational buyers, who claim to buy “only with their 

heads, (…) secretly want to buy with their hearts” (Ferguson, 2009, p. 214). In a 

recent publication, Cova and Salle (2008) call for a new debate about consumer 

and business-to-business marketing, criticising outdated criteria of differentiation. 

They consider cultural, social, and experiential facets of consumption, which are 

typical for consumer buying, to be worth re-examining in a business-to-business 

context. Specifically, the authors name trade shows and socialising between 

organisational sales people and their customers. In addition, Cova and Salle 
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(2008) attach importance to the characteristics of consumer goods markets to 

which organisational customers of the business-to-business company sell, as they, 

in sequence, are influenced by these markets (e.g. fashion, arts and culture, or 

leisure business), which again implies different strategies in business-to-business 

communications. 

 

Research on the importance of emotions in decision-making (e.g. Bechara and 

Damasio, 2005; Damasio, 1999) and recent studies on emotional concerns in the 

decision making of organisational buyers (Gelbrich, 2007; Schafmann, 2000) thus 

request a new approach to the usefulness of emotional appeals, especially when 

communicating with the organisational customer in the early stages of the 

organisational decision-making process. Supportive is Zajonc’s (1980) primacy of 

affect approach. The author labels the emotional experience as a spontaneous 

effect, which is triggered by stimuli and precedes cognitive appraisal. He argues 

that an evaluation of the triggering stimuli can occur, analogous with or in direct 

consequence to the arising emotion. In this view, emotional arousal can happen 

independently of the cognitive appraisal and can thus play a role in decision-

making. Thinking and feeling, deciding and acting and buying and selling involve 

emotions as well as rational thinking (Bechara and Damasio, 2005; Damasio, 

2000) and recent research has proved brand preference to be more robust when 

based on emotions than on deliberation (Kenning and Plassmann, 2005). In 

business-to-business marketing communications, advertising stimuli have 

occasionally been found to influence the decision-making process of the 

organisational buying centre (e.g. Gelbrich, 2007; Gilliland and Johnston, 1997; 

Sheth, 1973). Moreover, Kroeber-Riel (1980) emphasises that both rational 
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information and emotional activation are necessary to achieve an impact on the 

organisational buyer.  

 

Marketing practitioners and academic research regarding business-to-business 

marketing communication strategies have scarcely responded to this insight into 

the role of emotions. In literature (see, for instance Fill, 2006, p. 537) it is being 

clearly stated, that high-involvement decision-making (high personal relevance 

and perceived risk) requires an informational, rational advertising approach, while 

advertising messages containing emotional appeals target recipients concerned 

with low-involvement decision-making (frequently-bought products with little risk 

due to experience and low prices). However, neurobiological studies find affective 

advertisements to generate higher activation in a brain area associated with 

decision-making than do “reason-engaging” or “cognitive” advertisements (Ambler, 

Ioannides and Rose, 2000, p. 17). The authors conclude that emotional 

advertisements are more likely to be remembered and recent research finds 

emotional advertising appeals appropriate for utilitarian products (Geuens et al., 

2010). Hence, intangible factors could make a difference in business-to-business 

buying decisions (Mudambi, 2002). O’Shaughnessy and O’Shaughnessy (2008) 

argue that although buyers are influenced by image connotations, the enjoyment 

of buying results from the symbolic meanings attached to products, for instance 

prestige and status in addition to substantive properties of products. According to 

O’Shaughnessy and O’Shaughnessy (2008, p. 82)  

“…brand choice is commonly not the result of conscious reflective evaluation of 
tangible evidence as assumed by certain buyer behaviour models […] but brand 
choice also involves trust or at least confidence and brand image can provide that 
trust. There is commonly a perceptual interdependence between brand image and 
the assessment of substance.”  
 



27  

The authors consider this interdependence to be particularly important for products 

and services with utilitarian aspects. Utilitarian products and services need to be 

competitive due to their technical benefits, as affect-driven choices relate to the 

brand image while belief-driven choices relate to the brand’s reputation. They 

conclude that the aim of advertising is to combine brand attributes and the 

symbolism attached to the brand in its message. Since the objective of the present 

research is to investigate the presence and character of emotionality in business-

to-business marketing communications, in particular emotional representation in 

business-to-business print advertising, this chapter subsequently outlines unique 

characteristics of business-to-business marketing, of products and services and of 

marketing communications regarding the distinctiveness to consumer marketing. 

The literature on emotions in organisational buying and selling relationships and in 

business-to-business branding and advertising is then discussed in more detail. 

 

 

2.2. Unique Characteristics of Business-to-Business  Marketing 

Business-to-business marketing is the marketing of goods and services to 

industrial, institutional or governmental customers. Unique characteristics of 

business-to-business marketing (derived demand, direct and professional 

purchasing, often long duration of the buying process and close relationships 

between the supplier and the customer) lead to the specific distinctiveness in 

communicating with the organisational buyer of goods and services (Barnes, 1999; 

Brennan et al., 2007; Choffray and Lilien, 1980; Keller, 2009a; Webster, 1984; 

Webster, 1991). The key difference with consumer marketing is that the customer 

is an organisation and not an individual consumer and in contrast to consumers, in 
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organisations a buying team decides about purchases. Thus, organisational 

buying targets organisational needs and not individual consumption.  

 

 

2.2.1. Organisational Buying Behaviour 

The buying behaviour of the organisational customer is characterised by a multi-

phase, multi-person, multi-departmental, multi-objective, and complex decision 

process. Usually the process takes a long time and involves several individuals in 

an informal decision-making unit (or buying centre) of the organisation (Brennan et 

al., 2007; Choffray and Lilien, 1980; Johnston and Lewin, 1996; Robinson, Faris 

and Wind, 1967; Webster and Keller, 2004; Webster, 1984; Webster and Wind, 

1972). The decision-making unit comprises members of the buying team 

representing different organisational departments and performing six different 

roles (Webster and Wind, 1972): 

·  Initiators (members who request the product and / or service to be 
purchased)  

·  Users (members who use the product and / or service and are therefore 
involved in specifying and evaluating it)  

·  Buyers (members who are formally responsible and authorised to contract 
with suppliers and who in addition influence the buying action by selecting 
suppliers)  

·  Influencers (members who provide information and evaluation criteria and 
thus influence the decision-making process and the consideration of 
alternative suppliers) 

·  Deciders (members with sufficient influence and authority to select among 
the buying alternatives) 

·  Gatekeepers (members who direct streams of information to and from the 
buying centre) 

 

Purchase situations are characterised according to the degree of novelty for the 

buying organisation. They are classified as a modified re-buy (buying situations, 

which buying centre members may be familiar with but a re-evaluation of 

objectives and suppliers is necessary) or as a straight re-buy (previously 
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purchased items). A new-task buying situation occurs when buying centre 

members have no purchasing experience regarding the item (Cardozo, 1980; 

Robin, Faris and Wind, 1967). The different buying situations demand distinct 

marketing activities and advertising strategies (Barnes, 1999; Brennan et al., 

2007) (see, for instance, Fill and Fill (2005) and Johnston and Lewin (1996) for a 

detailed review on concepts of organisational buying).  

 

 

2.2.2. Typology of Business-to-Business Products an d Services 
 
Business-to-business products and services are purchased by organisations in 

order to contribute to their performance or integrate them into the production 

process. Thus, business-to-business products and services can be classified 

according to their use and the extent to which they enter the final product 

(Brennan et al., 2007; Cardozo, 1980; Fill and Fill, 2005). A different definition for 

consumer and business-to-business products alike is suggested by Murphy and 

Enis (1986). The authors state that consumers assess benefits minus costs of 

products when deciding about a purchase. The effort of purchasing products and 

the risk of errors determine costs. They are expressed in financial, social, 

psychological, functional and physical types of risk. Accordingly, Murphy and Enis 

(1986) classify convenience (little effort and risk), preference (little more effort, 

high risk), shopping (high effort and risk), and speciality (highest effort and risk) 

products. Brennan et al. (2007) regard the two classifications schemes as 

complementary since the first is seller-oriented and the latter is buyer-oriented and 

coherent categories can be found despite their logical distinction. ‘Installations’, for 

instance, are consistent with ‘specialty products’, while ‘Maintenance, Repair and 

Operating’ (MRO) supplies with ‘convenience products’ (Brennan et al., 2007, p. 
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19). For the present study, the seller-oriented perspective is relevant, and thus the 

typology listed in Table 1 is suggested and will serve to categorise advertisements 

for products or services in the analysis of German business-to-business print 

advertisements in this study. 

 

Table 1 Typology of Business-to-Business Products and Services to Classify Advertisements 
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2.2.3. Business-to-Business Marketing Communication s 

Business-to-business marketing communications is an integral part of the 

marketing tools and include personal forms of communication such as 

personal selling and trade fairs, and non-personal tools such as advertising, 

public relations and sponsoring, events, direct marketing and sales 

promotion (Backhaus and Voeth, 2010; Brennan et al., 2007; Fill, 2006). 

Marketing communications is described as representing the company’s 

voice and brands and is defined as “the means by which firms attempt to 

inform, persuade and remind” (Keller, 2009b, p. 141) customers, other 

individuals and various groups with which the organisation interacts. The 

objective is to determine the behaviour of the target audience toward the 

organisation, involving the development or maintenance of a favourable 

attitude and action, or “buying the product or using the service of an 

advertiser rather than that of a competitor” (Shannon, 1996, p. 57). Table 2 

explicates that the fundamental roles of business-to-business marketing 

communications are to differentiate, reinforce, inform or persuade.  

 

Table 2 Fundamental Roles of Business-to-Business Marketing Communications 
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Business-to-business marketing communications refers to the way in which 

an organisation communicates with another organisation in order to promote 

its products and services and to create a “desired organisational identity and 

associated reputation” (Fill and Fill, 2005, p. 269). Organisational 
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communication tools are described as information sources (Moriarty and 

Spekman, 1984; Patti, 1979; Sheth, 1973), promotional tools (Parasuraman, 

1981) or industrial communication elements (Moriarty and Spekman, 1984). 

The present study concentrates on print advertising and thus uses the term 

non-personal marketing communications tool, which Brennan et al. (2007, p. 

172) in turn call “market communication” due to its emphasis on 

communication to the market rather than to the individual in terms of a face-

to-face contact.  

 

Business-to-business marketing communications is defined as follows:  

 “Marketing communications is a management process through which an 
organisation converses with its various audiences. The aim is to influence the 
perception and the influence of the organisation, and / or its products and services, 
with a view to generating specific meanings and ongoing attitudinal and 
behavioural responses.” (Fill and Fill, 2005, p. 269) 
 

In a business-to-business context, promotional activities encompass a “mix of 

personal and impersonal communications aimed at the industrial buyer” (Webster, 

1984, p. 248) to achieve marketing and positioning goals. Marketing 

communications offer a mix of various tools or “disciplines” (Fill, 2006, p. 20), 

which can be used in different combinations and intensities to communicate with 

the target audience and various media that enable the organisation to convey their 

messages. In detail, business-to-business marketing communication tools include 

personal communication methods such as personal selling and non-personal 

communication methods, e.g. trade journal advertising targeting an organisational 

audience, media advertising (television, radio, newspaper, magazines), 

catalogues, corporate and product brochures, sales literature, giveaways, the 

internet, sponsorship, corporate and product video productions, press conferences 

and other public relation events, and trade shows (Fill and Fill, 2005; Garber and 
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Dotson, 2002; Gilliland and Johnston, 1997; Keller, 2009a; Lichtenthal et al., 2006; 

Moriarty and Spekman, 1984; Shannon, 1996; Webster and Keller, 2004).  

Fill and Fill (2005) posit that marketing communications positions business-to-

business brands either functionally or expressively (symbolically):  

“As in consumer markets, there are two main approaches to positioning a brand, 
these are functional and expressive (or symbolic). Functionally positioned brands 
stress the features and benefits, while expressive positioning emphasises the ego, 
social and hedonic satisfactions that a brand can bring. (…) The first delivers a 
rational message, the second one is largely emotional.” (Fill and Fill, 2005, p. 70) 
 
 

Marketing communications becomes increasingly important and can be regarded 

as being “at the heart of many marketing functions” (Duncan and Moriarty, 1998, 

p. 2), considering that the actual buying process is performed by people, not by 

companies (Bonoma, 1982). Hence, messages must be relevant to the target 

(organisational) audience in order to involve the organisational customer and 

therefore, the business-to-business marketer should be concerned about the 

meaning the message has to the audience. Marketing communications can reach 

the organisational customer at different stages of the purchasing process (Garber 

and Dotson, 2002), lead to brand awareness and favourable attitudes among 

potential buyers (Brossard, 1998; Webster and Keller, 2004). 

 

 

2.2.4. Business-to-Business Print Advertising as a Primary Tool of Marketing 

Communications 

Advertising has the function of generating sales leads, supporting the sales 

representative, creating a trustworthy, dependable and competent image of the 

company and reassuring buyers (Bendixen, Bukasa and Abratt, 2004). Along with 

sales promotion, trade shows and exhibitions, direct marketing, public relations, 
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and personal selling, advertising in trade magazines is a primary tool of the 

business-to-business marketing communications mix (Traynor and Traynor, 2004). 

Advertising is flexible due to its ability to communicate with large audiences or a 

particular specified segment and in particular, magazine advertising is seen as 

most effective due to its capacity for fine-tuning to the target market (Easey, 2002). 

It is a strategic form of communication, driven by objectives and characterised by 

the following basic components: 

 
·  Advertising is mass communication that is paid for and has an identified 

sponsor.  
·  Advertising tries to inform, persuade, or influence the recipient to think or 

behave or inform the recipient. 
·  Advertising targets potential buyers and addresses a large audience. 
·  Advertising expresses its messages through many kinds of mainly non-

personal mass media 
 
Advertising’s basic functions in marketing are to build brand awareness and to 

create the brand’s image. Further functions are to provide information, particularly 

in early stages of buyers’ decision-making processes and support personal selling, 

to persuade and induce a certain behaviour, to remind of the brand and to 

strengthen past purchase decisions and brand experiences (Baines, Fill and Page, 

2008;.Blythe and Zimmerman, 2005; Brennan et al., 2007; Easey, 2002; Fill, 2006; 

Fill and Fill, 2005; Garber and Dotson, 2002; Keller, 2009b; Shannon, 1996; Wells 

et al.; 2006).  The basic elements of print advertisements are (Kroeber-Riel and 

Esch, 2004; Percy and Elliott, 2005; Wells, Moriarty and Burnett, 2006): 

·  Headline and subheading (arousal of interest and communicating the 
promise and spelling out the promise in the subheading), 

·  Visual elements (artwork, illustration, photographs to present the message 
in a visual form), 

·  Body copy (advertising text to communicate the message verbally). 
 

In terms of the decision-making process, business-to-business advertising is 

considered to reinforce the purchase decision in a straight re-buy situation, to alert 
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prospective buyers in a modified re-buy situation, and to generate name 

recognition and to prepare the grounds for the salesperson in a new-task buying 

situation, acting as a pre-sell role (Barnes, 1999). Thus, implementing an 

advertising strategy requires an understanding of the organisational customer. 

Accordingly, the organisation needs to develop an advertising strategy (Bellizi and 

Lehrer, 1983, pp. 19; Brennan et al., 2007, pp. 179) which consists of:  

 

Deciding on objectives: 
Relating to the achievable performance in terms of brand awareness, 
brand recognition and the attitudes of buyers and to reaching the target 
audience which should comprise influential members of the customer 
organisation as well as members of the buying centre with purchasing 
responsibilities. 

 
 
A formulated creative plan: 
Developing and presenting a message in consideration of the target 
audience and the creative philosophy of the advertiser; execution of an 
advertising message that considers rational and emotional facets of 
organisational buying emphasising performance and product quality and 
using metaphors and symbolism. 

 
 
Selecting the appropriate media: 
Choosing the adequate media to convey the message in an intended 
form to the target audience, e.g. broadcast media for corporate identity 
and image campaigns and for positioning the company; electronic media 
to interact with the target audience; printed media: trade publications 
reaching a particular trade audience focusing either on certain functions 
or technologies (horizontal publications) or on a particular industry 
(vertical publications). The target audience either subscribes to 
periodicals or qualified readers with influential positions receive an issue 
free of charge (controlled circulation) which enables the advertiser to 
assess the target audience according to their professional details. 

 

 

Consequently, advertising is an important communication tool in business-to-

business markets, representing the largest share of the communications budget 

apart from sales force costs, with print advertising regarded as the most effective 

communication tool (Brennan et al., 2007; Bruhn, 2004; Stevenson, 2007) and as 
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a possibility to achieve differentiation to competitors by employing creative 

advertising messages (Traynor and Traynor, 2004). Relevant media for the 

present investigation of business-to-business print advertising are horizontal trade 

journals due to their wide spectrum of content in order to achieve an impression of 

emotionality utilised in advertising across industries and due to their role as a 

primary source of information for buying centre members (Backhaus and Voeth, 

2010).  

 

Accepting the focal part of advertising in consumer marketing communications, Fill 

and Fill (2005, p. 20) have a contradictory view of advertising in business-to-

business marketing. The authors regard it as a relatively “impotent marketing 

communications tool” and argue that business-to-business advertisements need to 

provide detailed and technical information and present messages that differentiate, 

persuade and reinforce the advertised product or service. Earlier studies, however, 

(e.g. Lehman and Cardozo, 1973; Lilien et al., 1976; Morrill, 1970) found a high 

level of expenditure for business-to-business print advertising to be an extremely 

profitable investment enhancing market share and increasing returns, and – given 

an adequate frequency – reducing costs by multiplying the effectiveness of the 

sales team.  

 

Complementary to this, Andras and Srinivasan (2003) examined the intensity of 

expenditures in advertising and in research and development, and found 

investments in both fields as positively and significantly related to the performance 

and profit margins of both consumer and business-to-business organisations. In 

terms of creating purchase intentions or closing sales business-to-business print 

advertisements are regarded as of “limited usefulness” (Zinkhan, 1984, p. 47), 
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while it is accepted as an important tool to complement other promotional 

activities, particularly in early stages of the organisational decision-making process 

(Voeth and Tobies, 2009) and in co-branding relationships (Erevelles et al., 2008). 

It can reach branding-receptive customers and add to the creation of a powerful 

business-to-business brand (Mudambi, 2002) and is capable of reaching decision 

makers that may otherwise be unreachable for salespeople (Bellizzi et al., 1994; 

LaTour et al., 1998; Zinkhan, 1984).  

 

Business-to-business print advertisements often contain response elements in 

form of the full address of the organisation and / or in form of reader-response to 

the magazine by which the reader expresses interest for advertised products or 

services and enables magazines to inform the advertiser about interested readers 

(Barnes, 1999, p. 457). Advertising in business-to-business is frequently 

characterised as containing detailed verbal information and rational arguments 

and Barnes (1999, p. 459) declares that some advertisers “experiment with 

emotional appeals”.  

 

 

 

 

 

 

 

 

 

 

Figure 2  Classical Business-to-Business Print Advertisement Designed for the McGraw-Hill 
Companies in 1958  

(Source: McGraw-Hill, 2007) 
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The classical example of business-to-business print advertising addressing its role 

to stimulate sales and generate inquiries (Backhaus and Voeth, 2007, 2010) could 

be regarded as such an experiment. It was published in 1958 to promote 

advertisements in trade magazines that are published by The McGraw-Hill 

Companies (Figure 2). Yet, it is remarkable for its creative execution. The 

advertising visual has an intimidating photographic perspective. The low level 

camera angle induces a feeling of inferiority (Messaris, 1997; Meyers-Levy and 

Peracchio, 1992) and can thus be seen as an early representation of emotionality 

in business-to-business print advertising. 

 

Concerning creative styles of execution and layout of advertisements, however, 

business-to-business advertisers are frequently constrained by organisational 

guidelines “often as detailed as the type of font that is required” (Percy and Elliott, 

2005, p. 248). Based on investigations into the effectiveness of executional 

characteristics of business-to-business print advertisements in terms of recall, 

likeability and persuasion, Hanssens and Weitz (1980) noted that the use of 

photographs, colours and the size of advertisements were relevant in terms of 

recall and readership across product categories. Contrary to the beliefs of 

advertising practitioners, the position in the magazine was not significant for 

generating inquiry but for recall and readership. Lohtia et al. (1995) indicate the 

importance of using rational appeals, of reducing the size of text and of providing 

visuals which are relevant to the audience, for example pictures of products (see 

Table 3 for their executional recommendations). 
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Table 3 Executional Criteria of a Successful Business-to-Business Print Advertisement 

 
(Source: Adapted and Modified from Lohtia et al., 1995, p. 373) 
 
 

Accordingly, an emphasis is put on the use of magnetic visuals, which invite the 

reader to enter the scene (Lohtia et al., 1995) and effectiveness in terms of recall, 

for instance, is regarded to be particularly strong when advertising visuals depict 

women (Hanssens and Weitz, 1980).  Although Lohtia et al., (1995, p. 376) 

suggest the use of (easy-to-understand) metaphors and symbolism in 

advertisements, they advocate that business-to-business advertisements best 

convey rational information in a “logical manner”. However, research has 

demonstrated the importance of affective advertising content for recognition and 

recall (Ambler and Burne, 1999). Gilliland and Johnston (1997) put forward that 

the emotional content of business-to-business advertising messages is significant 

to organisational decision-making and suggest examining the specific features of 

the stimulus itself.  
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These contradictory views propose that research must give more attention to the 

creative and strategic concepts of business-to-business advertising and that only 

little change in advertising strategies and execution has occurred since Bellizzi 

and Lehrer’s (1983, pp. 22) remark that 

“…developing an impressive, effective and well read ad campaign may seem a 
complicated task, but with a little research and professional attention in 
determining the target audience, a stated objective, a good headline, illustration, 
and text, the result should prove to be rewarding to industrial advertisers and to 
industrial buyers”. 
 

 

 

2.3. Emotions in Organisational Buying Behaviour an d in Buyer-Seller 

Relationships 

Organisational purchasing targets organisational needs and not individual 

consumption. However, within an organisation only individuals can actually define 

problems, identify buying tasks, analyse and evaluate buying situations and finally 

decide and act. It seems evident that business-to-business customers do not 

decide about buying a product or service for their organisations on a purely 

rational basis (Bagozzi, 2006; Gililand and Johnston, 1997; Grohmann, 1965; Hill, 

1972; Kroeber-Riel, 1980; Webster, 1991; Webster and Wind, 1972; Weinberg, 

1995). The European Industrial Marketing and Purchasing Group (IMP), for 

instance, found varying types of relationships from informal and personal contact 

to more formal and distant contacts (Hakansson, 1982; Price and Arnould, 1999; 

Witkowski and Thibodeau, 1999) and recently preferences for bonding behaviour 

between business partners were examined (Paulssen, 2009). Suggestions have 

even been made that organisational purchasing decisions are predominantly 

based on psychological factors after the base performance criteria were met 

(Shaw et al., 1989), and that the organisational buyer can be led by purely 
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personal preferences for dealing with a particular supplier or salesperson when 

they have the choice between two equal suppliers with comparable offers 

(Webster, 1991; Webster and Wind, 1972). 

 

According to Lynch and de Chernatony (2004), the lack of attention to emotions in 

business-to-business marketing research evokes the assumption that emotional 

criteria in organisational decision-making are only considered in the case of 

lacking knowledge, motivation or interest. However, several authors state, that 

organisational buying decisions are both rational and emotional (de Chernatony 

and McDonald, 2003; Dichter, 1973; Gelbrich, 2007; Kroeber-Riel et al., 2009; 

Lynch and de Chernatony, 2007, 2004; Mudambi 2002; Schafmann 2000; 

Schmitz, 1995; Webster and Keller 2004; Weinberg, 1995) and are sometimes 

even dominated by affective processes (Bennett, Haertel and McColl-Kennedy, 

2005; Erevelles 1998; Schafmann, 2000). In this context, the emotional motivation 

to buy products can also cover technical properties (O’Shaughnessy and 

O’Shaughnessy, 2003). Depending on the extent of importance to the buyer, high 

technical standard products with excellent performance can arouse pleasure which 

is even higher when the product outperforms expectations or lead to 

disappointment when they fail. This thought can be expanded to the aesthetics of 

technology in terms of the beauty of machines (Eco, 2004) and to the emotion-like 

design of machine displays (e.g. faces) simulating nonverbal communication with 

the user (Buck, 1988). The idea of designing a machine beautifully has 

successfully been implemented by some manufacturers, for instance, the German 

KUKA Robot Group (Augsburg, Germany). KUKA was awarded a red dot design 

award from the renowned German design centre Design Zentrum Nordrhein-

Westfalen in 2010 for a console robot used in car production and consequently 
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communicate on their website that they produce the ‘fairest robot of all’ (KUKA, 

2010, press release), appealing to the sense of beauty and possibly stimulating 

pride and status for the manufacturer and its customers.   

 

Organisational selling and buying have long been regarded as rational business-

to-business transactions and as purely rational determined processes of decision-

making (e.g. Cutler and Javalgi, 1994; Turley and Kelley, 1997). However, human 

beings perform these processes. They experience intrapersonal and interpersonal 

emotions and appraise and evaluate situations in business-to-business 

relationships. Hence, the emotions they concurrently feel influence direction and 

outcomes of business-to-business relationships and Bagozzi (2006) found positive 

emotions like pride, attachment, empathy and emotional wisdom (in terms of being 

capable to deal with emotionality in interpersonal contexts) and negative emotions 

like guilt, shame, embarrassment, envy, jealousy and social anxiety to be essential 

to salesperson-customer-relations.  

 

However, any buying decision encloses the “emotional baggage” of participants 

(O’Shaughnessy and O’Shaughnessy, 2003, p. 147), and recent research 

supports this assumption in a business-to-business context (Bagozzi, 2006; 

Bausback, 2007; Ferguson, 2009; Gelbrich, 2007; Lasogga, 1998; Lynch and de 

Chernatony, 2007, 2004; Mitrega and Katrichis, 2010; Schafmann, 2000). 

Evidently, organisational buying decisions involve several participants forming a 

decision-making unit or buying centre. Decisions are supposed to be jointly 

determined by buying centre members and refer to the specification of the offering, 

the listing of possible suppliers who will be invited to make a bid and finally the 

selection of the product or service or of the supplier. Accordingly, buying centre 
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members representing different departments of a firm have expectations and 

responsibilities attached to their position, which determine the decisions related to 

the purchase. Their influence depends on technical expertise, their role and 

position in the firm’s hierarchy and their interconnectedness within the firm. Choice 

criteria for purchasing decisions are mostly based on the focus of particular 

departments, e.g. particularly commercial or engineering aspects. So each 

member of the buying centre uses objective criteria to achieve the goals related to 

their position, while actually their behaviour is dominated by feelings of self-

assessment emotions like pride and anger. A further distinction is made between 

organisational buying motives which are task-related and non-task-related 

(Webster and Wind, 1972). The individual’s motives related to the specific buying 

problem seek to solve the buying task in an appropriate way and thus fulfil 

performance criteria of the organisation and of buying centre members, while non-

task motives relate to achievement goals and thus strive for personal 

advancement and recognition. A further important non-task motive is the reduction 

of risk in individual decision-making processes which is frequently met by the 

organisational buyer in terms of source loyalty and gathering of information to 

reduce uncertainty. Loyal sourcing behaviour is typical in routine buying situations 

and is characterised by an atmosphere of trust and understanding (Leonidou, 

2004).  

 

De Chernatony and McDonald (2003, p. 173) report the case of a company buying 

a new computer. An IT-consultant was employed to evaluate several options, and 

finally recommended two possible brands. However, the chairman of the company 

overruled the expert decision in favour of a more expensive and technically less 

sophisticated solution. The chosen brand was well-known and seemed the safer 
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choice to the chairman. After the rational process of evaluating the options the 

decision was made on purely emotional grounds. Recent research by Gelbrich 

(2007) supports these findings. She found that new products are appraised by the 

organisational buyer in terms of opportunities and threats they seem to carry. 

Further, she identified fear and hope as salient emotions anticipated by 

organisational buyers when adopting new products. Thus, the organisational 

buyer’s perception of innovative products can be seen as antecedents of 

anticipated emotions. For instance, perceiving opportunities connected to the 

innovation, the organisational buyer hopes for better products and satisfied 

customers and fears missing new technologies and falling behind competitors. At 

later stages of the adoption process the fear of technical problems or disturbances 

to the production process dominate. Hence, threat as a perception of the 

innovation apparently occurs in later stages of the adoption process. Proposing a 

corresponding communication strategy to promote innovative products, Gelbrich 

(2007) recommends advertising appeals which aim to stimulate exactly these 

emotions (fear and hope) that organisational buyers anticipate. Her “emotion-

based” strategy (Gelbrich, 2007, p. 232) relies on both factual and emotional 

stimuli, in contrast to advertisements containing predominantly either emotional or 

rational advertising appeals.  

 

However, not only financial or organisational risks but also personal risks such as 

job loss because of inadequate purchasing decisions may be a consequence of 

great personal matter and disclose an additional “fear factor” related to high 

expenditures involved in organisational buying decisions (Lynch and de 

Chernatony, 2004, p. 409). Accordingly, brands that can be trusted and offer 

security and peace of mind are valuable to individual buying centre members 



45  

(Lynch and de Chernatony, 2007; Schmitz, 1995). The aim for peace of mind and 

risk-reduction in a business-to-business context can also be observed in another 

affective situation, which occurs if the majority or all members of the buying centre 

agree upon a purchasing decision. Apparently, the gratification arising from the 

agreement leads to a group affiliation and an “emotional sharing of the decision”, a 

behaviour described as the group polarisation effect (O’Shaughnessy and 

O’Shaughnessy, 2003, p. 147). Instead of finding a compromise representing the 

average position of a group, buying centre members form coalitions to arrive at a 

decision, which is approved unanimously. Consequently, emotional gratification 

evolves from the agreement within the organisational buying group. The 

importance for salespeople to perceive signals like personality type and 

involvement of buying centre members is emphasised by Lynch and de 

Chernatony (2007). These cues shed light on the organisational buyer’s capability 

and motivation to process brand information and – in the case of unwillingness to 

deeply process brand information – enable the business-to-business salesperson 

to use a more emotional message in their sales presentation. 

 

The relevance of emotional behaviour in organisational purchasing and selling is 

supported by a study conducted by Schafmann (2000). She outlines the 

importance of trust, sympathy and familiarity in organisational buying and selling 

relationships. Considering often high risks due to large financial volumes involved 

in organisational purchase decisions, business partners intend to reduce fear and 

risks in terms of choosing the right business partner, underlining the important role 

of trust in the functioning of business relationships (Brennan, Turnbull and Wilson, 

2003; Erevelles, 1998; Young, 2006). Individuals participating in the organisational 

decision process are motivated by personal needs (pay, personal development 
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and improvement, advancement, and positive reception), while trying to 

accomplish organisational targets related to the purchase (Webster and Keller, 

2004).  

 

Furthermore, Schafmann (2000) found personal bonds influenced the choice of 

the supplier as their offers are perceived to be increasingly comparable. Not only 

do business partners regard empathy as essential, they actively aim at building 

and developing relationships. A mutual feeling of sympathy determines the quality 

and intensity of business contacts (Schafmann 2000, p. 354). The author 

concludes that both emotionality and rationality are involved in organisational 

decision-making, a fact widely accepted for consumer behaviour but still neglected 

in business-to-business marketing research. Further, Shaw et al. (1989, p.45) 

argues:  

“Are we to believe that an executive makes business buying decisions based on 
quantifiable product characteristics and yet makes personal buying decisions 
based on intangibles?”  
 

Lynch and De Chernatony (2004) reason that the assumption of rational decision-

making stems from the fact that organisational buyers are well-informed about the 

products they aim to purchase. The authors further consider trust, friendship, 

social needs, career security and prestige in terms of social status as emotional 

factors influencing organisational decision-making. This is confirmed by Keller 

(2009a), who sees organisational buying behaviour determined by the role that 

business-to-business brands play in organisational decision-making processes. 

The influence of decisions on the financial performance of the organisation and 

subsequently career prospects of the decision-maker leads to reducing risks by 

buying from companies with a high reputation. In this case, business-to-business 

brands convey security and comfort, while social approval refer to the satisfaction 
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organisational customers feel by using the brand and self-respect refers the sense 

of pride and achievement. Thus, organisational decision-making is no longer 

regarded as purely “logical and unemotional”, instead, buying centre members 

“remain human, even when they are at work” (McPhee, 2002, p. 62). Accordingly, 

to understand the role of emotions in business-to-business marketing 

communications, its role in the buyer-seller interaction has to be taken into 

account. 

 

Enduring business relationships mostly rely on positive emotions and ‘personal 

chemistry’. Interpersonal trust and confidence which again ease transactions are 

regarded as main factors of successful buyer-seller relationships (see Andersen 

and Kumar (2006) and references therein for a review of the literature). Andersen 

and Kumar (2006) emphasise the eminent role of emotions in establishing lasting 

business relationships. The authors argue that at an individual level personal 

bonds arise between buyers and sellers, generating positive and negative 

emotions, whereas positive emotions strongly determine cooperative behaviour. 

As relationships develop, a growing number of individuals and departments are 

involved. Thus, positive and negative feelings toward other individuals and groups 

lead to cooperative or competitive behaviour, influencing the success of business 

alliances. Triggered negative or positive emotions at the management level often 

decide about termination or prolongation of business relationships. Taking into 

consideration that positive emotions play an important role in personal bonding 

and establishing lasting relationships, the role of emotional stimuli in non-personal 

tools of marketing communications becomes significant. “While tangible, rational 

benefits are vulnerable to being copied, emotional bonds are more difficult to 

break”, as O’Shaughnessy and O’Shaughnessy (2003, p.17) state. In the early 
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stages of decision-making processes, it is hence indeed possible that positive 

feelings toward potential suppliers can be elicited by viewing print advertisements 

employing emotionality.  

 

 
 
2.4. Emotions and the Communication of Brand Values  

The importance of branding in business-to-business markets grows as global 

competition progresses and tangible and price attributes become increasingly 

identical. However, academic research has mainly focused on the branding of 

consumer products. Functional values such as innovativeness, quality and 

reliability of business-to-business brands are no longer regarded as outstanding 

and as an “order-winning criteria” (Lynch and de Chernatony, 2007, p. 124). A 

strong corporate brand is composed of the organisation’s products and services, 

its management team and the reputation of its members and internal and external 

communication activities of the organisation. The aim is to convey its 

distinctiveness to competitors, its credibility and value system and thus to deliver 

decision-making criteria for organisational buyers (de Chernatony and McDonald, 

2003). Consequently, business-to-business branding is a method of marketing 

communications to “package information in order to provide differentiation, 

positioning opportunities and competitive advantage” (Fill and Fill, 2005, p. 280). 

 

Shifting the emphasis from initially functionally oriented to emotionally oriented 

values of brands, de Chernatony (2009, p. 104) defines brands as “a cluster of 

values that enables a promise to be made about a unique and welcomed 

experience”. Emotionality is expressed in brand values such as “peace of mind, 

security, ambition, pride and empowerment” (Lynch and de Chernatony, 2007, p. 
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125). The abovementioned definitions incorporate the significance of branding in 

business-to-business marketing. Creating strong business-to-business brands can 

simplify decision-making for buying centre members. Strong brands reduce their 

perceived risks by providing emotional reassurance and clarity in terms of quality 

and trust, generate emotional experiences in relation to purchasing and using the 

correct brand. Their use can lead to a continuous career development and 

credibility among colleagues (Backhaus and Voeth, 2010; de Chernatony and 

McDonald, 2003; Keller, 2009a; Lynch and de Chernatony, 2007; Mudambi, 2002; 

Schmitz, 1995; Webster and Keller, 2004). Thus, communicating brand values and 

creating emotional bonds to business-to-business products and services might 

enhance emotional product differentiation by buying centre members with strong 

brand awareness. Further research has determined the importance of intangible 

attributes for technical products and strong emotional benefits, which can 

strengthen business-to-business brands and be a source of differentiation (e.g. 

Bendixen et al., 2004; Michell et al., 2001; McDowell Mudambi et al., 1997; Shaw 

et al., 1989; Shipley and Howard, 1993). Reputation and a differentiated image of 

the supplier often gain higher importance than tangible attributes due to the 

perceived risk of buying products and services, frequently involving high 

expenditures (Lehmann and O’Shaughnessy, 1974; Lindgreen et al., 2009). 

 

Emotional benefits of business-to-business brands can be defined as qualitative 

attributes of products with relevance to the work of the organisational customer 

(Lasogga, 1998, p. 222). Thus, by incorporating emotionality into their marketing 

messages, companies can communicate the emotional value of their brands. It is, 

however, essential to adopt the customer’s perception of brand values and to 

evaluate if brand information processing is mainly affective or cognitive. ‘Brand 
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information’ refers to executional strategies of advertised messages and 

processing brand information is the extent to which customers “comprehend and 

elaborate on brand information” in advertisements (MacInnis et al., 1991, p. 33). 

The advertising message consists of information about the brand itself (name, 

attributes, benefits, usage, users), emphasises informational elements (cognitive) 

or emotional elements (affective) and is expressed verbally or non-verbally, for 

example in pictures. Accordingly, emotional brand benefits can be addressed by 

emotional stimuli in print advertisements (Kroeber-Riel, 1984a; Weinberg and 

Konert, 1984; Yoo and MacInnis, 2005) and are of great importance to associate 

unique and valuable experiences by focusing on emotionally oriented in addition to 

functionally oriented brand values. Table 4 lists three main dimensions (functional, 

emotional and self-expressive advantages) of branding benefits in business-to-

business markets. 

 

Table 4 Branding Advantages in Business-to-Business Markets 
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 (Source: Fill and Fill, 2005, p. 280)  

 

Investigating the role of emotionality and rationality in business-to-business 

branding strategies, Bausback (2007) proposes that successful positioning should 

contain both emotional and rational values. According to her findings, 

organisational buyers seek emotional in addition to rational information. 

Organisational buyers aim to reduce their uncertainty in buying decisions due to 

time pressure and information overload, and also strive for power and acceptance. 

Consequently, in addition to rational information such as technical specifications, 
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functional attributes, prices, quality, and terms of delivery, the selling organisation 

should provide brand-related emotional information, which is relevant to the 

organisational buyer. These are reputation and prestige, charisma, good buyer-

seller relationships, reliability and availability. Surprisingly, Bausback (2007) 

reports the charismatic image of a company to be the most significant emotional 

factor for a successful brand-positioning strategy. Keller (2009a) supports these 

findings and recommends finding relevant emotional associations to position the 

business-to-business brand, since brand credibility and a solid reputation impacts 

the choice of a firm as a business partner. The author further asserts that 

credibility is achieved by creating a corporate brand that is likeable, dynamic, 

prestigious and attractive as well as honest, dependable and sensitive to the 

needs of organisational customers and a credible brand is hence expressed in 

terms of likeability, trustworthiness and expertise.  

 

More specific evidence of the link between brand value and emotion is revealed in 

the work of Mudambi (2002). She identifies three clusters of buyers in business-to-

business markets. Branding is important in organisational purchasing processes 

and can be addressed in an adequate way, linking the three types of 

organisational customers to marketing communication strategies. Her analysis 

includes three branding elements: brand name awareness, general reputation of 

the manufacturer and brand purchase loyalty meaning previous purchases. The 

sample represents “highly tangible” firms (49%) and “low-interest” firms (14%) and 

“branding receptive” firms (37%).  
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Mudambi (2002, p. 532) recommends implementing the following branding 

communication strategies: 

·  Quantifiable and objective product and company benefits, objective 
presentation of intangible benefits such as being a financial stable supplier 
and offering low risk and uncertainty to reach the highly tangible cluster; 

 
·  Emphasising the importance of the purchase decision is appropriate for the 

low-interest cluster. The aim is to raise their attention and interest by 
making catalogues and websites attractive and appealing; 

 
·  Combining emotional and self-expressive benefits of the brand with 

messages that stress the support from an established and highly reputable 
manufacturer aims at the branding-receptive cluster. 

 

The author concludes that intangible factors of a brand do make a difference in 

organisational buying decisions, but not everybody involved responds to them in 

the same way. Hence, it can be concluded that some organisational buyers are 

motivated by emotion as well as cognition. Business-to-business brands represent 

functional and emotional values, which influence organisational buying behaviour 

(Bausback, 2007; Lynch and de Chernatony, 2004; Webster and Keller, 2004). 

O’Shaughnessy and O’Shaughnessy (2003, p. 164) stress that the choice of 

brands is interwoven with emotions while at the same time “rational or pseudo-

rational” explanations are found for the purchase. Moreover, buying centre 

members develop a “sentimental relationship” (Bendixen et al., 2004, p. 379) even 

for interchangeable products, which they extend to other products of the 

manufacturer with the same brand name. Focusing on characters involved in 

decision-making processes and thus in brand selection, de Chernatony and 

McDonald (2003, p. 191) point out that organisational customers – apart from their 

objective to find the best possible solution for their own company’s problem – are  
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determined and motivated by personal issues  

“such as job security, a desire to be well-regarded by colleagues inside and 
outside the firm, the need for friendship, ego enhancement, aspirations of career 
advancement, loyalties based on their beliefs and attitudes and a whole host of 
other social and psychological considerations”.  
 
Consequently, the emotional side of the organisational customer reveals an 

individual, who obviously evaluates brands according to emotional criteria in 

addition to functional values.  

 

 

2.5. The Role of Emotion in Business-to-Business Ad vertising  

The emphasis on rational arguments and factual information in business-to-

business print advertisements is widespread. Often informative advertising is seen 

as a way to communicate the organisation’s expertise, with the main objective of 

creating awareness of the company name and not to create emotional bonds to 

the brand (see, for instance, Manschwetus and Gruzewski, 2002). Fill (2006) 

regards persuasion and differentiation in business-to-business markets to be 

delivered by sales promotion and personal selling rather than advertising, which is 

supposed to inform and remind. On the other hand, Backhaus and Voeth (2010) 

acknowledge the importance of creating target-group specific advertising 

messages, incorporating both an emotional and a rational approach. Several 

models of organisational buying behaviour (e.g. Sheth, 1973; Webster and Wind, 

1972) and of communication effects (Gilliland and Johnston, 1997) include 

marketing activities of supplier organisations, illustrating that information sources 

such as journal advertising targeting buying centre members lead to perceptual 

distortions which evoke expectations and influence the organisational decision-

making process. Schuster’s (1989) findings support the assumption that 

advertisements influence evaluation and assessment of the offer during the 
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decision-making process of the buying centre. However, the role of emotive 

advertising targeting the organisational buyer and possibly affecting the decision-

making process at an early stage of the buying process is still unclear (Erevelles, 

1998; Fill and Fill, 2005; Gilliland and Johnston, 1997; Lynch and de Chernatony, 

2004) and further research investigating emotional components of business-to-

business advertising is needed.  

 

However, both rational information and emotional activation are necessary to 

reach the organisational customer, who is not a mere ‘information-processing 

machine’ (Kroeber-Riel, 1980, p. 209) and empirical research has proved 

previously that emotional components in business-to-business print advertising 

messages enhance their processing and memorability (Kroeber-Riel, 1977, 1980). 

More recently, Jensen and Jepsen (2007) discovered the usefulness of emotional 

advertising appeals in low attention processing situations in a business-to-

business context. The authors stipulate that business-to-business advertisers 

should focus less on technical characteristics of the product and more on creating 

visual imagery which establishes and strengthens the brand. This is consistent 

with a call for the creation of emotional key visuals that position business-to-

business brands (Kroeber-Riel, 1993; Kroeber-Riel and Esch, 2004) and enable 

emotional product differentiation. In the business-to-business context, a strategic 

use of emotional advertising appeals was requested by some (Brugaletta, 1985; 

Glover et al., 1989), adding a call for improving the strategic planning of 

advertising messages. This mirrors recommendations for business-to-business 

advertisements by Brennan et al. (2007, p. 180), who posit that  

“…at a strategic level a business brand might be presented using a rational 
approach but the tactical execution could, nevertheless, include emotion”. 
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Stipulating the role of advertising stimuli and thus emotionality can play in 

business-to-business marketing communications, Gilliland and Johnston (1997, p. 

25) remark that attractive advertisements that engage the audience emotionally 

will increase the linking of the advertisement itself and consequently the attitude 

toward the brand by linking affect and cognition with memory. The authors 

highlight the role of the stimuli of an advertisement as an influential factor in 

organisational purchasing decisions. Furthermore, Gilliland and Johnston (1997) 

recommend utilising affective advertising which might lead to a positive attitude not 

only toward the advertisement, but also to the advertised brand itself, where 

attitude signifies the “summary evaluation of an object” (Malhotra, 2005, p. 477). 

The authors stipulate that this, in turn, combined with a high degree of buy task 

involvement will motivate buying centre members to undertake strong search 

efforts in order to gain more evaluative and selective information about the 

supplier. In addition, the authors see benefits of emotional messages in the 

possibility of using transformational advertisements in a business-to-business 

setting. This type of advertising illustrates the emotional experience associated 

with the advertised product or service or with using it and is regarded as adequate 

for business-to-business print advertising. Gilliland and Johnston (1997) assume 

that by encountering advertisements containing mainly technical information 

organisational customers cannot attach emotions to the advertised product or 

service. Furthermore, emotional business-to-business advertising emphasising 

credibility and trustworthiness is regarded as capable of preparing the grounds for 

organisational buyers to evaluate the offer in a positive way (Kleinaltenkamp and 

Ploetner, 1994) and of achieving a higher productiveness of personal selling 

(Blythe and Zimmerman, 2005; Hutt and Speh, 2004). Analysing tangible 

(containing product information) and intangible (containing application information) 
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business-to-business advertisements, Bellizzi et al. (1994) found that readers 

perceive the organisation with intangible advertisements as more experienced and 

reliable. Gilliland and Johnston (1997) see print advertisements full of primarily 

technical information as the prime reason why business-to-business advertisers 

fail to build strong brand identities. 

 

Comparing print advertising of business-to-business and consumer-services, 

Turley and Kelley (1997) found significant differences only in the use of emotional 

message appeals. The evaluation included emotional and rational appeals, 

headlines, price and quality information and the naming of an internet address. 

Employing the categorisation of Cutler and Javalgi (1993) the authors classified 

appeals as emotional that accentuate adventure, fear, humour, romance, 

sensuousness / sex, status, care for loved ones, guilt, play / content and affiliation. 

The category for rational advertisements included comparative advertisements or 

advertisements that emphasize comfort, convenience, ease of use, economy, 

health, profitability, quality, reliability, time-saving, efficiency, variety / diversity or 

environmental friendliness. Their findings show a notably higher use of emotional 

appeals in consumer-services advertising than in business-to-business-service 

advertising with only 4.4 percent of the advertisements containing emotional 

appeals. Altogether the two types of advertisements differ mainly in the type of 

appeal (rational or emotional) and the authors conclude that advertising messages 

for business-to-business and consumer advertisements are not adjusted to the 

target group as, for example, has been recommended by Bellizzi and Hite (1986) 

and request further research to examine different types of communication 

strategies.  
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The necessity to consider the world of the customer also in business-to-business 

advertising has indeed been recognised previously by Simmons (1941), who 

compares the construction of an advertising campaign with the work of architects. 

He recommends to study the needs of the customer, to form a conception of the 

solution to the problem, plan the details, control costs and supervise the 

construction closely. Strategic issues relating to the content and the intended 

message of business-to-business advertisements have received little attention in 

research. However, some contributions were made. Several authors (e.g. LaTour 

et al., 1998; Reese et al., 1987) discussed the importance of considerate gender 

role portrayal in business-to-business advertising regarding the increasing 

diversity in organisations. The authors concluded that caution must be given to 

convey the intended meaning without offending members of the buying centre and 

by this negatively impacting sales but also the own image and credibility. Lohtia et 

al. (1995), for instance, propose the depiction of people in business-to-business 

print advertisements with whom the target audience identifies. Others (Gelbrich, 

2007; Mudambi, 2002) suggest orchestrating promotional strategies according to 

the innovativeness of the product or to types of organisational buyers. Gelbrich 

(2007) proposes a communicative strategy based on the emotions that 

organisational buyers connect to purchases of innovative products (e.g. hope to 

participate in innovative technologies or fear to fall behind in the case of 

disregarding them). This is consistent with Naccarato and Neuendorf’s (1998) 

findings that the use of fear appeals enhances the attractiveness of business-to-

business advertisements. Mudambi (2002) recommends communication strategies 

for business-to-business marketers according to different types of organisational 

customers, who can be described as “highly tangible”, “branding receptive”, and 

“low interest” (Mudambi, 2002, p. 530). The author highlights the importance of 
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meeting the priorities of the customer in communicating with the organisational 

buyer (see section 2.4. for details). Thus, business-to-business marketers 

conceptualising their communication strategy must understand and include the 

perspective of the organisational customer as well as the value of their brands. An 

insight particularly useful for this research as emotions in print advertising are 

seen to successfully impart benefits associated with the use of products (Geuens 

et al., 2010; Gilliland and Johnston, 1997; Heath, Brandt and Nairn, 2006; Zeitlin 

and Westwood, 1986).  

 

The question if organisational buyers accept emotional advertising and direct 

mailing activities was investigated by Lasogga (1998). He developed three types 

of advertisements and brochures emphasising different emotional appeals (future, 

success and trust) and evaluated their acceptance among members of the buying 

centre. Pictures representing future, success and trust appeals were used to 

examine their appropriateness for business-to-business products and services and 

the conditions that lead to perception and acceptance. These emotional pictures 

are characterised as follows: Success signifies victory and the pleasure of 

achievement, future signifies modernity, science fiction, innovation and 

improvement, and trust is expressed by friendship, harmony and sympathy. The 

author found emotional business-to-business advertisements to activate more, to 

generate positive impressions, and to lead to a better evaluation of promoted 

product solutions. Consequently, he recommends an increased use of emotionality 

in communication activities of business-to-business companies. Prerequisite 

conditions are comparable products and services, information overload of 

deciders, but also their orientation toward the enjoyment of consumption and 

lifestyle. However, according to the author’s findings high-involvement situations in 
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later stages of the buying process demand an informational approach (Lasogga, 

1998, p. 483).  

 

In a study of German trade journal advertising reaching from 1996 to 2006 an 

increasing use of testimonials in business-to-business print advertising was found 

by Voeth and Niederauer (2008). One of the two magazines included in the study 

is ‘Manager Magazin’, a magazine which targets both organisational customers 

and private consumers while the other one, ‘Beschaffung aktuell’, targets mainly 

business-to-business readers. Testimonial advertisements use spokespersons 

who endorse the advertised brand. The results of the study indicate two main 

strategies in conveying advertising messages using testimonials: A rational 

approach (mainly in ‘Beschaffung aktuell’) referring to the business expertise and 

organisational role of the spokesperson representing an expert from a customer 

organisation rather than an internal representative, and an emotional approach (in 

‘Manager Magazin’) where the (external) testimonial reflects more private and 

personal aspects of organisational buying. In both cases, the use of celebrities 

was rare. 

 

A cross-cultural study conducted by Cutler and Javalgi (1994) investigated 

emotional and informational contents of business-to-business print 

advertisements. The degree of similar creative strategies executed by marketers 

for product and services advertisements and thus the degree of standardisation 

was examined for two countries, the United States and the United Kingdom. 

Visuals, headlines, content and the process of appeals were evaluated. Based on 

the categorisation of Moriarty (1987) process appeals were classified as rational or 

informational if they contain a description of the brand or if they are compared to a 
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competing product. In turn, emotional appeals are associated with a person, 

lifestyle or certain situation, use metaphors, aesthetics or tell a story. Cutler and 

Javalgi (1994) conclude that cross-cultural differences are marginal suggesting the 

possibility of intermarket segmentation, targeting the organisational customer with 

standardised communication strategies. Regarding headlines for goods and 

services, the authors found American advertisements to contain more emotional 

messages than British business-to-business advertisements. 

 

 

2.6. Implications for the Research of Emotionality in Business-to-

Business Print Advertising 

Findings indicate the existence and importance of emotionality in business-to-

business marketing communications, specifically in advertising, but there is 

virtually no research on whether and how emotionality is displayed in non-personal 

communication tools in business-to-business magazines and trade journals. 

Consequently, this research advocates the importance of an adequate 

characterisation of emotional stimuli utilised in business-to-business print 

advertising. However, no predictions can be made to generate hypotheses based 

on prior research.  
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Hence, descriptive and exploratory research is undertaken in order to address the 

following research questions:  

·  To what extent do advertisements have emotional content? 

·  What type of emotional content (negative, positive or ambiguous) is 

evident? 

·  Is emotional content associated with all magazines or is there some 

variation? 

·  Do advertisements that contain emotionality tend to use more or specific 

colours than non-emotional advertisements? 

·  Is the size of the advertisement associated with emotionality? 

·  What type of emotional expression is represented in the advertisements?  

·  Are there dominant visual elements employed in business-to-business print 

advertising? 

 

Correspondingly, from a business-to-business marketing view an examination of 

emotion theory, psychology, consumer research, communication and advertising 

research is undertaken in the next chapter to provide a conceptual framework 

based on existing knowledge for the investigation of emotionality in non-personal 

business-to-business marketing communications.  
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3. Foundation of Emotionality in Non-Personal Marke ting 

Communications  

 

3.1. Introduction 

A wide range of literature mirrors the importance of the role of emotions in 

marketing, specifically advertising and consumer research. Research focuses on 

the elicitation of emotions and emotional response to advertising, on buying 

behaviour, on emotions experienced when consuming a product and on emotional 

brand communication (e.g. Bagozzi, Gopinath and Nyer, 1999; Bosch, Schiel and 

Winder, 2006; Erevelles, 1998; Heath, 2009; Heath and Hyder, 2005; Hirschman 

and Stern, 1999; Holbrook and O’Shaughnessy, 1984; Laros and Steenkamp, 

2005; Lynch and de Chernatony, 2004; O’Shaughnessy and O’Shaughnessy, 

2003, 2008; Ray and Batra, 1983; Richins, 1997; Rossiter and Percy, 1991; 

Schafmann, 2000; Stewart et al., 2007).  

 

Figure 3 explicates how this chapter outlines relevant concepts of emotions in 

marketing, explores literature and relevant studies on visual and verbal advertising 

components carrying an emotional tone, and examines the role of visual 

communication as conveyors of emotions in order to generate categories to 

assess emotionality in business-to-business print advertisements. Given the 

confusion of terms in academic and practical use, first an elaboration of the 

concepts of emotion, and subsequently of emotions in marketing and in 

advertising is necessary.  
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Figure 3  Elements of Emotionality in Non-Personal Marketing Communications and Implications 
for the Investigation of Business-to-Business Print Advertising 

(Source: Developed for this research from chapter 3) 

 

The succeeding section reviews research on emotional and rational content of 

advertisements to clarify terms and to provide the grounds for a conceptual 

framework to investigate emotionality in business-to-business print advertising. 

Thus, a comprehensive examination of the literature is undertaken to designate 

sources for categories of emotional stimuli.  

 

Considering the lack of a commonly accepted list of categories of emotionality in 

print advertisements (Brader, 2006; De Pelsmacker and Geuens, 1997; Mortimer, 
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2008), the aim is to provide a foundation for deducing categories and establishing 

a classification system of emotional stimuli in print advertisements. The last 

sections look at the role of visual communication, in particular nonverbal 

communication in advertising as an important carrier of emotional messages 

(Edell, 1988). Various conceptual schemes are discussed and their integration into 

a concept of emotional stimuli in advertising is considered. In general, the aim of 

this chapter is to identify findings which can serve as an approach for the 

classification of emotional appeals as components of print advertisements for the 

present study.  

 

 

3.2. Concepts of Emotion in Marketing Communication s 

3.2.1. Terminology  

The Latin verb emovere (ex and movere meaning “to move out”) is the origin of the 

term emotion and thus literally expresses being moved when experiencing an 

emotion (De Rivera, 1977, p. 11). To understand and define emotions has 

interested researchers for a long time (e.g. Darwin, 1872; James, 1884), and more 

than one hundred different approaches to define emotions were gathered and 

evaluated by Kleinginna and Kleinginna (1981). Consequently, a more detailed 

look at different terms is necessary. However, emotion, feeling, affect, mood, and 

attitude are often interchanged or used inconsistently in literature (Ambler and 

Burne, 1999; Bagozzi et al., 1999; Chamberlain and Broderick, 2007; Damasio, 

2000; Hansen and Christensen, 2007; Scherer, 2005).  

 

Affect is conceived as an umbrella-term for “a set of more specific mental 

processes including emotions, moods, and (possibly) attitudes” (Bagozzi et al., 
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1999, p. 184) and comprises pain and pleasure as drivers of motivation processes 

(Damasio, 2000). Psychologists use the term affect as a “synonym for emotion or 

emotional feelings” (O’Shaughnessy and O’Shaughnessy, 2003, p. 23) in order to 

illustrate the emotional side of mental processes that are subjectively experienced 

but not observable. Moods are not directly related to a causal event and are 

enduring mild and diffusive affect states (Frijda, 1994; Scherer, 2005; Thorson, 

1999), while feeling as a term is distinct but related to emotions and represents  

 

“…cognitively, whether consciously or unconsciously, perceived elements about 
which the individual may tell his environment and which he himself may 
experience more or less strongly” (Hansen and Christensen, 2007, p. 75) 
 

 

Feelings cannot be observed by others and denote “private, mental experiences of 

an emotion” (Damasio, 1999, p. 42), while emotions specify mostly publicly 

observable responses expressed in bodily states. Thus, feelings refer to the 

individual who feels, for instance, happy or sad and expresses these perceptions 

verbally. Emotions are responses of the individual to external situations or internal 

events. External situations can either be perceived as dangerous and threatening 

like natural phenomena (e.g. thunderstorms) or animals, or other events that are 

evaluated as significant (behaviour of people, one’s own behaviour eliciting, for 

example, guilt or shame), or as trivial tasks of decision-making, for instance, in a 

consumption-related context like choosing a certain brand. Internal events consist 

of physiological processes or thoughts or of memories that come to one’s mind 

(Hansen, 2005; Scherer, 2005).  
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In the context of marketing, Bagozzi et al. (1999, p. 185) describe emotion as  

 
“…a mental state of readiness that arises from cognitive appraisals of events or 
thoughts; has a phenomenological tone; is accompanied by physiological 
processes; is often expressed physically (e.g. in gestures, posture, facial features); 
and may result in specific actions to affirm or cope with the emotion”.  
 

 

 

3.2.2. Components and Processes of Emotion 

Human emotions “occur as a result of changes in the nervous system” due to 

internal or external events (Izard, 1977, p. 17) and thus signify the experience of 

feelings such as happiness, joy, anger or fear caused by stimuli. Emotional 

responses are controlled by “primitive, extremely fast, unconscious mechanisms” 

(Hansen, 2005, p. 1426) which can happen so fast that the individual is not aware 

that the emotion has begun in order to mobilise a bodily reaction (Ekman, 1994). 

Accordingly, emotions consist of  

 
“a collection of changes in body and brain states triggered by a dedicated brain 
system that responds to specific contents of one’s perceptions, actual or recalled, 
relative to a particular object or event.” (Bechara and Damasio, 2005, p. 339) 
 

During this process, representations of situations or objects induce emotions. 

These occur either internally when situations are recalled, or externally when the 

organism encounters them. This can happen without attention or consciousness of 

the organism. The organism experiences a bodily change which is due to  

 

“…certain regions of the brain, which are part of a largely preset neural system 
related to emotions, send commands to other regions of the brain and to most 
everywhere in the body proper. The commands are sent via bloodstream, in the 
form of chemical molecules, or via neuronal pathways.” (Damasio, 2000, p. 16) 
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Since emotions are internal states they must be inferred from external behaviour. 

Not the emotion (e.g. anger or happiness) can be observed but the expression of 

the experienced emotion, e.g. seeing violence and feeling angry or hearing 

laughter and feeling happiness (Harris, 1994). An emotional expression as well as 

the perception of an emotion can both affect a person’s behaviour and feelings 

(Izard, 2007). Thus, an emotional response is dependent on a particular stimulus, 

for example, the advertisement (Holbrook and O’Shaughnessy, 1984; Percy, 

2001). Apparently, an emotional response follows an appraisal, which refers to the 

evaluation and interpretation of an incidence or episode of personal relevance and 

can be characterised as an affective, valenced reaction to perceptions of events or 

situations. A subjective impression of an inner arousal with distinct experiential 

quality is perceived as pleasant (e.g. by experiencing feelings of joy or happiness) 

or unpleasant (e.g. by experiencing fear or anger), can be evoked by a variety of 

stimuli and is of short duration (Ambler and Burne, 1999; Bagozzi et al., 1999; 

Bechara and Damasio, 2005; Damasio, 2000). 

 

The inducers of emotion are infinite and any originally neutral stimulus can acquire 

a meaning for the organism that turns it into a stimulus that causes an emotional 

reaction. These inducers range from stimuli that are potentially dangerous or 

useful to the human being and which in an evolutionary process produce specific 

behaviour of organisms in form of “universal” or “primary” emotions, to stimuli 

which acquire emotional significance by learning in a social and cultural context, 

producing “social” or “secondary” emotions (Damasio, 2000, p. 18). The former 

basic emotions are happiness, sadness, anger, disgust, surprise or fear and the 

latter include secondary emotions such as envy, jealousy, pride, guilt or 

embarrassment. Universal or basic emotions appear in most approaches in the 
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psychological literature (e.g. Ekman, 1982; Izard, 1977, 2007; Plutchik, 1980). 

They activate the system for cognitive and motor response and inform via facial 

expressions and bodily signals in a social and individual context. Emotional states 

can be inferred from facial expressions and observable behaviour. However, most 

observable emotions are secondary and result from a mixture of primary emotions.  

 

Basic emotions are either positive (joy, anticipation, trust and surprise) or negative 

(fear, anger, disgust, sadness) and can simply be distinguished as “positive 

(pleasure, or an inclination in favour of something) and negative (fear, or an 

inclination against something)” (Du Plessis, 2005, pp. 4). Positive emotions result 

from achieving goals and imply a reward if the action is continued and are mainly 

used in marketing communications, while negative emotions are associated with 

problems in trying to achieve goals (Bagozzi et al., 1999; Stewart et al., 2007). To 

summarise the foregoing, emotional components and processes can be 

characterised as follows (O’Shaughnessy and O’Shaughnessy, 2003, pp. 21): 

·  Emotions are directed toward an object which can be existent or 
imaginative and which is responsible for the arousal of the emotion (e.g. 
being proud of or feeling happy about something).  

 
·  A preconscious perception and evaluation of events is followed by an 

immediate and unconscious, cognitive appraisal of the stimulus as positive 
or negative, causing a reflex emotion.  

 
·  Emotional arousal involves pleasant or unpleasant feelings like feeling 

happy or sad and is associated to feelings toward the object of concern, for 
instance a product or an advertisement. Accordingly, marketers strive to 
create emotional experiences. However, it must be considered that 
emotional concepts do not necessarily include consciousness of bodily 
feelings or feelings toward an object. 

 
·  Reactions to the feeling of emotions generate activities, which may express 

themselves strongly (for instance, aggression) or nearly indiscernible, like 
an expression indicating pleasure or grief. 

 
·  Before an emotion is registered consciously and can be controlled, it is 

expressed by physiological changes like facial expressions, gesture and 
body posture. 
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3.2.3. Major Theories of Emotion and Applications i n Marketing 

The significance of emotions in marketing, in particular advertising, is widely 

recognised. Although there are competing theories in the social and behavioural 

sciences to explain the complex phenomena and processes, two main streams of 

research predominate. One takes a biological perspective and regards basic 

emotions as “biologically based and universally experienced” (Richins, 1997, p. 

128). In this sense, emotion refers to the arousal of human emotions. These are 

composed of experiencing emotions, and of processes in the brain and nervous 

system. The face predominantly expresses felt emotion (Darwin, 1872; Izard, 

1977; Knapp and Hall, 2006; Plutchik, 1980). The other, known as the appraisal 

theory (Lazarus, 1991) claims that a subjective evaluation of events and their 

significance to a person determines the elicitation and differentiation of emotions 

and that it includes a cognitive appraisal which needs not be controlled or even 

conscious (Ellsworth and Scherer, 2005; Scherer, 1999a).  

 

The difference between the two main approaches culminated in the famous 

“Zajonc-Lazarus” debate. Zajonc (1980) advocated the primacy and independence 

of emotion from cognition, and Lazarus (1991) the dependence of emotions on 

cognition, regarding the former as secondary (see Leventhal and Scherer (1987) 

for a description of the differing views on cognition and emotion and contributions 

in Ekman and Davidson (1994) for different views on emotions). However, the 

approaches seem to be “compatible once one allows for the fact that they focus on 

different components of emotion and different phases of the process” (Scherer, 

2002, p. 4476). An overview of competing approaches to explain the construct of 

emotions is given (Table 5) in order to detect their relevance for emotional 
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advertising content, and to then delineate their applicability to the present 

investigations of the use and expression of emotion in advertising.  

Table 5 Theories of Emotion and their Postulations: 
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The major theories of emotion have made substantial contribution to the 

investigation and understanding of consumer behaviour and consumption-related 

experiences, to emotion evoked by advertising and effects in terms of emotional 

response to advertisements. The development of the “Facial Action Coding 

System” (FACS) by Ekman and Friesen (1978) to measure emotional reaction in 

the face, for instance, can be used to measure elicited emotions which are 

expressed in the face. The FACS has been validated in consumer research (see 

Bekmeier and Schoppe, 1986) and used widely (e.g. Scherer and Grandjean, 

2007). Some publications cover a full range of themes related to the 

communication and processing of emotional advertising appeals and viewers 

response to them (see, for instance, Cafferata and Tybout, 1989; Edell and 

Dubitsky, 1990).  

 

Many authors are influenced by emotional concepts in their investigation of 

consumption-related experiences (e.g. Hirschman and Holbrook, 1982; Holbrook 

and Hirschman, 1982; Richins, 1997), and the approaches by Plutchik (1980), 

Izard (1977) and Mehrabian and Russell (1974) have been proved useful in 

consumer and advertising research (e.g. Havlena, Holbrook and Lehmann, 1989), 

to measure effects of emotional advertising, emotions evoked by and emotional 

response to advertising (e.g. Allen, Machleit and Marine, 1988; Batra and Ray, 

1986; Holbrook and Batra, 1987, 1988; Holbrook and O’Shaughnessy, 1984; 

Holbrook and Westwood, 1989; Rossiter and Percy, 1991; Zeitlin and Westwood, 

1986), nonverbal communication in advertising (e.g. Bekmeier and Schoppe, 

1986; Hecker and Stewart, 1988; Weinberg, 1986), and emotional advertising 

appeals  (e.g. Holbrook and O’Shaughnessy, 1984; Huhmann and Brotherton, 

1997; Schierl, 2001; Woll, 1997). The role of visual communication in depicting 
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emotions but also the interest in measuring emotions has grown increasingly (e.g. 

Bekmeier, 1992; Dieterle, 1992; Kroeber-Riel, 1993; Scott and Batra, 2003). 

Recently, for example, picture scales are being developed to measure brand-

related emotions (Bosch et al., 2006) and consumption-related emotions (Kroeber-

Riel et al., 2009). In addition, a pictorial stimulus set based on the dimensions of 

valence, arousal and dominance called the ‘International Affective Picture System’ 

(IAPS, accessible via www.psychonomic.org/archive/) is offered by the ‘NHM 

Center for Emotion and Attention’ to study emotions in a research context (see for 

details Mikels et al., 2005). 

 

The concept of basic and secondary emotions is useful in advertising execution, 

encompassing fear, anger, disgust, trust, joy (laughter), surprise (e.g. by risen 

eyebrows, see section on emotional expressions in nonverbal communication), 

anticipation, interest, aggressiveness, guilt / remorse (Kroeber-Riel et al., 2009, 

pp. 136). Furthermore, a model of positive and negative basic emotions related to 

consumer emotions is suggested by Laros and Steenkamp (2005, p. 1441). The 

hierarchical model (see Figures 4 and 5) differentiates at a subordinate level 

between forty specific emotions (or feelings) based on the ‘Consumption Emotion 

Set” developed by Richins (1997). 
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Positi ve Affect 

Specific 
emotions or 
feelings  
 

Contentment  
 
 
 
 
 
 
 
Contented  
Fulfilled 
Peaceful  
 

Happiness  
 
Optimistic 
Encouraged 
Hopeful  
Happy 
Pleased 
Joyful 
Relieved 
Thrilled 
Enthusiastic 
 

Love 
 
 
 
Sexy 
Romantic 
Passionate 
Loving 
Sentimental  
Warm-
hearted 
 

Pride 
 
 
 
 
 
 
 
 
 
Pride 
 

Basic 
Emotions 
 

 

Figure 4  Hierarchical Model of Positive Affect  

(Source: Laros and Steenkamp, 2005, p. 1441) 

 

Negative Affect 

Specific 
emotions or 
feelings  
 

Anger 
 
 
Angry 
Frustrated 
Irritated 
Unful filled 
Discontented 
Envious  
Jealous  
 

Fear 
 
 
 
 
Scared 
Afraid 
Panicky 
Nervous 
Worried 
Tense 
 

Sadness  
 
 
 
 
Depressed 
Sad 
Miserable 
Helpless  
Nostalgia 
Guilty 
 

Shame 
 
 
 
 
 
 
 
Embarassed 
Ashamed 
Humiliated 
 

Basic 
Emotions 
 

 

Figure 5  Hierarchical Model of Negative Affect  

(Source: Laros and Steenkamp, 2005, p. 1441) 

 

The model was developed to measure consumer emotions, but is interesting for 

advertisers since it offers an approach targeting not only positive or negative basic 
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emotions but also to understanding the specific emotions experienced by 

consumers. Consequently, a unique positioning is possible if the specific emotion 

connected to the consumption experience is identified (Zaltman and MacCaba, 

2007). However, the application of the Laros and Steenkamp (2005) model to 

business-to-business marketing communications is unresolved at present. 

Regarding emotions related to consumption experiences in an organisational 

context, it must be considered that business-to-business products are rarely 

purchased for personal use and that the actual consumption may not be visible if, 

for instance, it refers to manufacturing goods or components.  

 

A different concept is introduced by O’Shaughnessy and O’Shaughnessy (2003, 

pp. 81). The authors discuss the role of beliefs and wishes in terms of fearing or 

hoping for consequences of emotional events after their appraisal. Wishes or 

beliefs about events and their consequences are evaluated and appraised and 

cause epistemic or factive emotions. Epistemic emotions (fear and hope) arise 

from the appraisal about the likelihood of an event happening. Anticipating 

undesired consequences of certain situations evokes fear, while anticipating 

pleasant consequences generates hope, and the wish that the situation might 

occur. However, the nature of epistemic emotions is that the occurrence of the 

situation is unknown. In turn, an appraisal of a situation in which emotive stimuli 

(e.g. events or attributes of objects) has occurred or is currently happening, it is 

evaluated as either pleasant and thus satisfying or as unpleasant and thus 

frustrating. According to a person’s wishes and beliefs, and the desirability of a 

situation that has arisen (or is imagined as being true), the situation leads to 

factive emotions. Factive emotions thus reflect self-assessment and include pride, 

self-esteem, self-respect, shame, embarrassment, guilt and envy. O’Shaughnessy 
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and O’Shaughnessy (2003, p. 85) exemplify the process in five steps of generating 

factive emotions in order to enhance the development of appropriate, emotional 

advertising appeals. 

 

1. The consumer desires to buy a product and believes he or she is able to 
afford it. 

2. The consumer wishes to possess the product. 
3. The belief is evaluated and thus positively or negatively appraised (i.e., the 

desired product can be afforded or cannot be afforded). 
4. The appraisal is followed by an autonomic physiological response signalling 

a pleasant or unpleasant emotion. 
5. Accordingly, a feeling of wish-satisfaction or wish-frustration occurs, 

causing a positive or negative emotion. 
 

 

3.2.4. Characteristics of Emotions in Marketing Com munications 

The plurality of definitions of emotions in marketing communications is asserted by 

Friestad and Thorson (1986). The authors found four definitions of emotions in 

advertising research and consumer behaviour. The first one describes emotions 

as the advertisement characteristic relevant for the present study:  

 

·  Emotion as a type of advertising appeal as opposed to appeals 
emphasising product attributes that are factual;  

·  Emotion describing the liking of an advertisement by the viewer;  
·  Emotion as a mood state experienced during the viewing of commercials, 

and,  
·  Emotions in the structure of cognitive responses to commercials.  

 

Adding critical factors such as time and the eliciting of experiencing emotions, the 

authors suggest that emotional messages are vehicles of feelings, eventually 

creating a flow that people experience as emotional. In this context, Heath et al. 

(2009, p.2) refer to the “emotive creativity in brand advertising” and define emotive 

content as “anything in advertising that is capable of stimulating the feelings of the 

viewer”, while acknowledging that creativity in brand advertising does rarely occur 
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in an extreme positive or negative manner. In addition, different aspects of 

emotion considered by Zeitlin and Westwood (1986) characterise emotion as the 

central aspect of marketing communications. Its distinct roles are determined by 

the objectives of marketing communications and are described as possibly being a 

message, communicating a message or influencing attitudes (Zeitlin and 

Westwood, 1986, p. 35).  

 

·  The role of emotions as a message refers to the benefits associated with 
the purchase and / or consumption of a product or brand, e.g. using safety 
belts to reduce fear or the feeling of excitement when playing video games. 
Thus, the emotion is the benefit and the reason of consumption. Frequently, 
the goal is to connect emotions to the brand itself and to emotionally 
position the brand.  

 
·  Messages carrying an emotional tone can communicate the (not 

necessarily emotional) benefit of the product or brand. The aim of this 
emotional communication strategy is to draw attention to the advertised 
product, to increase its memorability, or to express the product’s beneficial 
claim in an emotional way, when applying the product. Product attributes 
themselves are not the carrier of the emotion (for example, anticipation or 
irritation) expressed in the advertisement. 

 
·  The use of emotions to influence attitudes toward brands or organisations 

works by classical conditioning. A permanent presentation of the brand 
name in juxtaposition with the portrayal or evocation of an emotion (e.g. the 
feeling of freedom or glamour) connects the emotion to the brand itself. 
Subsequently, attitudes toward the brand change and the brand name now 
evokes emotion itself. The brand is subjectively differentiated to its 
(objectively neutral) competitors. 

 

The characteristics of emotions in marketing communications relevant to the 

present study refer to the emotion-laden content of advertising messages and thus 

the depiction of emotions. However, to gain a deeper insight into the important 

field of emotional communication, the sections below provide an overview of 

related themes of emotions in advertising. 
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3.2.4.1. Processing Emotional Messages 

Besides attention (occurs after exposure and awareness to the advertisement), 

learning (as a result of the presentation in the advertisement) and acceptance (or 

rejection of the presented message), emotions are an integral part when 

consuming advertising (Harris, 1994; Percy and Elliott, 2005). Research has 

demonstrated the importance of emotions in mediating responses to advertising 

and thus establishing a relationship between the content of the advertisement and 

the attitude toward the advertisement (Holbrook and Batra, 1987), and 

consequently attitude toward the brand (Plassmann et al., 2007).  

 

Discussing the role of emotional advertising in building brand relationships and 

attention, Heath et al. (2009) assert that creative advertising strategies explicitly 

employing emotional content are more successful than rational advertising 

messages in generating favours of brands but do not increase attention toward the 

(television) advertisement (Heath, 2007; Heath et al., 2006). The authors deliver 

two explanations for establishing brand relationships utilising emotional advertising 

strategies: First, Heath et al. (2009) refer to ‘metacommunication’, an effect 

defined by Watzlawick, Bavelas and Jackson (1967, p. 40 ), which describes the 

stronger influence of accompanying non-verbal messages than verbal messages 

of communication on interpersonal relationships. Transferred to advertising 

creativity, emotional contents determine brand relationships more than rational 

contents. The authors’ second explanation is that emotive advertising leads to 

lower attention toward the advertisement, which in turn deploys less cognitive 

resources, possibly leading to reduced counter-argument. This is because 

repeatedly shown advertising messages can encourage counter-argument if they 

primarily contain rational information and need high levels of cognitive resources.  
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Human emotion operates the processing of emotional as well as information-

oriented or rational advertising messages (for a detailed review of the processing 

of emotion see, for instance, Erevelles, 1998; Heath, 2007, 2009; Heath and 

Feldwick, 2008; Plassmann et al., 2007; Thorson, 1999; Vakratsas and Ambler, 

1999). Emotional, but also rational advertising in turn can trigger emotional 

responses to advertising (Ambler and Burne, 1999; Percy, 2003). Referring to 

Zajonc (1980), Bagozzi et al. (1999, p. 193) state that  

 

“…emotional meaning can be processed subconsciously, emotions can be 
activated automatically, and responses to emotions (e.g. coping, action 
tendencies, actions) also can occur automatically.” (Brackets in the original) 
 

 

However, recognising emotions depicted in an advertisement does not necessarily 

lead to arousal or actually experiencing emotion but represents a cognitively 

based appraisal process (Aaker and Williams, 1998; Bagozzi et al., 1999; Heath, 

2009; Kappas and Mueller, 2006). Objects and situations are evaluated by the 

emotional system of the human brain for their significance. Brader (2006) 

describes this appraisal process as asking questions about their relevance to 

achieve personal goals and the type of relevance. Cognitive appraisal research 

refers to the significance of a stimulus as relational, since it involves  

 

“...the import of an event in conjunction with the conditions present in the 
environment and personal goals, beliefs, and adaptational resources”. (Cacioppo 
and Gardner, 1999, p. 197) 
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Thus, it is essential for the creative design of emotional advertising to appeal to 

values and experiences common to the target audience and thus to achieve the 

effect described by Calder and Gruder (1989, p. 277): 

 

“Rather than trying to persuade the consumer that product features are good, 
emotional appeals attempt, in essence, to make the consumer feel good about the 
product.”  
 

To change appraisals and provoke the reinterpretation of a situation and its 

significance by changing emotional states through emotional appeals, the focus 

must therefore be on aspects that are emotionally significant to the target 

audience and not objectively important. O’Shaughnessy and O’Shaughnessy 

(2003, p. 165) exemplify this with the attempt to prevent teenagers from smoking 

by focusing on health consequences in middle age, while social consequences 

which are immediate and unattractive, e.g. appealing to a lack of fitness, appear 

more effective. Hence, to reach the audience by an emotional argument or appeal 

in advertising, emotionality needs to be attached to the product or service to evoke 

certain emotional experiences involving the product or service. The importance of 

communicating relevant emotional messages was recently emphasised by Taute, 

Huhmann and Thakur (2010). The authors looked at individual differences in 

recognising, regulating, using and processing emotion-laden forms of 

communication in order to measure and explain distinctive responses to 

advertisements and public service announcements containing emotional appeals 

and stimuli. Their study demonstrated that females and males differ in emotional 

empathy ability (females possess more than males) and in emotion regulation 

abilities (males possess more than females). Regulation refers to cognitive and 

behavioural processes of the individual, which occur, for instance, by attending 

and interpreting emotional stimuli and controlling emotional reactions, with a 



80  

reduction of control the higher the emotional arousal. These findings are relevant 

to the creative execution of advertising. The authors recommend the use of strong 

emotional appeals when targeting a male audience to overcome the control of 

emotions. For a female audience the use of characters with which emotionally 

emphatic connections can be established is proposed.  

 

 

3.2.4.2. Measuring Emotions Elicited by Advertiseme nts 

Frequently, the term ‘emotions in advertising’ describes emotions elicited by 

advertisements rather than advertising message characteristics. A clear distinction 

must initially be made between the study of the use of emotional appeals in print 

advertisements, which is the focus of the present research, and the investigation 

of their effects on viewers in terms of emotional responses to marketing and 

advertising stimuli. These have been widely researched (e.g. Aaker, Stayman and 

Hagerty, 1986; Allen et al., 1988; Batra and Holbrook, 1990; Batra and Ray, 1986; 

Chamberlain and Broderick, 2007; Edell and Burke, 1987; Hill and Mazis, 1986; 

Kamp and MacInnis, 1995; Laros and Steenkamp, 2005; Machleit and Wilson, 

1988; Mitchell, 1986; Richins, 1997; Stout and Leckenby, 1986). According to 

Chamberlain and Broderick (2007, p. 201) advertising-induced emotions are  

 

“…a central component of consumer responses and are generated by a wide 
variety of advertising cues, store atmospherics, service interactions, the use of 
specific products and satisfaction evaluations”.  
 

The definition reflects the view that, when referring to emotional responses which 

are elicited by exposure to advertising stimuli, these stimuli need not necessarily 

be affectively-oriented, as emotion operates in the processing of all advertising, 

regardless if the advertisements are information-oriented or emotional (Aaker and 
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Stayman, 1992; Edell and Burke, 1987; Percy 2001, 2003; Zeitlin and Westwood, 

1986). A previous study categorised emotional commercials according to the 

emotions people experienced during viewing (Thorson and Page, 1988). Emotions 

were registered either by the way people talked about their feelings while 

watching, or by the degree of positive or negative feelings indicated by turning a 

dial when viewing the commercial, or by expressing the degree of their feeling of 

warmth by drawing a line while watching, or finally by rating commercials on three 

bipolar adjective scales as personal-impersonal, warm-cold and emotional-neutral. 

These procedures reflect the view of the authors who stress that “the emotion lies 

in the viewer and not in the commercial” (Thorson and Page, 1988, p. 113) and 

imply that only advertisements that generate an emotional consumer response can 

be called emotional, irrespective of their (emotional or rational) content. Aaker et 

al. (1986, p. 368) introduced a “warmth monitor” to measure felt emotions of 

respondents who move a pencil down the paper while watching a commercial. 

Possible directions are ‘absence of warmth’, ‘neutral’, ‘warm-hearted’ and ‘tender 

to emotional’.  

 

A similar approach (Burke and Edell, 1989; Edell and Burke, 1987) classified 

feelings elicited by advertising into upbeat, negative and warm feelings. Subjects 

were explicitly asked to describe the feelings experienced while watching the 

commercial according to a feeling scale first and then to judge the characteristic of 

the advertisement. The scales of characteristics and judgements consisted of 

items classified into evaluation, activity and gentleness. In detail, evaluation 

contained items such as ‘believable’, ‘interesting’, ‘meaningful to me’, ‘valuable’, 

‘worth remembering’, activity contained items such as ‘amusing’, ‘energetic’, 

‘exciting’, ‘humorous’, ‘merry’ and ‘playful’, while gentleness contained the items 
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‘gentle’, ‘lovely’, ‘serene’, ‘soothing’, and ‘tender’. These judgement scales allow 

advertisements to be classified according to judgements of viewers of 

advertisements. Nevertheless, they fail to deliver a useful typology that could be 

used for the present study to investigate the utilisation of emotional appeals in 

print advertising, as they mirror subjective impressions of individuals about 

advertisement characteristics without a detailed description of how emotional 

components in the advertisement are displayed. In addition, Chamberlain and 

Broderick (2007) report that emotional response to stimuli differs individually. The 

same advertisement, for instance, is found to be ‘cool’ by one person and ‘warm’ 

by the other. In turn, Edell and Burke (1987) found individuals agreeing less on 

their feelings elicited by advertisements than on their judgements of 

advertisement’s characteristics. The authors conclude that “feelings appear to be 

properties of the individual, while judgments of the ad’s characteristics appear to 

be properties of the ad” (Edell and Burke, 1987, p. 430). However, Batra and 

Holbrook (1990, p. 11) emphasise that their typology of affective advertising 

responses can be used by to “design advertising strategies and executions that 

target specific types of feelings”.  

 

More recently, Brader (2006) suggested three methods to judge the emotional 

content of advertising appeals. The first is to measure emotions evoked by an 

advertisement, the second to recognise and record antecedents of emotions in 

advertisements (as used, for instance, in the study of facial expressions), and 

finally to ask coders which emotions they assume the advertisement and its 

creators are trying to evoke. As a final point, major methods to measure emotions 

elicited by advertising include self-reports about the subjective feelings of 

recipients. Further methods are the measurement of autonomic reactions, such as 
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skin conductance and heart rate, but also the expression of emotions in the face. 

Chamberlain and Broderick (2007) discuss physiological observation techniques of 

emotional advertising responses and consumption-related emotions. A detailed 

review of measurement methods in advertising research is given by Poels and 

Dewitte (2006) and Wang and Minor (2008) describe psycho-physiological 

measurement techniques of consumer reactions to marketing stimuli.  

 

 

3.2.4.3. Emotional Conditioning and Product Differe ntiation 

Emotions arise when organisms either process certain objects or situations, for 

instance, by seeing familiar faces or places, or remember them and represent 

these objects or situations as images in the thought process and, as Damasio 

(1999, p. 56) further states  

“…classes of stimuli that cause happiness or fear or sadness tend to do so fairly 
consistently in the same individual and in individuals who share the same social 
and cultural background”.  
 
 
The author continues that gaining factual and emotional experience with certain 

objects and situations is a form of learning known as conditioning. In this way, 

organisms associate originally neutral objects and situations with emotions. 

Subsequently, these originally neutral objects and situations underlie valuations 

and may be appraised as an emotional cue. Accordingly, emotion-eliciting stimuli 

are complemented by internal elicitors of emotion. Thus, innate and learned 

associations are responsible for the appraisal of the emotional significance of 

stimuli and their contexts. “Natural triggers” are universal, unconditioned stimuli 

that are innately determined by evolution while “learned triggers” are conditioned 

stimuli which are associated with personal experiences (LeDoux, 1996, p. 127).  
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Emotional advertising appeals which primarily contain nonverbal elements like 

colours and visual imagery (Allen and Shimp, 1990; Edell, 1988) aim to connect a 

brand name with an experienced emotion by associating symbols of the brand with 

emotional advertising stimuli and causing “emotional conditioning” (Kroeber-Riel, 

1984a, p. 539). This type of learning is based on Pavlov’s classical conditioning 

mechanism (Pavlov, 1927) in which a conditioned stimulus (neutral, e.g. a bell) is 

frequently paired with an unconditioned stimulus (e.g. food) and subsequently, the 

unconditioned response (e.g. saliva) that is evoked automatically by the 

unconditioned stimulus turns into a conditioned response when the conditioned 

(neutral) stimulus is presented by itself. In an advertising context, Kroeber-Riel 

(1984a, p. 538) states: 

“If a “neutral” brand name is repeatedly presented together with an emotional 
stimulus, the brand name will assume an emotional meaning”. (Quotation in the 
original) 
 

The association occurs, when the recipient connects the formerly neutral and 

perhaps meaningless brand name or symbolic representation of the product (the 

conditioned stimulus, CS) with pleasant and affective pictures, which are the 

unconditioned stimuli (UCS). Eventually, an emotional response (conditioned 

response, CR) is elicited by the originally neutral brand name which, by the 

conditioning process, acquires an emotional meaning itself (Edell, 1988; Kroeber-

Riel, 1984a; Rossiter and Percy, 1980; Staats and Staats, 1959; Stuart, Shimp 

and Engle, 1987). Accordingly, effective conditioning requires a strong emotional 

stimulus, numerous repetition and visual rather than verbal stimuli. The frequency 

of exposure to an advertising stimulus is relevant to achieve the conditioning effect 

successfully, and supports Zajonc’s (1980, 2001) mere exposure effect. Mere 

exposure increases the liking of an advertisement and occurs when a person is 

repeatedly exposed to a stimulus. This increasingly enables the person to 
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recognise the stimulus and – in addition to this cognitive effect – to acquire a 

positive attitude toward the object, independent of stimulus recognition (see 

Vakratsas and Ambler (1999) for a review on the formation of preferences due to 

emotions induced by the advertisement or due to familiarity evoked by mere 

exposure to the advertisement and Bargh and Chartrand (1999) and Kroeber-Riel 

et al. (2009) for support of the mere exposure effect).  

 

 In addition, emotional conditioning is not reliant on high attention of the viewer. 

Weak attention and low-involvement can evoke emotional conditioning, if the 

viewer is exposed to the advertisement frequently and if it contains pictorial, 

affective stimuli (Heath and Hyder, 2005; Holbrook, 1987; Kroeber-Riel, 1984a; 

Kroeber-Riel and Esch, 2004; Kroeber-Riel et al., 2009). In addition, the effect is 

stronger when people are depicted in the advertisement (Puto and Wells, 1984). 

Furthermore, any objects, sounds, colours, odours, living creatures, places, words, 

or symbols can acquire emotional significance by personal experience and thus 

transform originally heterogeneous perceived stimuli to commonly shared stimuli. 

Thus, due to their symbolic meaning emotional stimuli can be grouped despite 

individual differences of the expression of an emotion. However, not only concrete 

stimuli can cause emotional reactions but also abstract or symbolic 

representations of emotional cues. Elements appearing frequently in commercial 

and political advertisements, for instance, are 

“…flags, puppies, shrieking infants, and many other affective stimuli (…), even 
when they are not trying to sell you flags, puppies, shrieking infants, or products or 
services for dealing with them” (Brader, 2006, p. 64). 
 

Hirschman and Holbrook (1982) state that following an exposure to evaluative 

(emotional in contrast to factual or rational) advertisements viewers impart a 

subjective meaning in a product in addition to its tangible attributes. Moreover, 
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they argue, that by evaluative advertising containing emotions products can 

acquire intangible and symbolic attributes that can even determine the selection of 

products by the customer. Leiss, Kline and Jhally (1990, p. 45) go beyond this by 

stressing that the desire for symbolism is essential to human nature: Human 

beings relate symbolic meanings to products and do not buy them for their “plain 

utility”. Instead, they aid to construct the social world and self-identity of the buyer 

(Elliott, 1998; O’Shaughnessy and O’Shaughnessy, 2003). Products satisfy the 

buyer’s needs due to their tangible and intangible characteristics that can be 

addressed in advertising messages. Tangible benefits of an offer relate to physical 

and service characteristics of the product, e.g. contents and packaging, units and 

places of sale, hence they can be measured in some way and seen or 

experienced, while intangible benefits comprise image characteristics such as 

prestige, status, confidence and hope and represent the emotional dimension of 

an offer (McDowell Mudambi et al., 1997; Sashi and Stern, 1995).  

 

Apparently, attaching emotionality to the product or service by using emotional 

stimuli in advertising might enable the supplier to gain competitive advantage. This 

is acquired by establishing emotional product differentiation which refers to 

marketing activities causing consumers to differentiate competing brands from one 

another (Kroeber-Riel, 1984a). The author’s findings on consumer goods imply 

that emotional product differentiation is mainly achieved by advertising, but also 

design, packaging of products and other marketing activities. By assigning 

emotional feelings to a certain product or service of a specific company, the 

customer infuses a subjective meaning into it. Emotional advertising appeals have 

been found to enhance this process (Elliott, 1998; Fill, 2006; Holbrook and 

O’Shaughnessy, 1984; Kroeber-Riel, 1984a; Kroeber-Riel and Esch, 2004; 
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Kroeber-Riel et al., 2009; Mitchell and Olson, 1981; O’Shaughnessy and 

O’Shaughnessy, 2003; Zeitlin and Westwood, 1986). A different view is expressed 

by Scott (1994, p. 256), who criticised the fact that the classical conditioning 

approach disregards individual interpretations and judgements of visual stimuli and 

that differences of representation, for instance, by using fictional or metaphorical 

visuals, are not incorporated. However, communication and advertising research 

reviewed in the chapter below reveals visual and verbal concepts of emotional 

stimuli encompassing a wide variety of creative and executional advertising styles, 

thus suggesting a visual approach for the investigation of emotionality in business-

to-business print advertisements in the present study. 

 

 

3.3. Approaches to Emotional Techniques in Advertis ing 

3.3.1. Emotional Advertising Appeals 

Advertisements are considered to have different personalities or “emotional 

profiles” to which the target audience reacts rather homogeneously (Holbrook and 

Batra, 1987, p. 406). The relation to emotions elicited by advertisements occurs 

because emotions are recognised “in terms of physiological responses to external 

stimuli” (Stewart et al., 2007, p. 121). Some authors stress that the emotion lies in 

the viewer and not in the advertisement and describe an emotional advertisement 

in terms of its ability to generate emotional responses in the recipient (e.g. 

Thorson and Page, 1988), or refer to emotions induced by advertisements (e.g. 

Holbrook and O’Shaughnessy, 1984). Others (e.g. Edell, 1988; Richins, 1997) 

underline the capability of dramatic forms of advertising execution to represent a 

wide range of emotions and feelings and the entertaining aspect of advertisements 

for some viewers. In addition, emotions elicited by advertising are not directly 
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experienced and thus of low intensity while the creative execution of 

advertisements draws on the full range of emotions and is more dramatic (Aaker, 

Stayman and Vezina, 1988).  

 

Consequently, emotional advertising appeals do not necessarily have emotional 

impact, even if they have the intention to arouse the recipient, or they may even 

have an unintended impact (Brader, 2006). Hence, the intention of using emotional 

appeals is important and Brader (2006, p. 68) defines emotional appeals as “any 

communication that is intended to elicit an emotional response from some or all 

who receive it”. A similar challenge to find the right definition arose in a consumer 

behaviour study by Chaudhuri (1998). Products were characterised as possessing 

emotions because of their ability to provide positive and negative consequences 

for the buyer in terms of perceived risks and hence have potential to produce 

emotional responses. Likewise, advertisements cannot feel emotions, but 

emotions can be portrayed in them. It is thus a coherent argument that the ability 

of advertising content to arouse feelings of the recipient determines advertising 

content to be emotional, while at the same time this does not necessarily imply an 

emotional response to the advertisement by the viewer.  

 

This reflects the view adopted for the present study about advertising content. It is 

characterised by Heath (2009, p. 64) as follows: 

“…emotional content does not have to produce an overt “emotional” response by 
the consumer: A person does not have to laugh or cry for something in an 
advertisement to be categorized as emotional content.” (Italics in the original) 
 

An advertising appeal is the approach chosen by the advertiser to communicate 

products or services and draw the attention of the audience to the advertisement 

most effectively by making the message interesting or attractive (Belch and Belch, 
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1993; Wells et al., 2006). The appeal aims to move people, arouse their interest 

and “speaks to their wants and needs” (Moriarty, 1991, p. 76), and should thus be 

“consistent with values and tastes of the target audience” (Mueller, 2004, p. 191). 

Advertising appeals are broadly categorised as emotional and rational appeals 

and have been given names like transformational, evaluative or feeling when 

containing emotional messages or informational, factual or thinking when 

containing rational messages (Holbrook and O’Shaughnessy, 1984, p. 47). 

Coulson (1989, p. 21) asserts that many names have been given to this type of 

advertising: “emotional, high feel, soft sell, and mood. It is usually indirect and 

involving, a piece of advertising well liked for its own sake” and he names them 

mood advertisements. He finds that they lie at one end of the continuum with 

rational advertisements conveying facts about the product on the other end. Thus, 

the presentation of advertising messages according to their degree of emotional or 

factual content is expressed in an emotions or an information message content 

strategy (van den Putte, 2009).  

 

The following definition has been widely employed in advertising research 

literature (e.g. Biswas, Olsen and Carlet, 1992; Hong, Muderrisoglu and Zinkhan, 

1987; Thorson and Page, 1988). The definition suggested by Holbrook and 

O’Shaughnessy (1984, p. 47) sees emotional advertisements as building 

“emotional, subjective impressions of intangible aspects of the product” while 

rational advertising appeals express “logical, objectively verifiable descriptions of 

tangible product features”. 

 

A previous and important contribution to the typology of message appeals stems 

from the ancient rhetorician Aristotle (384 – 322 BC). In Rhetorica he distinguishes 
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between ethos (ethical arguments), pathos (addressing passions) and logos 

(logical claims) when constructing communication messages. Aristotle 

demonstrated that the audience can be influenced in its judgments by arguments 

appealing to emotions (Braet, 1992; Fortenbaugh, 2002). He concluded that the 

emotional response involves bodily and cognitive aspects and can be defined as 

intelligent behaviour. In the first chapter of Rhetorica Aristotle defines emotion as  

“…all those (feelings) on account of which men so change as to differ in judgment, 
and which are accompanied by pain and pleasure: for example, anger, pity, fear 
and all other such emotions and their opposites.” (Fortenbaugh, 2002, p. 103)  
 

Extending this thought to emotional appeals as a powerful oratorical instrument, 

Aristotle classified them according to their appeal to either moral principles, 

emotions or the intellect of recipients. Percy and Rossiter (1980) apply this 

distinction of message appeals to advertising. They suggest that ethos stands for 

directing the recipient’s attention to the credible source rather than the message 

itself. Source credibility can be stated by for instance presenting an honourable or 

trustworthy spokesperson. Pathos appeals target feelings, values or emotions of 

recipients. Messages containing pathos appeals can be found frequently in 

advertising, emphasising offers contributing to personal well-being, the quality of 

an offer or stimulating emotional responses. Finally, drawing conclusions based on 

logical arguments contained in the message refers to logos. 

 

According to more cognitive or more affective elements, Puto and Wells (1984) 

refer to advertisements as informational or transformational. The authors remark 

that any advertisement most probably includes information (for instance, the brand 

identity). However, they make a distinction and define informational 

advertisements to contain factual and relevant data, which is verifiable and 

presented in a clear and logical style. A transformational advertisement links the 
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use of a particular brand with an emotional experience that is different to using 

another brand, hence transforming the consumption experience, a concept which 

has been used by others to assess effects of transformational advertisements 

(see, for instance, Aaker and Stayman, 1992; Edell and Burke, 1987; Laskey et 

al., 1989; Rossiter and Percy, 1991). Puto and Wells (1984) compare 

transformational advertisements to mood, emotional, feeling, or image 

advertisements. A transformational advertisement enriches the use of the product 

with warmth, excitement and enjoyment. It is characterised by an intensive 

connection between the experience of using the product and the experience 

generated in the advertisement and is dominated by psychological elements, for 

instance lifestyles of product users, images like quality, status and prestige of the 

brand, or situations and experiences connected to using the brand (Belk and 

Pollay, 1985; Laskey et al., 1989). Informational messages are rational and 

product-oriented, emphasising key attributes and the associated benefits, while 

emotional messages are customer-oriented and based upon feelings and 

emotions (Baines et al., 2008). Thus, instead of pointing out product features, as 

rational appeals do, emotional appeals in advertising generate a good feeling 

associated with utilising the product or service (Albers-Miller and Stafford, 1999a; 

Calder and Gruder, 1989; Stafford and Day, 1995). Furthermore, visual patterns 

like human facial expressions or human body postures are characteristic for the 

expression of emotion and are also capable of stimulating emotions when they are 

portrayed (Damasio, 2000). Consequently, a wide array of possibilities opens up to 

represent emotional content in advertising, as Heath (2009, p. 64) suggests: 

“This might range from people expressing love, anger, excitement, boredom, 
curiosity, appreciation, or amusement; to situations that are humorous, poignant or 
dramatic; to visuals that are elegant or beautiful; to footage that is beautifully shot 
with high production values; to background music that is just plain nice to listen to.” 
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Rational appeals are more factual and logical, presenting advertising information 

in an objective and straightforward way. Rational appeals address functional or 

practical needs while emotional appeals connect to emotions such as “security, 

esteem, fear, sex and sensory pleasure” (Wells et al., 2006, p. 340) and target the 

feelings of the recipient. Both types of appeals aim at persuading the consumer in 

terms of developing and changing attitudes (Heath and Hyder, 2005; Stern, 

Krugman and Resnik, 1981). However, emotional message-based advertising is 

recognised as consistently strengthening brands more than informational 

advertising does (Heath et al., 2009). According to the strategic focus of the 

advertiser, rational as well as emotional components can be found in 

advertisements (Brader, 2006; Woll, 1997).  

 

The emotional - rational framework is regarded as a constructive and plausible 

distinction in advertising research (Goldberg and Gorn, 1987; Liebermann and 

Flint-Goor, 1996) and has been utilised as a basis for the comparison of different 

appeals employed in advertising (Albers-Miller and Stafford, 1999b). However, an 

advertisement can be more rational or more emotional – depending on how the 

advertising message is accentuated – but never purely rational or emotional 

(Gordon, 2006; Pechmann and Stewart, 1989; Rossiter and Percy, 1987; Schierl, 

2005; Stewart et al., 2007). Addressing this dilemma Wells et al. (2005, p. 188) 

state that  

 “…some ads may use an emotional strategy; others are informational. But 
sometimes the message needs to speak to both the head and the heart.”  
 

Zeitlin and Westwood (1986) regard any form of advertising – even seemingly 

pure factual – to have emotional content relating to, for example, anticipation and 

acceptance. In their view, every advertisement evokes some emotion and thus 



93  

cannot be neutral. Brader (2006) questions the possibility to create an 

advertisement without emotional content. He therefore uses the term 

“unimpassioned” (Brader, 2006, p. 11) to imply that passion is not completely 

absent in the advertisement, although the appeal is not explicitly impassioned. 

Others argue that any communication contains informational as well as emotional 

meanings with variable balance (Chen, Shen and Chiu, 2007; Holbrook and 

O’Shaughnessy, 1984; Schierl, 2005; Vakratsas and Ambler, 1999) and that 

persuasion can be produced by rational as well as emotional advertising 

components, which provide arguments that reduce purchase risks (Chandy et al., 

2001). This view corresponds with Damasio (1999) and Buck et al. (2004), who 

see cognitive and affective processes as interrelated and triggered by emotional 

and rational stimuli and question the traditional feeling - thinking distinction. 

Earlier, the intentions of advertising have been revealed by Kaldor (1950, p. 4) as 

follows:  

 

“all advertising is persuasive in intention (i.e. it is supplied with a view to finding 
prospective buyers), and all is informative in character (in the sense that it supplies 
some information, even if it is only the name of some firm or product). But with 
some advertising, the motive of persuasion is very large, while with others (such 
as classified advertising, price-lists or directories) it is relatively small”. 
 

However, Meyers-Levy and Malaviya (1999, p. 59) emphasise that “persuasion 

does not rest in an advertising message per se but rather depends on the 

particular mental processes that an ad recipient invokes”. Persuasion which is 

defined of an alteration of “attitudes and behavior through information” (Cacioppo, 

Berntson and Petty, 1997, p. 679) is achieved by influencing recipients in order to 

change their preferences and judgements. Simplifying, communication can be 

presented in a rational or an emotional manner, thus not the type of information 

but its relevance to the recipient determines if the argument is persuasive or not 
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(Cacioppo and Petty, 1989). Nevertheless, the emotional tone of the message and 

the technique used to convey emotionality in print advertising is of interest in the 

present study and not the recipient processing the advertising message. 

Therefore, central or periphal routes to persuasion (e.g. the Elaboration Likelihood 

Model or other models of information processing) will not be discussed in this 

study (for a thorough review of concepts of attitudes and persuasion see Petty, 

Wegener and Fabrigar (1997), for descriptions and discussions of various models 

of processing advertising see, for instance, Cacioppo and Petty, 1989; Cacioppo 

et al.,  1997; Heath, 2009; Heath and Feldwick, 2008; MacInnis and Jaworski, 

1989; Meyers-Levy and Malaviya, 1999; Petty and Cacioppo, 1986; Vakratsas and 

Ambler, 1999). 

 

According to Wells et al. (2006) the message objective related to affective 

advertising is to touch emotions and create feelings. Furthermore, the use of 

emotional stimuli in advertisements should aim to generate buying behaviour by 

addressing underlying buying motives (Percy, 2001). Accordingly, evoking 

responses such as love, fear, anxiety, envy or sexual attraction are the objective of 

emotional advertising strategies. These “soft sell strategies” (Wells et al., 2006, 

p.340) focus on the psychological attraction the product or service for the target 

audience. Emotional television commercials, for instance, entertain the audience 

with song-and-dance messages, drama and humour and aim at intensifying liking 

for the product. Kotler et al. (2005, p. 732) describe emotional themes in marketing 

communication as an “attempt to stir up negative or positive emotions that will 

motivate purchase”. Named examples for emotions in message contents are fear, 

guilt, shame, love, humour, pride and joy appeals. Some authors (Holbrook and 

Batra, 1987; Holbrook and O’Shaughnessy, 1984) employ the Pleasure-Arousal-
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Dominance (PAD) framework by Mehrabian and Russell (1974) to classify 

emotional advertising content. Holbrook and Batra (1987, p 410), who present a 

comprehensive list of advertising appeals, changed dominance to domination (in 

terms of being dominated), and grouped the emotional responses representing 

pleasure (pride, gratitude, affection and joy), arousal (involvement, interest, 

activation and surprise) and domination (sadness, fear, helplessness and disgust). 

The advertisements were broadly described as emotional (evaluative, trying to 

create a mood), threatening or problematic (using fear appeals or suggesting a 

solution to a problem and showing benefits), mundane (expected and dull 

appeals), sexy (erotic or beauty appeals, aiming at fantasies), cerebral (referring to 

company image or reputation, informative appeals), and personally relevant 

messages (e.g. appealing to health or well-being). Finally, an overview of selected 

definitions of emotional advertising appeals is given in Table 6, displaying the 

plurality of definitions of emotional advertising content.  
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Table 6 Selected Definitions of Emotional and Rational Advertising Appeals in Advertising 
Research 
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Table 6 Selected Definitions of Emotional and Rational Advertising Appeals in Advertising 
Research (continued) 
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Table 6 Selected Definitions of Emotional and Rational Advertising Appeals in Advertising 
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Considering these premises, the lack of clear definitions of rational and emotional 

advertising appeals is not surprising. No explicit definition can be found in studies 

of business-to-business advertising research. Consequently, several authors (e.g. 

Brader, 2006; De Pelsmacker and Geuens, 1997; Johar and Sirgy, 1991; Leiss et 

al., 1990; Mortimer, 2008; Woll, 1997) remark that – despite various concepts of 

advertising messages – up to now there is still no comprehensive classification of 

advertising appeals or consistent use of concepts. 

 

 

3.3.2. The Emotional – Rational Framework of Advert ising Appeals 

Even though a classification of advertisements as either rational or emotional is 

occasionally regarded as too simplistic (Pechmann and Stewart, 1989), and other 

categories like compound, complex and sophisticated have been proposed (see 

Dyer, 1982, pp. 89 for a description), the broad categorisation of advertising 

appeals as rational (or thinking) and emotional (or feeling) is commonly used in 

advertising research (Bagozzi et al., 1999; Coulson, 1989; De Pelsmacker and 

Geuens, 1997; De Pelsmacker, Geuens and van den Bergh, 2005; Goldberg and 

Gorn, 1987; Golden and Johnson, 1983; Holbrook and O’Shaughnessy, 1984; 

Mortimer, 2008; Percy and Elliott, 2005; Percy, 2003; Turley and Kelley, 1997; 

Woll, 1997; Yoo and MacInnis, 2005). Several authors (e.g. Albers-Miller and 

Stafford, 1999a; Pechmann and Stewart, 1989) locate its origin in a publication by 

Copeland (1924), who proposed that products are bought either for rational or for 

emotional reasons. Consequently, the expression of emotion in advertising has 

been an issue since. Accordingly, advertising content is categorised into two 

general dimensions, an informational or cognitive dimension and an emotional or 

feeling dimension. Both dimensions contain verbal and non-verbal components. 
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However, the informational-logical advertising appeals verbally communicate 

rational and logical arguments, and uses non-verbal components to complement 

and elucidate the verbal message. The emotional or feeling dimension, 

conversely, utilises mainly non-verbal components and 

“is generally expressed in the form of emotional appeals or messages imbued with 
content designed to elicit, reinforce and transfer feelings.” (Stewart et al., 2007, p. 
122) 
 

Johar and Sirgy (1991) regard the distinction into thinking and feeling advertising 

appeals as the most common approach. They describe advertising strategies as 

either highlighting functional features of the product or as creating an image of the 

product user. Functional, more rational advertising appeals are utilitarian and 

inform product users about key benefits of the product. Feeling advertisements 

utilise value-expressive or image appeals and focus on symbolic communication. 

Value-expressive strategies aim to establish a product personality or to create an 

image of the user of the advertised product or the corporation producing it, thus 

shaping its public impressions by using emotive visuals.  

 

An informational – emotional (or thinking – feeling) dichotomy characterising the 

nature of advertisements is suggested as “fruitful” by Goldberg and Gorn (1987, p. 

388). The authors employ definitions by Golden and Johnson (1983) and regard 

advertisements as informational, if they contain fact-based or thinking-oriented 

appeals and as emotional, if their appeals are image-based and feeling-oriented. 

Golden and Johnson (1983) see thinking advertisements as containing objective 

appeals, e.g. the benefits of use, and thus addressing the rationality of consumers, 

while feeling advertisements create a mood and appeal to emotions by employing 

music or drama. However, advertising practitioners have long regarded feeling and 

thinking as complementary and interrelated (Ambler et al., 2000; Vaughn, 1986), 
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as separate parts within the same continuum and utilised this to create appropriate 

communicative strategies (Barry, 2005; Fill, 2006).  

 

For the selection of an appropriate advertising appeal an advertising 

planning matrix on the basis of theories of brain specialisation and 

involvement, the FCB Advertising Planning Grid was developed by Vaughn 

(1980), who then worked for the advertising agency Foote, Cone, & Belding 

(FCB). In this matrix, known as the contingency approach (Holbrook and 

O’Shaughnessy, 1984) consumer buying decisions are based on a relative 

degree of thinking and feeling, representing more cognitive elements or 

more affective elements in the decision-making process. The relative 

importance of the buying decision ranges from high to low, expressing the 

involvement of the consumer in terms of familiarity or experience with the 

brand and the product category. Involvement characterises the extent to 

which a consumer thinks about a product or a buying decision, the degree 

of personal relevance and the extent to which a buying decision or an 

inadequate brand choice is associated with a level of perceived risk (De 

Pelsmacker et al., 2005). The four quadrants of the FCB grid represent 

different types of consumer decision-making and demand specific 

advertising approaches. Figure 6 shows the modified matrix after Vaughn 

(1980) as suggested by Barry (2005, p. 55), who refers to the impact of 

advertisements on the right brain hemisphere by using visual images. 

Furthermore, social and marketing research enables the advertiser to 

position products and services on the grid and to employ an appropriate mix 

of emotional and rational advertising appeals. 
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Figure 6  Advertising Planning Grid after Vaughn (1980)  

(Source: Adapted from Barry, 2005, p. 55; Vaughn, 1980, 1986) 

 

An alternative to the FCB grid was presented by Rossiter, Percy and 

Donovan (1991) who suggested a strategic grid, the Rossiter-Percy grid 

exhibited in Figure 7. While the FCB grid focuses on the attitude of the 

consumer toward brands, the Rossiter-Percy grid incorporates brand 

awareness as a prerequisite to brand attitude and Rossiter et al. (1991) 

emphasise the role that advertising plays in creating brand awareness. They 

postulate that brand awareness involves brand recognition (recognising and 

choosing the brand at the point of sale) and brand recall (remembering the 

brand before the actual purchase) and must be included in advertising 

creative tactics prior to creating a brand attitude (e.g. by showing the 

package visually for recognition or by creating associations to the brand for 

recall). A further distinction relates to the type of buying motivation in terms 

of choosing a product category or choosing a brand.  
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Figure 7  The Rossiter-Percy Grid  

(Source: Adapted from Rossiter, Percy and Donovan, 1991, p. 13) 

 

Considering the relevance of the advertisement to personal goals of buyers, 

motivation designates their interest in the information the advertisement 

contains and their willingness to process it (Chandy et al., 2001). Rossiter et 

al. (1991, p. 15) illustrate this as follows: The 

 “purchase of an automobile, the product category, is generally due to the 
straightforward informationally-based problem-removal motive (convenience 
of transport), whereas choice of particular brands or models of automobiles 
is likely to depend in a more complex way on transformationally-based 
sensory gratification or social-approval motives (manifest in benefits such as 
attractive appearance, exciting power, admiration by others, and so forth).” 
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Furthermore, the authors classify the type of buying decision into high and 

low involved which – in contrast to the FCB grid – represents solely the 

perceived risk by the target audience. Buying motivation “that drives 

consumers in connection with different purchases” (Hansen, 2005, p.1428) 

encompasses informational and transformational dimensions, implying 

different advertising message strategies. Buying motives are informational 

or negative with the intention to avoid or solve problems, and can be 

satisfied by informing about the product or brand. Transformational or 

positive buying motives refer to social approval, sensory gratification or 

intellectual stimulation and are defined as 

“(positively reinforcing) purchase motives that promise to enhance the brand 
user by effecting a transformation in the brand user’s sensory, mental, or 
social state” (Rossiter et al., 1991, p. 16). (Brackets in the original) 
 

Informational buying motives involve negative emotional states like anger, 

fear or disappointment which advertising message strategies can employ to 

subsequently generate positive feelings like relief, relaxation or optimism 

related to purchasing and using the advertised brand, while transformational 

advertising induces positive feelings like excitement, joy or pride (Percy and 

Elliott, 2005; Rossiter et al., 1991; Rossiter and Percy, 1997). 

 

As a conclusion, Rossiter et al. (1991) recommend avoiding the use of emotional 

advertising appeals for high involvement, utilitarian products. The authors assert 

that for products in every quadrant of their advertising planning grid an emotional 

portrayal of the purchase motivation should be considered in the advertising 

execution and posit that 

“this reflects the fact that all advertisements represent a balance between so 
called “rational” and “emotional” stimuli in ads” (Rossiter et al., 1991, p. 18).  
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The authors then relate their grid to the construct of lecture (persuasion via 

reasoned argument) and drama (persuasion by an expression of feeling and 

rewards associated to buying the advertised brand) advertising execution styles 

(Wells, 1989) and discourage the use of drama executions for low- and high-

involvement informational advertising.  

 

However, new insights contradict the recommendations of the advertising planning 

grids, which regard emotional appeals as inappropriate for high involvement and 

utilitarian products. For example, Geuens et al. (2010) challenge the notion that 

emotional advertising appeals should not be used for low involvement and hedonic 

products, as recommended in the advertising planning grids. The findings of their 

study indicate that the use of emotional advertising appeals must be broadened 

and that restrictions to low involvement products are not necessary. In terms of 

attitude toward the advertisement and brand attitude, emotional advertisements 

are effective both for feeling (hedonic), low involvement products and for thinking 

(utilitarian), high involvement products. The authors conclude that differences in 

communication effects reside less in the use of emotional versus non-emotional 

appeals but in associations the products themselves evoke. Buck et al. (2004, p. 

656) claim that involvement as the “quality and depth of cognitive processing” 

includes thinking and feeling and conclude that emotion plays an important role in 

persuasion irrespective of promoting more high or more low involvement product 

types. 
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3.3.3. Advertising Research on Emotional and Ration al Advertising 

Messages 

The executional style plays an important role in the portrayal of emotions in 

advertisements. Two creative approaches to attract the viewer’s interest in 

advertising are introduced by Kover (1995, pp. 599). The subverting approach, 

which uses more conventional, charming or only slightly disturbing emotions and is 

designed to “slip past the guard of indifference” and the forcing approach, an 

extreme and surprising form of emotional advertising content, “jolting the viewer 

into paying some initial attention”. Leiss et al. (2005) emphasise the patterns of 

representation of people and products in advertising and how their relationship is 

constituted. The authors identify four basic advertising formats, which differ in their 

textual and visual mode. The first format focuses on the information about the 

advertised product or service, while the three other formats juxtapose the product 

with a person or a situation (Leiss et al., 2005, pp. 175): 

(1) The Product Information Format: The product or service advertised is at the 
centre of attention, the advertising elements aim to explain the product and 
its utility. 

(2) The Product Image Format: Instead of showing elements or benefits of the 
product, its quality is expressed by placing the product in a symbolic context 
and thus imparting additional meaning to the product. Frequently, the 
symbolic context is achieved by association, narration or juxtaposition and 
is typically conveyed by a natural or social setting. Examples are 
background visuals depicting landscapes or people as part of a social 
setting. 

(3) The Personalised Format: This type of advertisement creates a direct link 
between the product or service and a human personality. Products are 
interpreted by the relationship that people establish to using the product, 
such as social admiration or pride of ownership. This relationship depends 
largely on the type of personality depicted, e.g. typical users, models, 
celebrity endorsers or typical groups like businesspeople. 

(4) The Lifestyle Format: The focus on social context expresses behaviour 
typical for a group or in a certain situation. This type of advertisement 
combines the aspects of product, person and setting in a social context 
rather than emphasising the use or utility of the advertised product or a 
specific user. 
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Employing the concept of communicating through symbols Moriarty (1987) defines 

emotional visuals in print advertising as symbolic. Appeals are named symbolic 

because these symbols have meanings assigned to them, “substituting a visual 

form for a more complex concept” (Moriarty 1987, p. 550). In advertising, symbols 

are visible signs which represent something “that is itself not apparent to the 

senses” (Leiss et al., 2005, p. 227) and unfold their meaning in situational contexts 

(Scott, 1994, p. 264). Thus, symbolic communication refers to a “socially shared 

system of symbols” (Caudle 1989, p. 143), which is frequently expressed in 

intentional (in contrast to spontaneous) nonverbal behaviour. 

 

Symbolic visuals create associations, use metaphors, tell stories, or apply 

aesthetics. Metaphors convey their meaning by analogy (using like or as) and 

explain one thing (objects or thoughts) in terms of something else using words and 

/ or pictures thus, metaphors equate two things which are literally different but 

illuminate the intended meaning (Berger, 1995, 2007; Cook, 1992; Forceville, 

1994, 1996; McQuarrie and Mick, 1999; Zaltman and MacCaba, 2007). Thus, one 

thing can be understood in terms of another thing. A metaphor consists of “a 

‘literal’ primary subject and a ‘figurative’ secondary subject” (Forceville, 1996, p. 

108) (quotation in the original) and a verbal anchor, usually a headline, enhances 

its understanding. As an example, Zaltman and MacCaba (2007, p. 135) describe 

the picture of a butterfly to signify the gentleness of a product in an advertisement. 

Kaplan (2005, pp. 172) describes three techniques how visual metaphors are 

created in print advertising: 

·  Modification of physical characteristics from one pictorial element to 
another,  

·  Pictorial elements are shown in an inappropriate or unexpected setting, 
·  Juxtaposing pictorial elements in order to compare them. 
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The strength of visual metaphors in advertising is their ability to create pleasure 

when viewer try an interpretation of the message presented in the advertising 

visual (Phillips, 2003) and Hirschman (2007, p. 231) recommends to use 

metaphors as a strategic tool in advertising. 

 

Further types of symbolic appeals create associations and thus contain 

emotionality by portraying a special type of person using the product, or the 

product is depicted connecting to a certain lifestyle, a special person or a situation. 

Associations can also be created by depicting celebrities or spokespeople, who 

add glamour or authority to the message. In contrast she classifies visuals as 

rational or literal which depict the product, its logo or package, describe the 

product or demonstrate its use. The product demonstration can be performed by a 

person, thus the context, in which a person is depicted needs to be considered as 

conveying emotionality or, for instance, demonstrating the use of a product in a 

more rational context (Moriarty, 1987).  

 

Focusing on message structures of television commercials, Shimp (1976) 

developed four general methods of presentation, which Aitken, Lawson and Gray 

(2003) consider the most comprehensive and reliable typology of executional 

advertising styles with mutual exclusive categories. Despite not classifying the 

messages as emotional or rational, Shimp (1976, pp. 32) delivers useful definitions 

which enlighten the Moriarty (1987) classification of advertising appeals. The 

author defines individual-oriented messages with persons acting as a 

spokesperson or endorsing the product, consuming the product or shown 

associated to it. Story-oriented messages refer to advertisements which narrate 

(describe places or events) or dramatise (portray life) a story. The third method of 
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presentation is product-oriented and emphasises specific product features or the 

entire product. Finally, technique-oriented messages utilise fantasy and analogy. 

The fantasy-technique places the product as an object of dreams, with imaginative 

characters and a super-natural plot. The analogy-technique compares the product 

to an unrelated item. Thus, specific features of a product are suggested by 

associating it to an analogous object. As Shimp (1976, p. 33) points out 

“…advertisements which compare the product to a beautiful woman, a fine animal, 
a precious jewel are conveying the sales message analogy”. 
 
Accordingly, the following advertising components are recognised to create 

emotions, however, only some are relevant for print advertising (Thorson, 1999, p. 

211): 

·  Actors and actor relationships 
·  Scenes / stories 
·  Announcers 
·  Music 
·  Cinematography (camera angle, film speed, focal subject, sound effects 

and special visual effects) 
·  Product references (benefits, attributes and role of the product, mention of 

brand name) 
·  Sexual content 
·  Challenges to the consumer’s self-esteem 
·  Language style 
·  Visual and verbal interactions 
·  Commercial length and rhythm. 

 

Coulson (1989, p. 22) chose a simple categorisation and asked respondents to 

rate a commercial as emotional if it “makes me ‘feel’ rather than ‘think’”. A typology 

regarding the processing of appeals is proposed by Park and Thorson (1990) in 

their examination of television commercials and audience responses. The authors 

classify advertisements according to five executional styles. Associational 

advertisements (linking the brand with emotional attributes which are not usually 

part of the product, such as nature as a background visual), satisfaction 

advertisements (people are depicted achieving their goals by using the brand and 
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thus experiencing personal fulfilment), demonstration advertisements (performing 

product features), comparison advertisements (comparing the product to its 

competitors), and testimonial advertisements (an individual declares to use the 

product, believing in its quality). Their findings show that associational and 

satisfaction advertisements produce significantly more emotional responses and 

positive attitudes toward the advertisements than demonstration, testimonial, and 

comparison advertisements. Moriarty (2005) refers to lifestyle advertising to 

describe the use of associative visual elements. The product, e.g. a certain car, is 

depicted on a denotative level, while associative visual elements like elegant 

clothes or impressive buildings connote quality, status and a premium price 

product. Hence, lifestyle refers to objects and symbols of everyday life like clothes, 

cars, food and restaurants, decoration of homes etc. (Berger, 2007). Thus, the 

main part of the visual message is conveyed by associating nonverbal elements 

such as accessories, inanimate objects or buildings to the product on the 

connotative level. Association establishes relations between (pictorial) elements of 

the advertisement and the advertised product or service by using symbolism and 

conditioned learning and thus creating brand meaning. Thus, visual or verbal 

elements relate to characteristics of the brand, discuss its benefits, depict people 

using the product, or generally associate anything distinct from the product like 

symbols of lifestyle that create a symbolic meaning of the brand (Belk and Pollay, 

1985; Bulmer and Buchanan-Oliver, 2006 Preston, 1982; Wells et al., 2006).  

 

In their studies of print advertisements Cutler and Javalgi (1992, 1993, and 1994) 

employ the rational-emotional categorisation of process appeals suggested by 

Moriarty (1987). In addition, Cutler and Javalgi (1993, p. 64) distinguish between 

emotional content appeals (“adventure, contest, duty, fear, humour, romance, 
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sensuous / sexy, and status”) and rational content appeals (“comfort, convenience, 

ease of use, economy, good taste / flavour, health, multiple-use product, 

profitable, quality, reliability, safety, time-saving, and variety of choices”), a 

categorisation of advertising appeals suggested by Moriarty (1991). 

 

Leiss et al. (1990) characterise advertisements as rational if they highlight product 

qualities, utility of the product, or a description or demonstration of benefits, price 

or comparison with other products. Additionally, the authors note worry appeals or 

expert appeals as rational. Depicting a person “before and after using the product” 

(Leiss et al., 1990, p. 267) and thus demonstrating the benefit of the product 

visually is categorised as a rational appeal. Fill (2006) differentiates between 

functional and expressive (or symbolic) positioning of a brand. While functionally 

positioned brands are communicated utilising rational appeals which emphasise 

their features and benefits, expressive brands use emotional appeals and stress 

the “ego, social and hedonic satisfaction” of the brand (Fill, 2006, p. 375).  

 

Mainly referring to consumer products, Baines et al. (2008, p. 448) present a 

classification of emotion-based and information-based advertising appeals, which 

is introduced in Tables 7 and 8. Accepting that most advertisements employ both 

emotional and rational appeals, the authors recommend using information-based 

appeals when the purchase is of high relevance to the customer, thus 

experiencing high involvement, while emotion-based appeals are suitable for low-

involved audiences. According to the authors, frequently both communicative 

strategies are needed to draw attention to the advertisement and to enhance the 

process of decisions making. 
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Table 7 Information-Based Advertising Messages  
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Table 8 Emotion-Based Advertising Messages  
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The most frequently used categorisation of information (as contrasting to emotion) 

in advertising was developed by Resnik and Stern (1977). The authors defined 

fourteen informational categories in their content analysis of television advertising. 

Abernethy and Franke (1996) found almost sixty studies to analyse information 

content of advertisements employing the Resnik and Stern typology. Stern et al. 

(1981) define the fourteen categories in detail to facilitate coding and consider 

advertisements as informative when containing only one of the informational 

appeals described in their classification system. However, advertising strategies 

can involve both informational and emotional appeals at the same time and thus 

“speak to both the head and the heart” (Wells et al. 2006, p. 188) to position a 
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brand (Fill, 2006; Kroeber-Riel and Esch, 2004; Rossiter and Percy, 1997; Woll, 

1997).  

 

Furthermore, Stern et al. (1981) assume that advertisements containing 

information allow consumers, after reading advertisements, to make intelligent 

purchasing decisions between offered alternatives. This is, among others (e.g. 

Golden and Johnson, 1983; Stafford and Day, 1995), supported by Abernethy and 

Franke (1996), who see informative advertisements as helping to reduce 

uncertainty. More recent research (Damasio, 1999; Kenning and Plassmann, 

2005) is concerned with the necessity of emotions in decision-making processes. 

Hence, in the discussion of bringing forward ‘right’ decisions and reducing 

uncertainty in purchasing situations emotional appeals in advertising need to be 

considered. As stated above, informational advertising appeals can produce 

persuasion just as emotional appeals can, as both may reduce risks connected to 

the buying decision (Gelbrich, 2007). However, this study aims not to classify 

advertisements perceived as emotional or rational by viewers but to detect 

emotional components in business-to-business print advertisements, accepting 

that they may contain rational and emotional stimuli at the same time.  

 

The approach to examine rational and emotional appeals present in 

advertisements, and not to undertake an overall classification of an advertisement, 

was also chosen by Albers-Miller and Stafford (1999a), as they assumed that 

rationality and emotionality may not be an appropriate dichotomy for the cultures 

they analysed in their study. Accordingly, a typology of emotional and rational 

stimuli in print advertising must be established to distinguish them and to allocate 

components in advertising as either rational or emotional. The Resnik-Stern 
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criteria to evaluate advertising appeals as informative are listed and defined in 

Table 9. 

Table 9 Resnik-Stern Typology for a Classification of Advertising as Informative or Non-Informative 
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(Source: Stern, Krugman and Resnik, 1981, p. 40; Resnik and Stern, 1977, p. 51) 

 

These criteria have been applied to different product categories, consumer durable 

and non-durable goods, services and other categories and to different media 

studies (see Abernethy and Franke 1996 for a content analysis on the information 

content in advertising), however, studies on business-to-business advertising for 

products and services have so far not used the Resnik-Stern typology of 

informative appeals. Cutler and Javalgi (1994) classified business-to-business 
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advertisements as emotional or rational according to the above cited criteria by 

Moriarty (1987), while Turley and Kelley (1997), for instance, in their comparison 

of business-to-business versus consumer services advertisements used the 

classification of Cutler and Javalgi (1993).  

 

The Resnik-Stern typology was also utilised by Biswas et al. (1992) when 

comparing the content and expression of American to French print 

advertisements. In order to classify advertisements as emotional, Biswas et al. 

(1992) employed the Mood Rating Scale developed by Plutchik (1980). Emotional 

intensity of print advertisements was determined by measuring the emotional 

response of coders according to eight items (“happy, fearful, pleasant, angry, 

interested, disgusted, sad and surprised”). Then the coders judged the degree of 

their emotional arousal on a five-point scale from one (“does not make me feel at 

all”) to five (“makes me feel very strongly”) (Biswas et al. 1992, p. 75). Additional 

appeals to be identified were sex and humour of advertisements. Sex appeals 

were coded as being depicted verbally or visually, as portraying nudity and a 

romantic or non-romantic setting. If the advertisement contained humour, it was 

rated to be expressed in words or in pictures only or in a mixture of both. Biswas et 

al. (1992) found the expression of sex appeals to be higher represented in French 

than in American advertisements.  

 

The Plutchik (1980) Mood Rating Scale and the Resnik-Stern typology were also 

employed in a study of emotional, informative and comparative advertising 

expressions in Japanese and American magazine advertisements (Hong et al., 

1987). Another study on the influence of home-country culture on advertising 

strategies and tactics in foreign markets (Graham et al., 1993) used the Resnik-
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Stern typology to classify print advertisements as informational, while the use of 

pictures with facial expressions (frowns or smiles) and the use of metaphors were 

coded as emotional. The authors state that a metaphor in an advertisement  

 

“…suggests the effect or experience of product use through an association of the 
product with a person or an atmosphere that is neither directly nor literally related 
to the product” (Graham et al., 1993, p. 10). 
 
 

In a more recent study, Lai Man So (2004) adopted and modified the Plutchik’s 

Mood Rating Scale used by Biswas et al. (1992) and the Resnik-Stern typology to 

investigate differences in emotional and informational appeals of print advertising 

in Australia and Hong Kong. However, different to Biswas et al. (1992) the study 

aims to identify the expression of emotions in advertising and not the emotional 

response to advertisements. According to changes in creative advertising styles 

the mood items were modified to include (1) happy, pleasant, delicious, (2) sexy, 

(3) sensational, (4) sad, (5) interested, (6) irritated, disgusted, and (7) others (Lai 

Man So, 2004, p. 49). Results indicate, that Australian magazines employ more 

emotional appeals than Hong Kong magazine advertisements whereas the most 

applied appeal in both countries is ‘happy, pleasant, delicious’. The author 

supplied coders with definitions of the mood items for their observations, but the 

study does not inform, if the expression of the appeal was presented in a verbal or 

pictorial manner. Table 10 explicates the definitions of mood items employed by 

Lai Man So (2004, p. 51). 
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Table 10 Adaptation and Modification of Plutchik’s (1980) Mood Rating Scale  
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In spite of its inconsistent use, Holbrook and Westwood (1989) regard Plutchik’s 

(1980) classification of emotions as appropriate to measure both the content of 

and the response to emotional advertisements. The authors state that the 

consumption of any product or service (defined by Richins (1997, p. 130) as 

“directly experienced emotions that result from the consumption of products”) 

involves experiences of emotions such as love, hat, anger joy, sadness, pleasure, 

disgust, interest, and surprise. These experienced emotions can then serve as a 

basis for advertising appeals, incorporating an image of a product or service. 

Holbrook and Westwood (1989) present Plutchik’s (1980) typology of single and 

distinguishable emotions to classify emotional content of advertisements, which is 

of interest to the investigation of emotional stimuli in the present study. The 

authors refer to eight primary (or basic) emotional types (acceptance, disgust, fear, 

anger, joy, sadness, anticipation, and surprise) which can be combined to obtain 

secondary emotions like love (joy blended with acceptance) or pessimism 



118  

(sadness blended with anticipation). Examples of emotional contents of 

advertisements for each of the primary emotions are:  

·  Acceptance (for food commercials stressing healthy feelings),  
·  Disgust (in cleaning products advertisements, rejecting unpleasant stimuli),  
·  Fear (promoting life insurances),  
·  Anger (removing barriers to satisfy needs in a bank advertisement),  
·  Joy and sadness (for instance, a boy with his dog or a son telephoning his 

mother) often appear as combined stimuli in advertisements,  
·  Anticipation as a stimulus is concerned with exploration, whereas  
·  Surprise seeks to get attention.  

 

In Izard’s (1977) terminology, guilt is a basic emotion and most common across 

cultures. Huhmann and Brotherton (1997) found guilt appeals mainly to advertise 

charities and health-related products and to appear in news and general editorial 

magazines. The authors identified four types of “guilt statements” in form of verbal 

appeals (Huhmann and Brotherton, 1997, pp. 37):  

·  Statement of fact: circumstances or information produces guilt in the 
audience, 

·  Statement of action: personal behaviour is reported that should or should 
not happen, 

·  Suggestion: Proposes future action or behaviour, 
·  Question: Questions about behaviour, feelings or thoughts. 

 

Visual elements identified in the study include (Huhmann and Brotherton, 1997, p. 

43): 

·  Depiction of a person feeling guilty with whom the reader identifies 
·  Depiction of a person blaming the reader fro some transgression 
·  Depiction of situations in which someone suffers due to the reader’s action 

or inactivity.  
 

Accordingly, visual techniques are used to create guilt, for instance, by showing a 

sad puppy to ask for donation for animal shelter or to attract attention for the 

advertising message, for instance, by depicting a crying baby. Again based on 

Plutchik’s (1980) eight primary emotions, Zeitlin and Westwood (1986, p. 41) 

identify eight common patterns of emotional communication in advertising, which 
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carry either a hedonic tone (joy, acceptance, anticipation) or a negative tone 

(anger and disgust). Combining primary emotions, emotional advertisements 

comprise the following characteristics: 

·  Happiness and Pleasure (Joy emotion), 
·  Straight Product Sell (Acceptance plus Anticipation), 
·  Trust Me (Acceptance), 
·  Sentimentality (Acceptance plus Joy), 
·  Cerebral Involvement (Anticipation), 
·  Love That Product, Hate That Ad (Acceptance, Joy, or Anticipation, plus 

Anger and Disgust), 
·  Selling Through Fear (Fear Plus Sadness), 
·  Outrage (Anger, Disgust, and Surprise), 
·  Sexy (Sexual Motivation: positive emotions for men, negative for women). 

 

Other than Zeitlin and Westwood (1986) and Holbrook and Westwood (1989), De 

Pelsmacker and Geuens (1997) regard the Plutchik (1980) typology of emotions 

as primarily representing reactions to advertising stimuli rather than a typology to 

classify emotional content of advertisements. De Pelsmacker and Geuens (1997) 

analysed the use of emotional and informational appeals in Belgian print 

advertisements of consumer products covering twenty years. The objective of their 

study was to evaluate the similarity of advertising strategy over time considering 

content and techniques and product categories. The authors criticised that 

research had failed to establish a widely accepted framework of emotional appeals 

in advertising or a degree of utilisation of different types of emotional advertising 

appeals so far. Currently, there is still no commonly used classification system, 

which is comparable to the typology of informational appeals by Resnik and Stern 

(1977), in spite of the frequency of emotional appeals used in advertising. De 

Pelsmacker and Geuens (1997) employed the Resnik-Stern typology to identify 

informational appeals in their study.  
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Drawing from literature, the authors suggest a new typology to investigate the 

emotional content of print advertisements using an “emotional technique” (De 

Pelsmacker and Geuens, 1997, p. 125). The authors focus on emotional 

categories (humour, warmth, nostalgia, eroticism, provocation and fear), as these 

appeals have been investigated comprehensively and can thus serve to classify 

emotional advertising content. Their findings suggest that there is a significant rise 

in the use of emotional appeals and a decline in the use of purely informative 

advertisements. As more different emotional and less different informational 

appeals were used, the authors conclude that advertisers increasingly apply 

positioning strategies based on image and emotions rather than on factual 

arguments. Considering emotional appeals, humour and warmth were used most, 

followed by eroticism and fear. For all emotional appeals an increasing use of 

pictorial in comparison to verbal stimuli was recorded. The use of provocation as 

an emotional advertising appeal played a minor role.  

 

Definitions and execution technique of emotional stimuli according to De 

Pelsmacker and Geuens (1997) are presented in Table 11. In their study, the level 

of each appeal was rated on a scale from one to five, e.g. one for not humorous 

and five for very humorous. Pictorial and verbal elements (head- and baselines) 

were coded to identify emotional and informational appeals, and, if existent, more 

than one emotional appeal was coded. De Pelsmacker and Geuens (1997) drew 

on appeals, which were extensively discussed in literature, but remark that their 

categories need to be widened in future research, as they observed a change in 

advertising techniques. In the warmth-category, for instance, instead of illustrating 

friendship, love, and family relationship and thus creating warmth, the depiction of 

nature, and men or women alone increased. Partly, this is confirmed by Aaker and 
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Stayman (1989, p. 289), who stipulate that warmth involves “a social object such 

as a person or persons, animal, organisation (such as a fraternity, team, or club), 

or institution (for example, country)”. However, the De Pelsmacker and Geuens 

(1997) classification described in Table 11 delivers constructive concepts for the 

depiction of emotionality and the categorisation of emotional techniques for the 

present research (see implications in section 3.3.4.).  

 

Table 11 Classification of Emotional Appeals and Techniques by De Pelsmacker and Geuens 
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Table 11 illustrates that particularly for humour, provocation and fear appeals there 

is no description of how the emotional appeal is pictured. However, categories of 

emotional components in print advertising visuals can be derived for the 
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investigation of business-to-business print advertisements using the descriptions 

of eroticism, warmth and nostalgia. Erotic advertising appeals usually portray 

persons and indicate situations in a seductive and tempting manner. As an 

interesting aspect of eroticism not only as a specific emotional stimulus in 

advertising, Baines et al. (2008, p. 804) cite the French philosopher Jean 

Baudrillard. He claims that the product portrayed in the advertisement encourages 

the viewer to use it merely by exposing itself. Thus, the product becomes 

eroticised even without the explicit use of erotic themes in the advertisement.  

 

Warmth and nostalgia categories portray persons or animals, and / or depict 

certain symbols or objects to communicate emotions. However, the typology does 

not encompass all emotional meanings in advertisements and can thus not be 

applied on its own for the present study. Furthermore, De Pelsmacker and Geuens 

(1997) assign the depiction of animals only to the warmth-category, while others 

(Dieterle, 1992; Woll, 1997) suggest that animals can also, for instance, convey 

power, strength or pride. An additional attribute to the depiction of animals is given 

by Huddy and Gunthorsdottir (2000) in their investigation of the persuasive impact 

of emotional visual appeals on environmental issues. The visual stimulus material 

in their study consisted of pictures of appealing animals like a monkey or a 

butterfly (cute mammal, cute insect) and of unappealing animals like a bat and a 

bug (ugly mammals, ugly insect). The authors observe that cute animals elicit 

positive emotions, while ugly animals arouse fear and repulsion. Consequently, to 

investigate emotionality in advertisements, it is necessary to widen the concept of 

emotional representation of animals in advertising and create an animal-category 

on its own. In particular, the literature discusses critically a confusion of terms for 

concepts of emotions and emotion-based appeals used in advertising (e.g. 
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Stewart et al., 2007). Fear, for instance, is a response to a threat-based appeal, 

but is often titled in advertising research as a negative, emotional advertising 

stimulus (e.g. De Pelsmacker and Geuens, 1997), while the actual stimulus is 

threat, aiming to evoke fear and manipulate human behaviour (Hastings, Stead 

and Webb, 2004). LaTour and Rotfeld (1997) exemplify the deficient distinction 

between the arousal of fear as an emotional response to threat and the 

communication stimulus threat. Accordingly, threat is a fear-evoking stimulus 

which illustrates undesirable consequences (which the audience hopefully aims to 

avoid) of certain behaviour like car damage or injury from unsafe driving or illness 

caused by smoking cigarettes. The authors claim that  

“the distinction is important because research has often examined what were 
labelled ‘levels of fear’ but, in reality, were different degrees of harm portrayed or 
types of threats.” (LaTour and Rotfeld, 1997, p. 46)  
 
 

They define threatening messages in advertising as those focusing on bodily 

harm, financial disaster or social consequences. Thus, appeals can be classified 

as fear-arousing, if they employ threat-based stimuli. However, Hastings et al. 

(2004) emphasise the negative connotation of fear-provoking appeals in 

advertising and suggest love, excitement, sex, hope, and humour as appeals 

based on positive emotions. However, if fear appeals are used in advertising, the 

message should contain coping strategies in order to avoid threatening 

consequences of events – possibly by using the advertised product 

(O’Shaughnessy and O’Shaughnessy, 2003). The distinction of terms can be 

extended to the humour-appeal. The term humour is criticised by Stern (1996), as 

it conflates the stimulus aspects of advertisements with responses by recipients. 

Accordingly, she suggests a re-labelling in order to achieve a clearer description of 

humour in advertising. In her terminology, comedy refers to the stimulus-side of 
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advertisements, and laughter to the response to advertisements. In addition, Stern 

(1996, p. 52) clarifies the difference between a romantic comedy (“laugh with”) and 

satire comedy (“laugh at”), referring to the taxonomy of humorous messages 

proposed by Speck (1987; 1991). Considering the stimulus properties, Sternthal 

and Craig (1973, p. 13) define the presence of “puns, jokes, understatements, 

turns of phrases, double entendres, satire, irony, slapstick, or incongruity” as 

determining if an advertisement contains a humorous appeal. However, the 

terminology used in advertising research has rarely considered these distinctions. 

Consequently, the categories “humour” or “fear” will be used in this research but 

extended to “fear / threat” and can be related to executional elements of the 

advertisement. For example, if the advertisement depicts a dangerous animal in a 

frightening style of representation, it can be inferred that the arousal of fear is 

intended and thus it is a threatening stimulus, while a face expressing fear depicts 

the feeling of fear rather than the threatening event. 

 

Visual elements such as romantic scenes, nature and family scenes can also be 

found in the types of emotional advertisements, with which Friestad and Thorson 

(1986) operate in their study of the role of emotion in memory and judgement 

about advertising messages and in another study about the recall of and 

responses to emotional and neutral television commercials. In both studies 

(Friestad and Thorson, 1986, 1993) the researchers distinguish between 

emotional and neutral advertisements and define humorous and comparative 

messages as an extra category, not as an explicitly emotional appeal. In addition, 

the authors found a positive long-term effect on memory of emotional messages 

than neutral messages. This is contradictory to, for instance, De Pelsmacker and 

Geuens (1997), who classify humour as an emotional advertising appeal. Frazer et 
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al. (2002) place humour into the tone / atmosphere category and find humour, 

along with several other authors (e.g. Eisend, 2009; Speck, 1987; Spotts, 

Weinberger and Parsons, 1997), to be an attention-getting stimulus, evoking 

positive affect toward the advertised brand but reducing source credibility due to 

the assumption that the marketer is lacking serious arguments for the brand.  

 

Investigating television advertisements Friestad and Thorson (1993; 1986) 

describe the following advertisements as emotional: a joyful family reunion scene 

(promoting a soft-drink product); outdoor scenes (bank promotion); a young couple 

in a romantic setting (a voice-over statement, that the woman was killed by a 

drunk driver). Further emotional advertisements contained family scenes 

promoting house paint; a family visiting grandparents for Christmas (advertisement 

for instant cameras); people of all ages enjoy ice cream in a collage of outdoor 

scenes; a little girl is making a cake while her mother is outside, fixing the car 

(commercial for a ready-to-make cake package). As the classification shows, the 

depiction of people dominates to communicate emotions in advertisements, while 

also nature and romantic settings convey emotions.  

 

An extensive list of advertising appeals has been established by Pollay (1983) in 

his study of the transmission of cultural values in consumer advertising. Pollay 

(1983, p. 72) defines values as properties of objects, individuals or communities, 

making them “good, worthy or respectable”. He posits that the creative process of 

advertising uses all available tools to create a worthy product and to communicate 

these values, making product become “goods”. The portrayal of products with 

certain pictorial elements or in specific sceneries, for instance, might create 

associations of luxury or sexual attractiveness. The author concludes that 
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advertising aims to draw attention to inherent values of products, establish 

associations of values with products, which then become their image, and highlight 

values related to the consumption of the product. Pollay (1983, p. 85) tested the 

applicability of his typology of appeals by content analysing magazine 

advertisements. The coders were instructed to identify dominant themes in 

illustrations and headlines, provided with the final system of categories, which 

contained descriptions and illustrative examples of the concepts to demonstrate 

their application in advertising.  

 

The Pollay-typology was used by Albers-Miller and Gelb (1996) in their study of 

differences in advertising appeals across cultures. In 1999, Albers-Miller and 

Stafford (1999a and 1999b) determined the advertising appeals introduced by 

Pollay (1983) as either rational or emotional (see Tables 12 and 13 for the detailed 

list of appeals). For example, adventure and enjoyment are rated as emotional 

appeals, while healthy and technological represent informative appeals. They then 

utilised this dichotomous typology to analyse advertising appeals for services 

versus goods (Albers-Miller and Stafford, 1999a) and to examine the differences in 

the use of emotional and rational advertising appeals for utilitarian and experiential 

services across eleven countries (Albers-Miller and Stafford, 1999b). However, 

both studies do not distinguish between pictorial and textual elements. According 

to the services taxonomy developed by Stafford and Day (1995), the authors 

characterise experiential services as being directed toward people, with higher 

levels of customisation and employee contact and utilitarian services are more 

equipment and object-oriented with less contact to employees, are less 

customised and more functional.  
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Table 12  Pollay’s Concept of Emotional Advertising Appeals  
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Table 13 Pollay’s Concept of Rational Advertising Appeals  
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A recent study (Mortimer, 2008) on components of service advertising utilises the 

Pollay (1983) system of advertising appeals and followed the classification of 

Albers-Miller and Stafford (1999a) in identifying advertising appeals as rational or 

emotional. Mortimer (2008) finds both experiential and utilitarian services to 

frequently employ emotional advertising appeals. This result is supported by 

Geuens et al. (2010), while in a cross-cultural analysis Albers-Miller and Stafford 

(1999b) found rational appeals to dominate utilitarian services advertising and 

emotional appeals to be more dominant in experiential services advertising.  
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A further study focusing on services advertising analyses verbal and visual 

advertising messages and discusses the effectiveness of emotional appeals 

(Mattila, 1999). The author determines appeals as emotional if they contain an 

employee as a message cue or a customer in a usage situation and as non-

emotional, if a customer-employee-contact is depicted, if a pricing strategy is 

promoted or if outstanding performances are documented. Emotional appeals are 

found to be more effective than rational appeals in terms of expectation of the 

service, generating more liking of the advertisement, attitude toward the brand, 

and intentions to purchase the service. Mattila (1999) furthermore suggests that 

emotional appeals are more effective as they apparently create positive post-

exposure attitudes, shaping customer expectations particularly for consumers with 

limited prior experience.  

 

Schierl (2001) regards advertising appeals to humour and eroticism to be most 

frequently and profoundly discussed in literature. Other appeals commonly 

employed are fear, status and prestige and social needs, which he defines more 

accurately as either appealing to the need of social contact in terms of 

representing lifestyle and fun, depicting sympathetic groups of people consuming 

the advertised product and transforming a feeling of (social) security, or as 

appealing to social acceptance which is related to the desire of social affiliation 

(Schierl, 2001, pp. 107). 

 

Hence, products acquire “social quality” by being evaluated as accepted by certain 

groups of consumers, which seem socially attractive to others. In both cases 

advertisements depict groups of happy, sociable people, often consuming the 

product. These appeals affect products which can be consumed publicly like 
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cigarettes or cars. The status and prestige appeal addresses the aim to be high 

ranked in culture and society. Products are connected to symbols of high status 

and thus become status symbols themselves. These products are commonly 

consumed by people representing a certain status or by people aspiring prestige 

and status by consuming appropriate products as symbols of the desired status. 

Schierl (2001) content analysed headlines and pictures in print advertising 

according to the suggested appeals. However, the author mainly focused on two 

qualitative questions without specifying emotional or rational advertising appeals. 

First, he determines pictures to contain either emotional eye-catching or factual, 

more informative elements, and which of the advertising components (picture, 

headline or text) are dominant in transmitting the emotional or informational 

message and second, if the headline and / or text elements contribute to an 

understanding of the advertising visual. In his literature section finally, Schierl 

(2001) emphasises the strategic use of emotional stimuli for advertising to be 

effective. 

 
 
Table 14 summarises methods, definitions and major findings of selected studies 

reviewed in this section and demonstrates that the investigation of emotional 

advertising appeals is frequently measured in terms of response to advertisements 

or by asking respondents to rate the advertisement as either rational or emotional. 

A detailed description of how the emotional appeal is executed or how emotional 

stimuli are visualised is rarely delivered. Consequently, an exhaustive typology of 

the creative execution and emotional technique employed in print advertising does 

not exist. 
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Table 14 Overview of the Research on Emotional Components in Advertising 
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(Source: Developed for this research from section 3.3.3.)
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(Source: Developed for this research from section 3.3.3.)
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(Source: Developed for this research from section 3.3.3.)
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3.3.4. Implications for the Study of Emotionality i n Business-to-Business 

Print Advertising: Classification of Emotional Stim uli and Style of Visual 

Representation 

The foregoing section uncovered the inconsistent use of terms and that no 

exhaustive classification of emotional advertising exists. Rather than clearly 

defining how emotional advertising appeals are expressed, judges are asked to 

rate advertisements as more rational or more emotional. Consequently, research 

on emotions in advertising represents elicitors rather than conveyors of emotion. 

Some authors (e.g. Erevelles, 1998; Pechmann and Stewart, 1989; Stewart et al., 

2007) request a change in research in order to reflect the distinction between 

research on the response to emotions displayed in advertisements and the 

portrayal of emotional advertising components, for example by depicting 

characters displaying emotions.  

 

Accordingly, a close examination of emotion-eliciting and emotion-laden 

advertising was performed. Inspired by existing knowledge and research, a 

typology of emotional stimuli (Table 15) and of the style of visual representation of 

emotional advertising appeals (Table 16) is presented. The proposed categories 

will serve to judge emotionality in business-to-business print advertising in the 

present research. However, the emphasis of visual communication in emotional 

advertising demands a detailed discussion of its role in portraying emotions and 

will hence be discussed in the next section.  
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Table 15 Suggestions for a Classification of Emotional Stimuli  
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Table 16 Suggestion for a Classification of the Style of Visual Representation 
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3.4. Visual Communication of Emotions in Print Adve rtising 

3.4.1. Introduction  

The affective dimension plays an increasing role in mass communication and is 

and creates new forms of communication such as “emotainment” (Kappas and 

Mueller, 2006, p.3 and references therein; Phillips and McQuarrie, 2004). For 

consumer and also for business audiences pictures are “the most important 

structural element in magazine advertising” (Rossiter and Percy, 1997, p. 295). 

Meanwhile, pictures with emotional appeals have become a primary medium of 

communication and increasingly replace verbal messages in advertising (Brader 

2006; Kroeber-Riel, 1993; Kroeber-Riel et al., 2009; Mezo 1997). Communication 

is an “intentional, symbolic process that is learned and culturally patterned” (Buck, 

1988, p. 324) and emotional communication thus includes behaviour of individuals 

influencing other individuals. A signal is encoded and decoded utilising a socially 

shared code. Particularly advertisements but also other sales media such as 

packaging contain nonverbal messages instinctively understood by the recipient. 

In print advertising, emotionality is primarily expressed in nonverbal elements such 

as colours and pictures and these type of advertisements are equated with  

“feeling, image or non-informational advertisements” (Edell, 1988, p. 11). The use 

of colours and the depiction of other nonverbal elements – face, gestures and 

bodily movements, the body in general, appearance and clothes, but also objects 

and nature – are seen as most important in conveying emotions visually (Argyle, 

1975; Kroeber-Riel, 1993). Weinberg and Konert (1984, p. 608) speak of a 

translation of “emotions into publicity” by communicating nonverbal elements 

visually.  
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Nonverbal communication can be any form of communication other than words 

(Dichter, 1988; Schuster and Woschek, 1989) and it is essential and dominating in 

social interaction in all types of relationships and communication processes and 

central to the creation of meaning and its interpretation (Giles and Le Poire, 2006; 

Watzlawick, Bavelas and Jackson, 1967). In human communication, nonverbal 

and verbal behaviour cannot be separated; however, studying emotionality in print 

advertisements naturally must focus on the (nonverbal) portrayal of emotions. 

Nonverbal behaviour is used to express emotion, to convey interpersonal 

attitudes, e.g. the liking or disliking of others, to present one’s own personality to 

others and to accompany verbal communication (Argyle, 1975). The portrayal of 

stereotypical (favourable) characters in advertising, for instance, immediately 

draws the attention of viewers to the scene and evokes identification or empathy 

(Dyer, 1982).  

 

In essence, emotionality in print advertising is most frequently communicated 

through nonverbal elements in visuals as they can portray emotions and 

emotionalise recipients stronger than text (Bekmeier, 1992; Bruhn, 2007; Edell, 

1988; Kappas and Mueller, 2006; Kroeber-Riel and Esch, 2004; Messaris, 1997; 

Schierl, 2001, 2005; Weinberg, 1986). Therefore, the following sections outline 

theoretical and conceptual issues of visual communication and of emotional 

techniques in print advertising and make suggestions for categories of form and 

content of print advertisements containing emotionality. 
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3.4.2. The Role of Visual Elements in Print Adverti sing 

3.4.2.1. Definitions 

A picture is defined by Lutz and Lutz (1978, p. 611) as “any two-dimensional 

representation in which the stimulus array contains at least one element that is not 

alphabetic, numeric, or arithmetic”. Moriarty (1987, p. 550) categorises illustration 

and photography as two basic visuals in print media advertising. According to 

Kroeber-Riel (1993, p. 35), in this study the terms “visual” and “pictures” are used 

interchangeably for any type of illustration, drawing or depiction of a person or a 

real or fictitious artefact, which is similar to the artefact and can therefore be 

perceived as the artefact by the viewer. The superiority of visual advertising 

elements is also given when the illustration is not a photograph but, for example, a 

drawing. However, the advertising creative, manager, and founder of the 

advertising agency bearing his name, David Ogilvy, strongly advocated visual 

elements, in particular photographs, in print advertisements. He reported that 

illustrations and drawings dominated advertising until advertisers noticed that 

photographs attracted more readers, were more believable and better 

remembered (Ogilvy, 1983). Others (Kroeber-Riel, 1993; Messaris, 1997) argue 

that pictures need not necessarily be photographic in order to carry an emotional 

tone but must reproduce concrete elements which the viewer recognises as real-

world stimuli and which represent key visuals.  

 

In addition, the more details the drawing conveys, the easier emotional meanings 

can be assigned to it. Often, however, drawings need headlines to specify their 

meaning. While photographs are frequently used to display reality in terms of proof 

(e.g. the function of a product, the beauty of a scenery or landscape, status 

symbols) and can deliver an emotional impression in a short time, drawings are 
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used to explain functions or for aesthetic reasons, sometimes referring to an 

artistic style. 

 

To investigate emotionality in business-to-business print advertising, the detailed 

analysis of all pictorial elements contained in the advertisement seems to be 

particularly suitable due to their potential emotional meaning, while the distinction 

between the depiction of emotions and the arousal of emotions must be kept. The 

present research focuses on pictures that portray emotionality or contain 

emotional elements and omits the investigation of the arousal of emotions 

following an exposure to advertising. Hence, the emotion-laden content of 

advertising messages rather than their emotion-eliciting effect is of interest in the 

present study and will thus be described in the succeeding sections. 

 

 

3.4.2.2. The Superiority of Visual Elements in Comm unicating Emotions  

Visuals in advertisements target an often indifferent audience, aim to create 

impact and stimulate interest (Moriarty, 1987). They have the role of capturing 

attention, staying in mind, adding credibility to a message, distinguishing 

undifferentiated products as well as communicating instantly (Wells et al., 2006) 

and are superior in communicating emotions accurately (Rossiter, 1982). In a 

classic experiment on the mediators of attitude formation, Mitchell and Olson 

(1981) examined four advertisements of facial tissue. One advertisement 

contained only verbal information on product attributes (softness) and three 

advertisements contained only visual information, and product and brand names. 

The visual connoting the product attribute “softness” was a picture of a fluffy kitten; 

the other visuals depicted a sunset and an abstract painting. Results showed that 
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the advertisement visualising the kitten produced the strongest beliefs about the 

softness of the facial tissue. The authors conclude that recipients convert visual 

information not directly related to the product into meaningful semantic 

information. Pictures seem to be better suited for assigning emotional meanings to 

products than verbal information, as they communicate emotions stronger and in a 

more direct way. However, also the other visuals in the study (sunset, abstract 

painting), which were supposed to be irrelevant in terms of the product attribute 

“softness”, led to formation of beliefs about product attributes. The viewers inferred 

from the picture of the sunset that the tissues have attractive colours and from the 

abstract painting the cheapness of the product. Apparently, viewers always assign 

meanings to pictures, even though Mitchell and Olson (1981) regarded these 

visuals as not containing relevant information. This is consistent with the 

“impossibility of not communicating” proposed by Watzlawick, Bavelas and 

Jackson (1967, p. 48).  

 

Obviously, all visuals convey some kind of meanings to the viewer. Scott’s (1994) 

critique on the Mitchell and Olson (1981) study underlines this. She states that all 

the pictures displayed in the study are some kind of information possibly evaluated 

by some viewers as emotion-laden (e.g. the sunset picture), even though it was 

considered by the authors not to contain any relevant information. In addition, she 

criticises the distinction between emotion-laden visuals and informational pictures 

and emphasises the potential emotive meaning that even “irrelevant” pictorial 

elements regarded as informative can have for the target audience. Messaris 

(1997, p. 204) infers from the Mitchell and Olson (1981) experiment, that visuals 

are more capable of communicating the intended message than verbal statements 

and that there are no equivalents of adjectives or adverbs to visual 
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communication. Thus, brand names are likely to be emotionally laden when 

presented with emotional pictorial stimuli (Kroeber-Riel, 1993, p. 87). 

 

As “people generally do not think in words” (Zaltman, 2003, p. 13; see also 

Damasio, 1994) and human brains obviously “were built to process visual images 

with great speed” (Barry, 2005, p. 56), pictorial elements seem a plausible way to 

communicate any information in print advertising. Referring to the 

interdependence of visual and verbal communication, Moriarty (1994, p. 11) 

postulates “visual communication as a primary form of communication different 

from but equally as important as language-based communication” and Harris 

(1994, p. 76) describes print advertisements as “a very complex stimulus”, 

involving verbal and pictorial stimuli. Accepting that low-involved customers only 

take a few seconds to look at print advertisements (Kroeber-Riel and Esch, 2004) 

it is necessary to focus on advertising components that can be processed 

immediately. Edell and Staelin (1983) found that processing begins with analysing 

pictorial information. Moreover, the authors assert that the processing of pictures 

is easier than the processing of verbal text and that pictures are assumed to be 

getting more attention and to be more pleasant. Pictures stimulate visual imagery, 

are presented in an appropriate modality and thus deliver a basis for envisaging 

the personal use of the advertised product (Rossiter and Percy, 1980). This effect 

can be extended to thoughts about the type of picture used: 

 

“[…] if a picture creates positive feelings, more positive thoughts from memory will 
be activated and used to process the incoming information about the brand, which 
could result in more positive beliefs about the band’s attributes, a more positive 
evaluation of the ad itself, and thus a more positive brand attitude than if the 
picture had not been present.” (Edell, 1988, p. 21) 
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The role of pictures in generating visual imagery has also been discussed by many 

(e.g. Kroeber-Riel, 1993; Lutz and Lutz, 1978; MacInnis and Price, 1987) and 

Babin and Burns (1997) observed that concrete pictures are superior to abstract 

pictures in evoking imagery-eliciting strategies and attitudinal responses of 

consumers. However, the authors did not differentiate between rational and 

emotional stimuli. Citing Rossiter and Percy (1983), they define concrete pictures 

as showing a person, place or object whereas abstract pictures depict subjects not 

easily identifiable. Their results indicate that concrete pictures are more effective 

than abstract pictures or purely verbal elements in eliciting imagery processing 

and positive attitudes toward the advertisement and the advertised brand. 

Discussing the use of high imagery visuals which are capable of arousing mental 

images, Rossiter (1982) broadens the concept of concrete visuals of person 

places or objects by adding that mental sensory experiences can be generated not 

only by realistic, concrete pictures but also by depicting things which refer to the 

senses (hearing, seeing, smelling, feeling or tasting). The possibility to convey 

sensual experiences and benefits of consumer products using pictures in print 

advertising is exemplified by Kroeber-Riel et al. (2009, p. 401) in Figure 8. The 

examples show how senses of taste, touch and olfactory senses can be 

visualised.  

 

 

 

 

 

 

 

Figure 8  Pictorial Elements in Print Advertisements Representing Sensual Experiences  

(Source: Kroeber-Riel et al., 2009, p. 401) 
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Regarding the superiority of print advertising pictures in terms of memorability and 

cognitive processing, several authors (Babin and Burns, 1997; Childers and 

Houston, 1984; Edell, 1988; Edell and Staelin, 1983; Esch and Michel, 2009; 

McQuarrie and Mick, 2003; Rossiter and Percy, 1983; Unnava and Burnkrant, 

1991) refer to the classic work of Paivio (1971), who proposed that visual stimuli 

are superior to verbal stimuli in human information processing.  

 

Accordingly, pictures are better retained and envisaged than words and concrete 

words (like table) better than abstract words (like freedom) (Unnava and 

Burnkrant, 1991, p. 226). Paivio (1971, 1986) explains this picture superiority 

effect with the dual coding of stimuli and their verbal or visual representation in 

memory. Dual coding signifies the encoding and decoding of verbal or visual 

information by two distinct, but interactive, cognitive and perceptual systems, the 

linguistic and the pictorial system (Moriarty, 1994). Stimuli, which activate both 

representational systems, are more memorable. In hierarchical order, pictures 

activate both codes most often, followed by concrete words and finally by abstract 

words (Rossiter and Percy, 1983). Adapting this hierarchy to the wider range of 

advertising stimuli a ranking of stimuli in terms of their memorability is presented in 

Figure 9.  
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Figure 9  Hierarchy of Visual and Verbal Advertising Stimuli Ranked in Terms of Memorability  

(Source: Adapted and modified from Paivio, 1971; Rossiter and Percy, 1983, p. 105) 

 
 

Kroeber-Riel (1993) doubts the superiority of abstract pictures to concrete 

sentences. Linguistic metaphors in advertising, for example, are capable of 

generating mental visual imagery in the reader’s mind (Djafarova and Andersen, 

2008, 2010). However, Rossiter (1982) cautions against employing abstract 

pictures because the intended messages do not reach the audience. In the case of 

corporate advertising which does not advertise a specific product and tends to use 

abstract pictures, the author recommends the use of realistic and concrete visuals 
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in order to achieve a unique positioning. An additional element to consider for 

attention is size, but it matters only for verbal elements. Recent research has 

shown that pictorial advertising elements are always superior to text elements in 

capturing attention - regardless of their size, but for verbal elements the larger they 

are the greater their ablity to attract attention (Pieters and Wedel, 2004), and that 

the picture superiority effect is also valid when exposure to advertisements occurs 

incidentally (McQuarrie and Mick, 2003).  

 

 

3.4.2.3. Processing Visual Information 

Visuals convey emotionality in an immediate and creative manner and produce 

mental images at a first glance (Barry 2005; Bosch 2006; Kroeber-Riel, 1993; 

Lester, 2006; Rossiter; 1982; Woll, 1997). This is supported by insights into the 

functioning of the left and right hemispheres of the human brain. Research shows 

that each brain hemisphere is capable of learning, remembering, initiating 

behaviour and of feeling emotion (Heath, 2001). However, visual and verbal 

information is processed differently in each hemisphere, while at the same time 

they interact continuously (Bruhn, 2007; Caudle, 1989, Glimcher, 2004). The left 

hemisphere of the human brain focuses on details, controls language and is 

analytical, abstract and logical, and thus processes information in a linear, 

sequential way. The right hemisphere is more holistic and emotional, recognises 

faces and processes information in an intuitive rather than a logical way, thinking 

in images and recognising even complex pictures entirely, before analysing details 

(Baird, Wahlers and Cooper, 2007; Barry, 2005). Caudle (1989, p. 204) reasons 

that the “(mostly) nonverbal right hemisphere is the more emotional half of the 

brain and seems to play a special role in imagery and dreaming (…)”.  
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Following the dichotomy of the logical-verbal left and the emotional-nonverbal right 

hemisphere of the human brain advertising strategies can be considered as 

rational or emotional and thus support the general distinction known in advertising 

research (see section 3.3.2.). Caudle (1989) and Kroeber-Riel and Weinberg 

(2003) postulate that logical verbal advertisements are processed more by the left 

hemisphere and pictorial, nonverbal advertisements appealing to emotions more 

by the right hemisphere, which translates non-verbal elements into a “visual code” 

(Bruhn 2007, p. 479). The sequential, linear processing of verbal information is 

opposed to the simultaneous and interactive processing of pictures (Holbrook and 

Moore, 1981) and underlines the assumption of visual priority when processing 

information (Moriarty, 1994; Shanteau, 1988).  

 

Moreover, in the case of incidental exposure to advertisements they can be 

processed unknowingly when a person concentrates on a primary task such as 

reading an article in a magazine and subsequently influence future judgements. 

Thus, under incidental advertising exposure conditions, products that are depicted 

in advertisements are included in the consideration set and the effect is more 

robust when the advertisement contains visual elements (MacInnins, Moorman 

and Jaworski, 1991; McQuarrie and Mick, 2003; Shapiro, 1999). The role of size of 

the advertising visual and the fact, that words and pictures are processed 

differently in the brain draws attention to the importance of the creative style and 

execution of advertisements. This is particularly relevant when depicting facial 

expressions and body language in advertising visuals (Percy and Elliott 2005). The 

“perception of other people’s emotions is processed in the right hemisphere, the 

right temporal cortex area of the brain” (Percy and Elliott 2005, pp. 203). Thus, the 

authors recommend placing visual elements of the advertisement in the left field of 
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vision to optimise visual processing which has recently been supported by others 

(e.g. Brosch, Sander and Scherer, 2007).  

 

Furthermore, advertising research has shown that visual components 

inconsistently attract the attention of the eye – away from textual elements (Barry, 

2005; Pieters and Wedel, 2004; Wedel and Pieters, 2000). Advertising visuals are 

looked at earlier and longer than advertising copy, particularly when they depict a 

person or a group of people (Andresen 1988, p. 148, von Rosenstiel and 

Neumann, 2002, p. 130). In sequence, pictures are noticed before text, a depicted 

person before objects and a face before a person, when a face is shown, the eyes 

and mouth are noticed primarily (Kroeber-Riel 1993; Kroeber-Riel et al., 2009). 

Figure 10 illustrates typical eye movements and fixation points due to attraction. 

 

Figure 10  Sequence of Eye Fixation on Advertising Visual 

(Source: Kroeber-Riel and Esch, 2004, p. 197) 

 

In fact, of the average time of 1 to 2 seconds that is spent to look at a print 

advertisement (gaze duration), 50 to 80 percent of the viewing time is spent on the 
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visual (element gaze duration). 60 to 80 percent look at the visual first and 60 to 

90 percent have viewing contact with the visual as compared to only 10 to 20 

percent reading the text of the advertisement (Kroeber-Riel, 1993; Percy and 

Elliott, 2005). The analysis of eye movements when viewing an advertisement 

reflects the primacy of visual information and indicates, that the viewer responds to 

a person depicted in the advertisement first, while product labels and verbal 

information are looked at later (Shanteau, 1988). Apart from attracting attention, 

the use of pictorial elements in advertisements aims to create an emotional 

attitude toward the advertised product or service and to the advertisement itself 

(Kroeber-Riel and Weinberg, 2003; Mitchell and Olson, 1981; Rossiter and Percy, 

1980). When dominant pictures in print advertisements were used the advertised 

brand was rated in a more positive way by viewers than when a smaller picture 

was used (Rossiter and Percy, 1978). In this context, the size of the advertisement 

and the size of the picture play an important role as an attention-getting element. 

 

 

3.4.2.4. Implications for the Study of Emotionality  in Business-to-Business 

Print Advertising: Size and Colour 

The use of colours and the size of a print advertisement are important factors in 

generating attention, which has also been validated for business-to-business 

advertisements (Clarke and Honeycutt, 2000; Hanssens and Weitz, 1980; Huang, 

1993; Kroeber-Riel and Esch, 2004; Percy and Elliott, 2005). Scott (1994) 

criticises that, frequently, visual elements of colour or size are not included when 

analysing advertising messages, although, in addition to attracting attention, colour 

and size are regarded as meaningful symbols with an emotional tone (Allen and 

Shimp, 1990; Du Plessis, 2005; Kroeber-Riel, 1993; Percy and Rossiter, 1983; 
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Rossiter and Percy, 1991; Woll, 1997). Consequently, in the present study of 

business-to-business print advertisements colour and size are taken into 

consideration when constructing categories to identify emotionality in print 

advertisements. 

 
 
Size Categories of Advertisements and of Visual Ele ments 

Conducting eye-tracking measures, Kroeber-Riel and Esch (2004, p. 206) report 

that the approximate time of attention paid toward the advertisement is 2.8 

seconds for a double-page size print advertisement, 1.9 seconds for a three-

quarter to a full-page size and 0.6 seconds for an advertisement of the size of half 

a page or less. Rossiter and Percy (1997, 1983, 1980) underline that the larger the 

size of an advertisement, the more it attracts attention and the more it generates 

favourable attitudes. They report slightly lower figures and also distinguish 

between newspaper and magazine advertisements. For business magazine 

advertisements the attention index is 1.3 seconds for a double-page size, 1.0 

seconds for a full-page size and 0.7 seconds for a half-page size print 

advertisement. However, a study on business-to-business print advertising noted a 

significantly higher attention given to an image advert of a well-known industrial 

company by buying centre members (Kroeber-Riel and Esch, 2004). The double 

page and four-colour advertisement attracted attention for 4.7 seconds, which is 

equal to 2.35 seconds per page. According to Kroeber-Riel and Esch (2004, p. 

195) this reflects a high involvement of buying centre members due to their 

interest and responsibilities in organisational decision-making processes. Percy 

and Elliott (2005, p. 216) emphasise the role that size and colour of pictures play 

in getting attention and report that an increase of the visual size of four times 

results in twice as much attention. 
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Many studies of print advertisements do not specifically consider different sizes of 

advertisements in their sample and only code full-page or two-page 

advertisements (e.g. De Pelsmacker and Geuens, 1997; Turley and Kelley, 1997). 

Other studies reflect the importance of different sizes of the advertisements and 

possible implications for strategic issues of marketing communications, which are 

also important for the present research. In his longitudinal study of tactics and 

techniques of advertising in the first eight decades of the twentieth century Pollay 

(1985) observed a growth of the size of the advertisement accompanied by a 

decrease of verbal and increase of pictorial elements. Furthermore, pictures are 

also processed much faster than text, even if they are more complex, they are 

observed before text and are more memorable (Barry, 2005; Kroeber-Riel and 

Esch, 2004; Krugman, 1986; Rossiter and Percy, 1983). The human brain merely 

needs 1.5 to 2.5 seconds to grasp the meaning of a medium complex picture, so 

that it is recognised later. In the same time sentences containing a maximum of 

ten words are understood (Kroeber-Riel and Esch, 2004, pp. 19, 153, 208). Percy 

and Elliott (2005) reason, that the use of large and attractive pictures and the use 

of colours stimulate greater attention paid toward print advertisements as well as 

the processing and learning of messages. Suggestions to code the size, type and 

position of pictorial elements in the present study are presented in Table 17. 

Table 17 Suggestions for Form Variables: Position, Type and Size of Print Advertising Visuals 
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Colour Categories in Print Advertising 

In consumer and business magazine advertisements the difference in attention 

due to colour execution is substantial. Full colour advertisements attract more 

attention than two-colour or black and white. They are significant for advertising 

effectiveness in terms of contact, interest and preference (Chamblee and Sandler, 

1992; Rossiter and Percy, 1997; Wells et al., 2006) where 30 percent less 

attention is paid to a black and white in comparison to a four-colour advertisement 

and 20 percent less in comparison to a two-colour advertisement (Percy and 

Elliott, 2005, p. 216). In addition to attracting attention, colours are seen by the 

eyes and interpreted by the brain according to their conventional meaning (Lester, 

2006). Colours carry symbolic meanings and convey emotionality by intensifying 

the emotional portrayal in advertising pictures (Garber and Hyatt, 2003; Kroeber-

Riel, 1993).  

 

Clarke and Honeycutt (2000) emphasise the importance of choosing an 

appropriate colour in business-to-business advertising in different countries and 

warn against black and white advertisements due to the connotation of cheapness, 

while colours can signify a modern and progressive image of the advertiser and 

the brand. In contrast to black and white, advertisements that contain colours 

produce a more favourable attitude toward products and increase the perceived 

physical attractiveness of the product, objects and of persons portrayed in the 

advertisement (Meyers-Levy and Peracchio, 1995; Rossiter, 1982; Rossiter and 

Percy, 1991). Percy and Rossiter (1983) regard black and white advertisements as 

effective in transmitting information and colour advertisements as effective in 

transmitting emotion. Financial and insurance advertisements in Business Week, 

an American business-to-business magazine, however, were found to commonly 



156  

use black and white to convey conservativeness and trustworthiness (Huang, 

1993). Wells et al. (2006) confirm the impression of black and white visuals as 

communicating dignity and sophistication, apart from portraying the advertised 

product in a historical manner, while full colour advertisements are employed to 

depict a product in a realistic way. A spot colour in a black and white print 

advertisement is frequently used to put an accent on important elements of the 

visual. A distinct finding is presented by Brader (2006). In his analysis of political 

campaigns, black and white, dark or grey colour schemes dominate video images 

indicating fear or anger appeals significantly more than the bright and colourful 

videos appealing to enthusiasm or pride. However, the author finds that colours 

apply clearly to distinct emotional advertising appeals. 

 

In describing colours as environmental stimuli affecting emotions, Mehrabian and 

Russell (1974) found a direct correlation between pleasure and the brightness and 

saturation of colours. They rank colours in descending order of pleasantness from 

blue, green, purple, red, to yellow (see Mehrabian and Russell, 1974, pp. 56 for 

details). Furthermore, the colours red, orange, and yellow are perceived as 

arousing, whereas blue, green, and purple are pleasant (Kroeber-Riel, 1993). 

Colours are frequently used in advertisements to relate a symbolic value to a 

product. Kress and Van Leeuwen (2002), for example, describe the colour blue as 

representing the tranquillity of a lake in a picture correlated to a depicted blue soap 

packet. Thus, the colour of the accompanying visual is reproduced in the depiction 

of the product. The colour blue and the combination of brown and beige are 

increasingly evident in print advertising (Kepplinger and Glaab, 2005). The authors 

found the colour blue, for example, to signify youth or exotic landscapes, while 

brown and beige convey tradition or eroticism.  
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Altogether, colours in print advertisements can create an emotional tone in the 

background or dominate the visual or the advertisement and convey emotions 

directly (Kroeber-Riel, 1993). Accordingly, in this study colours are coded to 

assess their use as the background of an advertisement on one hand and to 

reveal dominating colours in advertising visuals on the other hand. Warm colours 

such as red, yellow and orange transmit happiness, excitement and stimulate 

active feelings in terms of physical arousal. Soft pastel colours create a friendly 

atmosphere, natural earth tones are neutral or even negative, pink is equated with 

femininity and grey lacks emotion, whereas cool colours such as blue and green 

communicate calmness and distance, sereneness and intellectuality and are 

regarded as comfortable and soothing (Clarke and Costall, 2008, pp. 407). 

However, in a cross-cultural context, colours can have different meanings in 

regards to associated emotions and advertising in different countries needs to 

consider cultural meanings attached to colours (Lester, 2006). Referring to the 

Anglo-Saxon culture, Aslam (2006, p. 19) relates the colour white to purity and 

happiness, blue to high quality and corporate, green to envy and good taste, 

yellow to happiness and jealousy, red to masculine, love, lust, fear and anger, 

purple to authority and power and black to expensive, fear and grief.  

 

Advertisements connoting freshness can, for instance, depict flowers, landscapes 

during springtime and water as well as ‘fresh’ colours such as yellow, green and 

blue (Kroeber-Riel and Weinberg, 2003). Kroeber-Riel (1993) describes the 

perception of colours addressing different visual concepts of emotionality. Black is 

a dramatic colour and conveys power and elegance and, in combination with gold 

or silver, represents product quality nonverbally (Cutler and Javalgi, 1993; Wells et 

al., 2006) while the colour red, for instance, is physically arousing, signals fire or 
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symbolises nobility. At the same time, red can be the favourite colour of a person 

and can thus represent a target group with by the preference for this colour. In 

addition to warmth, red can indicate danger and alarm, while green stands for 

hope (Kress and Van Leeuwen, 2002; Wells et al., 2006).  

 

Colours have been found to influence human behaviour, particularly in physical 

environments. Knapp and Hall (2006, p 118) report a study by Frank and Gilovich 

(1988) about the colour of sport uniforms, finding black uniforms to connote 

meanness and aggression at a higher rate. Moreover, the team wearing black 

uniforms received more penalties after changing from another colour to black. The 

researchers concluded that wearing black enhances aggressive behaviour of the 

people wearing the uniform and at the same time leads to a higher perception of 

aggression by others. Kroeber-Riel (1993, p. 144) reports that the colour white 

conveys pureness and ease, which is exemplified in many advertisements 

portraying women wearing white clothes while they consume the advertised 

product (e.g. drinking water or coffee). Apparently, women depicted in 

advertisements wearing white dresses are appraised as significantly more 

innocent, tender, and calm than women wearing red dresses.  

 

A comprehensive typology used in a study of associative and emotional meanings 

of colours in print advertising is suggested by Woll (1997, p. 163, see Table 18). 

Except for three colours it is consistent with previous research on the usage of 

colour in business-to-business print advertisements (Huang, 1993; Clarke and 

Honeycutt, 2000), who included the colours red, orange, yellow, green, blue, 

violet, brown, black, grey and white in their content analysis. In her typology Woll 

(1997, pp. 157) added the colours gold, silver and pink. This colour scheme is 
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adopted for the present study to classify the advertising background colour, the 

dominant colour of the major and of the secondary visual, where the dominant 

colour is defined as the one that occupies the largest area in the advertisement or 

visual (Clarke and Honeycutt, 2000, p. 258; Huang, 1993, p. 197). 

 

Table 18 Suggestion for Form Variables: Associational and Emotional Meanings of Colours 
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3.4.3. The Portrayal of Emotionality in Print Adver tising Visuals 

3.4.3.1. Advertising Message Content Strategies 

Advertisements with visual components frequently communicate emotions, while, 

apart from headlines, verbal elements primarily communicate information (Bruhn, 

2007; Joffe, 2008; Kroeber-Riel and Esch, 2004). Visuals can emotionalise more 
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powerfully than text and are frequently employed to portray emotionality in print 

advertising (Babin and Burns, 1997; Bekmeier, 1992; Calder and Gruder, 1989; 

Kappas and Mueller, 2006; Kroeber-Riel, 1984a, 1993; Kroeber-Riel and Esch, 

2004; Weinberg and Konert, 1984; Woll, 1997). In the context of political 

advertising, for example, pleasant or unpleasant images are employed to evoke 

enthusiasm or fear. Campaigns seeking to generate enthusiasm can use pictures 

of  

“Picturesque landscapes, familiar skylines, sunrises, beautiful neighbourhoods, 
stately office buildings, national monuments, and flags. Scenes of people are likely 
to feature smiling faces, children playing, family togetherness, loveable animals, 
productive and satisfied workers, the purchase of new homes and cars, 
affectionate couples, men and women in uniform, weddings, and parades.” 
(Brader, 2006, p. 67) 
  
If the aim is to appeal to fear visuals frequently portray  

“…desolate landscapes, filth and pollution, buildings in disrepair, dark streets and 
alleyways, stormy weather, prisons, and the devastation of war. Scenes might 
include menacing faces, frightened children, loneliness, dangerous animals, 
victims of disease or war, acts of violence or crime, unemployed workers, terrorists 
or rival nations preparing for attacks, and symbols of death.” (Brader, 2006, p. 68) 
 
 

In addition, pictures play an important role in visualising human interactions with 

the social and the natural environment. Messaris (1997, p. 36) asserts that visuals 

have the ability to express “nuances of emotional expression” more than any other 

form of communication. Certain aspects of these human interactions can be 

represented by visual stimuli portraying nonverbal behaviour such as facial 

expressions, gestures and posture as well as personal (sexual) appearances or 

physical surroundings and landscape imagery. The simulation then generates 

associations with emotions which were experienced while interacting in reality. 

Referring to their nature and culture and due to their sense of vision, human 

beings respond heavily to pictures of other humans, especially to their faces. An 

early investigation on the correct identification of emotional facial expressions in 
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advertising illustration recommends a careful selection and matching of context 

and illustration (Crider, 1936). Considering that pictures visualising the same 

emotion in different ways were identified with varying success, an advertising 

illustration must be chosen experimentally instead of “upon the whim of one or two 

individuals in the advertising office.” (Crider, 1936, p. 750) For effectively choosing 

the illustration best depicting the intended emotion, the author suggests a strategic 

approach: 

 

“(…) the advertiser(s) have several photographs or illustrations each of which 
supposedly portrays the same emotion. These photographs would be presented to 
a selected and adequate group of subjects for identification. The one running the 
highest percentage of correct identification would be the one selected for use in 
the advertisement.” (Crider, 1936, p. 750) 
 

 

Moreover, creating advertisements strategically to influence and persuade 

customers their world needs to be considered, and how they can be reached. 

Particularly in competitive and saturated markets, context information relevant to 

the target audience is necessary. According to Kroeber-Riel and Esch (2004, p. 

136), consumer behaviour research shows that positive associations with a brand 

can be achieved when  

1) Consumers have needs which can be satisfied by the brand and  
2) Consumers regard the brand as appropriate to fulfil these needs.  

 

To address consumers in an emotional way an advertisement should therefore 

appeal to a certain need (e.g. security) and illustrate the suitability of the brand to 

meet exactly this need (e.g. brand x is a secure car). An (emotional) message 

strategy associates the brand symbolically with a lifestyle, a certain type of person, 

or other characteristics, for instance an exotic landscape or the depiction of a car 

signifying luxury. Similarly, van den Putte (2009, p. 672) suggests that advertising 
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messages should appeal to relevant consumer needs which the author classifies 

according to product categories as “instrumental, emotional, hedonistic, normative 

or social”. Accordingly, message content strategies that emphasise information 

meet instrumental needs, for example by showing product advantages, whereas 

an emphasis on emotional needs could convey happiness and enjoying the 

product. Mostly, associations are created by using visuals and thus establish 

brand relationships (Wells et al., 2006). The necessity to consider the world and 

needs of organisational customers to create successful advertising campaigns 

was recognised previously (Simmons, 1941) and Kroeber-Riel (1993, p. 248) 

recommended to adjust to the world of the organisational buyer and user in order 

to reflect their emotional experiences. Thus, bonds can be created which are 

stronger than the often interchangeable products and services.  

 

 

3.4.3.2. Layers of Meaning in Visual Messages 

Advertising visuals mostly go beyond the mere depiction of reality on the surface. 

They are often complex messages full of nuances which connote an embedded 

richer and deeper sense (Mick and Politi, 1989). Pictures in advertisements are 

frequently used to  

“pose arguments, raise questions, create fictions, present metaphors, or even 
mount a critique – and are not intended (or read) as faithful copies of reality in the 
first place.” (Scott, 1994, p. 260) 
 

According to van Leeuwen (2001, p. 92), visual communication in advertising 

conveys two layers of meaning: first, what the picture denotes (“what do images 

represent and how?”) and second, hidden meanings of images in advertising it 

connotes (“what ideas and values do the people, places and things represented in 

images stand for?”). Thus, a distinction between denotation and connotation is 
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necessary. Denotation is the literal message of the picture and refers to the 

surface content, which is displayed in an incontrovertible manner. Connotation 

refers to implicit meanings inherent in the picture as a whole and to associations 

evoked by pictorial elements, symbolising meanings on a subjective level (Bulmer 

and Buchanan-Oliver, 2006; Forceville, 1994, 1996; Leiss et al., 2005; Mick, 

Burroughs, Hetzel and Brannen, 2004; Moriarty, 2005; Stoeckl 2004). Both van 

Leeuwen (2001, p. 94) and Forceville (1996, p. 71) refer to the French author 

Roland Barthes (1915-1980) who used the terms denotation and connotation in 

relation to the analysis of pictorial advertising elements (see, as an example of a 

detailed description, Barthes, 1988, pp. 181). A further terminology is suggested 

by Williamson (1978, p. 43 and p. 99), who sees connotation and denotation to 

form a “meta-structure”. She speaks of a referent system which transfers a 

meaning to the product system (the denoted message) and thus creates a new, 

different meaning for the advertised brand, the connoted message. Accordingly, 

while denotation refers to pictorial elements as a form of reality in a certain 

context, for example, the picture of a man who holds a bunch of flowers, visual 

connotations can modify the meaning of the pictorial element in an advertisement. 

For example, the visual connotes an emotional meaning if the bunch of flowers 

was roses and they were handed to a woman in romantic scenery. Referring to a 

box of chocolate Smith (1998, p. 253) illustrates this as follows: 

 

“[…] a distinction can be made between the definition of chocolates as a ‘selection 
of sweets composed of sugar, fat and cocoa’ and the connotations of love, 
romance, seduction, guilt and self-worth which are associated with chocolate”. 
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Consequently, detailed descriptions of relevant denotative and connotative 

material involving prior theory and interpretations are necessary to highlight the 

manifest and latent meaning of emotional visual and verbal components.  

In order to identify emotionality in business-to-business print advertising, the 

different layers of visual communication must be considered in judging emotional 

content of advertisements. 

 

 

3.4.3.3. Representation of Emotionality in Advertis ing Visuals 
 
Emotional visual stimuli in advertisements can be classified twofold: Firstly, directly 

relating emotions to the product or service by depicting emotional visuals and 

secondly, by “surrounding” the product with emotional pictorial elements in the 

background of the advertisement (Kroeber-Riel and Esch, 2004; Kroeber-Riel, 

1984b; Leiss et al., 2005; Park and Thorson, 1990). Emotionality is mainly 

conveyed by visuals which refer to  

·  An emotional atmosphere, and / or  
·  The expression of an emotional experience represented by nonverbal 

elements. 
 

In the first case, creative elements in form of background visuals, colours or 

aesthetic compositions seek to provide an emotional climate, while verbal 

information and product pictures determine the advertisement. Pictorial 

backgrounds or warm colours create an affective atmosphere, for example by 

depicting romantic settings or landscapes or by representing an artistic style 

(Kroeber-Riel and Esch, 2004; Kroeber-Riel, 1993; Messaris, 1997). The aim is to 

achieve an emotional impression and to enhance the perception of the advertising 

information and of product attributes. In the second case, nonverbal elements in 

form of emotional pictures dominate the advertisement and thus become the 
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centre of attraction. The aim of the visual is to portray emotions and trigger an 

emotional brand experience such as prestige, freshness, or eroticism. Thus, the 

advertising appeal connects emotion to the product by assigning an attractive and 

interesting meaning to it and conveying an emotional consumptive experience, 

while there is little or no connection to the functional benefit of the product. Strong 

pictures like wild animals, stormy seas or elegant houses stimulate imagery of 

adventurous or consumption-related experiences (Kroeber-Riel, 1993; Kroeber-

Riel and Weinberg, 2003; Wells et al., 2006).  

 

Pechmann and Stewart (1989, p.50) apply a similar distinction in their description: 

“emotional benefit appeals elicit emotional responses that are logically related to 

the advertised brand”, complementary, “affect-laden heuristic appeals […] evoke 

an emotional reaction to the commercial itself rather than to the advertised brand”. 

Thus, emotional benefit appeals provide “emotional selling points” (Fill 2006, p. 

408) by evoking emotions, which illustrate psychological, experiential, or emotional 

benefits of the advertised brand. In turn, by employing heuristic appeals the 

emotional technique is utilised strategically to create positive attitudes toward the 

advertisement. Kroeber-Riel (1974) underlines the use of pictorial stimuli as an 

advertising technique to communicate both types of emotions that can be 

expressed in advertising. In practice, visuals which mediate experiences and 

emotions create a dominant emotional positioning, while a pictorial background is 

employed to reinforce a better perception of the advertisement. Strong affective 

pictures are characteristic for a dominant emotional advertisement, which aims to 

relate emotions to the product. More specifically, Dyer (1982, p. 92) names the 

depiction of happy families, luxurious lifestyles, dreams and fantasy, romance and 

love, experts, important people, celebrities, glamorous places, nature and the 
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natural world, beautiful women, self-importance and pride, humour and childhood. 

In this way, advertisers intend to differentiate their products against those of 

competitors by arousing feelings and attitudes and to associate them in this way to 

the emotionality depicted in advertisements.  

 

 

3.4.3.4. Types of Emotional Stimuli in Visual Commu nication 

Emotional advertising pictures perform best when they appeal to different types of 

stimuli (Kroeber-Riel, 1993, pp. 168), all of which are particularly effective in 

communicating emotions in advertising (Kroeber-Riel and Esch, 2004, p. 227): 

 

1) Stimuli which are universal (biological) and valid across cultures 
(psychological stimuli), for example: Facial expression of basic emotions, eye 
behaviour, juvenile or erotic representation and archetypal representations 
from dreams and myths like the ‘hero’, the ‘fairy’ or the ‘magician’. 

2) Culturally-formed or target-group specific stimuli, for example: Animals, nature 
such as landscapes, buildings or natural surroundings, representing a specific 
scheme like ‘Mediterranean’, specific objects, or special groups like Bavarian 
or Scottish symbolising the social world or specific referring to cultural 
activities or sports. 

 

 

Culture-Independent Stimuli 

Children or animals representing the juvenile schema in advertisements 

automatically attract attention and affectionate feelings (Brosch, Sander and 

Scherer, 2007; Kroeber-Riel, 1993). The distinction of juvenile from adult 

expressions was first introduced by Konrad Lorenz as ‘Kindchenschema’ (1943, p. 

275). He described a large head compared to the body, big round eyes, full 

cheeks, altogether a rather round form of the body as juvenile characteristics. 

According to Messaris (1997) advertising visuals employ the assumption that 

humans have an innate predisposition to respond to these specific features in 
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nurturing tendency. Figure 11 shows the examples in the original publication by 

Konrad Lorenz (1943, p. 276). 

 

 

 

 

 

 

 

Figure 11  Juvenile Characteristics of Juvenile and Adult Human Beings and Animals 

(Source: Lorenz, 1943, p. 276) 

 

In addition, altering the camera angle can evoke a different impression of power 

and status of the person or object portrayed (Messaris, 1997). A level camera 

view, for instance, can enhance identification, particularly when the person is 

portrayed in a direct view. A low camera angle (depiction from below) forces the 

viewer to look up and thus creates a look of superiority and thus evokes a feeling 

of respect toward the person in the image, while a high camera angle is often used 

to visualise children or cute animals and evokes feelings of affection and 

nurturance. Meyers-Levy and Peracchio (1992, p. 460) confirm that  

 

“…products in which small size or childlike charm is a benefit (…) evaluations 
might be more positive when the camera is angled down rather than up at the 
product.” 
 

In a study on the memory-effect of emotion arousing stimuli of print 

advertisements Baird, Wahlers and Cooper (2007) suggest the strategic use of 

emotional appeals to communicate emotionality for products without emotional 

attributes. As an example the authors describe the depiction of a baby to stress 
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safety of the family in an advertisement promoting tires. A similar approach is 

chosen by Geuens et al. (2010) to investigate the appropriateness of emotional 

advertising appeals for hedonic, low involvement and utilitarian, high involvement 

products. Signifying a warmth appeal, a young boy and a young girl wrapped in a 

large towel represent the emotional advertising appeals employed in their study.  

 

Archetypes are based on the work of Carl G. Jung (1875 – 1961) and represent 

mental models of mythological images which are common to all human beings 

(Jung, 1968) and evoke strong emotions (Faber and Mayer, 2009). The depiction 

of an American cowboy, for example, conveys “mythic meanings of unlimited 

freedom, inner and outer strength, and a capacity to vanquish the wild” (Mick et 

al., 2004, p. 24) and Berger (1995, pp. 170), referring to Jung (1968), describes 

archetypes as  

 

“…images found in dreams, myths, works of art, and religions all over the world. 
Archetypes are not transmitted by culture but are passed on, somehow, 
genetically, in a collective unconscious. They reveal themselves in our dreams and 
works of art. One of the most important archetypes is the hero.”  
 

Archetypes can be defined as “culturally important prototypical story characters” 

(Faber and Mayer, 2009, p. 320). Forms of archetypal representation in 

advertisements are commonly images of recognisable generic characters like, for 

instance, the innocent, the hero, the creator, the shadow, lovers, or the magician 

but also images of elements of nature like water or the sky. 
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Culturally-formed Stimuli 

Culturally formed emotional stimuli like specific landscapes or buildings, nature 

and animals or individual objects and accessories related to a person or a certain 

culture create an emotional atmosphere, for instance by associating wildness, 

romance, heroism, or eroticism (Barry, 2005; Bekmeier, 1992; Dieterle, 1992; 

Kroeber-Riel, 1993; Kroeber-Riel and Esch, 2004). Kenney and Scott (2003) 

assert that objects communicate their meaning by referring to their cultural and 

historical background, and that the use of objects and the associations connected 

to it by members of a culture or society is determined by the circumstances of their 

use and their design. As an example, the authors name objects for holiday 

occasions, sports or status symbols, and point out the importance of a shared 

cultural experience in understanding the meaning of an object or image. Objects, 

animals, landscapes and natural surroundings thus need to be systematically 

coded to uncover their specific meaning when interpreting typical examples of 

advertisements, as context information often specifies the emotion conveyed by 

human nonverbal elements (Dyer, 1982; Weinberg, 1986). 

 

 

3.4.3.5. Implications for the Study of Emotionality  in Business-to-

Business Print Advertising: Visual Elements 

 

Category Person(s) 

The depiction of characters in print advertisements is manifold and can be 

classified according to activities of the person, to their facial expression, 

their clothing or other nonverbal behaviour that will be examined in detail in 

the next sections. For example, a person demonstrating or using a product 
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is associated with a rational message, whereas a person depicted during 

leisure activities represents a symbolic and thus emotional meaning 

(Moriarty, 1987). The depiction of persons is judged in addition to the style 

of visual representation, e.g. in a juvenile or erotic manner (see section 

3.3.3.4). To comprise fully the visual representation of emotionality in 

business-to-business print advertising, categories are the depiction of a 

person or several persons, depiction of parts of the body or the face, or no 

person depicted. 

 

Category Animals 

Advertisers depict animals in combination with a product and link the 

symbolic meaning of animals to images and features of the advertised 

product. Association transfers culturally shared meanings of animals 

between the product and the symbol they represent (Dieterle, 1992; Petri, 

1992; Phillips, 1996; Spears, Mowen and Chakraborty, 1996). Animals in 

advertising are depicted in forms of wild, often exotic animals (like eagles, 

snakes, bears, alligators or tigers) or domesticated animals (like cats, dogs, 

pigs, horses or chickens). Animals like fox, eagle, tiger or rhinoceros 

represent culturally formed symbols, e.g. for cleverness, freedom, pride, 

speed and power or strength. In addition, an anthropomorphic illustration of 

animals refers to the “humanisation” of animals, for instance, by depicting 

them with human clothing, human facial expressions or facial elements like 

eyebrows. Thus, anthropomorphism is mainly used to illustrate 

characteristics of human behaviour. To code animals represented in 

advertising, the categorisation by Spears et al. (1996, p. 91) is suggested in 

Table 19 for the present study. 
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Category Nature, Landscape and Buildings 

The depiction of natural environments and landscapes create an “emotional 

design” in advertising (Kuehne, 2002, p. 84). The aim is to benefit from the 

image of nature as an idealised environment with attractive attributes and to 

transfer them to the advertised brand. Advertisements either depict a 

particular phenomenon of nature or nature as a whole. Pictures of plants, for 

example, are utilised to explain and visualise product features or functions.  

Advertising visuals can represent landscapes with particular attributes like 

the blue sea and beach or green meadows and flowers or famous 

architecture and buildings that associate with specific regions or cultures, or 

feelings (Dieterle, 1992; Kroeber-Riel, 1993). A further meaning assigned to 

nature is the archetypal representation of elements like water or the sky, or 

metaphoric representations such as a rock to connote stability and power. 

Thus, the depiction of nature specify the emotional meaning of an 

advertisement and categories suggested for the present study include 

nature, landscapes and buildings, and elements of nature (see Table 19). 

 

Category Objects 

Objects are essential in contemporary life, especially in consumption. Leiss et al. 

(2005, p. 243) regard the use of goods as communicators of meanings and see 

material objects as permeated with “richly textured layers of interpretive 

significance”. In the context of social interaction objects act as communicators. In 

this way, they complement the style of visual representation. The depiction of 

objects, for example jewellery, might signify a luxurious lifestyle. People use 

objects to express their relation to themselves or to others. Csikszentmihalyi and 

Rochberg-Halton (1981, p. 38) describe this by the modalities of differentiation and 
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integration. In the first case, objects symbolise superiority to and separation from 

others, expressing unique qualities of their owner and hence leading to 

differentiation. In the second case, objects represent similarity between the owner 

and others, consequently serving as a symbol of social integration of the owner 

with others. Objects have meanings and convey these meanings in (advertising) 

communication. In addition to the categories suggested in Table 19 objects will be 

described more detailed in the sections below due to their relevance in nonverbal 

communication and their influence on the judgement of the style of visual 

representation and emotional stimuli used in business-to-business print 

advertising. 

 

Table 19 Suggestion for Content Variables: Animals, Objects and Nature in Business-to-Business 
Print Advertising 
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To map the abovementioned potential of visual elements to shape emotionality in 

advertising a thorough examination of nonverbal communication is provided in the 

next section.  
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3.4.4. Elements of Nonverbal Communication 

3.4.4.1. The Role of Nonverbal Communication in Exp ressing Emotions 

Emotionality in advertising is frequently conveyed by creating associations, for 

instance, using particular colours and by nonverbal communication which is 

expressed by depicting body language and facial expressions. A further form of 

nonverbal communication in advertisements is the depiction of objects which, for 

instance, convey meanings by association, and of settings which either serve as a 

background visual or dominate the advertisement. Environments and objects like 

furniture or clothing that represent a particular lifestyle or activity may show the 

product or service in a desirable context. Nonverbal conveyors of meanings are 

facial expressions, gestures, body movements, the arrangement of people in 

groups, clothes, hairstyles and accessories worn by the people portrayed, and 

their environment and objects therein. Dyer (1982, pp. 97) divides these nonverbal 

forms of human communication used in advertising into appearance (age, gender, 

national and racial characteristics, hair, body, size conveying for instance status or 

authority, and looks), manner (facial expression, eye contact, pose and clothes, 

e.g. formal or informal) and activity (touch, body movement and positional 

communication).  

 

Central to pictorial stimuli of emotional advertisements is the depiction of faces 

since particularly facial expressions elicit attention and interest (Heath et al., 

2009). Facial expressions serve as a “code” to uncover the meaning of the 

advertisement (Weinberg, 1986, p. 164). Moreover, the nonverbal statement is 

more perceptible than the verbal message, but according to Dichter (1988) 

advertisers are primarily concerned about the meanings and connotations of 

verbal messages, while interpretations of the respondents rely mainly on 
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nonverbal cues. Stewart and Hecker (1988) suggest a classification system for 

signals of nonverbal communication which includes paralinguistic phenomena 

(how things are said) displayed in facial expressions, body movements, gestures, 

spacing, eye movements, touch, pictures, and symbolic artefacts. Dichter (1988) 

notes that nonverbal communication is expressed by body-related gestures, facial 

expressions, postures, the use of hands, arms, legs and includes clothing, 

background furniture, music, depicted and used objects. This is underlined by 

Bekmeier and Schoppe (1986), who found the facial expression of, for instance, 

the emotions ‘surprise’ and ‘interest’ to be accompanied by distinct body 

movements, while the difference between ‘interest’ and ‘joy’ on one hand and 

‘surprise’ and ‘joy’ on the other hand was less evident. Depicted emotions are 

hence interpreted differently depending on accompanying pictorial stimuli, e.g. the 

product or a landscape in the background (Weinberg, 1986). 

 

Nonetheless, the intention to communicate a particular (emotional) message by 

employing nonverbal signs must consider the inferences the recipient draws on 

these. Stewart and Hecker (1988, p. 257) state, that  

“…the marketer must understand what a particular nonverbal stimulus means for a 
given consumer in advance of the consumer being exposed to the stimulus”.  
 

Understanding the meaning of nonverbal communication and symbols is 

particularly important for the design of marketing communications. Accordingly, 

nonverbal communication in advertising is defined by Dichter (1988, p. 36) as  

“…any form of signal that permits interpretation on the part of the ‘sender’ and on 
the part of the recipient, the addressee, whether present or not”. (Emphasis in the 
original) 
 

It is apparent that nonverbal cues rarely represent a single meaning. The context 

or situation, in which nonverbal communication occurs, provides the basis for an 
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understanding of the meaning of nonverbal language. Its complexity calls for a 

characterisation, for instance by describing facial expressions and the social 

context or the environment, in which they take place (Knapp and Hall, 2006). 

Intimacy, for instance, is expressed by smiling and increased eye contact, facial 

pleasantness as well as gestures that represent immediacy, closeness, warmth 

and affection (Andersen, Guerrero and Jones, 2006). As a form of liking 

behaviour, immediacy is expressed by more leaning forward, more touching, more 

eye gazing, more direct body orientation and more positive facial expressions 

(Argyle, 1975, p. 276; Knapp and Hall, 2006, p. 415). Consequently, emotions 

displayed through nonverbal behaviour or facial expressions need context 

information to be clearly decoded. A correct identification is further dependent on 

the type of product or service advertised or the setting in which it is placed 

(Weinberg, 1986, p. 165). 

 

Nonverbal behaviour denotes the emotional state of a person (Scherer, 2005), 

while the face is the most important area for signalling emotions (Argyle, 1975; 

Darwin, 1872; Fridlund and Russell, 2006; Izard, 1977). Charles Darwin’s (1872) 

study of the Expression of the Emotions in Man and Animals has been of major 

influence on the recognition of the relationship between emotion and facial 

expression. The skin, for instance, reflects emotional states by turning red (for 

anger) and white (for fear), and an open mouth can either communicate 

aggression or sexual intentions. Basic facial expressions are regarded to be innate 

but the degree of displaying them is different according to cultural rules. However, 

the recognition of emotion is not limited to facial expressions. Nonverbal cues 

expressed by the body can also reveal emotional states (Gray and Ambadi, 2006; 

Matsumuoto, 2006), but even better their degree of intensity (Argyle, 1975). 
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Hence, bodily posture conveys the intensity of emotions, while facial expressions 

inform about specific emotions (Argyle, 1975; Ekman and Friesen, 1976). Bodily 

signals as described in Table 20 are used to communicate emotional states and 

thus different parts of the body stand for different aspects of emotions.  

 

Table 20 Main Areas of Bodily Communication of Emotional States 
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According to the position of arms and legs, the posture of the human body is 

divided into three basic forms: standing, sitting and lying, and it expresses 

emotional states like anger or shyness, attitudes toward others and status 

relationships. Body orientation characterises the position of the body in interaction 

with other individuals, and bodily movements encompasses the space-time 

changes of the entire body (Argyle, 1975; Weinberg and Konert, 1984). 

Appearance, particularly clothing, can indicate emotions. Argyle (1975, p. 111) 

illustrates this by describing a person, who is cheerful will not choose to dress in 

black unless it is necessary. Furthermore, clothes inform about status, personality 

and group membership in addition to their sexual role by covering the body as well 

as drawing attention to certain parts of the body (Argyle, 1975, p. 338). The role of 

clothes is assigned to the eroticism-category by De Pelsmacker and Geuens 

(1997) in their typology of emotional advertising appeals, stating that seductive 

dressing expresses an erotic atmosphere. 
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Several studies on print advertising confirm, that facial expressions convey distinct 

emotions, whereas gestures underline the intensity of the emotion, for instance, 

desperately grasping an object with the hands (Bekmeier, 1992; Weinberg, 1986). 

Additionally, Wallbott (1988) found that context information such as nonverbal 

cues and the situation, in which a person is acting, can enhance the recognition of 

emotional expression in photographs, but facial expressions dominate in 

determining this judgement. Depending on the creative advertising expression, 

Kepplinger and Glaab (2005) showed different forms of depicting people. Two 

persons turned toward each other, for example, convey a sense of tradition and 

solidity, with one of them probably rather respectable and passing on his 

expertise, while advertisements conveying eroticism often depict an amorous 

couple or one person in a dreamy atmosphere, with seductive looks or closed 

eyes. Further implications for a more detailed discussion of advertising 

components, which are suitable to convey emotions, are given by Knapp and Hall 

(2006). Their classification of nonverbal communication encompasses the 

communication environment and the communicator, particularly the physical 

characteristics of the communicator, body movement and position. These 

categories are relevant to the analysis of emotionality in business-to-business print 

advertisement and subsequently will be introduced in more detail. 

 

 

3.4.4.2. Environmental Factors of Nonverbal Communi cation 

Physical environments like furniture, rooms, houses or other surroundings are 

factors which influence communication behaviour and accordingly the feelings of 

communicators, causing emotional reactions. Environmental factors send stimuli, 

to which people respond by (1) feeling aroused (active, stimulated, anxious, or 
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alert), (2) feeling pleasurable (joyful, satisfied, happy) and (3) feeling dominant 

(being in control, important, and free to choose the direction of acting) (Bekmeier, 

1992; Knapp and Hall, 2006). A reaction to environments, like feeling aroused by a 

new and exciting environment, is not relevant for the depiction of emotionality in 

print advertisements. However, a person can be portrayed in the advertisement 

being aroused by the physical environment, which means a depiction of the 

emotional experience. A distinction of the communication environment is made 

between the physical and spatial environment. 

 
 
Physical Environment 

·  Physical Environment: This category describes the environment, in which 

the interaction occurs, which thus influences human behaviour without 

being a direct part of it. Factors of the physical environment are buildings 

and their architectural style, furniture, interior decoration, lighting conditions 

and colour. These factors have strong impact on the communicative 

behaviour in forms of facilitating or prohibiting it by the structure and design 

of buildings and rooms within them (Knapp and Hall, 2006, p. 125). The 

arrangement of furniture, the architecture and structure of the business 

buildings, for instance, can indicate power and status according to the 

amount of space and type of furniture available. Moveable objects like 

tables, chairs, decoration, candle light or personal belongings communicate 

a specific atmosphere while large desks, for instance, can build barriers and 

create distance. A further influential factor on human behaviour is interior 

design and lighting. Colours, the decoration of rooms, the brightness of light 

and the use of specific materials can for example evoke a warm, intimate or 

cold, impersonal atmosphere (Kroeber-Riel and Weinberg, 2003). 
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Moreover, research has found that the colours blue and green are 

associated with serenity and calmness, and red and orange with arousal 

and stimulation (Knapp and Hall, 2006, p. 117 and references therein). 

Other objects designating traces like cigarettes in an ashtray or used 

glasses illustrate the scenery and indicate the communication and 

interaction taking place. Other essential parts of the physical environment 

are natural environments and landscapes. There is little reliable knowledge 

about the form and extent of influence of natural environments on 

communicative behaviour. It is assumed, however, that natural 

environments effect emotional states of people, as people are found to 

smile more when the weather is sunny and pleasant (Knapp and Hall, 2006, 

p. 113). 

 

 

Spatial Environment 

·  Spatial Environment: The study of social and personal space, which is used 

and perceived by human beings, is called proxemics (Knapp and Hall, 

2006, p. 8). This factor relates to the use of personal space and its 

variations according to gender, status, roles and culture and also to spatial 

arrangements in formal and informal groups. The space between 

communicating people depends on their personalities, their relationships 

and on the type of encounter, for instance a conversation, an intimate 

situation, or meeting other people in public space. While intimate distances 

range from physical contact to about 18 inches, social distances range from 

4 to 12 feet and public distances from 12 feet to visibility and hearing 

distances (Knapp and Hall, 2006, p. 147). Analogous to real life situations, 
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distant or close-up viewing positions in advertising visuals evoke increased 

attention and involvement of the viewer (Messaris, 1997).   

 

 

3.4.4.3. Physical Characteristics of the Communicat or 
 
Physical characteristics refer to nonverbal cues of the communicator, which do not 

change during the phase of interaction: 

·  The physical appearance consists of elements such as height and weight, 

body shape, hair, and general attractiveness. Research findings suggest a 

strong influence of physical characteristics on interpersonal communication. 

A negative behaviour toward unattractive people and a positive behaviour 

toward attractive people, both expressed verbally and nonverbally, is 

observed (Knapp and Hall, 2006, p. 174). Moreover, physical attractiveness 

seems to play a role in persuasion. There is evidence (Chaiken, 1979; 

Knapp and Hall, 2006) that physically attractive people seem to have 

persuasive skills and elicit higher credibility and expectations of better 

performances. 

·  Artefacts such as clothes, jewellery, fashion or business accessories like an 

attaché case, eye- or sunglasses and cosmetics like lipstick or nail varnish 

are objects which affect the physical appearance of communicators and 

give first impressions about them. All of these artefacts communicate a 

variety of messages such as age, sex, socio-economic status, group 

identification, or role display (Knapp and Hall, 2006, p. 204) and form an 

overall impression of the communicator. Furthermore, clothing is an 

instrument of persuasion, if it represents authority or expertise. For 

example, Lawrence and Watson (1991) demonstrated that a woman 
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dressed as a nurse was judged to be more knowledgeable than when 

dressed as a businesswoman when asking for contributions to fight 

leukaemia. 

 

 

3.4.4.4. Nonverbal Bodily and Facial Behaviour 

Signals of nonverbal bodily communication include gestures, posture, touching 

behaviour, facial expressions and eye behaviour: 

·  Gestures: Arm and hand movements as well as head movements are called 

gestures, which are “movements made by the body or some part of it” 

(Knapp and Hall, 2006, p. 225). Speech-independent gestures represent 

signals which are understood by a large group of people, members of a 

culture or subculture (for example the ‘V’ for victory). However, in a cross-

cultural context gestures can appear in the same form but have different 

meanings and lead to cross-cultural misunderstandings (Scherer, 1999b). 

Gestures directly related to speech illustrate verbal messages. They 

emphasise words or phrases, point to objects, depict spaces or bodily 

actions, or comment the verbal interaction. For the study of print 

advertisement, speech-independent gestures with emotional messages are 

important, as they emphasise communication content and help to establish 

attention. According to Knapp and Hall (2006, p. 253), speech-independent 

gestures can be translated into verbal definitions, and most frequently 

represent ‘affirmation’, ‘negation’, ‘stop’, ‘don’t know’, ‘sleeping’, ‘eating’, 

and ‘drinking’. A further distinction of hand movements is made by Bavelas 

and Chovil (2006). Hand action refers to a practical function, e.g. holding a 
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telephone, while hand gesture has a communicative function, e.g. 

underlining the verbal expression of a telephoning someone.  

·  Posture: The degree of status, of attention or involvement between 

communicators but also their emotional states is associated with the body 

posture. Thus, a forward leaning posture conveys higher involvement, more 

liking and lower status, while sadness or anger is associated with the 

drooping posture. 

·  Touching Behaviour: As a form of nonverbal communication, touching 

includes stroking, hitting, greetings and farewells, holding another. 

Accordingly, the meaning of touch between people needs to be specified by 

the context, the nature of the relationship or the form of its execution. 

Altogether, touch is a powerful instrument of communication, which can 

have different meanings according to the part of the body being touched but 

also to the strength and the duration of the touch, and to the method of 

touching (e.g. open or closed fist). Also, the environment in which the 

touching occurs is relevant. Messages referring to emotional experiences 

are communicated by interpersonal touching and self-touching, which can 

be classified on an intimacy continuum from functional or professional 

touches to love or intimacy touches and touches of sexual arousal (Knapp 

and Hall, 2006, p. 287).  

·  Facial Expressions: Six of the eight primary emotions classified by Plutchik 

(1980) – anger, disgust, fear, sadness, surprise, and happiness – can be 

displayed by facial expressions. Nonverbal interaction by facial expressions 

contributes to the communication process.  

·  Eye Behaviour: This category concerns the direction and the duration of 

looking while communicating. A gaze designates the eye movement in the 
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general direction of the face of another person, whereas looking into each 

other’s eyes is called mutual gaze. Visual contact enhances communication 

or even demands it, as eye contact signals an open communication 

channel. Conversely, avoiding eye contact signifies the wish to not 

communicate (Argyle and Cook, 1976; Knapp and Hall, 2006, p. 142). The 

eye area (including the brows) delivers information about the emotion being 

expressed. Research on the ability to decode these emotions indicates that 

the eye area plays an important role in judging basic emotions (e.g. Ekman, 

Friesen and Tomkins, 1971) and will be looked at in the context of 

advertising more closely in the succeeding section. 

·  Vocal Behaviour: Nonverbal vocal cues accompany speech and refer to 

how, and not what is said. Since print advertisements are the objects of this 

study, vocal behaviour is not a relevant category and will not be explained 

further. 

 

Accordingly, the depiction of persons in communicating emotions in 

advertisements is important. Weinberg and Konert (1986) and Weinberg (1986) 

suggest a comprehensive description of how emotions are expressed in nonverbal 

human communication (Table 21). 
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Table 21 Catalogue of Criteria for Nonverbal Presentations of Emotions 
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(Source: Adapted from Weinberg, 1986, p. 169; Weinberg and Konert, 1984, p. 608) 

 

 

3.4.4.5. Facial Expressions 

Regarding the importance of faces in the depiction of emotions, this section 

examines facial expressions in detail. Faces express emotions and convey 

messages (Fridlund and Russell, 2006; Izard, 1977; Knapp and Hall, 2006, 

Kroeber-Riel, 1993). Furthermore, facial expressions are regarded as the most 

important factor for the attribution of emotions and the most influential source of 

nonverbal information (Hess, Kappas and Scherer, 1988). Weinberg and Konert 
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(1984, p. 607) understand facial expressions as “distinct indicators of emotions”. 

Studies revealed that six basic emotions (anger, disgust, fear, happiness, surprise 

and sadness) are recognised universally across cultures with high accuracy 

(Ekman, 1999). There is also evidence, that cultural differences can be found in 

the perception of strength but not the direction of an emotion displayed by the face 

(Ekman, 1992). In addition, Argyle (1975) reports that there is little difference in 

the judgement of emotions between still and moving pictures. Emotions can thus 

be inferred from facial expressions, and merely vary in degree and cultural 

conventions, e.g. crying in public (Argyle, 1975; Ekman, 1992; Ekman and Oster, 

1979; Knapp and Hall, 2006). Thus, they can serve as a typology to code 

emotions expressed in faces portrayed in advertisements. Graham et al. (1993) 

measured non-informational content of advertisements by coding facial 

expressions in their study of advertising strategies and tactics, investigating if 

companies adapt to the culture of foreign target markets or are primarily influenced 

by their home culture. The authors acknowledge the claim of Ekman and Friesen 

(1976) that facial expressions indicate emotions best, yet they reduce categories 

to be coded for facial expressions to frowns and smiles. Observers of facial 

behaviour can determine the expression of emotion according to Plutchik’s (1980) 

emotion categories (e.g. happy or sad) from still photographs (Ekman, Friesen, 

and Ellsworth, 1982), thus they seem adequate in conveying emotions in 

advertising and can be used to categorise advertisement according to the facial 

expression displayed.  

 

Emotional visuals frequently show faces which express emotions, specifically 

eyes, mouth, nose, a person or a group of people, smiling and maybe interacting. 

Thus, to communicate emotions, print advertisements with naturally static pictures 
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primarily portray gestures and facial expressions (Caudle, 1990; Weinberg and 

Konert, 1984). Six basic emotions – happiness, anger, disgust, sadness, surprise, 

and fear – can be inferred with high accuracy when observing facial expressions. 

In the present study categories to classify emotionality portrayed in advertisements 

will therefore include facial expressions utilising the Ekman and Friesen (1975, 

1976) photographs depicted in Figures 12 to 17 (Knapp and Hall, 2006, pp. 316), 

which have been used in other studies of emotions in facial expressions (e.g. 

Palermo and Coltheart, 2004; Scherer and Grandjean, 2008).  

 

Figure 12  Facial Expression Communicating “Surprise”  

(Sources for Figures 12 to 17:: Knapp and Hall, 2006, pp. 316) 

 

 

Figure 13  Facial Expression Communicating “Fear” 

 

Figure 14  Facial Expression Communicating “Disgust”  
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Figure 15  Facial Expression Communicating “Anger”  

 

 

Figure 16  Facial Expression Communicating “Happiness”  

 

 

Figure 17  Facial Expression Communicating “Sadness”  

 
 

Photographs are very suitable to identify emotional expressions in faces (Gray and 

Ambadi, 2006). This classification of facial expressions and the above descriptions 

of nonverbal communication are utilised in the present study to establish 

categories characterising emotional content of visuals depicting human beings. 
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3.4.4.6. Eye Behaviour 

In human communication, the direct eye gaze plays an important role. The 

depiction of eyes and the general facial expression are advertising stimuli based 

on real-world behaviour (Messaris, 1997, p. 21), and are used frequently in images 

when a spokesperson or model looks directly at the spectator. This leads to 

attention and arousal, as a person notices being looked at and has a tendency to 

look back. Gaze always indicates some form of emotional communication, such as 

liking, establishing dominance, threatening or sexual interest, and in its most basic 

meaning an open visual channel (Argyle and Cook, 1976). Evidence is given in 

fashion advertising, where visuals combine photographic elements such as direct 

eye gaze and different camera angles. As an example Messaris (1997, p. 39) 

distinguishes between advertisements for less-expensive fashion products with 

images of models in more pleasing poses who “usually smile and strike 

ingratiating poses” and high fashion advertisements with images of models, 

unsmiling and with sometimes even contemptuous facial expressions, creating a 

look of superiority. The author assumes that by looking down on the viewer the 

models represent a superior world and a desirable social status.  

 

For example, a traditional German weekly engineering newspaper, VDI 

nachrichten, which targets the engineering and technical sector and is published 

by the German ‘Verein Deutscher Ingenieure’ (VDI), employed these insights in 

2006 to re-invent itself as a qualitative, respectable and innovative newspaper 

brand for engineers (VDI, 2006). A print advertising campaign (see Figures 18, 19 

and 20) was launched with pictures of men and women who playfully approach 

engineering and technology themes with the aim to emotionalise the newspaper 

and present it as a high-quality brand. The two sample advertisements below 
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(Figure 18 and Figure 19) show stylishly dressed and unsmiling women 

representing the superior style of fashion images as described by Messaris (1997). 

 

 
 

Figure 18  Style: Eye Behaviour in Business-to-Business Advertising 

(Source: VDI, 2009) 
 
 
 

 
Figure 19  Fashion: Eye Behaviour in Business-to-Business Advertising 

(Source: VDI, 2008) 
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Furthermore, direct eye gaze in combination with close-up visuals generate 

greater attention, with extreme close-ups possibly provoking hostility, an effect 

counterproductive in advertising and infrequently used (Messaris, 1997). Direct 

eye gaze in combination with the depiction of ball bearings are used in the third 

example promoting the engineering newspaper VDI nachrichten (Figure 20). This 

print advertisement employs direct gaze in a more suggestive form, inducing an 

erotic allusion.  

 

 

 
 
 
 
 
 
 
 
 
 
 

Figure 20  Suggestive Looks: Eye Behaviour in Business-to-Business Print Advertising 

(Source: WUV, 2007) 
 
 

The abovementioned examples are not contained in the print advertisement 

sample of the present study. Figure 18 was published on the VDI-website, while 

Figure 19 was a VDI-brochure placed as a loose insert in werben&verkaufen 

(WUV), a German business-to-business magazine for the advertising and 

marketing industry, whereas Figure 20 was a premium placed VDI-advertisement 

in WUV (WUV, 2007). 
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3.4.4.7. Implications for the Study of Emotionality  in Business-to-Business 

Print Advertising: Nonverbal Communication 

Concluding from the elements of nonverbal communication and of visual stimuli 

abovementioned, an analysis of emotionality in print advertisements must consider 

the depiction of facial expressions, eye behaviour, touching behaviour, posture 

and gestures of people in the advertisement. Furthermore, context-specific 

elements such as artefacts (jewellery, objects, clothing) and the physical 

environment are important. Altogether, these elements specify the emotional 

meaning of the advertising visual. For example, the depiction of a person can be 

judged as rational if the context is a production building and the person 

demonstrates the usage of the advertised product, and as emotional if a person is 

depicted in romantic scenery with a happy expression. Thus, an understanding of 

nonverbal communication inspires judgements on how advertising visuals are 

represented and the type of emotionality they contain (see categorisation of 

emotional and rational messages in print advertising in section 3.3.4.). In addition, 

the classification of facial expressions (happy, sad, disgusted, fearful, angry, and 

surprised) introduced in section 3.4.4.5. helps to determine the positive or negative 

emotional impression of the advertisement in the present study.  

 

3.5. Emotionality in Verbal Communication in Print Advertisements 
 
Headlines and visuals frequently play together in conveying emotional advertising 

messages (McQuarrie and Mick, 1992; Schierl, 2001). Sometimes headlines are 

the only verbal information perceived by advertising recipients (Turley and Kelley, 

1997). Therefore categories for emotionality in headlines must be established in 

addition to categories for emotionality in pictorial elements. Complementing the 

visual, attention in print-based marketing communication is attracted by headlines 
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with preferably fewer than 7 to 8 words displaying their content at one glance 

(Percy and Elliott, 2005, p. 214). Apart from generating attention, though, visuals 

and headlines create meanings in print advertisements due to an interdependent 

communication, as their interpretation is most likely to be different if visuals or 

headlines stand for themselves. Hence, it is important that visuals and headlines in 

print advertisements create tension without repeating or contradicting each other 

(Schierl 2001). Describing a magazine advertisement by Kodak to communicate 

the trustworthiness of their film products, Pollay (1983, p. 75) illustrates how 

ambiguity in communication can be prevented: 

 

“…a charming picture of a farmer surrounded by small children all gently stroking a 
baby pig. The entire text read, ‘Trust Kodak,’ but the power of the communication 
is contained in the trust displayed in the pictorial imagery at several levels. The 
small children are entrusted to the care of the farmer, and the baby pig is similarly 
entrusted to the care of all of those present. Thus, the value of ‘trustworthiness’ is 
communicated in a metaphorical way. The same group of children might be used 
to lend their youth, innocence, or excitement to the product, but the text, sparse as 
it is, explicates any ambiguity in the photograph and makes clear the advertiser’s 
intent.” 
 

 

 
Deriving Message Content Categories for the Present  Study: Emotionality in 
Headlines and Subheadings 
 

In a study of business-to-business and services advertising, Turley and Kelley 

(1997) categorised headlines that use a provocative style, a question or a 

command as being adaptable to both emotional and rational message appeals 

and regarded benefit, news and information headlines as primarily rational. 

Another typology is employed by Cutler and Javalgi (1993, 1994). The authors 

classify headlines as emotional or rational utilising categories established by 

Beltramini and Blasko (1986). Emotional headlines contain familiar sayings, a play 
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on words, or an unusual use of common expressions. The wordplay is a rhetorical 

figure and an “artful expression that deviates from expectation” (McQuarrie and 

Mick, 2009, p. 289). It evokes additional meanings and is pleasing to process, 

leading to a positive attitude toward the advertisement. Furthermore headlines 

creating shocks, highlighting contrasts, or generating curiosity, using words like 

“you should know, wait until you see this, here’s how” (Cutler and Javalgi, 1993, p. 

65) are employed to arouse the interest of the recipient and will be classified as 

emotional in the present research of business-to-business print advertising. 

Rational or informational headlines provide news and / or information regarding 

the benefit associated to the product or service or how its use will benefit the 

buyer. 

 

 

3.6. Conclusion 

Chapter three examined prior research on emotional appeals in advertising, the 

role of visual communication in conveying emotionality and verbal and nonverbal 

communication expressing and portraying emotions in order to obtain a deeper 

understanding of the representation of emotionality in print advertising and to 

establish categories of emotionality for the analysis of print advertisements. 

Insights from literature and previous studies delivered implications for categories 

to analyse verbal and visual messages containing emotionality because 

emotionality in print advertising is predominantly conveyed through verbal and 

visual elements. Therefore, the proposed classification of emotional components 

in print advertising, as suggested in Table 28 and exemplified in Figure 26 in 

section 4.5.3 of the next chapter, includes verbal messages (headlines and 

subheadings) and visual messages (pictures, illustrations, drawings, graphics, 



194  

caricatures). The proceeding methodology chapter delineates the research 

philosophy on which the present study is based and introduces an appropriate 

method to investigate emotionality in business-to-business print advertising.  
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4. Research Methodology  

 

This chapter describes the research methodology this study is based on to obtain 

answers to the research questions, if, and how, organisational suppliers attach 

emotionality to their products and services. The research methodology refers to 

the rationale of the study and explains the philosophical stance of the researcher 

and determines methods of data collection and analysis. As depicted in Figure 21, 

the research philosophy determines the research strategy and methods of data 

collection and analysis which will be discussed in the following sections. Finally, 

this chapter covers ethical issues and limitations of the study. 

 

 

 

 

 

 

 

 

 

 

Figure 21  Elements of the Research Methodology Chapter  

(Source: Developed for this research from chapter 4) 
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4.1. Introduction 
 
Research methods and designs have underlying philosophical positions which 

influence the overall arrangement and the quality of the investigation. A research 

philosophy determines what, how and why research is conducted, the role of prior 

theory and underpins the researcher’s assumptions about reality and how it can be 

understood (Carson et al., 2001). Easterby-Smith, Thorpe and Jackson (2008, 

p.56) propose three significant reasons for understanding philosophical issues:  

 

(1) The overall research strategy is clarified by considering the type of evidence 
needed. This again determines methods of collecting, analysing and interpreting 
data in order to answer the research questions of the study.  
(2) Considering philosophical issues enables the researcher to recognise 
limitations of particular approaches and to identify the appropriate research 
strategy. 
(3) The researcher is motivated to identify and select or adapt adequate methods, 
even if they are outside the researcher’s prior experience. 
 

Hence, philosophical paradigms and goals of the research need to be considered 

when deciding on appropriate research methods to identify the presence of 

emotionality in business-to-business print advertising. Deshpande (1983, p. 102) 

states, that to determine the problems “worthy of exploration and also what 

methods are available to attack them” it is necessary to understand the nature of a 

paradigm. Pragmatically, the philosophical paradigm of research implies what, 

how and why the research is carried out (Lauriol 2006; Carson et al., 2001). Guba 

and Lincoln (1994, p. 105) postulate, that  

 

“…questions of method are secondary to questions of paradigm, which we define 
as the basic belief system or world view that guides the investigation, not only in 
choices of method but in ontologically and epistemologically fundamental ways”. 
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Figure 22 illustrates the institutional context of the research project and related 

ontological, epistemological and methodological questions, suggesting a strong 

link between research paradigm and research method.  

 

 

 

 

 

 

 

 

 

Figure 22  The Institutional Context of the Research Project and Related Ontological, 
Epistemological and Methodological Questions. 
 

(Source: Adapted and modified from Lauriol 2006, p. 32) 

 

Ontological questions refer to the form and nature of reality or being and what can 

be known about it. Epistemology signifies the process of knowing or knowledge 

construction and thus the relationship between the researcher and the reality. 

Finally, the required methodologies to discover what the researcher believes can 

be known are determined by the research position (Carson et al., 2001; 

Deshpande, 1983; Lauriol, 2006). Some authors (Gummesson, 2001, 2003; 

O’Shaughnessy and O’Shaughnessy, 2002; Stewart, 2009) postulate that it is 

most important to select the appropriate methodological tool for the issue under 

investigation. Moreover, the researcher should be open to several ways of 

knowing, if research issues require methodological pluralism due to the complex 
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and dynamic world of business-to-business marketing. Gummesson (2003, p. 491) 

requests that  

 

“B2B researchers should not be bureaucrats and administrators of regulated 
research rituals. They should be entrepreneurs and their priority should be to find 
market treasures and to solve marketing mysteries.”  
 

Accordingly, the ontological and epistemological stance of the researcher 

determines the research strategy in terms of what can be known about 

emotionality in business-to-business print advertising and how can it be identified. 

Moreover, the minor role which emotions have played in business-to-business 

marketing up to now must be taken into consideration. The next sections discuss 

research philosophy, the paradigm guiding this research and the accordant 

research approach, reflecting the position of Gummesson (2003), that business-to-

business marketing research should support marketing practice and therefore 

incorporate interpretive techniques, and following the above questions of what, 

why and how research should be conducted. Then, the research purpose and 

research design, consisting of the strategy, time horizons, and the method of data 

collection, sample selection and data analysis and ethical considerations of this 

study are presented. 

 

 

4.2. Research Philosophy 

The philosophical stance adopted by the researcher relates to three basic 

elements, which reflect the world view of the researcher and have an impact on 

research decisions. The elements are explicated in Table 22 in relation to the 

present research of non-personal business-to-business marketing 

communications.  
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Table 22 Elements of the Research Philosophy in Relation to the Present Research 
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(Source: Adapted from Carson, Gilmore, Perry and Gronhaug, 2001, p. 6; Easterby-Smith, Thorpe 
and Jackson, 2008, p. 40; Sobh and Perry, 2006, p. 1194) 
 

Ontological, epistemological and methodological views of the research philosophy 

express the accordant research paradigm chosen by the researcher. The research 

paradigm reflects “a set of linked assumptions about the world which is shared by 

a community of scientists investigating that world” (Deshpande, 1983, p. 101). 

Accordingly, different paradigms imply different schools of research philosophies. 

A paradigm provides a conceptual and philosophical framework to investigate 

problems, establishes criteria for appropriate methodologies and represents the 

research position and “world view“ of the researcher (Deshpande, 1983, p. 101; 

Sobh and Perry, 2006).  

 

 

4.2.1. Dominant Research Paradigms 

Dominant paradigms of research have been polarised into the major schools of 

positivism and interpretivism, although in the practice of research, the actual 

methods and techniques are not always clear and distinct and the two terms are 

frequently regarded as two ends of a continuum rather than two polar opposites 

(Carson et al., 2001; Easterby-Smith et al., 2008; Knox, 2004). Saunders, Lewis 
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and Thornhill (2009) argue that the choice of the appropriate research philosophy 

depends on the research questions. They posit that the appropriateness of a 

specific research philosophy should be judged in terms of its ability to answer a 

particular research question, rather than in terms of general preferences.  

 

The term “positivism” refers to knowledge based on empirical observations that 

are considered as scientifically meaningful and important to the researcher acting 

as an external and detached observer. The ontological view is that the world is 

external and objective and that there is only one “single external reality” (Carson et 

al., 2001, p. 6). The epistemological position implies that the researcher can obtain 

hard and replicable data, generating secure, objective knowledge, using a 

quantitative methodological approach. A conceptual and theoretical structure 

provides the basis for addressing research questions or testing hypotheses 

derived deductively from theory. Thus, “positivists claim that through formal logical 

analysis of theories and by means of unbiased observations, the truth of any 

(meaningful) proposition can be determined absolutely” (Peter and Olson, 1983, p. 

118).  

 

Positioned on the opposite side of the continuum of research philosophies, 

interpretivism focuses on the contextual understanding and interpretation of data, 

considering multiple realities of phenomena in a given context. The interpretivist 

researcher takes a subjective, insider’s perspective and wants to experience the 

world under investigation (Deshpande, 1983). An inductive approach, using 

qualitative methods, involves the observation of the empirical world to construct 

abstract concepts, theories and generalisations that explain the past and predict 

the future (Carson et al., 2001, p. 12). 
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Saunders et al. (2009, p. 119) propose the distinction displayed in Table 23 

between the ontological, epistemological and methodological views of positivist 

and interpretivist research paradigms.  

 

Table 23 Comparison of the Positivist and Interpretivist Research Philosophy 
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(Source: Saunders, Lewis and Thornhill, 2009, p. 119) 
 

 

Given the research questions identified in chapter 2 it seems useful to adopt a 

stance that allows approaching the material under investigation in a value free way 

and at the same time to be sensitive to meaningful details that convey emotionality 

but may not easily be observable. Thus, in order to determine the use and 

presence of emotionality in business-to-business print advertising phenomena 

must be observed, but also emotional meanings underlying the surface must be 

uncovered and interpreted. 
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4.2.2. Research Philosophy and Methodological Impli cations 

The philosophical stance has implications on research approaches, on the role of 

theory and the role of the researcher, on the conceptualisation of the research and 

on how data is collected and analysed (Carson et al., 2001). 

 

 
 
4.2.2.1. Deductive and Inductive Research Approache s 
 
The role of theory in the research strategy expresses different research 

approaches (Saunders et al., 2009). The deductive approach uses theory to 

develop hypotheses and a research strategy to test the hypotheses, while the 

inductive approach requires data collection and analysis to develop theory. 

Deduction dominates research in the natural sciences and enables the researcher 

to explain laws, anticipate phenomena, predict and control phenomena (Saunders 

et al., 2009). Deductive research involves several stages, starting with the 

deduction of a hypothesis or testable proposition from theory, including how it can 

be measured. The next stages include testing the operationalised hypothesis 

quantitatively and examining its outcomes in order to confirm or disconfirm theory. 

This conditions a sufficient large sample size to generalise statistically from the 

data collected. The deductive approach is replicable due to its structured 

procedure and thus enhances the reliability of research. In content analysis, for 

example, the deductive role of theory guides the researcher in developing a coding 

scheme which focuses on certain concepts and defining categories based on their 

definitions in the theory. This approach is chosen for the present study due to 

existing concepts of emotional appeals in advertising research in order to analyse 

visual and verbal communication. However, considering the neglected role of 

emotionality in business-to-business marketing communications research, further 
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insight into the phenomena of emotionality is warranted. An inductive role of theory 

enables the researcher to generalise empirically from observation of the content 

(Potter and Levine-Donnerstein, 1999). The strength of an inductive approach is to 

develop an understanding of human interpretation of the social world. By studying 

small samples and using a variety of methods to collect qualitative data the 

inductive approach offers insights into the contexts of events (Saunders et al., 

2009). Hence, inductively conducted research is useful to understand why 

phenomena occur and to build theory on the basis of data. In addition, a 

combination of deductive and inductive approaches is possible and often is 

advantageous for the research project in that it provides insights from literature in 

the case of novel observations. Conversely, a new contribution to theory might 

have an impact on the collection and interpretation of data while the research 

process is in progress (Easterby-Smith et al., 2008; Frueh, 2004; Saunders et al., 

2009).  

 

 

4.2.2.2. Classification of Research Purpose 

The purpose of the research is closely linked to the research question and 

determines if the study is exploratory, descriptive or explanatory (Saunders et al., 

2009). Exploratory research is flexible in terms of starting at a broad focus of the 

research problem and gradually narrowing it during the research process. 

Exploratory research aims to understand the nature of a research problem at a 

stage of asking questions and assessing phenomena rather than precisely 

defining them. Descriptive studies aim to portray a clear and detailed picture of 

phenomena and frequently provide an accurate description of material 

subsequently used for explanatory purposes (Carson et al., 2001). The objective 
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of explanatory research is to explain the relationship between variables and to 

establish causality between these variables (Saunders et al., 2009). Accordingly, 

the present investigation of emotionality in business-to-business print advertising 

is more descriptive and exploratory in nature due to limited existing knowledge. 

 

 

4.2.2.3. Time Frames of Research Designs 

Depending on the research question, the research design selects different time 

frames. The longitudinal approach enables researchers to observe phenomena 

over a longer period of time, while in the cross-sectional approach particular 

phenomena are measured at the same time (Easterby-Smith et al., 2008; 

Saunders et al., 2009). The choice of the time frame is independent of the 

research strategy or method of the study. Regarding the research question –  

the concurrent portrayal of emotionality in business-to-business print advertising – 

the present investigation of emotionality requires a large sample size and a cross-

sectional approach to detect patterns of emotional advertising and to map the 

extent of emotionality in non-personal business-to-business marketing 

communications. 
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4.2.3. Realism Research: The Dominant Paradigm of t he Present Study 

Given the objectives of this research – to investigate if and how organisational 

sellers attach emotionality to their products and services in print advertising, and to 

determine the importance of emotionality in non-personal business-to-business 

marketing communication – the philosophical stance taken in this research is 

realism. A realist research position allows considering different layers of meanings 

of emotional visuals and headlines and offers an appropriate approach to detect 

emotionality in advertisements. Unlike the positivist view of accepting only 

observable phenomena, realism regards the world as ‘real’ but acknowledges the 

existence of unobservable realities and particular perceptions of the world (Hunt, 

2005; Carson et al., 2001). A particular version of realism is critical realism which 

was introduced by Roy Bhaskar (Sayer, 2000). In the critical realist view, the world 

is independent of the knowledge of the researcher and this knowledge has a 

transitive and intransitive dimension (Sayer, 2000, p. 10). Phenomena or 

processes under investigation are intransitive in that they do not necessarily 

change when theories (the transitive dimension) change. Thus, realists regard the 

world as independent of the researcher experiencing that world, and this existing 

reality can be discovered by the researcher (Easton, 2002; Sayer, 2000). 

According to Easton (2002) the assumptions of critical realism determine how 

knowledge is structured and how the research will proceed (see Easton (2002) for 

a discussion of critical realism as a marketing research paradigm). In this context it 

is important that aspects of the world can emerge into new phenomena with 

“properties which are irreducible to those of their constituents” (Sayer, 2000, p. 12) 

like, for example, different properties of water and of its constituents hydrogen and 

oxygen. Hence, social phenomena like communication, actions, institutions and 

their meaning need to be understood and interpreted, and “although they have to 
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be interpreted by starting from the researcher’s own frames of meaning, by and 

large, they exist regardless of researchers’ interpretation of them.” (Easton, 2002, 

pp. 104) 

 

The distinction of the realism to the positivist stance and realism’s usefulness for 

advertising research is explicated by Heath and Feldwick (2008, p. 51), who 

request advertising researchers to abandon their belief that advertising is a 

primarily “rational communication vehicle” and 

“to accept that visuals, sounds, symbols, music, gestures, context and a host of 
other things are not aids to recall or attention (or ‘engagement’), but exist in their 
own right as central elements in communication.” (Heath and Feldwick, 2008, p. 
51) 
 

Realists accept that there is an external reality of a complex marketplace 

independently of the researcher’s mind (Sobh and Perry, 2006). The realist 

position involves not only collecting but also understanding and interpreting data 

(Gummesson, 2003). The strength of realism data analysis is to uncover 

underlying structures and mechanisms by interpreting the data and is thus an 

appropriate research paradigm to uncover the meaning of advertisements. The 

realist researcher aims to identify social structures influencing the external reality, 

i.e. the social world, in order to understand its phenomena. The “real external 

world is only imperfectly and probabilistically apprehensible” and the “contexts of 

observed phenomena are very important” (Sobh and Perry, 2006, p. 1200). 

Hence, the researcher adopting a realist research position seeks systematic 

knowledge of the world but at the same time recognises the influence of 

subjectivity. The knowledge of reality can thus be seen as a result of “social 

conditioning” (Saunders et al., 2009, p. 115) and is dependent on factors involved 

in the creation of knowledge about the external reality. To obtain a better picture of 
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the world under investigation that reality it must be looked upon from different 

perspectives, possibly by employing qualitative and quantitative methods 

(Saunders et al., 2009; Sobh and Perry, 2006). The philosophical assumptions of 

the realism research paradigm allow this approach and are summarised in Table 

24. 

 

Table 24 Philosophical Assumptions of Realist Research Paradigm Adopted for the Present Study 
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(Source: Adapted from Saunders, Lewis and Thornhill, 2009, p. 119; Sobh and Perry, 2006, p. 
1195) 
 

 

The consequent research approach respects the realism paradigm adopted by the 

researcher. It accepts that there is an external reality, which is imperfectly 

apprehensible, and is therefore suitable to answer the research question of this 

study, which is to identify and to interpret emotional appeals and creative 

execution in business-to-business print advertising. Sobh and Perry (2006) regard 

a two-stage approach as appropriate for the realism research paradigm, building a 

conceptual framework employing literature in one stage and in another stage 

confirming or disconfirming it. Therefore, before starting data collection, prior 

knowledge and theories related to observable phenomena and to the external 
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reality, acquired by other research or by experience, were considered. Prior theory 

supports in creating additional evidence. Thus, a conceptual and theoretical 

structure is developed which subsequently will be tested.  

 

 

4.2.4. The Quantitative – Qualitative Debate in Com munication Research 

Related to the Study of Advertising Content 

The opposite position between positivists and interpretivists was continued in the 

debate between quantitative and qualitative paradigms (Deshpande, 1983; Carson 

et al., 2001). Qualitative studies aim to gain an in-depth understanding of “how, 

why and in what contexts certain phenomena occur” (Carson et al., 2001, p. 66), 

whereas what and how many questions are addressed by quantitative studies. In 

the 1950’s, the quantitative – qualitative dichotomy regarding communication 

research was intensively discussed between Berelson (1952) and Kracauer 

(1952/1953). For example, Berelson (1952) discussed content analysis as a 

method of examining characteristics of communication and concentrated on the 

study of manifest content of communication, which consists of “elements that are 

physically present and countable” (Gray and Densten, 1998, p. 420), implying that 

the quantitative description of communication content is meaningful. Kracauer 

(1952, p. 631), however, warned that relying one-sidedly on quantitative content 

analysis “may lead to a neglect of qualitative explorations, thus reducing the 

accuracy of analysis”. Referring to the debate between Berelson and Kracauer 

and abandoning a rigid quantitative-qualitative distinction, Holsti (1969, p. 11) 

suggests that “the content analyst should use quantitative and qualitative methods 

to supplement each other” and thus gain insight into the meaning of the data. An 

early example is Lasswell’s (1941) evaluation of symbols of political 
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communication as positive, negative or neutral, which Merten (1995) describes as 

the first content analysis systematically combining quantitative and qualitative 

techniques.  

 

Thus, the characterisation of the quantitative-qualitative approaches as polar 

opposites, independent and mutually exclusive, is not realistic (Deshpande 1983) 

and is even regarded as unnecessary. Using multiple methods allows a broader 

perspective on the phenomena under investigation (Carson et al., 2001; Gray and 

Densten, 1998; Krippendorff, 2004a). Saunders et al. (2009, p. 154) propose a 

mixed approach, as quantitative methods allow “to look at macro aspects and 

qualitative to look at micro aspects”, which is consistent with Gray and Densten 

(1998, p. 420), who state that “quantitative and qualitative research may be viewed 

as different ways of examining the same research problem”. Furthermore, 

generating, analysing and interpreting data requires interpretation, which applies 

both for statistical tables and for data from, for example, in-depth interviews 

(Gummesson, 2003). In a comparative study of advertising expression (Hong et 

al., 1987), for instance, the degree of emotional appeals in advertisements was 

assessed by coders using Plutchik’s (1980) Mood Rating Scale. The judges 

evaluated their emotional arousal in terms of representative adjectives (happy, 

fearful, pleasant, angry, interested, disgusted, sad and surprised) in a range from 

1 (not at all) to 5 (very strongly). The researchers employed content analysis and 

used quantitative and qualitative approaches simultaneously. 

 

However, the present study does not investigate emotional arousal of viewers of 

advertisements. Instead, it aims to highlight the use of emotionality in business-to-

business print advertisements and thus entails the description and interpretation of 
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advertising headlines and visuals, involving the analysis of language (headlines) 

and of non-verbal elements such as body language, facial expressions, gestures 

and symbolic objects depicted in print advertisements. Thus, a distinction between 

quantitative and qualitative analysis seems specifically impractical: 

“Whether we use numbers (quantitative) or words (qualitative) in our research is 
unimportant per se. […] The spoken and written language is less precise but far 
richer – not to mention the non-verbal language of such subtle signs as gestures, 
facial expressions and symbolic objects. […] Both numbers and words require 
interpretation. By polarizing quantitative and qualitative research, (…) our attention 
is taken away from the real issue, namely the choice of research methodology and 
techniques that support access and validity.” (Gummesson, 2003, p. 485/486) 
 

Consequently, the usefulness of a distinction between quantitative and qualitative 

approaches in the analysis of communication characteristics such as the portrayal 

of emotionality in advertisements must be questioned, since the material under 

investigation requires close ‘reading’, which is a qualitative process, before a later 

conversion into numbers or an assignment to content categories can occur 

(Krippendorff, 2004a). 
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4.3. Purpose of Research 

The research purpose of the present investigation is to explore and to describe the 

use and portrayal of emotionality in current German business-to-business print 

advertisements. The study is more exploratory in nature given the paucity of 

research in this field of non-personal business-to-business marketing 

communications. Thus, the objective of this cross-sectional study is to detect and 

to uncover the meaning of emotional components in print advertising messages 

and their style of presentation and execution, and not the respondent’s emotional 

reaction to advertisements nor emotions aroused by advertising and felt by the 

recipient. Consequently, a detailed examination of advertising appeals containing 

emotionality will determine  

 

·  the use of emotional appeals in business-to-business print advertisement, 
·  the meaning of emotional stimuli used,  
·  the overall emotion displayed, 
·  the type of visual representation, and, 
·  the strategic use of emotionality in non-personal business-to-business 

marketing communication. 
 

 

The central issue addressed in this study is the occurrence and creative style of 

emotional content represented in business-to-business print advertisements. 

According to Frazer et al. (2002) the analysis of message components allows 

identifying strategic elements of advertising. Thus, to meet the research 

objectives, the analysis of visual elements depicting emotionality and of emotional 

headlines is significant. Moreover, it is important to distinguish denotation and 

connotation of communication content, since the purpose is not only to detect 

emotional components in business-to-business print advertising, but also to 

explore different layers of meaning of emotional stimuli.  
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Emotional content in print advertisements is primarily found in pictures and 

headlines; and in visual communication meanings are particularly layered (see, for 

instance, Kroeber-Riel and Esch, 2004). The denotative layer signifies “what, or 

who, is being depicted here” and the connotative layer “what ideas and values are 

expressed through what is represented, and through the way in which it is 

represented” (Van Leeuwen, 2001, p. 94). Riffe, Lacy and Fico (2005, p. 37) label 

denotation, which refers to shared meanings applied to given symbols, as manifest 

content and connotative meanings of symbols assigned to them by individuals as 

latent content. The authors posit, however, that symbols might change in their 

meaning in an actively used language. Hence, semantically manifest and latent 

content cannot always be clearly differentiated and initially latent contents 

gradually become manifest. Corresponding with the research objectives of this 

study the epistemological position of the realism paradigm offers a two-stage 

approach, which can be applied to the different layers of meanings in 

advertisements. Therefore, in accordance with the realism paradigm, the 

investigation of denotative and connotative communication elements in print 

advertising messages is suggested in order to draw inferences on business-to-

business advertising strategies.  

 

 

4.4. Research Strategies to Investigate Emotionalit y in Business-to-Business 

Print Advertising 

The examination of business-to-business print advertisements must consider the 

process of communication as a starting point of analysis (Krippendorff, 2004a; 

Merten, 1991). The communication process consists of several phases with 
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distinct characteristics. In addition to the model of mass communication presented 

in Figure 1 (see section 1.1.), Figure 23 exemplifies the focus of the present study 

on characteristics of the advertising message. Fill (2006) and Baines et al. (2008) 

describe the marketing communication process as a basic, linear model of mass 

communications, based on the work of Schramm (1955) and Shannon and 

Weaver (1962). In contrast to models that consider the impact of interaction and 

personal influences on communication processes, the linear model simplifies it by 

ignoring them. However, for the purpose of investigating advertising content as in 

this study, the basic model exhibited in Figure 23 offers a suitable approach.  

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 23  A Basic Model of Mass Communication  

(Source: Adapted from Baines et al., 2008, p.434; Fill, 2006, p. 37) 

 

Related to marketing communications, the basic model of communication involves 

the following components (Fill, 2006, pp. 36): 

1. Source: The individual or organisation sending the message. 
2. Encoding: Transferring the intended message into a symbolic style that can be 
transmitted. 
3. Signal: The transmission of the message using particular media. 
4. Decoding: Understanding the symbolic style of the message in order to 
understand the message. 
5. Receiver: The individual or organisation receiving the message. 
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6. Feedback: The receiver’s communication back to the source on receipt of the 
message. 
7. Noise: Distortion of the communication process, making it difficult for the 
receiver to interpret the message as intended by the source. 
 

 

The sequential transmission of a piece of information from source to receiver, for 

instance in an emotional advertisement, primarily occurs through a combination of 

symbols, words, music and pictures representing the message in an oral or written 

and verbal or nonverbal form. Nonverbal communication is expressed in signs, for 

example status symbols or clothes, body language, hair colour and / or facial 

expressions (Berger, 1995). Channels transmit the message from source to 

receiver and may be personal or non-personal, like mass media advertising to 

reach large audiences. Of interest to the present study of print advertising content 

are messages containing symbols, words or pictures expressing emotionality, 

which are transmitted by non-personal channels. To obtain richer results and a full 

picture of the utilisation of emotional appeals in business-to-business print 

advertising, the present study includes the analysis of headlines and visuals due to 

their innate ability to convey emotionality. Epistemologically, a method is required 

which is capable of identifying emotionality in visual and verbal components in 

print advertising and uncovers the denotative and connotative layers of meaning.  

 

For the analysis of visual material, a lack of studies and standardised 

methodologies differentiating visual advertising elements can be identified in the 

marketing literature (Bulmer and Buchanan-Oliver, 2006; Phillips and McQuarrie, 

2004), leaving a gap of knowledge both for marketing theory and practice in the 

strategic use of emotions in advertising. O’Shaughnessy and O’Shaughnessy 

(2002, p. 147) regard analysis as a way of knowing “which consists of seeking 
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understanding by breaking things down into constituent elements” and enabling 

the researcher to draw inferences on hidden meanings. A short description of 

selected approaches to analyse and interpret visual and verbal content of 

advertising messages is presented in Table 25. 

 

Table 25 Selected Methods to Analyse Visual and Verbal Communication Content 
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(Source: Developed for this research from Ahuvia, 2001; Neuendorf, 2002; Riffe et al., 2005; Rose, 
2007; Scott, 1994; Smith, 2005)  
 

 

Considering the purpose of the present research, the described methods to 

analyse the content of communication messages reveal that content analysis is an 

appropriate method to identify emotional elements in business-to-business 

marketing communications. Content analysis can be applied to visual and verbal 

material likewise and is an accepted method to investigate large quantity samples 

in a systematic and unobtrusive procedure (Ball and Smith, 1992). Employing 

other methods would mean a detailed investigation of selected advertisements. 

However, the objective of the present study is to determine the use or non-use of 

emotionality in contemporary business-to-business print advertising which requires 
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a large, representative sample to identify characteristics and patterns of content. In 

addition, to establish a reliable and replicable instrument to assess emotionality in 

print advertising, the construction of a categorical concept which can be applied 

repeatedly is required. Thus, careful consideration must be given to construct 

categories that reflect the meanings assigned to different emotional advertising 

stimuli and thus enhance an identical interpretation of visual and verbal advertising 

elements among judges. After introducing content analysis as a research strategy 

in the following section, the research design, methods of data collection and data 

analysis of the present study will be described in the succeeding sections.  

 

 

4.4.1. Content Analysis as an Appropriate Research Strategy to Identify 

Emotionality in Business-to-Business Print Advertis ing  

 

4.4.1.1. Definition and Procedure of Content Analys is 

Content analysis has its roots in communication research and is an unobtrusive 

research tool to “yield inferences from all kinds of verbal, pictorial, symbolic, and 

communication data” (Krippendorff, 2004a, p. 17) and to analyse meanings, 

expressive contents and symbolic qualities of data without effecting the data itself 

(Weber, 1990). It is central to the study of messages in mass communication 

analysis (Lombard, Snyder-Dutch and Bracken, 2002; West, 2007).  

 

Further, it is an appropriate and necessary method with an explicit focus on the 

analysis of content and handling of messages (Budd, Thorp and Donohew, 1967), 

for instance, to identify emotional appeals in print advertising visuals (De 

Pelsmacker and Geuens, 1997; Kroeber-Riel, 1984a; Woll, 1997). In his seminal 
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paper Kassarjian (1977) stresses that content analysis focuses on the signs and 

symbols of communication as units of analysis rather than the study of the 

communicator or the audience in order to describe characteristics and properties 

of stimuli. While content analysis is particularly useful in evaluating a large quantity 

of material in an objective and systematic way, for example, it cannot determine 

the truth of an advertising claim, nor can it predict corresponding feelings of 

recipients. It is a widely applied methodology to describe advertising contents and 

to study characteristics of visual and verbal communications (Abernethy and 

Franke, 1996; Kassarjian, 1977; Kolbe and Burnett, 1991; Krippendorff, 2004a; 

Mulvey and Stern, 2004; Neuendorf, 2002; Riffe et al., 2005, Weber, 1990; 

Wheeler, 1988). Its main application is found in textual analysis but it has been 

employed to analyse visual advertising appeals (Ball and Smith, 1992; Bell, 2001; 

Cutler and Javalgi, 1993; De Pelsmacker and Geuens, 1997; Jensen and Jepsen, 

2007; Leiss et al., 2005; Moriarty, 1987; Schierl, 2001, 2005; Stoeckl, 2004; Woll, 

1997). Roberts (2001, p. 2697) defines content analysis as “a class of techniques 

for mapping symbolic data into a data matrix suitable for statistical analysis”. He 

considers the characteristics of communication content as described by Lasswell 

(1948) as the most common units of analysis. As in the present study, this refers 

to the investigation of the “what” and “how” of the message (Holsti, 1969, p. 25). 

Focusing on the advertising message, content analytical studies have mainly 

concentrated on information cues (Abernethy and Franke, 1996), but increasingly 

examine the more complex meaning of advertisements (Lerman and Callow, 2004; 

Krippendorff, 2004a; Rose, 2007).  

 

Concentrating on the observable content of communication, Berelson (1952, p. 18) 

refers to different layers of communication and characterises content analysis as a  
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“…research technique for the objective, systematic, and quantitative description of 
the manifest content of communication”. 
 

In their comprehensive definition, Riffe et al. (2005, p. 25) emphasise the 

quantitative dimension of content analysis as a precise, powerful and useful 

measurement tool: 

“Quantitative content analysis is the systematic and replicable examination of 
symbols of communication, which have been assigned numeric values according 
to valid measurement rules and the analysis of relationships involving those values 
using statistical methods, to describe the communication, draw inferences about 
its meaning, or infer from the communication to its context, both of production and 
consumption.” 
 
The authors suggest the coding of manifest content, which represents the surface 

structure of the message, to meet the requirements of scientific objectivity 

quantitatively and to analyse latent content, which is the underlying and deep 

meaning conveyed by messages (Gray and Densten, 1998; Neuendorf, 2002; 

Potter and Levine-Donnerstein, 1999), at an interpretive stage.  

 

However, researchers aim to discover all layers of communication content and 

Krippendorff (2004a) does not agree with the distinction between quantitative and 

qualitative content analyses. The author states that by qualitative approaches, 

which he also refers to as interpretive, communication contents can be explored 

systematically. Weber (1990) considers the combination of both quantitative and 

qualitative operations as an advantage of content analysis in comparison to other 

data-generating and analysing techniques. Holsti (1969, p. 14) abandons the 

limitation of content analysis to a mere description of manifest characteristics of 

messages and permits inferences about their latent meanings. Accordingly, the 

author defines content analysis as  

 “…any technique for making inferences by objectively and systematically 
identifying specified characteristics of messages.” (Holsti, 1969, p. 14) 
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The importance of inferences is also indicated by Krippendorff (2004a, p. 18). He 

stated that  

“Content analysis is a research technique for making replicable and valid 
inferences from texts (or other meaningful matter) to the contexts of their use”. 
 
 

Hence, in the present investigation of strategic marketing communications 

possible inferences can be drawn from content analysing business-to-business 

advertising appeals. The above definition by Krippendorff (2004a) incorporates the 

conceptual contribution the researcher makes by first choosing the type of content 

to be analysed, such as printed matter, recorded speech or visual communication, 

photographs or works of art, or typically a sample of advertisements to ensure 

validity (Leiss et al., 2005). Then physical and symbolic characteristics of the 

message are analysed and their meaning interpreted according to coding rules 

established to answer research questions and draw inferences. Accordingly, 

before quantifying the data, content categories need to be established carefully 

and in detail, requiring qualitative procedures and cultural knowledge of the 

researcher and coder (Frueh, 2001; Krippendorff, 2004a). Content analysis 

quantifies qualitative data by capturing the presence or frequency of words, 

objects or visual images or even more complex meanings like humour or emotion 

in advertisements (Frueh, 2004; Lerman and Callow, 2004; Merten, 1995; Weber, 

1990; Woll, 1997). When counting the presence to detect patterns or themes in 

visual communication, these elements are regarded as important to the message, 

the more often they occur. It must be considered, however, that sometimes certain 

elements are kept out of the visual message purposively. It is apparent that 

leaving out a certain pictorial element of the visual message might change its 

meaning and its absence will for that reason be significant to its meaning (Ball and 

Smith, 1992; Weber, 1990; Rose, 2007).  
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Thus, a complex content analysis requires high coding skills and includes carefully 

devised, mutually exclusive coding categories, enabling the content analyst to 

interpret the meaning of advertisements correctly and relate the meaning to 

predetermined categories. To fulfil these requirements, the researcher delivers a 

detailed description of categories drawing on prior theory and shared 

understandings of their meaning, and interprets visual and verbal stimuli based on 

cultural knowledge (Frueh, 2004; Hackley, 2003; Weber, 1990). Lerman and 

Callow (2004), citing Eco (1979) posit, that although analysing advertising content 

becomes increasingly complex, shared cultural knowledge enhances agreement 

when assigning visual and verbal stimuli to predetermined categories.  

 

The principles of content analysis can be applied to visual and verbal material and 

include the following steps, which can be recursive if modification is required (Ball 

and Smith, 1992, pp. 22; Riffe et al., 2005, pp. 55): 

(1) Identifying and determining the research problem, reviewing prior theory 
and research concerning the phenomenon under investigation, presenting 
specific research questions. 

(2) Defining relevant units of communication content (e.g. print advertisements) 
according to the research problem, selecting accessible and available 
documentary sources (e.g. trade journals) and choosing representative 
samples (e.g. specific trade journals representing a whole year) to answer 
research questions. 

(3) Constructing categories, which are sensitive to the research problem and 
reflect specific research objectives, devising categories in terms of 
operational definitions and measurement, creating detailed coding 
instructions; considering the requirements of content analysis that 
categories need to be mutually exclusive and exhaustive (i.e. content 
elements can only be placed in one category), and comprehensive to cover 
every relevant aspect of the phenomenon to be examined.  

(4) Ensuring the quality of coding by creating detailed coding instructions, 
which can be pilot tested during development. Consequently, providing 
coders with clear instructions, which they can apply to place content 
elements in adequately unambiguous categories. 

(5) Selecting appropriate material to be analysed and, from all relevant content 
to be analysed, choosing a sample, which is a “subset of units from the 
entire population being studied” (Riffe et al., 2005, p. 95) with the objective 



221  

to represent the population; coding of sample material according to 
sufficiently explicit form and content categories described in coding 
instructions. 

(6) Collecting and analysing data by assigning form and content elements to 
categories and counting their presence and / or frequency, in order to 
identify the appearance of the categories in the content under examination; 
presenting the information thus obtained and evaluating its contribution to 
knowledge. 

 

 

 

4.4.1.2. Creating a Coding Scheme for Visual and Ve rbal Material  

Researchers need to identify the questions to be investigated, relevant theories, 

previous research, and the material to be classified. Then, the content analyst 

must devise and define categories carefully, since “content analyses stands or 

falls by its categories” (Berelson, 1952, p. 147). Krippendorff (2004a, p. 328) 

underlines the importance of a creating and testing a detailed description of coding 

schemes:  

 

“…units, when placed in one category, may differ in all kinds of ways, but not 
regarding the meanings that are relevant to the analysis, and units that turn up in 
different categories must differ in relevant meanings. The emphasis on relevant 
meanings is important, as text interpretations can be endless, whereas content 
analysts are concerned only with specific research questions.”  
 

Analytical studies involving visuals should strive to reduce the subjective 

impression of the coder, since this has, among others, been recognised a problem 

specifically in the coding of visual material (Bell, 2001; Glaab and Schoen, 2005). 

This can be achieved by comprehensive coding instructions which cannot 

completely eliminate subjectivity of coding decisions, but support the interpretive 

analysis of connotative material. According to Riffe et al. (2005), the problem 

occurs due to less commonly shared meanings of visuals. Conversely, Scott 

(1994, p. 259) points out, that an understanding of the meaning is based on 
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shared knowledge of the symbolic code both by advertisers and recipients. The 

difficulty of imparting appropriate meanings of visual and verbal communication 

content into the description of categories comments Krippendorff (2004a, p. 324) 

as follows:  

 

 “It is easy for researchers to take an objectivist stance and consider meanings as 
universal and as defined in general dictionaries, or to take an ethnographic stance 
and delegate decisions on meanings to the authors of given texts. However, both 
of these extremes deny the fact that all descriptions simplify or abstract, usually in 
the interest of the describer’s question. Categories are always more general than 
the objects they categorize. In fact, content analysts rarely take the unique 
meanings of the analysed texts as the basis for their inferences: instead, they 
operate on a level of abstraction above that of ordinary talk.” 
 

Thus, a comprehensive classification of categories indicating emotionality in print 

advertisements needs to be established to reach highly consistent judgments of 

emotional appeals. A classification system represents the “collection of category 

definitions” (Riffe et al., 2005, p. 85). Categories represent concepts “with similar 

meanings and / or connotations” (Weber, 1990, p. 37) and are frequently arrived at 

by interpretation (Krippendorff, 2004a). At the same time, too much complexity 

must be avoided to keep the coding manageable (Frueh, 2004). Bell (2001, p. 20) 

stresses that categories for the analysis of visual content need to be specified on a 

“micro-level”. He continues that this is essential as  

 

“…there is no limit to how precise and finely grained an analysis may be other than 
the ability of the researcher to define clearly, and coders to apply reliably, the 
specified criteria. Whether a model smiles or not, whether they look at the camera, 
whether the are clothed in certain ways, their skin or hair colour, can all be 
subjected to content analysis and then to quantification. But whether a model is 
‘attractive’, ‘young’ or ‘American’ (…) is unlikely to be clearly and unambiguously 
definable. This is because each of these variables is a composite of more specific 
variables.” (Bell, 2001, p. 20) 
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Figure 24  Procedures to Create and Apply Coding Instructions 

(Source: Developed for this research from Weber, 1990, pp. 21) 
 

Careful consideration must hence be given to the procedure of creating, testing 

and applying a coding scheme. The coding instructions illustrated in Figure 24 are 

the “heart of a content analysis” (Riffe et al., 2005, p. 59). They must include the 

operational definition as reliable and valid measure of the theoretical concept of 

the category. Following the requirements of content analysis proposed by Holsti 

(1969, p. 101) and Riffe et al. (2005, pp. 88) categories need to  

 

·  reflect the purpose of the research,  
·  be mutually exclusive, 
·  be exhaustive, 
·  be independent, 
·  be derived from a single classification system. 

 

In detail, these requirements mean that concepts must be sufficiently defined 

theoretically. Next, providing the operational basis, coding instructions must 

precisely and clearly stipulate the categories for the subcategories to which 

content units will be assigned to.  
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Finally, classification systems must be mutually exclusive and exhaustive. 

Categories are mutually exclusive when, for example, a facial expression is 

categorised as either happy or sad but not both at the same time. Exhaustiveness 

of classification systems is achieved when every subcategory can be assigned to 

a category. According to Riffe et al. (2005) sufficient categories can be derived 

from research areas which have received great attention while more unexplored 

areas need to create an ‘other’ category. However, placing many units in the 

‘other’ category creates a loss of information about the advertising content. In this 

case, an extensive pre-testing of categories helps to generate a carefully devised 

classification system. Furthermore, it is important for statistical analysis that 

placing a subcategory in one category is independent of the placement of other 

subcategories, i.e., each subcategory is mutually exclusive. Finally, a single 

classification principle is necessary to assign meanings accurately according to 

separate classifying rules. For instance, the portrayal of ‘facial expression’ and 

‘emotional stimuli’ in advertisements represent different dimensions. Coding these 

categories in a single dimension would confound different concepts and 

categories.  

 

 

4.4.1.3. Content Analysing Manifest and Latent Adve rtising Content 

The study of communication content such as advertisements involves the analysis 

of verbal, textual, nonverbal or pictorial symbols that are predominant in 

advertising communication (Leiss et al., 2005, p. 227) and contain meanings that 

differ from person to person and from culture to culture. Berelson (1952, p. 16) 

stipulates that content analysis does not explore “latent intentions which the 
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content may express nor the latent responses which it may elicit”, but is limited to 

analysing manifest content, while some authors (Merten, 1995; Woll, 1997) 

propose that in defining content categories interpretations of the audience and 

thus qualitative aspects are incorporated. Others (Krippendorff, 2004a; Rose, 

2007) regard content analysis as a way of understanding the symbolic meaning of 

communication content and Neuendorf (2002, p. 23) claims to consider messages 

to be placed on a continuum from “highly manifest” to “highly latent” rather than to 

establish a manifest-latent dichotomy.  

 

For Berelson (1952, p. 19), manifest communication content is a “common-

meeting-ground” where communicator, audience and analyst meet, assuming 

shared meanings between participants, whereas there is a diversity in 

understanding latent content. Kepplinger (1989) argues that a common 

understanding of manifest messages is largely limited. He defines two forms of 

manifest content as either “a given natural reality”, representing a meaning that 

normal people understand in the same manner, or a “scientific construct”, referring 

to a meaning to be measured in a scientific manner, but not necessarily 

representing the same information that normal people understand (Kepplinger, 

1989, p. 176). Positioned on either sides of the communication continuum, 

manifest content consists of denotative material and latent content of connotative 

material. Manifest content is “on the surface and easily observable” (Potter and 

Levine-Donnerstein, 1999, p. 259). It relates, for example, to the absence or 

presence of a certain character in an advertisement, specific behaviour in 

interpersonal communication, a written word or a particular element in a picture, 

while latent content signifies a “deeper layer of meaning embedded in the 

document”, requiring a “reading between the lines” (Holsti, 1969, p. 12). Hence, 
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connotation refers to symbolic meanings and associations evoked by pictorial 

elements, symbolising meanings on a subjective level (Leiss et al., 2005; Moriarty, 

2005; Peracchio and Meyers-Levy, 2005; Rose, 2007; Stoeckl, 2004). According 

to Holsti (1969), analysing communications is not limited to the manifest content 

but can – at a second level – also be applied to the latent content. Some authors 

(e.g. Bell, 2001; Holsti, 1969; Leiss et al., 2005; Riffe et al., 2005) propagate a two 

level analysis to ensure objectivity when recording message characteristics (i.e., 

manifest or denotative content) at the coding stage of research and encompassing 

deeper dimensions of communication (i.e., latent or connotative content) at the 

interpretation stage, at which “the investigator is free to use all of his powers of 

imagination and intuition to draw meaningful conclusions from the data” (Holsti, 

1969, p. 12).   

 

As indicated by Riffe et al. (2005, p. 74) “meaning occurs when a sender or 

receiver associates a cognitive or affective mental state to symbols used in 

content” and meaning units represent symbols with meaning either for the sender, 

for the recipient, or for both. An information unit such as a photograph, a sentence 

or an article is created by smaller units, such as words or shapes. They are 

classified as meaning units and physical units. Physical units of content refer to 

measuring space, items and time and determine the number of symbols present. 

However, conceptual categories must be able to differentiate visual components in 

print advertisements. Phillips and McQuarrie (2004), for instance, differentiate 

pictorial strategies of advertisers and propose a new typology of visual rhetoric 

figures in advertising. While accepting that pictures can communicate and 

persuade like language, the authors disagree with McQuarrie and Mick (2003), 

who assume that pictures can be categorised utilising the same conceptual model 
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as classifying linguistic elements. In turn, Phillips and McQuarrie (2004, p. 132) 

suggest that an effective differentiation of pictures lies in the “physical 

arrangement of image elements and their meaning operations” and thus leads to a 

classification, which can then guide the process of inference. Although he states a 

turn in society from verbal to pictorial communication, Forceville (1996, p. 73) 

explains the problematic issue of analysing visuals as follows:  

 

“Whereas we have dictionaries and grammars which can help us master the 
language code, matters are more difficult in the case of pictures. One of the great 
problems with analysing pictures is precisely that there is no such thing as a 
rigorous ‘grammar’ of a picture”. (Quotation in the original) 
 

To develop an understanding of the meaning, the symbol is interpreted in a 

cultural context. Although this study focuses on the components of advertisements 

and not on the interpretation by the audience, it is nevertheless necessary to 

understand the cultural meaning of symbols, as they often are depicted in 

marketing communications to convey specific meanings.  

 

A constructive typology according to the nature of content is suggested by Potter 

and Levine-Donnerstein (1999) and is adopted for the present content analysis. 

The authors argue that it is challenging but worthwhile to assess latent in addition 

to manifest content. They distinguish two types of latent content which they call 

pattern content and projective content. Pattern content refers to patterns in the 

content itself and content analysts determine pattern content by detecting symbols 

of communication messages and how they are connected. Projective content 

focuses on judges’ interpretations of content and in this case the researcher 

“believes that the elements in the content are symbols that require viewers to 

access their pre-existing mental schema in order to judge the meaning in the 
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content” (Potter and Levine-Donnerstein, 1999, p. 259). In a content analysis of 

print advertisements, for example, size and colour of an advertisement measure 

manifest content. Pictorial elements are latent content and represent visual 

patterns in the content.  

 

Judging emotional stimuli used in advertising visuals or headlines requires 

interpretations and is thus an example of latent projective content. The coding task 

differs according to the type of content (Potter and Levin-Donnerstein, 1999). 

Manifest content is coded when denotative messages appear, while latent content 

requires the recognition of indicators of connotative content beneath the surface 

and thus relies on subjective interpretations of judges. Belk and Pollay (1985) 

chose a similar approach in their content analysis of visual illustrations and themes 

relating to luxurious lifestyles represented in advertisements. Judges were 

requested to interpret advertising content as ‘containing’ or ‘not containing’ the 

thematic code defined by the authors. “Luxury / Pleasure”, for example, was 

described as an advertisement that  

 

“explicitly mentions luxury (or related items such as leisure, pleasure, regal, or 
pampered) or else depicts such pleasures visually (depictions should be judged to 
be clearly more comfortable, lavish, or opulent than most middle class homes of 
the same period).” (Belk and Pollay, 1985, p. 890) (Brackets in the original) 
 

In the case of subjectively derived judgements, Potter and Levine-Donnerstein 

(1999, p. 266) emphasise that  

 

“…when coders are given the task of assessing latent content, and a high 
percentage of them arrive at the same inferences, this is evidence that the 
subjectively derived interpretations of individuals can converge. This convergence 
is convincing evidence of coder consistency even though the coders did not use a 
purely objective, systematic method to arrive at their judgements.” 
 



229  

Thus, the challenge when conducting a content analysis is to avoid too complex 

descriptions of coding rules and at the same time to establish precise coding 

instructions in order to diminish subjective interpretations of judges and fulfil 

scientific requirements.  

 

 

4.4.1.4. Scientific Requirements: Objectivity, Syst ematisation, and 

Quantification of Content Analysis 

The scientific approach of content analysis and at the same time its distinguishing 

characteristics require objective, systematic and quantitative procedures 

(Berelson, 1952; Holsti, 1969; Kassarjian, 1977; Kolbe and Burnett, 1991; 

Krippendorff, 2004a; Neuendorf, 2002; Riffe et al., 2005). Objectivity implies the 

use of explicit rules and precisely defined categories enabling other researchers to 

reproduce the original findings by applying the same research design to the same 

body of content. This includes reporting rules and procedures, training judges 

which as a term can be used synonymously to coders or observers (Krippendorff, 

2004a), pre-testing measures, and the independency of judges during coding 

decisions in order to evaluate units of analysis autonomously, without interference 

from other judges or the researcher. Kassarjian (1977, p. 9) suggests that the 

following question be asked: “Can other analysts, following identical procedures 

with the same set of data, arrive at similar conclusions?” In a meta-analysis of 

content analyses of advertising information cues, Abernethy and Franke (1996) 

report several methodological issues to warrant the quality of findings, including 

detailed coder training, a trial run before the actual coding procedure, and the 

inclusion of small or duplicate advertisements to reflect the overall advertising 

exposure of consumers. Systematic procedures consider all data relevant to a 
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scientific problem, which are analysed according to all relevant categories that 

reflect the conceptual scheme of the research design. Regarding the phenomenon 

under investigation, this requires the identification of key concepts and terms 

(Holsti, 1969; Kassarjian, 1977; Riffe et al., 2005). Following a systematic 

procedure prevents biased research, in which only matching material is selected to 

support the researcher’s thesis.  

 

Accordingly, it is essential to apply rules consistently in order to include or exclude 

communication content and appropriate categories to analyse it (Kassarjian, 

1977). Quantification refers to the “extent of emphasis or omission of any given 

analytic category” (Kassarjian, 1977, p. 9), which needs not necessarily be 

expressed in numerical values but in quantitative words like more, often, always, 

or increases (Berelson, 1952). A quantification of communication content reduces 

a large amount of data and uses statistical tools to answer research questions. 

Thus, variation in the data can be characterised with percentages, averages, and 

ranges (Riffe et al., 2005), since statistical tools deliver “precise and parsimonious 

summary of findings” (Holsti, 1969, p. 9) and increase the quality of inferences and 

interpretations.  

 

 

4.4.2. Validity and Reliability of Research 

In order to describe communication content in an unbiased and methodical 

manner, objective, systematic and quantitative procedures must be followed to 

ensure valid, reliable and replicable results. Validity refers to the reliable 

application of conceptually and theoretically sound categories and coding rules to 

achieve valid results, ensuring the meaningfulness of measured concepts in terms 
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of “collective meanings that society assigns to concepts” (Scharrer, 2005, p. 490). 

Reliability is achieved when the same measures and coding instructions are used 

by other judges and consistently produce the same results (Scharrer, 2005). To 

achieve valid and reliable findings, careful consideration must be given to 

constructing a classification system and to creating comprehensive coding 

instructions in order to reduce the subjectivity and personal interpretations of 

judges when coding material. For this purpose, the next sections describe issues 

of validity and reliability in content analysis and then concentrate on the 

construction of categories. 

 

 

4.4.2.1. Validity of Content Analysis 

Validity is “the extent to which an instrument measures what it purports to 

measure” (Kassarjian, 1977, p. 15). Riffe et al. (2005, p. 172) emphasise that the 

essence of validity in content analysis is to “speak as truthfully as possible to as 

many as possible”. Validity in relation to content analysis is present in form of 

internal and external validity (Harwood and Garry, 2003; Krippendorff, 2004a; 

Merten, 1995; Neuendorf, 2002; Riffe et al., 2005; Weber, 1990). Internal validity 

refers to the classifications scheme or to the categories which are representative 

of the research questions and is, according to Harwood and Garry (2003), also 

titled ‘face validity’. It refers to “common truth” (Krippendorff, 2004a, p. 313) and 

reflects the extent to which a particular measure of a concept makes sense “on the 

face of things” (Neuendorf, 2002, p. 115). Krippendorff (2004a, p. 314) calls face 

validity a “gatekeeper” for all other types of validity and comments its role in 

content analysis as follows: 
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“The reason content analysts rely on face validity perhaps more than do 
researchers who use other methods of inquiry is that content analysis is 
fundamentally concerned with the reading of texts, with what symbols mean, and 
with how images are seen, all of which are largely rooted in common sense, in the 
shared culture in which such interpretations are made, which is difficult to measure 
but often highly reliable at a particular time.” (Krippendorff, 2004a, p. 314) 
 

External validity represents the validation of research method and inference and 

thus the extent to which research results are generalisable to relevant contexts (for 

example, the real world) or to the population from which the sample represented 

(Riffe et al., 2005; Saunders et al., 2009; Scharrer, 2005). The most commonly 

used types in content analysis are content validity, construct validity, criterion-

related validity and semantic validity (Harwood and Garry, 2003; Krippendorff, 

2004a; Riffe et al., 2005; Saunders et al., 2009). According to Krippendorff 

(2004a), the distinction stems from the American Psychological Association (1954) 

and is widely followed in content analysis. Content validity is the extent to which 

adequate coverage is provided, reflecting the “full domain of the concept being 

measured” (Neuendorf, 2002, p. 116). Construct validity relates the underlying 

theoretical rationale of the data measured to the observable measures. It is based 

on the assumption that observable measures make the abstract concept visible 

and changing the (unobservable) construct leads to change in the measures which 

can be observed. Criterion-related validity refers to the correlation of a measure 

with or the estimation of a measure to something external. Criterion-related validity 

is divided into predictive and concurrent validity. Predictive validity is concerned 

with measures which estimate aspects of the future. Concurrent validity is 

provided by correlating the measure employed in one study with a similar measure 

used in a corresponding study existing at the same time as the measure. Semantic 

validity is demonstrated by the extent to which agreement can be achieved on 
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meanings or connotations of units of analysis by readers familiar with the context. 

Scharrer (2005, p. 490) concludes, that  

 

“…validity is achieved when samples approximate the overall population, when 
socially important research questions are posed, and when both researchers and 
laypersons would agree that the ways the study defined major concepts are really 
perceived in the social world”. 
 

 

 

4.4.2.2. Reliability of Content Analysis 

Reliability reflects the independence of data generation to variations in the 

measurement process regarding places, circumstances or persons, which again is 

necessary to assess the validity of the research. Systematic and methodical 

observations are necessary in order to achieve universal judgements which do not 

merely reflect the subjective interpretations of judges. Accordingly, multiple judges 

are used to control coding decisions performed by the researcher. For this 

procedure, a coding scheme is employed which has undergone pre-tests and 

revisions to eradicate ambiguous and confusing meanings. Judges are trained to 

perform the content analysis using clear and detailed coding instructions 

(Scharrer, 2005).  

 

A more formal way of assessing reliability is measured in terms of intra-coder 

reliability, when the same judge re-categorises or re-analyses the same material 

and yields the same results, and / or inter-coder reliability which describes the 

degree of consistency between judges evaluating characteristics of the same 

communication content while applying the same coding instructions when 

assigning categorical data (Krippendorff, 2004a, 2004b; Lombard et al., 2002; 
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Neuendorf, 2002; Riffe et al., 2005; Scharrer, 2005). A replicable (or reproducible) 

process is important for the reliability of the study and is “governed by rules that 

are explicitly stated and applied equally to all units of analysis” (Krippendorff, 

2004a, p. 19). These coding rules enable a repetition of the study when the same 

research technique to the same data is applied which allows the generalisability of 

findings. The replication of the coding process is called reproducibility and is a 

strong indicator of inter-coder reliability of content analyses. Krippendorff (2004a, 

p. 215) defines reproducibility as 

“…the degree to which a process can be replicated by different analysts working 
under varying conditions, at different locations, or using different but functionally 
equivalent measuring instruments.” (Krippendorff, 2004a, p. 215) 
 

Frequently however, content analytical studies lack in informing about inter-coder 

reliability, which signifies the extent of agreement in classifying content by more 

that one coder. Apparently, an absence of reliability figures reduces a thorough 

evaluation of the research and thus the credibility of findings (Krippendorff, 2004a, 

2004b; Kolbe and Burnett, 1991; Riffe et al., 2005; Weber, 1990). Furthermore, 

Krippendorff (2004a) addresses the problem of resolving disagreements between 

coders, since judges might be influenced by the most senior member of the group 

and produce judgments biased toward the opinion of the senior member. Another 

questionable practice is to omit units that did not achieve perfect agreement 

among coders, creating an illusion of perfect reliability. Krippendorff (2004a) 

recommends to calculate the reliability of coding before disagreements are 

resolved. Another issue in calculating inter-coder reliability is the recommendation 

to test consistency among judgements by using the same judges coding the same 

material. Coding-decisions of a pair of judges are checked using the same subset 

of the sample which leads to directly comparable results (Lombard, Snyder-Duch 

and Bracken, 2004; Neuendorf, 2002; Potter and Levine-Donnerstein, 1999).  
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Coefficients reflecting inter-coder reliability are calculated as the percentage of 

agreement between two or more judges processing the same material, which is 

randomly selected from the sample material under investigation, applying the 

same rules and coding the same units independently when evaluating 

characteristics of communication content (Holsti, 1969; Krippendorff, 2007, 2004a, 

2004b; Lombard et al., 2002; Neuendorf, 2002; Riffe et al., 2005, Scott, 1955). The 

overall percentage of agreement can be calculated for two judges coding nominal 

data (Holsti, 1969). It reflects inter-coder reliability in form of the proportion of units 

with matching descriptions, on which the judges agree. However, percentage 

agreement does not correct for accidental agreement among judges and is 

therefore inadequate for the assessment of agreement (Hughes and Garrett, 

1990). Reliability coefficients need to consider chance agreement by incorporating 

some portion of unintended agreement among judges, provided that they are 

instructed and trained in order to interpret and categorise communication content 

correctly according to coding rules (Cohen, 1960; Krippendorff, 2004a, 2007; 

Scott, 1955). Several formulas for calculating inter-coder reliability are available 

(for a detailed discussion see, for instance, Hughes and Garrett, 1990; 

Krippendorff, 2007, 2004a, 2004b; Landis and Koch, 1977; Lombard et al., 2002, 

2004; Neuendorf, 2002; Perrault and Leigh, 1989; Potter and Levine-Donnerstein, 

1999; Riffe et al., 2005). In the present study, an adaptation by Fleiss (1971) for 

coding by more than two judges on a nominal scale is used to calculate inter-coder 

reliability. Nominal data must be developed to conduct a content analysis, which in 

this case comprises emotionality in print advertising and to establish a 

classification system of variables, which is precise, mutually exclusive and 

exhaustive. One or more judges are then asked to examine and evaluate the 
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advertisement and place their observation into the nominal scale (Perrault and 

Leigh, 1989, pp. 135). Accordingly, inter-coder reliability for three judges of the 

nominal-scale data in the present study is calculated using Fleiss’ kappa (Fleiss, 

1971, p. 379) according to the following formula (Neuendorf, 2002, p. 161, Riffe et 

al., 2005, p. 151): 

  

 

 

 

Fleiss’ kappa is based on the coefficient suggested by Cohen (1960) and its 

results can be interpreted as “the proportion of joint judgments in which there is 

agreement, after chance agreement is excluded” (Cohen, 1960, p. 46). The 

observed proportion of agreement (PAo) signifies the proportion of units on which 

the judges agree (achieved agreement) and is subtracted from expected 

agreement (PAe), which is the proportion of units for which agreement is expected 

by chance (see Neuendorf (2002, p. 155) and Riffe et al. (2005, pp. 148) for 

details to calculate chance agreement). 1 stands for the total number of 

judgements made by each judge (Cohen, 1960, p. 39; Perrault and Leigh, 1989, p. 

138). Thus, kappa denotes the extent to which judges agree on nominal-level 

measures. A value less than .00 indicates an agreement less than chance with –

1.0 being the case of perfect disagreement, and a normal value ranges from .00 

(agreement at chance governs coding decisions rather than the application of 

coding instructions) to 1.00 (perfect agreement) (Neuendorf, 2002, p. 150).  

 

Generally, there is no agreed measure of significance; however, guidelines have 

been given. High levels of disagreement among coders “suggest weaknesses in 

 
Agreement kappa (k) = 

(Observed Proportion Agreement (PAo) - Proportion Agreement Expected by Chance (PAe) / 
(1 - Proportion Agreement Expected by Chance (PAe) 
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research methods, including the possibility of poor operational definitions, 

categories, and judge training” (Kolbe and Burnett, 1991, p. 248). A reliability 

coefficient above 0.80 (Krippendorff, 2004b, p. 427) or 0.85 (Kassarjian, 1977, p. 

14) is regarded as very satisfactory and “almost perfect” (Landis and Koch, 1977, 

p. 165), since it indicates a high level of methodological accuracy and 

reproducibility in conducting the content analysis, whereas even 0.70 is regarded 

as substantial and can be sufficient in early stages of a research problem or in 

exploratory studies (Krippendorff, 2004a; Landis and Koch, 1977; Lombard et al., 

2002; Rust and Cooil, 1994). However, the quality of the coefficient of agreement 

increases with the number and type of categories to be coded. Kolbe and Burnett 

(1991) argue that a decreasing number of categories evoke an increase of the 

probability of chance agreements among coders and thus a higher reliability score. 

Moreover, the authors see the possibility of inflating reliability by inter-coder 

agreements on non-relevant categories which compensate for disagreements on 

more meaningful categories. For the present study this would mean coding 

content rather than form categories, as decisions on size and colour of print 

advertisements are expected not to be ambiguous in most cases, while a 

classification of, for example, the style of emotional representation requires a close 

reading of coding instructions.  

 

The validity and reliability of content analyses is enhanced by clearly devised and 

communicable coding instructions and training the judges, who then code the 

sample independently according to the coding rules, and inter-coder reliability is 

calculated using judges coding the same subset of the sample. Transferred to the 

objectives of the present study of emotionality in non-personal business-to-

business marketing communications this requires coding instructions with detailed 
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descriptions of relevant aspects of emotionality in print advertising and clear 

formulated definitions of emotional advertising appeals and their denotative and 

connotative representation and the calculation of inter-coder reliability.  

 

 

4.4.3. Strengths and Limitations of Content Analysi s of Emotionality in Print 

Advertising 

The strength of content analysis is evident. Albers-Miller and Stafford (1999a) use 

content analysis to examine the utilisation of rational and emotional appeals in 

print advertisements, and indicate that inferences can be drawn on the advertising 

strategy. This method allows researchers to identify the most commonly used 

advertising appeals. Content analysis cannot inform about the interpretation of a 

message by the recipient or the effectiveness of an advertising strategy (Turley 

and Kelley, 1997), but it enlightens its construction. It is an unobtrusive 

measurement technique, analysing the message itself separate from 

communicators and receivers. Communicators of content need not be contacted 

or examined directly to draw conclusions from content evidence, which is delivered 

by a strong theoretical framework (Riffe et al., 2005). Detecting patterns of 

emotionality in print advertising visuals provide an understanding of their 

denotative meaning. Denotation of a communication can be defined as the “clearly 

evident content” (Leiss et al., 2005, p. 163), or the representational meaning, 

specifically describing depicted objects, persons, and actions (Moriarty, 2005; 

Stoeckl, 2004). Content analysis can be seen as part of a “methodological 

armoury” (Bell, 2001, p. 34) that the researcher can employ to show how 

frequently and in what contexts images occur. Furthermore, communication 

content is accessible beyond production and consumption and permits its 
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reduction into meaningful dimensions in order to measure large amounts of data 

(Riffe et al., 2005). Additionally, Leiss et al. (2005) claim that content analysis 

prevents the researcher from choosing samples that ‘fit’ the assumed outcome, 

which is an important consideration for the second methodological phase of this 

research.  

 

However, content analysis has some limitations. Kolbe and Burnett (1991) identify 

its ability to yield rich data by describing, classifying and identifying characteristics 

of communication, however, they criticise its potential insensibility to subtleties of 

communication content. Furthermore, there is a danger that context information 

and interaction of elements depicted in the advertisements are ignored by 

deconstructing the advertisement into categories of representation. Several 

authors (Leiss et al., 2005; Scott, 1994) declare that content analysis can record 

what is pictured but disregards how it is pictured and therefore does not deliver the 

meaning of an image in advertising. The content analytical approach is criticised 

for its pure counting of depicted objects irrespective of their “manner of 

presentation and prepositional context” (Scott, 1994, p. 259). Some authors (Ball 

and Smith, 1992; Bell, 2001; Stoeckl 2004) recommend that its findings should be 

supplemented and extended by analysing typical examples in detail. Bell (2001, p. 

27) states that  

 
“…content analysis provides a quantified dimensional description of 
representation. The methodology can be used to provide a background ‘map’ of a 
domain of visual representation. Having conducted a content analysis, the 
researcher can then interpret the images or the imagery in qualitative ways…” 
 

The strengths and limitations of content analysis as reported by Harwood and 

Garry (2003) and Riffe et al. (2005) are summarised in Table 26. 

 








































































































































































































































