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[bookmark: _Toc194785890]Abstract
The proposed research aims to analyse the impact of emotional marketing appeals on consumer behaviour towards Zara’s e-commerce operations. The influences to be explored in terms of consumer purchase intentions, customer engagement and brand loyalty. 
The Emotional Contagion Theory will be used to provide the research a theoretical founding to discuss the connections between emotional marketing and consumer behaviour in Zara’s e-commerce operations. Emotional contagion theory will be used as primary research framework because it can enable brands to design marketing strategies to increase positive brand emotions and reduce any negativity. 
The current body of literature reviewed for this report informed the relationship between emotional marketing and purchase intentions in e-commerce, its impact on brand loyalty and customer retention, and limitations and challenges facing emotional marketing like lack of emotional touch and increased reliant on factual things in corporate storytelling. Despite such broader coverage on the topic, there remains a research gap. Most studies failed to highlight various ways to measure emotional responses and figure out the impact of demographic factors on emotional marketing in e-commerce. 
Two hypotheses were developed based on the outcome of the theoretical underpinning, and key concepts extracted from the review of academic literature. The assumptions thus made will guide this research to focus on investigating positive influences of emotional marketing on purchase intentions of e-commerce customers and identifying whether emotional marketing boosts brand loyalty and customer retention within the e-commerce fashion retail industry. 
The research onion will be used as the framework to build the methodology section. The research will take the positivism research philosophy to focus on gauging measurable and generalisable data to provide empirical evidence on emotional marketing and how it influences consumer behaviour towards Zara’s e-commerce fashion retail. A deductive research approach will be adopted considering it aligns well with studies that see generalisable findings. A non-probability sampling method will be used to sample population because it is easier to execute, cost-effective and time-efficient. Stratified sampling will be incorporated also to reduce sampling bias as compared to research with probability sampling. Data will be gathered from both surveys and secondary sources like industry reports. Semi-structured surveys will be executed to also incorporate some open-ended questions seeking a descriptive response that helps discover new knowledge. Survey responses to be analysed in the Excel using a descriptive analysis technique to disseminate and visualise key findings in survey data. 
The significance of this research is it gives a better understanding of how emotional contagion theory applies to marketing strategy in e-commerce fashion retail industry. The study will produce generalisable findings of use for other e-commerce fashion companies in enhancing their marketing strategy. 
This research faces some ethical considerations such as obtaining informed consent from intended participants to ensure they understand the importance of the study and give well-informed inputs that increase reliability of survey data. All surveys will be done anonymously understanding that some participants might hesitate participating in the survey and disclosing confidential information. As per the right to quit the survey, the participants can do so in the middle of it without giving any justification on it. 
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[bookmark: _Toc194785892]1.1 Research Background
Emotional marketing is an essential aspect of marketing strategy that persuades consumer behaviour by generating psychological reactions, compelling purchase choices (Vrtana and Krizanova 2023). Marketers make use of emotions like happiness, fear and empathy to build tangibly powerful brand relations and augment customer loyalty (Hochreiter and Waldhauser 2014). A business that realises the efficiency of emotional marketing can facilitate strategic refinement, eventually enhancing engagement and thus, conversion rates (Buffard and Papasava 2020). 
The rise of e-commerce has enhanced the global retail market. With e-commerce as one of the retailing channels, the brand now can reach consumers through multiple ways and make service more convenient for them. However, the digital shift is not without any limitations. It cannot produce the tactile and interpersonal experiences as were in brick-and-mortar shopping. In such stores, consumers can touch products, make trials and even interact with sales personnel to learn more about the products and make informed decisions (Meer 2024). The justification for focusing emotional marketing in the context of e-commerce is that global brands also deploy emotional marketing strategies that fit well with e-commerce consumers (Magids et al. 2015). Global brands are increasingly leveraging affective design principles to revamp e-commerce by not only selling products but also providing a user interface that connects with diverse users’ emotions like excitement and frustration influenced by components such as ease of navigation (Huang and Wang 2022). Affective design shows what contributes to emotional connections between product and end users. Such findings help tailor interactions that suit the individual emotional level, improving user satisfaction and promoting brand loyalty. The effectiveness of the affective design of a brand is measured in terms of gap between expected emotional response of an e-commerce user and the final output. A lower feeling of disparity gives an indication that the design principles were noticeably relevant (Dozio et al. 2022).
The focus of this proposed research is on Zara, which is one of the widely recognised and leading global retailers in the fashion segment. The brand adopts emotional marketing to influence consumer behaviour in the e-commerce. Their marketing campaigns targets personalised digital storytelling, and aspirational imagery (White 2024). Zara manages to drive brand loyalty and ensure repeat purchases by effectively identifying and fulfilling consumer emotions like urgency, self-expression, and exclusivity (Avantika 2025). While brands like Zara utilise digital storytelling and aspirational imagery to trigger emotions in e-commerce, but there is limited understanding of how such strategies persuade purchasing decisions (Schreiner, Fischer and Riedl 2021). While it is easy to figure out customer reactions in physical stores, online emotional responses are hard to quantify (Küster et al. 2020). Also, emotional marketing does not work similarly across different digital marketing channels like social media, email campaigns and websites (HAN 2022). Despite the fact emotional marketing is extensively adopted in the fashion industry, its effectiveness in terms of positive consumer behaviour in the e-commerce still remains a less explored area. This necessitates further empirical investigation to quantify such connections. 
[bookmark: _Toc194785893]1.2 Research Rationale
As the competition is high in e-commerce fashion retail, marketers are seeking rescue in emotional marketing to develop deeper connections with customers. The research shows that emotional advertising can improve pricing power of a brand by 40%, ensuring increased brand control on pricing and enhanced brand reach and engagement (Alcantara and Alos 2025). Emotional advertising can perform better than traditional advertising in terms of increasing sales by 23%, highlighting essential relationship between emotional engagement and consumer purchasing decision (Brighterclick.com 2024). Customers who feel a sense of emotional connection with a brand have higher lifetime value by 306% (Prettyman 2024). These indicate a significant relationship between emotional engagement and consumer purchasing decision. On the other hand, there is limited evidence on how these factors trigger purchase behaviour in the e-commerce. Zara has exploited different emotional marketing strategies, but there is limited clarity on how these strategies are equally or more influential for e-commerce consumers. Understanding the impact of emotional triggers and the most effective of them in an e-commerce environment can help Zara revamp its marketing approaches. Therefore, the proposed research intends to address these gaps by exploring how emotional marketing influences consumer behaviour in the e-commerce fashion industry in relation to Zara as a case study here. 
[bookmark: _Toc194785894]1.2 General Research Question and Objectives
[bookmark: _Toc194785895]1.2.1 Research Question
The general research question for the proposed research is as hereunder:
“How do emotional marketing appeals influence consumer behaviour towards the e-commerce operations of Zara?” 
[bookmark: _Toc194785896]1.2.2 Research Aim and Objectives
Aim:
To analyse how emotional marketing influences consumer behaviour towards Zara’s e-commerce, with a specific focus on consumer purchase intentions, customer engagement and brand loyalty. 
Objectives:
The objectives of the proposed study can be stated as below: 
· To examine the impact of different emotional marketing appeals on purchase intentions of e-commerce consumers.
· To evaluate the significance of emotional marketing in improving brand loyalty and customer retention in the e-commerce fashion industry. 
· To assess the value of diverse emotional triggers in having an effect on consumer decision-making within Zara’s e-commerce operations.  
· To develop a set of recommendations on how to optimise emotional marketing strategies to enhance customer engagement and brand loyalty in Zara’s e-commerce. 
[bookmark: _Toc194785897]2. Literature Review
[bookmark: _Toc194785898]2.1 Theoretical Underpinning
[bookmark: _Toc194785899]2.1.1 Emotional Contagion Theory
“Emotional Contagion Theory” states that every individual can mechanically mimic as well as synchronise their emotional level with those of many others. When this happens, it leads to a merger between emotional states. This kind of phenomenon takes when verbal and nonverbal cues like body language, voice tone, and facial expressions are used. Where the basic understanding of this theories that emotions can move within different groups which eventually influence collective moods as well as behaviours (Herrando and Constantinides 2021). It is also possible for emotions to move across online social channels which affect user interactions besides engagement levels. Positive or negative emotions as posted across social media platforms can trigger the emotions and turn off sentences of following posts by others. This happens to be true even for individuals what do not even know each other. This kind of digital exhibition of emotional contagion shows how much it is relevant in the context of communication channels used these days (Herrando and Constantinides 2021).
There are plentiful of facets of emotional contagion, which gets revealed in numerous forms under the influence of factors like the nature or type of connections, individual susceptibility, and contextual components. As per an ‘affective process theory of affective linkage’, emotional contagion can get developed in various ways, which includes (Elfenbein 2014).
‘Automatic Mimicry’ enables individuals to automatically copy emotional expressions of others they observe, which result in significantly shared emotional levels. ‘Social Comparison’ allow individuals to align their respective emotions with others to be in agreement to group norms an even gain some sort of social acceptance. ‘Empathic Processes’ implies that through means of empathy individuals can experience the emotions of others, which gradually result in an emotional level synergy (Elfenbein 2014). Understanding this much number of different ways can help to understand the spread of emotions within the groups concerned as well as influence collective behaviours.
Emotional Contagion also has a connection with product attitude of consumers. When a consumer observes positive emotions coming for a product; they also develop similar product attitudes. On the other side, consumers with negative emotions might develop such emotions for a product. This highlights that a brand must work on consumers’ product attitudes to ensure positive responses are maximised to drive further sales. Attending an event, for example, can be useful to trigger and intensify emotional reactions, which eventually betters the overall review (Howard and Gengler 2001). 
Talking about the e-commerce industry, customer testimonials and online reviews are considered vital for influencing the emotions of others who observe consumer evaluation experiences. Potential buyers become actual customers upon reading positive reviews and experiences. Negative reviews, on the contrary, may trigger negative product attitudes in consumers. All these cite the importance of managing the emotional tone of contents that user-generate through testimonials and online reviews for reinforcing positive brand perceptions and attitudes. 
This theory seems increasingly applicable to the proposed study on the e-commerce fashion and apparel industry concerning the significance of emotional marketing appeals in reassuring consumer behaviour. For Zara, leveraging emotional contagion could mean showing serious and consistent efforts to designing marketing content, which potentially extracts positive emotions and reduces the negative ones. To do so, Zara must encourage consumers to be vocal by sharing their feelings of being associated with the brand on social media networks. This level of sharing of positive emotions across various channels can perhaps augment brand perception besides persuading the purchase decision. 
[bookmark: _Toc194785900]2.2 Key Ideas and Concepts in Exiting Literature
[bookmark: _Toc194785901]2.2.1 Emotional Marketing Appeals and Purchase Intentions in E-Commerce
Kim and Sullivan (2019) studied the importance of emotional branding among consumers by researching the case of fashion brands. Authors proposed a model for emotional branding strategies to illustrate the importance of emotional branding to fashion brands. Personal level feelings and experiences were found impacting consumer assessment of brands. Case studies are also being used for each strategy to discuss various ways fashion brands can keep their customers engaged by deploying emotional branding. Even though the study offers some crucial findings about emotional branding, future research could benefit most from rigorous empirical research to check the validity of the model and modify accordingly. Future research could focus specifically on exploring the impact of emotional branding strategies on e-commerce shopping behaviour as compared to physical stores.  
According to Dhurup (2014), fashion involvement, hedonic factor, and emotional gratification positively influence buying behaviour among the university cohort concerned. This study serves as basis to initiate constant research to understand impulsive buying, and the role of fashion involvement and emotional gratification of consumers in fashion industry. However, the study went for a random sample of 385 university students in South Africa, which may limit its generalizability. Indeed, stratified sampling could have been explored to segment students based on different classes and age brackets for more diverse perspectives on how they react to impulse buying (Lynn 2019). 
Zhang and Xu (2024) have demonstrated the connections between psychological capital, psychological safety, emotional intelligence and knowledge sharing among practitioners in the e-commerce. The article emphasises the use of workshops to enhance emotional intelligence and providing psychological safety to employees to encourage open communication and knowledge sharing. When knowledge sharing happens positively, it produces multiple benefits such as better customer satisfaction. Though the sample size of this study is significantly high, it still leaves rooms for future research on the impact of these emotional factors on consumer behaviour in e-commerce. The use of semi-structured interviews can be useful to discuss how marketers perceive the role of employee in supporting a company’s emotional branding strategies (Husband 2020). 
Adhanom and Alvaro (2023) studied the impact of visual merchandising on consumers’ brand behaviour and experience in the fashion retail stores. Personal and psychological factors were found potentially influencing consumer’s channel selection between online and physical stores for purchasing fashion apparel. The use of semi-structured interviews to interview 19 female respondents in 23-35 age range who either shop online or physical stores of Zara is a valid sampling approach because women shop more fashion items than men (Statista.com 2025). However, gauging opinions from men could have offered diverse viewpoints on how visual merchandising influence consumer behaviour in the fashion industry. The major finding of the study was that brand coherence, customer experience, and observed visual merchandising influence buyers’ decision to shop from either online or offline fashion retailers. Tiiri (2024) seems in agreement with Adhanom and Alvaro (2023) by considering storytelling as a powerful emotional marketing tool. The research provides a better understanding of emotional marketing by demonstrating storytelling as a strategy that influences consumer psychology throughout its brand journey. While the study gives actionable findings into using storytelling to amplify customer experiences in highly competitive markets, future research should particularly explore empirical findings into how storytelling influence consumer behaviour in the e-commerce fashion industry. 
[bookmark: _Toc194785902]2.2.2 Emotional Marketing in the context of Brand Loyalty and Customer Retention
Allison and Green (2020) examined how different scholars have defined nostalgia and heroism, which actually reinforced the current understanding. Authors have found noticeable connections between heroism and nostalgia when individuals recall heroes and their personal heroism. Linkages were developed between heroism and nostalgia by considering factors such as inspiration, motivation, sociality, and functions. Authors believed that future research could benefit most from merging the two concepts, nostalgia and heroism, where both can fuel each in respective circumstances. Akgün, Koçoğlu and İmamoğlu (2013) take a different approach than of Allison and Green (2020) to discuss emotional branding. According to Akgün, Koçoğlu and İmamoğlu (2013), it is primarily important to recognise the emotion-cognition approach in emotional branding, followed by creating self-congruence by encouraging customers to perceive brand identity in a way the brand wants them to do. Finally, authors sensed the needs for a framework to study the antecedents and results of both a sustainable and successful emotional branding strategy. The need for future research was escalated to explore empirical evidence on the outcomes of emotional banding in terms of brand loyalty, brand equity, brand attitude development, consumers’ purchase and re-purchase intent, and affective commitment, especially in the context of e-commerce settings. The work of Ghorbanzadeh and Rahehagh (2020) seem in congruence with Allison and Green (2020) as they studied how emotional structures shape the connection between satisfaction and brand loyalty. The research being an empirical investigation of brand loyalty considered surveying 300 post-graduate students in Iran. ‘Brand love’ was found the stronger antecedent of brand loyalty for apparel brands. Also, emotional attachment along with brand love contributes to consumer journey from being satisfied with brands to becoming loyal to them. In the view of Nabilla (2019), emotional, functional and combined-type green ads all have notable impacts on green purchase intention. They all shape add attitudes when they are most active or applied to marketing than the rest. The authors reached such consensus about advertising attitude, environmental concern, and green purchase intention by conducting online surveys with 143 Indonesian youth. However, a much larger sample than this and use of stratified sampling could have allowed reaching more diverse sample and have added more variety to research findings (Shi 2015). Future studies should examine how these emotional marketing techniques influence brand loyalty and customer retention in an e-commerce shopping environment. 
[bookmark: _Toc194785903]2.2.3 Limitations and Challenges of Emotional Marketing in E-Commerce 
As opined by Campbell et al. (2014), people who experience something like funny joke, annoying noise and shocking images for the first time react more intensely than those who have experienced similar things repetitively. People experiencing an event multiple times may not react intensely the way those who find an opportunity to observe the similar event but having no insights into how others have reacted to it. This means that the required exposure to what other think of something can create gaps between sympathy and understanding, thus benefitting brands with emotional marketing appeals. Spear and Roper (2013) discussed that several organisations prioritise accomplishments over activities, emotion and strategy while they share their corporate stories. Though incorporating facts of accomplishment in storytelling is a good way to foster brand image, the potentials of emotion and strategy cannot be ignored. Instead, stories should be created as such it promotes stronger emotional ties with the brand. However, Spear and Roper (2013) argue that while corporate stories are usually based on facts which increase the credibility of such stories, they are mere official truth and might not align with diverse perceptions of key stakeholders. Future studies should investigate how e-commerce fashion companies can ensure a balance between emotional and factual content to promote brand perception in emotional marketing. Satrio, Priyanto and Nugraha (2020) extended the discussion on the significance of emotions in regards to viral marketing, especially for a culturally recognised product named Batik. The role of emotions in amplifying the impact of viral marketing on consumer decision-making was analysed. The model proposed in this research fills the gap in existing literature by studying the role of both emotion and cultural awareness towards viral marketing. O'Reilly et al. (2024) argue that emotional marketing may not equally and effectively connect with some customers. The article does highlight that nostalgia-based marketing campaigns may align well with older consumers but not younger ones. In the e-commerce emotional marketing context, this means fashion brands should design marketing strategies tailored to diverse audiences to enhance the impact. 
[bookmark: _Toc194785904]2.3 Literature Gap
The current body of literature has discussed the impact of emotional marketing on purchase intentions but lacks focus in the e-commerce context. The importance of emotional branding in brand loyalty and customer retention within e-commerce fashion retail remains a less explored area. There is a gap between measuring emotional responses and determining demographic influences on emotional marketing in the e-commerce setting. The proposed research aims to fill this gap by analysing the impact of Zara’s emotional marketing strategies on purchase behaviour of its e-commerce consumers. 
[bookmark: _Toc194785905]2.4 Conceptual Framework
[bookmark: _Toc194785906]2.4.1 Theory

EMOTIONAL MARKETING 
Moderated by Emotional Contagion Theory Elements:
-Automatic Mimicry 
-Social Comparison
-Empathic Processes 

CONSUMER PURCHASE BEHAVIOUR

[bookmark: _Toc194785808]Figure 1: Conceptual Framework
Source: author generated 
‘Emotional Marketing Appeals’ is the independent variable in this research that constructs on storytelling and sensory elements. ‘Consumer Purchasing Behaviour’ is the dependent variable which comprises of impulse buying tendencies and brand loyalty. The Emotional Contagion Theory elements are moderating the connection between emotional marketing and consumer purchase behaviour. 
[bookmark: _Toc194785907]2.4.2 Hypotheses
H1: Emotional marketing appeals have a positive impact on purchase intention of e-commerce consumers.  
H2: Emotional marketing increases brand loyalty and customer retention in the e-commerce retail segment of the fashion industry.  
[bookmark: _Toc194785908]2.5 Specific Research Questions
The research questions that the proposed research seeks to answer are as outlined below:
RQ1: How different emotional marketing appeals influence consumer purchase intentions in the e-commerce retail segment of Zara? 
RQ2: What is the role of emotional marketing in enhancing brand loyalty and customer retention in the e-commerce retail strategy of Zara? 
RQ3: Which are the most effective emotional triggers that drive consumer purchase decision in e-commerce marketing campaigns of Zara? 
RQ4: What strategies are most effective that Zara can adopt to perfect its emotional marketing appeals for customer engagement and brand loyalty?  
[bookmark: _Toc194785909]3. Methods
The section builds on the Research Onion to determine the best design for conducting the proposed study. Therefore;
[image: ]
[bookmark: _Toc194785809]Figure 2: Research Onion
Source: (Saunders, Lewis and Thornhill 2016)
[bookmark: _Toc194785910]3.1 Research Philosophy
A ‘Positivist Paradigm’ appears most relevant for studying the impact of emotional marketing appeals on consumer behaviour in relation to Zara. It is due to the focus of this research on collecting numerical data or object reality to measure consumer behaviours toward emotional marketing campaigns of Zara. Positivism philosophy illustrates things what people see based on diverse assumptions (Alharahsheh and Pius 2020). The positivist research philosophy fits well with hypothesis-centric research as in the present study. 
The ‘ontological’ assumption of positivism is focused on objectivism. It assumes that consumer behaviour is not dependent on subjective consumer perceptions but rather is measurable quantitatively (Saunders, Lewis and Thornhill2016). To measure the effectiveness of emotional marketing appeals, one should not rely solely on subjective findings. Instead, empirical findings on the elements of emotional marketing can better elaborate the returns on investment (ROI), helping marketers to decide resource investment accordingly. 
The ‘epistemological’ assumption of positivism is most suitable in this case due to its potentials to support collecting measurable and observable data through means of structured interviews as in this case (Ahmed 2008). Though structured surveys could also create a plot for subjective bias, it is avoidable by developing questions carefully in-line with research objectives. This ascertains the reliability and generalizability of survey data.
Advantages: The positivist paradigm is suitable for studies that involve collecting quantifiable and generalisable data such as the proposed one which intend to measure how emotional marketing appeals influence consumer behaviour (Saunders, Lewis and Thornhill 2009). This paradigm fits well with structured surveys and descriptive analysis that ensures reliable and valid findings, helping marketers with intensive data on which to base their emotional marketing investments (Alharahsheh and Pius 2020). 
Disadvantages: However, due to its objective focus positivism might overlook detailed emotional and psychological factors that influence consumer behaviour (Ahmed 2008). Considering that the focus here is to explore empirical evidences on the impact of Zara’s emotional marketing on consumer behaviour, the lack of subjective focus is not a concern here.  
[bookmark: _Toc194785911]3.2 Research Approach
A ‘Deductive’ research approach is apparently more relevant in this research due to its better compatibility with a positivist research paradigm (Soiferman 2010). Therefore, the study starts with identifying and analysing Emotional Contagion Theory and current body of literature on the topic prior to heading to testing hypotheses based on survey findings. The intent is not any new theory development as in inductive research but providing a good understanding of the Emotional Contagion Theory by ensuring empirical findings. Since outcomes of deductive research are also generalizable outside the sample, key findings can be reviewed by other e-commerce and retail giants in the fashion and apparel industry (Soiferman 2010). 
Advantages: The deductive approach increases the generalizability of research findings which means key findings of the proposed research will have practical implications for other e-commerce fashion brands (Saunders, Lewis and Thornhill 2009). 
Disadvantages: The deductive approach is applied to studies involving hypothesis testing such as here but it cannot support the discovery of a new knowledge (Saunders, Lewis and Thornhill 2009). Instead, deductive researches use existing theories such as “Emotional Contagion Theory” here which may limit the ability of the study to cover emerging consumer behaviour in e-commerce (Soiferman 2010). However, this limitation with deductive approach can be mitigated to some extent by incorporating some open-ended questions in surveys. 
[bookmark: _Toc194785912]3.3 Research Strategy: Case Study Method
The research takes a ‘Case Study’ approach by selecting Zara as the case study. 
Advantages: A case-study method allows doing detailed analysis of research variables in relation to a company, thus, investigating emotional marketing appeals in regards to Zara. Also, that case study produces brand-specific insights, which increases the real-world applicability of research findings (Quintão, Andrade and Almeida 2020). The complex consumer behaviour towards Zara’s e-commerce strategies can be demonstrated, which makes the approach relevant for determining emotional marketing appeals (Chen, Wang and Li 2022). 
Disadvantages: A case study approach limits generalizability, particularly when the focus is on a single company, Zara here. Findings may not be applicable to other fashion brands. Also, the data interpretation stage may have an influence of researcher bias. This limitation can be overcome by supporting case study findings with secondary data from other e-commerce fashion brands (Quintão, Andrade and Almeida 2020). 
[bookmark: _Toc194785913]3.4 Research Choice
As for the research choice, a ‘Quantitative Mono-Method Approach’ will be leveraged to execute online surveys to collect data from consumers. The importance of generating numerical data as here can be understood from the aim of this research, which is to measure the cause-effect relationship between research variables, emotional marketing and consumer behaviour. As quantitative study is performed to obtain objective and statistical insights into cause-effect relationship of variables, it fits well with a positivist and deductive research (Hossain and Hakobyan 2022). As online surveys can produce structured responses it fits well with researches where structured responses are needed like here to assess consumer perceptions. The survey forms are easy to distribute and prepare, and can be executed online, addressing geographical, resource and time constraints. 
Advantages: A quantitative mono method helps execute a structured and measurable approach to collect primary data, aligning well with the proposed study that involves testing hypotheses. The findings are regarded reliable and generalisable, ensuring applicability of findings across a wider e-commerce consumer base (Bryman 2016). 
Disadvantages: The quantitative approach does not produce a comprehensive understanding of consumer emotional responses due to its empirical focus (Creswell and Creswell 2017). This can be mitigated to an extent by accommodating some open-ended sections in the survey questionnaire to gather some detailed insights. 
[bookmark: _Toc194785914]3.5 Time Horizons
A ‘Cross-Sectional Time Horizon’ will be chosen in this case which means the survey data to be gathered at a specific single point instead of longitudinally (Shafiq et al. 2023). 
Advantages: The focus of this research will be on gauging consumer responses to emotional marketing drives of Zara, which can be satisfied through a single-time data collection process. Surveys can help capture real-time perceptions of consumers of the effectiveness of Zara’s emotional marketing. Moreover, a cross-sectional study as this is sufficient to extract insights into latest trends, eliminating the need to observe consumer reactions for longer periods (Adeola et al. 2024).  
Disadvantages: 
The potentials of long-term longitudinal findings cannot be ignored but as e-commerce fashion industry is increasingly changing, a brief snapshot of consumer opinions would provide relevant and actionable findings. Also, longitudinal studies face time and budgetary limitations (Learning.Closer.ac.uk 2025). 
[bookmark: _Toc194785915]3.6 Sampling
The study chooses a ‘Non-Probability Convenience Sampling’ as the sampling strategy (Stratton 2021). Target population are going to be those who have experienced or being through the emotional marketing drives of Zara. Sample size would be 75 to maintain statistical significance in the data finding. Survey forms will be distributed through different ways including email invitations and social media.
Advantages: Unlike probability sampling, non-probability sampling is time-efficient, cost-effective and relatively easier to implement, which ensure collecting data quickly (Valerio et al. 2016). 
Disadvantages: However, non-probability sampling may not support generalizability of findings due to its limitation to represent a broader population (Saunders, Lewis and Thornhill 2009). The limitation though can be overcome by using stratified sampling to sample participants from different demographics that also enhance validity (Valerio et al. 2016). 
[bookmark: _Toc194785916]3.7 Effective Methods for Data Collection 
‘Online Surveys’ will be utilised as one of the methods to collect numerical results into consumer behaviour toward emotional marketing. The questionnaire for online surveys can provide information on various things related to consumer behaviour like digital engagement, and shopping habits (Ball 2019). Five-Point-Likert-Scale will be used to create questions to measure components along different categories as stated. 
Advantages: Online surveys can facilitate faster reach to a large sample (Bryman 2016). It is cost effective because does not require the researcher to be physically present as in interviews (Saunders, Lewis and Thornhill 2009). As structured surveys take a standardised approach to collecting data, it guarantees reliability by decreasing variability in survey responses (Creswell and Creswell 2017). 
Disadvantages: It cannot capture in-depth responses but the limitation can be mitigated by incorporating some open-ended questions to encourage detailed insights. There is also a risk of participants responding without complete engagement, which might affect the quality of survey responses (Bryman 2016). 
‘Secondary Data Analysis’ will also be leveraged as supporting method to review industry studies and existing reports that have covered emotional marketing in e-commerce fashion industry. 
Advantages: It is a cost-effective approach to collect information because it does not involve any participant recruitment. It can leverage industry benchmarks to validate survey findings, thus increasing the rigour of the research. It is time-efficient as it utilises existing credible sources of data (Dunn et al. 2015). 
Disadvantages: One downside of secondary research is it might not help gauge information focused on Zara but can bring related to other fashion brands, enabling a comparison between fashion brands and enhancing generalizability (Dunn et al. 2015).   
[bookmark: _Toc194785917]3.8 Resource Implications and Needs 
Financial Considerations:
	Survey Platforms 
	Free tools such as Google Forms will be used for creating survey questionnaire for the proposed research. 

	Incentives 
	Some rewards like gift cards can encourage respondents and boost response rates. 


[bookmark: _Toc194785805]Table 1: Financial Considerations

Time Requirements:
	Survey Design and Pilot Testing 
	1 week

	Data Collection 
	3 weeks 

	Findings and Report Writing 
	4 weeks 


[bookmark: _Toc194785806]Table 2: Time Requirements
Logistical Needs:
This does not involve visiting physically to a place to survey respondents as in interviews. Instead, this needs to happen online and the survey questionnaire to be distributed in emails. 
[bookmark: _Toc194785918]3.9 Data Analysis
‘Descriptive Statistics’ is selected as the data analysis techniques for analysing survey data (Cooksey and Cooksey 2020). Consumer responses will be presented using pivot tables in Excel to make those visually engaging and easy to understand, informing the trends among consumers. Survey data will be automatically exported to Excel for the data analysis purpose. 
[bookmark: _Toc194785919]3.10 Significance
The proposed dissertation aims to provide some good understanding of the Emotional Contagion Theory. It will add to current knowledge about how Zara’s emotional marketing appeals influence purchases consumer decision. The study can potentially produce actionable outcomes for Zara, and generalisable for other e-commerce fashion brands for modifying marketing campaigns for better outputs in terms of brand loyalty and customer engagement.  
[bookmark: _Toc194785920]3.11 Limitations
The non-probability convenience sampling may lead to the researcher bias, which can be overcome by keeping survey questions aligned closely to the research objectives showing utilisation of the stratified sampling technique (Stratton 2021). 
[bookmark: _Toc194785921]3.12 Ethical Issues
Prior to surveys, the researcher faces some key ethical considerations. One such is obtaining informed consent from participants, which means educating them on the purpose of the study and the use of raw data thereof (Kreuter et al. 2020). Also, it needs to be communicated to them that the survey does not indulge in any collection of personal data to maintain confidentiality (Bickman and Rog 2009). Respondents will be given freedom to quit the survey at any point in time without any formal justification to foster voluntary participation (Marshall et al. 2006). 
[bookmark: _Toc194785922]3.13 A Time Plan 
	Dissertation activity
	Duration (weeks)
	Month 

	Clarify Aim and Objectives 
	2
	March 

	Begin with Introduction 
	2
	March

	Literature Review 
	4
	April 

	Write and Distribute Survey Questionnaire 
	
	May 

	Research Methods 
	2
	May/June

	Survey Design, Pilot Testing and Data Collection 
	4
	July/August

	Findings and Report Writing 
	4
	August/September 

	Conclusion
	2
	September


[bookmark: _Toc194785807]Table 3: A Time Plan
Source: author created 
[bookmark: _Toc194785923]4. Conclusions and Recommendations  
[bookmark: _Toc194785924]4.1 Conclusions 
In the conclusion, the proposed research analyses emotional marketing and how it influences consumer behaviour towards e-commerce operations of Zara. The influence on consumer behaviour to be analysed in terms of consumer purchase intentions, customer engagement and brand loyalty. 
The ‘Emotional Contagion Theory’ will be used as the foundational concept to understand the relationship between ‘emotional marketing’ and ‘consumer behaviour’ in regards to e-commerce fashion brand, Zara. Emotional contagion shows various ways to leverage emotional contagion in devising marketing strategy that potentially increases positive emotions and reduces negative emotions. 
Key ideas and concepts based on existing literature highlighted emotional marketing appeals and purchase intentions in e-commerce, impact of emotional marketing on brand loyalty and customer retention, and limitations and challenges of emotional marketing in e-commerce such as lack of emotions in corporate storytelling. However, the existing body of literature do not specifically cover how to measure emotional responses and determine demographic influences on emotional marketing, particularly in the context of e-commerce field. 
The proposed research uses emotional contagion theory and existing body of literature to put forward a set of hypotheses. This means the research will head to test and validate whether emotional marketing appeals have positive impacts on e-commerce consumers’ purchase intentions and whether emotional marketing increases brand loyalty and customer retention within the e-commerce fashion retail segment. 
The methodology section of the proposed research builds on the Research Onion. ‘Positivism’ was preferred over interpretivism because it fits well studies that employ collecting measurable and generalisable data as in this case. Also, it allows for structured surveys and descriptive analysis as here. The lack of subjective focus in positivism will not be of much concern since the study aims to gather empirical evidences to support this research. A ‘deductive’ research approach will be adopted over inductive considering it fits well with studies that employ numerical and generalisable findings as here. While deductive approach does not produce any new knowledge, it will be overcome by also incorporating some open-ended questions in the surveys. The proposed research adopts ‘non-probability sampling’ over probability because it is more time-efficient, easier to handle and cost-effective. Though it leads to sampling bias as compared to probability sampling, this limitation can be overcome by also incorporating stratified sampling to choose participants representing diverse demographics, enhancing validity of the data. Both ‘primary’ and ‘secondary’ methods will be used to collect data. ‘Five-Point Likert Scale’ will be leveraged to create questions of which mostly would be multiple choice type. Semi-structured surveys will be conducted by also accommodating some open-ended questions to increase the validity of data. Secondary data including existing reports will be reviewed to understand emotional marketing in e-commerce fashion retail industry. Consumer responses will be analysed in the Excel using descriptive statistics as the analysis technique. 
One of the ethical considerations would be obtaining informed consent from participants to educate on the purpose of the study, making it easier for them to participate in surveys. The surveys to be conducted anonymously to hide any personal identity of participants. Participants will have the right to quit the survey at any point in time without any justification for same.      
[bookmark: _Toc194785925]4.2 Recommendations 
As for theoretical implications, the findings of the proposed research will provide a better understanding of the ‘Emotional Contagion Theory,’ thus, showing how marketing strategy can be grounded in this theoretical framework to leverage emotional marketing to drive consumer behaviour. 
Regarding practical implications, the findings of the study will show many ways to better leverage emotional marketing appeals by e-commerce fashion brands like Zara in persuading consumer behaviour. If the study highlights the importance of emotionally-crafted storytelling in driving consumer behaviour, e-commerce brands like Zara can consider incorporating emotional elements also in their storytelling. 
About its implications for future research, the study can focus on a mixed-method approach to explore both semi-structured interviews and online surveys. Semi-structured interviews will explore detailed findings into how key management personnel in Zara perceive their marketing approach. Online surveys, on the other side, will explore how consumers find Zara’s and other e-commerce fashion brands in terms of their marketing strategy. The comparison of qualitative interview data and measurable survey data will point to the gap between consumer expectations with e-commerce fashion brands and their actual output. 
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