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Research overlooked the impact of brand attitudes on creatives’ work. We propose that creatives who dislike (vs. like) a brand believe

that their attitudes impact their work negatively and correct for this by staying rational and suppressing emotions. Thus, they produce

more functional and less emotional ads for that brand.
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EXTENDED ABSTRACT
Consumers and professional creatives often produce creative 

work for brands, such as new product designs or TV commercials. 
Several factors influence the production of marketing materials, such 
as creative managers’ leadership style (Mallia, Windels, and Broyles 
2013) or the level of collaboration between client and agency (Calde-
rwood, Koslow, and Sasser 2021). However, research has overlooked 
the impact of creatives’ brand attitudes on the outcome of their work. 
Advertising creatives are consumers themselves; what distinguishes 
them from other consumers is that brands are also the object of their 
work.

We investigate how creatives’ brand attitudes affect the type of 
advertisements that creatives produce for a brand. Specifically, we 
propose that creatives who have negative brand attitudes are more 
likely to produce functional advertisements, appealing to rational-
ity, and less likely to produce emotional ads, appealing to emotions 
(Aaker and Norris 1982; Holbrook and Batra 1987; Zarantonello, 
Jedidi, and Schmitt 2013). We propose that this happens because 
individuals who dislike a brand believe that their attitudes have a 
negative impact on their work and that they try to correct for this per-
ceived bias by staying rational and suppressing their emotions. This, 
in turn, inadvertently spills over onto their creative output. We tested 
these predictions in four studies, in laboratory and field contexts. All 
studies were preregistered, except study 2.

In study 1, 201 participants (Mage =33.98, SD =12.38; 22.39% 
male, Prolific) wrote a TV commercial script for their most liked or 
most disliked fast-food restaurant brand. In this and all other stud-
ies, scripts were coded as containing functional (1 = Yes, 0 = No) 
and emotional elements (1 = Yes, 0 = No), by independent coders 
(studies 1-2) or the first author (study 4). Participants who worked 
for a disliked brand were less likely to produce an emotional ad (B = 
-.490, χ2(1) = 2.715, p = .099) and more likely to produce a functional 
ad (B = .512, χ2(1) = 2.962, p = .085), as compared to participants 
who liked their brand. Given the practical importance of our research 
question, we investigated it in a more consequential context in study 
2. Ninety-eight professional creatives (Mage = 32.22, SD = 7.45; 
59.2% male) from 18 advertising agencies wrote a TV commercial 
script for their most liked and most disliked brand in counterbalanced 
order. We found that negative brand attitudes decreased the likeli-
hood of writing emotional ads (B = -.816, χ2(1) = 4.568, p = .033;) 
and increased the likelihood of writing functional ads (B = .946, χ2(1) 
= 10.375, p = .001). Study 3 provided evidence in line with our pro-
posed mechanism. Two hundred eight participants (Mage =35.52, SD 
=11.94; 31.3% male) imagined producing a script for a brand they 
liked or disliked. Consistent with our hypothesis, participants who 
imagined working for a brand they disliked (vs. liked) were more 
likely to believe that their attitudes would have a negative impact on 
their work, rather than positive (B = 6.013, χ2(1) = 31.923, p < .001) 
or null (B = 2.584, χ2(1) = 5.870, p = .015). Moreover, participants 
who disliked (vs. liked) the brand rated staying rational (t(182) = 
4.54, p < .001) and suppressing emotions (t(184) = 8.46, p < .001) 
as more important strategies to produce a good commercial (t(161) = 
-7.615, p < .01). Finally, in study 4, we addressed the alternative ex-
planation that individuals who like a brand might simply have more 
positive emotions to express about it as compared to people who dis-
like a brand. The latter might have fewer positive emotions (or none), 

and therefore include less emotional content in their scripts. In study 
4, 190 participants (Mage = 35.4, SD = 13.60; 30.5% male, Prolific) 
were randomly assigned to a positive, neutral, or negative brand at-
titudes condition (between subjects). In each condition, participants 
read a fictitious brand description inducing the intended brand atti-
tudes and wrote a TV commercial for this brand. Negative brand at-
titudes reduced the likelihood to create an emotional ad, as compared 
to positive (B = -.820, χ2(1) = 4.835, p = .028) and neutral brand 
attitudes (B = -.876, χ2(1) = 5.071, p = .024). The likelihood to create 
an emotional ad was similar between the positive and neutral brand 
attitudes conditions (p = .888). Moreover, negative brand attitudes 
increased the likelihood to create a functional ad, as compared to 
positive brand attitudes (B = .629, χ2(1) = 2.993, p = .084) and neutral 
brand attitudes (B = .633, χ2(1) = 2.848, p = .09). Participants in the 
positive and neutral brand attitudes conditions were equally likely 
to write a functional ad (B = -.004, χ2(1) = 0.000, p = .991). This 
pattern of results is inconsistent with the alternative explanation that 
the mere presence or absence of emotions drives the previously ob-
served effects. Indeed, creatives with positive brand attitudes do not 
include more emotional content in their ad compared to participants 
with neutral attitudes. Instead, these results are consistent with our 
proposed mechanism, driven by negative attitudes. 

From a theoretical standpoint, we contribute to the advertis-
ing literature because we are the first to demonstrate how creatives’ 
brand attitudes affect the type of advertisement that creatives pro-
duce. We also contribute insights to the literature on creativity by 
proposing novel psychological processes involved in projects that 
creatives dislike. From a practical standpoint, this research challeng-
es the intuitive idea that creatives’ negative brand attitudes might 
affect ad performance negatively (Kover 1995; Phillips, McQuarrie, 
and Griffin 2014). In fact, choosing a creative that dislikes the brand 
can be beneficial in situations in which functional ads outperform 
emotional ads (Chandy, et. al. 2001; Guitart and Stremersch 2021).
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