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EXTENDED ABSTRACT
In contrast to research on children’s processing and understand-

ing of advertising, research on the influence of emotions on children’s
response to advertising is still in its infancy. Emotions seem, how-
ever, to play a key role in shaping children’s response to ads. The
scarcity of research may partially result from the lack of convenient
instruments for measuring young kids’ emotions. Measuring emo-
tions is a challenge, even more so for children. Verbal scales
measuring emotions have numerous drawbacks (e.g., intro- and
retrospection issues) and need to be adapted to children characteris-
tics (e.g., a child’s conversational norms). Additionally, 5-12-year-
olds show a tendency to respond at the extremes when rating their
emotions using self-report Likert scales (Chambers and Johnston,
2002). Thus, verbal scales are not a very good option for measuring
children’s emotions. Coding facial expressions or physiological
measures are potential alternatives; however they are costly, time-
consuming, and constraining.

The purpose of this paper is to develop and validate a measure-
ment instrument of emotions on 8-11-year-olds. It will consist of a set
of pictograms–each representing the facial and bodily expression of
a basic emotion (surprise, joy, sadness, disgust, fear, and anger)–
coupled with a 4-points scale indicating the intensity (as recom-
mended by Derbaix and Brée (1997)). Numerous studies have shown
that basic emotions are universally recognized (e.g., Ekman et al.,
1987) and that children’s ability to decode facial expressions is
acquired before the age of 2 (e.g., Izard, 1994). [Note: faces depicting
human pain expressions are the most popular approach to eliciting
children’s self-reports of pain, for example (Chambers et al, 1999)].

The advantage of such non-verbal self-report instrument is that
it measures the child’s subjective experience of the emotion without
requiring him/her to verbalize his/her emotions and think a lot; it is
fast and very intuitive. Moreover, this type of measurement instru-
ment behaves as a non-directive probe, which–in contrast to direct
questioning–avoids probing-induced demand effects (Brucks et al,
1988). Finally, the risk of confusion or information overload is
limited, as only the basic six emotions are measured.

There were 4 stages in developing and validating the new
measurement instrument.

STAGE 1-Creation of the cartoon puppets
Guidelines provided in the literature (e.g., Acuff, 1997; Calder

et al, 1997; Etcoff and Magee, 1992) were followed to create a
character that would be understandable and appealing for our target
group and that would allow an unambiguous portrayal of the basic
emotions. This resulted in NUKI, a husky dog. A couple of sketches
of NUKI were pre-tested with a panel of 8-11-year-olds. Then, the
works by Darwin (1872), Ekman and Friesen (1975), and Desmet
(2002) describing the facial and behavioral characteristics of emo-
tions were used to draw the cartoons representing the different
emotions. For each emotion, we drew 2 to 3 variations, i.e., 13
pictograms.

STAGE 2-Discriminant and convergent validity
To select and validate one pictogram per emotion that best

portrays that particular emotion, we used a methodology similar to
that of Rosenberg and Ekman (1995)’s. Six short emotion-stories
(one per basic emotion) were created by our children’s panel. Then

65 8-to-11-year-olds were asked to select–among the 13 cartoons–
the one that best represented the emotion portrayed in each story.
Except for surprise, all stories were predominantly matched with a
pictogram portraying the correct emotion. When children picked a
“wrong” pictogram, their choice was spread over several different
emotions. For surprise, we had our children’s panel rewrite a new
story and tested it with 20 children. All but one picked one of the
pictograms from the ‘surprise’ category. As a final validation step,
five 8-11-years olds (boys and girls) were asked to select–among the
six cartoons (one per emotion) most often selected–the one that best
represented the emotion portrayed in each of the six stories. All
children matched the stories with the pictogram portraying the
correct emotion. Then, we designed the final measurement instru-
ment–NUKI_EMI–with the six pictograms. For each NUKI puppet,
children have to circle ‘NO’ if they don’t feel at all like the puppet,
‘yes’ if they feel a little like it, ‘YES’ if they feel quite a bit like it, and
‘YES’ if they feel a lot like it.

STAGE 3-Pre-test of NUKI_EMI and commercials
To further validate NUKI_EMI, we needed to show that it can

measure emotions experienced by children. For this purpose, com-
mercials that would elicit the different basic emotions with enough
variance and be appealing and understandable for the target group
were selected, and evaluated by 4 judges. Then, a panel of 8 8-11-
year-olds had to fill in NUKI_EMI for each commercial. The results
showed that the entire palette of emotions was experienced by the
children, as predicted by the judges. All children found NUKI_EMI
appealing, easy to fill in, and very clear.

STAGE 4 –Reliability & Nomological/predictive validity
As a last step, we needed to show that the data about emotions

collected with the instrument display expected relationships with
attitudes toward that ad and brand (Aad and Ab) documented in
previous studies (i.e., emotions and elements of execution should be
good predictors of Aad and should also influence Ab but this
influence should be weaker than on Aad; arguments should not have
much influence on Aad (especially) and Ab (Derbaix and Brée, 1997;
Pecheux and Derbaix, 2002)).

Four strings of commercials embedded in a funny Tom & Jerry
cartoon were created. For each string, the first and the last commer-
cials were target commercials. Each string included the 4 pre-tested
commercials and each of the 4 commercials was once first and once
last in the commercials-break. A commercial eliciting joy was placed
in all strings before the second target ad due to its similarity with the
Tom & Jerry cartoon in terms of emotion elicited.

Two hundred and sixty-two 8-to-11-year-olds participated in
the study, providing a total of 512 valid questionnaires. Data were
collected in class, randomly assigned to the 4 strings. After a training
session, children watched the video and filled in the questionnaires
after each target ad. The questionnaire including NUKI_EMI and
measures of Aad (Derbaix et al., 1999), elements of execution and
arguments (Derbaix and Bree, 1997), and Ab (Pecheux and Derbaix,
1999).

MANOVA analyses showed that emotion scores for each ad did
not differ for the last and first position, showing the reliability of the
instrument. Furthermore, emotions correlated with Aad and Ab.
Regression analyses further showed that, for most commercials, the
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significant explanatory variables for Aad were a combination of one
or several emotions with elements of execution; the arguments did
not have any significant influence on Aad. Moreover, the percentage
of variance of Ab explained by emotions and execution elements was
much lower than for Aad and arguments did not systematically
influence Ab. Finally, the influence of emotions on Ab was not fully
mediated by Aad. These results corroborate the findings of previous
studies.

Conclusion
This study provides a valid and reliable instrument for measur-

ing joy, surprise, anger, fear, sadness, and disgust, that is suitable to
8-11-year-olds, easy-to-use, not costly, and can be used in different
disciplines and in an international context without need of transla-
tions/back-translations.
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