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TITLE OF THE PAPER
ABSTRACT

This article directly compares the effects of emotional print advertisements and emotional
Internet advertisements on consumers. In particular it analyses whether Internet
advertising is able to convey emotions to the same degree as print ads. The study was
carried out for two different perfume brands in Germany and France. The study shows
that there are hardly any differences between the Internet ad and the print ad with regard
to the variables used in the study. Therefore it can be assumed that Internet ads trigger
reactions similar to print ads and that the Internet is a suitable medium for conveying
emotions through advertising.

INTRODUCTION

Many advertising campaigns focus on emotional strategies, a focus that corresponds to an
important trend in consumer behavior (Johnson and Stewart, 2004). Whereas print and
TV ads often use an emotional appeal, Internet ads and websites for the same brands are
more often information-based and trigger fewer emotions. Consequently, companies fail
to reap the benefits of an integrated communication. Integrating communication means to
use the same contents, emotions, pictures and slogans in all implements of the campaign'’s
communication mix. ......

THEORETICAL BACKGROUND
There exists little research that ......

Hypotheses Development
Literature indicates ......
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