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The Effect of Emotional Marketing on Brand Perception.
Research Question
Customer experiences of emotional marketing and how these affect brand perception?
Introduction
When faced with the unnerving concept of deciding on a dissertation title, my main motivation was to keep it conversant and relatable. But what do we all have in common that we can relate to? ‘Human beings are slaves to emotion’. (Harvey, 2018) I have found myself captivated and teary-eyed by emotional marketing campaigns more times than I care to admit, (haven’t we all?!). I have experienced first-hand how one emotion-packed advert had a direct impact on how I viewed an individual product and resultantly, the company itself.
My dissertation will focus on how businesses employ emotional marketing campaigns and how effective this is in the overall creation of a brand’s perception from the customer’s perspective. I will be relying on my own primary findings to gain a clearer understanding of the matter at hand. While my research question stems from my overall title, it has progressed to incorporate specific customer beliefs and experiences to gain a richer insight into the designated discussion. My main aim and objectives are as follows:
Aim
· How does emotional marketing affect brand perception?
Objectives
· Draw on real customer experiences to explore existing emotional marketing campaigns and understand how this has shaped brand perception. 
· Use relevant case studies to compare differing emotive marketing examples and explore how this has impacted brand perception.
· Analyse existing academic theories to identify any connotations or variances from that of my primary research.

Literature Review
What exactly is a brand? For a question that seems so simplistic, there are countless varying definitions that exist. Let’s concentrate instead on what a brand is not. A brand is more than merely a name and a logo; it is far bigger than just a product or a service. These factors contribute to the overall image for sure, however brand perception is a result of a customer’s experience and emotional connection with a company. ‘A brand exists only in the minds of your customers’. (Wells, 2016) 
Where a customer’s experience begins with awareness, it seems that strategic marketing is a pivotal influence on brand perception. Kotler and Armstrong defined traditional marketing as, ‘the social process by which individuals and organisations obtain what they need and want through creating and exchanging value with others’ (Philip Kotler, 2013). However, I would argue that the concept of marketing has since progressed. Where this theory seems to lack depth through the generalisations and oversimplifications of all customers, other theories show a profounder understanding to their benefactors. These theories, ‘consider customers as human beings who, in a wholly rational fashion, are hungry for a plausible emotional involvement.’ (Robinette, 2000) It would seem reasonable to therefore assume that the use of emotion through marketing campaigns is a key inspiration to the way a brand is perceived from the customer’s perspective.
‘The most startling truth is we don’t even think our way to logical solutions. We feel our way to reason’. (Praet, 2012)  As an advancement to more traditional marketing, emotional marketing offers a much more direct and personal relationship with consumers. This approach allows companies to demonstrate emotional intelligence through providing a more comprehensive understanding of the product experiences alongside the practical and social needs of the customer. Psychological literature recognises that the emotional conditions influence every stage of decision-making in purchasing processes. (Schmitt, 2016) 
While some see emotional marketing as a strategic technique, others would go so far as to imply this methodology is a form of art. Seth Godin explains this theory with, ‘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)’. (Godin, 2016) However, the question remains; does the ‘art’ of emotive marketing have an effect on the overall brand perception? And furthermore, how has this worked in practice?

Research Strategy and Methodology
As an interpretivist, my dissertation’s core objectives focus on exploring customers’ emotions and experiences of differing marketing campaigns. ‘Situations are often neutral, but our perceptions and emotions towards them seldom are.’ (Leader, 2015) I have chosen against the use of empirical data as I do not feel this would deliver the genuine, in-depth outcomes that my dissertation would require. Where emotions and beliefs are so unique and personal for each individual customer, it seems only appropriate that they can be expressed through words in my qualitative research.
A qualitative approach is, ‘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)
I aim to conduct a total of six recorded interviews in a semi structured manner. This approach would both allow me to stay consistent in my questions to compare each personal viewpoint, whilst allowing the interviewee the opportunity to expand wherever they feel necessary, ensuring a higher degree of strength and realism in my findings. My interview questions will encompass both thought and experience provoking questions in order to gain a more rounded insight into how emotions can act to shape the way a brand is perceived and how this has worked in practice.  
[bookmark: _GoBack]The people I wish to interview are individuals with a brand perception, who have had some sort of behavioural response to an emotional marketing campaign; I want to access customers. I will be focussing on certain companies who exploit emotive marketing methods and then seeking to interview the benefactors of these organisations. With one of my main motivations being to keep my work widely relatable, my sample will not be specific on age, gender, ethnicity, etc. I will use a random sampling method because anybody’s personal input would be valuable to my research question. Although this is my core objective, I believe it would also be beneficial to speak to two marketing managers who have experience in the field of emotional marketing to assess if the aims of the emotive campaign concur with the response of the customers. 
This however was not my original intention. After recognising a possible limitation of the hawthorn effect, I had considered the option of conducting mixed method research as a quantitative approach could offer a more statistical view on the effectiveness of emotional marketing in which to draw conclusions. I had considered analysing purchase patterns to assess the success of each approach. However, after considering this, I did not feel this approach would give me sufficient understanding into a company’s brand perception from the customer’s perspective as I would not be accessing each customer’s own personal, individual viewpoint. Therefore, the opinions and experiences of real customers would have more benefit to the discussion of the effect of emotional marketing on brand perception.  By also evaluating existing academic theories, this should increase the validity and reliability of my findings through the use of methodological plurality.

Logistical and Ethical Consideration
While putting focus on the cogency of my findings, as with all social research I should consider any ethical obligations and comply with the BSA guidelines. Where I intend to indorse discussion based on specific emotional campaigns, I understand the sensitivity of the topic and will therefore pre-plan the interview questions and boundaries beforehand. Prior to conducting any interviews, I will discuss my proposed questions with both my dissertation tutor and with a practice sample of people who can offer me feedback. As can be seen from my planned timetable, I aim to achieve this shortly to allow myself time to adjust accordingly. The nature of my interviews however, will allow those involved to extend only in places where comfortable and happy to do so. 
It is vital that participants give their informed consent and are content to express all their thoughts and personal experiences confidentially, without judgement. Therefore, full anonymity will be offered. A further ethical obligation will be adhered to by means of the ethics form I will be giving to all participants. This will both ensure the participants are well aware of the process of the interviews and also assure participants of my credibility and integrity.
While ethical responsibilities are being adhered to, it seems that with qualitative research methods, comes some practical issues that must be considered. Fortunately, for the majority of my interviews, my target sample is rather flexible. However, where I intend to access a company’s marketing director, this may prove more challenging. Both distance and time restrictions would act as limitations to conduct face-to-face interviews. Nevertheless, I aim to tackle this problem through the use of Skype as a platform for my interviews where meeting in person proves impractical.  
Recognising these ethical and logistical issues in advance has allowed me to plan methods to limit potential drawbacks. However, perhaps my focal concern for my research is the phenomenon of the Hawthorne effect. This refers to, ‘the tendency of some people to work harder and perform differently when they are participants in an experiment’. Although this is a concern for any overt study, I have determined how my approach could lessen the affect as much as possible. I aim to ensure all interviews are conducted in the participant’s natural, comfortable surroundings, where they are more inclined to offer their genuine beliefs and experiences. Also, where ‘biases get in the way of clear and rational thinking’, (Busch, 2017) I will concentrate on ensuring my interview questions are not leading and are only presented in a neutral way. This may also offer further realism through my results by allowing participants to express their own beliefs without reflecting my own values onto them. 
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