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Abstract 

 

 

 

“The emotions aren't always  

immediately subject to reason,  

but they are always immediately  

subject to action” 

 William James 

 

 

The concept of emotional branding has not received much attention from the academic 

community. Emotional branding is a powerful and advantageous instrument. It links 

brand to the customers, makes customers identify themselves with the brand, adapts 

brand to customers‟ way of life, and makes brand more reliable in customers´ eyes. 

Simply defined, emotional branding is about fulfilment of peoples‟ needs. 

This dissertation explores and analyses factors, which explain the concept emotional 

branding. After having reviewed the literature in the area of branding and emotions, the 

authors of the dissertation create an explanatory model. This model consists of four 

factors: Trust, Personality, Lifestyle, and Relationship. Four propositions are formulated 

in order to test the model. The suggested theory was tested in a laboratory experiment 

with a Multi-method qualitative study. The conclusion of the research conducted is that 

emotional branding, indeed, can be explained by four factors; Trust, Lifestyle, 

Personality, and Relationship.  
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Brand, branding, emotional marketing, emotion, emotional branding, trust, personality, 

lifestyle, relationship. 
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Chapter 1 

Introduction 

The first chapter describes the idea behind this dissertation. The research problem 

and the purpose are discussed. Further, the limitations, definitions and research 

questions are defined. Finally, the structure of the dissertations is presented.  

1.1 Background 

While studied the literature within the research area, we realised that there is a need to 

explain the concept of emotional branding. It is a new concept which connects brands to 

the people. This connection of brands to the people can occurs through different factors, 

which are of importance for consumers in everyday life.  There are relatively few 

studies conducted to the subject, and the existing literature is not academically reliable.  

The idea for this subject arises from the book “Emotional Branding: new paradigm that 

connects brands to the people” by Marc Gobé (2001). He declares that the world is 

moving from an industrially driven economy where machines are the heroes toward a 

people driven economy that puts the consumer in the seat of power. The key to success 

of a brand according to Marc Gobé, is the understanding of people‟s emotional needs 

and desires.  According to Roberts (2004) Emotional Branding is a consumer-centric, 

relational, story-driven approach that builds profound and lasting bonds between 

customers and brands. Travis (2000) says, a brand is like a link between a company and 

the customers. It is a crucial question for a company to know how customers feel about 

their brand. The emotional connection to a brand needs to be developed in order to 

mean something to customers.  

By bringing the credibility and personality into the relationship a brand can connect 

with people on a more personal level (Gobé, 2001). Emotional branding creates 

subcultures (e.g. Harley Davidson´s clubs, shops etc.) and the way of living. It can be 

seen as the glue in a relationship that keeps people continuing to experience the feelings 

they enjoy with the brand. It focuses on building trust, which is a basic human emotion. 

A company needs to be aware of what they communicate to their customer with their 
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brand image. A brand image should not promise more than what it can deliver. By 

stating “Nothing is impossible” (IKEA) a company should not breach the promise of 

that emotional statement with its target group.  

As stated before, previous research of branding is widely expressed, but the concept of 

emotional branding is an unexplored area of marketing. This is definitely an area within 

marketing that needs to be elaborated more closely.  

1.2 The research problem and questions 

Consumers view a brand as an important part of a product, and branding can help to 

differentiate a company‟s product from that of its competitor‟s product (Kotler, 1996). 

We can just take a look at car industry that try to differentiate themselves by using more 

personal oriented brand image to reach consumers; for instance Hyundai "Drive your 

way"; Porsche “There is no substitute”, Opel "Fresh thinking, better cars", Saab "Find 

your own road", Toyota "My Toyota is fantastic", and Volvo "For Life". To build a 

bond between consumers and a brand, a consumer needs to be reached on an emotional 

level (Kotler, 1996). 

Since the emotional branding is new as a concept and the existing definitions are 

unsatisfactory, it brings the authors to the problem area of this dissertation and the 

research questions the authors will try to answer:  

 What are the factors of emotional branding?  

 How can definition of the concept be modified? 

The intention of this dissertation will not be to consider the relation between the 

possible factors that explain emotional branding, but to investigate each factor 

separately and how each factor explain emotional branding.  

1.3 Purpose 

The main objective for this dissertation is to find out what factors explain the concept of 

emotional branding and how the concept definition can be modified. The findings will 

be present in an explanatory model.  
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1.4 Limitations  

In order to fulfil the purpose of the dissertation, the main limitation has to be to read and 

evaluate the most recognised researchers in the fields of branding and emotions. The 

theories will be reviewed in terms of relevance for the study. This means that subject as 

emotion, emotional marketing, branding as well as emotional branding will be 

evaluated. Additional limitation will be to investigate the possible factors that explain 

concept of emotional branding but not the relation between those. Further, due to the 

time constraint, the number of participants in the experiment needed to be limited.  

1.5 Theoretical framework 

The book “Emotional Branding: new paradigm that connects brands to the people” by 

Marc Gobé (2001) gave the inspiration for this dissertation. Gobé is a leading brand 

expert and Chairman & CEO of Desgrippes Gobé. His work has been recognized by 

many writers and researchers and he has been repeatedly quoted in numerous journals, 

research papers and articles. However, authors have used copious academically reliable 

studies within the area of emotions, emotional marketing, branding and emotional 

branding.  

1.6 Definitions to the key words  

Below, you will find most essential and most frequently used definitions that are 

necessary to fully understand the research.  

Brand – the definition of the American Marketing Association defines it as “a name, 

term, sign, symbol or design or a combination of them intended to identify the goods 

and services of one seller or group of sellers and to differentiate them from those of 

competition.” 

Branding - Branding helps make purchasing decisions easier by creating trust and an 

emotional attachment to a product or company (Kotler, 1996). 

Brand personality –“Brand personality reflects how people feel about a brand, rather 

than what they think the brand is or does” (Keller, 1998, p.97) 
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Brand equity –brand equity is the marketing effects or outcomes that accrue to the 

product or service with its brand name as compared to the outcomes if that same 

product or service did not have the brand name (Keller, 1998). 

Emotion – Emotions direct and enrich an individual‟s life by giving meaning to 

everyday continuation while also passing on intangible value to things (Cacioppo et. al., 

2000). 

Emotional benefits - Emotional benefits add richness and depth to the experience of 

owning and using the brand (Aaker, 1996). 

Emotional marketing – Emotional marketing derive its origin from human psychology 

of what causes us to buy things (Foxall et. al., 1998).  

1.7 Method 

The methodological strategy used in this dissertation will be an experiment that allows 

to study causal links; whether a change in one independent variable creates a change in 

another dependent variable (Hakim, 2000). The MetaPlan and Storytelling will be 

emphasised as the method techniques.  

1.8 Outline 

The structure and the overview of subsequent chapters of the dissertation:  

Figure 1:  The structure of the dissertation 

 

Introduction
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Part I – Introduction and Method 

Chapter 1 – Introduction – together with the background, the problem discussion leads 

to the     purpose of the dissertation. The chapter ends with the limitations 

and the definitions of the key words used.   

Chapter 2 – Method – this chapter contains the discussion around the methodological 

considerations that the authors have acquired along the work with the 

dissertation.  

Part II – Theoretical Framework 

Chapter 3 – Theoretical Framework – this chapter gives an overview in the form of 

literature review on emotions, emotional marketing, branding, and 

emotional branding. The purpose of this chapter is to provide a general 

view and understanding of the theories used. 

Chapter 4 – Theory: Emotional Branding – The theoretical framework analysis is 

discussed in this chapter. The results of the first research question are 

presented. 

Part III – Experiment and Conclusion 

Chapter 5 – Experiment – this chapter starts with a description of the method where the 

entire methodological process is explained. Furthermore the 

experimental design and experiment results are evaluated. Finally, the 

experiment conclusion is presented. 

Chapter 6 – Conclusion – the conclusion is presented in this chapter. The dissertation is 

summarised and emotional branding is defined and evaluated. Finally, 

the suggestions for further research are presented. 
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Chapter 2 

Method 

In this chapter, the choice of scientific philosophy and strategy, as well as the 

scientific approach are presented. Approach to the problem is deductive in order to 

gain a greater understanding of the already existing theories. The scientific technique 

within the experiment process is profoundly described. 

2.1 Introduction 

The creation of scientific report involves a continuous search for new knowledge. An 

important choice of the investigation is the choice of method. The choice of method is 

profoundly influenced by the research goal and the questions of empirical study 

(Saunders et. al., 2003). Therefore the choice of the most suitable method is crucial for 

answering the research questions and achieving the research purpose. 

Depending on the procedure, different results can appear (Wiedersheim-Paul & 

Eriksson, 1989). One should, nevertheless, strive to create an objective report. The 

authors‟ ambitions are to be as objective as possible in the interpretation and evaluation 

of existing theories in the literature, as well as of the empirical material. Despite the 

authors‟ best endeavours to be objective it is hard to leave personal perspectives, and 

frame of references out of account. This is why it is important to describe the procedure 

during the work on the dissertation, thus the reader can establish an understanding of 

what the findings are based upon.   

2.2 Choice of method 

The main issue of this dissertation is to find out what factors explain emotional branding 

and how the concept definition can be modified. Therefore, a need to start by studying 

the literature about branding and consumers‟ emotions was of importance in order to 

understand this new phenomenon. The authors of the dissertation critically reviewed the 

literature before starting the writing process and chose only the theories closest related 

to the topic.  
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2.2.1 Scientific philosophy 

The research philosophy is based on the principles of positivism. Positivism is “a 

system of philosophy based on experience and empirical knowledge of natural 

phenomena, in which metaphysics and theology are regarded as inadequate and 

imperfect systems of knowledge” (Encarta Encyclopaedia Deluxe, 2004). The 

researchers who are connected to principles of positivism have the role of an objective 

analyst, and they try to collect information in a value-free way. According to Saunders 

et. al., (2003) the adaptation of positivistic approach by researches make them more 

independent in what they do, and they do not look for to affect or be affected by the 

subject of the research. In this research, the authors collected information from different 

sources that appeared to be valuable. It is perfectly possible to adapt some of the 

characteristics of positivism in the research, for example propositions testing, and use 

largely qualitative methods.  

2.2.2 Scientific approach 

The deductive or the inductive approach can be used as a research approach. The 

inductive approach means that you make a study which is based on the principle of 

developing theory after you collected the data for the research. The deductive approach 

means that you use the literature, which helps you to identify the theories and help you 

to build up hypotheses or propositions, which in return define the research strategy 

(Saunders et. al., 2003). Since the aim of the dissertation is to present an explanatory 

model for the factors that explain emotional branding, the deductive approach has been 

adapted. Based on that model, a number of propositions are derived. These propositions 

will be presented in chapter 5 of this dissertation.  

2.2.3 Scientific strategy 

The experimental research strategy is a classical form “that owes much to the natural 

sciences, although it features strongly in much social science research, particularly 

psychology” (Saunders et. al., 2003, p.91). This type of strategy was chosen since it is 

most applicable in a research, concerning human behaviour (Christiansen, 2004). The 

experiment on which the empirical data of this dissertation is based upon was 

performed. The purpose with the experiment was to test propositions linked to the 

explanatory model through a MetaPlan technique. The independent variables in this 
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dissertation are factors, which the authors assumed are the explanatory factors of 

dependent variable, emotional branding. Four propositions have been set to test the 

relation between independent and dependent variable. By using MetaPlan technique, a 

moderator intervene the discussion by triggering questions How? and Why?  

The experiment should include two exact similar groups in all aspects except that the 

experimental group should be exposed to interventions or manipulations. In the other 

group, the control group, no such interventions should be made (Saunders et. al., 2003). 

The use of control group in our experiment was impossible since the control group 

would always have been exposed by some sort of information necessary for the 

experiment. The absence of the moderator within used research technique will not 

guarantee outcome of the experiment (Cristiansen, 2004).  

2.2.4 Scientific choices and time horizons 

The choice of the research method is Multi – method qualitative study, because a 

combination of more than one qualitative data collection technique is applied. A cross 

sectional time horizon will be undertaken in regards to the time constrain of the course. 

It means that the dissertation will look into a particular phenomenon at particular time. 

2.2.5 Scientific techniques and procedures 

The research is based both on primary and secondary data. 

2.2.5.1 Primary data 

A research can be either quantitative or qualitative. Qualitative studies are researches 

where data is collected, analysed and interpreted but cannot in a meaningful way be 

quantified, while findings provided by quantitative research (a research expressed in 

numbers) are therefore conclusive in a way that qualitative research cannot be (Trost, 

2001). Even though quantitative research is more conclusive, the qualitative study needs 

to be performed in order to get the answers on the research questions. The qualitative 

study will be based on a MetaPlan. Collections of primary data have been carried out by 

an experimental study. The qualitative breadth was obtained by techniques called 

Storytelling and MetaPlan. 
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Storytelling is a technique that Storytellers use to communicate with an audience. It is a 

discursive method that personalize the stories to remind the listeners to be part of direct 

experience. The storytelling method is easy to apply and presents a clear picture of the 

social reality through the stories. Telling a story is something very natural for humans. 

This method has been used to transport knowledge ever since we learned how to 

communicate. Storytelling gives the opportunity to directly provide information on 

good practices. Stories have a great advantage because emotions can be expressed and 

the entire description formulated of what affect us (Montejo, 2005; Leibing & Cohen, 

2006). 

MetaPlan is one of the strategic methods used within socio – technical choice. It is an 

extensive approach developed by the Quickborn Group in Germany in the early 

seventies. There are two techniques within the MetaPlan that have a general application 

and can be used independently. The first is a form of brain-writing where participants 

write their opinions on coloured cards before fastening them on the white board for 

supplementary analysis. This supplementary analysis is usually a form of clustering. 

The second is using small coloured sticky spots as way of gathering participants‟ 

opinions; to express what they prioritize on a list of items or to make an evaluation 

(Friend & Hickling, 2007). The results are usually documented photographically. 

According to Kaufman et. al., (2006) MetaPlan is a creative idea-finding method that 

concretes operative and social questions. Kaufman describes Metaplan as following; “... 

it works with written communication and visualisation. ... It is based on the specific 

rules of communication and set of materials (oval, cloud-shaped, and rectangular 

cards, felt-tipped pens, and pin boards). The characteristics course of action is that the 

participants independently write their ideas on a small cards in large letters. The cards 

are then jointly arranged on the pinboard by the group. Consequently, the ideas are 

transformed into precise work assignments. A moderator or facilitator organizes the 

communication process in the group. The advantage of this method is that no one in the 

group dominates and that all suggestions are treated equally. The methods originally 

developed under the name Metaplan are widely spread in Germany. There is hardly a 

university or larger company that does not work with these instruments” (Kaufman et. 

al., 2006, p 179).   
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In conclusion, Storytelling and MetaPlan are most fitting methods for this dissertation 

as they will provide the authors with the information necessary for collecting the 

primary data. Therefore this dissertation can be classified as an explanatory study, 

because the authors wanted to clarify and establish the relationship between dependent 

variable with each independent variable (Saunders et. al., 2003). 

2.2.5.2 Secondary data 

Secondary data has been based on literature of the topic and different scientific articles 

found on the Internet. Since the existence of the concept of emotional branding is 

relatively new and unknown, the extensive literature reviews about the subject and 

related subjects had to be conducted. Some most recognised researchers, that are not 

many, in the area of the subject are Gobé (2001), Travis (2000), Robinette and Brand 

(2001), and Söderlund (2003).  

Moreover, this research is based on different criteria that it had to meet. It is built up by 

literature written in English or Swedish, which is related to the topic and used in other 

studies with similar character and focus. Different theories were analysed, such as 

Gobé‟s (2001) and Travis´s (2000) theory of emotional branding, Aaker‟s (1991) and 

Keller‟s (1998) different perspectives on brand equity. The study of consumer-based 

brand equity by Keller (2001) was also analysed, as well as two different human 

personality dimensions („Big Five‟ and Five-Factor Model) in order to understand how 

consumers relate personalities to a brand. The Hallmark value star model by Robinette 

and Brand (2001) was analysed which deals with the way marketers can make their 

products/service more valuable to the consumers. Having considered the previous 

mentioned theories, many of them are restricted when it comes to explaining the 

concept of emotional branding. However, these theories proved valuable to identify 

underlying factors, which was the purpose of the dissertation.  

2.3 Internal Validity 

To secure casualty in the experiment design, the independent variables must be in co 

variation with the dependent variable. This means if the assumed factors are significant 

then there will be a change in the concept of the dependent variable as it is now, then 

the modified definition of the concept of Emotional Branding will be achieved. This 

was controlled by a specific research technique called Metaplan.  



19 

 

The experimental group was selected by self-selection sampling and involved ten 

participants. Self-selection sampling occurs when individuals select themselves into an 

experimental group. It is usually done by publicise the need for individuals through 

internet social network or by collecting data from those who respond (Saunders et. al., 

2003). 

2.4 Summary 

The data collection was conducted using both primary and secondary sources. Primary 

data was collected by an experimental study, using Storytelling and Metaplan technique. 

Secondary data has been based on the existing literature of the topic and different 

scientific articles. The deductive approach has been applied in order to develop 

propositions that would simplify the creation of research strategy. The scientific 

philosophy is positivism and time horizon is cross-sectional.     
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Chapter 3 

Theoretical framework 

This chapter will give an overview in the form of literature review on history of 

branding and what a brand is. Furthermore, the chapter will describe different 

dimensions of emotional marketing and the concept of emotional branding. The 

purpose of this chapter is to provide a general view and understanding of the theories 

used.  

3.1 Introduction 

In order to get an overview of the research area of emotional branding and how it 

connects people to a brand, the concept of branding and emotional marketing will be 

presented. Discussion begins with the explanation of the term brand and aspects of 

brand association. A description of difference between emotion and emotional benefits 

is derived. In this chapter, different perspectives of emotional branding will be 

examined in order to get an overview of what the concept can be influenced by. 

Theories about brand equity, brand experience, brand energy, and brand personality will 

be reviewed.  

3.2 What is a brand? 

The history of branding can be traced back to many centuries before the term came to 

acquire its modern usage. In Greek and Roman times for example, there where various 

ways to promote wares or goods. Trough written information to the public, consumers 

could find that this man, at this address, can make shoes. Advertising and marketing 

were done on a personal basis with the name of a particular individual as important as 

that of his product or service (Room, 1998).  

The word brand comes from the Old Norse „brandr‟, which means to burn. It was 

evidently by burning that farmers stamped ownership on the cattle, and with the 

expansion of trade buyers that used brands as a way of making a distinction between the 

cattle of one farmer and another. A farmer with a superior reputation for the quality of 
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his animals would find his brand very demanded, while people watchfully stayed away 

from brands of farmers with a lesser reputation (Clifton et. al., 2004) 

When we think of brands, we usually think of products we buy e.g. Coca Cola. There 

are a number of definitions of a brand. According to the American Marketing 

Association, a brand is described as a “name, term, sign, symbol, or design, or a 

combination of them intended to identify the goods and services of one seller or group 

of sellers and differentiate them from those of competitors” (Hansen and Christensen, 

2003). A brand must be a label in the true sense. It is something that is attached to an 

object which gives consumers information about it. Consumers view a brand as an 

important part of a product, and branding can help to differentiate a company‟s product 

from that of its competitor‟s products. Besides meeting the basic functional 

requirements of consumers, a brand also has added values that fulfil consumers‟ 

psychological needs (Kotler, 1996).  

Brands allow the consumer to shop with confidence, and they provide a route map 

through a confusing variety of choices (Clifton et. al., 2004). The customer does not 

have to be an expert on the complexities of accessible products to choose between one 

supplier and another. Just have a look at today‟s Cell phone market that offers a variety 

of different products but still everyone desire to have an Iphone (Authors‟ observation). 

The brand name and consumers‟ appreciation of its underlying appeals will ultimately 

drive the purchase decision. A brand conveys a specific set of features, benefits and 

services to buyer. The best brands often stand for quality, value and product satisfaction 

(Kotler, 1996). 

Building a strong brand is the goal of many organizations. It provides possible benefits 

to a company, including greater customer loyalty and less vulnerability to competitive 

marketing actions and marketing crises. Moreover, larger margins as well as more 

favourable customer response to price increases and decreases can be seen as possible 

benefits. Even greater trade or intermediary cooperation and support, increased 

marketing communication effectiveness, and licensing and brand-extension 

opportunities are included as possible benefits that can be provided by a brand (Keller, 

2001).  
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A brand is more than just a word or symbol used to identify a product or company. It 

symbolizes immediate image, emotions, or perceptions people experience when they 

think of a product or company. It is a bridge between a company and the customer. A 

brand is not a brand until it develops an emotional connection with the customer 

(Travis, 2000).  

The most powerful brands produce powerful emotions. They all go way beyond the 

limitations of their product dimensions. They create their own mind space. Brands give 

not just a physical product or service, but an experience that engages the imagination. 

The feeling is often hard to describe when using a brand because much of it lives in the 

shallows of the consciousness. While all brands produce feelings, some are designed to 

give more of an experience in the true sense of the word than others. The most powerful 

of them go beyond the conventional to steal your heart away (Travis, 2000).  

As we can notice from the discussion above a brand represents a set of feelings and 

perceptions about quality, image, lifestyle and status. Before getting deeper into 

discussion of emotions, let us first take a look at the aspects of brand associations.  

3.2.1 Aspects of brand associations  

A brand could offer attributes that the consumers may or may not comprehend as 

benefit. Depending upon the underlying motive, benefits could have a variety of 

emotional outcomes or backgrounds. When the benefit focus is not consistent with the 

basic purchase motivation, the common sense of the message and the efficiency of the 

communication brakes down. It is vital for a brand to understand the relation between 

brand attitudes and the purchase motivation, to highlight suitable benefits and how to 

direct the consumer‟s attention on that benefit (Percy, 2003).  

According to Rossiter and Percy (2001), there should be a distinction between attributes 

(what the product has), benefits (what the consumer wants), and emotions (what the 

consumer feels). Even attitudes (what the product means) should be distinguished 

according to Percy (2003).  
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3.2.1.1 Brand attributes 

Attributes are usually related to product performance and are divided into product and 

non-product related attributes. Attributes associated to product are linked to the 

product‟s physical traits and vary by product type grouping. These attributes are 

generally called features. Some examples are: components, materials and so on. 

External aspects which relate to product‟s purchase or consumption are non-product 

related attributes. Some examples can be: price, packaging, the identity of the typical 

consumer, place and so on. Product function is not determined by non-product 

attributes, but may function as significant indicator to help create further associations 

like association of price with quality. Packaging serves as an indicator to product quality 

since quality products are generally sold in quality packages. Brands are often tied with 

certain personality as for example “reliable”, “safe”, or “superior” (Pitta & Katsanis, 

1995; Percy, 2003). More about brand personality will be explained later on in this 

chapter. 

3.2.1.2 Brand benefits 

The benefits should be selected according to three main concerns: Importance, Delivery, 

and Uniqueness (Rossiter & Percy, 1997). These considerations facilitate one to decide 

which benefits to emphasize. Benefits are often precise and stand for what specific 

consumer appreciate. Benefits can additionally be characterized as functional, 

experimental or symbolic (Park et al, 1986). The fundamental features of a product 

which are often connected to the low level needs are affected to the functional benefits. 

Likewise, experimental benefits are connected to features and take into consideration 

the feeling behind the use of the product. Symbolic benefits, however, relate to 

consumers‟ self-concept and can be connected to advanced needs like social or self-

esteem needs. These benefits motivate and help enhance brand attitude (Maslow, 1970).  

3.2.1.3 Brand attitude 

The thoughts about, how much you like a brand that is well known, or that is ranked as 

one of the best, are called brand attitude. Everything a person knows about a particular 

product and what it means to them arises from a brand name. It summarises people‟s 

feelings, knowledge and experience with the brand.  The brand attitude does not spring 
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from nowhere, but is the outcome of the beliefs about certain benefits that brand expects 

from consumers in form of support of that overall attitude (Percy, 2003).  

According to Pitta and Katsanis (1995) the brand attitude is the most important brand 

association. This association is conceptualized in a model called “multiattribute 

expectancy value model” by Fishbein and Ajzen (1975). This model explains “attitudes 

as the sum of all the silent beliefs a consumer holds about a product or service, 

multiplied by the strength of evaluation of each of those beliefs as good or bad.” (Pitta 

& Katsanis, 1995, p.55). The consumer‟s prior psychological relationships with brands 

have to be taken into account when formulating and measuring the effects of 

communication strategies (Rice & Bennett, 1998). 

These variables will not be further elaborated, as the focus is on the variable emotion, 

but here below a short explanation on the subject “brand emotions” will be presented. 

3.2.1.4 Brand emotions  

Developing emotional associations for a brand is a powerful tool and can increase brand 

motivation, but marketing must also engage the consumers by creating curiosity and 

interest. According to Mantineau (1957) brands are emotion-laden units shaped by both 

the manufacturer and consumer through a range of means such as pricing, packaging, 

distribution and advertising. He states also that consumers buy products to fulfil both 

functional and emotional needs.  

On the other hand, Livingston (2004), states that there should be a sharp distinction 

between what he calls “emotional benefit” and “emotion”. Emotional benefits are 

exclusively attached to brands, their features and advertising, while emotions are more 

human physiological reactions. According to Travis (2000), it is far more effective to 

influence people‟s mind than persuading their thinking. Furthermore he states that it is 

impossible to make an emotional connection with consumers without using some form 

of emotion. This subject will be assessed deeply further on in this chapter.  

3.3 The concept of branding 

After having covered the history and meaning of brand, it is now time to dig deeper into 

concept of branding.   
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The process of branding includes much more than just creating a way to recognize a 

product or company. It is used to generate emotional attachment to the products and 

companies. Branding effort creates a feeling of commitment, an impression of higher 

quality and an aura of intangible qualities that surround the brand name. Meeting 

emotional needs, delivering on relevant promise and reducing the buyer‟s risk is what 

the branding is about. It is all about the relationship between two parties (the consumer 

and the product/company) and it is usually far removed from product features and the 

transactions. The challenge of branding is to develop a deep set of meanings for the 

brand (Kotler et. al., 1996; Travis, 2000). 

Branding helps make purchasing decisions easier by creating trust and an emotional 

attachment to a product or company. A strong brand helps customers create a set of 

expectations about the products without even knowing the details of product features. 

Branding will help a company to separate the customers from the competition and 

protect its market share while building brand awareness. Once the brand awareness is 

built, customers will automatically think of that specific brand as their first choice 

(Kotler, 1996).  

A powerful brand indicates that a company wants to build customer loyalty and not just 

sell product. A strong branding campaign will also signal seriousness about marketing 

and intention to be around for a while. A brand stresses firm's identity upon potential 

customers, not necessarily to secure an immediate sale but rather to build a lasting 

impression of the products (Kotler, 1996).  

Branding helps to communicate company's values and explain the reason for competing 

in the market. People do not make rational decisions when they make a purchase. They 

attach to a brand the same way they attach to each other; first emotionally and then 

logically. Purchase decisions are made the same way; first instinctively and impulsively 

and then those decisions are rationalised (Robinette & Brand, 2001). 

3.4 What is an emotion? 

“The word emotion is a contraction of two words, exit and motion. The ancient Greeks 

believed that an emotion is the soul coming temporarily out of the body.... There is the 

belief that emotional displays contain the core truth about a person and that to “be 

emotional” is to reveal one’s true self. In a sense this is true, since what people get 
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emotional about reveals what concerns them” (O‟Shaughnessy & O‟Shaughnessy, 2003 

p.20-21). To have an emotional reaction toward a brand is to have a strong positive 

feeling of liking for that brand. In deliberated decisions consumers are unable to assign 

values to different options or product attributes without emotions (Damasio, 1994).  

Emotions direct and enrich an individual‟s life by giving meaning to everyday 

continuation while also passing on intangible value to things (Cacioppo et. al., 2000). 

Emotions play a important role in facilitating decision making (Root-Bernstein, 1999) 

and improving functionality, (Laugh, 2005) and affecting an individual‟s belief 

(Marsella & Gratch, 2002).  

Using emotion in marketing is not a new idea (Robinette & Brand, 2001) Advertising 

agencies have always known that tapping into an audience emotions works. Emotions 

like LOVE – Mer Juice commercial with a love message from a Cupid, FEAR – 

commercial for Norrlands Guld showing what can happen to a guy that fears his wife, 

PRIDE – Tele 2 Black sheep telling us to be proud of being cheep, JEALOUSY- OLW 

snacks with its commercial “Where‟re the chicks?”, PLEASURE – Magnum Ice cream 

commercial with Eva Langoria, for yet another ice cream emotion flavour. Emotions, 

which are often used as a synonym to the affect, can be described as a psychological 

state with many characteristics (Söderlund, 2003). There are six basic emotions: anger, 

disgust, fear, happiness, sadness, and surprise (Goldfinger, 1991, p.102). Each of us 

experiences our emotions separately and uniquely.  

Thus, all emotions share certain traits in common, they have an object. They arise from 

negative or positive appraisals, they are associated with autonomic physiological 

activity, and they involve a tendency toward action (O‟Shaughnessy & O‟Shaughnessy, 

2003). This means that feelings can be incorporated into company‟s information so that 

company can generate the emotions needed to make a consumer to buy.  

All buyers are affected by their emotions but only few buyers are aware of it. The 

assumption of many businesses is that their customers make decisions consciously and 

rationally.  This assumption is largely false. Thanks to the structure of our brains, no 

human being is immune to the influence of their unconscious emotions (MacLean, 

1990). The rule of thumb among cognitive scientists is that 95 percent of all human 

behaviour is unconscious (Lakoff & Johnson, 1999). If the target market is female then 
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emotional connection is even more essential. They base their decisions primarily on 

emotional characteristics such as relationships and on what a product will do for them 

personally (Internet world, 1998 & Marketing News, 1998).  

It was previously assumed that emotions were exact opposite of reason, now they are 

seen as the base for decision making, through processes and actions. Absence of 

emotion and feelings can break down rationality and make wise decision-making almost 

impossible (Damasio, 1994). When we make a decision our brains relate to previous 

experiences and their associated emotions. This means that people buy product based 

not on what those products are but what they mean to the customers (Gobé, 2001). 

It is easy to neglect emotional connection since customers are often unaware of their 

deepest motivations, particularly when those motives are not socially approved. Few of 

these motives are: greed, ambition, status-seeking, fear, anger, love, lust, disgust and 

pride. What people can consciously communicate has only about a one in ten chance of 

being actually truthful (Bradly & Lang, 2000).  

Previously, the authors have mentioned that there should be a sharp distinction between 

emotions and emotional benefits. Emotional benefits will be discussed hereunder.  

3.4.1 Emotional Benefits 

When the purchase or use of a particular brand gives the customer a positive feeling, 

that brand is providing an emotional benefit. The strongest brand identities often include 

emotional benefits. Emotional benefits add richness and depth to the experience of 

owning and using the brand (Aaker, 1996). 

According to Livingstone (2004) companies want a lifetime relationship with their 

target. He states that this is only possible if companies can understand the core values 

and principles which they use to define them. Furthermore, he states that emotional 

benefits are, usually unconsciously attached to specific elements of a brand and to the 

brand itself as a whole. An emotional benefit is an often complex, positive, cognitive 

statement that consumers are able to make about themselves due to their use and 

attachment to a specific brand and its features. 
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According to Robinette and Brand (2001) human beings are emotional creatures who 

have deep-rooted need to connect with each other and the world around them. Our 

emotions serve a critically important role in our quest to survive, thrive, and realize our 

full potential. Emotion brings depth and meaning to life. It bridges the gap between our 

innermost needs and our daily actions to achieve satisfaction. It moves us to act, to 

participate in the game of life. It validates our decisions and empowers us to feel good 

or bad about them. It helps us navigate through hundreds of decisions we make every 

day. Without emotion, life is stripped of its meaning, its essence, its experiential value, 

and its rewards. Our decisions to buy are based on emotion, but rational though is also 

involved. Our values are influenced by emotion (Robinette & Brand, 2001). 

3.5 Emotional marketing  

The classic challenge faced by all marketers is how to make their products or services 

more valuable to the consumer then those of the competition. What do people need? 

What moves them to act? And what influences cause them to consistently choose one 

product or service over another?  

Emotional marketing derive its origin from human psychology of what causes us to buy 

things (Foxall et. al., 1998). The reason for buying products/services is because a 

company can generate the feelings consumers need to make the purchase. To get to the 

point of purchase a company needs to gain trust. It needs to deliver on what it promise 

or offer its consumers, which in return will create a feeling of trust that most consumers 

need before they  make a purchase. It is of significant value to know your customers, 

and knowing them would help to select what kinds of emotions compel them to buy 

(O'Shaughnessy, 1992). 

There are certain words that, when read, create an emotional response. These words 

summon a specific positive thought, or pull on the emotional senses that each of us has 

(Umbach, 2006). Emotional marketing is the act of taking into contemplation the 

feelings and needs of the consumers. It is also about finding ways to benefit from those 

feelings and needs to bring them back, and create higher volume sales through meeting 

consumers‟ needs (Hallward, 2007). 

The aim of marketing is to persuade, motivate, and sell. This means that creating the 

appropriate emotions in marketing is likely to have a positive effect on persuasion. 
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Emotional marketing appeals to the emotional needs of the consumers, when promoting 

a product. These emotional needs can be; (1) the need of acceptance/belonging to a 

group, (2) the need of security, (3) the need for change, variety and excitement, (4) the 

need to be attractive, and (5) the need for self acceptance (Hallward, 2007). 

According to Zeitlin and Westwood (1986), when applying emotional appeals in 

marketing, brand communicate its message, influence consumer attitudes and allow the 

emotion to serve as the product benefit.  

All marketing calls for some kind of emotions as soon it became an object for 

consumers‟ attention. It can happen that marketing can create emotions that do not 

exactly match with the originally intended emotions. It can generate negative emotions. 

This does not suggest that negative loaded marketing is not effective, but calls for a 

chain of different effects which can be used as effect criterion. Emotional marketing can 

be described as a process that involves few simple steps. According to Söderlund (2003) 

those are: 

 Expose consumers to emotional marketing (beautiful people in commercials, 

cheerful co-workers in the store or surprising products) 

 Consumer‟s emotional reaction by experiencing attraction, excitement, happiness 

or astonishment 

 Consumer‟s reaction on other response variables but emotional (commercial 

attitude or brand attitude) 

 Consumer forms intentions for action 

 Consumer takes action (purchase)  

Since the last step of the above mentioned process finishes with consumer taking action, 

which means that this brings out a behaviour action, it can convey disturbance. The 

process can be delayed before behaviour action takes place. The effect of emotional 

marketing can, because of disturbance, be very modest or even non-existent (Söderlund, 

2003). 

According to Robinette and Brand (2001, p.4) emotional marketing “is the enterprise-

wide pursuit of a sustainable connection that makes customers feel so valued and cared 

for they’ll go out of their way to be loyal”. Furthermore, the authors states that 

emotional marketing raises emotion to the strategic level, acknowledging its importance 
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in producing or reinforcing a germane brand identity and managing the consumer‟ 

experience. Emotional marketing deals with every phase of the customers‟ life cycle.  It 

assists companies in communicating the right emotional content and message, at the 

right place, at the right time, to the right consumers. 

The ultimate goal with emotional marketing is to create a lasting connection with each 

customer. It is much more than just predicting and meeting needs. Emotional marketing 

stand for welcoming customers, supporting customers purchase decisions, and creating 

a sense that customers are important, valued, and cared about (Robinette & Brand, 

2001). 

To find out how to make products and services more valuable and better than 

competitors, Hallmark surveyed thousands of customers and asked them to define their 

needs in their own terms. What became apparent was a completely new kind of 

motivational framework. The value star model is a practical, actionable framework for 

understanding, improving, and delivering a value proposition based on meeting 

consumers‟ highest level individual needs. The model incorporates the five factors that 

revealed themselves in the survey: money, product, equity, experience, and energy. 

 

Figure 2.: The value star – a model for emotional marketing
1 

                                                 

1
 Robinette & Brand (2001, p.22) 

Experience 

 

Equity 

 

Money 
Energy 

 

Value 

Product 

Rational Emotional 



32 

 

These five points additionally break down the traditional value equation, namely cost 

(money and energy) and benefits (product, equity and experience). The value star makes 

another distinction; i.e. the model has rational and emotional components. Money and 

product are both rational, while equity, energy and experience are emotional (Robinette 

& Brand, 2001). The value star model works at three different levels; to evaluate a 

brand‟s overall value propositions compared to the competition, to analyze values as 

perceived by different customer segments, and to help tailor products and services to 

individual preference. The emotional factors do not only foster differentiation from the 

competition but also incite the majority of decisions to purchase. Therefore the 

emotional factors are of importance to be developed more widely. 

3.5.1 Equity 

The concept of brand equity is one of the most popular and important marketing 

concepts (Ouwersloot & Tudorica, 2001; Keller et al., 1998). According to Aaker 

(1991, p. 15) brand equity is “a set of assets and liabilities linked to a brand, its name 

and symbol, that add value or subtract from the value provided by a product or service 

to a firm and/or to that firm’s customers”. He states that these assets and liabilities can 

be clustered into five categories: (1) brand loyalty, (2) brand awareness, (3) perceived 

quality, (4) brand associations in addition to perceived quality, and (5) other proprietary 

brand assets – patents, trademarks, channel relationships, etc.  

 

Figure 3: Brand equity
2
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Kapferer (1997) defines brand equity as: Brand awareness, Brand image, Perceived 

quality, Evocations, and Familiarity and liking.  

Keller‟s model (1998) holds the most restrictive view compared to earlier mentioned 

studies. He defines brand equity as the marketing effects or outcomes that accrue to the 

product or service with its brand name as compared to the outcomes if that same 

product or service did not have the brand name. Furthermore, he states that brand equity 

only exists in Brand awareness and Brand image; all other effects are derived from these 

two. 

3.5.1.1 Brand awareness  

It is crucial for a company to create and increase brand awareness, then build on this 

basis and craft a most important image composed of a group of positive associations 

about the brand. Brand awareness is adequate to create sales for some low involvement 

products, where brand name can be enough to determine purchase. The crucial aspect of 

brand awareness is, however, the structure of information in the memory.  Without this 

connection in memory it is impossible to build brand image (Pitta & Katsanis, 1995). 

According to Gobé (2001), brand awareness is the old concept of emotional branding 

and will be closely discussed further on in this dissertation.   

3.5.1.2 Brand image 

The different views and definitions of brand images differ in their level of abstraction 

by how complex the image is built in the minds of the consumers. According to Poiesz 

(1989), brand image is the associative brand network kept in consumers‟ minds. It is the 

total of all the information they have received about the brand, from experience, word of 

mouth, advertising, packaging, service etc. The information is modified by selective 

perception, previous believes, social norms (Randall, 1997). A positive brand image 

occurs when these associations are strong, favourable, and unique in the minds of the 

consumers (Keller, 1998).  

3.5.2 Experience  

According to Robinette and Brand (2001, p.60) “experience is the collection of points at 

which companies and consumers exchange sensory stimuli, information, and emotion”. 
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There are three categories of these exchanges: (1) transactional exchanges, when the 

product or service is delivered and payment made; (2) informational exchange, when 

rational data is shared; and (3) emotional exchanges, when the company and consumers 

connect emotionally. Relationship deals with consumers‟ connections with a brand. A 

company must stir people‟s interest, excite them, and turn them from satisfied shoppers 

into promoters. A company must prove it cares to be able to continually surprise 

consumers. The best way to do this is to create an experience that lets people interact 

with the company. Interactions engage people and allow them to get pleasure from the 

process. When consumers start to think so highly of a company, the business 

relationship can be compared to a personal one. Just like with their friendships, people 

come to rely on, seek out, and support brands.  

A successful product experience creates a promising relationship between company and 

customers. The pursuit of an engaging relationship often ends at the point of sale even 

though that customers crave more. Customers ask for and give loyalty to companies that 

extend and make stronger a relationship.  A strong business relationship relies on two 

elements: brand identity and brand image. Brand identity is explained as what a 

company desires to be, while brand image is explained as how consumers actually see 

the brand (Robinette & Brand, 2001). 

3.5.3 Energy  

Energy is all about time and its increasingly valuable nature. A company is saving 

people‟s time by making a product or service more accessible, easier, or faster. Though 

frequently overlooked, energy is a crucial part of a company‟s value plan. Companies 

that express concern about people‟s time make connection they share stronger. They 

elevate emotion to the strategic level which strengthens the relationship with their 

customers. In contrast, companies that waste people‟s time and energy send the message 

that they do not care. The best solution for many people is to prioritize; to acknowledge 

what is important in their life and protect the time spent there. Companies can give 

customers the freedom to use their time on what is important to them by making all 

aspects of their product as efficient and uncomplicated as possible.  The company that 

make the most of people‟s energy also sends the important message that it appreciates 

its customers. Such a company demonstrates understanding for customer‟s priorities and 

wishes to help customers in managing their time and energy (Robinette & Brand, 2001). 
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A good example for a timesaving service offered by ICA and Coop Forum is self-

service. Each customer, after running ICA/Coop card trough a scanner, can use a palm 

held scanner that helps them save time.  

A strong product or service gives consumers the confidence that once they make a 

purchase, they will not waste more energy on it. When a company far exceeds 

customers‟ expectations there will be no need to fix, return, or replace the product. The 

great ways to give customers back some energy is by making things accessible, easier, 

personalized, and worthwhile. When a company guides customers through an 

unemotional, transactional process more rapidly, it saves customers their energy. The 

end benefit of timesaving is not only energy but also enjoyment of a relaxed family 

dinner, or going out on a date, or perhaps pursuing a favourite hobby. The focus of the 

marketers needs to be on how to give consumers the extra time and help them fulfil their 

emotional needs no matter what activity customers are pursuing. What is important to 

keep in mind is that consumers do have time to tell stories about what companies have 

saved them energy and gained their loyalty (Robinette & Brand, 2001). 

3.6 What is emotional branding? 

“Emotional branding provides the means and the methodology for connecting products 

to the consumer in an emotionally profound way. It focuses on the most compelling 

aspects of the human character: the desire to transcend material satisfaction, and 

emotional fulfilment” (Gobé, 2001, p.xx).  

Emotional branding is about trust and dialogue. It comes from partnership and 

communication. Marketers make their most important investment in a brand by using 

the right emotion. According to Gobé (2001) there are four essential pillars of the 

emotional branding process, which provide the outline of a successful emotional 

branding. These pillars are: Relationship – is about being deeply connected with and 

showing respect for your consumers as well as giving them the emotional experience 

that they desire; Sensorial experiences – is about reaching memorable emotional brand 

contact that will create brand preference and loyalty; Imagination – is about people and 

marketers role in making people‟s lives more fulfilling through beauty; Vision – is the 

essential element of a brands long-term success (Gobé, 2001, p.xxxii).  
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Figure 4: Four Pillars of Emotional Branding
3
 

According to Gobé (2001) the key difference between consumers‟ ultimate preference 

and the price that they will pay will be defined by emotional aspect of products and their 

distribution systems. By emotional he means the way a brand engages consumers on the 

level of the senses and emotions; the way a brand comes to life for people and builds a 

deeper and lasting connection. The first thing that is discussed by Gobé is different 

generations in market place. He defines three generations as followed: Baby boomers 

(37 -54 years old), Gen Xers (25 – 36 years old), and Gen Yers (6 – 24 years old). 

Moreover, he describes emotional branding from the gender point of view. He declares 

that women of today have been increasingly influential consumers. Women have long 

been influential but barely recognized economic force. They are increasing their buying 

power as well as there is a complete shift in what they are buying and why. Products 

like cars, computers, games etc have been traditionally sold to men but women are 

buying now progressively. The truth is that no company today can afford to ignore 

women. They want to understand the big picture; what the brand stands for on the 
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whole, if the brand‟s image, philosophy and/or ethics are in sync with their own. They 

want to feel a deeper, more layered connection. 

The customers‟ expectation on a brand is to know them, intimately and individually, 

with a reliable understanding of their needs and cultural orientation. Gobé discusses the 

importance of different cultures and their unique needs. People want to be associated 

with corporations that are responsive, sensitive and understanding. Furthermore, he 

indicates  that a new model will be one of brands connecting with innovative products 

that are culturally relevant, socially sensitive, and have presence at all points of contract 

in people‟s lives.  

By listening closely to customers in order to connect effectively with them and by 

bringing enjoyable, life-enhancing solutions to them is the future of branding. Before 

getting deeper into the concept of emotional branding, let‟s take a look at comparison of 

brand awareness contra emotional branding (Gobé, 2001).   

3.6.1 How to become a preferred brand (10 commandments) 

Gobé (2001) illustrate the difference between traditional concepts of brand awareness 

and the emotional dimension a brand needs to express to become preferred, as followed: 

1. From consumer to people (Partnership approach based on a relationship of mutual 

respect), 2. From product to experience (Innovative retailing, advertising and new 

product launches that capture consumer‟s imagination), 3. From honesty to trust (A 

strategy that brings comforts to consumers and gives them the upper hand in their 

choices, e.g. “no questions asked” returns policy), 4. From quality to preference 

(Preference toward a brand is the real connection to success), 5. From notoriety to 

aspiration (To be desired, companies most convey something that is keeping with the 

costumers aspirations), 6. From identity to personality (The conversion from 

recognition to a charismatic character that provokes an emotional response), 7. From 

function to feel (Creative product identification by stressing product benefits is only 

relevant if product innovations are memorable and exciting to consumers), 8. From 

ubiquity to presence (Brand presence can create a sound and permanent connection with 

people, especially if it is strategized as a lifestyle program), 9. From communication to 

dialogue (Two way street, a conversation with the consumers), 10. From service to 

relationship (The understanding and appreciation of the consumers). 
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Table 1: Ten commandments of Emotional Branding
4 

Emotional branding is about humanising brands, in order to connect them to people. 

People want to buy and surround themselves with the type of brands that make them 

feel good about themselves (Gobé, 2001). By measuring a brand‟s vital statistic it is 

possible to establish brand personality and how to make it more attractive. Gobé‟s 10 

commandments of Emotional Branding are used as a facilitator for discussion about 

what the brand means to people, and what they want it to mean.  

3.7 Making the emotional branding connection 

3.7.1 Brand Trust 

Emotional branding refers to marketing communications activities that seek to connect a 

brand to specific consumer feelings and emotions. Emotional branding “brings a new 

level of credibility and personality to a brand by connecting powerfully with people at a 

personal and holistic level” (Gobé, 2001, p. ix). Customers‟ responds in a good way 

towards brands that establish partnerships based on mutual respect. Companies should 

respect customers‟ limitations and respond to their needs. They should try to connect the 

product or service with customers‟ desires instead of needs. It means to be what you 

say, and say what you mean. This will result in building trust and trust drives uptake. 

Customers appreciate if a company cares and responds to their needs and desires.  

                                                 

4
 Authors‟ illustration of Gobé‟s Ten commandments of Emotional Branding (2001) 

Old idea New concept 
Brand awareness Emotional Branding 

Consumers People 

Product Experience 

Honesty Trust 

Quality Preference 

Notoriety Aspiration 

Identity Personality 

Function Feel 

Ubiquity Presence 

Communication Dialogue 

Service Relationship 
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According to Robinette and Brand (2001), brand equity is about trust and an identity 

that consumers feel emotionally connected to. Trust is considered to be the emotion of 

company. Achieving a high level of trust comes to those companies that earn it and are 

motivated by win-win decision-making.  

Equity is all about trust, and a company simply will not get equity without first earning 

trust. The same kind of comfort and familiarity that connects two friends, bonds a 

customer to a brand. A company‟s basis of trust does not appear overnight, on the 

contrary it is established over time. Once trust is secured, it becomes the primary source 

from which relationship develop and flourish. The equity depends on how the company 

presents itself opposed to how consumers perceive it. Since the trust and equity travels 

hand in hand, the one depends on the other (Robinette & Brand, 2001).  

Trust can be defined as desire to rely on a partnership (Moorman et. al., 1993, Kumar, 

1996). It can also be described as belief in a partner‟s honesty and benevolence, 

trustworthiness, fulfilment of their promised obligations and integrity (Kumar, 1996; 

Hallen et. al., 1991; Andersson et. al., 1989, Doney et. al., 1997; Crosby et. al., 1997)  

When partners influence each other, trust is created (Friman et. al., 2002). Distrust does 

not build any opportunities, while trust do. The best way to describe trust is to consider 

it as a part of the process in development of a relationship. Trust is created when a part 

is sufficiently satisfied or convinced to make an emotional investment and move to a 

higher level of commitment (Brugha, 1989).  

Trust produces harmony and stability in relationship, in contrary these factors produce 

trust (echo effect). Even though that trust is based upon experiences the effect of trust 

can only be seen in future (Bauer et. al., 1999) 

Trust requires real effort from corporations because it is one of the most important 

values of a brand. The retailer‟s implementation of the “no questions asked” return 

policy is considered to be one of the most powerful moves towards building consumers 

trust. This strategy brings overall comfort to costumers and gives them the initiative in 

their choices (Gobé, 2001). Trust is crucial to long-term product or service loyalty and 

is considered as a key brand value. This was foundation for the Volvo campaign 

focused on safety; “Volvo for life” is about commitment (Weger, 2006). 
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Business is built on trust and by making and keeping promises, one can build trust. 

Trust is among the most basic of human emotions. The fundament to success is 

achieved by understanding the real nature of consumer emotions. (Travis, 2000) 

3.7.2 Brand Relationship 

In order to strengthen brand‟s competitiveness, companies have to consider customer‟s 

sensorial needs and desires to establish a deeper and closer partnership with the 

customer. It can be done through an emotional discourse that sets their product apart 

from other brands. For that reason, effective branding means managing people‟s 

emotions and developing positive receptiveness to brands. People respond emotionally 

to their life experiences and project emotional values onto the items around them. This 

emotional approach can help companies build useful brands for bringing pleasurable, 

life-enhancing solutions to customer‟s daily live. The long-lasting loyalty is achieved by 

powerful emotional branding that turns up from profound relationships and intimate 

personal dialogues with customers (Travis, 2000; Gobé, 2001).  

Relationships consumers have with the products and brands that they fell in love with 

needs to be maintained. Consumers are much more emotionally involved to products for 

which they feel some connection. Genuine personalization and customization make a 

real difference. The brand is our forever once we have some commitment and 

involvement. According to Robinette and Brand (2001) the relationship is about 

experience. There are different levels of impact that experiences make on people such as 

experiences that engage the mind, inform and satisfy. Their impact fades as thoughts 

move on to something else. The most persuasive experiences are emotionally affective 

and it is crucial for companies to learn about these experiences. (Robinette & Brand, 

2001). When a company really seek to understand and appreciate who their customers 

are, the relationship is being established. Everybody feels special when someone in a 

store or restaurant welcomes one by its own name. (Gobé, 2001)  

3.7.2.1 Consumer-brand relationships 

A consumer-brand relationship can resemble an interpersonal relationship, where the 

brand personality designates the type of person the brand is. The motivation behind the 

relationship is driven by the needs that individuals want to satisfy (Ouwersloot & 

Tudorica, 2001). 
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Fournier (1998, p.344) states that relationships are “purposive, involving at their core 

the provision of meaning to the persons who engage them”. She identifies three 

important sources of meaning that explain the significance of the relationship for the 

person involved; The functional meanings, The psychological/emotional, and The 

socio-cultural meanings. She finds that consumers use descriptions of their relations to 

brands that are remarkably similar to descriptions of their relations with people. Brands 

thus acquire a “soul”, which include:   

 Brands seem to be possessed by the spirit of the past. Thus, a brand of scented 

candles that mother used or a perfume that the ex-husband used can become so 

associated with the past, other that the person‟s spirit is evoked in each brand 

usage. 

 Brands become anthropomorphized, i.e., they begin to have human qualities of 

emotion, will, and thought. 

 Brands become close relationship partners that consumer long for, admire, or love 

(Schmitt, 1999).  

A customer-brand relationship can be based upon a value proposition e.g. what a 

customer gets for his money. Relationships between a brand and customers can be based 

on positive feelings (such as admiration, friendship, having fun, and being a part of the 

same community) that cannot be exactly conceptualised in terms of value propositions 

(Aaker, 1996). 

We stay with a given brand, just like we stay in our people relationship, as long as we 

continue to maintain some positive feeling about ourselves from the connection.  

3.7.3 Brand Lifestyle 

People may have different lifestyles even if they belong to same social class, occupation 

and subculture. “Lifestyle is a person’s pattern of living as expressed in his or her 

activities, interests and opinions. Lifestyle captures something more than person’s 

social class or personality. It profiles a person’s all pattern of acting and interacting in 

the world.” (Kotler, 1996, p.278). Sports, work, entertainment and hobbies are classified 

as activities. Interests contain job, house, family, fashion, and food. Opinions involve 

social issues, politics, education, business, and outlook about the future (Michman, 

2003).   



42 

 

The example of the lifestyle concept can be described as: a person that can choose a role 

of a car enthusiast, excellent cook or devoted parent – or all three. This person can play 

several roles and the way he mix all of these express his lifestyle. If he ever should be 

interested in sports his lifestyle would be changed, in turn this will change his 

purchasing habits (Kotler, 1996). 

People interests in goods are affected by their lifestyles and goods they buy express 

their lifestyles (Kotler, 1996). Lifestyle for an individual illustrates the time spend, the 

importance of surroundings, the opinions on different issues and the interests. The world 

of emotions is continuously developing, since people emotionally are reacting to their 

background or living their life influenced by outside circumstances. Emotional branding 

celebrates individuals in their own lives, through their own identities, and in their search 

for self-realization (Gobé, 2001).  

A brand can be described by lifestyle (activities, interests, and opinions) but it can also 

be described by demographics (age, gender, social class, and race) or human personality 

traits (such as extraversion, agreeableness, and dependability) (Aaker, 1996).  The 

following paragraphs will provide the reader with a closer discussion on brand 

personality. 

3.7.4 Brand personality  

The same vocabulary used to describe a person can be used to describe a brand 

personality. Since Aristotle, personality has been studied in many different ways: from a 

psychoanalytical perspective, within behaviourism, within cognitive psychology etc. 

Basic view is that personality has something to do with the way people, or persons, 

differ from each other. Not only persons can differ from each other, brand can differ as 

well (Smit, Van den Berge & Franzen, 2003). The characteristics of brand personality 

are copied directly from people associated with the brand or persons‟ own 

characteristics. The brand personality is associated more indirectly via product related 

attributes, brand name, logo, communication style, prices and distribution (Bauer, 

Mäder & Keller, 2001; Fournier, 1998; Timmerman, 2001).  

The term brand personality has been lent from theories on human personality. Humans 

are exceptional and have their own unique personality. One way to conceptualised and 

measure human personality is the trait approach, which states that personality is a set of 
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traits (Anderson & Rubin, 1986). Human personality traits are determined by multi-

dimensional factors like; the individual‟s behaviour, appearance, attitude and beliefs, 

and demographic characteristics. Based on the trait theory, researchers have determinate 

that there are five fixed personality dimensions called the „Big Five‟ human personality 

dimensions (Batra, Lehmann & Singh, 1993). The „Big Five‟ human personality 

dimensions are: Extraversion, Agreeableness, Consciousness, Emotional stability, and 

Culture.  

What's more, the approach by Costa and McCrae (1992) is often referred as the Five-

Factor Model (FFM). The five personality traits of the FFM contain the dimensions: 

 Neuroticism: Persons with high scores on this factor are characterised by anxiety, 

angry hostility, depression, self-consciousness, impulsiveness, vulnerability. 

 Extraversion: Persons with high scores on this factor are characterised by warmth, 

sociability, fierceness, activity, excitement-seeking, positive emotions.  

 Openness to Experience: Persons with high scores on this factor are characterised 

by fantasy, aesthetics, feeling, actions, ideas, and values. 

 Agreeableness: Persons with high scores on this factor are characterised by trust, 

straightforwardness, unselfishness, obedience, modesty, sensibility. 

 Conscientiousness: Persons with high score on this factor are characterised by 

competence, order, dutifulness, striving for achievement, self-discipline, 

determination.  

Despite the different description of the Big Five and FFM model, there are many 

associations in the trait structure, but also some deviations. Both approaches are based 

on five dimensions and these are similar with regard to the content. 

According to Ouwersloot and Tudorica (2001) brand personality provides the brand 

with more depth, with a „soul‟ that is essential for the brand image. On the markets 

where products are highly undifferentiated, brand personality can be of help for 

consumers to choose between products. A good example is coffee market. Brand 

personality, however, has been poorly conceptualised. There are few examples of brand 

personality definitions that are maybe of importance to mention: 

 “Brand personality reflects how people feel about a brand, rather than what they 

think the brand is or does” (Keller, 1998, p.97) 
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 “The extent to which consumers perceive a brand to possess various human 

characteristics or traits” (Alt & Griggs, 1988, p.9) 

 “The set of human characteristics associated with, which makes it unique, 

compared to other brands” (Aaker, 1996, p.1) 

 “The consumer’s emotional response to a brand through which brand attributes 

are personified and are used to differentiate between alternative offerings” 

(Patterson, 1999) 

There are more definitions on brand personality, but what is important to point out is 

that all of them are similar and that brand personality is about perception (from 

consumer‟s viewpoint), personality characteristics attributed to brands, associations and 

symbolic values. Moreover, it is about emotional responses towards the brand or 

emotional relationships with brands.  

3.7.4.1 The creation of brand personality 

Brand personality traits are created and shaped by any direct or indirect connection that 

the consumer has with a brand. It is simply a set of perceptions in the mind of the 

consumer (Ouwersloot & Tudorica, 2001). Consumers easily assign personality 

qualities to lifeless objects like brands, by thinking about brands as if they are human 

characters (Blackston, 1993; Fournier, 1998; Aaker, 1997). Some of the companies have 

even introduced humanized characters in their branding strategy e.g. Ipren – the pain 

killer guy.    

According to the Batra et.al., (1993, p.93) personality of a brand is created over time 

and by the entire marketing mix of the brand – “its price (high or low, odd or even), 

retail store location (imagery associations), product formulation (ingredients, benefits), 

product form (solid/liquid, etc.), packaging details (color, size, material, shape), symbol 

used in all phases of the brand communication, sales promotion, and media 

advertising”.  

The advantage of brand personality is based on distinctive personalities which means 

that consumers are able to differentiate between brands. Additional advantage is that the 
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consumer can interpret the brand‟s image in such a way that it is personally more 

meaningful (Ouwersloot & Tudorica, 2001).  

3.8 Summary 

In conclusion, the chapter of the theoretical framework consists of the theories and 

underlying concept of branding, emotional marketing and emotional branding. The term 

brand and the aspect of brand associations have been reviewed as well as the definition 

of emotion and emotional benefits. Theories about brand equity, brand experience, 

brand energy and brand personality have been presented. 

Finally, the authors examine different perspectives of branding such as trust, 

relationship, lifestyle, and personality. These are examined in order to understand how 

to make emotional connection to a brand.  
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Chapter 4 

Theory of Emotional Branding 

In this chapter, the assumed factors which explain the concept of emotional branding 

are presented. An explanatory model of emotional branding is introduced and 

described, with the purpose to explain the factors of the concept. Furthermore, four 

propositions are presented.  

4.1 Introduction 

In the previous chapter, the theoretical research of the concept of emotional branding 

was examined. In this section the authors are trying to pinpoint and evaluate the most 

important factors that have been reviewed in the theoretical framework. The described 

factors are sometimes related to each other, but they do not need to be in a certain order 

when explaining emotional branding. The relation between the factors is not taken into 

consideration in this study. There may be some overlapping tendencies, even though the 

intention was to point out separately how each of them influences emotional branding.  

A created model will be presented with factors that explain emotional branding.  

Adequate propositions will then be formulated. 

4.2 Emotional Branding  

The idea for this dissertation was born when authors discovered that sometimes we 

could buy a product without any call for it. The authors wondered what made them to 

prefer a certain brand? While reading the book written by Marc Gobé “Emotional 

Branding” we realized that there is much more behind a brand than just a logo or name. 

Gobé (2001) explained that the strategy behind a brand is a connection on the emotional 

level with consumers. Simply, it is the way to “connect brands to people”.  

However, as we researched deeply into Gobé‟s theory on the concept of emotional 

branding authors discovered that the four pillars of the concept could be modified. One 

of the pillars of the concept is relationship which he describes as to be in touch with the 
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costumer, showing respect for the customer, give the customers what they really want, 

take into consideration ethnic/gender/generation diversities, and brand expectations. The 

authors of this dissertation do agree with Gobé that this has a great impact on the 

relationship and that relationship is an essential pillar of the Emotional branding.  

The second pillar according to Gobé is sensorial experiences that he defines as use of 

senses that provide memorable emotional brand contact. The statement that this is a 

pillar which explains emotional branding is not passable though sensorial experiences 

are only a branding tool which can be used for building up trust in the brand. According 

to Gobé himself sensorial experiences are only considered as an effective branding tool. 

(Gobé, 2001, p.xxxii)  

Imagination is, according to Gobé, third pillar of the concept of emotional branding.  By 

imagination (being different) in brand design executions a company can reach the hearts 

of consumers in a fresh new way. Imagination is the stroke that makes emotional 

branding process real. It can be achieved by imaginative approaches to the design, 

packaging, retail stores, advertisement, web sites (Gobé, 2001). What Gobé is telling 

here is that imaginative design is essential for emotional branding process. This 

assumption, as the previous one, is consider by authors only as a tool for building 

emotional branding. 

The fourth pillar is Vision. This is considered as ultimate factor of a brand‟s long-term 

success (Gobé, 2004). Brands must reinvent themselves constantly, which means that 

the brand vision should be very strong. Simply defined, the company has to create a 

picture of how the customers see the brand in their minds. The different approach that 

can be used is that a company becomes a story-teller and identify their brand with a 

personality best described by the story. 

This indicates that Gobé‟s two last pillars are depending on each other. To be able to 

create a brand personality by story-telling you have to have imaginative tools. The 

authors think that imagination is a set of tool that can help building the story behind the 

vision. Moreover, in order for brands to reinvent themselves, differentiated set of 

approaches must be used. We believe that the imaginative approaches named in Gobé‟s 

third pillar are those differentiated set of approaches. 
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We can conclude after this analysis that Gobé‟s four pillars of emotional branding are 

actually only two namely: Relationship and Vision. The other two pillars are only sets 

of tools helping a brand get more emotional. This brings authors to discussion on 

purpose of this dissertation which is to investigate the factors that explain the concept of 

emotional branding. 

It is important to remind the reader that there probably may be additional factors which 

explain emotional branding than those examined and incorporated in this dissertation. 

However, due to the time constraint, all possible factors could not be obtained. 

Discussion in the theoretical framework has lead the authors to assume that there might 

be another two essential factors, besides those two of Gobé‟s discussed above, directly 

connected to the concept of emotional branding. Gobé two pillars where relationship 

and vision, and pillars that we want to add are lifestyle and trust.  

4.3 The emotional branding connection 

Constantly, we hear marketers talking about the importance of establishing/keeping an 

emotional connection with customer, but many times they fail to explain expressively 

what this emotional connection really accomplishes. Even more frequently they 

describe the meaning of emotion, in a buying- selling process, in a very vague way. 

Below follows a discussion on what authors consider are factors of emotional branding. 

4.3.1 Emotional branding through Trust 

In chapter three, the authors of this dissertation made a discussion about brand equity 

and concluded that it represents the emotional element that measures the degree of trust. 

Robinette and Brand (2001) found that equity is combination of the trust a brand earns 

and an identity that allows consumers to feel emotionally connected to it. These 

researchers state that equity is about trust, and it promises to deliver both rational and 

emotional benefits to a consumer.  

Trust means that customers can accept a substitute on occasion as things will level out 

over the long term. When consumers trust in a brand is destabilized, they have less faith 

that the company will meet their expectations and company can experience loss in 

marketing power. Trust is even more unquestionable when talking about loyalty. It is 
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engaging and intimate, and it needs to be earned(O‟Shaughnessy & O‟Shaughnessy, 

2003).  

Trust is one of the most important values of a brand and it requires real effort from 

corporations. It stands for equity (Robinette and Brand 2001), care, trust responds to 

needs and desires, motivation, comfort, familiarity, integrity, trustworthiness, 

fulfilment, partners honesty etc... Trust is established over time (Moorman et. al., 1993, 

Kumar, 1996; Hallen et. al., 1991; Andersson et. al., 1989; Doney et. al., 1997; Crosby 

et. al., 1997; Friman et. al., 2002; Bauer et. al., 1999). Simply put, be what you say and 

say what you mean. Brands with strong trust embed themselves deeply in the hearts and 

minds of consumers. That is why trust will be take into consideration as a factor that 

explains emotional branding. 

P
1
: Trust is a factor that explains emotional branding. 

4.3.2 Emotional branding through Lifestyle 

Considering lifestyle as a factor seemed at first as a weak factor for explaining the 

emotional branding in comparison to trust, personality and relationship. While studied 

closer this factor, the authors realised that there is a connection that has a strong 

emotional tie to the emotional branding. Lifestyle can be defined as a mode of living, 

identified by how people spend their time (activities), what they consider important in 

their environment (interest), and what they think of themselves and the world around 

them (opinions) (Kotler, 1996). Consumers need signs and indicators to express their 

lifestyles, to present it to others as well as to themselves. They need lifestyle brands that 

are emotional. Companies must be sensitive to, or become drivers of lifestyle trends and 

make sure that brands are associated, in fact, form portion of the lifestyle (Schmitt, 

1999).  

However, guiding consumers through an unemotional process hastily means taking their 

time and energy. This means that consumer‟s lifestyle is dependent on the energy they 

have. If a company makes a product more accessible, easier or faster, a company is 

saving peoples time. For this reason, lifestyle seems to be a highly valuable factor when 

explaining emotional branding (Robinette & Brand, 2001).  

P
2
: Lifestyle is a factor that explains emotional branding.  
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4.3.3 Emotional branding trough Personality 

“There is a new expectation out there and it has everything to do with emotional 

branding”, according to Gobé (2001, p 29). To be exact, customers want to cope with 

companies that are open and sensitive to their specific needs. Customers are 

continuously looking for brands that can identify what they want, and they are 

continuously taking into consideration the way of associating themselves with brand 

personalities that posses appeal. Brand identities are unique and communicate an aspect 

of differentiation on the competitive environment. They have a captivating appeal that 

causes an emotional response (Gobé, 2001).  

Similarly as for the different human personalities, there are different brand personalities. 

Brand personalities are derived directly from people experiences with the brand, and 

more indirectly via product related attributes like logo, name etc. Brand personalities 

have a captivating appeal that provokes an emotional response. Brand personality is 

about: perception (in the consumer‟s view), associations and symbolic values, and 

emotional responses on the brand or emotional relationships with brands. Consumers 

can picture brands as well-defined personalities, with features they can describe. It is 

much easier for consumer to describe a brand when the brand identity is more complete 

and balanced. It also enriches the consumers‟ relationship with the brand (Randall, 

1997). The personality considers as a factor that explains emotional branding, hence it 

will be tested.  

P
3
: Brand personality is a factor that explains emotional branding. 

4.3.4 Emotional branding through Relationship 

The reader my wonder what is the difference between relationship and trust and think of 

these two as interlaced and depended on each other. One might say that there is no 

relationship if trust is not obtained, and vice versa. The authors of this dissertation argue 

that these two should be separately illustrated. Relationships can be gained by emotional 

dialogue, involvement, experience, information, satisfaction, admiration, having fun, 

friendship, belonging to same community etc... (Travis, 2000; Gobé, 2001; Robinette & 

Brand, 2001; Ouwersloot & Tudorica, 2001; Fournier, 1998; Schmitt, 1999; Aaker, 

1996). Trust on the other hand is vaguer and can only be established over time, while 

relationship can be established even within first interaction.  
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“Consumers want a relationship with a company, and the reassurance that a 

trustworthy organisation stands behind any brand they buy” (Randall, 1997 p. 116). 

Consumers can value a company so much that the business relationship begins to 

resemble a personal one. If companies communicate with consumers in right way, the 

value of experience is enhanced and an emotional connection is developed. In short, we 

can say that relationship is the collection of exchanges between consumers and 

company. One important relationship for many brands is a friendship link that is 

characterized by being there for you, giving you respect, being comfortable, someone 

that you like, and is an enjoyable person with whom to spend time (Aaker, 1996).  

The relationship is the glue of emotional connection. People stay with a brand to 

continue experiencing the feelings they enjoy getting. When people use various brands 

they do so for some benefit. Every brand feature and functional benefit builds an 

emotional end benefit or appreciated opinion of self that improves self-confidence. 

Relationship collapses when we no longer attain good feelings that cause us to stay with 

a brand. That is why the factor relationship seems to be of importance when explaining 

emotional branding (Travis,2000; Gobé, 2001; Aker, 1996).  

P
4
: Relationship is a factor that explains emotional banding. 

4.4 The explanatory model of emotional branding 

The factors in the explanatory model do not have any specific order when explaining the 

concept of emotional branding. All factors are equally important but the relation 

between them is not taken into consideration in this study. The authors choose to 

illustrate this explanatory model. Since model has the shape of a “flower”, the factors 

can be explained randomly without any specific direction. 

Development of the model of emotional branding was driven by three goals. First, the 

model had to be logical, well-integrated, and grounded. The model needed to reflect 

state-of-the-art thinking about emotional branding from an academic point of view.  

Secondly, the model had to be versatile and applicable to all possible kinds of brands. 

Thirdly, the model had to be comprehensive with enough breadth to cover important 

emotional branding topics as well as enough depth to provide useful insights and 

guidelines.  
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4.4.1 Explanation to the model 

The evaluation of different perspectives of researchers on brand, branding, emotion, 

emotional marketing, and emotional branding have been the basis for extraction of the 

factors in explaining concept of emotional branding. The authors found that the concept 

of emotional branding is about; personality, trust, relationship, and lifestyle.  

 

Figure 5: The explanatory model of Emotional Branding 

More specifically we can say that emotional branding is about the relationship between 

a consumer and a brand, about the trust for a certain brand, about the consumers‟ 

lifestyle shaped by a brand, and personality of a brand. The system in this “emotional 

branding flower” indicates that the relationship, trust, lifestyle and personality do not 

interfere with each other even though the authors are conscious about the possibility that 

there might be  a relation between factors presented, thus the illustration above  should 

not be taken  literally as the authors do not discuss the potential relations between each 

factor, due to the time constrain.   

This model of emotional branding is about making connection with consumers on an 

emotional level. Emotional branding is first of all, about treating consumers in right 
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Lifestyle 
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way. Emotional branding is an effective and helpful tool. When used right, it can help 

establish a stronger connection with the customer and increase sales of products and 

services. 

4.5 Summary 

In this chapter authors critically reviewed the concept of emotional branding defined by 

Marc Gobé, 2001. Furthermore, the evaluation and description of possible and most 

important factors which can explain the concept of emotional branding more deeply are 

made. The factors considered are Personality, Trust, Relationship, and Lifestyle. These 

factors are described and discussed in detail. The authors‟ opinion on why these factors 

are considered is also discussed. Authors also choose to illustrate explanatory model in 

form of a “flower”, in order to avoid any specific order of factors when explaining the 

concept of emotional branding. In connection with the factors in the model, four 

propositions are formulated. The creation of the model of emotional branding is 

explained.  

 

 

 

  



54 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

EXPERIMENTAL 

RESEARCH  

&  

CONCLUSION 

 

Three 
 

Part 

 

 



55 

 

Chapter 5 

Experimental Research 

This chapter presents the experimental research, which is a complement to the 

chapter two. The chapter will start by describing the experimental method where the 

entire process is explained. Furthermore, the results are presented and the 

experiment analysis is discussed. Finally, the experiment conclusion is presented. 

5.1 Introduction 

In the previous chapter, the authors researched theoretically the factors of emotional 

branding. An explanatory model of emotional branding has been developed. The 

experimental study has been conducted to test the suggested theory. The whole 

experiment process is presented in this chapter instead of dividing the research design 

and result of the conducted experiment in two. This was done in order to be as clear as 

possible, since it is of great importance that the experiment is coherent with researched 

results.  

The chapter is introduced with the evaluation of experimental method where the 

scientific propositions and research variables are presented. The experimental 

techniques, as well as entire experimental process are described. The data collection is 

presented, and the analysis of the data gathered is compiled. At the end of this chapter 

the conclusion of the experiment is presented together with a discussion of validity, 

reliability and generalisability of the experiment. 

5.2 Experimental Method 

There are no less than six approaches to obtaining knowledge according to Christiansen 

(2004), only one of which is the scientific method. The five unscientific approaches are: 

Tenacity, Intuition, Authority, Rationalism, and Empiricism. These are not going to be 

further explained for the reason that they do not contribute to the accumulation of 

scientific knowledge. However, the science is the best method for obtaining knowledge 

since it is a method or logic of inquiry. This method, according to Christiansen (2004), 
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can be divided into five steps. These are: identifying the problem, designing the 

experiment, conducting the experiment, analyzing the data, and communicating the 

research results.  

In relation to above-mentioned, the authors of this dissertation chose to conduct an 

experiment. This research strategy would give the most correct picture of the identified 

problem since this study aimed to research the topic from a consumer‟s point of view. 

5.2.1 Scientific propositions 

The study was design to investigate what factors explain the concept of emotional 

branding. The scientific propositions of this study was to investigate if trust, 

relationship, personality, and lifestyle are those explaining factors. Therefore, the null 

proposition was that trust, relationship, personality and lifestyle are not the explaining 

factors of emotional branding.  

While studied Gobé‟s (2001) concept of emotional branding authors realised that only 

two of four pillars can be considered as pillars, and the remaining two should be 

considered only as tools that helps building emotional branding. Those two pillars are 

Relationship and Vision (that was renamed by authors to personality). Apart from those 

two pillars from Gobé‟s concept of emotional branding, authors found that Lifestyle and 

Trust should be concerned when explaining the concept. 

As mentioned earlier, the scientific approach was to investigate if the chosen factors 

explain the concept of emotional branding. The propositions will be proven if the 

experimental group can identify all of the factors found by authors and supported by 

theoretical framework. This will reject the null proposition and eliminate the rivalling 

proposition (Christiansen, 2004). The rivalling proposition concerning our study was 

that experimental group might identify other factors that explain the concept of 

emotional branding.  
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5.2.2 Research variables 

The experimental variables will be presented in following order: 

Dependent variable Emotional branding 

Independent variable Trust, Relationship, Personality, and Lifestyle 

Extraneous variables Other factors that might arise during 

experimental discussion. 

Table 2: Research variables 

5.2.2.1 Dependent variable 

The dependent variable, emotional branding, processes the effect of independent 

variables, trust, relationship, personality, and lifestyle. This is the variable that is not 

directly observable. Therefore, various techniques were used to determine the change in 

this variable. Authors observed emotional branding by participants involvement in 

discussions, as well as a participant observation. Consequently, the experimental data 

(Christiansen, 2004) and the qualitative data from the experiment were collected.  

In order to awake the sense of emotional branding, authors used StoryTelling method 

(Lidwell et. al., 2003). In practice the authors created a story about a particular brand in 

order to awake the interest for the concept, but also to trigger the discussion about it. 

The story that has been used is a story of a typical Swedish company. The name of the 

brand described in the story was concealed and participants could guess the brand‟s 

identity. After the StoryTelling technique was used the participants was asked to create 

their own story about a specific brand with the help of Metaplan technique. The story 

for triggering the discussion, and the story created by participants of the experiment can 

be found in the appendices 3 and 4.  

Reliability of the Dependent Variable 

Authors were not able of verifying the reliability of the dependent variable since the 

assignment was performed only once. In order to achieve reliability one would need to 

repeat the test and receive essentially the same result each time (Christiansen, 2004). 
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Validity of the Dependent Variable 

The validity of the dependent variable depends on the validity of the data collecting 

techniques (Christiansen, 2004).   Storytelling is a linguistic activity that is educative 

because it permits individuals to share their knowledge with others, thereby creating 

negotiated transactions (Egan, 1995 & 1999). The MetaPlan describes as well-

establishes and reasonably well-known method that proves to be entirely consistent 

within social-technical choice (Friend & Hickling, 1997).  

5.2.2.2 Independent variable 

The study of independent variables, trust, relationship, personality, and lifestyle was 

conducted by using MetaPlan technique.  Each variable was examined separately. The 

individual opinions within the experimental group were collected by using the small 

coloured sticky spots that showed choice of priority on a range of positive or negative 

attitudes. Further, the more deeply discussions were created by using green coloured 

cards for the advantages on how the independent variable is explaining emotional 

branding. On the contrary, the orange coloured cards were used for discussion of 

disadvantages. 

Reliability of the Independent Variable 

By using MetaPlan the participants of the experimental group were unaware of what 

other participants were writing on their own cards, until it was presented on the 

whiteboard. This proved the reliability of the exercise, although same opinions showed 

to be duplicated or tripled sometimes. Even if moderator would manipulate the exercise 

the individual opinions would emerge in a repeated pattern (Christiansen, 2004). 

Validity of the Independent Variable 

With the intention of securing the accuracy of independent variables the structured 

observation was applied. The level of validity of the independent variables ascended to 

a required level (Christiansen, 2004). 
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5.2.2.3 Extraneous Variables 

Extraneous variables are all the variables other then the independent variables; trust, 

relationship, personality, and lifestyle that can influence the dependent variable, 

emotional branding (Christiansen, 2004). In this experiment there was no extraneous 

variables found. This proves that the rivalling proposition is non-existing. 

5.2.3 Control techniques 

To reach the desired level of control and to assure the internal validity of the study, the 

control techniques were used (Christiansen, 2004). Two control techniques were 

implemented in the experiment, which were chosen due to suitability for the 

experiment. Those are:  

 Control of participants effects 

 Control of moderator effects 

5.2.3.1 Control of participant effects 

The participants of the experiment can be influenced by their personal motives. These 

motives can be fulfilled by participants responding in a specific way. This can mislead 

the research results. The authors provided all the participants with limited information 

about the rationale of the experiment to prevent participant responding in the way of 

fulfilling their own motives. Deception method is a reliable technique when controlling 

the possible bias due to participant effect (Christiansen, 2004). 

5.2.3.2 Control of moderator effects 

The moderator can cause possible bias. With the purpose of reducing moderator effects, 

authors produced all the recordings of the observations in double. The risk of the 

recording errors decreases when there are two observers, as in this experiment 

(Christiansen, 2004).  

5.3 Experimental process  

The experimental process began by defining the scientific propositions and the 

variables. It continued with selecting control techniques with the intention of securing 
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the validity and reliability of the experiment. Hereafter the practical process of the 

experiment starts. This process included the matters of contacting the participants, 

deciding the test practices and data collection. This step of the process takes great 

amount of preparation and time. It is essential for the researchers to make sure that the 

stated problem is in fact possible to test. Before designing an experiment it is important 

to understand the meaning of it (Christiansen, 2004).  

There are two different experimental research settings. The field experiment is an 

experimental research study that is conducted in a real-life setting. Example on this is 

that the researcher manipulates variables and carefully controls the influence of as many 

irrelevant variables as the situation will permit. The field experiment is tremendous for 

studying many problems. The laboratory experiment, on the other hand, symbolizes the 

ability to control or eliminate the influence of irrelevant variables. This can be achieved 

by bringing the problem into an environment apart from the participants‟ standard 

habits. This study is usually conducted in the laboratory and in which the researcher 

manipulates one or more variables and controls the influence of all of the irrelevant 

variables (Christiansen, 2004).  Since, the author of this dissertation only wanted to 

examine if the independent variables are relevant for the explanation of emotional 

branding, the laboratory experiment was conducted. This was done intentionally in 

order to eliminate the influence of irrelevant variables.  

5.3.1 Participants 

The contact of the participants was conducted by using community network Facebook 

on the Internet. The authors created an event invitation encouraging their networks to 

participate in the event. This was done in order to awake participants desire to take part 

in the experiment. The ten first to reply on the invitation were welcomed to participate 

in the event. The authors created a ceiling of how many participants should attend the 

experiment.  The size of a group is of importance until a certain level, but then 

diminishes. This phenomenon is known as “ceiling effect” (Steiner, 1976). The 

invitation can be found in the appendix 1.  

A group with different national and educational backgrounds participated in the study. 

Educational background consisted of studies at the different universities and within 

different fields. The individuals were scattered geographically coming from Blekinge 
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and Skåne. The group was equally divided regarding gender. Totally, there were eight 

participants at the study, which was adequate for a discussion where everybody could 

share their personal understandings with others. The size of a group or group‟s 

composition do not affect the work with an optional assignment or affect the potential 

productivity. Optional assignment is when the group is free to decide for themselves 

how they manage their own outcomes that enable operalization of the experiment. A 

reward system increases self interest paralleled to group interest that creates motivation 

and thus increases actual productivity (Steiner, 1976). The reward system used in this 

experiment was food and beverages, as we wanted to increase the social effect among 

the participants.  

5.3.2 Assignment and circumstances 

To start with, the experimental group was instructed to use small coloured sticky spots 

to put it on the scale of positive or negative range of attitudes to see how each 

individual‟s perception, regarding a brand‟s emotional branding strategy, was 

visualised.   

The next step was to scheme “a new story” for the specific brand chosen for the 

experiment. This was done by using StoryTelling method with MetaPlan as an 

instrument. The participants were asked to write down on a card what‟s come to their 

mind when they thought of the brand IKEA. This assignment demanded creativity and 

cooperation from the team members. Members were divided in groups of two and were 

encouraged to suggest their own proposals for a story. Each point had to be written 

separately on one card. The moderator, together with the entire experimental group, 

organized these cards into clusters with similar ideas (points). The rationale served to 

identify the factors of the emotional branding.  

Furthermore, assignment included more profound insight and discussion about factors 

of emotional branding. All groups were under similar conditions while performing the 

assignment, which means that all participants received same experimental material and 

time access. As we mentioned previously this experiment was conducted in a laboratory 

settlement, which means that they were observed in an isolated environment and had no 

interaction with the external factors during 3 hours of the experiment (Christiansen, 
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2004).  Each group was given the same rationale information regarding emotional 

branding. The results will be presented further on in this chapter.    

5.4 Experiment design 

In this section, the authors‟ will present the data collection for the descriptive analysis 

which was conducted by different methods. These are presented in following order: 

 Experiential data – the description of the observation during the experiment. 

 Qualitative data – Storytelling and MetaPlan  

5.4.1 Experiential data collection 

The data collection was conducted out of Participant Observation. The researchers 

chose to reveal their identity to the participants along with not taking a part in the 

activities. This described observer function is called Observer as Participant, which 

allows concentration on the data collection process in depth (Saunders et. al., 2003).  

The experiential data consisted of the authors perceptions on the experiment. All events, 

changes in atmosphere, attitudes and participant relationships during the experiment 

were registered by observers who kept diaries (Saunders et. al., 2003). 

5.4.2 Qualitative data collection 

The qualitative data was collected by Storytelling and MetaPlan techniques. The 

Storytelling method was used to awake interest in the subject, and to trigger 

communication with the audience. The results of Storytelling analysis are documented 

as a written story. The MetaPlan was design to determine the factors of emotional 

branding but also to encourage discussions among participants. The MetaPlan consisted 

of two stages, the collecting opinions and choice of priority of the positive or negative 

attitudes. Collecting opinions was conducted in form of scheming the 

advantages/disadvantages regarding an examined factor. This was done in order to 

support our theory of the factors suggested. The disadvantages were of great importance 

to the research, otherwise the entire study would be manipulated if only advantages 

were presented. However, the disadvantages can be interpreted in various ways and the 

authors‟ aim with identified disadvantages was to interpret them from a different point 
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of view in order to give the reader more diversified standpoints. The same principal was 

applied on the choice of priority of positive or negative attitudes. As mentioned in 

chapter two of this dissertation, the result of the MetaPlan analysis must be documented 

photographically. Authors choose to present these results accordingly.   

5.4.3 The Reliability and Validity of data collections 

The reliability is unattainable since only one test for each independent variable was 

performed. The reliability would have been higher if more tests were performed and the 

majority of the responses were on the same level (Saunders et. al., 2003). 

Experiential data can be categorized as descriptive observation (Saunders et. al., 2003). 

Descriptive observations give a high ecological validity as this method allows to study 

insights of emotional branding in its natural context; customers‟ point of view. 

Ecological validity can be referred to as the extent to which the result of a study can 

reflect the real life situation. As the experiment in this dissertation created a laboratory 

setting of consumers insights of emotional branding, the experiment possess a great 

degree of ecological validity (Christiansen, 2004). 

The validity of the Storytelling and Metaplan techniques is on a satisfying level, since 

these techniques can be applied in social reality and are used within social-technical 

choice. This implies that techniques used are valid in the experiment context (Friend & 

Hickling, 2007; Montejo, 2005). 

5.5 Experiment Data 

In this section the authors will present the experimental data. Starting with observation 

data and continuing with qualitative data of the experiment. The qualitative method was 

executed in Swedish so the photography presented demonstrates the authentically 

experimental material. The introduction of the experiment started by telling a story 

about an anonymous company. The story included all the elements that best describe 

emotional branding according to the emotional branding theory presented.  

The first step of the MetaPlan technique was interlaced with the Storytelling technique 

and was constructed in order to awake the awareness of emotions in the branding 

strategy. Authors chose to use a well known brand, more specifically IKEA, because 
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this company has a whole world as their target group. Firstly, perceptions of using 

emotions within branding strategy were established and later on the participants were 

encouraged to write down their opinions, feelings, expectations, experiences and so on, 

about the brand IKEA. This exercise would in turn create a background for telling a 

story about IKEA as well as clustering written words into those factors that best explain 

concept of emotional branding. Authors‟ present, first observational data of this part 

directly followed by qualitative data discussion.   

The second step was created to take a deeper look into those factors that authors‟ 

considered explain emotional branding concept. First to analyze was factor trust 

followed by factor lifestyle, then factor personality, and last factor relationship. The 

experimental data is presented separately for each factor, first observational and later 

qualitative data. 

The last step demonstrates a control question of the first step. Here, participants are 

asked to rate their feelings about IKEA‟s use of emotions within branding strategy.  

Following section presents observational data regarding the introduction of the 

experiment.  

5.5.1 Observational data - Introduction of the experiment 

The authors of the dissertation acted as observers and recorded observable data of the 

experiment. The techniques used for the experiment demanded an externally employed 

moderator, in order to control the potential manipulation by the observers (authors). The 

moderator‟s assignment was to lead the experiment. The role of the observers was to 

introduce the subject of the experiment by explaining briefly what emotional branding is 

about and to observe the entire experimental process. 

Shortly after, the group was pondering the questions whether they should concentrate on 

brands advertising campaigns. The authors realized that more information needed to be 

provided regarding the experimental subject so that participants would get a better 

understanding of it. As the factors were not supposed to be revealed, the moderator was 

instructed to present a story that best describes emotional branding. The story was about 

a company whose name was not revealed for the participants and it was approximately 

three minutes long. The authors could observe even after first minute that most of the 

participants guessed what company story was about. Even though, participants listened 



65 

 

to the rest of the story and were asked at the end to uncover the company‟s name. The 

company presented in the story was Volvo. The story included all elements necessary 

for explaining emotional branding according to the presented emotional branding 

theory. The story is enclosed in the appendix 3. 

5.5.2 Step one 

5.5.2.1 Observational data of Step one 

The first exercise needed to be explained carefully so that participants know what was 

expected of them. This exercise would fallow throughout the entire experimental 

process, so once it was explained there was no need for explaining it again. The 

participants were given time to think before putting their spots on the whiteboard on the 

question regarding what they thought about IKEA-s use of emotions in their branding 

strategy. By putting their small colored sticky spots on the whiteboard required a 

physical activity, which participant found most fun. It was observed that the technique 

of putting all spots at the same time was somehow disorganized, but entertaining.   After 

such exercise the expectations for next exercise aroused and the interest for the 

experimental subject was awaken.   

  

Figure 6: Positive/negative attitudes about IKEA 

Secondly, the groups of two was created without influence from moderator and were 

encouraged to write down thoughts, opinions, experiences, expectations, services etc.. 

one idea per card. This exercise was designed to last for ten minutes and the group was 

scattered to have more privacy in their discussions. During those ten minutes they were 

observed in their work. The observers noticed that all of them discussed attentively and 

were deeply committed to the subject. Several amusing comments stimulated 

participants for even more deeper conversations. It could be noticed that the groups‟ 

composition worked well together and that it was enjoyable. The cards were later 

collected and clustered on the whiteboard by the moderator with help from the 
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experimental group. The moderator then informed them of the opportunity to shout 

“lightning” when more explanation of one particular card was needed. It could be 

observed that participants were very interested in creating the clusters to see how their 

cards interact with cards of other participants. Suggestions on which card belongs to 

what cluster and shouting of “lightning” created many discussions but at the end all of 

them agreed on the final picture.  

5.5.2.2 Qualitative data of Step one 

In this part of workshop, the participants tried to describe brand IKEA from perceptive 

point of view. They have been instructed to write down their opinions, experiences, 

feelings, expectations etc… about the brand. The following is what the group had to say 

about the IKEA. 

  

Figure 7: The story about IKEA 

One of the male participants described IKEA as a parasite ingratiating its products in 

every Swedish house. Another male participant declared that it is manipulative by 

making people think that they need to buy something even if there is no need for it. The 

entire concept is to think “IKEA” according to this person. Moreover it is considered as 

rich but only when thinking of Kamprad.  Additionally, the brand was comprehended as 

smart, social, proud, and modern. It has also been described as driving force that creates 

new trends. Additional words used to describe IKEA was handy, impressive, trendy, 
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cheep, sophisticated, structured, cozy, colorful, very happy, welcoming, and an inspirer. 

It has been mentioned that IKEA is very patriotic and traditional. It is devoted to 

Swedish traditions and culture. Brand has also been perceived as somewhat predictable, 

a tightwad, not very unique, “every day-ish”, and rather overrated.  

IKEA have something for everyone and it is an expert on accessorizing homes. Even if 

they are concentrated on mass production, the quality comes before quantity in 

comparison with other companies with similar concept.  Still, IKEA is considered to be 

economy friendly although extra expenditures can arise when you visit an IKEA. It can 

happen that one buys much more than first planned. What IKEA is producing is 

products of needs, human needs that need to be fulfilled. It is also a place of gatherings, 

a “home” where good food is made with a feeling of home cooked meals. IKEA 

presents everything under the same roof and its products‟ are easy to put together. The 

brand is versatile, comprehensive, flexible, and multicultural. It gives feeling of a 

household and freedom to use the senses not only by seeing or hearing but also by 

touching and smelling the products. IKEA is also described to be scattered, numerous, 

and outspread. 

The brand IKEA is family oriented and family safe.  One of the participants described 

IKEA as a bisexual because it addresses both females and males. Another participant 

sees IKEA as a housewife in her upper middle age. The third participant pictures IKEA 

as a man up to 75% and single. The brand was described as a female according to 

women, and a male according to males. Some other views were that the brand is very 

“Svensson”, admiring Swedish culture and traditions but also international and 

undoubtedly a world leader within its operational field. IKEA can be further described 

as a life celebrating brand, an open and welcoming brand, a specialist within home 

decoration business, as well as good on advertising.  

However, it was pointed out that IKEA do not need advertising since the brand is 

obvious. Everyone knows what IKEA is standing for and customers get exactly what 

they are paying for. Generosity, trustworthiness, comfort, and loyalty are some words 

that can be used when thinking of IKEA. On the other hand it starts to get a bit 

“unfaithful” when choosing other countries names for their furniture, and neglecting 

Swedish names.  
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5.5.3 Step two 

The second exercise has a tendency to generate discussion about the factors that the 

authors found are explaining emotional branding. This exercise was done on the 

individual level in comparison to first exercise. It should be pointed out that this 

exercise was not related to any specific brand. This means that participants could think 

of any brand that they prefer.   

5.5.3.1 Observational data of factor TRUST   

Moderator started by giving instructions to use small colored sticky spots to put it on the 

scale of positive or negative range of attitudes for the factor trust. This was yet again a 

fun part to do according to our observations.  In addition to this part the moderator 

asked question “why” to find out the reason of why they put their spots on whether 

positive or negative attitude. The observers could notice that all participants were very 

positive about the factor trust. The next step was to write down, on colored cards, 

advantage and disadvantage when building trust of a brand. The green card represented 

advantages and the orange card was for disadvantages. This created confusion among 

participants and they repeatedly asked, while processing their thoughts, which color was 

for what. In this part the participants had the opportunity to shout “lightning” when 

something needed to be explained more in detail. The “lightning” was shout only once 

in this part. After direction from moderator they managed to fulfill the exercise without 

any obstacles. 

5.5.3.2 Qualitative data of factor TRUST   

By using colored spots the participants could decide where to put their spot on the range 

of positive or negative attitudes when asked: How important is for you that a brand 

gains your trust? The result is visualized in the picture below.  

  

Figure 8: Positive/ negative attitudes about Trust 
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As we can see many of spots were placed on the range of attitudes towards very positive 

direction. Six of the participants put their spots on very positive attitude towards trust. 

They mentioned sustainability, trustworthiness, wider life span, and security as elements 

of great significance when explaining importance of brand gaining their trust. The 

remaining two put their spots on positive attitude saying that brand equity is significant 

but there are no warranties on the quality and it is created over time so no immediate 

effect can be gained. 

The next step in this part was to ask: What they found is advantage/disadvantage when 

building trust of a brand? 

  

Figure 9: Advantages/disadvantages when building Trust of a brand 

According to experimental group the advantages of a brand gaining trust was that they 

know what they get, consciousness for the quality, the brand is recognizable, and it 

gives time for creativity. Safety and comfort have also been included as advantages. 

Disadvantages however, included the feeling of being trapped in routines and lack of 

experiences with other brands. Some participants wanted to have a closer explanation 

on this opinion and they cried “lightning”. The explanation was that, they miss to try 

new things because they trust the brand too much. They also explained that the quality 

and the price of other brands might be better, but because of trust for a brand they are 

unable to comparison and they make “blind purchases”. To get too comfortable with a 

brand can lead to disappointment and is put as a disadvantage as well. 
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5.5.3.3 Observational data of factor LIFESTYLE 

As in the previous part the moderator instructed participants to use colored spots on the 

range of positive or negative attitudes for the factor lifestyle. This part was already a 

routine for the group so no questions aroused and exercise was done effectively. It could 

be observed that the group responded positively to the factor lifestyle when the question 

“why” was posed. Even here, moderator encouraged them to write down the advantage 

on the green card and disadvantage on the orange card regarding how a brand is suited 

to their lifestyle. The observers could see that this was still confusing for some of the 

participants but with the help from moderator this was executed well. The “lightning” 

was cried only once and one of the participants chose not to contribute to this part 

because he felt that this did not affect him in any way. 

5.5.3.4 Qualitative result of factor LIFESTYLE 

The picture below presents the visualized results on question: How important is for you 

that a brand is suited to your lifestyle? 

 

Figure 10: Positive/negative attitudes about Lifestyle 

Three of the participants were very positive for the factor lifestyle explaining that a 

brand can be customized to their lifestyle, be affordable, qualitative, fulfill their needs, 

and build their confidence. The next three participants were positive towards factor  

lifestyle saying that they can express themselves through a brand but there is no need 

for genuine. By this, they meant that it can be a copy of a well known brand but they 

would still feel like they own an original brand because that would fit their lifestyle. The 

last two meant that a brand needs to feel good but there is no need for fitting in their 

lifestyle. Quality is more important than a brand matching their lifestyle preferences. 

Participants were then asked to write on the colored cards what they found is 

advantage/disadvantage when a brand is suited to their lifestyle? 
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Figure 11: Advantages/disadvantages when a brand is suited to Lifestyle  

Happiness from a good purchase that reinforces one‟s identity as well as trusting a 

product is important when making connection with a brand that will fit one‟s lifestyle. 

When a brand suits a lifestyle, social adaptation arises. Even price can be advantageous 

according to a participant.  The price needs to be suitable to one‟s lifestyle. The brand‟s 

encouragement for choice of lifestyle was seen as an advantage. When a brand is suited 

to one‟s lifestyle it can affect positively financial situation of that individual, one does 

not have to test oneself through the jungle of several different brands in order to find 

one that fits. One of the participants did not found any disadvantages with a brand suited 

to his lifestyle. Another one found that a disadvantage was a wish for greater brands that 

are not affordable for his lifestyle. Changing the lifestyle more frequently could be 

unpractical. The participants discovered some other disadvantages when a brand is 

suited to the lifestyle such as condemnation, getting too comfortable with a brand and 

weak general impression.    

5.5.3.5 Observational data of factor PERSONALITY  

This part was constructed exactly as the two previous parts. The observers could notice 

that participants were puzzled by the structure of the question asked. They wondered “is 

not this the same question you asked in the previous part?”. The moderator had to 

clarify the construction of questions asked. The participants then understood that these 
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were different subjects but the question structure was the same for all parts. The 

moderator even simplified the explanation of personality factor by saying that, it is the 

same as to think of a brand as a human. The participants were very positive for the 

factor personality under discussion “why”. Even part with writing down the advantages 

and disadvantages when the brand got a personality was completed successfully with no 

participant bias. The “lightning” was shouted twice. 

5.5.3.6 Qualitative data of factor PERSONALITY 

On the question how important is for you that a brand has a personality/is humanized 

the participants responded as following. 

  

Figure 12: Positive/ negative attitudes about Personality 

The entire group was very positive for the factor personality saying that personality of a 

brand leads to customization and personalization as well as to attractive designs of the 

products.  A personality of a brand appeals to consumers and gives consumers a feeling 

of belonging to same community. However, the participants argued that this could have 

a reversed effect as well; feeling of not belonging can arise because a customer feels 

different from others. Furthermore, participants felt that this factor can be attached to 

their own personality and suited to their lifestyle. The factor can be very practical when 

many similar brands are on the market. It can also create preference for a certain brand. 

One of the participant felt that appeal of a brand was not important as the functionality 

of the brand.   

The participants‟ response on what they found is advantage/disadvantage when a brand 

got a personality/is humanized can be seen in picture below. 
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Figure 13: Advantages/disadvantages when a brand got a Personality 

Products are more customized when a brand got personality and it leads to more 

satisfaction according to participants. It always offers something just for you, a right 

product for a right individual. On the other hand, if buying only brands with personality, 

it can become a habit so that other brands can be missed. It is also been mentioned that 

brand with personality should appeal to one, and that will lead to straightening of one‟s 

own personality. On contrary, disadvantage with brand personality is that it can give a 

wrong picture of the product and that the feeling of disappointment can arouse. When 

asked what was meant with disappointment, the explanation was that it can arise after 

the purchase is made when the product is not satisfactory. The personality of a brand 

can make customers to purchase even if there is no need for it. One of the participant‟s 

opinions was that the fifty percent of the brand personality is logo. It might be so that 

brand personality does not appeal to everybody and it can be misleading. A brand 

personality can personify your own individuality; you become a brand. A customer can 

be judged after his/hers income level when enjoying brands with personality. 

5.5.3.7 Observational data of factor RELATIONSHIP 

This part followed the same pattern as previous parts. The part with sticky spots went 

smoothly without any complications even though opinions were very scattered. 

Advantages and disadvantages were presented and the “lightning” was shouted three 
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times in this part. That was followed by comments like “God, it is flashing here” among 

participants. 

5.5.3.8 Qualitative data of factor RELATIONSHIP 

Hereunder the result on question how important is for you to have a relationship to a 

brand is presented. 

  

Figure 14: Positive/ negative attitudes about Relationship 

The experimental group‟s opinions were most scattered regarding this factor. However, 

most of these opinions were on the positive range of attitudes. One of the positive 

opinions was the wish of enjoying the same product as their idol. Relationship to a 

brand gives security and becomes consistent. Another positive opinion was that 

relationship to a brand creates preference to that brand. It is best established by 

providing information about the brand with significant facts as well as word of mouth. 

One of the participants alleged that relationship to a brand is determined by market 

needs. When a brand is demanded and attractive on the market, the relationship to this 

brand is created. On the negative side however, it has been noted that no curiosity arises 

from an already established relationship to a brand, as well as the need for manipulation 

can emerge. 

When asked, what they find is advantage/disadvantage with a relationship to a brand 

the participants answered as following: 
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Figure 15: Advantages/disadvantages whit a Relationship to a brand  

Participants found many advantages linked to factor relationship. The majority liked the 

feeling of consistency and security a relationship to a brand generates. The feeling of 

knowing what you get, creates a feeling of a real friendship to a brand. A relationship to 

a brand can give you “extra something”. This observation stimulated to discussion 

which demanded clarification. The explanation was that, as a club member of a specific 

brand you can gain benefits that straighten the bond between consumer and the brand. 

The entire group agreed on this comment. According to the experimental group the 

disadvantage can be that nothing new is coming from an established relationship to a 

brand. The explanation to this remark was that customer gets too comfortable with a 

brand that there is no need for trying new things and experiencing other brands. There is 

also a risk for becoming too loyal to a brand. A relationship to a brand should eliminate 

consumers‟ waste of extra expenses, time, and energy. One of disadvantages is feeling 

of being trapped in to same pattern with no option for trying new brands.  

5.5.4 Step three - Control question 

A control question was created in order to check if participants changed their opinions 

regarding how they feel about IKEA using emotions in their branding strategy. The 

following emerged: 
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Figure 16: Control question –Positive/negative attitudes about IKEA 

The outcome of this question generated quite positive attitude. The participants liked the 

feeling that IKEA appeals on the individual level, have suited products, is honest, and 

reaches customers on a profound way.  The IKEA‟s strategy is smart and reaches 

people. It also makes it possible for customers to buy a solution for their problems.  On 

the negative side it has been mentioned that customers do not appreciate a brand 

manipulating them. Customers prefer information and clear facts. What is more, it 

creates stereotypes.    

5.6 Experiment analysis 

This step is explaining the importance of communicating the research results. According 

to Christiansen (2004) it is important that scientist communicate their findings to each 

other. This type of communication must take place through the professional journals in 

a field. Subsequently, the researcher must write a research report testifying how the 

research was performed and what was found. This research is the part of the school 

dissertation and will be recorded as a written research report, that will be public 

accessible. This step occurs after the data have been collected. The researcher must then 

analyse and interpret the data to distinguish the answers provided by the research study. 

This can be done with a computer and statistical software packages, but still researches 

must interpret the results and specify exactly what they mean.  Generally, the 

experiments are used for quantitative research, although in this study the experiment 

data is used to form descriptive analysis (Christiansen, 2004) 

The deductive analytical procedure is used in order to attain the descriptive analysis, 

more exactly explanation building. The deductive approach had to be applied since the 

use of literature help the authors identify ideas and theoretical proposition, that was later 

tested by different techniques. In this study the theoretical proposition refers to factors 

of emotional branding, which are trust, lifestyle, personality, and relationship. The 
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experiment data was collected in order to compare the findings with the suggested 

theory. (Saunders et.al, 2003) 

5.6.1 Descriptive Analysis 

By analysing the experimental data, the authors aimed to discover factors that explain 

emotional branding. The focus lays on four factors explicitly: trust, lifestyle, 

personality, and relationship. The results attained indicate that all four factors have been 

revealed in the experimental study and are of importance when explaining the concept 

of emotional branding. Authors of this dissertation intended to analyse the experiment 

results from the point of how consumers perceive a brand.  

5.6.1.1 Analysis of the proposition on TRUST (P
1
) 

According to the authors‟ proposed theory, trust stands for equity, care, motivation, 

comfort, familiarity, integrity, trustworthiness, fulfilment, partner‟s honesty etc... It 

responds to needs and desires, and is established over time. It is engaging and intimate, 

and it needs to be earned. From this proposed theory a proposition has been set up. 

P
1
: Trust is a factor that explains emotional branding. 

Through our experimental observations and qualitative research of the experiment the 

experimental group pinpointed couple of ideas regarding factor trust.  The first step of 

the experiment shows that the group could identify a cluster of ideas linked to brand 

IKEA that best describes the factor trust in connection to authors‟ theory. However, the 

experimental group chose to call this cluster of opinions Value added. Authors preferred 

to rename this cluster of opinions to trust because the ideas suggested matched the 

theory behind the factor trust. Participants could identify following aspects as a result of 

experimental workshop: Generosity – the brand‟s price strategy is generous in 

comparison to other companies with similar concept.  Loyalty – customers get what 

they paid for. Obviousness – the brand has no need for advertising because customers 

know what the brand is standing for. Trustworthiness – conviction that the brand has 

solution for the fulfilment of one‟s needs. Unfaithfulness – the brand forsakes more and 

more Swedish traditions and becoming more international. It has been also said that a 

brand that gives comfort to its customers gain customers trust.   
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The elements of major significance when explaining importance of brand gaining their 

trust, was sustainability, trustworthiness, wider life span, and security. Furthermore, 

brand equity is considered to be significant but no warranties on the quality is 

guaranteed and trust is created over time so no immediate effect can be gained. The 

entire group however, argued that with the help of trust they know what they get, 

consciousness for the quality is present, the brand is recognizable, and it gives time for 

creativity. If a consumer trust a brand sufficiently he/she does not have to search for 

unnecessarily alternative solutions that will fulfil his/hers needs. It saves time for other 

“creative” activities. Safety and comfort have also been taken into consideration when 

thinking of factor trust. 

There has also been a discussion on what disadvantage can be brought when a brand 

gains ones trust. These are following: the feeling of being trapped in routines, lack of 

experiences with other brands, quality and price may be better with other brands, no 

comparison with other brands, and too comfortable with a brand. Even though the 

experiment group identified some disadvantages, those cannot be seen as disadvantages 

according to the authors. To be trapped in the routines does not need to be negative. If 

that situation arises it means that you trust a brand so much that you know what to 

expect from it and it will not disappoint you. To have a trust towards a brand does not 

mean that you cannot try alternatives. On contrary, it can only straighten the trust 

towards a brand when realizing that those alternatives cannot match with the original 

brand in first place. By getting too comfortable with a brand does not have to mean that 

the future disappointment should be considered as a threat, instead the feeling (trust) 

that a brand generates at the present time should be taken into account.   

When comparing the findings with the theory proposed by authors, one can clearly 

distinguish equality between suggested theory and actual result. All those elements that 

best represent the factor trust in the authors‟ suggested theory can be found in the actual 

experiment results. Equity, care, motivation, comfort, familiarity, integrity, 

trustworthiness, fulfilment, partners honesty are words that have been emerged in the 

experimental results. It is possible that synonyms had been used but the actual meaning 

is still expressed. From the discussion above the authors can conclude that the factor 

trust is an explaining factor of emotional branding.  
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5.6.1.2 Analysis of the proposition on LIFESTYLE (P
2
) 

The definition of the lifestyle that has been presented in the theory part was being a 

mode of living, identified by how people spend their time (activities), what they 

consider important in their environment (interest), and what they think of themselves 

and the world around them (opinions) (Kotler, 1996). A proposition emerged from this 

theory. 

P
2
: Lifestyle is a factor that explains emotional branding 

The participants identified a cluster of words in step one that was related to authors‟ 

presented theory describing factor lifestyle. This cluster was named Existence by the 

experimental group. The authors, on the other hand, decide that the name lifestyle 

would be more appropriate because lifestyle gives broader illustration of one‟s own 

existence. It describes mode of living, activities, interests, opinions, and not only 

existence. The subsequent aspects of the brand IKEA related to factor lifestyle were 

identified. The brand was considered to be family oriented and family safe, a bisexual, a 

housewife in upper middle age, a man seventy five percent, and single. It is addressing 

both females and males, is considered to be very Swedish, has a high regard for 

Swedish culture, but is also international. There was no questions about the statement of 

IKEA being a world leader, celebrating life, being open and welcoming, good on what 

they are doing, and good on advertising,  

Participants agreed that a brand can be customized, affordable, and qualitative, fulfill 

their needs and build their confidence by integrating in their lifestyles. It is possible to 

express yourself through a brand and be socially more adapted. However, the price 

needs to be suitable to the lifestyle in order to positively affect the financial situation of 

an individual. It is pointed out that a brand needs to feel good and has good quality with 

no need for fitting into a lifestyle. Authors disagree with this proposition claiming that 

the need of “feeling good and having a good quality” is exactly what a specific lifestyle 

requires. Participants also declared that a good purchase can reinforce one‟s identity and 

boost the trust towards a product. 

A number of disadvantages have been specified. A wish for greater brands that are not 

affordable for a specific lifestyle is according to authors exactly what it is, a “wish” 

even though it was mentioned as a disadvantage. Those “greater brand‟s” aim is to suit a 
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certain lifestyle and not all the lifestyles on the market. Another claimed disadvantage 

was, when changing lifestyles more frequently then this factor can become unpractical. 

Authors state that the need for changing brands, that fulfill the needs with that new 

lifestyle, will emerge. If a person is interested in rock climbing at one point in life, then 

that same person will not continue to buy ropes and climbing equipment when he 

changes this interest for another, for example interest in cooking. Authors reasoned that 

food will not taste better by using climbing equipment in the kitchen. Another 

disadvantage proposed by participants was criticism that can emerge when a brand is 

connected to a certain lifestyle. Just think of Ferrari. The person that drives a car Ferrari 

is being put in a specific “box” that justifies his lifestyle. Even if we think of a brand as 

Skoda, that is not as recognized brand as Ferrari, authors argued that criticism arises 

towards a lifestyle and not because a specific brand is suited to that lifestyle.  

It is showed that the recommended theory regarding factor lifestyle and its impact on 

emotional branding matches very well with the findings of the experimental study. The 

experiment confirms that the factor lifestyle is considered being of significant 

importance when thinking of a brand. The mode of living was explained on how the 

group vision brand (single, man 75%, housewife, bisexual…). Activities were explained 

by using the words as family picnic, home cooked meal, good on what the brand is 

doing and good on advertising. The IKEA‟s interest defines as to be family oriented and 

family safe. By being perceived as a Swedish but also international, a world leader, 

welcoming, open, shows the opinions of that brand. Considering the discussion 

presented for the factor lifestyle authors can claim that lifestyle is an factor that explains 

concept of emotional branding.  

5.6.1.3 Analysis of the proposition on PERSONALITY (P
3
) 

It has been pinpoint earlier that brand personalities have a charismatic character that 

provokes an emotional response. It is about perception (in the consumer‟s view), 

associations and symbolic values, as well as emotional responses towards brands or 

emotional relationships with brands. Brands can be imagined as distinct personalities 

with characteristics that describe them. 

P
3
: Brand personality is a factor that explains emotional branding. 
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When going through the first step of the experimental workshop the participants 

clustered yet another group of words describing brand IKEA as if it was a person. The 

experimental group chose to call this cluster Personality. Authors decided not to make 

any change regarding the name of this cluster. The proposed words within this cluster 

were a parasite that ingratiate its products everywhere, manipulative,  smart, social, 

proud, and modern. The brand was also considered to be driving force that creates new 

trends, handy, impressive, cheep, sophisticated, structured, cosy, colourful, very happy, 

welcoming, and an inspirer. It was also described as very patriotic and traditional, 

somewhat predictable, a tightwad, not very unique, “every day-ish”, and overrated. 

The participant could identify plenty of advantages in connection to factor personality. 

Customization and personalization of products as well as attractive designs were some 

of those advantages. A brand should appeal to consumers and give the feeling of 

belonging to the same community as well as to reflect to customers own personality and 

suits to one‟s lifestyle. It has been said that the personality factor can be very practical 

when there is many similar brands on the market. This gives brand advantage through 

uniqueness and creates preference for a brand. Appeal of the brand was not considered 

to be as important as functionality. However, participants reasoned that the factor 

personality of a brand offers something just for you, a right product for a right 

individual that in turn creates satisfaction.  

What was considered to be disadvantage is that buying a brand with personality can 

become a habit and alternatives can fail to be noticed. As argued before (see discussion 

on trust), personality nor the trust of a brand do not limit customers in trying 

alternatives. On contrary it can improve the bond between the customer and the brand as 

well as straightening of one‟s own personality by trying alternatives that cannot cope 

with the initial brand. Furthermore, it has been said that the personality of a brand could 

give a wrong picture of the product that will result in disappointment. Authors think that 

if a brand possesses a personality then that personality either appeals or repels to 

customers. The wrong picture and disappointment of a brand can only be obtained by 

lack of information. A brand‟s personality cannot appeal to everyone because all of us 

are unique individuals that think and behave differently. Moreover, it has been brought 

up that a brand can personify an individual so that individual becomes a brand.  
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The discussion presented shows that the bond between proposed theory and actual 

results gained by experimental study exist. In the first step of the experimental 

workshop the participants describe brand IKEA as a personality with distinct 

characteristics. The group has presented their own perceptions regarding this brand in 

most colourful manner. Participants used associations and symbolic values when 

describing IKEA. As a result of this discussion the authors can assure that the factor 

personality is a factor explaining emotional branding.  

5.6.1.4 Analysis of the proposition on RELATIONSHIP (P
4
) 

Relationships can, according to authors, be gained by emotional dialogue, involvement, 

experience, information, satisfaction, admiration, having fun, friendship, belonging to 

same community etc... The relationship is the set of exchanges between consumers and 

company. Authors created a proposition supported by this proposed theory. 

P
4
: Relationship is a factor that explains emotional branding. 

Participants of the experimental workshop were able to demonstrate one more cluster of 

words describing it as Commitment. Authors found that this cluster can be renamed to 

relationship because the suggested points matched with the proposed theory regarding 

factor relationship. Some of the points that the group come up with in the step one of the 

experiment was that the brand IKEA offers something for everyone and is an expert 

within home decorations.  The brand is concentrated on mass production, is economy 

friendly and offers products that can fulfil your needs. It is also considered to be a place 

of gatherings with the home feeling. It is versatile, comprehensive, flexible, and 

multicultural.  

The advantage that participants have seen of importance when having a relationship to a 

brand, was a wish to enjoy the same product as the idol. A relationship gives security, 

consistency, feeling of a real friendship, and creates preference. It is best established, 

according to the group, by providing information about the brand. A relationship can 

also give something extra for loyal customers in form of club membership, extra 

offerings, lower prices etc...  

Some of the disadvantages have been mentioned as well, like the one that nothing new 

comes from an established relationship. Authors can strongly argue that a healthy 
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relationship needs to reinvent itself in order to keep their customers satisfied.  Another 

disadvantage was that there is a risk of becoming too loyal to a brand and feeling of 

being trapped in the same pattern. Authors recognized that this same concern was 

mentioned in previous discussions on factor trust and personality. The testing of the 

alternatives can intensify the bond to a brand if those alternatives cannot measure up to 

that initial brand. Authors do not consider this of being a disadvantage. It has also been 

noted that the need for manipulation can appear from the brand‟s point of view when 

establishing a relationship. If a brand is using manipulation as a tool to create a 

relationship, then a relationship should never be initiated in the first place. People are 

smart and they notice when someone is using bad tricks on them.        

As we mentioned before, the theory is suggesting that the relationship to a brand is all 

about dialog, involvement, experiences, information, satisfaction friendship, admiration 

etc… All of these elements can be found in the assembled data from the experiment. 

The authors can reason, with the support from the discussion above, that the factor 

relationship is one of the factors that explains emotional branding.  

5.7 Experiment Conclusion 

To conclude the result, the authors have realized that the factors Trust, Personality, 

Lifestyle, and Relationship explain the concept of emotional branding. This means that 

the null proposition (suggested factors do not explain emotional branding) is proven 

incorrect. The validity, reliability and generalisability of the experiment is discussed in 

following section. We conclude with the summary of the experiment.  

5.7.1 Validity 

Validity refers to the degree of correspondence between the study results and the reality. 

There are many different aspects of validity that affect the validity of the experiment in 

general (Christiansen, 2004). The validity of the independent variables trust, 

personality, lifestyle, and relationship as well as dependent variable emotional branding 

was discussed earlier. The validity of factors is high due to the fact that the implemented 

manipulations were controlled by structured observations. The validity of the data 

collection process that was used, the participants‟ observations, possesses a high 

ecological validity (Saunders et. al., 2003). The threats on validity in this experiment are 

that the arrangement of experiment could have influenced the result and that the 
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participants might not have responded honestly. Besides participants‟ errors, the 

experiential data could also be unreliable. The observers might have misunderstood the 

experiment experience and their perception might have been influenced by their own 

expectations. Multiple observations were produced with the intention of controlling the 

experimenter effect (Christiansen, 2004).  

5.7.2 Reliability 

“Reliability refers to consistency, stability, or the repeatability of results” (Christiansen, 

2004, p.182). The concrete guidelines concerning independent variables were provided 

to secure the repeatability. The reliability of the dependent variable is not existing since 

each test was only carried out once (Saunders et. al., 2003). As a result of limited 

resources the authors were unable to test the effect of the factors more than once. 

Unfortunately, this makes the reliability of the experiment results relatively vague.  

5.7.3 Generalisability 

It refers to the ability to generalize the research result to a larger population. To be 

capable of generalizing a research, the sample has to represent the whole study 

population. The authors of this dissertation used a self-selection sampling, which allows 

every individual to identify their wish to take part in the study (Saunders et. al, 2003). 

The question is whether the recruited participants represent entire population. Since it 

cannot be assumed that sample of eight represents this population, the generalisability 

of the experiment does not meet the standards of generalization.   
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5.8 Summary 

The scientific propositions of the experiment was that trust, personality, lifestyle and 

relationship are the factors that explain concept emotional branding. The data was 

collected through a participant observation, Storytelling and MetaPlan.  

The descriptive analysis of the experiment was presented. The analysis was conducted 

as an explanation building which is a deductive analysing technique. The analysis was 

presented in four parts; first factor trust, continuing with factor lifestyle, then factor 

personality, and finishing with factor relationship.  

The experiment shows quite high validity because of the choice of techniques used in 

experiment process. The reliability of the test result is unattainable since the tests were 

conducted only once for each factor. Neither can the test results be generalized given 

that the used sample size was small. 
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Chapter 6 

Conclusion 

In this chapter the conclusions are presented. The dissertation is summarised and the 

factors of emotional branding are discussed and evaluated. Further, the 

methodological criticism is reviewed. Finally, the suggestions for further research are 

presented.  

6.1 Summary of dissertation 

Inspiration for this dissertation came from the desire to investigate what the emotional 

branding was. The purpose was then to investigate factors that explain concept of 

emotional branding but also to modify the concept definition. Emotional branding was 

defined as paradigm that connects brands to people (Gobé, 2001). A brand is like a link 

between a company and the customers, so the emotional connection to a brand needs to 

be developed in order to mean something to customers (Travis, 2000).   

The research strategy included an extensive literature search followed by an explanatory 

model, which incorporated possible factors that explain emotional branding. In order to 

test the significance of this explanatory model, four propositions were formulated. 

Finally, an experiment was conducted. As stated before, relatively few studies have 

been conducted within the research area and the existing literature is not entirely 

academically reliable. This was the background for the dissertation‟s research problem 

and questions.  

The explanatory model of emotional branding was tested by an experimental study. The 

laboratory experiment was designed in order to gather ideas regarding emotional 

branding. The performance of the experimental group was monitored through 

participant observation and qualitative data gathering using Storytelling and Metaplan 

techniques. The structure of Metaplan where the independent variables were tested, was 

controlled by structured observation (Christiansen, 2004) 
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The experiment data could only be analysed descriptively due to the data collection 

techniques as well as the sample size. The descriptive analysis was analysed trough 

explanation building (Christiansen, 2004).  

The validity of the experiment was relatively high due to the experiential data collection 

and the use of qualitative data gathering. Unfortunately, the reliability was low because 

the testing of each factor was only performed once. Neither can the test results be 

generalized to the real world (Saunders et. al., 2003). Following, more details regarding 

experimental findings and previous theories for each factor will be discussed. 

6.2 Evaluation of the explanatory model 

The explanatory model of emotional branding consisted of four factors; trust, lifestyle, 

personality, and relationship. Each factor has been derived from previous research in the 

subject at hand, and other related subjects. When it comes to evaluating the created 

model one may want to either approve or reject the respective factors in it.  

Trust, with the support from the reviewed theoretical framework, was suggested as a 

factor that may explain emotional branding. The experimental group found a cluster of 

ideas that they called value added, which authors choose to call trust for the reason of 

the complement of theories used. Trust was placed on the range of attitudes towards 

very positive direction. The elements of great significance, when explaining the 

importance of brand gaining consumer‟s trust, were distinguished. Even advantages 

with trusting a brand were discussed. The identified disadvantages have been analyzed 

and disagreed with, because the authors wanted to point out that these disadvantages 

could be seen in one‟s own way. The authors chose to interpret these disadvantages 

more as advantages to give the reader more shade of factor presented. Since the 

experiment results matched more than well with the suggested theory the factor trust 

was accepted as a factor of emotional branding. 

The factor lifestyle has also been suggested as a factor that explains emotional branding 

from the theories reviewed. The experiment results showed that a cluster of ideas was 

identified by name existence. The factor was renamed to lifestyle because it gives 

broader illustration of one‟s own existence. Three of the participants were very 

positively oriented on the range of attitudes regarding factor lifestyle, while another 

three were positive and the last two negative. The subsequent aspects of a brand related 
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to factor lifestyle were identified by the experimental group. The advantages and 

disadvantages were presented. The authors‟ interpreted disadvantages as well as those 

identified negative attitudes from the authors‟ point of view. As the experiment results 

were in line with the recommended theory, the factor lifestyle was accepted as a factor 

of emotional branding. 

The evaluated theory proposed factor personality as a factor that explains emotional 

branding. The participants of the experiment could identify a cluster of ideas that they 

chose to call personality. Authors did not make any changes to this cluster name 

because the theory supported the group‟s identified ideas within this cluster. The entire 

group was very positive towards the factor personality on the range of positive/negative 

attitudes. Even here, the authors chose to shed light on disadvantages from their 

standpoint. Considering the fact that experiment results were corresponding to the 

advocated theory the factor personality was accepted as a factor of emotional branding. 

The assessed theory suggested that the factor relationship is a factor that explains 

emotional branding.  Similarly to the previous factors, the experiment group could 

identify a cluster of ideas labelled as commitment. Authors found that this cluster could 

be renamed to relationship because it matched with the suggested theory regarding this 

factor. The experimental group‟s opinions were most scattered regarding this factor. 

However, most of these opinions were on the positive range of attitudes. The 

interpretation of the negative attitudes and disadvantages of the factor relationship was 

illuminated from the authors‟ angle. Since the experimental result was corresponding 

with presented theory the factor relationship was accepted as a factor of emotional 

branding. 

Given the account above, the authors can define emotional branding as an instrument 

that links brand to customers, makes customers identify themselves with the brand, 

adapts brand to customers‟ way of life, and makes brand more reliable in the eyes of 

customers. Simply put, emotional branding is about fulfilment of peoples‟ needs.  
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6.3 Methodological improvements 

This research was conducted with an experimental study. In order to find what factors 

explain emotional branding this research strategy was most appropriate one to use. 

Undoubtedly, the applicability of the developed model could have been examined with 

other research techniques. Nevertheless, authors believed that none of them would give 

a more correct picture of the reality. While observing the experiment we obtained an 

opportunity to see how participants became involved into discussion regarding 

emotional branding and realized how it affects them as consumers.  

There was a possibility that authors as observers allowed own hopes and expectations 

influence the outcome of the research. The credibility would have enhanced if an 

impartial observer was recruited in the experiment. If the authors were guided by their 

academic ambitions while observing, the observations of the impartial observer would 

show to be significantly different. 

Another point that could be modified is the execution of MetaPlan. The questions 

examined by Metaplan could be formulated differently in order to avoid 

misunderstandings. The disposition of time should have been handled more efficiently. 

The most central deficiency of the experiment must be the fact that the authors were not 

able to test each factor repeatedly. It should be also mentioned that authors made a 

mistake regarding the sampling when they put a ceiling on how many participants 

should attend the experiment. What the authors did not account for, was that some 

redundancy can occur. In this study the redundancy accounted for two individuals 

making the experiment group of total eight participants. The experiment was conducted 

in Swedish which was time-consuming while analysing the data collected. It would 

have been much more efficient if the experiment was carried out in English in the first 

place. However, the investigated subject was too complex to be performed in a different 

language than the mother tongue.  

6.4 Suggestions for further research  

As we mentioned before the aim of this study was to identify the factors that explain 

emotional branding and to give a modified definition of the concept. The research was 

not considering the relation between those identified factors. For that reason it would be 

of interest to see if there is a relation between these factors.  
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The authors believe that there may be other possible factors that have not been 

identified in this study. A future study may consider that emotional branding concept 

can be developed even further, with additional explaining factors.  

This study was executed from the consumers‟ point of view and it would be of interest 

to see if the explanatory model of emotional branding could be applied on a real life 

case study. 

6.5 Practical implications 

The new explanatory model is most important for those brands that would like to be 

able to meet and fulfil people‟s needs. It can be used for earning trust for the brand, 

creating a relationship with customers, adapting brand to people‟s daily life, and 

hopefully people will identify themselves with that brand. 

Organizations of all types can benefit from emotional branding. The more people 

associate a product or service with a positive emotion, the more willing they will be to 

rely on it. We hope that this explanatory model will provide some guidance on how 

emotional branding can be applied in real life and how brands can gain competitive 

advantages by using this instrument. 
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Appendix 2 

 

 

EXPERIMENT “Emotional Branding” 

 

Step I 

 

How do you feel about IKEA using emotions in their branding strategy?  

+ + + - -- 

 

 

 

Write down on a POST-IT what‟s come to your mind when you think of a brand. It can 

be a thought, opinion, experience, expectation, service, etc… 
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Step II 

  

A. How important is for you that a brand gain your trust? 

 

+ + + - -- 

 

 

 

Why: 

        

        

        

 

 

 

What do you find is advantage/disadvantage when building trust of a brand? 

 

 

 

 

 

 

 

 

 

 

 

 

  

 



100 

 

Step II 

 

B. How important is for you that a brand is suited to your lifestyle? 

 

+ + + - -- 

 

 

 

Why: 

        

        

        

 

 

 

What do you find is advantage/disadvantage when a brand is suited to your lifestyle? 
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Step II 

 

C. How important is for you that a brand have a personality/is humanized? 

 

+ + + - -- 

 

 

 

Why: 

        

        

        

 

 

 

What do you find is advantage/disadvantage when a brand got a personality/is 

humanized? 
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Step II 

 

D. How important is for you to have a relationship to a brand? 

 

+ + + - -- 

 

 

 

Why: 

        

        

        

 

 

 

What do you find is advantage/disadvantage with a relationship to a brand? 
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Step III 

 

How do you feel about IKEA using emotions in their branding strategy?  

+ + + - -- 
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   Appendix 3 

 

Volvo 

Jag betraktas som en mogen, familjeorienterad person. Jag accepterar alla sexuella 

orienteringar, religioner, och raser men jag är en svensk i hjärtat. Jag är väldigt 

miljömedveten och jag är inte rädd för ny teknik, är en flitig internetanvändare. Jag är 

en lastbil/buss/byggmaskin/båt/ flygplantillverkare men först och främst är jag en 

biltillverkare.  

 

Jag är originell och ideerik, är väldigt nyfiken men ändå pålitlig. Jag uppfattas som 

fantasirik, effektiv och uppfinningsrik. Dessutom så är jag väldigt social. Jag inger 

respekt och är trovärdig. 

 

Jag är väldig lojal mot mina kunder då jag håller vad jag lovar genom att erbjuda 

kvalitativa och trygga bilar. Jag bryr mig om mina medmänniskor och jag motiverar 

andra genom att jag organiserar /deltar i miljömedvetna projekt. Jag har en otrolig 

känsla för design. Jag erbjuder mina kunder nice price vilket är ett komplett 

underhållsprogram för lite äldre bilar. 

 

Jag engagerar mig i flera miljörelaterade projekt men organiserar även sport 

engagemang såsom Ocean race. Jag håller kontakt med mina kunder genom mina 

återförsäljare men också min hemsida. Där erbjuder jag massor med information kring 

mina produkter, finnansieringslösningar, garantier och assistans. I butiken kan man hitta 

allt som gör livet med mina produkter lite bättre. Tillbehör till personligare bilar, säsong 

produkter, barnrelaterade produkter. Där finns det också information om hela butikens 

sortiment. Jag erbjuder även allt din bil behöver för att bli din bäste vän på fritiden. Där 

finns det även tips på vad man behöver för ett bra garage till en bra bil. Det är även 

väldigt enkelt att få din bil mer som du är. Det finns även tips och verktyg till de som 

helst vill fixa sina bilar själva. Med mitt kort kan man samla alla bilutgifter på en enda 

räkning. 

      

  

 



105 

 

   Appendix 4  

IKEA 

Jag är en familjeorienterad person som gillar att gå på familjepicknick och utflykter.  

Många uppfattar mig att vara ”väldigt Svensson”. Jag är internationell och världsledande 

inom mitt område men jag är svensk i hjärtat. Jag gillar Svensk kultur och traditioner och 

anses vara en öppen person, bisexuell, ogift, men även som hemmafru. Andra beskriver 

mig som en man till 75 %, och i övre medelålder. Jag är en hon enligt damer och en han 

enligt herrar. Jag är en finsmakare som är bra på heminredning samt som jag är bra på 

reklam. 

 

Jag beskrivs som ide-givande, smart, social, stolt, givmild, och präktig. Jag har även hört 

ord såsom händig, modern, en drivmotor som skapar nya trender, samt gästvänlig. 

Modern, strukturerad, sofistikerad, traditionell, mysig, händig, färgglad är bara ytterligare 

några ord som jag kan skildras med. Man använder sig även av negativa ord när man 

berättar om mig, såsom: snåljåp, ej unik, förutsägbar, och överreklamerad. Eller ännu 

värre såsom parasit, eller psykopat – då jag försöker få in mina produkter i varje svensk 

hem genom manipulation. Vad alla ändå är sams om är att mina produkter är billiga och 

anpassade till vardagen.  

 

Jag är väldig lojal mot mina kunder då jag håller vad jag lovar och mina kunder får det de 

betalar för. Jag är självklar och behöver ingen reklam, man vet trots allt vad jag står för. 

Jag erbjuder bekvämlighet, är välrotad och trovärdig. Jag kan dock uppfattas en aning 

otrogen då jag inte längre döper mina produkter med svenska namn utan lånar namn från 

andra länder och kulturer.  

 

Jag är bra på hem dekorationer och är ekonomivänlig. Hos mig hittar man något för alla, 

och allt under samma tak. Jag är en samlingsplats med hemmakänsla, som erbjuder mina 

kunder god hemlagad mat.  Jag har bra kvalitet på mina produkter i jämförelse med 

företag med liknande koncept. Det kan ibland uppstå extra utgifter när man besöker mig 

då vid sida om det man behöver, köper man massa annat. Jag säljer produkter som har en 

enkel design samt som de uppfyller mänskliga behov. Jag är mångsidig, flexibel, 

mångkulturell, jobbar på internationell arena och har en tendens att verka förökande dvs. 

är utspridd. 

 


