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Motivation
Emotions make marketing campaigns go viral

• Social media has led brands to publish far more content and click-based 
metrics are driving advertisers to rely more on persuasive (emotional) 
advertising to make content go viral.

• Academic research (Berger, 2011; Berger & Milkman, 2012) shows that virality of 
content is driven by physiological arousal (regardless of positive or 
negative emotionality) which makes advertising more effective.

• Research has shown that campaigns with purely emotional content 
perform about twice as well as campaigns with rational content. 

• Most of what we think of as good advertising is advertising that moves 
our emotions. Emotionally charged creatives win 80% of advertising 
awards.

Emotion is what fuels virality!
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Motivation
Emotions in ads increased long before social media

Advertisements have long been designed to extend beyond information 
provision and portray various emotions.

1964 1969 1981
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Research Questions

1) How does the share of persuasive advertising change over time?
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Research Questions

1) How does the share of persuasive advertising change over time?

2) Is the degree of emotionality in advertising increasing over time?

3) Is the emotionality in advertising driven more by sentiment in 
text or images?

4) How does the emotionality of advertising change relative to
the emotionality characterizing editorial content over time?
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Data and Samples

• Print ads
– 1900 – 2000

– Nearly 350.000 total ads of more than 25.000 different brands

– 5 industry subsets: Automotive, airlines, banks, insurances, watches 

• Editorial content 
– 1900 – 2000

– Over 460.000 pages
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Data Preprocessing

June 18, 2022

Marketing Science 9



Data Preprocessing

June 18, 2022

Marketing Science 10

segmentation & ad detection



Data Preprocessing

June 18, 2022

Marketing Science 11

segmentation & ad detection

1. create training dataset



Data Preprocessing

June 18, 2022

Marketing Science 12

segmentation & ad detection

1. create training dataset

2. train a Faster R-CNN (ResNet-101)



Data Preprocessing

June 18, 2022

Marketing Science 13

segmentation & ad detection

1. create training dataset

3. parameter optimization & test

2. train a Faster R-CNN (ResNet-101)



Data Preprocessing

June 18, 2022

Marketing Science 14

segmentation & ad detection

1. create training dataset

3. parameter optimization & test

2. train a Faster R-CNN (ResNet-101)

4. process all pages



Data Preprocessing
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segmentation & ad detection

1. create training dataset

3. parameter optimization & test

5. check results and handle exceptions

2. train a Faster R-CNN (ResNet-101)

4. process all pages



Data Processing
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Data Processing
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Computer Vision

• OCR
• Color analysis
• Feature complexity
• Object detection
• Visual similarity of ads
• Face detection
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Data Processing
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Natural Language Processing

• Brand detection
• Sentiment analysis
• Text categorization
• Text readability

Computer Vision

• OCR
• Color analysis
• Feature complexity
• Object detection
• Visual similarity of ads
• Face detection

Text

Brand

Face



Preliminary Findings

Persuasive advertising is increasing over time
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Preliminary Findings

Degree of emotionality is changing over time
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Preliminary Findings

Ad emotionality is driven by text and image 
sentiment
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Positive text Neutral text Negative text

Text-only ads 67.4% 78.7% 90.2%

Ads with image 32.6% 21.3% 9.8%

Without people 22.3% 15.6% 7.2%

With people 10.3% 5.7% 2.6%

Happy face 3.7% 1.6% 0.7%

Other face 6.7% 4.1% 1.9%



Preliminary Findings

Emotionality of ads and editorial content 
develops similarly
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Next steps

• Include other types of facial emotions

• Robustness check with other sentiment dictionaries 
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The End

Stefan Kluge, M.Sc.

stefan.kluge@uni-mannheim.de

Thank you for your attention and helpful remarks!

June 18, 2022

Marketing Science 27

mailto:stefan.kluge@uni-mannheim.de

