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This research is aimed at studying the impact of emotional marketing on purchase decision 
 and  brand  image  for  laundry  detergent.  Moreover,  the  overall  goal  is  to  determine  if 
 emotional marketing could be an alternative to the current price war which is taking place 
 in  the  laundry  detergent  market.  This  research  has  been  conducted  among  the  French 
 millennials. Thus, this research will also deepen our knowledge about millennials behaviour 
 regarding to low-involvement purchase. 


The  study  has  been  conducted  according  to  qualitative  research  methods.  The  data 
 collection consisted of semi-structured interviews with laundry detergent brand managers, 
 semi-structured  interviews  with  eight  consumers  chosen  by  the  researcher  as  well  as 
 personal  observation  in  two  French  stores,  Leclerc  and  Carrefour.  Moreover,  secondary 
 data were collected in order to have a deeper knowledge of the phenomenon. This research 
 was conducted as an embedded single case study and triangulation was used to analyse 
 the collected data and to ensure its validity.  


The results indicate that even if price holds a significant place in consumer decision process, 
emotional  marketing  can  have  somehow  influence  consumer  decision.  Moreover,  the 
impact of emotional marketing on brand image has been demonstrated through this study.  
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1. INTRODUCTION 


Emotional  marketing  peaked the  author’s  interest  during  her  end-of-course  internship  at 
 Unilever in which she discovered the difficulties the laundry detergent market was currently 
 facing. Indeed, this market is characterized by a huge amount of promotion which leads to 
 a price war and a loss of value. The aim of the thesis is then to find out if companies should 
 develop the emotional potential of their brands in order to escape this vicious circle. In the 
 author’s  opinion,  consumer  perspective  appeared  to  be  the  most  relevant  entry  point  to 
 explore  this  complex  topic.  Nevertheless,  she  also  thought  it  was  essential  to  determine 
 product’s managers level of knowledge about emotional marketing and to seek their views 
 about the impact emotional marketing could have on laundry detergent consumption. 


The  first  chapter  of  the  thesis  provides  an  overall  introduction  to  the  thesis.  First,  the 
 background  of  the  study  will  introduce  the  purpose  of  the  research  and  give  valuable 
 insights  about  the    laundry  detergent market. Thereafter,  a concise  literature review  and  
 research questions arising from it will be presented. Moreover, the theorical framework of 
 the study will be proposed followed by the definitions of key concepts and the delimitations 
 of the study. Finally, the methodology of the study will be explained. 


1.1 Background of the research 


1.1.1  A brief introduction to emotional marketing 


During many  years,  western  countries  have  built  business  around  the  Cartesian  thinking 
 which  relies  on  the  assumption  that  people  are  rational.  Thus,  companies  seem  to  be 
 familiar with rationality but totally neglect the emotional dimension as a key decision making 
 driver.  Indeed,  emotions  are  seen  as  difficult  to  measure  and  impossible  to  quantify  or 
 manage (Hill 2010, 4).  


But in our rapidly changing world, companies and consumers’ behaviours are profoundly 
 evolving  (Kotler  et  al.  2010,  ix;  30)  and  becoming  more  complex  (Gicquel  2006,  9). 


Countries are also facing new issues which have a direct impact on the economy and on 
firms’ strategies and imply a rethinking of business’ pillars like marketing (Kotler et al. 2010, 
ix; 30). Traditional marketing based on the idea that consumers are logical and rational has 
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 always assumed that consumers are able to evaluate functional products’ characteristics 
 and to make their choice according to their particular needs. But in a context of saturated 
 market and hyper segmentation in which products tend to be identical, traditional marketing 
 showed its limits and appeared inadequate. 


The 1990s constituted a major shift in the vision of marketers whose new challenge was to 
 enchant  consumers  and  to  offer  them  some  moments  of  real  emotions  and  pleasure 
 (Giboreau, Body 2012, 2).  Emotional marketing appeared to be an appropriate response 
 to  this  issue  because  of  its  ability  to  influence  decision  making  process  by  emotionally 
 engaging consumers  (Consoli 2010, 1). Since then emotional branding has continued to 
 grow and  is now considered as a valuable asset of advertising campaigns because of its 
 power to build a positive brand  attitude (Bellman & Rossiter 2012, 3). Gobé (2001, xv) goes 
 further and describes emotional branding as a solution to establish a strong and profound 
 emotional link between brands and consumers. 


1.1.2  An overview of the laundry detergent market 


In order to understand the aim of the thesis, it is essential to remind the readers about the 
 current context and main characteristics of the laundry detergent market in France and to 
 explain the issues it is facing. 


Laundry  care  includes  several  products:  regular  laundry  detergent,  specialized  laundry 
 detergent (for black or coloured clothes), softener, stain remover and textile dyeing (Xerfi, 
 2018). We will limit our study to laundry detergent which can be found in different varieties: 


powder, liquid, concentrated, capsules and tablets. (Nielsen, 2018) 


In France, the market is dominated by three main companies with strong and emblematic 
 brands which generate the larger part of the sales revenue: Henkel (Le Chat, X-Tra, Super 
 Croix, Mir), Procter & Gamble (Ariel, Dash, Ariel Simply) and Unilever (Skip, Omo, Persil).


Besides these, we can also find private labels and green brands like Sodalis (L’arbre Vert), 
Swania (Maison Verte) or Werner & Mertz (Rainett) on the shelves (Xerfi, 2018). Figure 1 
clearly illustrates the power of market leaders in term of market share with 86% of the total 
market share in MAT P12 2014.  
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Xerfi, source: IRI via LSA, MAT P12 2014 


Figure 1. Market share of laundry detergent ’s main actors in France 


The  laundry  detergent  market  is  characterized  by  a  huge  amount  of  in-store  promotions 
 with 44% of the sales in volume made under promotion on average. For the leaders of the 
 market, promotions can even reach more than 50% of the sales in volume. These numbers 
 are indicative of the difficulties experienced by the suppliers which are totally overwhelmed 
 by promotions (Belloir, 2017). Indeed, the laundry detergent market can be regarded as a 
 commodity market. In this type of market, consumers tend to see products and brands as 
 similar  despite  the  difference  in  quality  and  buying  decisions  are  based  on  price  or 
 promotions (McDonald & Meldrum 2013, 179). 


Moreover,  mass  distribution  which  is  the  main  distribution  channel  for  laundry  detergent 
 products  is  going  through  a  model  crisis  which  impacts  directly  on  laundry  detergent 
 suppliers. In France, trust toward brands is waning and 56% of French people mistrust mass 
 distribution (Kantar France Insights 2018). In this context, brands need to find new ways to 
 sell their products, using both product innovations and creative communication strategies.  


In response to  this  phenomenon,  several  activation  campaigns took  place  in the  laundry 
 detergent market. In 2017, Unilever started to build a new philosophy with its “Dirt is good” 


campaign for Skip (Fossé 2017) which contrasts with the traditional approach based on “Dirt 
 is bad”. Procter & Gamble also bet on emotions with its “Share the Load” campaign first 
 launched  in  India  (Procter  &  Gamble  2016)  and  recently  in  France.  These  advertising 


33%


27%


26%


10%


4%


Market share of the main actors of the laundry detergent 
 market in France (% of the market in value)


Procter & Gamble Unilever Henkel Private labels Others
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 campaigns  both  focus  on  people’s  emotions  and  put  the  product  performance  to  a 
 secondary position. 


1.2 Literature review 


Studies about emotions are abundant in the literature but little emphasis has been put on 
 determining  the  importance  of  emotions  in  marketing  (Balgaradean  2015,  8).  However 
 emotional  branding  is  increasingly  used  as  a  key  component  of  marketing  strategy  and 
 would  deserve  further  research.  The  literature  review  is  thus  aimed  to  get  a  better 
 understanding  of  emotional  marketing  but  also  on  purchase  decision  making  and  brand 
 image.  Indeed,  the  purpose  of  the  thesis  is  to  investigate  if  emotional  marketing  has  a 
 potential influence on purchase decision and brand image. 


To begin, the profound evolution of consumers has to be highlighted. Indeed, consumers 
 are more than ever looking for sensations, emotions and pleasure while buying a product 
 (Gicquel 2006, 10;12). Consumers have new aspirations and they are looking for their own 
 personal fulfilment through their purchases which can be sometimes seen as recreational 
 (Giboreau, Body 2012, 2). This is the reason why emotions have become essential in the 
 understanding of consumer behaviour and should not be neglected anymore (Bagozzi  et 
 al.  1999,  184).  According  to  Gobé  (2001,  xiv,  xvi),  the  emotional  content  of  goods  or 
 services will henceforth be the element that will impact consumer final decision and brand 
 preference  as  well  as  the  price  they  are  willing  to  pay  for  the  product.  Thus,  in  order  to 
 succeed  in  a  highly  competitive  market,  companies  should  establish  strong  and  trustful 
 relationships and powerful emotional bonds with their consumers. Consumers should not 
 be  seen  any more  as  a market  opportunity  but  as  real  partners  and corporations should 
 work  on  building  win-win  partnerships.  Consoli  (2010,  1)  also  states  that  the  ability  of  a 
 brand  to  build  a  lasting  relationship  with  its  consumers  and  to  convey  emotions  will 
 determine its degree of success. Nevertheless, building emotional bonds between brands 
 and consumers seems to be harder for marketers than developing positive attitude toward 
 the brand (Rossiter & Bellman 2012, 2). 


A relationship has been established between consumers emotions and their willingness to 
purchase  a  product  (Achar  et  al.  2016,  166).  Giboreau  and  Body  (2012,  5)  state  that 
emotions exert an unconscious pressure during the purchasing process which can make 
consumers reject some alternatives especially if they convey negative emotions. Indeed, 
emotions  aroused  during  purchase  situations  tend  to  be  a  powerful  determinant  of 
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 consumer brand preference (Graillot 1998, 5-6). Nevertheless, buying behaviour is complex 
 and  relies  on  a  multitude  of  factors  interacting  together.  Several  models  have  been 
 elaborated but all of them have failed to provide an exhaustive model both considering all 
 the elements affecting consumer behaviour and explaining the interactions between them 
 (McDonald & Meldrum 2013, 117). 


The literature about brand image and consumer brand perception also tends to demonstrate 
 the impact of marketing on brand image. Indeed, advertising has a significant influence on 
 brand personality (Plummer 2000, 81),  which is a key component of brand image (Toldos-
 Romero  &  Orozco-Gómez  2015,  462).  Moreover,  brand  personality  and  brand  image  go 
 hand in hand with mental associations made by the consumer about the brand (Freling et 
 al. 2011 393 ; Michel 2017, 88). Amongst these associations, emotional brand associations 
 will greatly contribute to brand identity building and will strengthen the bonds between the 
 brand and its consumers (Ghodeswar 2008,6). 


1.3 Objectives and Research questions 
 1.3.1 Objectives 


As an overall goal, this study will contribute to our understanding of the use of emotional 
 marketing and its consequences on purchase decision making and brand image. 


First, we will determine to what extent emotional marketing can influence the purchasing 
 process,  and  which  elements  of  emotional  marketing  have  the  biggest  impact  on  it. 


Secondly,  we  will  investigate  the  consequences  of  emotional  marketing  on consumers’ 


brand  image.  More  broadly,  because  our  empirical  research  will  focus  on  the  laundry 
 detergent  market,  the  aim  will  be  to  determine  if  emotional marketing  can  be  a  potential 
 alternative to the current promotion war in this market or at least if brands should rely on 
 emotions  in  order  to  reinforce  their  relationship  with  consumers  and  create  points  of 
 differentiation with their competitors.  


1.3.2 Research questions 


The literature review clearly showed a lack of information concerning emotional marketing 
with only a few studies dealing with this complex subject (Akgün et al. 2013, 101). Indeed, 
even  if  interest  toward  emotions  is  undeniably  growing  in  business,  researchers  should 
expand  their  knowledge  in  order  to  be  able  to  integrate  it  in  the  marketing  strategy 
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 (Balgaradean 2015, 8). Moreover, there is little evidence in the literature demonstrating the 
 influence of emotional marketing on low involvement purchases such as laundry detergent 
 products. 


To carry out this study, we will focus on the emotional marketing perspective of the laundry 
 detergent  market.  In  order  to  better  understand  the  role  of  emotional  marketing  on  this 
 market, the study will be made from the consumer perspective. Therefore, in order to comply 
 with the objectives exposed in the previous section, the main research question is:  


To  what  extent  can  emotional  marketing  affect  brand  image  and  purchase  decision  of 
 laundry detergent products? 


In addition to the main research question, the three supportive sub-questions are: 


SQ1: What is the impact of emotional marketing on consumers’ brand image? 


SQ2: What is the impact of emotional marketing on consumers’ purchase decisions? 


SQ3: Which  elements  of  emotional  marketing  influence  consumers’  brand  image  and 
 purchase decision for laundry detergents? 


1.4 Theoretical framework 


The theoretical framework illustrated in figure 2 is aimed to establish a potential relationship 
 between emotional marketing and both purchase decision and brand image. It results from 
 a review of the existing literature and theories. 


It highlights the impact of emotional marketing on brand image and purchase decision but 
 also demonstrates a connection between purchase decision and brand image. Indeed, the 
 existing  literature tends to  show  that  emotions  turn  out to  be  a  determinant  of  consumer 
 decision making process (Graillot 1998, 5-6). Moreover Toldos-Romero and Orozco-Gómez 
 (2015, 463) point out the positive relationship between brand image and purchase intention. 


Emotional associations that form brand image also have a great influence on consumer’s 
choice because they determine brand preference (Ghodeswar 2008, 6). 
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 Figure 2. Theoretical framework 


1.5 Definitions and Key concepts 


Emotional marketing:  


Emotional  marketing  is  a  combination  of  marketing  actions  used  by  a  brand  in  order  to 
 create an emotional bond with its consumers (Balgaradean 2015, 16). Emotional marketing 
 is  aimed to generate emotions in order to influence people’s consumption and purchase 
 decision (Consoli 2010, 1). 


Emotional branding: 


Emotional branding is the capacity for a brand to connect personally and powerfully with its 
 consumers and to establish a trusting and lasting relationship with them by using human 
 emotions and senses. Human connections become a focal point in the business strategy 
 and even a condition to the survival of the company (Gobé 2001, ix-x, xiv). From a consumer 
 perspective, emotional branding represents the engagement of consumers in a long-lasting, 
 sincere  and  trust-based  relationship  leading  to  a  strong  emotional  connection  that  goes 
 beyond the material satisfaction (Akgün et al. 2013, 504). 


Brand image : 


Brand  image  is  the reflection  of  consumer’s  opinion,  perception,  representations  and 
feelings toward the brand (Heding et al. 2008, 12-13 ; Savignac 1977, 150). Brand image 
is  the  result  of  external  influences  such  as  advertising  as  well  as  consumers  personal  
interpretations (Srivastava 2011, 342).
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 Consumer behaviour: 


According to Blackwell et al. (2001, 6) consumer behaviour is defined as “activities people 
 undertake when obtaining, consuming, and disposing of products and services”. The study 
 of consumer behaviour means understanding why and how people make their purchases. 


Purchase decision:  


Purchase decision generally comes after an evaluation of alternatives and consists of 
 making the decision to buy the product, to renounce it (Clauzel et al. 2016, 95) or to 
 postpone the purchase (Brée 2017, 38). 


1.6 Delimitations 


This research will be made amongst French laundry detergent consumers, both men and 
 women, within generation Y. Even if the shopping grocery is  still  mainly  done by women 
 (Ipsos 2018), we believe that the role of men will be growing in the future and we would like 
 to analyse the gender differences that can exist regarding emotional branding in this market.  


The generation Y commonly referred to as millennials includes all the people born between 
 1977  and  1994  (Gobé  2001,  20).  It  is  also  characterized  by  its  proximity  with  the  digital 
 world (Kavounis 2008, 50).  This generation is particularly interesting to study because they 
 completely redefine the way of doing business and constitute a new type of consumer with 
 new  values  and  new  expectations  toward  the  brands  (Kavounis  2008,  49).  Indeed,  they 
 expect  personalisation,  exclusivity  and  uniqueness  from  the  brands  as  well  as  social 
 engagement (Gobé 2001, 21; 23). Moreover, they seek to have a deeper relationship with 
 the brands, to build emotional bonds with them (Gobé 2001, 26) and to become business 
 partners (Kavounis 2008, 50).  


Our research will be limited to consumer’s purchase decisions made in retail stores. We will 
exclude  online  purchase  in  order  to  focus  only  on  what  is  done  and  what  could  be 
implemented  in  physical  stores.  Despite  e-commerce’s  growth  and  the  appeal  of 
convenience stores, hypermarkets and supermarkets remain the first distribution channel 
in France with 72,1% of market share (Le journal de l’éco 2017). Thus they still constitute a 
real ‘playing field’ for brands and a place where consumers can interact with the products. 



(16)16 
 Moreover, a global view of consumer behaviour will be given but our study will cover only 
 the  purchasing  step  of  consumer  decision  making.  Indeed,  buying  laundry  detergent 
 constitutes a low involvement and a regular purchase. Therefore, pre-purchasing steps are 
 secondary. For example, the number of considered alternatives will be much lower than for 
 a high involvement purchase (Clauzel et al. 2016, 95). In addition, very little attention was 
 dedicated  to  the  study  of  purchase  decision  making  in  stores  despite  the  importance  of 
 understanding what happens in the consumer’s mind when buying a product (Schmidt 2016, 
 1-2). 


Finally,  concerning  the  laundry  detergent  market,  we  will  exclude  from  our  research 
 softeners and specialist laundry detergents (colour protectors, delicate clothes) because we 
 do not know the consumers’ degree of knowledge about these products and we would like 
 to avoid biases due to this potential lack of knowledge. We will focus on “standard” laundry 
 detergent that can be found in the form of powder, liquid, tablets and packets.  


1.7 Research methodology 


In this section, we will briefly introduce our data collection method and how the research 
 was  conducted.  The  fifth  section  of  this  thesis  will  be  entirely  dedicated  to  research 
 methodology. 


As a reminder, the purpose of this thesis is to find out the influence of emotional marketing 
 on purchase decision and brand image. Because emotions seem to be difficult to quantify 
 (Hill 2010, 4), a qualitative approach will be preferred. Indeed, qualitative research enables 
 the researcher to collect valuable insights about feelings and emotions (Aaker et al. 2013, 
 148) and to study a phenomenon within its social-cultural context (Leacock et al. 2009, 60). 


In addition, an inductive and exploratory approach will be used as it tends to be associated 
 to  qualitative  research.  Indeed,  inductive  approach  is  based  on  observations  and  data 
 gathering  (Ang  2014,  7-8).  Moreover,  the  research  will  be  conducted  as  an  embedded 
 single case study. 


Data collection will be based on triangulation’s method which is based on the use of several 
data collection methods in order to give more reliability to the study (Prevost & Roy 2015, 
152-153).  First,  semi-structured  interviews  will  be  conducted  with  eight  French  people 
selecting from among generation Y. The aim of these interviews is to determine if emotional 
marketing has an influence on their purchase decision and brand image regarding laundry 
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 detergent products. It is also intended to understand what is actually missing from laundry 
 detergent shelves according to consumers. 


In addition, in-store observations will also be made in order  to observe consumers while 
 making their laundry detergent purchases. The main advantage of this method is to observe 
 consumer’s  unconscious  behaviours  and  automatisms  that  would  probably  not  be 
 mentioned during an interview (Hague et al. 2016, 94).  


1.8 Structure of the thesis 


The  theoretical  base  of  our  study  consists  of  three  chapters  which  will  be  entitled  as 
 followed: emotional branding, consumer purchasing behaviour and brand image perception.  


The first part about emotional branding is aimed to give a better theoretical knowledge about 
 this  concept  that  is  the  focal  point  of  our  study.  We  will  demonstrate  the  importance  of 
 emotions in marketing and determine which levers can be used to implement a consistent 
 emotional marketing strategy. Moreover, the literature about purchase decision will allow us 
 to  have  a  better  understanding  of  consumer  behaviour. We  will  see  that  there  is  a  well-
 established relationship between emotions, perceptions and the way in which people act. 


Finally, brand image will be studied and we will focus on the concepts of brand identity and 
 brand personality. 


More broadly, the aim of the theorical part is to acquire in-depth academic knowledge about 
 these three concepts in order to have a strong base to conduct our empirical research. 


Thereafter, the  methodology  of the research  will  be  presented  and the  use  of qualitative 
 research  method  will  be  justified.  Following  our  theoretical  and  empirical  research,  the 
 results of the study will be highlighted and we will propose a summary of the contributions 
 and  outcome  of  the research.  Finally,  we  will  point  out the  limitations  and  determine  the 
 topics and concepts that should be further studied. 



2. EMOTIONAL MARKETING 


Kotler et al. (2010) define marketing as “the process by which companies create value for 
customers  and  build  strong  customer  relationships,  to  capture  value  from  them  in 
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 exchange”. This definition illustrates the necessity of building connection with consumers 
 by focusing on their emotions and desires (Balgaradean 2015, 14).  


The end of the 20th century represents the transition from an industrially driven economy to 
 a people driven economy during which the place of consumers is drastically redefined: they 
 become central and more powerful. This new vision resulted in the redefinition of the firm’s 
 strategy  and  more  specifically  the  rethinking  of  marketing  as  a  key  strategic  business 
 function  with  the  integration  of  People  as  the  fifth  component  of  the  traditional  four  Ps. 


Traditional  marketing  concepts  proved  to  be  insufficient  and  marketers  progressively 
 develop their interest toward the emotional aspect of consumer behaviour. More broadly, 
 classic economic models were challenged and companies realized that being creative and 
 coming  up  with  distinctive  brand  concepts  had  become  crucial  (Gobé  2001,  xiv  ;  Simkin 
 2000, 154; Kotler et al. 2010, 26).  


According to Hammond (2008, 9), the main issue faced by consumers is the abundance of 
 available information which makes the decision making process much more complex. We 
 also observe a standardization of products that tend to be identical (Evans et al. 2009, 7). 


In  this  context,  for  a  brand  to  be  successful,  building  strong  emotional  ties  with  its 
 consumers appears to be a reliable solution (Akgün et al. 2013, 503). 


All  of  the  issues  previously  mentioned  prove  that  it  is  necessary  to  take  emotions  into 
 account in order to respond to current consumers’ aspirations. As a response, emotional 
 marketing is aimed at considering emotions as a key component of marketing strategy and 
 at developing an emotional brand message (Balgaradean 2015, 16). According to Akgün et 
 al.  (2013,  505),  emotional  branding  is  characterized  by  its  capacity  to  create  a  lasting 
 relationship with consumers and to succeed in getting consumers emotionally engaged with 
 the brand. 


The  previous  researches  show  that  developing  emotional  attachment  and  establishing  a 
 relationship with consumers presents many advantages for the company. It leads to brand 
 differentiation, competitive advantage (Akgün et al. 2013, 503), exclusive brand repurchase 
 (Grisaffe & Nguyen 2011, 1052), brand equity (Hill 2010, 58), a higher quantity of purchase 
 (Rossiter and Bellman 2012, 2) and an increase of the firm performance (Akgün et al. 2013, 
 503). These are some of the reasons why emotional branding tends to be generalized in 
 advertising strategy (Rossiter and Bellman 2012, 3).  


To  begin  with,  this  section  will  provide  an  understanding  of  the  concept  of  emotional 
marketing.  
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 2.1 The concept of Emotional Marketing 


2.1.1 What is an emotion? 


2.1.1.1 Definition   


Understanding the impact of emotional marketing on consumers decision making requires 
 firstly  gaining  knowledge  about  the  nature  of  emotions.  The  hundreds  of  definitions 
 proposed by the authors over the years show the complexity of fully understand this concept 
 (Chétochine 2008, 1 ; Coppin & Sander 2016, 4). Giving an adequate definition of emotion 
 remains an ongoing issue all the more so since emotional models are then not based on 
 the same characterization of emotions (Coppin & Sander 2016, 5). In this section, we will 
 try  to  provide  the  readers  with  an  understandable  definition  and  highlight  the  origin  of 
 emotions. 


Theories  regarding  emotion  mostly  come  from  psychology  (Huang  2001,  239)  and 
 philosophy  (Coppin  &  Sander  2016,  3)  and  rely  on  the  idea  that  physiological  reaction, 
 reason  and  emotion  share  a  strong  link  (Chaudhuri  2006,  6).  According  to  Achar  et  al. 


(2016,  166),  emotions  constitute  ‘multidimensional  feelings’  arising  from  the  relationship 
 between the individual and its environment. Chétochine (2008, 2) describes emotions as 
 the result of the interaction of subjective and objective factors coming from our neurological 
 system  that  generate  experiences,  provoke  physiological  reactions  and  impact  our 
 behaviours.  Coppin  and  Sander  (2016,  5-6)  consider  emotions  as  a  short-lived  and 
 situation-specific process based on “emotion elicitation mechanisms” such as appraisal that 
 result  in  feelings  and  physical  responsiveness.  From  this  point  of  view,  elicitation  is 
 considered as a component of emotion and not as a condition to emotion’s arousal. 


Bagozzi et al. (1999, 184) make a distinction between emotion, mood and attitude even if 
 the line between them can sometimes be thin. According to them, emotions are the result 
 of appraisals of events and lead to physical reactions, and sometimes to specific actions to 
 manage  them.  Emotions  are  considered  as  short-lived  and  much  more  intense  than 
 attitudes and moods. Coppin and Sander (2016, 6) also oppose the stable state of attitudes 
 and moods to the ephemeral nature of emotions. 


Descartes opposes emotions to reason and defines emotions as ‘automatisms’ whereas 
Darwin  insists  on  the  utility  of  emotions  considering  them  as  the  main  communication 
method  between  individuals  (Consoli  2010,1).  The  manifestation  of  emotions  can  be 
perceived observing the verbal and facial reactions of the individual but can also be a textual 
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 manifestation (Consoli 2010,1), especially in a world where web and social media are part 
 of people’s daily lives.  


2.1.1.2 The notion of appraisal 


The notion of ‘appraisals’ which represent a given “profile of cognitive evaluation” is helpful 
 to  enlighten  the consumer’s  emotional  pattern.  Indeed,  each  emotion  derives  from  a 
 particular appraisal of events (Achar et al.  2016, 166). In other word, an appraisal is the 
 result of a personal evaluation and interpretation of a specific situation (Coppin and Sander 
 2016,  5)  made  consciously  or  unconsciously  that  leads  to  positive  or  negative  emotions 
 (Bagozzi et al. 1999, 184-185).  


The  Appraisal  Tendency  Framework  supports  the  idea  that  a  previous  emotional  state 
 associated to a specific appraisal will then impact all future behaviours associated with the 
 same appraisal (Achar et al. 2016, 166). Psychosocial theories see appraisals as the main 
 explanation  of  emotions,  arousal  being  essential  but  not  sufficient  to  generate  emotions 
 whereas  psychophysiological  theories  rely  on  the  idea  that  emotions  are  only  the 
 consequence  of  a  specific  stimulation  or  arousal  (Chaudhuri  2006,  6).  Consoli  (2010,  2) 
 confirms  the  importance  of  appraisal  by  mentioning  Osgood’s  theory  that  describes  the 
 different stages of the formation of emotions. The prerequisites of the creation of emotions 
 is the presence of a stimulus and an appraisal, and the capacity of the individual to respond 
 to this particular stimulus. 


The notion of appraisal provides useful insights on the uniqueness of emotions. Indeed, two 
 individuals facing the same situation can feel opposite emotions. This observation proves 
 that emotions are not the direct consequence of the event but are instead linked with the 
 singularity  of  psychological  appraisal  arising  from  the  way  the  individual  perceives  and 
 apprehends the situation. (Bagozzi et al. 1999, 185) 


2.1.1.3 Classification and measurements of emotions  


Achar et al. (2016, 166) distinguish “integral” and “incidental” emotions. Integral emotions 
are aroused when the marketers’ aim is to influence consumers’ decision making by using 
several emotional stimuli. Incidental emotions are unique to each individual and influence 
consumer decision without being directly related to a specific choice. 
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 As mentioned earlier, emotions are seen as difficult to measure (Hill 2010, 4) and constitute 
 a  real  challenge  for  companies.  However,  the  effect  of  advertising  campaigns  on  a 
 consumer  and  its  affinity  with  a  brand  or  product  could  be  evaluated  by  determining  the 
 degree of the consumer’s emotional involvement (Vlasceanu 2014, 753). Then, finding an 
 accurate method to interpret people’s emotional reactions could be key to success. 


Giboreau and Body (2012, 5) agree that measuring emotions constitutes a real issue and 
 affirm that for now the current knowledge about emotions do not allow for putting forward a 
 predictive  model  that  could  be  used  for  the  elaboration  of  an  operational  action  plan. 


Nevertheless,  according  to  Consoli  (2010,1)  that  supports  Darwin’s  theory,  the 
 manifestation  of  emotions  can  be  of  a  different  nature  but  always  leads  to  physiological 
 reactions  that  can  be  used  to  draw  emotions  and  to  interpret  the consumer’s  emotional 
 state. Indeed, Coppin and Sander (2016, 7) provide us with interesting models and tools 
 dedicated to the measurement of emotions and based on facial and physical reactions. 


The first one is the Facial Action Coding System (FACS) elaborated by Ekman and Friesen 
 in the 1970s which is aimed to interpret facial movements and to determine which muscle 
 is used during the arousal of a particular emotion. This coding system includes forty-four 
 muscle movements each of them associated with a particular emotion. The main advantage 
 is that this model is not based on a particular definition of emotion but it also suffers from 
 being time-consuming. The study of facial muscles is also used for electromyography but 
 this technique requires putting sensors on the individual’s face which makes it impossible 
 to  use  for  a  business  application.  Moreover,  the  development  of  modern  technology 
 presents new alternatives to the measurement of emotions and the use of automated facial 
 image constitutes a hope for the future (Coppin and Sander 2016, 9).  


Specific marketing types such as neuromarketing have emerged in order to respond to the 
necessity to find accurate solutions to measure emotions and to understand the consumer 
decision  making  process.  Traditional  marketing  ways  of  measuring  like  “focus  group, 
interviews and direct observations” are replaced by more reliable scientific measurements 
based  on  physical  reactions  and  brain  activity.  This  new  area  of  marketing  seems  to  be 
promising and a source of more relevant information on consumer behaviour. The aim of 
neuromarketing  is  to  study  and  understand  emotional  reactions  coming  from  several 
marketing stimuli. (Vlasceanu 2014, 753-754). 
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 2.1.2 From benefit-driven approach to emotion-driven approach 


Kotler et al. (2010, xi, 3-4; 21) distinguish three consecutive stages to explain the evolution 
 of  marketing.  Marketing  1.0  also  called  “product-centric”  approach  was  used  to  support 
 sales during the industrial era when products were standardized and intended for a mass 
 market.  Marketing  2.0  or  “consumer-centric”  approach  began  with  development  of 
 information  technology  when  consumers  had  access  to  a  larger  choice  of  products  and 
 more  knowledge  about  the  different  alternatives.  This  is  the  generalization  of  the  use  of 
 segmentation and targeting with marketers that try to touch both consumer’s emotions and 
 reason but who continue to see consumers as passive. Finally marketing 3.0 is now growing 
 among  companies  and can  be  defined  as  value-driven  and  human-driven. This  vision  of 
 consumers is totally new because they are seen as complete individuals “with minds, hearts 
 and spirits” who are looking for products and companies that match with their own values, 
 desires  and  dreams.  When  buying  a  product,  people  go  beyond  their  functional  and 
 emotional  satisfaction  and  they  are  now  also  looking  for  human  spirit  satisfaction.  It  is 
 essential to note that Marketing 1.0 and 2.0 will still be used and keep some relevance but 
 Marketing 3.0 will become a major source of profit in the future. Gobé (2001, xiii) describes 
 this new area as a move from a product-focused economy to a consumer-focused economy 
 (see  Figure  3).  According  to  Akgün et  al.  (2013,  504),  the  “conventional  benefit-driven 
 branding  approach”  has  been  replaced  by  an  emotional  approach  which  focuses  on 
 consumers’ desires, aspirations and history.  


Figure 3. Old economy vs new economy  (Gobé 2001, xiv) 


In a saturated and highly segmented market, brands cannot rely solely on their product itself 
to recruit new consumers. The point of differentiation lays on the emotional connection the 
brand builds with its consumers and on its capacity to imagine new consumer’s approaches 
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 to support new ideas and innovations (Giboreau, Body 2012, 1 ; Gobé 2001, xiv). In this 
 context,  establishing  strong  emotional  bonds  with  consumers  can  provide  a  competitive 
 advantage to the brand and maximise its chance of success (Jones et al. 2010, 241).  


Indeed, the literature states that emotions are a major determinant of consumer purchase 
 decisions and have an impact on how much the consumers feel connected to the brands 
 (Bălgărădean  2015,  15).  According  to  Achar  et  al.  (2016,  167),  marketing  can  influence 
 consumer-decision  making  by  offering  an  intense  emotional  experience.  But  they  also 
 highlight that the emotional condition of consumers can have a great impact on consumer 
 behaviour. 


Brands have an important interest in including affective content in their products and points 
 of  sale  in  order  to  build  or  reinforce  their  relationship  with  their  consumers.  Indeed,  this 
 emotionally compelling content will be remembered by consumers and will be used by them 
 to determine their attachment to the brand (Akgün et al. 2013, 504) 


Nowadays, one of the objective of marketing strategies is to develop consumer loyalty and 
 exclusive  brand  repurchase  thanks  to  loyalty  programs  or  by  imposing  switching  costs. 


Nevertheless,  building  affectional  bonds  with  consumers  proved  to  be  as  effective,  if  not 
 more effective than traditional consumer retention methods. Indeed, having an emotional 
 connection with a consumer enables loyalty (Grisaffe & Nguyen 2011, 1052) which is the 
 core of brand equity (Hill 2010, 58) and increased sales (Jones et al. 2010, 242).  


From  a  consumer  perspective,  major  changes  have  occurred  as  well.  The  role  of 
 consumption  has  profoundly  evolved  and  consumption  has  become  a quest  of  emotions 
 and sensations and a way to escape the reality of the world which is seen as oppressing, 
 bleak and more and more virtual (Gicquel 2006, 12). In addition, products do not play only 
 a  functional  role  in  consumer’s  life  and  are  instead  reflective  of  our  identity  and  status, 
 making them mostly emotional (Gobé 2001, 198).  


The  relationship  between  brands  and  consumers  must  also  be  reconsidered.  In  a  world 
where the importance of emotions and desires is increasing, Gobé (2001, xiv) states that 
considering  consumers as  partners  will  allow  companies  to  build  a  strong  and  long-term 
relationship with them. Entering the era of marketing 3.0 supposes for companies to renew 
the vision of their own brand. Indeed, this form of marketing implies accepting to lose control 
over  the brand and to share brand ownership with consumers. In some way, consumers 
own the brands. (Kotler et al. 2010, 51-52) 
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 2.2 Instruments of emotional branding 


According to Gains (2013, 5), a brand’s essence is composed of three components which 
 are “experience, meaning and story”. In this section, we will study the different elements of 
 emotional branding in order to determine how they should be used to create a consistent 
 marketing strategy. 


2.2.1 Storytelling  


Storytelling has to be discussed in order to have a better knowledge of consumer behaviour 
 (Woodside et al. 2008, 98). Indeed, western economy is nowadays mainly dominated by 
 emotions which restore the place of storytelling in firms’ strategy (Fog et al. 2010, 19-20) 
 and make it an efficient way of engaging consumers (Hill 2010, 58). According to Herskovitz 
 and Crystal (2010, 21), storytelling heavily contributes to the development of brand identity. 


They consider branding as the result of companies’ actions, decisions and communication 
 choices. 


Stories are part of our daily lives and have been used since the very beginning of humanity 
 to explain the world using myths, legends or beliefs (Gerber et al. 2013, 10). Woodside et 
 al.  (2008,  105)  define myths as “simple stories with compelling  characters  and  resonant 
 plots”. These myths are essential in consumer’s lives because they contribute to a better 
 understanding of the world by giving it more meaning. Moreover, stories constitute a way 
 for people to manage the huge amount of information they constantly receive. Indeed, if an 
 individual is not able to relate an event or situation in a narrative way, it is likely that he will 
 never mention it and even perhaps forget about it (Sax 2006, 166) 


Stories have also a social role because they are used to convey values among the tribe and 
 then to build its identity. They are considered as an important driver of communication and 
 are used almost all the time to explain a situation or report an event (Delgadillo & Edson  
 Escala 2004, 186). They are also used by people to share their own knowledge with others 
 (Benjamin 2006, 159). 


A  similar  reasoning  applies  to  storytelling  in  business.  The  stories  shared  about  the 
company internally and externally help building a brand’s identity (Fog et al. 2010, 19,22) 
to which consumers can identify (Hill 2010, 58). Applied to business, storytelling could be 
defined as the process of putting communication messages into a narrative form in order to 
make people aware of a brand or a company project, to get them involved and to influence 
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 their behaviour. It is a personified and sensitive communication that invites consumers to 
 use all their senses. (Gerber et al. 2013, 10-11).  


According  to  Hill  (2010,  72-73),  a  brand  should  build  its  own  personality  in  order  to 
 differentiate from its competitors. Indeed, the company’s offering is not in itself sufficient 
 and companies should use storytelling to create a “protective layer of value” around their 
 products and/or services. At the beginning, the story should be based on the core attributes 
 of the product and always be in line with the brand’s promise. Indeed, by building a narrative 
 fiction around existing attributes, marketers will transform their brand into a myth. For this 
 myth to become reality in the eyes of the consumers, an emotional dimension has to be 
 added. Over time, thanks to this new emotional power, this “branded story” will become the 
 company’s  main  value  offering  and  the  products  and/or  service  a  secondary  source  of 
 value.  


Using storytelling to communicate about new concepts or products but also about the brand 
 itself is much more efficient than presenting arguments based on consumer’s reason and 
 product’s features. Indeed, stories have the particularity of blending reason and emotion 
 and thus engaging people on an emotional level (Kotler et al. 2010, 59 ; Gerber et al. 2013, 
 10 ). Storytelling also has the power to emotionally engage consumers and to build strong 
 bonding with them (Herskovitz and Crystal 2010, 21). Woodside et al. (2008, 98) agree and 
 find the interest of storytelling in the very nature of human beings. According to them, human 
 beings’ way of thinking is actually more story-based than fact-based. 


Nevertheless, Gerber et al. (2013,11) insist on the importance of having two dimensions in 
 a  story,  emotion  and  reason  which  are  complementary.  The  first  keeps  up  consumers’ 


interest, allows them to identify themselves to a character or an idea and to project into the 
 future and the second helps people to balance their emotions and not be overwhelmed by 
 them. 


Using storytelling can provide undeniable benefits to the company. Indeed, a story provides 
 a  better  understanding  of  the  messages,  people  tend  to  remember  it  and  it  can  lead 
 consumers to take the role of spokespersons for the brand. Research psychology proves 
 that stories tend to more easily imprinted in memory (Delgadillo & Edson Escala 2004, 187). 


According to Hill (2010, 58), there are two main benefits to using storytelling. Firstly, it helps 
brands to build a distinctive personality that consumers can identify with. Secondly, thanks 
to storytelling consumers will consciously or unconsciously associate the brand to specific 
values. If a brand succeeds in combining these two advantages of storytelling, personality 
and associations, it is likely that consumers will be more attracted by this brand. Moreover, 
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 various  forms  of  storytelling  are  actually  used  among  companies  including  songs  and 
 slogans (Benjamin 2006, 161). 


Kotler  et  al.  (2010,  60)  rely  on  Holt’s  theory  to  distinguish  three  core  and  mandatory 
 elements of a compelling brand story which are “a character, a plot, and a metaphor”. Hill’s 
 vision  (2010,  73)  is  similar  but  not  identical:  according  to  him,  a  powerful  brand  story  is 
 obtain with a “character, an action and a setting”. He also specifies that the choice of these 
 elements must be made in line with the target market in order to create a consistent story 
 able to engage a specific group of consumers. Gains (2013, 85) insists on the importance 
 of symbols while telling a story. Because symbols are used to give meaning to the world, it 
 is  essential  to  use  them  in  a  coherent  way  and  to  establish  connexions  between  them. 


Indeed, the understanding of this relationship between symbols is key to building a powerful 
 storytelling  around  a  brand.  Delgadillo  and Edson  Escala  (2004,  188)  rely  on  Bruner’s 
 theory to determine what are the components of an appealing story. Bruner states that it 
 has to be based on a “landscape of action” which corresponds to the objective elements of 
 the  story  which  are  understood  in  the  same  way  by  all  consumers  and  a  “landscape  of 
 consciousness”  which  allows  the  consumer  to  build  an  emotional  bond  with  the  story’s 
 character  by  understanding  its  feelings.  Herskovitz  and  Crystal  (2010,  21)  state  that  a 
 successful brand must build its storytelling on a memorable ‘persona’ which constitutes the 
 permanent  personality  traits  of  the  brand.  Brand’s  stories  will  then  be  built  around  this 
 persona  which  remains  constant  and helps people’s  understanding  of  the  identity  of  the 
 brand.  This  persona  can  be  personified  using  characters  or  just  be  suggested  using 
 symbols. 


Word of mouth (WOM) also constitutes an important type of storytelling that directly arises 
 from  consumers  who  share  and  communicate  their  experience  with  the  brand.  Indeed, 
 consumers tend to share their opinion and feelings toward a brand using a narrative form. 


Then  consumers  rely  on  stories  to  relate  their  interaction  with  a  product  and/or  brand  in 
 which they are the main actor. This has a great impact on consumer behaviour because 
 consumers use this information as a reliable source of knowledge. Nevertheless, despite 
 its  importance,  WOM  is  still  a  variable  difficult  to  control  and  influence  for  marketers  
 (Delgadillo & Edson  Escala 2004, 186) especially in the new digital area which accelerates 
 and facilitates the dissemination of stories (Sax 2006, 169).  


In its most accomplished form, storytelling appeals to sensorial experience because of its 
evocative power (Sax 2006, 167). The next section will be dedicated to the use of sensorial 
marketing as a key component of emotional marketing.  
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 2.2.2 The field of multi-sensoriality  


Because senses are a source of emotions (Gicquel 2006, 15), we will consider sensorial 
 marketing  as  a  component  of  emotional  marketing.  Indeed,  in  order  to  find  out  whether 
 emotional  marketing  plays  a  role  in  brand  image  construction  and  consumer  purchase 
 decision, a good understanding of sensoriality is necessary. In the following chapter, we will 
 define the concept of sensorial marketing and detail to what extent each sense  contributes 
 to arousing emotions. 


2.2.2.1 Definition of sensory marketing 


The  literature  about  sensory  marketing  is  abundant  and  the  application  of  sensory 
 marketing theories in companies is more and more common. Indeed, brands are realizing 
 the power of senses in the involvement of consumers and the construction of brand identity. 


However, only a few authors base their writings on how sensory marketing can help achieve 
 these marketing goals (Gains 2013, 3). 


Giboreau and Body (2012, VIII, 3) define sensorial marketing as the valorisation of sensorial 
 stimuli  conveyed  by  a  product  or  service  and  the  use  of  the  five  senses  (sight,  hearing, 
 touch, smell, taste) to display a product. The process of sensorial marketing can be divided 
 into  three  steps.  Firstly,  it  essential  to  understand  the  demand  and  to  determine  the 
 perceptual  process  by  which  physical  sensations  turn  into  perception  and  significances. 


Secondly, the content of the offer has to be defined by translating the expected positioning 
 into multisensorial content. Finally, observable sensorial attributes must be associated to 
 this offer. 


Sensorial  marketing  tends  to  play  an  increasingly  important  role  in  the  firms’  strategy 
because  of  its  capacity  to  make  consumers  rediscover  their  senses  and  then  to  arouse 
emotions  and  new  sensations (Gicquel 2006, 10). Indeed, because people’s five senses 
are the key that open the door to their surrounding (Evans et al 2009, 64 ; Gicquel 2006, 
13), the multisensorial involvement of the consumer is generally a condition to the creation 
of  emotions.  Thanks  to  our  brain,  sensory  perceptions  are  transformed  into  emotions, 
feelings and physical reactions (Hill 2010, 16). The atmosphere, the sensorial aspect of the 
product and the use of meanings and symbols are essential to arouse consumers’ emotions 
(Consoli 2010, 4).  
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 The  senses  are  used  as  receptors  because  they  generate  pleasant  or  unpleasant 
 sensations and then play a role in the way consumers interpret brand messages (Evans et 
 al.  2009,  64).  Moreover,  sensoriality  can  have  a  great  impact  on  consumers’  brand 
 preference  and  create  a  real  point  of  differentiation  in  a  world  of  standardized  products 
 (Gobé 2001, 69-73). 


Sensoriality  is  also  directly  related  to  the  product  itself.  Indeed,  we  need  to  distinguish 
 concrete qualities that are the intrinsic characteristics of the products and symbolic qualities 
 that arise from sensorial associations made by the consumer. Marketers need to determine 
 how  to  communicate  about  expected  product  attributes  through  the senses (Gobé  2001, 
 69). More broadly, sensorial marketing is intended to propose an adequate combination of 
 attributes that will have a particular meaning for the selected target and will help marketers 
 define a unique positioning (Giboreau and Body 2012, VIII). 


Moreover, involving senses in consumers’ shopping experience can leave a positive and 
 memorable impression in people’s minds (Gobé 2001, 69) by generating emotions that will 
 be associated to the brand (Giboreau and Body 2012, 6).  This phenomenon creates the 
 opportunity for marketers to build a lasting relationship with the  consumers (Evans et  al. 


2009,64). Sensory elements can provide a fertile and imaginative shopping experience. The 
 concept  of “associative hierarchies”  developed  by  Osgood suggests  that  even  if  product 
 satisfaction  is  a  major  experiential  aspect,  consumers  also  make  unconscious  sensory 
 associations during their purchases which influence widely their purchase behaviour (Gobé 
 2001, 69). To sum up, a multisensorial product and/or atmosphere will awaken consumers’ 


impulsions and emotions to the detriment of reason. Then, it is important for companies to 
 determine the sensorial parameters that influence consumer behaviour (Giboreau and Body 
 2012,  6)  and  to  work  in  a  polysensorial  way  by  combining  as  much  as  possible  the  five 
 senses (Gicquel 2006, 11). According to Errajaa (2018, 100) , using sensorial elements in 
 an  integrated  and  consistent  way  can  increase  quality  perception  and  help  in  building  a 
 unique  and  memorable  experience  with  the  brand.  On  the  contrary,  using  senses  in  an 
 inconsistent  way  will  get  consumers  confused  and  lead  to  dissatisfaction.  A  proper 
 combination of visual, auditory and olfactory elements in a store can contribute to give an 
 hedonic value to the shopping experience (Borges et al. 2013, 500).  


Most of the brands are still giving more importance to visual experiences whereas sound 
and smell seem to be the most appropriate senses to arouse emotions (Gains 2013, 3). For 
that reason, we will focus our research on the senses of smell, hearing, sight and touch and 
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 thus exclude taste because it is not relevant to our study. Table 1 below helps us to realize 
 the mass of information that reaches our brain through our senses. 


Source: Zimmerman 1989, 172 taking from Brain (2014, 9) 


Table 1. Relationship between senses and brain and level of conscious perception 


2.2.2.2 Smell 


Smell  seems  to  be the most  powerful  of  human five  senses  and  proved  to  have  a great 
 capacity  to  arouse  people’s  emotions  (Gobé  2001,  97)  which  explains  why  scents  have 
 become integrated in marketing strategy (Errajaa et al 2018, 100). Marketing studies tend 
 to show that this sense is one of the strongest senses that play a great role in purchasing 
 decisions. 


Scents have the particularity to stay in people’s minds for many years. They are also known 
 for creating emotions that bring back old memories and sensations and can be associated 
 with given moments of life like childhood (Consoli 2010, 5 ; Giboreau and Body 2012, 7). 


Nevertheless, scents can remind us of positive feelings and events as well as negative ones 
 and must then be handled with great care. For that reason, most of the time brands choose 
 to offer several fragrance options in order not to be associated with a unique fragrance that 
 could be harmful for their image (Gicquel 2006, 27). Gobé (2001, 97) also addresses the 
 question  of  consumer  identity  and  states  that  the  choice  of  a  particular  scent  reflects 
 people’s search of who they are. Indeed, consumers will first be attracted by scents that 
 reflect the vision they have of themselves. 


Besides  these  evocative  powers,  odours  contribute  to  create  a  specific  atmosphere 
(Gicquel 2006, 26), help companies to differentiate their offer and to communicate about 
the product’s attributes (Errajaa et al 2018, 101).  
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 Smells have a multitude of advantages because they are related to the product itself and 
 contribute to improve the perceived quality of goods (Errajaa et al 2018, 100) but they can 
 also be used inside the stores. For example,  in store-aroma systems are largely used in 
 stores in order to influence the time of purchase or in the food and cosmetic industry for 
 which aromas are seen as an innovation element (Consoli 2010, 5 ; Giboreau and Body 
 2012, 7). Indeed, it contributes to create an atmosphere that has an undeniable impact on 
 consumer behaviour (Gobé 2001, 99). Moreover, the use of scent enables the brands to 
 create a specific olfactive signature that match their desired positioning (Gicquel 2006, 26).   


However, Giboreau and Body (2012, 7) insist on the fact that the sense of smell should be 
 handled cautiously because of the very wide variety of perceptions of the same fragrance 
 from one individual to another. Indeed, some scents may turn out to be annoying (Gicquel 
 2006, 26). Moreover, an olfactive marketing strategy is not enough by itself and must be 
 integrated in a global sensorial experience (Giboreau and Body 2012, 7). 


2.2.2.3 Hearing 


Hearing is increasingly used in marketing and is taking into account at the earlier phase of 
 product development. Indeed, sounds generate emotions and are interpreted by consumers 
 in order to define the key attributes of the product (Gicquel 2006, 32). Several studies have 
 also  established  a  relationship  between  music  and  shopping  time,  speed  and  budget. 


Indeed, further research has to be conducted to determine which kind of music has the most 
 impact (Gobé 2001, 75) 


In  marketing,  sounds  help  the  brands  reinforce  their  positioning  or  support  the  brands 
 promises, for example a crispy noise for a cereal brand (Giboreau, Body 2012, 7). They can 
 also  give  a  specific  identity  to  the  brand  by  associating  a  song  to  a  brand,  for  instance. 


Indeed, music has a strong impact on emotions (Consoli 2010, 5) and has been used for 
 many  years  in  retail  areas  in  order  to  reinforce  their  own  identity,  influence  consumers’ 


perception  of  time  (Giboreau,  Body  2012,  7)  and  impact  people’s  purchasing  behaviour 
 (Gicquel 2006, 36).  


According to Gobé (2001, 73), sounds constitute an element of ‘emotional background’ that 
directly affects consumer behaviour to the point that elements of sound environment can 
become a determinant of purchasing decision. 
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 2.2.2.4 Sight 


Sight  is the  sense that  was  first  used  in  marketing  with  a  reflexion  about  colours,  logos, 
 typographies or packaging and their impact on brand positioning. It is generally the sense 
 most stimulated by the environment (Giboreau, Body 2012, 7) and the one that will be first 
 used in the presence of a given product (Gicquel 2006, 17). It is also the sense with the 
 major impact on the brain as Hill (2010, 20) mentions that “two third of the stimuli reaching 
 our brain are visual”. To explain the importance of sight in the decision process, Giboreau 
 and  Body  (2012,  7)  refer  to  the  research  of  aesthetic  of  the  Maslow’s  pyramid  as  an 
 existential need that appears once primary needs are satisfied.  


Today  the  sensorial  work  on  sight  goes  beyond  forms  and  colours  and  includes  some 
 nuances  like  brightness,  transparency,  highlight  or  texture  (Giboreau  and  Body  2012,  7) 
 which make consumers want to touch the product and make it their own (Gicquel 2006, 19).  


The role of colours or absence of colours (Gobé 2001, 77) should not be neglected because 
 of the great power they have on consumer behaviour (Gains 2013, 175). Colours are used 
 as  a  distinctive  product  characteristic  that  allows  the  brand  to  differentiate  itself  from  its 
 competitors. The brand is then associated to a specific colour which becomes a component 
 of  the  broader  communication  around  the  product  and  even  the  symbol  of  the  brand. 


(Gicquel 2006, 19). Colours are then a key component of brand identity (Gobé 2001, 79). 


Moreover, colour and shape of the product should be consistent with the positioning of the 
 brand  and/or  suggest  the  attributes  of  the  product  (Gicquel  2006,  19).  For  example,  the 
 colour black is most of the time associated with quality and elegance whereas white is used 
 to symbolize pureness and freshness (Gains 2013, 67). According to Gains (2013, 175), 
 the  choice  of  colours  should  be  in  adequation  with  brand  message  in  order  to  build  a 
 consistent message that will be more easily understood by consumers. The choice of colour 
 is  so  determinant  that  a  wrong  choice  about  colour  can  damage  the  brand  image  and 
 confuse consumers (Gobé 2001, 78). Moreover, colours should be always used in their own 
 cultural context, as each colour means something different from a local culture to another 
 (Gains 2013, 74). 


Interior  design  of  retail  stores  is also  linked  with  consumer’s  sight  and  should  not  be 
neglected. Indeed, it can be used to convey a brand’s messages, reinforce brand identity 
and create a specific atmosphere by using appropriate decorative items like wall images or 
lighting (Gobé 2001, 84). 
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 Gains (2013, 3) also claims that sight is always more efficient when combined with another 
 sense. 


2.2.2.5 Touch 


Touch is not yet appropriately valued whereas it is the sense that could offer the greater 
 number  of business  opportunities.  Indeed,  few  brands  are  considering the  importance  of 
 touch especially when designing product packaging (Gobé 2001, 92). 


Touch  covers  a  wide  range  of  sensations  and  it  can  easily  create  familiarity  between  a 
 consumer  and  a  product  (Giboreau,  Body  2012,  8).  Touch  allows  consumers  to  have 
 physical contact with the product, which is a much stronger way of communication than that 
 based  only  on  verbal  communication  (Gains  2013,  42).  Gobé  (2001,92-93)  agrees  and 
 considers that touching a product can generate an immediate emotional bond between a 
 brand and its consumers. By making products accessible, brands help consumers to project 
 themselves with the product, and thus with the brand. 


Touch first refers to the texture of the product, including packaging and the product itself. 


For example, natural materials like wood are commonly used in the case of organic products 
 (Gicquel 2006, 24). But it also allows people to better understand their environment and can 
 be used to create a specific atmosphere around the product. Indeed, touch is not only about 
 what  we  touch  but  also  about  sensations  on  our  skin.  Touch  is,  for  example,  the  sense 
 responsible of the perception of temperature (Gains 2013, 44). Then, touch is not limited to 
 the  products  only  and  also  includes  a  relationship  with  the  whole  retail  environment 
 including  the floor  of  the  shop  (Gobé  2001,  94). Thus,  the  influence  of  touch  toward  the 
 perception  of  space  appears  to  be  evident  (Gains  2013,  49)  and  has  to  be  taken  into 
 consideration while designing retail stores.  


2.2.2.6 Product and packaging 


Gobé (2001, 72) highlights that paradoxically, during the purchasing process, consumers 
are not particularly looking for information regarding the item they will buy. For that reason, 
being able to arouse consumer’s emotions will be a point of differentiation and will enable 
the brand to stand out from the crowd. The emotional aspect of a product is the capacity for 
a brand to build a relationship and to exist in the mind of its consumers by using its affect. 
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 Nowadays  taking  into  account  this  emotional  aspect  is  essential  because  understanding 
 how consumers feel and what they need constitutes a real solution to succeed (Gobé 2001, 
 xiv)  and  can  lead  to  sustainable  profitability  (Grisaffe  &  Nguyen  2011,  1052).  Adding  an 
 emotional value to a product offer can help the brand stand out  amongst its competitors. 


Indeed, while purchasing, consumers will choose the product to which they will attach the 
 greatest emotional value (Hill 2010, 31-32). 


Products go most of the time together with packaging which thus has a significant impact 
 on consumers’ emotions. The primary function of packaging is to constitute the envelop of 
 the  product  but  limiting the  role  of  packaging to  its  primary function  would  be  a  mistake. 


Indeed, packaging represents a powerful way to engage consumers on an emotional level 
 with the brand (Gobé 2001, 197). Indeed, literature tends to show that packaging is a key 
 component of marketing strategy and its importance in terms of business opportunities is 
 growing  (Rundh  2016,  2492-2493)  because  it  constitutes  an  important  way  of  emotional 
 communication for brands. 


It constitutes the consumer’s first contact with the product and is a way to draw consumer 
 attention among the abundant products on offer (Rundh 2016, 2492). Packaging can also 
 be the focal point of a broader communication strategy because it influences consumer’s 
 product perception (Rundh 2016, 2492) and helps consumers determine specific product 
 attributes by association of ideas (Gobé 2001, 199). 


Packaging  design  is  not  the  only  thing  that  matters,  marketers  should  also  take  into 
 consideration the material that composed the pack in order to provide a satisfactory sensory 
 experience (Gains 2013, 176). The opening of the pack should also be considered because 
 it constitutes the extension of the sensorial experience (Gobé 2001, 197). The question of 
 packaging’s sustainability  must  also be  mentioned  since  consumers  are  more and  more 
 sensitive to environmental issues especially in developed countries. As a consequence, the 
 composition and recyclability of packaging have nowadays an influence on the purchasing 
 process (Rundh 2016, 2493).  


However, culture plays a key role in the perception of product design. For example, Gains 
(2013, 74) raises the issue of the linkage of colour interpretation and culture. Thus, colour 
meaning can widely vary from a local culture to another and must be well understood by 
marketers. The same reasoning applies to labelling or packaging text content which must 
be in line with consumers’ cultural aspirations (Rundh 2016, 2493).  
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