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Academic writing is not ONLY about science! 
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4 main reasons for article rejection: 
 

1. The research does not make a sufficient large 
contribution to the body of knowledge. 
 

2. The conceptual framework lacks core constructs and 
theoretical motivation for the stated hypotheses. 
 

3. The methodology used in the study is flawed. 
 

4. The author’s writing style is disorganised and the article 
is not structured properly. 

Summers, 2001. Journal of the Academy 
of Marketing Science, 29(4):405-415 



The abstract: a ‘commercial’ for your work 
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7 structural elements of the abstract 
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1. Hook: orientate the reader about the overall issue addressed in 
the article.  
 

2. Objective: indicate the main aim or purpose of the study. 
 

3. State-of-the-art: explain the academic and/or practical 
importance of the study. 
 

4. Method: describe the methodology used in the study. 
 

5. Results: summarise main findings of the study. 
 

6. Consequences: state the contribution made by the study in filling 
gaps in the literature. 
 

7. Impact:  highlight the practical or general implications of the 
findings. 

Perry et al., European Journal of 
Marketing, Vol. 37 5/6, 652-667 (2003) 



Spot the 7 elements! (10’) 
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Advertisements have become more risqué as companies vie for consumer attention in an over-
satured market. One such risqué approach is the use of “lesbian appeals”; appeals in which 
two female models are depicted interacting in a seemingly romantic or erotic manner. This 
study investigates the influence of lesbian appeals on consumer attitudes towards the 
advertisement and the brand, as well as on consumers’ intention to purchase the product. The 
results should assist marketers to ascertain whether lesbian appeals are effective or whether 
such appeals offend consumers. A survey of hetero-, homo and bisexual respondents (aged 18 
to 30) found that there is a significant correlation between tolerance of homosexuality and 
acceptance of lesbian content in print advertisements. In addition, advertisements containing 
lesbian appeals attracted attention and interest and were not perceived as particularly 
immoral, exploitive or offensive. Advertisements containing clear lesbian interactions are 
more effective in attracting attention and being memorable than those with lower levels of 
homoerotic tension, but may lead to lower brand quality perceptions. The findings further 
indicate that homosexual consumers are not significantly more open to this type of advertising. 
Lesbian appeals may be an appropriate, though controversial strategy to get the attention of 
so-called “twenty-something” consumers. Marketers should, however, carefully evaluate the 
nature of the target market, the degree of homoerotic tension to be depicted and the nature 
of the product when considering lesbian appeals in advertisements. 

Adapted from Orr et al, 
Communicare, 24(1):49-68., 2005. 

Note: voluntarily chosen ‘shocking’ abstract,  
focus on the structure and not the content! 



Spot the 7 elements! 
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Advertisements have become more risqué as companies vie for consumer attention in an over-
satured market. One such risqué approach is the use of “lesbian appeals”; appeals in which 
two female models are depicted interacting in a seemingly romantic or erotic manner. This 
study investigates the influence of lesbian appeals on consumer attitudes towards the 
advertisement and the brand, as well as on consumers’ intention to purchase the product. The 
results should assist marketers to ascertain whether lesbian appeals are effective or whether 
such appeals offend consumers. A survey of hetero-, homo and bisexual respondents (aged 18 
to 30) found that there is a significant correlation between tolerance of homosexuality and 
acceptance of lesbian content in print advertisements. In addition, advertisements containing 
lesbian appeals attracted attention and interest and were not perceived as particularly 
immoral, exploitive or offensive. Advertisements containing clear lesbian interactions are 
more effective in attracting attention and being memorable than those with lower levels of 
homoerotic tension, but may lead to lower brand quality perceptions. The findings further 
indicate that homosexual consumers are not significantly more open to this type of advertising. 
Lesbian appeals may be an appropriate, though controversial strategy to get the attention of 
so-called “twenty-something” consumers. Marketers should, however, carefully evaluate the 
nature of the target market, the degree of homoerotic tension to be depicted and the nature 
of the product when considering lesbian appeals in advertisements. 

Adapted from Orr et al, 
Communicare, 24(1):49-68., 2005. 



Other important considerations 
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• The abstract is a summary of the article, nothing should be in it that it 

not also included in the main text. 
 

• The abstract must be self-contained. I.e., it should be understandable 
without requiring the reader to read something else. 
 

• The abstract is not an introduction. The article should be complete 
without the abstract. (write the abstract after you have completed 
the rest of the article) 

McLean, J.G. 2001. Physics writing guide: 
How to write a Physics journal article. 



Now write your own! (20’) 

japan.euraxess.org 

• *15’+ Think about your current 
work (or a virtual one) and draft 
an abstract (<100 words) 
keeping in mind the 7 elements 
 

• Switch with your neighbour!  
(if possible, someone not from 
your field) 
 

• *5’+ Give each other an elevator 
pitch of your partner’s abstract 
(2’max each) 



On to the 2nd part of this session: grant writing! 
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Thank you for your attention! 

 

Contact: japan@euraxess.net 

 

Web: japan.euraxess.org 
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