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[bookmark: _x91xshunrz9b]1.0. Introduction
The following research proposal has been put together to fill a gap in the existing literature for marketing. As a marketing graduate, I have always been passionate about advertising and have been fascinated by the amount of money that businesses invest in this. Specifically, in the amount of money that companies invest in their seasonal marketing during the Christmas period. 
When you think about Christmas advertising, there are some key companies in the UK that really come to mind. Every year, people eagerly anticipate the release of the John Lewis Christmas advert, an advert that costs the company roughly £7 million annually (Cosmopolitan, 2018), and the start of the John Lewis adverts really marked a turning point in festive advertising. Since the mid-2010s, companies have started to prioritise good Christmas adverts, and other big UK businesses have joined John Lewis in creating high-cost Christmas adverts. In 2023, Michael Buble, who is well-known for his Christmas songs, appeared in the Asda Christmas ad (Michael Buble, 2023), and in the same year, Hannah Waddingham became the face of M&S for their Christmas adverts (Prolific North, 2023). With so many companies spending millions of pounds on securing high-profile celebrities, in addition to paying high fees for music rights, animation, and so much more, it really made me think about the impact that Christmas advertising has on customer loyalty. Is this expense really worth it? Does it benefit these businesses in the long term? 
The following research proposal is centred around answering the question: Does emotive Christmas advertising have an impact on customer loyalty? It includes the aims and objectives of the research, a review of the existing literature, a proposal for research including methodology, advantages and disadvantages of the chosen methodology and how the data will be collected. It also looks at constraints to the research, ethical considerations and provides a time plan too. 
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[bookmark: _qe1s2z2e144j]2.0. Aims and Objectives
In light of the above information, my research aims to broaden the discussion around Christmas advertising within the UK. Christmas advertising is something that has always happened, and there are some great examples of this, including Coca-Cola’s iconic 1995 “Holidays are Coming” advert, which is still well-known today (The Independent, 2024), but since the 2010s, there has definitely been an increased focus on this. In the following literature review, there are some examples of research surrounding this topic, however, there isn’t any existing research that specifically answers the research question for this proposal: “Does emotive Christmas TV advertising have an impact on customer loyalty?”. 
With that in mind, I propose a research study into this topic titled “A Customer is for Life, Not Just for Christmas: An Analysis on the Impact of Emotive Christmas Advertising on Customer Loyalty”. 
[bookmark: _mx587fp8yyej]2.1. Research Aim
The aim of this research study is to investigate and evaluate the extent to which emotive Christmas advertising campaigns influence and foster long-term customer loyalty. 
As mentioned in the introduction, a lot of companies spend a lot of money on their Christmas adverts. At any time of the year, the cost of advertising on television is very high, with prime time ITV slots costing businesses anywhere between £10,700 to £35,000 (Toast TV, 2025), and that is just the cost to air the advert, it doesn’t include the cost of pre-production, production, legal fees, etc. Fees for Christmas adverts are generally higher again, and it is estimated that in 2023, UK companies spent over £9.5 billion on their Christmas advertising (Euro News, 2023). The proposed study will look at whether or not this spending is worth it by speaking to the general public about last year’s Christmas adverts and the impact that they have had on people’s loyalty to these businesses in the months since. 
[bookmark: _s80zeo7jxc67]2.2. Research Objectives
The research proposal would aim to complete the following objectives: 
1. Literature review of existing research.
A detailed literature review of the existing research and literature surrounding key topics, including Christmas advertising, emotive advertising, customer loyalty and the connections between these. An in depth literature review would highlight the gap in the research that has been observed, and provide evidence that this study is necessary. 
2. Analysis of emotive techniques used in Christmas advertising
A key term in the research question and the title of the proposed research is “emotive advertising”, so the second objective of this study is to define what emotive advertising is and analyse the emotive techniques that businesses use in their Christmas advertising. Once key techniques are highlighted, they will form a key part of the questions that are proposed to participants in the study.
3. Primary research to measure customer emotional responses to selected Christmas advertising campaigns and assess the impact of emotive Christmas advertising on customer loyalty metrics.
The final objective of this research proposal is the primary research study. The primary research study aims to measure customer emotional responses to selected Christmas advertising campaigns and assess the impact that these advertising campaigns had on customer loyalty metrics. The proposed methodology for the study will be discussed further in Section 4.0. 
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The following is a literature review into the existing literature surrounding the research question “Does emotive Christmas advertising have an impact on customer loyalty?”. For the purpose of this literature review, three key terms have been drawn out to focus the literature review on: “emotive advertising”, “Christmas advertising”, and “customer loyalty”. 
[bookmark: _6xztzd97iphw]3.1. Emotive Advertising
The first keyword from the research question is “emotive” when used in relation to advertising. According to Heath et al (2005) emotive advertising is a marketing strategy that aims to target consumers by evoking emotions and leveraging this to build a connection with a brand. A study by Heath et al (2005) found that highly emotive TV advertising corresponded with a 20% lower level of attention and that attention declined further on repeat viewing, an interesting study that found findings different to what you might expect. Another study by Heath et al (2005) found that there is a secret power to emotive advertising that targets our subconscious without us actively realising that we are being influenced, so while we might pay less attention, the emotions evoked by the advertising are targeting our brains without us realising it. A study by Poalses et al (2015) found that there are generational differences in the reaction to emotive advertising, so different strategies will work better for children than adults, and this makes sense as the emotions you feel change as you age and experience life. Another study by Santoso et al (2022) found that the format in which emotive advertising is received also has an impact on the effect that it will have on consumer behaviour, as low attention processing of digital adverts can lead to more time spent considering brands. This study further reinforces Heath et al’s earlier findings that attention drops when watching emotive advertising, yet it still has an impact on purchasing behaviour. In the proposed study, emotive advertising is used in relation to Christmas advertising, which is why this is a more important term to analyse in the existing literature.
[bookmark: _comp5b7u0umg]3.2. Christmas Advertising
Another key term within the research question is “Christmas advertising”. Christmas advertising refers to the strategic use of promotional activities and paid communication by businesses during the Christmas holiday season to connect with customers, enhance visibility, and promote positive emotions associated with Christmas (Cartwright et al, 2016). Often, these advertisements will use imagery and emotional connections to connect the consumer with the brand on a deeper level. Christmas advertising has always been a thing, but it has become increasingly popular since the 1990s. In particular, 2007 was a key turning point for this style of advertising as this is when John Lewis started to release their iconic Christmas adverts, and they set the bar very high for other companies. This style of advertising is popular in lots of different industries, and there are some businesses that have really been able to thrive during this season of advertising, including alcohol companies that have significant promotion during the holiday season, not only in their own adverts, but in advertising by other companies too (Barker et al, 2023). 
There is a wealth of research in this sector, particularly on TV advertising, however, the majority of the existing literature looks at the impact of Christmas advertising on purchasing behaviour immediately in response to the advert, rather than the long-term impact of the advertising that consumers observe. One of these studies, conducted by Santos et al (2021) found that there is a connection between Christmas advertising being observed and consumers purchasing products, but the majority of these products bought are gifts for others as a lot of Christmas advertising impacts gifting behaviour rather than purchasing behaviour for use by those buying products. This study can be connected to numerous studies into Christmas advertising and its impact on parents who are purchasing gifts for their children, with studies looking at how Christmas advertising impacts which toys parents prioritise gifting their children (Holiday, 2017).
There have also been studies into the content within these Christmas adverts, and a great example of this was conducted by Pownall et al (2022). This study looked at Christmas adverts that were available on YouTube and analysed them through a feminist perspective to look at gender roles within Christmas adverts. The study found that the majority of the adverts analysed reinforced traditional gender stereotypes, and suggested that “nostalgia” is a woman’s job rather than a man’s. This is very interesting as it could be a way that Christmas advert targets different genders in different ways emotionally. A lot of the content in Christmas advertising focuses on commercialising the holiday, with a lot of studies leaning heavily into the idea of Santa Claus and the fact that only those who are on the “nice list” will receive gifts at Christmas (Meinecke-Mareka et al, 2014). However, in recent years, advertising has started to lean away from referring to any individuals as “bad” in a move that is fairly in line with societal changes. One clear theme has emerged, and that is that for Christmas advertising to be successful, it needs to target emotions (Garrett, 2017), and that is why the proposed study looks at the impact of emotive Christmas advertising on customer loyalty. 
[bookmark: _3hq0tn9y3kza]3.3. Customer Loyalty 
The final key term in the research question is “customer loyalty”. According to Oliver (1999), customer loyalty refers to the deeply held commitment of consumers to consistently repurchase a product or a variety of products from a specific company despite external factors, such as marketing techniques, suggesting that the customer should turn to a different brand for that product. There is a lot of research into customer loyalty, and it forms a great basis for the proposed research study. Boateng (2019) found that online technologies have further allowed companies to build customer loyalty between them and their consumers. Things such as email marketing and social media marketing can reinforce to consumers that a company is a good choice for them, in addition to their liking the product. To further support this, Badawi et al (2024) found that customer experience management can be used in addition to digital marketing practices to keep customers loyal to your brand. While technological innovation can play a big part in retaining customer loyalty, the traditional marketing mix also has a big impact on this (Wu et al, 2018). Often it is viral marketing that is the most talked about marketing style, especially in recent years; however, a study by Sarioglu et al (2023) found that viral marketing actually has no impact on customer loyalty, and this is a key thing to note in relation to my proposed study as a lot of Christmas advertising would fall under the “viral marketing” category. Ngoma et al (2019) found that word-of-mouth advertising is one of the key contributors to customer loyalty, as consumers generally trust their friends and family, so they are easily influenced to purchase things based on their recommendations. In addition to this, social media can also contribute to people remaining loyal to brands and businesses (Yadav et al, 2018). 
All of the literature reviewed clearly shows a gap in the research that the proposed research study would fill, connecting the three areas of study that have been analysed under a single research project.
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As the aim of this study is to get a broad understanding of the impact of emotive Christmas advertising, it is suggested that the methodology for this study should be a research format that can reach a large number of people. For this reason, the proposed methodology is a questionnaire. A questionnaire will allow the study to reach a large number of participants of different demographics (O’Leary, 2014), allowing me, as the researcher, to get a broad understanding of how people respond to Christmas advertising in the UK. 
Questionnaires are an excellent type of research tool as they can be used to ask both closed and open-ended questions (Gillham, 2007). This is particularly good as it allows researchers to use this type of research technique to collect both quantitative and qualitative data (Brace, 2018), and this would be the plan for the research proposal, which would make the study a mixed-methods research project. A mixed-methods study combines the collection of qualitative and quantitative data into one study. This integrated study is brilliant for achieving a greater understanding of the topic of the study, which is the aim of this research proposal (Harvard Catalyst, 2025). It is particularly important that the study asks questions that will get both quantitative and qualitative data, as the research topic is centred around emotive advertising. In any study that is related to emotions, it is beneficial to collect qualitative data as it helps the researcher get a better understanding of why people feel the way that they do (Bazen et al, 2021), and as it is a subjective topic, it gives participants the opportunity to expand on their feelings and fully explain them. 
The full questionnaire would be developed following an in-depth literature review, however, the general aim would be to first identify if there are any Christmas adverts from last year that the participants remember. This would be done as an open-ended question with a text box where participants could provide their answers, they will be prompted to simply answer “no” if they do not remember any. The questionnaire would then introduce different adverts to try and jog the memory of the participants. The name of the advert and the brand would be introduced, for example Boots’ ‘The Christmas Makeover’ campaign that triggered some backlash over gender issues (The Spectator, 2024). 
Participants will be asked a series of questions that will be a mix of open and closed-ended questions, including: 
a. Do you remember this advert?
b. Has this advert impacted your purchasing habits with this brand?
c. Do you use X more since their Christmas 2024 advertising campaign?
d. How did the advert make you feel? 
e. Do you think that this was a successful campaign for the company?
These questions would be repeated for a number of adverts and companies, ensuring that the range of the companies caters for lots of different demographics. This will allow the researcher to collect a vast amount of data that can be used to provide a clear answer to the research question.
[bookmark: _d4ruj73fh61o]5.0. Advantages and Disadvantages of Methodology
Even though the proposed research method for this study is a questionnaire, it is important to critically evaluate the advantages and disadvantages of the methodology. In addition to this, it is also important to analyse the advantages and disadvantages of a mixed-methods study, as the proposed questionnaire for this study will combine qualitative and quantitative research methods. 
[bookmark: _5yztw7c8djow]5.1. Advantages and Disadvantages of Questionnaires
There are lots of advantages associated with using a questionnaire as a research method, and the biggest is that they are generally easy to distribute and efficient for creating a large amount of reach. Questionnaires require a large number of responses in order for the data to be representative and be generalised to the wider population (Survey Monkey, 2025), but thanks to digital innovation and technology it is fairly straightforward to distribute a digital connection and with various things such as social media and word of mouth, you can spread the word of your study. Another big advantage of questionnaires is that they can easily be completed anonymously, allowing participants to be a bit more open with their answers than they might be in a face-to-face interview (PointerPro, 2023). But the biggest advantage of questionnaires, especially in relation to this study, is that they are versatile and can be used for mixed methods research (Zohrabi, 2013). 
There are, of course, some disadvantages associated with using questionnaires. These include the fact that they can lack depth for particularly complex research questions (Einola et al, 2021), however, this will not impact the study outlined in this proposal. Another limitation is the fact that they are open to bias. While they are protected from interviewer bias, questionnaires are vulnerable to social desirability bias, where participants answer questions in a way they believe to be favourable rather than their true answer (Larson, 2019), and acquiescence bias, where participants simply agree with the question without really reading it (Santalla-Banderali, 2022). To mitigate the risk of social desirability bias, the proposed research study will only take anonymous responses from participants, and the risk of acquiescence bias will be mitigated by asking participants to read the questions thoroughly.  
[bookmark: _dvquzc886669]5.2. Advantages and Disadvantages of Mixed Methods Research
A lot of the benefits of using a mixed-methods questionnaire are similar to the benefits of simply using a questionnaire, but there are some additional advantages associated with specifically using a mixed-methods questionnaire. The biggest is that a mixed-methods questionnaire can help enhance understanding of the topic, combining qualitative and quantitative data can provide a holistic view of the topic (Creswell et al, 2011). A mixed-method questionnaire mitigates a lot of the disadvantages of a questionnaire that is either just qualitative or quantitative in nature, which is another big advantage of this research method. 

However, there are some disadvantages associated with mixed methods research, the main one being that this increases the complexity of the research (Bryman, 2006). When putting together a mixed-methods questionnaire, careful thought has to be paid when collating the questionnaire to ensure the mix of open-ended (qualitative) and closed-ended (quantitative) questions complement each other. However, for this study the benefits of the research data far outweigh the disadvantages associated with mixed methods research.
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Thanks to technological innovation, creating questionnaires and distributing them is easier than ever before. That is why this research study would utilise the internet and technology to create the questionnaire for participants to complete. There are a number of different digital technology providers that offer the ability to create digital surveys; however, due to data protection, not all are suitable for an academic research study. That is why the decision has been made to use Qualtrics for the proposed study. 
Qualtrics is a cloud-based platform that allows users to gather, analyse and leverage data (Qualtrics, 2025). It is fairly straightforward to use and perfect for research studies that are being conducted using a questionnaire. The software allows users to create questionnaires, including closed-ended and open-ended questionnaires that are then available on the internet. By sharing a link to the survey, the researcher can easily distribute their questionnaire, which is very important as a lot of responses are required to make the data representative. But that isn’t the best thing about Qualtrics.
Qualtrics is particularly good for research projects as it collates all the data that is given in response to the questionnaire. By using this platform, the researcher will easily be able to analyse the data that they have collected and draw conclusions from the research. This will really speed up the process of analysing the data, which is a crucial part of this research study. 
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Any research study will have constraints and limitations, and it is important to acknowledge them so that as much as possible is done to mitigate these constraints and limitations. There are three key constraints to the research proposal that have been highlighted, and are explained below, in addition to ethical considerations which will be discussed in more depth in Section 9.0. 
[bookmark: _4h8g63btfx63]7.1. Time Constraints
The biggest limitation to the proposed research study is the time constraint (Guest et al, 2023) placed on it. Due to being completed around academic studies towards an MBA, there is a very small amount of time in which the research study can be completed. In Section 8.0, there is an outline of the specific timeframe that the research will take and what will be done to ensure that the entire study is completed within the 4 months available to run the study. As time will be taken to put together the research, and a large amount of time will be required to analyse the data, the actual amount of time that the questionnaire completed will be limited, which will restrict the number of responses to the questionnaire. That being said, this constraint is being mitigated as information about the study will be published before the questionnaire becomes available to build interest in the study and get as many responses as possible during the tight time frame. 
[bookmark: _q5izouxowxy1]7.2. Language Barriers
Another potential constraint of this study is language barriers. As the researcher, I only speak English and am limited by this, as the entire questionnaire will only be conducted in English, as these are the only responses I will be able to understand. However, around 91% of the population in the UK speaks English fluently, and as the study is focusing on the responses of the UK population to Christmas advertising that is broadcast in the UK, this constraint is mitigated. 
[bookmark: _n9rnkeifpc7n]7.3. Methodological Limitations
Finally, there are methodological limitations to the research proposal, which have been discussed in Section 5.0. Ultimately the benefits of the suggested research method outweigh the limitations associated with it, which is why this is the suggested research method for this proposal. 
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Every research study requires a time plan to ensure that things run smoothly and that each area of the research is completed in a timely manner. There are a lot of stages to a research study other than simply getting responses to a questionnaire, and it is critical that all the required work is completed within appropriate time frames to ensure the research is proposed and that the study can collect responses from the public at the scheduled time. One of the best ways to plan time for a research study is to use a Gantt chart. Gantt charts are a visual project management tool that gives a clear outline of timeframes in which tasks need to be completed, as the chart is displayed in the style of a graph (Clark, 1922). They are easy to understand and provide a visual template that can be quickly looked at to monitor the progress of the study and ensure things are happening when they are supposed to. 
With that in mind, the Gantt chart below has been designed to outline the processes of this research study. As mentioned earlier, the research study is slightly time-constrained due to the nature of the study. The study is being completed as part of an MBA qualification, so the time in which the study can be completed is restricted to around 4 months, however, this is still a doable time frame when considering the nature of the study. Please see below a clearly outlined Gantt chart to show the planned time flow for the proposed research study. 
[bookmark: _e4kxntux2yut]8.1. Gantt Chart Displaying Timeline for Study
[image: ]
The planning and proposal stage will include around 2 weeks for a literature review to be completed, 2 weeks for the final research question to be formulated and for the proposal to be written, followed by 2 weeks for the proposal to be reviewed and accepted and for ethical considerations to be checked. The data collection and analysis section will be split evenly, with 3 weeks for data to be gathered and 6 weeks for the data to be analysed. Finally, the writing and submission section will consist of around 3-4 weeks of writing the dissertation, followed by 1 week for final checks and edits, and finally 1 week for submission to the university. 
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[bookmark: _i4skqedzigxv]9.0. Ethical Considerations
One of the most important things to consider before conducting any research study is the ethics of the study. Ethical considerations are a key thing to think about as they could become a constraint on the study. There are a number of reasons why ethical considerations are important, including to protect the rights and well-being of those participating in the study, prevent them from harm and ensure they give informed consent and maintaining the validity of the study including things such as ensuring there is no bias and that the researcher remains objective (Israel et al, 2006). Different research methods will make studies more vulnerable to breaches in ethics. For example, ethnography is ethically vulnerable due to participants being unable to give informed consent (Carmen Delgado Luchner, 2017), and questionnaires also have ethical considerations that need to be made, too. 
One of the first ethical considerations of questionnaires is informed consent. Informed consent is something that has to be considered for all research studies, and it is one of the most important things to gather in order for a study to be considered ethical. It isn’t enough to simply have somebody say “yes” to being in the study; they have to be fully informed about the purpose of the study before saying “yes” in order for the consent to be considered informed and to ensure the research is valid.  Another box that has to be ticked in order for consent to be considered informed is that participants have to volunteer to participate, and they must be told that they have the right to withdraw at any point, and if they withdraw they will take their data with them and that information will no longer be used in the study . To ensure that all participants who take part in the study do so by providing informed consent, they will be briefed on all this before they answer a single question of the questionnaire. It will be made explicit that they have the right to their data and that they have the right to leave at any point, which will strike their relationship from the study, and participants will be asked to confirm that they are happy to proceed (Beauchamp, 2017). In addition, to avoid any potential harm, the study will only ask for participants over the age of 16, and no children will be asked to participate in the study. Primarily, this is due to wanting to protect the safety of children, and the blurred lines around informed consent for this age group; however, this decision has also been made as the study looks at purchasing behaviour and customer loyalty, and generally, those under 16 aren’t regular shoppers.
Another key ethical consideration for questionnaires is privacy and confidentiality. Decisions have to be made over confidentiality vs anonymity, and this mainly involves whether or not personal information will be collected and not disclosed, or simply not collected at all (Sieber, 2007). There are some studies where personal data will be key to answering the research question; however, for the proposed study, it is not necessary, so participants will only be asked non-identifiable demographic questions, names will not be taken, and neither will any other personal information. Underneath this group of considerations also comes data protection, specifically the storage of any data that is collected. Measures have to be taken to ensure all data is stored in a secure location that is not easily accessible and that is protected, as this data is owned by the participants. The proposed study plans to use Qualtrics to obtain participants' answers to the questions, and this data will also be stored on the Qualtrics cloud. Qualtrics has its own data protection measures, so any data collected as part of this study will also be protected by the malware protection that Qualtrics as a company uses (Qualtrics, 2025). 
In order for a study to be considered ethical, it has to be ensured that there is no potential for harm or distress to the participants in the study. There are some styles of research where this is a bigger consideration, but even for some questionnaires, the psychological safety of participants needs to be considered. Some questionnaires could involve questions that could be psychologically harmful, particularly to those who may have experienced past trauma, so it is critical to consider the potential for harm. Even if that harm is not physical. As the research question for the proposed study simply looks at the impact of emotive Christmas advertising on purchasing behaviour and customer loyalty, the potential for harm is very low. However, details for the researcher will be provided if any participants feel they require support following the completion of the study. 
Another key ethical consideration centres around deception and concealment. This is quite closely linked to informed consent and basically refers to the fact that the true purpose of the research should be made clear from the start. There are a handful of research studies that will require the true aim of the study to be kept secret, as revealing the aim of the study would impact the research; however, for most questionnaires, this is not something that has to occur. For the proposed research study, there is absolutely no need for the aim of the study to be kept secret, and participants will be fully informed regarding the aims and objectives of the study before they agree to participate. 
The final ethical consideration for this study focuses on the data that is collected in the research and the way that the data is collected. Specifically for questionnaires, ethical questions need to be asked about the quality of the data for the study. To ensure that only top-quality data will be collected as part of the study, no leading questions will be included. Leading questions are any questions that are worded in a way that puts pressure on participants to answer questions with a particular response (Goodman et al, 2018). All questions in the proposed study will be worded in a way that is completely neutral and will not bias answers in either direction. The best data will be data that is totally neutral and not at all swayed. Another key part of ensuring top-quality data is ensuring that questions are worded in a clear and succinct way so that there is total clarity with the participants. To ensure this, all questions will be signed off by the research supervisor before the questionnaire is distributed to participants. Finally, to ensure that all questions are clear, there is no researcher bias, and that the data which is collected is of top quality, a pilot study will be run to ensure that there is no misinterpretation between participants. If any does occur during the pilot study, then changes will be made before the questionnaire is distributed among the main test sample. 
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