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Abstract

Satisfying customers is no longer sufficient for being successful in today’s business
environment. A number of studies suggest that more and more marketers aim to
create emotional bonds between their brands and their consumers in order to enhance
brand loyalty and the organisation’s profitability. Emotional brand attachment plays
an important role in marketing, particularly, in the cosmetics industry. Thus, the
overall aim of this research is to investigate how emotional brand attachment affects
brand loyalty in the skin care market in the UK and in Germany with a special focus
on Nivea and Dove. Furthermore, the study focuses on a number of other research
objectives, such as to find out what communications and branding strategies Dove
and Nivea use and compare them in order to find out which brand is more successful
in establishing brand loyalty and why. Other objectives are to evaluate whether
addressing the consumer’s actual or ideal self is more effective, to investigate what
other factors impact brand loyalty and to what extent they moderate the effects of
emotional brand attachment and to see if the impact of emotional brand attachment
on brand loyalty differs in the German and the UK market. In order to examine these
research questions a number of hypotheses have been stated. The study is based both
on primary and secondary research using qualitative research methods. The
secondary research involves the analysis of written documents, and other sources of
secondary data with the purpose to get an overview on the research topic and to
investigate those research objectives that cannot solely be covered by the primary
research. For the primary research two focus groups were conducted, one in the UK
and one in Germany. The results of the groups were used to test the hypotheses and
to draw conclusions from these findings in order to answer the research questions
and to give recommendations for further academic research in this area and to help
marketing managers to develop communications and branding strategies that boost
brand loyalty. The study has come to the result that both brands effectively use
emotional branding strategies to create brand loyalty and that emotions such as
happiness, security, safety, reassurance and trust are essential for creating brand
loyalty in the skin care market. It was also found out that addressing the consumer’s
actual self rather than the ideal self is more important for building emotional bonds
and loyalty. However, marginal differences have been detected between UK and

German consumers.



Table of Contents

INAEX OF TADBIES ...ttt b e ettt b e e st et a et e b e e bt et e eteeneenten 2
0T[5 Qo ) il 2 T 1 (PSRRI 3
A DDTEVIALIONS ....veetteeiie et et et et et et e st e etaeebeebe e seessaessseesbeesseenseanseenseessaesssasnseenseanseenseessesssessseenseenseans 4
L. INETOAUCHION ..ottt ettt ettt et e st e st e esteeateesbe e st et eesstessseenseenseenseenseessaesseesnsesnsennns 5
2. Research Aims and ODJECHIVES ....ccvieiuieriieiiiiiierieteeieesiteeteeteebeesteesteestressseesseesseesssesssessseessesseesseens 7
3. LALETATUIE REVIEW ...ttt ettt ettt ettt bt et e et e st et e e st ene e st eneenseeseeneeeseeneeneens 9
3.1 Brand LOYalty ..cc.oooeiieieeee e e e 9
3.2 The Role of Emotions in the Decision-Making Process ..........ccccecvevvveeviievieeneeseennnenns 11
3.3 Emotional Brand Attachment............c...ccoueiiiiiiiiiiiiiie e 12
3.4 The Relationship Between Emotional Attachment and Loyalty...........cccccoeevieveennennn. 15
4, Research MEthOOLOZY .......ccviiiiiiieiieiiieciteete ettt et ettt st aeesbe et e e sbeesbeestbesssassseesseesseessaensnas 22
4.1 RESEAICH StrateZY .....eeiuiieiieiieiietieet ettt ettt ettt st ettt et et e st esaeeeneeenneens 22
4.2 RESEIACK PrOCESS....uviiuiiiiieiieiiie sttt ettt ettt e et et e e staestaessbesabeesseensaesseessaens 24
4.3 RESCAICH TYPC..ntietiiiiieiie ettt ettt ettt ettt et esaeeseeeenneens 24
4.4 ReSearch MEthod ........c.cocuiviiiiieiieiie ettt seaestaesnbeesseenseens 27
5. RESCATCIH RESUILS ...ttt ettt sttt b et eb e ees 30
5.1 Results of the FOCUS GIOUPS ...ccueeiiiiiiiiiieiieiieee et 30
5.1.1 FOCUS Group UK ....oooiiiiiiieiiiecie sttt et e ve e et eenees 30
5.1.2 FOCUS GToup GEIMNANY ......eeeveieeiiieeiieeeiieeeiteeeiteeeieeesiteesaeeeenaeesseeenseeesnseeennseesnnes 34
5.1.3 Outcome of both fOCUS ZrOUPS ....cviiviiiiiiiiiiiie ettt 38
5.2 Analysis of Social Media Activities (FAcebook) ........cccovvivviieviiiniiniiciececieeee 41
5. 2.1 DIOVE .ttt ettt b e st st ens 41
5.2, 2 NIVEA .ttt ettt ettt e e e et e e et e e e te e e e tbeeeaeeeetseeeaaeeetaeeeabeeeteeeatbeeenreeennas 43
6. RESEAICH DISCUSSION ...vviiuiiiiiieiieiiieeiie ettt ettt et e st e s v e sebeesbeesbeesbeesteestbeesbessseesseesseesssessseasseesssenssas 46
7. ReSEArCh CONCIUSION. ... eeitiiiiiiiii ettt ettt ettt sttt et et e e steesaaeensesnseenseenseeseenneas 50
8. RECOMMENAALIONS .......ccviiiiiiieiiie ettt ettt e e e et e e et e e eteeeeabeseaee e sseeeaseeesaeessseens 53
RETOTEINCES ...t et ettt et e et e e st e e e te e e stbeeeaaeeetaeesaaeeestbeesaseeensaeeanseeas vi
L2 10) 107 ea 21 o) 1 OSSPSR xii
LISt OF APPENAICES ..ottt ettt ettt ettt e bt e s bt e saeeeabeenbeenbeenbeebeeneenes Xvi
F N 0153 16 1o PSPPSR XVi



Index of Tables

Table 1: Summary of Focus Group Results



Index of Figures

Figure 1: Dove AdVErtiSEIMENES ......cccueiiiiiitieriieiie ettt ettt ettt et e et e siee e eas 33
Figure 2: Nivea AAVEITISEIMENTS .....ccvtiitieitieriieitieeiie ettt eteenteesteesitesiteenteenbeesbeesaeesaeesaneeas 33
Figure 3: Dove FAacebooK POSt 1.......ccoiiiiiiiiiiiiciieciee et 42
Figure 4: Dove FaceboOK POSt 2......ccviiiiiiiiiieiieieeceeeee ettt 42
Figure 5: Dove FacebooK POSt 3. ....coviiiiiiiiiiiciiee ettt 43
Figure 6: Nivea FAceb0OOK POSt 1 .....couiiiiiiiiiiiiciicieeeceetece ettt 44
Figure 7: Nivea FACeDOOK POSt 2 .....cviiiiiiiiiiiiicieeieet ettt 45
Figure 8: Nivea Facebook POSt 3 .....cc.oiiiiiiiiiiiei e 45



