Abstract
[bookmark: OLE_LINK4][bookmark: _GoBack][bookmark: OLE_LINK1][bookmark: OLE_LINK2][bookmark: OLE_LINK3]This study aims to investigate the influence of both higher-order and lower-order emotional responses evoked by destination advertisements on three variables of major interest in tourism advertising: attitude towards the advertisement (Aad), post-exposure destination attitude (Adp) and visitation intention (VI). Lower-order emotions are defined as immediate, unprocessed affective reactions to an external stimulus and higher-order emotions are affective reactions that have been processed and evaluated cognitively. In this study, lower-order emotional responses will be measured using psychophysiological techniques (i.e., facial EMG and skin conductance) and higher-order emotional responses will be measured using a self-report questionnaire (with both verbal and visual self-report scales). This study will contribute to both tourism and advertising bodies of knowledge by comparing lower-order emotions with higher-order emotions in terms of their ability to predict attitude towards the advertisement, post-exposure destination attitude and visitation intention.
