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Abstract
This explorative investigation will act to play a part in the greater picture of emotional marketing. The following chapters will act to not only guide you through my study, but through my experience as a whole. Each chapter will build upon the preceding to form a comprehensive appreciation for this exploration into the effects of emotional marketing on brand perception.
Commencing with an introduction, the primary chapter will familiarise you to the research question at hand and act as somewhat of an elementary appetiser for the topic. Succeeding this, existing literature will be explored to teach us of both former and contemporary accredited theories that encompass the essence of emotional marketing and additionally the ethics surrounding such a promotional method. The use of relevant case study examples will sponsor a sense of authenticity to the exploration of such literature. 
The latter half to this investigation will emphasise the primary findings. You can expect to be guided through the interview process, while critically evaluated ethical and logistical implications are considered. The findings of the interviews will then be involved, accompanied by impartial interpretations for each quotation. 
Preceding this will be the discussion of the overall findings whereby primary and secondary research will work in unison to create a multidimensional insight into the effects of emotional marketing on brand perception. While it would be idealistic and unjustified to offer conclusions, I will draw this study to a close with an inclusive reflection on the investigation.
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Chapter 1: Introduction
“When dealing with people, remember you are not dealing with creatures of logic, but creatures of emotion” (Carnegie, 2018)
To what extent is this statement true for you? Have you ever found yourself in a situation between your head and your heart? 
It is believed that, “emotions make us human” (Klein, 2010), with some going so far as to propose that, “humans are powered by emotions.” (Roberts, 2006) I have experienced numerous first-hand situations in which logical judgment took a back seat and I allowed my heart to prevail. Thus, in the world of marketing, the part our emotions play when making decisions simply cannot be ignored.
Where this much is true, it provides the prospect whereby, “If human emotions largely result from thinking, then one may appreciably control one’s feelings by controlling one’s thoughts” (Ellis, 1981) This awareness has provided the opportunity for businesses to emotionally engage with their benefactors whereby the manipulation of emotions can control the way in which their brand is perceived. This delivers an elucidation as to why “the savviest marketers understand that successful products appeal to the heart, not the mind”. (Bloomberg Business Week, 2007)
The last decade has seen a momentous increase of emotional marketing where, not only has there been an intensification on this form of marketing, but it has also, “emerged as a highly influential brand management paradigm.” (Gobe, 2010) In fact, over the last 10-15 years, research illustrates that a customer’s emotional response towards advertisement can substantially convince the post experience mind-set and recall. “The growing significance of emotional needs in the consumption environment is conveyed as the basic prerequisite, which naturally calls for defining a new emotional marketing concept.” (Sagon, 2015)

1.1 Choosing a Topic
When faced with the notion of writing my dissertation, my main motivation for my topic was to keep it both relatable and conversant for all readers. So not only is there a proficient need to understand the effects of emotional marketing on brand perception, but on a personal level, this is a topic close to my own heart. 
I am not embarrassed to admit that I have found myself entranced and teary-eyed by emotional marketing campaigns more times than I care to admit. I would be lying if I said that last Christmas time didn’t involve the odd tear, singing along to Elton John’s life story; as I’m sure I am not alone. The ability to experience first-hand how one emotion-packed advert has had a direct influence on how I regarded an individual product and resultantly, the brand as a whole, has been a chief motivation behind this choice in topic. I also hope that as readers, this study allows you to engage on not only a professional level, but a personal level whereby each individuals’ thoughts and experiences are valuable and applicable to this study. I encourage you to assimilate your own experiences to form a basis for your own beliefs on this subject matter.

1.2 Addressing the Research Question
As an interpretivist, my study will favour research of a qualitative nature. I intend to use semi-structured interviews as a medium to access customer’s individual thoughts and experiences of emotional marketing and gain a rich insight into how this has shaped their brand perception. By doing so, I aim to learn how effective emotional marketing actually is in the shaping of a brand image. I would also like to gain more understanding on the ethics that envelope this form of marketing as to debate whether the manipulation of emotions is fair for promotional purposes. The opportunity to access customer’s personal opinions and feelings would provide me a more rounded awareness in order to debate my overall research question; ‘Customer experiences of emotional marketing and how these affect brand perception?’ My aims and objectives for this study are as follows:
Aims
· In what way does emotional marketing affect brand perception?
· How effective is this form of marketing in the creation and shaping of a brand perception?
· Is the act of emotional marketing ethical?
Objectives
· Draw on real customer thoughts and experiences to explore emotional marketing campaigns and explore how this has shaped brand perception from a customer’s perspective. 
· Use existing case studies to compare differing emotive marketing examples and understand how they have impacted brand perception.
· Access real case-study examples to explore the underlying ethics of emotional marketing.
· Analyse prevailing academic theories to identify any connotations or discrepancies from that of my primary research.


Although this investigation has a word count limitation and is time restricted, the study could act as a foundation for a more profound study. Given additional time, more focus could be put into the effect of emotional marketing on product perception which may offer a somewhat deeper awareness into the overall effect on consumers. Going one step further and analysing purchasing patterns could both support and extend this study if looked at in consolidation with my interpretivist findings.  


1.3 Overview of Study
Subsequent to this synopsis, I now anticipate to research the existing literature on the subject matter. This secondary knowledge will be accessed in the form of books, academic journals and websites and selected accordingly to provide a comprehensive insight into the theories that surround emotional marketing and brand perception. Prevailing theories will be critically evaluated to provide a representative awareness for emotional marketing. For the nature of this investigation, I believe it is key to additionally explore existing case studies as to learn from these previous examples and to advocate an element of realism in which we can all partake. Topical samples could certainly enrich this investigation through our own personal involvement with each case study. 
Following this secondary information, my primary research will provide the opportunity to comparatively analyse the findings to question if my initial research demonstrations any likeness to that of my primary interview findings.   



Chapter 2- Literature Review
2.1 The Essence of Emotional Marketing
When educating oneself on existing literature of the topic, an essential foundation in which to proceed is to agree on the very essence of emotional marketing; how has existing literature attempted to pinpoint it? The nature of the topic in itself is very personal and is therefore prone to differing classifications based on individual belvederes.
Undeniably, marketing has come of age.  Previously, the purpose of marketing was to simply “tell audiences about the brand and its offerings in a straightforward way”. (Miller, 2016)  One accredited explanation of marketing was presented by Kotler and Armstrong, 1988 in their book, ‘Principles of Marketing’; “The social process by which individuals and organisations obtain what they need and want through creating and exchanging value with others”, (Philip Kotler, 2013). This theory does touch on the social aspects of an emotional campaign, however the generalisation and oversimplification of the business’ use of emotion and a customer’s response limits this offering as out-dated for the purpose of this investigation.  Alternate elaborations of marketing have similarly been criticised. Neil Borden (1964) described marketing as a, “completely developing paradigm. In spite of nearly metaphysical, esoteric, anti-scientifically approached trends and fashions are increasingly contributing to identify more elements bringing it closer to the science like a technology.” (Borden, 1964) However, this particular offering diverges greatly to my own personal viewpoint as I believe it lacks acuity and perspicacity through its “mechanical point of view”, and by expressing marketing as a formulated process. (Russon, 2016)
Certainly, times have since changed radically where today there are indistinct signs as to, “the evolution of multiple new concepts in the realm of marketing, emotional marketing is also branched out as a different forte”. (Miller, 2016)  For the first time, emotional marketing has been recognised as its own entity and has been described as, “strategically manipulating the customers’ feelings to stimulate the emotional triggers that influence how we make decisions”. (O'Brien, 2017) Contrasting greatly to the early definitions of marketing, he builds upon this elucidation by explaining, “emotional ads aren’t merely images and slogans that try to educate and persuade viewers.” (O'Brien, 2017)
Alternate classifications also place emphasis on the profound and expressive element of emotive promotion. “Emotional marketing is creating an emotional connection to one company that separates it from the rest, creating brand loyalty over time.” (Smilovitz, 2018) This offering goes deeper than the previous through demonstrating a consideration to the business-consumer relationship through the foundation of emotional marketing. It is interesting how this notion depicts the way in which an emotional connection directly affects the consumer’s response. (Harvey, 2018)
Where perhaps some misperception lay with the variance between traditional and experimental marketing, in his book, ‘The Theory of Emotions in Marketing’, Schmitt, 2016 presented a concept which totally divided the two forms of marketing. “Emotional advertising is about developing a story that speaks to your audience by entertaining them. It involves providing a more comprehensive understanding of the product experiences alongside the practical and social needs of the customer.” (Schmitt, 2016) Where Kotler and Armstrong focussed purely on the needs and wants of the consumer, and Smilovitz offered a more responsive outlook on emotional marketing, Schmitt’s elaboration seems an accumulation of them both. It is interesting how this idea actually expresses emotional marketing as a form of entertainment for a customer; something that no other definition has proposed. Schmitt has since described this form of promotion as an ‘art’. This concept is something that has stimulated my mind and had a significant effect on how I view emotional marketing. An artist would use what tools they have to carefully and finely create a piece of art. Similarly, marketers can utilise their resources to strategically form their outcome. For a marketer, brand perception is the overall picture that has been created.
It is no secret; the human mind is complex. To play with emotions is to play with fire. However, literature discloses the power in which businesses can harness through a play on feelings when done so effectively. A shift in emotional focus alters the very essence of a marketing campaign. Where traditional marketing aims to capture one’s “ideal self”, the art of emotional handling intercepts one’s “real self”; an opportunity that appears vital in an age where, “consumers are now looking for authenticity and reality in marketing messages”. (Gilmore, 2007). This concept is explored further by recognising the vision for all emotive marketing appeals is to achieve self-congruence. “Self-congruence is achieved when the consumer’s self and the brand’s personality or image match”. (Sheeraz, 2018) Where emotional marketing challenges the traditional boundaries of a brand attachment, businesses are able to fulfil this desire for self-congruence on a prevalent foundation of basic human emotion.
In an analogous manner, (Festinger, 1954) advocates a theory which exposes the very potential of emotional marketing when used deferentially. He introduces the self-expansion theory which is the concept in which, “people grow as individuals by having experiences that are new, interesting, and challenging.” (Le, 2015) 






Figure 1: Self-Expansion Theory
[image: Image result for self-expansion theory]

Figure 1 visibly compliments this theory by displaying the relationships between one’s self and others. Through use of illustration, (Aron, 2004) enlightens how emotions act to form a sense of unity between these two elements, providing businesses the prospect to connect to customers by captivating and novel means. It depicts a “key concept in self-expansion theory is that the greater the overlapping of identities between an individual and a relationship partner, the better the relationship quality.” (Aron, 2004)








2.2 Making Marketing Human
Having considered the theories that envelope emotional marketing, I feel it is imperative to explore how these apply through existing, applicable examples. When left to reflect on cases of emotional marketing, undeniably, there is one key company that springs to mind. Since 2007, John Lewis’ annual Christmas campaign has, ‘become a fixture of the consumer festive calendar’. (The Telegraph, 2018)  For the last 11 years, this “customer experience champion”, has overhauled the traditional cannons of communications to their consumers and have allowed the role of emotions to shape the real and tangible proof of their messages scrupulousness. (Marketing and Brand, 2018) Below are some images of the most celebrated emotive advertisements from John Lewis. I invite you to re-familiarise yourself with these campaigns and the feelings in which they inspire.


















The Journey (2012)
[image: Image result for john lewis christmas advert]
Adapted from (John Lewis, 2012)

Poignantly, while focussing on the expedition of a lovestruck snowman, this advert took the viewer on an emotional journey of their own. This advert had us welling up with sadness to advance to an emotionally reawarding conclusion. In connotations to (Consoli, 2010), this particular marketing effort places prestigious attention to the intangeable emotional needs and consumers’ state of minds.








The Bear and the Hare (2013)
[image: Related image]
Adapted from (John Lewis, 2013)

The following year saw the introduction to The Bear and the Hare. Showing comparisons to the previous year, this advert deploys one of our 4 core emotions; happiness, “that are hard-wired into our brains, and shouldn’t be ignored when publishing content” (University of Glasgow, 2018) Highlighting the spirit of love and community, as appose to purely financial benefits proved to accentuate the emotional link between customer and brand and transformed the casual customer into a brand advocate. 

 





Monty the Penguin (2014)[image: Image result for john lewis christmas advert]	













Adapted from (John Lewis, 2014)


Perhaps one of the most touching and gratifying marketing campaigns came from Monty the Penguin and his search for love. Feasibly much to nobody’s surprise, this campaign evidenced to be one of the most effective for John Lewis, with the advert incredibly “racking up 1.8m views on YouTube on its first day of release”. (Davidge, 2015) This demonstrates the increase of brand interest throughout the years and acted to reinforce a genuine brand connection. In connotations to a former theory, I believe as a collective organisation, John Lewis acts as an ‘artist’, whereby, “an artist takes it personally (all of it: the product, the process that created it, the reactions of the people with whom he is trying to connect)”. (Schmitt, 2016)
Rachel Swift, head of John Lewis’ marketing has revealed, “Our TV campaigns at Christmas are our most profitable ROI, which demonstrates that when you invest in creativity and in creating memorable brand building campaigns you not only create short term commercial success, you build the brand over the long term." (Swift, 2016) It appears that becoming synonymous with heart-warming moments has proven a “winning formula” for John Lewis; something in which multiple organisations have endeavoured to replicate. (Marketing and Brand, 2018) Where, “the most effective way to maximise customer value is to move beyond customer satisfaction and instead connect with customers at an emotional level”, (Harvard Business Review, 2016), John Lewis teaches us how taking bold, dynamic steps through the marketing of a business provides the opportunity to stir emotions and drive visible results. While supplementing Schmitt’s idea, this shows obvious connections to Godin’s impression of an artist as, “someone who uses bravery, intuition, creativity and boldness to challenge the status quo.” (Godin, 2018)

Nevertheless, it seems that the application of emotive marketing has not always ended with a success story. Unfortunately, one of the main complications with this marketing method is, “customers often cannot tell you what aspects of the customer experience resonate most powerfully with their emotional motivations.” (Santosh, 2013). Subsequently, some companies can misapprehend this element of the customer experience and instead, participate in ineffective strategies, seeing otherwise qualified advertisers turning to senseless and hurtful marketing techniques. (Miller, 2016)









McDonalds (2017)
[image: Image result for mcdonalds banned advert]
Adapted from (McDonalds, 2017)

In 2017, McDonalds faced great disapproval and repercussions from their advert that explored childhood bereavement. Through the manipulation of children who have lost a parent, this marketing effort was deemed both ‘insensitive’ and ‘offensive’. (Harris, 2017) “One key component to successful emotional advertising is to find and capitalise on the core value of the brand, not just reach blindly for an emotional reaction”. (Newell, 2017) This is a prime example of the complexity of emotional marketing whereby some avenues are simply too sensitive to explore. 
And yet, the complexity and profundity of emotive marketing campaigns progresses; Last year saw huge controversy regarding Iceland’s poignant Christmas advert. 



Ran-tan (2018)
[image: Image result for rang tan emotional]
Adapted from (Iceland, 2018)
This particular advert may be somewhat less familiar, perhaps you may not have seen this one? Last year, Iceland took a brave leap and decided to steer away from the typical, product led promotion and had us welling up with a pill that was hard to swallow. Created to raise awareness on the deforestation of rain forests, as viewers, we followed a distressing story of Ran-tan and how palm oil production devastated both his home and his family. Contradictory to the emotions applied by John Lewis, this style, “is incredibly powerful, and inspires a passionate response by walking the emotional line between tepid and too sad to watch.” (Horton, 2018) This was a powerful effort by Iceland to conscientiously “consider customers as human beings who, in a wholly rational fashion, are hungry for a plausible emotional involvement.” (Robinette, 2000) With such a highly political message, this advert was banned from airing. However, in the world of emotive marketing, “a ban is not a death sentence”. (Baldoni, 2019) “It was only after it was banned that the spot received international traction, and gained virality on social media.” (Baldoni, 2019) McDonalds prioritised a message that was too delicate and provocative, however when used correctly, emotions can act to inspire consumers through the humanisation of the brand itself. This Iceland’s example unquestionably proves the influence of emotional marketing campaigns and demonstrates how emotions gather momentous support, making adverts like this much harder to silence and forget.

However, where these case studies epitomize the triumphs and failures of emotional marketing in practice, alternative arguments have been presented which may question the usefulness of emotional marketing single-handedly in the creation of brand perception. Arnould and Prince (1993) suggest that, consumption experience is consequently a result of a longer term process which, according to Arnould and Prince’s theory, can be divided into four main stages; 
· ‘The pre-consumption experience’, which encompasses the planning, thinking about and shopping of a good or service.
· ‘The purchase experience’, which focusses on the encounter with the service.
· ‘The core consumption experience’, combining the sensation and the satisfaction or dissatisfaction of the service.
· ‘The remembered consumption experience’, which moves towards the overall memories.  
(Arnould, 2003)
Thus, the consumption experience cannot be reduced to solely the efforts of the emotive marketing. This factor is only a stimulus to the ‘pre-consumption experience’. This theory shows a true profundity by intellectually acknowledging the other variables which come into play when shaping brand perception from a consumer’s perspective. 

2.3 The Ethics of Emotions
“Increasing research attention to the ways that firms seek to influence the emotions of customers and other stakeholders has not been accompanied by systematic attention to the ethical dimensions of emotional management”. (Smithey, 2009) 
“Ethics refers to moral rules or principles of behavior for deciding what is right and wrong.” (Fan, 2005) “Marketing ethics is but a subset of business ethics which itself is a subset of ethics” (Wachs, 1985) Questions regarding the ethics behind emotional marketing have been an ongoing deliberation and currently, there is no existing consensus. I encourage you to consider, is it ethical to manipulate emotions for marketing purposes? Is there such a thing as ethical advertising? 
Critics of this form of marketing would highlight the ethical implications of this promotional method. In extreme cases, words such as ‘propaganda’ and ‘mind control’ have been used in correspondence with the manipulation of human emotions. Concerns have also arisen from the increasing ‘sameness’ of marketers, “desperately trying to distinguish their brand from others amongst the clutter of the enormous amount of ads consumers are exposed to each day.” (Meyers, 2011) Though, despite these apprehensions, some would contend, “emotional manipulation permeates human relationships, so to call it outright unethical would be to lessen the normative weight that comes along with stigmatizing an action as truly unethical.” (Burger, 2015) Similarly to this impression, inferring that “everything is emotional manipulation: art, teaching, business, even simple conversations”, proposes that the act of emotional marketing is not inherently unethical. (Weilandt, 2015)
Perhaps to strike an equilibrium between these two standpoints, it would be fair to suggest there is a form of ‘moral limit’ in which businesses should consider. (Barry, 2009)  One standpoint presents a somewhat deeper embellishment of this ‘moral limit’. Where emotive ads aim to go “straight for the gut”, businesses should “make sure a gut reaction doesn’t turn into a stomach ache”. (Baker, 2013) Alternate viewpoints explore the idea that the manipulation of emotions for selfish, egocentric reasons promotes itself as an unethical act. And yet, equally, to emotionally engage customers through the promotion of a ‘good’ cause, can be labelled as highly principled and ethical. (McCabe, 2017) Thus, in this respect, businesses can validate the management of emotion through the overall achievement of something for the greater good.
To use Iceland’s 2018 advert as a current example, this promotional effort would seem ethical by imposing no harm to the public good, and going one step further to, “attempt to improve the welfare of society as a whole”. (Keller, 1998) However, Robin and Reidenbach (1987) suggest that there has long since been an element of misconception between corporate social responsibility and acting ethically, and there is in fact a significant difference between these two foundations. “CSR is related to the social contract between business and society in which it operates, while business ethics requires organisations to behave in accordance with carefully thought-out rules or moral philosophy.” (Robin and Reidenbach , 1987) 

Having gathered an ample appreciation of emotional marketing, the next chapter will re-engage the focus to my personal experience with this study. The methodology will reveal the process and reasoning behind my research method and guide you through the comprehensive research process.





Chapter 3: Methodology
3.1 Research Method
Ensuing the initial establishment of my dissertation topic, I promptly recognised the need for research of a qualitative nature. This can be defined as, “a process of naturalistic inquiry that seeks in-depth understanding of social phenomena within their natural setting. It focuses on the ‘why’ rather than the ‘what’ of social phenomena and relies on the direct experiences of human beings.” (University of Utah, 2016) Where my overall aims and objectives put prodigious emphasis on the personal thoughts and experiences of real customers, “the depth and consideration needed would only justify a qualitative approach, where words and experiences without limit are extracted from the interviewee”. (Yin, 2016)
However, where “statistical analysis lets us derive important facts from research data, including preference trends”, (McClain, 2012) I had formerly anticipated exploiting the use of quantitative research in correlation with my interpretivist approach, in order to support my findings with empirical evidence. My initial intention was to access consumer purchasing trends to evaluate the success of emotional marketing campaigns based on consumer purchasing behaviour. By doing this alongside my qualitative research, this would promote methodological pluralism, which “represents a normative view that in order for the social science to develop, we need to promote diversity, rather than a single way of doing things.” (Keating, 2015) However, I felt like this varied too far off the topic at hand, and the time and resources dedicated to collecting the statistics could have sacrificed the in depth, rich insights into emotional marketing from the consumer’s individual perspective that a qualitative study provides. (McLeod, 2017) Consequently, the personal opinions and experiences of real customers would have more value to the discussion of the effect of emotional marketing on brand perception.  
3.2 Data Collection
According to prevailing philosophies, there are a vast array of methods of qualitative research that could be considered. (Creswell, 2007) My study has taken on a phenomenological approach, which is “a popular method of qualitative research that attempts to describe the essence of a situation popularly through interviews where past experience is reflected upon.” (Moustakas, 1984) This option seemed tremendously suitable for my primary research as my topic placed prodigious emphasis on the personal thoughts and experiences of real customers. Therefore, the input of real customer involvements seemed both valuable and crucial to my work.  However, criticisms of this form of qualitative research were seriously considered. In 2014, Conklin brought to light the idea that, “phenomenology can be seen as too deterministic and that it does not reflect transcendent or personal meanings.” (Conklin, 2014) However, having considered this argument, I felt that to ignore customer experiences through my investigation would significantly sacrifice the realism and detriment the quality of my findings. Since deciding on a phenomenological approach, I feel I made the correct choice. By adopting this method to my qualitative study, this has not only allowed for individual’s genuine experiences to be shared and explored, but I found that it actually brought the experience of emotional marketing to life and gave my findings a sense of reality in which we can all share through our lived experiences. 
The method in which I used to access these real life customer experiences were semi structured interviews. This technique is particularly successful for gathering qualitative information in specific situations from small samples. (Denscombe, 2010) Where the option for structured interviews seemed unsuitable through the limitation of interviewee responses, I equally felt interviews of an unstructured nature may not offer any consistency in which to compare responses. The choice of semi structured interviews allowed me to, “intervene in the respondent’s speech in order to direct him or her to the desired topics”. (Plonsky, 2011)
Determining my interview questions was a relatively simple task. I had already established that I wanted to touch on both thought and experience provoking questions in order to gain a richer insight on how emotional marketing can effect brand perception, and how this has worked in practice. The main motivation behind the interview questions were to ensure they were easily understood. By ensuring this, participants felt confident in what I was asking of them and the clear, concise questions lead to strong genuine answers which were easy to interoperate. Open ended questions were also factored into the interviews as this both offered a deeper insight into the topic and allowed me to, “better understand the respondent’s true feelings and attitudes about the interview subject.” (Schlesinger, 2017). 
Fortunately, prior to conducting the interviews, I took the decision to conduct a pilot interview “as a method of assessing the feasibility of the study and to develop an overall research question and plan.” (Roland, 2002). The pilot was only presented in an informal manner to my close family members but my aim was to ensure that my questions were unprejudiced and were respectful of this topics sensitivity. Having completed this step, I can safely say that this had an impact on my primary research; more so than initially anticipated. Where, “biases get in the way of clear and rational thinking”, (Busch, 2017), this preliminary assessment taught me that my wording of my interview questions were, to some degree, leading and predisposed.   Resultantly, a revision of my wording was essential for the value of sincere and unaffected findings. 
The initial sample of people in which I interviewed were four individuals with a brand perception, who have had a behavioural response to an emotional marketing campaign; real customers. Primarily, I thought it best to focus on certain companies who exploit emotive marketing methods and to then seek interviews with the benefactors of these organisations. However, since this initial proposal, I realised that I did not want to limit my findings to specific companies, instead I felt every account of emotional marketing would help in the understanding of the relationship to brand perception. With my chief motivations to ensure my work stays broadly relatable, I thought it best to utilise a random sampling approach whereby my sample was not specific on age, gender, ethnicity, etc. “Because of the processes that allow for random sampling, the data collected can produce results for the larger frame because there is such little relevance of bias within the findings.” (Ayres, 2019)
Succeeding these four interviews, I decided I would additionally contact two marketing managers of highly credited marketing organisations who have experience in the field of emotional marketing. My intention was to assess if the aims of the emotive campaign concurred with the response of the customers. Where (Fusch and Ness , 2015) elucidate that the number of participants for qualitative research depends on the overall size of the study, I felt that for the purpose of my dissertation, the optimum number of interviews would be six in total, whereby this quantity had offered me sufficient data saturation. 
Having individually messaged each participant through social media, physical meetings were arranged which is where I presented the ethics forms and the participant agreement forms and took the time to explain my choice of subject. Of the initial four participants, three of the interviews were conducted there and then, which was critically beneficial to overcoming time restraints and complying with upcoming deadlines. The remaining interview took place the following week, at a time that was more suitable for the participant. After contemplating the possible limitation of the Hawthorne Effect, “the tendency of some people to work harder and perform differently when they are participants in an experiment”, (McCambridge, 2014) I understood this could act to sacrifice the genuine, natural responses from the interviewees, which would in turn, detriment my rich insight into emotional marketing on brand perceptions. Although this is a concern for any overt study, in an attempt to limit the Hawthorne Effect, I ensured the interviews were carried out in a surrounding which would offer a comfortable and undisturbed environment, resultantly promoting sincere and honest responses from the interviewees. 
Conversely, this much cannot be said for the following two interviews that involved the marketing managers. This process was much more formal as I had to demonstrate my credibility from the initial contact. Unlike the first four conferences, I had to use the telephone as a medium in which to contact and arrange the interviews. (DeFranzo, 2014)  The planning was more complicated for these two interviews as time restrictions and other commitments acted as barriers for a successful meet up. Instead, one of these interviews was conducted over the phone, and the other, although not ideal, had to be completed in the form of an Email. 

3.3 Ethical Considerations
While putting emphasis on the cogency of my findings, as with all social research I had to consider the ethical obligations of my investigation and comply with the BSA guidelines. (Kent, 2002) Where emotions are key to my research, I understood the potential sensitivity of the topic which was the reasoning behind my pilot study as I could pre determine my interview questions and boundaries beforehand. I also found the use of semi structured interviews assisted with respecting these ethical considerations whereby they allowed those involved to extend only in places where comfortable and happy to do so.
Indisputably, informed consent was vital for my investigation and I found the ethics form was particularly effective for ensuring both consent, but also informing participants the interview process and what was involved. (Please see Appendix 1 and Appendix 2). Where 67% of my interviews were involving people I already knew, I was fortunate enough to benefit from pre-existing relationships whereby trust and confidence was already established. However, by adhering to ethical obligations by means of the ethics form and the participant consent form, this acted to ensure the other participants of my credibility and integrity.
An additional factor in which was protuberant to the ethical considerations was the offering of complete anonymity through the publication of my work. (Neergaard, 2007)  Participants are bequeathing their trust to me and resultantly, I was always heedful not to misplace that confidence. Additionally, as a representative of the University, it was vital that I dealt with personal information in a mature and confidential manner and conducted my investigation remaining mindful of the high principles that are expected of me.

3.4 Logistical Difficulties
Where ethical responsibilities have been consciously adhered to, it seems that a qualitative research method brought about its own practical issues that had to be overcome. In retrospection, logistical issues had more of an impression on my progression. 
Perhaps my trickiest hurdle to overcome was the initial contact and response of the marketing managers. Time limitations and other commitments resulted in a lack of an initial response from these individuals. Facing an upcoming deadline, I subsequently had made plans to conduct a further two interviews with additional customers as to still benefit from data saturation. (Fusch and Ness , 2015) However, I breathed a huge sigh of relief when I finally received confirmation from both marketing directors for their contribution and input for my dissertation. While this issue was overcome, it acted as positive a learning curve. For future reference, I now understand the significance of sticking to a timed schedule. I sincerely hope the time I lost during the initial response period has not acted to sacrifice the value and worth of my outcomes.
Furthermore, my concluding two interviews proved somewhat unrealistic and impractical to arrange in person. Distance acted as a barrier to face-to-face interviews, which therefore saw the need for online platforms to successfully conduct the interviews. Emails were hugely useful to reduce the effects of this practical limitation, however it meant that my interviews were conducted under different conditions which is something I should take into consideration in this investigation. 
However, it would be unreasonable to suggest all logistical implications resulted negatively to my research process. As mentioned in the previous component of the methodology, a relatively unspecific sampling frame assisted my selection process through the pre-existing trust and rapport. (Vilas, 2017) However, if I was to partake in primary research of this manner again, I would perhaps find it more advantageous to access participants in which I am not familiar. This is because I fear by selecting individuals, perhaps I have inadvertently incorporated an element of unfairness into my findings. 

3.5 Qualitative Analysis
Having conducted the six interviews, my subsequent step was to complete the transcripts in anticipation for the investigation. Partaking in the collection of my primary findings, I was eager to re-consider the outcomes as the opportunity to detect areas for further discussion proved thrilling. Though I initially found the transcripts somewhat overwhelming to process, the creation of theme tables proved extremely beneficial to processing this information. (Please see Appendix 3) It was both encouraging and greatly motivating to distinguish strong themes in which my findings revealed. Following the inputting of raw findings into theme tables, I was then able to distinguish how such themes related to my research question and appreciate how differing quotations complemented each theme. 
Chapter 4: Findings
Having guided you through the progression of my interviews, this chapter will expose my findings and comprise of direct quotations from all of the interviewees. It has been an immensely stimulating process, to both learn of other individual’s viewpoints and to identify budding areas of discussion. These primary quotations have been categorised into emerging themes and complemented by interpretations for each piece.

4.1 Going for The Gut; An Experience Like No Other.
The primary prevalent theme to be observed from the interviews were the suggestions of an enhanced experience to that of traditional marketing. It would be illogical to overlook the multiple comparisons between marketing styles that have been mentioned. P3 explores the idea that incorporating emotions boosts pleasure and enhances engagement;

“Let’s face it, adverts can be annoying, right? You’re watching whatever programme you’re watching and as soon as the ads come on you switch off. It’s tedious. But every so often when something interesting comes on, you can emotionally connect to it. These businesses are offering you an experience that really stands out. It’s not just another mind-numbing advert trying to sell you the latest whatever, it becomes so much more than that. You’re not just buying into the products but the experience as a whole. And that’s exactly what keeps you watching”. (P3)

P1 offers a comparable outlook by focussing on the engaging storyline of emotional advertisements, suggesting that the play on emotions results in a connection to the experience; an opportunity missed by generic marketing.  

 “I don’t really like adverts. Although, it’s refreshing when you see something that gets you hooked. And as soon as they get your emotions going, that’s it; you’re committed then. You just can’t stop watching. I wanna know what happens next.” (P1)

Building upon this suggestion, interviewees dive deeper into distinguishing between the two marketing styles. P6 infers that engagement is more than just a result of emotional appeals, it is in fact their primary purpose. The very foundation of this method of marketing is the entertainment value, which is a notable difference to traditional marketing measures. This reveals how a vast array of emotions can be used to emotionally stimulate the viewer.

“When a marketer has done a good job, they have told you a story; taken you on an emotional journey if you will. And they’ll really play on it; get you feeling excitement, concern, joy and sorrow. You wanna know what sets emotional marketing aside from generic marketing? - It’s the journey that you’re taken on”. (P6)

And yet, a contrary viewpoint was presented. P4 uses the tedium of emotional appeals to imply presently, emotional marketing and generic marketing are enveloped into the same category. Any form of marketing appeal is limited in use if it is undistinguished. 

“It’s all so repetitive nowadays and in all honesty, I think the novelty of these emotional appeals has worn off. Go a few years back and it was something new and appealing but now so many companies are doing the same thing. Marketing all just merges into one”. (P4)


4.2 The Echo on Your Mind
Following this insight into conflicting marketing styles, contributions of the interviewees seemed to encompass the memorability of emotional marketing campaigns. P5 deduces that the indelible recall of emotional campaigns acts as the very foundation for their success.

 “What’s the point in creating this message if it’s something people will soon forget? What we want people to do is to engage with these advertisements to an extent where they are unforgettable and our message is long lasting. The emotions will leave an echo in your mind.” (P5)

P6 expresses how the recall of emotions induced by marketing can result as a direct impact to a brand perception. It is more than the advert itself, it is about looking at the bigger picture and recognising the emotions inspired through a campaign will inevitably act as a reminder to the brand itself.
 
“If you truly take the time to appreciate an emotional marketing campaign, what you actually start to do is not only remember the advert, but you’re remembering all those emotions that came along with it. So then, when you think of the brand itself, you’re actually subconsciously correlating the emotions to the company itself”. (P6)

P2 reminisces on an eminent emotional campaign and informs how this created a lasting impression.

“I remember watching that John Lewis snowman Christmas advert right, and for ages afterwards, I literally could not drive past without thinking of the snowmen. Every time, without fail”. (P2)

Building upon this awareness, P1 conjectures that emotional marketing is a decidedly thought out method, whereby a multitude of variables all congregate to produce a highly memorable piece of entertainment. 

“As I mentioned earlier, it really is a story. You’ve got the music, the images, the messages; all these little pieces coming together to create this overall final result. It’s a million little things that add up and really resonate in your minds for a long time to come. I’ve always believed, if they’ve done a good job, it should be hard to forget”. (P1)




4.3 The Social Construct of Emotions
A ubiquitous identifiable theme was the sense of community in which emotional appeals inspire. They offer something in which we can all share and relate to. 
 
“I heard this phrase once and I think this applies now; ‘Feelings and emotions are the universal language’. Regardless of your language, race, age, class, whatever; emotions are potentially that one thing we all share and have in common. And they are something that will always apply”. (P3)

P4 identifies a relationship between a sense of community and the effect on brand perception. By creating something so broadly applicable, you are introducing a mass audience to your company. One single emotional campaign can unite the creation or transformation of a brand perception. 

“If I actually think about it now, I think I’ve probably underestimated the power of it all really. They’re not just giving you something to watch, but it’s actually something to talk about. Anyone and everyone can be involved with this.” (P4)

“Everybody can come together and unite over one marketing campaign. It makes sense really; why wouldn’t businesses want to appeal to the masses?” (P4)

P5 emphasises the way in which our unique individual response to an emotional appeal will shape inimitable relationships. Yes, everyone has the potential to participate in these adverts, however our subjective responses will create very personal and inimitable interpretations.

“One marketing campaign can resonate so many diverse feelings and senses for every individual. Every person will respond uniquely to our adverts and yet the incredible thing is how united and amalgamated the response can be. Honestly, it fascinates me. One of the reasons I love my job”. (P5)

P2 recalls the experiences of how the same marketing tool caused differing reactions to their family members.

“I remember a few of us being in the living room at the time and the Monty the Penguin ad came on. By the end of it, my little girl was laughing because she liked the penguin; my friend was sitting next to me crying because she felt sorry for the penguin and my dad, as usual was sitting there oblivious.” (P2)






4.4 The Fragility of Feelings 
Somewhat contrasting to the previous theme, attention has been put into the consequences of emotional marketing. With respect to the sensitivity of emotions, my interviews exposed deliberations on the delicacy and frailty of emotional manipulation. P4 highlights the subjective reactions in which emotional appeals will stir and understands the complexity of emotional handling. 

“Though I respect efficacious efforts, I have to say, there’s a fine line between something light-hearted and overstepping the mark. This is the trouble though I think; no matter what, humans are complicated and people are not programmed to react in the same means. So what, to one person may be the most touching advert in the world, I may find highly offensive or vice versa. The issue there though is if a company’s efforts affect you negatively, you do start to lose respect for the company”. (P4)

Demonstrating connotations to this, other offerings build upon this factor by contributing an adverse viewpoint of emotional marketing. Considerations should be made to the sensitivity and intrusiveness of adverts as to lessen their perceived invasiveness. 

“Some ads I reckon can be pretty distasteful. It’s obviously always going to be a thing, but I still think something should be done to make sure marketing efforts are seriously considered before being publicised”. (P2)

P1 offers a personal experience of a play on emotions that had negative repercussions. (Please see Appendix 5). It seems this ‘fear factor’ can adversely engage customers. As a result, this stir of emotions has had a lasting impression to P1. 

“I will never forget seeing this advert about climate change.  It had this horrific looking creature, which was actually quite frightening. But I don’t like that you see, it’s something that has stayed with me all this time and it’s not exactly a very pleasant image. It genuinely disturbed me at first”. (P1)

P5 explores a paradox of emotional marketing. Though the content of these adverts will be highly personal, the actual intents behind the campaigns are not personal at all; it is purely an effort to increase revenue. 

“Come on, let’s face it, emotional marketing is never going to stop. And if you believe any differently, then you’re not living in the real world. It’s just business at the end of the day, nothing personal. Which is ironic really considering how personally we receive these adverts”. (P5)

Recognising this is a money- making tool, it is believed to be fair for businesses to perform this type of marketing whilst demonstrating a consideration to the outcomes and the consequences of their efforts. 

“It’s no secret that businesses want to make money. These adverts weren’t just created for no reason. So I do think its ok for businesses to play with emotions to get their money, they’re only doing what they’re made for; so long as what they are doing isn’t disrespectful or harmful in any way”. (P3)


4.5 Emotional driven choice; Buying into The Magic.

Strong arguments have been presented to suggest that emotions can be a chief motivation behind a consumer’s actions. P2 reminisces on an emotionally driven purchase. Where there is emotional investment, logic can take somewhat of a back seat and one’s heart can rule the head. 
“I was in Iceland over the build up to Christmas and saw this huge teddy of ‘Ran-tan’. It was a great big thing and if I’d have had any sense about me, I would have realised I didn’t really need this, let alone to spend sixty-odd quid on it. But I’d seen the advert and my emotions went out I guess. I wanted to play my part in this campaign. Four months later; here I am talking to you with a ‘Ran-tan’ teddy sitting on my bed at home”. (P2)

Correspondingly, P6 elucidates the way in which a simple purchasing decision becomes a much more mindful process through emotional marketing. 

“If something can grab me by my heart and get me so invested, I want to get involved. I want to get involved and shape my own part of a bigger picture.” (P6)

P5 provides a more generalised input by revealing it is the actual motives behind the brand which play a factor in their purchasing process.

“I will happily let my heart lead my head so long as I believe in the motives of the brand”. (P5)

Similarly, emotional marketing provides opportunity for the consumer to recognise the implications beyond the product alone. Through use of emotions, consumers make purchasing decisions with more of an all-encompassing consciousness of the actions in which they are taking. 

“My decision becomes less about the product itself, and more about what the products represent”. (P2)











[bookmark: _GoBack]4.6 Feelings Facilitate Familiarity
Strong correlations have been accredited between emotional marketing and an attachment to a brand.  It seems that recall is not the only consequential factor of emotional use, additionally, a sense of familiarity compliments an emotional experience with a brand. 
 
 “I actually feel more familiar with a brand if I feel emotions are involved. Even if it’s not a place I have physically been before, I will recognise a brand and will have already established some form of a connection to it if an ad has really grabbed my attention”. (P1)

P1 also continues to support this idea by revealing a particular experience. The play on emotions acts to build bridges with customers by intangible means. 

“I have never stepped foot in John Lewis. Couldn’t even tell you where the nearest one is- but I know and remember the company as if I’m a regular”. (P1)

P3 infers the act of emotional marketing is the act of humanising a brand. By offering such a basic human experience, you are shaping a platform in which customers are equal with a brand and more intertwined than ever before. 

“I appreciate emotional marketing because I feel like the business respects me as more than just another customer with a wallet. They actually appeal to my core. And by doing so, you can see the human behind the brand logo and it’s easier to empathise.” (P3)

“This is a two-way process. In order to be a success, businesses have to appreciate that they hold the key to their own transformation. Emotional marketing is gold. But it’s so much more than about the adverts themselves; it’s about companies looking at their brand and deciding how exactly do we want to define ourselves”. (P6)


As one of my primary aims of this study, these finding envelope the participants’ thoughts and experiences of emotional marketing. The offerings of the interviewees have proved tremendously stimulating and advantageous to this explorative investigation. The ensuing chapter of this exploration will now look to build upon these raw findings and look to how they can explore the avenues of the effects of emotional marketing to brand perception. 











Chapter 5: Discussion and Analysis
Having collated the interview findings and teased them into perceptible themes, it is time now to explore these offerings in correlation to the existing literature on the topic. This particular aspect of the dissertation has been a rather encouraging prospect. Primary, raw findings will work in expedient complementation to academic theories to create depth to the inclusive discussion and bring this study to full fruition.  

5.1 Ideal to Real; Appealing to the core
Numerous associations of differing marketing styles have highlighted a fascinating characteristic to the essence of marketing as a whole. Literature suggests that the very foundation of marketing campaigns should be the considerations to “which part in the consumer’s psyche they are trying to appeal to”. (Bilotti, 2011) Primary sources exhibit how the very use of emotion transforms the essence of a campaign and challenges the traditional relationships and boundaries between customer and brand by actually appealing to one’s “core” (P3). Through incorporating such a basic human function, something so fundamental to our very beings, emotions allow businesses to intercept the real person behind the customer. In a climate where “consumers are now looking for authenticity and reality in marketing messages” (Gilmore, 2007), research has indicted that, “feelings of congruence with the actual self, rather than the ideal self, generates higher levels of emotional brand attachment”. (Silva, 2018) Findings supplement this concept by inferring emotional marketing provides a platform in which to engage and connect to one’s “actual self as appose to one’s aspirational self”. (Sheeraz, 2018) P3 consolidates such an idea by describing how they respect businesses that appreciate and regard their customers as more than purely “another customer with a wallet”. (P3) 
With a recognisable shift in modern society, it appears that my findings supplement elements of the self-verification theory which suggests, “people gravitate towards products and experiences that affirm their sense of self and avoid those that might threaten it”, which through doing so, “positively reinforces the consumer by facilitating the formation of greater brand attachment”. (Gilmore, 2007) P2 offers an interesting notion when inferring, “my decision becomes less about the product itself, and more about what the products represent.” This suggestion strengthens the idea the emotional marketing aims to offer a, “more comprehensive understanding of the product experiences alongside the practical and social needs of the customer.” (Schmitt, 2016) This proposes that to effectively harness emotions, acts as a key to unlock the opportunity to perpetuate and corroborate the self-concepts of their customers. P5 demonstrates similarities by suggesting that to, “believe in the motives of the brand”, are vital to their experience. Perhaps subsequently, traditional, generic marketing seems to be somewhat outmoded in its efficacy due to the detached nature of its existence. Primary findings reveal a general consensus upon the uninteresting nature of such a method. Yet, for businesses to explore the avenues of the heart as appose to the head, customers are able to relate and associate to a brand like never before. 
Though, the input of P4 cannot be discounted. They offered a contrary perspective that acts to challenge the previous concept. P4 infers that the act of incorporating emotions is not enough to recognise emotional marketing as its own entity. Emotional campaigns are not as stirring and contemporary as initially assumed and their inability to distinguish themselves act as a detrimental limitation to their triumph. However, it seems that P4 does not challenge the theory of self-verification, only questions the effectiveness of the adverts themselves. Therefore, the question remains, is the use of emotions in advertising abundant in the shaping of a brand perception? 

5.2 Entertainment is Key
Diverging from former discussion, some interview findings have challenged this theoretical standpoint, leading me to question; is the play on emotion really that compoundly-philosophical? 
P1 touches on the entertainment value of emotive adverts by explaining the way in which they engage and engross the viewer. Strengthening this idea, P6 expresses this concept of entertainment as an “emotional journey”; a notion that had previously arisen when Rachel Swift revealed this was a thought at the very heart of John Lewis’ marketing campaigns. With the enormous success of John Lewis’ efforts, the entertainment value of this promotion simply cannot be ignored. Focussing on John Lewis’ 2012 Christmas advert; ironically, an advert which is actually named, ‘The Journey’, this acts of a prime example of an engaging storyline in which viewers are taken on their own heart-warming emotional journey. Perhaps this ‘journey’ provides an entertainment in which, “businesses are offering you an experience that really stands out. It’s not just another mind-numbing advert trying to sell you the latest whatever, it becomes so much more than that.” (P3)
 P6 however, seems to stem away from the methods of John Lewis. They provided more of an insight into the vast array of protuberant emotions in which can be utilised; not all of which are gleeful and heartening. And yet, the very notion that this assortment of emotion can prove a source of entertainment leads me to reflect it is wise to, “consider customers as human beings who, in a wholly rational fashion, are hungry for a plausible emotional involvement.” (Robinette, 2000) To provide people this involvement is to provide a piece of entertainment in which people can associate to a brand. 
Yet, when reflecting on the previous theory in which was deliberated, it is mentally stimulating to appreciate the differing interpretations of emotional marketing and to recognise how fundamentally conflicting these ideas are. One outlook suggests the power of emotions lies with the deep, meaningful connection to the core of a customer. Yet an equally appreciated viewpoint classifies this promotional method as an entertaining “story” in which customers receive from a brand. (P1) To rule out either idea or label it as ‘wrong’ would both be unfair and imbalanced to my ultimate reflections. Scheirer, 1987 however, recommended a theory in which could enlighten on such diverse interpretations of emotive marketing. “People with high public self-consciousness are more concerned about the impression they make and continuously think about how they present themselves to others”. (Scheirer, 1987) “In the current context, consumers with high public self-consciousness should be more aware that by consuming a self-congregated brand, they will express to others who they really are”. (Scheirer, 1987)  P2 validates this theory by revealing a first-hand experience of the differing interpretations of an emotive advertisement. Perhaps something to take from this consideration would be to admire how subjective emotions can be, and therefore respect how emotional marketing will inspire a divergent yet personal brand attachment to each person. In connotations to Scheirer’s idea, individuals with a high public self-consciousness will turn to emotive campaigns to offer self-verification. The inherent need for emotion resonates much deeper within one’s self by allowing your very core to relate to such forms of promotion. And yet, perhaps for individuals with a lesser self-consciousness, emotional marketing is simply a performance that respects “emotions make us human”. (Klein, 2010) The beauty of this concept is to distinguish how, irrespective of divergent interpretations and differing intensities of familiarity, emotional marketing will continuously result in the mental shaping of a brand identity



5.3 Transforming a brand; A Two-Way Process
Conjoining literature and raw findings has revealed a rather enthralling avenue for exploration. Perhaps the act of emotional marketing is much deeper and more intricate than initially imagined. Where our previous discussion has focussed greatly on the effects to the customer, P3 proposes that the implications of emotional marketing affect not only the consumer brand perception, but the heart of the brand itself. The actual paradox of emotional marketing is the way in which manipulating emotions to appeal to the human rather than the customer subsequently humanises the brand itself. This unveils the true complexity and multidimensional effects of emotional marketing.
P5 offered a hugely respected input to my findings. This is the true beauty of exploring viewpoints from different angles. As a marketing manager, P5 suggests the application of emotional marketing is about more than just appealing to your customers; Yes, it encompasses such a task, however it also about the transformation of the brand itself. Solidifying this idea, P6 enlightens, “this is a two-way process. In order to be a success, businesses have to appreciate that they hold the key to their own transformation. Emotional marketing is gold. But it’s so much more than about the adverts themselves; it’s about companies looking at their brand and deciding how exactly do we want to define ourselves”. Therefore, perhaps this evidence offers true value to O’Brien’s provided definition of emotional marketing where he explained, “emotional ads aren’t merely images and slogans that try to educate and persuade viewers”. (O'Brien, 2017) It seems much easier to establish what emotional marketing is not, and yet to underpin its very essence is still somewhat of an enduring challenge. Nonetheless, it is apparent to recognise how the implications of emotional marketing stretch much further than purely to a brand perception. The undercurrents of emotions shape the heart of the brand itself.
It appears there is something in which we can be positive; emotional marketing is “a million little things” (P1), and its effects equally envelope both customer and brand. This concept is amazingly captivating to comprehend. A process in which I once believed to be relatively modest is, in turn presenting itself to be extremely elaborate. Our discussion so far leads me to wander, is it the mutual effects on customer and brand that acts to leave such an “echo on your mind”? (P6) To do so in itself goes further than offering, “create short term commercial success” and instead, “builds the brand over the long term." (Swift, 2016)


5.4 The Human behind the Logo; A Personal Relationship
The art of humanising a brand is genius. I would go so far as to argue its marketing at its finest. In a modern culture, the overriding success of any marketing campaign sits with its social repercussions and its ability to create a “buzz”. (Bilotti, 2011) Where P3 proposes, “feelings and emotions are the universal language”, the manipulation of emotions provide the opportunity for, “brands fill the role of another individual” (Silva, 2018); A brand perception actually becomes a brand personality. By introducing such a brand personality, customers can begin to truly appreciate a brand and empathise with its ‘human’ characteristic. With reference to (Appendix 4), it is clear to see how the very essence of the consumer-business relationships becomes more alike to a relationship between two equal individuals. Through self-congregation, it is no secret that customers are more likely to “purchase from brands with personalities that match their own”. (Scheirer, 1987)
Where this notion appreciates the worth of brand humanisation, literature dives deeper through the comprehension of the social constructs of a brand perception. The self-expansion theory delivers a somewhat profounder insight. It is a theory that suggests “people have an inherent inclination to incorporate other people into their conception of the self”. (Sheeraz, 2018)  It is interesting to recognise how my primary findings compliment this theory by perceptibly revealing the social factor of emotions. P2 turns to a personal experience to demonstrate how their family all received an emotional appeal in a unique manner, and yet they united in their experience as a whole. Not only did this touch on the fragility of feelings, but this offering establishes an example of the social nature that intertwines this topic. P4 explicates the way in which, “humans are complicated and people are not programmed to react in the same means”.  However, the socially constructed nature of a brand perception leads me to question the significance of specific responses, and places prestigious focus on the greater outcomes of emotional marketing campaigns. 
As a notion that has proved evident throughout my findings, literature has offered that in some rare cases, “a campaign strikes such a chord that it becomes a phenomenon”. (Gladwell, 2000) Perhaps this could be the case for Iceland’s ‘Ran-tan’ advert whereby this was evidently a trend that proved to “strike and take a hold” and resultantly gathered huge momentum and support. (Gladwell, 2000) This is also evident throughout my findings where P2 actually explains how this specific campaign both emotionally connected them and made them want to, “get involved and play a part in the bigger picture”. It consequently seems sensible to assume part of the play on emotions lies with the desire to meet the inherent social desires of customers. P4 solidifies this thought by suggesting the very benefit to emotional marketing lies with the all-inclusive nature in which, “everybody can come together and unite over one marketing campaign”. (P4) 



5.5 The Ethics Behind the Emotion
Where the humanisation of the brand touched on the fragility of human emotions, this seems a topic which in itself, could provide the foundation for further research. The true density of this ethical consideration leads me to agree, “increasing research attention to the ways that firms seek to influence the emotions of customers and other stakeholders has not been accompanied by systematic attention to the ethical dimensions of emotional management”. (Smithey, 2009) Having revised my interview findings, there seems to be a predominant question in which this piece should consider; is emotional manipulation ethically ‘right’?
To consider if emotional marketing is ethically correct would be such a complex and multidimensional deliberation in itself. Contemporary literature presents such diverse outlooks on this notion, suggesting that to establish a consensus on this particular question will necessitate further research and deliberation. Therefore, for this reason, this discussion will alternatively look to debate if emotional manipulation is ethically ‘wrong’. 
The case study of McDonalds 2017 acts to approve this idea. In connotations to (McCabe, 2017), this particular advert espoused a very egocentric approach and by focussing primarily on financial gains with no consideration to emotional sensitivity. Where, “the best marketing campaigns are constructed with the hope of generating a buzz”, perhaps this is the “moral line” that (Barry, 2009) offered. There is no moral justification in presenting hurtful or offensive content. P4 describes the delicacy between, “something light-hearted and overstepping the mark”.
This example is not alone in its perceived distasteful nature. In their responses, P1 made reference to a “disturbing” advert in which they recall. (Please see Appendix 5) This particular advertisement was somewhat inimitable by utilising an emotion that is less commonly used; fear. Returning to the self-verification theory, this theory suggests that, “when two entities do not align, cognitive dissonance arises, producing feelings of tension and unpleasantness”. (Scheirer, 1987) P1 supports this idea by informing the way in which this advert stirred “unpleasant” and “disturbing” feelings which have since created a lasting impression of the brand as a whole. Demonstrating a clear link to existing literature, this example of “going for the gut” truly did end in “stomach ache”. (Baker, 2013)
Though this advert may have been considered “distasteful” or “offensive”, I still invite you to consider for a moment; was it inherently unethical? Where (Schmitt, 2016) defined emotional marketing as a style of “art”, would it be fair to label this effort as ‘bad’ or ‘wrong’? It is no secret that the human mind is complex. P4 expresses how, “what to one person may be the most touching advert in the world, I may find highly offensive or vice versa.” Yet, unalike to the motives of McDonald’s efforts, this particular example was created on the very foundation of benefitting the “greater good”. (Keller, 1998)
Following this consideration, P5 provided a very firm outlook on this matter. They suggested that it would be naïve to believe emotional marketing would stop. “Let’s face it, emotional marketing is never going to stop. And if you believe any differently, then you’re not living in the real world.” (P5) Though not directly looking to the ethics behind this promotional method, it does show similarities to the idea that, “everything is emotional manipulation”. (Weilandt, 2015) Therefore, perhaps it was fair to imply that the manipulation of emotions is not “inherently unethical”. (Weilandt, 2015)
Schmitt’s theory of art offers a hugely credited input into this discussion. “An artist takes it personally (all of it: the product, the process that created it, the reactions of the people with whom he is trying to connect)”. (Schmitt, 2016) This has significantly altered my whole perspective for this art form whereby I can now begin to appreciate the specific choice of words. I would propose that the word ‘personal’ has never been more appropriate. What lies at the very core of emotions are the personal, inimitable experiences in which they inspire. Yes, general consensus advocates the moral injustice of harmfully manipulating emotions, yet when utilised attentively, emotional marketing can be both justified and ethical. However, Schmitt demonstrates how variable this viewpoint may be and how each individual will offer their own unique contribution to the ethics behind the emotions. By exploring this notion of an art form, I stumbled across an idiom in which I found immensely applicable and pertinent to this discussion. “The work of art, though bound by its genetic makings and indelible fingerprints, its boundless in the infinite elaborations of its density, and therefore in the range of its interpretations”. (Sherman, 2016) The very nature of art is ever-changing and illusive, therefore the underlying ethics would be virtually impossible to entirely pinpoint.


5.6 Summary of Reflections
The explorative essence of my investigation makes it somewhat idiosyncratic in nature. It would both be unfair and improbable to believe I could end this discussion with fixed answers and recommendations. My study has always been about exploring the topic to play a part in the greater investigation of emotional marketing and brand perception as a whole. Therefore, I do not feel justified to offer a conclusion for my work as the essence of emotional marketing will require further probing and deliberations. However, there are some reflections I wish to include to round my investigation to its finale.  
One thing in which I now appreciate is the lack of a single definition to pinpoint the whole essence of emotional marketing. I would argue existing definitions do not give full credit to the complexity of this form of experimental marketing. I would suggest it is doubtful that one single definition of emotional marketing will ever be enough to truly define it. Perhaps the essence of emotional marketing is simply too difficult to put onto paper. 
Where theories suggest the use of emotion is key to self-congregation and interception of real human as appose to the ‘customer’. Other equally insightful offerings define this promotional method as a piece of entertainment; Two fundamentally differing concepts. Yet it seems to offer something so subjective to individuals, is to offer something so core to humanity itself. By doing so, customers can relate and associate with a brand like never before. 
The effects of emotional marketing seem somewhat boundless and infinite. It affects so much more than solely a brand perception. It challenges traditional consumer-business relationships by transforming the very heart of the business itself. The notion of brand humanisation is something that could change the core of marketing for the future. I am pleasantly surprised to appreciate how academic theories have complimented raw findings to provide a rich and valued insight into the topic. In many ways, this study has proved more fruitful than originally anticipated by exploring not only the effects of emotional marketing on brand perception, but the effects on the entity of the brand itself. If there is one thing I can take away from this experience, it is to appreciate the true intricacy of emotional marketing and its profound effects on brand perception and brand personality.
To define what is ethically correct would be virtually impossible. To even attempt to do so would reduce the realism and credibility of my analysis. Therefore, it was more reasonable to contemplate aspects of ethical ‘wrongness’.  Yes, there are of course cases that have misused emotion for purely promotional gain, which in itself seems unjust and egocentric. Evidence suggests that this feeling is something in which customers know all too well. However, is the act of emotional marketing ethically wrong? - I do not believe so. 
Incontestably, countless questions remain regarding the essence of emotional marketing and its affects to brand perception. Though I am unable to conclude this study with strong commendations, I am extremely satisfied I chose this topic. For the future, I would love to witness further research being put towards this matter, particularly the underlying ethics of emotional manipulation as this is a particular aspect in which I believe should be explored further. It is safe to say, I will look back on this experience as a hugely rewarding and mentally stimulating achievement in my life.
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Appendix 4; The Self-Expansion Theory Illustration

[image: Image result for self-expansion theory]

Adapted from (Schmitt, 2016)
Appendix 5; Visual display of refferenced ‘scare factor’ advert.
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Adapted from (WWF, 2019)
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