
�������� ��	
�����

Temperature and Emotions: Effects of Physical Temperature on Responses to
Emotional Advertising

Pascal Bruno, Valentyna Melnyk, Franziska Völckner

PII: S0167-8116(16)30114-8
DOI: doi: 10.1016/j.ijresmar.2016.08.005
Reference: IJRM 1182

To appear in: International Journal of Research in Marketing

Received date: 9 June 2015

Please cite this article as: Bruno, P., Melnyk, V. & Völckner, F., Temperature and
Emotions: Effects of Physical Temperature on Responses to Emotional Advertising,
International Journal of Research in Marketing (2016), doi: 10.1016/j.ijresmar.2016.08.005

This is a PDF file of an unedited manuscript that has been accepted for publication.
As a service to our customers we are providing this early version of the manuscript.
The manuscript will undergo copyediting, typesetting, and review of the resulting proof
before it is published in its final form. Please note that during the production process
errors may be discovered which could affect the content, and all legal disclaimers that
apply to the journal pertain.

http://dx.doi.org/10.1016/j.ijresmar.2016.08.005
http://dx.doi.org/10.1016/j.ijresmar.2016.08.005


AC
C

EP
TE

D
 M

AN
U

SC
R

IP
T

ACCEPTED MANUSCRIPT
 1 

Temperature and Emotions: Effects of Physical Temperature on Responses to  

Emotional Advertising 

 

 

Pascal Bruno
1* 

 

Valentyna Melnyk
2*

 

 

Franziska Völckner
3* 

 

 

International Journal of Research in Marketing  

 

 
========================================================== 

ARTICLE INFO 

Article history: 

First received on June 9, 2015 and was under review for 8½ months. 

Area Editor: Leonard Lee 

============================================================ 

 

*Please note that all authors contributed equally to this paper. Authors are listed in alphabetical order. 

 
1 
Research Fellow, University of Cologne, Department of Marketing and Brand Management, Albertus-Magnus-

Platz 1, D-50923 Cologne, Germany, e-mail: pabruno04@aol.com 
2 
Professor of Marketing, Massey University, School of Communication, Journalism & Marketing, Private Bag 102 

904, North Shore Mail Centre, Auckland 0745, New Zealand, Phone: +64 (0)9 414 0800 Ext 43321, Fax: +64 (0)9 

414 0826, e-mail: v.melnyk@massey.ac.nz 
3 
Professor of Marketing, University of Cologne, Department of Marketing and Brand Management, Albertus-

Magnus-Platz 1, D-50923 Cologne, Germany, Phone: + 49 (0)221 470-7886, Fax: +49 (0)221 470-5648, e-mail: 

voelckner@wiso.uni-koeln.de 

 

Acknowledgment: The authors thank Harald van Heerde, Marnik Dekimpe, Jan Landwehr, and 

Stijn van Osselaer for their helpful comments on previous versions of this manuscript. The 

authors are also grateful for constructive feedback received during presentations of this research 

at the North-American Advances in Consumer Research Conference in Vancouver, Canada; the 

European Marketing Academy Conference in Ljubljana, Slovenia; and the Asia-Pacific 

Advances in Consumer Research Conference in Queenstown, New Zealand. The authors thank 

Tilla Schmitz for her help in collecting the data for Study 2, and Ulrich Höster and Kim Tanja 

Eck for their help in collecting the complementary data for Study 3. 

  



https://isiarticles.com/article/144561

