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Abstract

This thesis explores how emotional branding strategies influence purchase intention in
culturally distinct contexts, focusing on Sweden and Chile. As international brands
increasingly rely on emotional storytelling in digital and social commerce environments,

understanding how cultural differences shape emotional responses becomes essential.

The aim of the study is to examine how consumers from Sweden and Chile emotionally
interpret brand messages and how these emotions influence their purchase intentions in
social commerce. The research question guiding this study is: How do consumers in
Sweden and Chile respond to emotional branding strategies employed by international

brands, and how are these responses shaped by cultural context?

Drawing on Hofstede’s cultural dimensions and the S-O-R (Stimulus-Organism-
Response) model, the study adopts a qualitative approach based on twelve semi-
structured interviews. The findings reveal that emotional responses are deeply shaped
by cultural values. Swedish participants valued low-key, authentic, and socially
responsible messages, while Chilean participants responded more strongly to

emotionally expressive, aspirational, and content oriented to community.

The study concludes that emotional branding is not universally perceived, and that
emotional tone alignment with cultural expectations significantly affects branding
effectiveness. This contributes to theoretical knowledge by highlighting how the
“organism” stage in the S-O-R model can be interpreted through cultural values, and

offers practical guidance for brands operating across culturally diverse markets.

Keywords: emotional branding, culture, digital communication, consumer response,

qualitative research, Sweden, Chile, branding strategy, S-O-R model, Hofstede.
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1 Introduction

1.1 Background of the study

In today’s globalized market, emotions play an important role in shaping purchase
intention. From advertising campaigns to brand narratives, companies increasingly seek
to create emotional connections that go beyond functional product value (Kim &
Sullivan, 2019; Iosim et al., 2024). Emotional reactions, such as trust, nostalgia, or
excitement, can significantly influence whether consumers feel obligated to engage with
a brand or complete a purchase (Tien et al., 2022; Shaukat & Farid, 2023). As Bagozzi,
Gopinath, and Nyer (1999) highlight, emotions play a key role in decision-making and
often connect marketing and what people choose to buy, instead of just being less

important than logical thinking.

This emotional influence becomes even more complex when brands operate across
culturally diverse contexts. Although emotional branding is now a prevalent strategy
among international companies like IKEA, Coca-Cola, and H&M, the way consumers
interpret and respond to emotional messages varies significantly across cultures (De
Mooij & Hofstede, 2010; Connell et al., 2022). A message meant to make people feel
proud or warm in one culture might not work, or could even have a negative effect, in

another, because of differences in values, emotions, and ways of communicating.

Sweden and Chile offer a particularly powerful contrast for examining these dynamics.
Sweden is characterized by high individualism, strong sustainability values, and a
cautious approach to consumption, whereas Chile tends to be more collectivist,
emotionally expressive, and aspirational, with a high reliance on consumer credit
(Hofstede Insights, 2023; Reyes & Segovia, 2022). These cultural, economic, and
emotional contrasts offer a valuable framework for exploring how consumers in different
societies respond to the same branding strategies employed by global brands. Cross-
cultural studies have shown that these differences strongly affect how people react to
emotional messages and how that leads to their decision to buy something (Soares et al.,

2006; Pratesi et al., 2021).

The motivation for this study is also informed by the researcher’s personal background:
Being Chilean and currently living in Sweden gives the researcher two cultural

perspectives, helping to better understand how people in both countries experience



branding and make buying decisions. This cultural embeddedness is not neutral and
shapes the researcher's positionality, interpretations, and data analysis process,
especially in how participants’ responses are evaluated and understood (Clarke & Braun,
2013; Nowell et al., 2017). This perspective helps us better understand how a country’s

values shape the way people react to emotions and branding.

By comparing how branding messages are received in Sweden and Chile, this study seeks
to uncover how cultural context shapes emotional responses and purchase intentions. As
an exploratory study, it does not aim to make generalizations, but to provide a culturally
situated understanding that may also offer insights for neighbouring countries with
similar cultural dimensions. This comparison is both important for research and useful

for international brands that want to create culturally responsive marketing strategies.

This research gap was chosen since emotional branding is widely used by international
companies, yet we still know little about how it works across cultures outside the most
commonly studied regions, such as North America and East Asia. The limited research
on Latin America and the Nordic region presents both a challenge and an opportunity to
contribute new insight. Having observed clear differences in how people in Sweden and
Chile emotionally engage with brands, the researcher was motivated to explore this topic
further.

1.2 Problem discussion

Emotional branding has become a core strategy in global marketing, aiming to build
lasting emotional connections between consumers and brands through storytelling,
visuals, and symbolic messaging (Kim & Sullivan, 2019; Iosim et al., 2024). Emotional
responses can strongly influence brand perception and consumer behaviour, yet the ways
in how these emotional reactions lead to the decision to buy something depend on the

situation and the culture (Bagozzi et al., 1999; Tien et al., 2022).

Although emotional branding is widely used, most existing research focuses on single-
country studies, mainly in Western contexts such as North America or Western Europe,
where emotional appeals are often assumed to have universal effects (De Mooij &
Hofstede, 2010; Soares et al., 2006). This view overlooks cultural differences in how
people express emotions, make decisions, and value consumption, all of which affect how

they respond to emotional messages (Connell et al., 2022; Pratesi et al., 2021). As a



result, there is limited understanding of how emotional branding functions across

diverse cultural and economic environments.

While Sweden and Chile have already been identified as culturally distinct, the
implications of these differences for emotional branding strategies remain
underexplored. Importantly, the same emotional message from a global brand may be

seen as empowering in one country but as unimportant or even negative in another.

Beyond cultural differences, the contrast between Sweden and Chile also reflects broader
global marketing dynamics, especially considering the growing collaboration between
Europe and Latin America. In recent years, these regions have strengthened ties through
trade, innovation, and shared sustainability goals. Initiatives such as the EU-LAC Digital
Alliance and climate-oriented partnerships show a commitment to deeper alignment not
only politically, but also economically and digitally (European Commission, 2023; EEAS,
2023a, 2023b). As these regions grow closer through investment, digital infrastructure,
and value chain integration, brands operating across both markets must navigate new

expectations around inclusivity, relevance, and emotional resonance.

However, this increasing regional alignment does not guarantee cultural convergence.
While brands expand across borders, marketing strategies, especially those built around
emotion, are often applied with limited cultural adaptation. The European External
Action Service (EEAS, 2023b) emphasizes building “resilient value chains and fair digital
transition,” where digital branding plays a key role. Nevertheless, emotional messages
are still frequently assumed to work universally, despite growing evidence that consumer
responses are shaped by cultural context (Pratesi et al., 2021; Connell et al., 2022). The
comparison between Sweden and Chile serves as a small example of this broader regional

trend and helps show how emotional branding needs to adapt to different cultural needs.

Additionally, emotional branding on social commerce platforms, as an example where
peer influence, visuals, and instant interaction are central, is especially affected by
cultural differences (Bin, 2023; Wang et al., 2021). In such spaces, the emotional tone of
influencer content, brand storytelling, or even emoji use may trigger trust and
connection in one context but ambiguity or resistance in another. However, despite the
growing dominance of these platforms in global marketing, few studies explore how
people in different countries interpret these low-intensity emotional signals. Even fewer

examine this through the lens of real international brands present across markets.



Therefore, understanding how consumers in Sweden and Chile emotionally engage with
branding is not just an academic exercise, but a critical gap in international marketing
research. Without this understanding, brands risk reducing their impact, missing
chances to connect with audiences, or even strengthening cultural divides, despite having

a global presence (De Mooij & Hofstede, 2010; Alshohaib, 2024).

Although only two countries are studied, the comparison offers theoretical value by
contrasting two distinct cultural profiles, Sweden and Chile, using Hofstede’s
dimensions. This focused comparison supports a deeper cultural interpretation of
emotional branding and addresses a gap in studies that rarely combine qualitative
emotional insights with cultural theory in Latin America and the Nordic region. By
examining how consumers in Sweden and Chile interpret emotional messages
differently, the study extends the S-O-R model by showing that the “organism” stage
involves not just personal reactions, but also culturally rooted ways of feeling and
thinking. This highlights the importance of studying emotional branding across diverse
cultural contexts, not just within single countries or broad East-West comparisons. The
comparison between Sweden and Chile therefore contributes both practical and

theoretical knowledge to global branding research.

1.3 Research gap

Despite growing interest in emotional branding, critical gaps remain in the academic

literature, particularly concerning cross-cultural contexts and digital environments.

While emotional branding is widely theorized, most studies focus on a single country
context or adopt a Western-centric perspective (De Mooij & Hofstede, 2010; Soares et
al., 2006). Cross-cultural theories like Hofstede’s are frequently cited, but few studies
provide direct empirical comparisons of how consumers from different cultures respond
to the same emotional branding strategies (Pratesi et al., 2021; Connell et al., 2022). This
limits our ability to understand not just that culture matters, but how and why emotional

responses vary across markets.

Additionally, with the rise of social commerce (shopping via platforms like Instagram,
TikTok, YouTube, or influencer livestreams), emotional interactions are playing a
growing role in how brand messages are communicated. However, most emotional
branding studies have concentrated on traditional media, such as television and print

advertising, or on e-commerce platforms, focusing on website design, online reviews,



and digital purchase environments. Studies like Bin (2023) and Wang et al. (2021)
highlight the emotional elements of social shopping but they often overlook how cultural
context shapes emotional branding in digital environments where people are influenced
by others in their social or online networks. How people understand emotional signals

in real-time, interactive formats is still not well understood across different cultures.

Lastly, but of equal importance, a less obvious but ongoing issue is that emotional
branding theory is mostly based on Western assumptions. Emotional appeals are often
designed using Western values like personal satisfaction or self-expression and then
exported globally without adaptation. In emerging markets like Chile, emotional
branding may carry aspirational or social-status meanings instead (Maciel et al., 2013).
Nevertheless, few studies explore local interpretations of global emotional strategies,
especially in regions where English is not the primary language. This risks misalignment
between brand intention and consumer perception (Reyes & Segovia, 2022; Hofstede

Insights, 2023).

1.4 Research aim and objectives

The aim of this study is to explore how consumers in Sweden and Chile respond to
branding strategies that use emotional appeals, focusing on the role of cultural values in

shaping emotional interpretation and purchase intention.
The specific objectives are:

e To explore how consumers in Sweden and Chile emotionally interpret branding
strategies used by international companies.

e To identify the cultural factors that influence emotional responses to branding in
each national context.

e To compare emotional branding responses across Sweden and Chile and examine
how these responses shape purchase intention.

e To contribute to the academic understanding of emotional branding by offering

culturally grounded insights for international marketing practice.

1.5 Research question

This study is guided by the following central research question:



How do consumers in Sweden and Chile respond to emotional branding
strategies employed by international brands, and how are these responses

shaped by cultural context?

1.6 Delimitations and scope

This study is theoretically delimited to exploring emotional branding within a cultural
comparison in consumer context. It focuses on the interpretation of emotional brand
messages by consumers in two culturally distinct countries, Sweden and Chile, without
considering results or measurements such as brand performance, loyalty, or sales
metrics. The scope is limited to internationally recognized brands that operate in both

countries and use emotionally driven campaigns, such as IKEA, Coca-Cola, and H&M.

Emotional branding is examined from the consumer’s perspective, particularly how
individuals respond emotionally to brand messages based on their cultural values. This
means that the study does not address branding strategies from a managerial or design

point of view.

Although the research refers to social media and digital experiences as part of emotional
branding, it does not focus on features of specific platforms or technological aspects.
The findings are not statistically generalizable but aim to offer culturally situated
insights. While the focus is on Sweden and Chile, the results may also offer relevant
reflections for countries with similar cultural profiles in the Nordic and Latin American

regions.

1.7 Definitions of key concepts

The following concepts are central to this study and are defined here to clarify their use

within the research context:

e Emotional branding
A marketing approach that intends to build strong emotional connections
between a brand and its consumers by appealing to feelings such as trust,
nostalgia, happiness, or belonging (adapted from Iosim et al., 2024; Kim &
Sullivan, 2019)

¢ Consumer response

The emotional and behavioural reactions of individuals to a brand’s message or



strategy, including perceptions, feelings, and willingness to engage or make a
purchase (Bagozzi et al., 1999).

e Purchase intention
The likelihood or willingness of a consumer to buy a product or service, often
shaped by emotional, cultural, and contextual influences (Tien et al., 2022;
Wang et al., 2021).

e Cultural comparison
This study involves a comparative analysis between two distinct national
contexts, Sweden and Chile, focusing on how cultural values influence
consumers' emotional interpretation of branding (Hofstede, 2001; Hofstede
Insights, 2023).

e International brands
Companies that operate and market their products across multiple countries
and cultural contexts. This study focuses on brands that are well-established in
both Sweden and Chile.

¢ Qualitative research
A research approach focused on exploring subjective experiences, meanings,
and interpretations (Creswell & Poth, 2018). This study uses interviews to
understand consumer perspectives in depth.

e Social commerce
A form of online shopping that occurs through social media platforms, where
consumers engage with brands and make purchasing decisions based on peer

interaction, content, and emotional messaging (Tajvidi et al., 2020; Bin, 2023).

1.8 Thesis structure

The structure of this thesis is designed to support a coherent exploration of emotional

branding in two culturally distinct settings.

e Chapter 1: Introduction
Introduces the research context, defines the problem, identifies the research
gap, and presents the study’s aim, objectives, and research question. It also
outlines delimitations, key definitions, and the exploratory nature of the
work.

¢ Chapter 2: Literature review

Reviews prior research on emotional branding, cultural influences on



branding, and emotional communication in digital and social commerce. It
identifies key theoretical debates and outlines the study’s contribution to
existing knowledge.

Chapter 3: Theoretical framework

Presents the conceptual lenses guiding the study: the Stimulus-Organism-
Response (S-O-R) model and Hofstede’s cultural dimensions. It explains
how these frameworks are combined to analyze emotional branding across
cultures.

Chapter 4: Methodology

Describes the study’s qualitative research design, participant sampling, data
collection, and thematic analysis approach. It includes researcher reflexivity,
limitations, and ethical considerations.

Chapter 5: Empirical findings

Presents the results of the interviews conducted in Sweden and Chile,
including specific emotional drivers from each country and cross-cultural
comparisons.

Chapter 6: Analysis and discussion

Interprets the findings in relation to theory and literature. It explores the
role of emotions in purchase intention, cultural contrasts, and implications
for branding.

Chapter 7: Conclusion and recommendations

Summarizes the key insights, offers strategic recommendations for
international brands, reflects on study limitations, and suggests avenues for

future research.



2 Literature review

The purpose of this literature review is to explore how emotions influence consumer
purchase intention in the context of social commerce. Specifically, it focuses on
emotional branding as a key strategy that international brands use to create emotional
connections with consumers. By examining this phenomenon in two culturally distinct
consumer contexts, Sweden and Chile, which differ significantly in emotional
expressiveness, individualism, and consumption values (Hofstede Insights, 2023), this
review aims to understand how messages driven by emotion operate across different

cultural environments and how they shape consumer behaviour online.

These countries represent contrasting sociocultural orientations (Hofstede Insights,
2023). Chile is characterized by stronger collectivist values, emotional openness, and
aspirational consumption, often influenced by social status and relying on credit to make
purchases (Reyes & Segovia, 2022; Cifuentes et al., 2020). Sweden, on the other hand,
tends to reflect higher individualism, emotional restraint, and sustainability-focused
consumer choices (Soares et al., 2006; De Mooij & Hofstede, 2010). These differences

have direct implications for how consumers interpret emotional messaging in marketing.

This chapter reviews prior literature on emotional branding, emotional drivers of
purchase intention, and the role of culture in shaping digital consumer responses. It
introduces theoretical perspectives and highlights a gap in cross-cultural studies that
explore how emotional branding functions in social commerce. By focusing on Sweden
and Chile, the chapter builds a comparative foundation for analysing culturally

embedded emotional responses to branding in digital environments.

This analysis not only situates the study in existing literature but also helps clarify what

emotional branding means in relation to specific cultural dynamics in Sweden and Chile.

2.1 Emotions and culture in purchase intention

Purchase intention is not only based on logical thinking or practical evaluation (Bagozzi
et al., 1999). A growing body of research demonstrates that emotions such as trust,
intimacy, and attachment significantly influence consumer decision-making,
particularly in immersive, digitally mediated environments. According to Pavlou and
Gefen (2004), “trust is a central facilitator of consumer transactions in online

environments,” directly affecting purchase intention. Similarly, feeling connected to a



brand can create lasting emotional ties, fostering loyalty and motivating action (Park et

al., 2010).

These emotional drivers vary across cultures. While the types of emotions (e.g., trust, joy,
pride) are shared, how they are expressed, valued, and interpreted differ depending on
cultural background. For instance, consumers in individualistic societies often value
emotional appeals that support autonomy and personal relevance, while those in
collectivist cultures may respond more strongly to emotions tied to group belonging and

social harmony (Han & Kim, 2018; De Mooij & Hofstede, 2011).

This is particularly important in social commerce, where emotional engagement is
amplified by visual content, interactive features, and influencer relationships. Jibril et al.
(2019) emphasize that online brand communities intensify emotional connections,
boosting loyalty and purchase intent. Emotional signals, such as storytelling or symbolic
branding, may strengthen trust and intimacy in one culture, while being less effective or

even misinterpreted in another (Le & Duong, 2020).

Although these studies offer valuable insights, many of them rely on general comparisons
between Western and Eastern consumers or focus on single-country cases. Few studies
provide detailed, qualitative evidence of how specific emotional responses differ within

concrete, culturally contrasting markets like Sweden and Chile.

As a result, understanding cultural patterns in emotional response is vital for brands
aiming to craft emotionally convincing and culturally appropriate strategies across
borders (Cho, 2018). Emotional branding must be responsive to how different societies

perceive emotional signals within digital environments.

Culture plays a principal role in shaping how consumers perceive marketing messages,
evaluate brands, and form intentions to purchase (De Mooij & Hofstede, 2011). Some
studies in cross-cultural marketing emphasize that purchase behaviour is influenced not
only by individual preferences but by shared values, norms, and the ways people show
emotions, shaped by their culture (De Mooij & Hofstede, 2011; Giirhan-Canli et al.,
2018). Culture influences what people see as trustworthy, convincing, and emotionally

appealing in branding, factors that strongly impact their willingness to make a purchase.

In more individualistic societies like Sweden, purchasing decisions tend to reflect self-
expression, autonomy, and long-term value orientation. Swedish consumers are often

described as emotionally reserved and practically oriented, which makes them more
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responsive to gentle, authentic branding that aligns with personal values (Merkin, 2006;

Mooij, 2003).

Lofgren (2013) explains that Nordic consumer culture is shaped by ideals of moderation,
functionality, and emotional restraint, which influence how Swedish consumers
interpret emotional branding. Additionally, cultural values like “Lagom”, which
emphasize balance and moderation, support more low-intensity emotional messages and
discourage extremes. Likewise, “Jantelagen”, a social rule against showing off, promotes
humility and equality in marketing (Blom, 2023; Tian & Guang, 2017). As a result,
marketing that seems too intense or emotional may be seen as fake or inappropriate in

these cultures.

In contrast to more individualistic cultures, collectivist societies like Chile place strong
emphasis on community values, social harmony, and public expressions of status. This
cultural orientation shapes how consumers interpret emotional branding. As Cleveland
et al. (2015) point out, consumers in markets like Chile are especially responsive to
symbolic messages that reflect belonging, lifestyle aspirations, and upward social
mobility. Emotional brand messages that emphasize social inclusion or identity can

therefore be powerful drivers of purchase intention.

Furthermore, Chilean consumers tend to be cautious in online environments, where
trust and perceived risk significantly affect buying decisions. Emotional cues and
personal connections play a central role in shaping these judgments (Bianchi & Andrews,
2012). On the business side, Chilean companies are increasingly using digital marketing
tools, particularly social media, to expand globally and build closer relationships with

consumers (Bianchi & Mathews, 2016).

Moreover, Chilean consumer behaviour is shaped not only by cultural values but also by
structural financial conditions. The widespread availability of credit and the cultural
normalization of debt have made instalment-based payments (“pagar en cuotas”) a
standard aspect of consumption, even for non-essential or high-end products. This
reflects both aspirational consumption patterns and an economic framework that
enables and sustains indebtedness. According to the Comision para el Mercado
Financiero (CMF, 2023), the median household debt in Chile is approximately CLP 2.2
million, with credit cards and consumer loans being the most commonly used forms of
borrowing. Notably, over 60% of credit users use their cards for expenses beyond basic

needs, reinforcing the role of credit as a tool for maintaining lifestyle aspirations.
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Studies have also shown that cultural dimensions such as uncertainty avoidance and
power distance affect how consumers respond to emotionally charged marketing. In high
uncertainty avoidance cultures (e.g., Chile), consumers may rely more on emotional
characteristics to reduce ambiguity and build trust, particularly in online contexts (Le &
Duong, 2020). These differences have direct implications for how global brands design

emotional campaigns across diverse consumer markets.

This study contributes to this field by going beyond theoretical contrasts and
investigating real, interview-based insights into how Swedish and Chilean consumers
emotionally engage with branding. It also highlights how digital environments intersect
with cultural values in shaping what types of emotional content are accepted, rejected,

or ignored.

Marketers need to understand these differences to effectively influence buying decisions
in culturally diverse regions. What builds emotional connection and trust in one culture
might cause doubt or distance in another. By tailoring branding strategies to cultural
expectations, brands can create stronger emotional connections and become more

effective in different countries (De Mooij & Hofstede, 2010).

2.2 Emotional branding and purchase intention

Emotional branding is a strategic approach that focuses on establishing lasting
emotional connections between consumers and brands by engaging identity, sentiment,
and values, instead of only focusing on logical or practical messages (Iosim et al., 2024).
According to Iosim, Constantinescu, and Sava (2024), emotional branding plays an
important role in shaping the narrative and communication strategies used by brands to

form authentic, affective relationships with consumers.

This emotional impact has been shown to significantly influence consumer decision-
making, particularly in contexts where brand—consumer relationships are shaped by
symbolic meaning, emotional attachment, and identity alignment (Vrtana & Krizanova,
2023). Unlike practical marketing strategies, emotional branding focuses on the feelings

and experiences people have with a brand.

Recent research highlights that storytelling is a key tool within emotional branding,
acting as a mechanism to increase emotional attachment and trust. Chang (2025) found

that storytelling in marketing improves how people see the brand and influences their
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decision or intention to buy by creating an emotional connection and a sense of
authenticity. This is especially important for digital-native consumers, like millennials
and Gen Z, who care more about connecting with a brand’s identity, emotional stories,
and shared values than just the product’s practical features (Crespo et al., 2023; Zhang

& Zhang, 2023).

In social commerce environments, emotional branding becomes particularly significant.
Consumers interact with influencers, engage in brand communities, and co-create brand
meaning through shared emotional experiences and content (Tajvidi et al., 2020). These
emotionally charged interactions promote brand trust, perceived authenticity, and
loyalty, ultimately shaping consumers’ intent to purchase (Jibril et al., 2019; Huang &

Guo, 2021).

However, while this area has received increasing attention, many of these studies focus
on general branding trends rather than examining how emotional branding is perceived
and interpreted across culturally distinct contexts. This study addresses that limitation
by exploring emotional branding interpretation from the perspective of consumers in
Sweden and Chile.

For global brands operating across cultures, emotional branding must be carefully
tailored to local values and emotional norms. Emotional tones that resonate in one
cultural context may not provoke the same reaction elsewhere, highlighting the need for
culturally sensitive emotional characteristics in marketing. Emotional branding is not
only a tool for differentiation and brand equity development, but it also acts as a
psychological trigger that can encourage people to buy, especially in environments where
emotions are openly shared and shaped by social media (Tajvidi et al., 2020; Jibril et al.,

2019).

2.3 Emotional communication in digital and social
commerce

Emotional communication plays a vital role in how consumers interpret, engage with,
and respond to branding messages (Vrtana & Krizanova, 2023). In marketing contexts,
emotional characteristics or signals are strategically integrated in language, visuals, tone,
and narrative structure to generate affective responses such as trust, excitement, or

belonging (Vrtana & Krizanova, 2023; Huang & Guo, 2021). These signals help people
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see the brand as more real, encourage them to interact with it, and affect actions like

staying loyal to the brand or deciding to buy (Zhang & Zhang, 2023).

In digital environments, especially social media and e-commerce platforms, emotional
communication is more dynamic and interactive. Consumers no longer passively receive
brand messages; they actively co-create and circulate them through likes, comments,
shares, and user-generated content (Tajvidi et al., 2020). This interactive process makes
emotions stronger and helps trust and closeness between consumers and brands grow

faster (Jibril et al., 2019).

Social commerce, in particular, amplifies these emotional interactions. Platforms like
Instagram, TikTok, and live-streaming formats (e.g., Live Shopping or YouTube
Shopping) facilitate communication through emotional messages from influencers,
short-form videos, and brand storytelling. These emotionally expressive formats allow
consumers to build emotional connections not only with brands but with social groups
or communities (Zhang & Zhang, 2023). Emotional trust and social approval often

influence people’s decisions and intentions to buy in these settings (Huang & Guo, 2021).

However, emotional signals in social commerce, such as emojis, tone of voice, or
influencer behaviour, are culturally mediated. What seems authentic in one culture may
appear exaggerated in another. This study contributes to existing literature by exploring
how consumers in Sweden and Chile interpret these emotionally charged digital cues,
adding a culturally comparative dimension often missing in digital marketing research

(Connell et al., 2022).

Emotional communication in digital and social commerce is not simply a promotional
technique. It is a relational process that shapes how consumers feel, engage, and
ultimately act. By understanding and adapting emotional strategies to both platform and
cultural context, marketers can build deeper, more resilient brand relationships (Huang

& Guo, 2021).

2.4 Comparative branding strategies: Sweden and
Chile

Global brands face the challenge of crafting emotional messages that resonate across

culturally diverse markets. Emotional branding, while based on universal human
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feelings, is shaped by how emotions are expressed and understood within different

societies (De Mooij, 2003).

Two dominant approaches guide international branding: standardization, which favours
consistent messaging for efficiency and identity; and localization, which adapts messages
to local emotional and cultural norms (Cayla & Arnould, 2008). Often, a hybrid strategy
is needed, preserving global values while aligning emotional appeals with local

expectations (Ozsomer, 2012).

Cultural dimensions, particularly individualism—collectivism, power distance, and
uncertainty avoidance, critically affect how emotional branding is received, and these
dimensions will be further explained in the theoretical framework section. In collectivistic
cultures like Chile, consumers are more responsive to branding strategies that align with
culturally grounded symbols of social belonging and upward mobility. Cleveland,
Laroche, and Papadopoulos (2015) show that Chilean consumers interpret consumption
through the lens of national identity and status, suggesting that symbolic appeals in
branding are particularly persuasive in this context. On the other hand, individualistic
cultures like Sweden favor emotional messaging that supports authenticity, personal

values, and emotional restraint (Lofgren, 2013; Connell et al., 2022).

Brand characteristics carry different cultural meanings, which significantly shape how
consumers respond to branding efforts. According to De Mooij and Hofstede (2010),
friendly brands tend to perform well in cultures characterized by high uncertainty
avoidance and low power distance, where warmth and equality are highly valued. In
contrast, prestigious brands resonate more strongly in high power distance societies,
where status and hierarchy play a central role in consumer preferences. Trustworthy
brands appeal particularly in cultures with high uncertainty avoidance, as consumers in
such contexts seek reassurance and reliability. Meanwhile, innovative brands are
especially appreciated in environments with low uncertainty avoidance and low power
distance, where openness to change and egalitarian values support the acceptance of

novelty and creativity.

These patterns provide a theoretical foundation for understanding emotional branding,
but few studies illustrate how such cultural values directly shape branding campaigns at

the practical level. This study helps bridge that gap by comparing how brands adapt their
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messaging in Sweden and Chile, and how consumers emotionally interpret these

adaptations.

The following visual map summarizes these key points, which might be helpful for
brands seeking to adapt their emotional branding strategies to different cultural

contexts.

G?} Friendly Brands

Ideal for cultures with high
uncertainty avoidance and low
power distance.

@ Prestigious Brands

Resonate well in high power

Which brand strategy distance societies.
should be adopted
based on cultural 3%1 Trustworthy Brands
context?

Essential in cultures with high
uncertainty avoidance.
‘0 Innovative Brands
¥R
Thrive in low uncertainty and low
power distance contexts.

Figure 1. Brand strategy typologies based on cultural context
Own illustration inspired by Hoftede's cultural dimensions

Advertising strategies also differ: Direct appeals to individual success are more effective
in individualistic cultures, while trust-building and social validation through influencers
or public figures are preferred in collectivist societies (Praet, 2001, cited in De Mooij &

Hofstede, 2010).

In summary, emotional branding must align not only with global brand identity but also
with local cultural values. Misaligned emotional branding can damage trust, while

culturally aligned strategies build stronger relationships and brand loyalty.

To further clarify how culture shapes emotional branding outcomes, the following
conceptual model illustrates the relationship between Hofstede’s cultural dimensions,
emotional values, branding approaches, and consumer emotional reactions. By mapping
these elements across the two case contexts, Sweden and Chile, the figure provides a
simplified and culturally grounded overview of how brands can adapt emotional

strategies to align with local emotional expectations and behaviours. This model also

16



highlights how emotional branding is mediated by cultural interpretation, supporting
the theoretical integration of Hofstede’s dimensions with the S-O-R framework.
Figure 2 illustrates how cultural values influence emotional priorities, which then shape
branding strategies and consumer reactions, ultimately leading to purchase intention.
This process highlights the importance of cultural context in designing emotionally

resonant brand messaging.

Hofstede’s dimension I—)I Emotional value ]—) Branding approach > Consumer Qnotmnal !’urchiase
reaction intention

« High collectivism « Belonging and « Community-driven « Excitement and
(Chile) recognition storytelling identification

+» High individualism « Authenticity and « Minimalist + Trust and personal
(Sweden) independence storytelling alignment

Note: This model highlights the most relevant cultural dimensions for this analysis, individualism-collectivism, which captures differences in
social values, and their emotional implications in branding.

Figure 2. Conceptual model linking Hofstede's cultural dimensions to emotional branding responses
Own illustration

While this study emphasizes three main Hofstede dimensions, individualism-
collectivism, power distance, and uncertainty avoidance, other cultural factors such as
masculinity, long-term orientation, and indulgence may also shape emotional branding
outcomes and requires further exploration. Among these, the masculinity-femininity
dimension is particularly relevant. It reflects the extent to which a society values
achievement and material success (masculinity) versus care, modesty, and quality of life
(femininity) (Hofstede, 2001). Sweden, known for its highly feminine orientation
(Hofstede Insights, 2023), tends to favour branding that emphasizes balance, equality,
and personal well-being. Chile, on the other hand, leans more toward the masculine end
of the scale, where emotionally persuasive branding often highlights ambition, social
recognition, and aspirational lifestyles. This cultural contrast reinforces the importance
of tailoring emotional branding strategies to resonate with locally embedded values,

especially in storytelling and digital engagement.

To explore these dynamics, this section presents concrete examples from three
international brands, IKEA, Coca-Cola, and H&M, to explore how emotional branding
strategies are adapted to the Swedish and Chilean markets. These brands were selected
since they operate in both countries and have implemented emotional branding
campaigns that are tailored to local cultures. Their strong digital presence and

emotionally driven marketing strategies make them suitable for this comparative



analysis. This study focuses specifically on international and global brands, which are
defined as companies operating across multiple countries while maintaining a
coordinated identity. Other brand types, such as local or glocal brands, were excluded to
keep the analytical scope focused on widely recognized cases with documented cross-

market strategies.

Understanding how international brands adapt emotional branding strategies to
culturally distinct markets like Sweden and Chile provides practical insight into how
emotional appeal is shaped by local values and norms. While maintaining a consistent
core identity, global brands like IKEA, Coca-Cola, and H&M employ localized emotional
messages to connect with consumers in countries that differ markedly in individualism,

emotional expression, and consumption values (Ozsomer, 2012; Douglas & Craig, 2011).

The following examples illustrate how emotional branding campaigns have been tailored
both offline and digitally to align with cultural expectations in Sweden and Chile. This is
particularly relevant to this research, which examines how emotional messaging

influences purchase intention in two contrasting cultural settings.
IKEA:

In Sweden, IKEA’s campaign “Ddr livet hdnder” (“Where Life Happens”) centered on
everyday routines, functional living, and sustainable design, highlighting a modest
emotional tone that reflects the Swedish value of Lagom (Lofgren, 2013). The campaign
evoked quiet satisfaction, simplicity, and long-term well-being, consistent with

emotional restraint and personal responsibility.

Complementing this offline strategy, digital efforts included curated home stories and
customer features on IKEA’s Swedish website and Instagram page. The content
emphasized functionality, minimalism, and authenticity, encouraging emotional

moderation and self-reflection, values aligned with Sweden’s individualistic culture.

In contrast, IKEA’s market entry in Chile in 2022 launched the campaign “Estds a un
IKEA del hogar que quieres” (“You are at one IKEA from the home you want”),
spotlighting aspirational living, affordable luxury, and home transformation as
expressions of personal identity and social advancement. This emotional appeal targeted
Chilean consumers’ desire for progress, recognition, and style expression.

Digitally, the campaign was adapted through Instagram Stories and Facebook Live,
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featuring influencers showcasing home makeovers, interactive polls, and user-generated
content. These emotionally expressive and participatory tactics reinforced social
connection and community engagement, aligning with Chile’s collectivist culture and

emotional expressiveness.

Coca-Cola:

In Sweden, Coca-Cola’s “Julen dr magisk” (“Christmas is magical”) campaign
emphasized intimate moments, family gatherings, and nostalgia. Visually minimalist
and emotionally subtle, the campaign appealed to Swedish preferences for authenticity

and restrained emotional display (De Mooij, 2016).

This message was mirrored in digital channels such as YouTube and Instagram, where
short videos and image sequences highlighted quiet family scenes and subdued
storytelling. The emotional focus remained on introspective joy and understated

warmth, consistent with Swedish cultural values.

In Chile, Coca-Cola’s iconic “Comparte una Coca-Cola con...” (“Share a Coke with...”)
campaign emphasized personalization and collective celebration. Featuring bottles with
common Chilean names, it was accompanied by large public events and music festivals,
reinforcing emotional connection through shared social experience (Connell et al.,
2022). Similarly, the “Celebremos el 18” campaign, launched to celebrate Chile’s national
holiday, leveraged strong patriotic emotions through visuals of family gatherings,
traditional foods, and music, tapping into cultural pride and nostalgic belonging.
Digitally, Coca-Cola Chile activated these campaigns through TikTok challenges,
Instagram Reels, and influencers' livestreams. These emotionally rich, socially rooted
branding strategies promoted communal joy, social validation, and expressive

connection, reflecting Chile’s collectivist and affectively expressive society.

H&M:

In Sweden, H&M’s Conscious Collection emphasized sustainability, minimalist design,
and ethical fashion choices. The emotional branding message highlighted themes of
personal responsibility, individual identity, and environmental awareness.
Digitally, the campaign was supported by editorial storytelling, influencer partnerships,
and curated visuals across H&M’s website and Instagram. These efforts reflected
Swedish values of individualism, authenticity, and moderation, reinforcing a restrained

and responsible emotional tone.
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In Chile, H&M targeted a different emotional spectrum through its “Divided” line,
designed to appeal to youth culture and group belonging. The campaigns were expressive
and trend-driven, often promoted through collaborations with local influencers.
Digitally, the “Divided” campaign was promoted via TikTok using fashion tutorials,
interactive challenges, and live shopping events. These emotionally charged,
community-driven interactions fostered identity-building and peer validation, key

emotional drivers in collectivist cultures like Chile’s (Tajvidi et al., 2020).

The table below presents a cross-cultural comparison of branding strategies by IKEA,
Coca-Cola, and H&M in Sweden and Chile, across both offline and digital channels. It
highlights the emotional focus, cultural alignment, and communication styles adopted in
each context, reflecting differing national values such as individualism versus

collectivism, and emotional restraint versus expressiveness.

Brand Sweden Sweden Chile (Offline) Chile (Digital)
(Offtline) (Digital)

IKEA | “Dar livet Functional design, = “Estds aun IKEA  IG Stories,
hander” — emotional del hogar que Facebook Live —
everyday moderation, quieres” — influencers, polls,
moments, authenticity aspirational home
Lagom, living, identity, transformation
sustainability social status videos

Coca- | “Julen ar Low-intensity “Celebremos el TikTok, Instagram

Cola | magisk” — family videos on 18...7 — Reels — live events,
nostalgia, family, YouTube and community, social sharing
minimalism Instagram — collective joy,

authentic emotions  cultural pride

H&M | Conscious Online editorial Divided — youth TikTok — tutorials,
Collection — content, influencer  fashion, trend influencer collabs,
minimalist, collaborations, appeal, inclusivity live shopping
ethical, sustainable style events
responsible visuals

Table 1. Comparative overview of brand campaigns in Sweden and Chile (offline and digital)

These campaigns illustrate how global brands adapt emotional branding to local
cultures. Sweden responds to indirect, responsible, and authentic emotional appeals,
while Chile connects more with vibrant, aspirational, and branding that involves a
community. Such tailored approaches enable brands to maintain global consistency

while achieving local emotional relevance.

20



Visual examples of the brand campaigns discussed in this section are provided in

Appendix 2.

2.5 Summary of gaps in the literature

While emotional branding has been widely researched, particularly in digital
environments, several gaps remain, especially in understanding how emotional branding
is perceived and interpreted across culturally contrasting consumer markets like Sweden
and Chile. The following gaps have been identified through a review of relevant

literature:

e Cultural comparison emotional branding studies still tend to focus on Western
and Asian markets, with few comparative studies involving Latin American and
Nordic consumers.

e Many studies address branding strategies from the company’s perspective, but
not as many explore the consumer interpretation of emotional content within
culturally diverse contexts.

¢ Emotional branding is widely studied in e-commerce and digital communication,
but how it is received on social commerce platforms like Instagram, TikTok, and
Live Shopping is still not well understood, especially from a cultural perspective.

e There is a strong focus on general cultural dimensions (e.g., individualism vs.
collectivism), but qualitative insights on how emotional reactions and signals are
shaped by specific cultural values are still lacking.

e While some prior research examines Sweden or Chile individually, comparative,
consumer-centered analyses that link Hofstede’s cultural dimensions and the S-

O-R model with real emotional responses in digital environments are lacking.

This study contributes to the field by not only comparing emotional branding strategies
across two distinct cultures, but by analyzing how real consumers interpret and

emotionally respond to these strategies in both offline and social commerce settings.

Instead of just describing brand campaigns, this study explores the cultural reasoning
behind emotional responses, showing how Swedish and Chilean values shape views on

authenticity, aspiration, trust, and belonging.
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It also highlights the importance of consumer-focused, exploratory research to uncover
the subtle emotional factors involved in how branding is understood, an area that

previous studies have often treated in a simplified or general way.

The following table provides a summary of the research gaps discussed for clarity and

social commerce not
explored cross-
culturally

traditional platforms,
less on TikTok, IG
Reels, livestreaming

(2020); Jibril
et al. (2019)

contribution.
. . Key This study’s
Identified gap Details Authors contribution
Lack of cross-cultural Most cross-cultural De Mooij & Compares Sweden
studies in branding studies focus Hofstede (Nordic, individualist)
underrepresented on Western or East (2010); Han and Chile (Latin
regions Asian markets & Kim (2018)  American, collectivist)
- Focus tends to be on .
Limited research on . - Investigates consumer
. . how brands design Ozsomer . .
emotional branding . interpretations of
. . emotional messages, (2012); . .
interpretation (vs. h emotional cues in real
strategy creation) not how consumers Chang (2025) branding content
decode them
Emotional branding in Studies center on e- Explores emotional
g commerce and Tajvidi et al. branding through

platform-specific
consumer insights in
each market

Prior work often Hofstede Uses Hofstede’s model
Vague use of cultural i c , Insights qualitatively through S-
. . th applies Hofstede’s ) R1 db
dimensions without framework (2023); O-R lens, supported by
qualitative depth uantitativel Soares et al. interview-based
q Y (2006) analysis
. . Proposes conceptual
Lack of culturally Emotlona}l brzg:ldlng Clizveland ?t flow: culture —
embedded emotional strategles often a. (.2015)’ emotion — brand
. assume global Maciel et al.
branding models . . approach — consumer
uniformity (2013)

reaction

Table 2. Summarizes key research gaps and how this study addresses them in through a comparison

between Sweden and Chile.

This thesis aims to address these gaps by offering a culturally grounded and exploratory
analysis of how emotional branding is received in Sweden and Chile, moving beyond
generalization and contributing practical insight for global brand adaptation. Although
the findings should not be generalized beyond this sample, the study may inform
strategies in other culturally similar regions, such as the broader Nordic and Latin

American markets.
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3 Theoretical framework

This chapter presents the theoretical foundations that guide the analysis of emotional
branding and purchase intention in the culturally distinct contexts of Sweden and Chile.
The focus is on two key frameworks: the Stimulus-Organism-Response (S-O-R) Model,
which explains how emotional branding influences consumer purchase intention and
decision-making, and Hofstede’s Cultural Dimensions, which help interpret how cultural

differences affect emotional engagement with brands.

3.1 The Stimulus-Organism-Response (S-O-R) model

The Stimulus-Organism-Response (S-O-R) model, developed by Mehrabian and Russell
(1974), explains how external stimuli influence internal emotional or cognitive states,
which then shape behavioural responses such as purchase intention (Kim & Lennon,
2013). This framework provides a valuable basis for analysing how consumers engage
emotionally with brands in online settings, especially within cross-cultural digital
commerce environments. In the context of marketing, this model helps understand how
brand messages, especially emotional ones, affect consumers’ feelings and decisions

(Jacoby, 2002).

In this framework, the stimulus refers to any external message or approach provided by
a brand, such as a social media post, video, or influencer support on brand partnerships,
that whose main goal is to attract consumer attention. The organism is the consumer’s
internal reaction, including emotions like trust, excitement, or attachment, and cognitive
processes like evaluating the brand’s credibility. The response is the behaviour that
follows, such as deciding to buy a product, share the brand’s content, or recommend it

to others.

In social commerce, where users interact with content in real-time, this model is
particularly relevant. Emotional branding is often experienced through highly visual,
interactive content that encourages quick emotional engagement. Research shows that
emotional interaction in digital spaces, especially through social media, builds trust and
emotional connection, which are essential for influencing purchase intentions (Tajvidi et

al., 2020; Jibril et al., 2019).

Moreover, the S-O-R model allows for a cultural interpretation of stimuli. As noted by

Connell et al. (2022), people from different cultures process and react to emotional
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branding differently due to the cultural values that shape their emotional world. This
makes the S-O-R model particularly suitable for comparing emotional branding in
different countries, such as Sweden and Chile. While the model captures the emotional
pathway from branding to behaviour, it does not explain why emotional reactions differ
across cultural contexts. To address this, the “organism” stage is culturally interpreted
through Hofstede’s dimensions, allowing emotional responses to be understood in
relation to values and expectations shaped by culture. This perspective enables a
meaningful comparison between Chile and Sweden and reinforces the suitability of the

S-O-R model for cross-cultural branding analysis.

3.2 Hofstede’s cultural dimensions theory

Hofstede’s Cultural Dimensions Theory (Hofstede, 2001) is a widely used framework for
understanding cultural differences in behaviour, including consumer reactions to
marketing. Among the six dimensions proposed, this study focuses on individualism vs.

collectivism, power distance, and uncertainty avoidance.

e Individualism vs. collectivism: This dimension reflects whether individuals
prioritize personal goals or group harmony. Highly individualistic cultures, such
as Sweden, emphasize personal autonomy, self-expression, and independent
decision-making. In contrast, collectivist cultures like Chile place greater value
on social harmony, group identity, and interpersonal relationships, which
influences how consumers respond to emotional appeals in branding (Hofstede
Insights, 2023; Cleveland et al., 2015).

e Power distance: This dimension captures the extent to which inequality and
hierarchical order are accepted within a society. In low power distance cultures
like Sweden, there is a preference for equality, informality, and participatory
communication, traits often reflected in branding that emphasizes authenticity
and inclusiveness. In Chile, which scores higher on power distance, emotional
branding may be more effective when it aligns with status indicators, authority
figures, or aspirational messaging tied to status (De Mooij & Hofstede, 2010).

e Uncertainty avoidance: This dimension refers to the degree to which
members of a culture feel threatened by ambiguous or unknown situations.
Cultures with high uncertainty avoidance, such as Chile, tend to prefer clear,
structured messaging that builds trust and reduces ambiguity. In contrast,

Sweden scores lower on this dimension, indicating a greater openness to flexible,
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innovative branding that allows for personal interpretation (Hofstede Insights,

2023).

These three dimensions were selected due to their direct relevance to emotional
interpretation and branding engagement in the studied contexts. The remaining
dimensions, masculinity, long-term orientation, and indulgence were excluded because

they are less central to the emotional and interpretive goals of this research.

3.3 Integration of S-O-R and Hofstede in this study

This study combines the S-O-R model with Hofstede’s cultural dimensions to examine
how emotional branding affects purchase intention in different cultural settings.
Emotional branding acts as the starting point that triggers emotional reactions, which

can influence buying decisions. However, these reactions are shaped by cultural values.

Using both theories together fits the study’s exploratory nature. Instead of applying them
separately, this approach shows how emotions are both triggered by branding and

filtered through cultural context.

This combined framework helps explain not only how emotional branding works, but
also when and why it works differently across cultures. It offers a fuller understanding of
how brands can adapt their emotional strategies to fit specific markets. The following
figure illustrates how emotional branding stimuli are processed through the S-O-R model,
with cultural values influencing each stage of the process. This theoretical integration
supports the study's conceptual model and provides a framework for understanding how
emotional branding is culturally filtered and interpreted. It also highlights how emotions
work differently across cultures in international marketing, especially when comparing

how Chilean and Swedish consumers react emotionally to branding.
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Figure 3. Conceptual framework based on the S-O-R model and Hoftede's dimensions
Own illustration

The S-O-R model supports cultural interpretation by illustrating how emotional
branding messages (stimuli) are not processed in isolation but are filtered through the
individual’s cultural background and values at the organism stage. This means that
emotional responses are not only personal but also shaped by shared cultural
frameworks, which influence how messages are interpreted and whether they lead to
purchase intention. By integrating Hofstede’s cultural dimensions into the model, the
study highlights how emotional branding outcomes are mediated by culturally specific

ways of feeling, thinking, and evaluating brand content.

3.4 Summary of theoretical framework

This chapter has introduced and explained the theoretical models that guide the analysis
of emotional branding and purchase intention in different cultural contexts. The
Stimulus-Organism-Response (S-O-R) model was presented as a key framework for
understanding how emotional marketing stimuli influence consumer emotions and
behaviours, particularly in interactive and visually rich environments like social

commerce.

Complementing this, Hofstede’s cultural dimensions theory provides insight into how
cultural values, such as individualism vs. collectivism, power distance, and uncertainty

avoidance, shape the way consumers interpret and respond to emotional branding.
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By integrating these theories, the study offers a comprehensive approach to examining
how emotional branding operates across cultures, specifically between Sweden and
Chile. The S-O-R model helps to identify the internal processes that lead from emotional
stimuli to purchase intentions, while Hofstede’s dimensions explain the cultural

variations in these processes.

These models were chosen for their complementary strengths. S-O-R helps structure the
emotional mechanism of decision-making, while Hofstede explains how that mechanism

is shaped by culture.

In this study, the cultural dimensions are used to interpret the “organism” stage of the S-
O-R model, where emotions are shaped by culturally specific expectations. This approach
emphasizes that emotional branding should not be seen as a universal strategy, but as an

experience influenced by culture.

The framework aligns with the study’s exploratory and qualitative nature, which focuses
on understanding context rather than making broad generalizations. By connecting
culture, emotion, and consumer response, the model shows how Swedish and Chilean

consumers interpret emotional branding differently.
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4 Methodology

This chapter presents the research philosophy, design, and methodological choices used
to explore how emotional branding influences purchase intention in Sweden and Chile.
It explains the rationale for adopting a qualitative and inductive approach, grounded in
a constructivist perspective, to understand culturally filtered emotional responses. The
chapter details the semi-structured interview process, the purposive sampling strategy
targeting young adult consumers active on social media, and the thematic content
analysis used for interpretation. It also addresses ethical considerations and reflects on

the study’s methodological limitations.

4.1 Research philosophy and design

This study adopts a qualitative, comparative research design informed by an
interpretivist philosophical orientation, which emphasizes understanding the subjective
meanings individuals assign to emotional experiences and branding (Bryman, 2016;
Saunders, Lewis, & Thornhill, 2019). Since emotional branding is inherently personal
and shaped by culture, interpretivism provides a suitable lens to explore how consumers
perceive and react to emotionally driven marketing content in different cultural contexts

(Bryman, 2016).

Semi-structured interviews were used to gather in-depth insights into how emotional
branding is experienced in Sweden and Chile. The researcher’s cultural background,
being originally from Chile and currently living in Sweden, provided a dual perspective
that enriched the interpretation of the data. This positionality supported a reflective,
comparative reading of participants’ emotional responses and contributed to culturally

grounded insights into branding strategies.

From a constructivist perspective, reality is not objective but socially constructed
through individuals’ interactions with their environment (Creswell & Poth, 2018). This
is particularly relevant when comparing consumer experiences in two culturally distinct
countries, Sweden and Chile, where emotional perception, brand interpretation, and
consumption habits are shaped by contrasting cultural norms such as individualism and

collectivism.

Following this philosophical position, the study adopts an inductive research approach,

allowing insights and themes to emerge from the data rather than imposing pre-defined
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theoretical constructs. This is especially valuable when investigating complex topics such
as emotion, identity, and cultural interpretation, which do not always align with rigid

categories.

A comparative design was chosen to explore emotional branding in these two distinct
contexts. Sweden and Chile differ markedly in emotional expressiveness, power distance,
and consumer motivations. By comparing how individuals from these countries
experience emotional branding in social commerce environments, the study seeks to
uncover deeper patterns in purchase intention formation. The qualitative approach
allows for rich, contextualized narratives that offer a grounded understanding of the role

of emotion in branding across different cultural settings.

4.2 Research strategy

To explore consumer experiences with emotional branding, the study employed semi-
structured interviews as the primary data collection method. This method was chosen
for its balance between flexibility and structure, allowing participants to share detailed
personal experiences while ensuring that key themes, emotional response, brand

connection, and purchase intention were addressed consistently.

Semi-structured interviews are particularly effective in exploratory, cross-cultural
research, where understanding how and why consumers react to branding requires
examining respondents’ deeper interpretations and contextual meanings (Lin, Nguyen,
& Lin, 2013). The interviews also explored participants’ digital shopping behaviours and

how these are influenced by cultural expectations and values.

4.3 Sampling and participants

A purposive sampling method was used to select participants with relevant experience in
social commerce and emotional engagement with international brands. Purposive
sampling is widely used in qualitative research for the identification and selection of

information-rich cases for the most effective use of limited resources" (Palinkas et al.,

2015, p. 534)-

Twelve individuals, six from Sweden, and six from Chile, aged between 20-35, all active
on social media and engaged in online shopping experiences with international brands

such as IKEA, Coca-Cola, and H&M. These brands span lifestyle, consumer goods, and
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fashion sectors, ensuring a diverse yet relevant range of emotional branding exposures.

These participants were selected based on their:

e Nationality and cultural background.
o Experience with emotional branding from international brands.

o Engagement with social commerce platforms.

Most participants were recruited through the researcher’s personal, profesional, and
academic networks in Sweden and Chile. In some cases, snowball sampling was used,
where initial participants recommended others who matched the criteria. This helped

ensure a varied sample while still maintaining relevance to the study objectives.

The age range was chosen due to the high involvement of younger consumers in digital
environments and their greater responsiveness to emotionally and visually engaging
marketing content, which has been shown to influence purchase intention (Driessen et

al., 2025).

Two interviews from Swedish participants (SWE04 and SWEo05) were excluded from
quoted findings due to limited depth. However, their responses were still included during

the thematic coding and analysis process.

4.4 Data collection process

The interviews were conducted in a semi-structured format, allowing for both
consistency and flexibility. Each interview lasted between 30 to 45 minutes and was
conducted in either Spanish or English, depending on participant preference. The
interviews were carried out remotely via video calls using Google Meet or WhatsApp
Video call, based on what each participant found most accessible and comfortable. This
flexible approach helped create a more relaxed and open environment, allowing

participants to speak freely about their emotional experiences with branding.

The interview questions were organized into six thematic sections to explore emotional

branding across culturally distinct contexts, Sweden and Chile. These sections covered:

=

Participant background and warm-up
Emotional reactions to branding

Cultural and social influences

P ®®

Purchase intention and decision-making
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5. The digital and social commerce context

6. Final reflections

Before each interview, participants received a short written explanation via email or chat,
outlining the study’s purpose, voluntary nature, and data privacy protections. This
included their right to withdraw at any time and confirmation that the information would
be used solely for academic purposes. The researcher also repeated this orally at the
beginning of each session to ensure clarity and informed consent. Follow-up questions

were used when needed to deepen emotional responses, and the researcher made brief

reflective notes after each interview to support interpretation and transparency.

This structure was designed to draw out rich, culturally grounded insights into how
emotions and branding influence consumer decisions in both countries. Participants
were encouraged to reflect on their personal experiences, perceptions, and emotional
reactions to brand messages, providing insights into how cultural context shapes their

engagement with emotional branding.

The interviews were intentionally designed to feel like natural, informal conversations
rather than formal research sessions. The researcher aimed to create a friendly, trust-
based atmosphere, allowing participants to feel comfortable and open. To avoid making
the interaction feel too formal or intimidating, no notes were taken during the interviews.
Instead, the researcher focused on active listening, maintaining eye contact, and
responding empathetically to encourage deeper sharing. In some cases, follow-up
questions were used to encourage more detail, and the researcher occasionally shared
brief personal reflections to help participants feel at ease and relate more easily to the
topics being discussed. This approach was especially important when exploring
emotional experiences, as it allowed for greater honesty and depth in participants’

responses.

As Guest et al. (2006) point out, in qualitative research, data saturation, the point at
which no new themes emerge, is often reached within the first 6—12 interviews,
particularly when the participant group is relatively homogeneous in terms of topic
relevance. Given the cultural comparison, 6 interviews per country are expected to
provide rich, diverse insights, though the actual number may be adjusted depending on
the depth of data and saturation achieved. This approach is supported by Hagaman and

Wautich (2017), who suggest that 4 to 6 interviews per cultural group can be sufficient in
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cross-cultural research when participants are culturally similar and thematic consistency

is observed.

A full version of the interview guide is provided in Appendix 3.

4.5 Data analysis

The data collected through the interviews will be analyzed using thematic analysis, a
widely used method for identifying, analyzing, and interpreting patterns (themes) within
qualitative data. Thematic analysis is particularly well-suited to studies that seek to
understand perceptions, meanings, and experiences, especially when exploring
emotionally and culturally embedded topics like branding and purchase intention

(Nowell et al., 2017).

This study follows Braun and Clarke’s (2006) six-phase approach to thematic analysis.
First, the researcher became familiar with the data by repeatedly reading transcripts and
taking initial notes on emotional and cultural themes. Second, initial codes were
developed inductively, highlighting recurring expressions such as “I felt connected” or
“made me nostalgic.” Third, codes were grouped into potential themes, such as
emotional trust or social influence. In the fourth phase, themes were reviewed for
coherence and internal consistency. Next, each theme was defined and named to clarify
scope and significance. Finally, illustrative quotes were selected to support the

interpretation presented in the findings chapter.

Thematic analysis will be conducted manually, with the support of a coding framework
developed during the early coding stages. The researcher will track patterns across
interviews using tables and coding summaries to ensure transparency. This approach is
consistent with qualitative research best practices and is particularly effective for small-

scale, cross-cultural comparative studies (Clarke & Braun, 2013; Guest et al., 2012).

4.6 Researcher reflexivity

As a Chilean living in Sweden, the researcher brings both an insider and an outsider
perspective, which supports a deeper cross-cultural understanding. Although the data
was approached with objectivity, this dual cultural background helped the researcher

notice emotional details shared by participants in both settings. Familiarity with both
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Latin American and Nordic values made it easier to identify subtle differences in how

emotions, like pride, vulnerability, or calmness, were expressed.

This reflective viewpoint was especially helpful during coding and interpretation. It
allowed the researcher to see not only the obvious meanings but also the deeper,
culturally influenced emotional signals. This fits with the constructivist approach, which

values context and subjectivity.

While this position may involve some bias, it also adds cultural depth and strengthens

the interpretation of the findings.

4.7 Ethical considerations and use of Al tools

All participants received detailed information about the study, including its purpose,
data handling, and their rights. As the interviews were conducted remotely, informed
consent was obtained verbally and recorded prior to starting each session. Before each
interview, standard digital safety protocols were followed to ensure secure
communication. This included using encrypted platforms (Google Meet and WhatsApp
Video), ensuring a private and quiet environment during the sessions, and confirming
that only the participant and the researcher were present during the interview. All
recordings were made with the participant’s knowledge and stored on a password-
protected device. No links were shared publicly, and recordings were not uploaded to
cloud services or third-party platforms. These steps were taken to respect participants’

privacy and reduce the risk of unauthorized access to sensitive data.

Participants were made aware that participation was voluntary, that they could withdraw
at any time, and that their responses would remain anonymous. In line with GDPR and
academic ethical standards, personal data was handled with strict confidentiality. No
identifying information was recorded, and all responses were anonymized using
participant codes (e.g., CHIo1, SWE03). Interview recordings and transcripts were
securely stored on a password-protected personal device and were not uploaded to any
cloud services or external platforms. Only the researcher had access to the files. The data
will be retained only until the thesis is examined and approved, after which all recordings
and transcripts will be permanently deleted. These measures ensure compliance with the
ethical standards of the Swedish Research Council and the requirements of European

data protection law.
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Additionally, AI tools were used exclusively for language support and idea generation.
Tools such as ChatGPT were employed to improve grammar, structure, and clarity in
English, and to explore early directions related to the topic. However, no Al-generated
content was used in the analysis, findings, or discussion sections. All final content and
interpretations reflect the author’s original work and reasoning. This process complies
with the ethical guidelines of the Swedish Research Council, ensuring transparency and

academic integrity.

The empirical material collected was used exclusively for the purposes of this master’s

thesis, in accordance with ethical guidelines and data protection regulations.

4.8 Limitations and evaluation of data quality

This study is limited by its small sample size and reliance on self-reported data. While
these provide rich contextual insights, they are not statistically generalizable. The
qualitative and exploratory nature of the research prioritizes depth and cultural
understanding over broad statistical conclusions. The aim is to explore emotional
branding through culturally rooted consumer experiences, rather than to make universal

claims.

The level of detail in the interviews varied. Some participants provided vivid responses,
based on personal experiences and stories, while others needed more guidance. During
the analysis, these differences were addressed by focusing on emotional and cultural

relevance, connection to the research question, and the repetition of key themes.

To support analytical validity, thematic saturation was used as a guiding principle rather
than a strict requirement. As noted by Guest et al. (2006), thematic saturation in focused
qualitative research often occurs within 6—12 interviews, especially when participants
share cultural backgrounds. This applies particularly when the research scope is narrow,
the objectives are clearly defined, and the method is interpretive rather than statistical.
In this study, six participants from each country were enough to reveal both common
and contrasting cultural patterns. Thematic trends began to stabilize after the third or
fourth interview in each group, suggesting that the data were sufficiently rich to support
interpretation. Additional interviews would have been conducted if the themes had not
been clear. This approach aligns with the exploratory aim of the research, to provide

culturally situated insight rather than statistical generalization.
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Although the interview topics were guided by the research question, the researcher
remained open to new insights that emerged organically during conversations. One such
example was the recurring idea among Swedish participants of using digital platforms
and brand content as a form of emotional escape or comfort, the “emotional digital
sanctuary”. While not explicitly planned in the interview guide, this sentiment appeared
in multiple responses. This openness allowed the data to reflect participants’ lived
experiences rather than forcing findings into predefined categories. While the study was
grounded in theory, the analysis was shaped by what participants actually shared,
ensuring that the findings were authentic, relevant, and culturally situated. This

approach enhances both the transparency and the transferability of the results.

In line with qualitative research goals, the study follows the logic of theoretical
generalization. This means that while the results are not intended to statistically
represent a population, they offer conceptual insights that can inform future theory-
building (Scarneci-Domnisoru, 2024). By applying and extending the S-O-R model and
Hofstede’s cultural dimensions in two distinct national contexts, the findings provide
transferable knowledge that may support further research on emotional branding in

culturally varied settings.

To ensure trustworthiness, the study followed established qualitative quality criteria,
including credibility, dependability, and confirmability (Ahmed, 2024). Credibility was
supported through transparent procedures, language accessibility (Spanish and
English), and a relaxed interview environment that encouraged emotional honesty.
Dependability was addressed by documenting methodological choices and coding steps.
Confirmability was strengthened by using anonymized participant codes and by

separating personal opinions from empirical interpretation during analysis.
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5 Empirical findings

This chapter presents the empirical findings derived from twelve in-depth interviews
conducted with consumers from Sweden and Chile. The findings are organized into five
sections: an overview of respondents, emergent themes across both contexts, emotional
drivers in Sweden, emotional drivers in Chile, and a comparative discussion of cross-

cultural differences and similarities.

5.1 Overview of respondents

The study includes twelve participants aged 25 to 35, equally divided between Sweden
and Chile. All respondents are active social media users and report shopping online
frequently. The sample includes both male and female participants, with varied
professional backgrounds including digital marketing, journalism, communications,
engineering, and product management. This demographic was selected for their
familiarity with digital commerce and capacity to reflect on emotional and cultural

experiences during online brand interactions.

All interviews were analyzed using the six-phase thematic analysis approach proposed
by Braun and Clarke (2006), as detailed in Chapter 4. Participants were anonymized and
assigned country-coded identifiers (e.g., SWEo01 for Swedish participants, CHIo1 for

Chilean). A summary table of respondent profiles is available in Appendix 4.

5.2 Thematic findings

Thematic analysis revealed four major themes across both countries:

¢ Emotional authenticity and trust
e Social belonging and validation
e Aspirational identity and empowerment

¢ Emotional security in the digital context

These themes were developed using Braun and Clarke’s (2006) inductive thematic
analysis approach, as described in Chapter 4. Coding was performed manually,
supported by analytic memos and summary tables, which allowed the researcher to trace

recurrent expressions and emotional patterns across interviews.
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Themes were developed by looking at both the emotional reactions (the “Organism” in
the S-O-R model) and how participants understood branding based on their cultural
background, using Hofstede’s dimensions for comparison. This combined approach
helped show not only which emotional cues were important, but also why they were seen

differently in Sweden and Chile.

All four themes appeared in both cultural groups, but how they were expressed and how
important they were differed based on the participants’ cultural background. These

differences are explored in more detail in the following sections.

5.3 Emotional drivers in Sweden

Swedish participants described their emotional responses to branding as calm, reflective,
and based on a desire for genuine experiences and personal meaning. Rather than seeking
excitement or bold emotional appeal, they were drawn to messages that felt sincere and
balanced. Brands that expressed simplicity, reliability, and a calm sense of trust were

more likely to create an emotional connection

Participants often emphasized the importance of making their own decisions and favored
emotional messages that encouraged reflection instead of pressure. They associated
emotional connection with gentle inspiration rather than strong persuasion, and many

found overly dramatic or intrusive marketing unattractive.

Additionally, during the interviews, interactions with Swedish participants tended to be
more concise and direct. Many answered in a straightforward manner and were less
inclined to elaborate on their thoughts. In contrast, Chilean participants often provided
longer, more narrative responses and showed greater enthusiasm for discussing their
experiences. This difference in communication style may also reflect broader cultural

norms in how emotions are expressed and shared.

5.3.1 Calmness and reflective inspiration

Swedish consumers consistently described feeling emotionally drawn to brand

messaging that offered peace, inspiration, or stillness. SWEo01 recalled:

“It was peaceful and warm. The whole vibe stood out. It made me want to slow down

and be more intentional.”
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Rather than being emotionally overwhelmed, participants favored brands that offered
room for contemplation and an aspirational lifestyle without pressure. SWEo02

emphasized a skiing ad that resonated because:
“It felt real. It was gentle in how it felt but powerful.”

Notably, none of the Swedish participants described emotional associations tied to
childhood or family traditions, unlike Chilean participants, as discussed later in this

chapter, who often connected brand emotion with nostalgia. SWEo02 put it:

“I think Swedes appreciate calm messages... if it feels too dramatic, it doesn'’t fit well

here.”

5.3.2 Emotional trust and sincerity

Trust emerged as a non-negotiable emotional prerequisite. Participants rejected

manipulation, hype, or sales-driven urgency. As SWE03 shared:

“If I don’t trust a brand, I just don’t bother with it. Feeling familiar makes me
comfortable. Sure, excitement is cool, but it doesn’t last. Trust is what really makes me

stick around.”

For Swedish consumers, emotional trust was tied to transparency, consistency, and calm
tone, rather than overt persuasion. In terms of the S-O-R model, emotional trust
represents the Organism stage, where consumers process stimuli based on internalized

values such as transparency, reliability, and long-term orientation.

Several participants expressed doubt about sustainability messages that seemed too
emotional. While sustainability was highly valued, there was concern over greenwashing.
SWEO06 explained:

“Here in Sweden, sustainability is really important, but some companies just say it,

they don’t actually do it. That turns people off.”

Swedish participants expressed that emotional trust was grounded in consistency, calm

tone, and visual sincerity, not exaggerated emotional storytelling.

SWEo03 emphasized this connection between emotional trust, local familiarity and

national identity:
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“No matter what the product is, if it’s Swedish, I automatically trust it more. It feels

familiar.”

5.3.3 Moderated social influence and identity fit

While Swedish participants distanced themselves from peer pressure, indirect social

influence still shaped emotional preferences. SWEo02 reflected:

“I do care a bit, just not in an obvious way. It’'s more about blending in than standing

out.”

This shows a refined type of social influence, focusing more on feeling in sync with others
than on showing emotions openly. Unlike in collectivist cultures, where people often seek
clear approval, Swedish participants preferred to fit in naturally with their surroundings

rather than follow others just to belong.

5.3.4 Digital shopping as an emotional sanctuary

Swedes perceived online shopping as an emotionally safe space to explore and reflect

without judgment. As SWEo03 noted:

“Since the pandemic, I got used to buying online, it just feels easier and more
comfortable. In stores, everything’s too much sometimes, noises, smells, people... it can

get overwhelming.”

Swedish participants were comfortable with uncertainty and used digital platforms to

process emotional messages calmly.

5.3.5 Summary

Swedish participants preferred calm, moderate, and thoughtful emotional expressions in
digital brand interactions. Branding strategies that promote trust, sincerity, and quiet
inspiration were seen as most effective. Rather than seeking direct approval from others,
participants viewed social influence as adapting to the context. They described digital

platforms as personal, calm spaces for reflection and decision-making.

Many participants also associated trust with local brands, such as Fjillraven or
Sandqvist, which were perceived as culturally aligned and emotionally credible.

However, while sustainability was valued, there was growing concern about
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greenwashing, suggesting that emotional branding must balance ethical claims with

genuine transparency.

Swedish consumers did not express emotional nostalgia or strong childhood brand
associations. Emotional engagement was grounded more in present-day alignment with

values like simplicity, ethics, and self-coherence.

Although these findings are exploratory, they offer insight into how emotional branding
is received in Sweden. The results may also apply to similar Nordic contexts that value

emotional balance, authenticity, and sustainability (Lofgren, 2013).

5.4 Emotional drivers in Chile

Chilean participants described a wide range of emotional motivations behind their
purchase decisions, including feelings of empowerment, aspiration, validation, and
familiarity. Several interviewees pointed to emotionally engaging moments where
branding provoked personal or cultural recognition, such as references to local
traditions, family routines, or national figures. Social emotions were especially
influential, with participants frequently describing the role of peer opinions, influencer

recommendations, and the emotional satisfaction of feeling included or admired.

For many, branding became more impactful when it was tied to everyday social
experiences, like receiving compliments from friends, following influencers they
admired, or recognizing familiar elements from their childhood. Trust was often
associated with familiarity and emotional closeness, especially with local or family-
oriented brands. These expressions highlight how emotional branding resonates through

shared experiences and cultural relevance.

5.4.1 Belonging, social validation, and cultural trust

A common emotional driver was the need to feel accepted, valued, or noticed by others.
Participants shared examples where their buying choices were influenced by how they
thought others would see them or how the product fit into their social environment. As

CHIo1 explained:

“I really like when someone says, ‘Your outfit is amazing, where’s it from?’ That makes

me feel good.” (translated)
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This recognition from others brought emotional satisfaction that went beyond the
product itself and often strengthened loyalty to the brand. Similarly, CHIo4 emphasized

the influence of close friends on purchasing decisions:

“If my best friend loves a brand, I'll check it out. If she says something is overrated, I
rethink it.” (translated)

Here, trust in personal relationships intersects with emotional decision-making, showing

that in the Chilean context, brand trust is often mediated through peer validation.

CHIo4 also shared a culturally grounded example of emotional trust connected to a local

brand, saying:

“It happens to me with Coliin, I feel it’s an honest, close brand, like a family brand. That

gives me more trust than more expensive or polished brands.” (translated)

Colun is a dairy cooperative founded in southern Chile, known for nostalgic, emotionally
warm advertising. One commercial, for example, features rural family life and the phrase
“creciendo contigo” (“growing up with you”), reinforcing emotional continuity and
heritage. For CHI04, who is from the south of Chile, these brands, Coltin and Llanquihue,
evoke childhood memories and regional pride. She shared that these were the only

brands present in her early life, making them emotionally familiar and trusted.

This example shows how emotional branding connected to place, family, and everyday
culture builds consumer loyalty, not through luxury, but through a sense of emotional
connection. In this case, emotional authenticity is part of real life, not just a marketing

strategy.
CHIo2 added a related point on emotional inclusion, explaining:

“Some brands do a really good job at making you feel like you belong, even if youre
completely outside that world. ... When you watch the influencers on Instagram it’s like

your best friend telling you she bought the Rare Beauty blush.” (translated)

Unlike Swedish participants, who preferred subtle emotions and personal connection,
Chilean respondents reacted more strongly to expressive and relational messages that
emphasized cultural closeness. In Chile, emotional branding seems most effective when

it reflects community, familiarity, and shared social experiences.
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5.4.2 Aspirational emotion, empowerment, and symbolic self-
expression

Another notable theme was the emotional power of aspiration, buying to feel more
confident, modern, or included in a lifestyle narrative. Brands that conveyed
empowerment or bold femininity were particularly successful in generating emotional

motivation. CHIo5, who works in the fragrance industry, noted:

“Sometimes I don’t even care about the perfume itself, I just love the feeling it gives me.

It’s about showing who I am.” (translated)

CHIo6 similarly described purchasing a lipstick because the brand promotes images of
solidarity and empowerment among women. In both cases, the emotional driver was not

utility, but symbolic value and self-perception.
CHIo2 echoed this aspirational connection, stating:

“Ropero Paula in Chile, everyone knows her, even someone from a small town.

Whatever she publishes on her Instagram, you want it” (translated)

Paula Fernandez, known as “Ropero Paula” (“Closet Paula” translated), is a Chilean
fashion and lifestyle influencer who has become a cultural benchmark among women
aged 20-30. Nowadays, she promotes different fashion brands through carefully styled
posts, livestreams, and curated product selections. Due to her increasing audience and
engagement, she launched two clothing collections with one of the most recognized Latin
American brands, called “Falabella”. Her audience emotionally connects with her mix of
femininity, authenticity, and social aspiration. Therefore, this causes everything she

publishes to sell out quickly.

This emotional urgency is amplified by Chile’s broader culture of consumerism, where
buying aspirational products is often supported by credit systems and payment
instalments (Reyes & Segovia, 2022). Even high-cost items become emotionally
accessible through “cuotas” (monthly payments), allowing consumers to participate in
lifestyle ideals regardless of income level. Participants reflected this mindset as an
emotionally accepted practice, buying now to feel part of something, even if it requires
future debt.
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In contrast to Swedish participants, who emphasized emotional moderation and
introspective alignment, Chilean participants found empowerment in bold, highly

symbolic brand expressions that projected confidence and upward mobility.

5.4.3 Fear of regret and pressure to conform

Interestingly, emotions such as regret, fear of missing out (FOMO), or post-purchase

doubt also played a role in shaping intention. CHIo4 reflected:

“Buying online is exciting, but risky too. There’s always this fear of ‘what if it’s not like
the photo?’” (translated)

This anxiety was often balanced by familiarity and past experience. Participants
expressed a need for emotional security when buying from newer or less-known brands,

emphasizing the role of emotional trust as a coping mechanism for risk.
CHIo3 shared a moment of impulsive behaviour triggered by online sales events:

“Most of the time, I don’t think about it too much... for example, during Cyber sales, 1
don’t really think, I just go ahead and buy.” (translated)

This suggests how moments of collective buying can activate emotional decision-making
even in consumers who otherwise claim to reflect before buying. The intensity of
promotional moments creates short-term urgency, often without carefully considering

the long-term consequences.

Moreover, while most respondents rejected the idea of buying purely to “fit in,” they

acknowledged doing so subconsciously. CHIo3 admitted:

“I like to be trendy, but within limits. It’s not about copying, it’s about feeling part of

something.” (translated)

This highlights how emotional behaviour is shaped by cultural codes of belonging, even

in those who claim to value independence.

5.4.4 Summary

Chilean participants exhibited emotionally layered purchase motivations, from
empowerment and aspiration to validation, familiarity, and cultural connection. While

trust and authenticity remained central, social emotions like pride, fear of exclusion, and
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the desire for recognition strongly influenced buying behaviour. These emotional drivers
were often culturally embedded, reflecting a context where how one is perceived socially
carries emotional weight, and where branding that speaks to collective identity and

emotional truth is particularly powerful.

Several participants indirectly expressed a fear of exclusion, especially in relation to
fashion trends and online visibility. For example, CHIo3 reflected on impulsive
purchases, saying: “I like to be trendy, but within limits. It’s not about copying, it’s about
feeling part of something.” This illustrates a implicit emotional pressure to belong and
suggests that fear of missing out, while not explicitly named, underpins many

emotionally driven decisions in Chile’s social commerce context.

Although these findings are not statistically generalizable, they offer culturally grounded
insight into how emotional branding operates in Chile and may inform branding

strategies in other Latin American countries with similar value orientations.

5.5 Cultural differences and similarities

As the final part of the empirical findings, the table below presents a comparative
summary of the emotional branding patterns identified in Sweden and Chile. While
earlier sections explored each country’s themes in depth, this overview highlights key
differences and similarities in emotional tone, brand trust, social influence, and digital

behaviour.

These cultural contrasts show how emotional norms influence consumer interpretation
and reaction to branding. Table 3 summarizes the most salient emotional responses and
culturally shaped tendencies observed across the two countries. Swedish participants
typically expressed calm, introspective emotional responses grounded in trust and
personal alignment. In contrast, Chilean participants described more intense emotional

engagement, often tied to social visibility, nostalgia, and aspirational goals.

This synthesis offers a useful transition into Chapter 6, where these findings are further
interpreted through the frameworks of Hofstede’s cultural dimensions and the S-O-R

model.
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Theme

Chile

Sweden

Emotional tone

Brand trust

Social influence

Digital platforms
as emotional
sanctuary

Cultural
associations

Sustainability view

High-intensity, expressive,
aspirational

Socially reinforced, familiar,
relational

Visible, acknowledged, socially
influenced

Visibility-seeking, emotionally
rich

Childhood memories, family
traditions

Admired, but not central to
emotion

Low-intensity, calm,
introspective

Built through consistency and
local values

Discreet, shaped by context and
aligned with personal identity

Private, reflective, emotionally
neutral

Focus on the present, no
nostalgic connections

Valued, but hesitation linked to
perceived greenwashing

Table 3. Comparison between cultural emotional norms and their influence in reactions to branding

As shown in Table 3, Chilean consumers exhibited high emotional intensity in branding
responses, favouring expressive, aspirational messaging and socially visible trust
reinforced through peer recognition. Their emotional engagement was often linked to
nostalgia, collective identity, and a desire for social inclusion. In contrast, Swedish
participants responded more positively to calm, introspective branding, where trust was
built through consistency and alignment with personal values. Emotional influence in
Sweden was more private and driven by context, with digital platforms viewed as spaces
for quiet reflection. While both cultures valued sustainability, Swedish participants
expressed greater skepticism toward greenwashing, suggesting a need for emotional

transparency in branding.
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6 Analysis and discussion

This chapter discusses the results of the study by connecting them to previous research
and the theoretical frameworks introduced earlier. It explains how emotions influence
consumers’ purchase intentions in Sweden and Chile and how these emotional responses
are shaped by cultural values. The chapter also reflects on how these findings can be used

by brands and adds new insights to emotional branding research.

The discussion is divided into key sections. First, it compares the findings with earlier
studies. Then, it explains how emotions influence buying decisions. It also compares the
emotional patterns between the two countries, highlights what these results mean for
branding strategies, and outlines the study’s theoretical contributions. Finally, the

chapter reflects on the role of the researcher and the limitations of the study.

6.1 Discussion of findings in relation to literature

This study supports earlier research showing that emotional branding influences how
people decide what to buy (Thompson et al., 2006; Holbrook & Hirschman, 1982). In
both Sweden and Chile, emotions like trust, inspiration, and belonging were important
for connecting with a brand. However, the way these emotions were felt and expressed

depended on cultural background.

Swedish participants preferred calm and simple emotional messages that matched their
values and felt honest. This reflects Sweden’s individualistic and low-context culture,
where people value independence and clear communication (De Mooij & Hofstede, 2010;
Hofstede Insights, 2023). In Chile, people were more drawn to strong emotions and
expressive campaigns that made them feel included or inspired. This fits with cultures

that are more collectivist and emotionally open (Cleveland et al., 2015).

While many studies focus on Western or Asian markets (Soares et al., 2006; Kim &
Lennon, 2013), this research brings new insight by comparing two less-studied regions.
It shows how culture affects how emotional branding is received and interpreted,

especially in online environments.

6.2 The role of emotions in shaping purchase intention

Emotions played a clear role in shaping people’s buying decisions, especially in social

commerce, where there is less physical contact with products. In Sweden, emotional



branding worked best when it felt calm, honest, and long-lasting. This matches research
by Kim and Peterson (2017), who found that sincerity and emotional fit are important in

individualistic cultures.

For example, emotional responses among Swedish participants aligned closely with
Hofstede’s cultural indicators for Sweden, high individualism, low power distance, and
low uncertainty avoidance. Emotional trust, moderation, and personal alignment guided
how stimuli were perceived. This was also evident in their preference for emotionally
calm branding, a pattern that reflects the Swedish cultural value of “lagom”, or balanced
emotional expression. Emotional engagement was tied more to long-term trust and

alignment with personal values than to strong affective triggers.

These observations reflect the “Organism” stage in the S-O-R model, where emotional
branding stimuli are filtered through values such as autonomy, sincerity, and reflective
behavior before shaping consumer reactions. As one participant noted, digital shopping
provided a calm, personal space for decision-making, what this study identifies as an

“emotional digital sanctuary.”

In Chile, participants preferred bold emotions and campaigns that spoke to identity,
ambition, or connection with others. Emotional responses were often linked to social
relationships or shared experiences. This supports Han and Kim (2018), who argue that

in collectivist cultures, emotions are shaped by group values and social meaning.

Chilean participants showed emotionally expressive responses tied to collectivist norms,
aspirational messaging, and visible social belonging. These emotional patterns align with
Hofstede’s dimensions of high collectivism, high power distance, and high uncertainty
avoidance. Emotional branding in Chile was often interpreted through social
relationships, recognition, and cultural pride. In terms of the S-O-R model, brand
messages acted as stimuli that triggered reactions deeply shaped by social signals,

memory, and cultural identity.

One participant, for example, shared how local brands like Colin provoked trust not
through luxury or design, but through regional familiarity and emotional continuity with
childhood experiences. This confirms that emotional branding is not just about design
or storytelling, it must be culturally meaningful. The study also observed that fear of
exclusion, social pressure, and aspirational consumption were particularly strong

emotional drivers in Chile. As noted by Hofstede (2023), collectivist cultures exhibit
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stronger social influences in consumption. This was evident in how Chilean participants
processed content led by influencers and promotions, which often resulted in

spontaneous or symbolic purchases tied to identity and group belonging.

These findings reinforce the S-O-R framework by showing how the "Organism" stage is
shaped differently in each cultural context. Chilean consumers interpreted branding
emotionally through inclusion, aspiration, and trust rooted in community and memory,

leading to high-intensity, sometimes impulsive responses.

This leads to the concept of “emotional tone alignment,” which refers to how brand
messaging must adjust its emotional intensity and form to resonate with cultural norms.
In Sweden, a calmer, authentic tone was preferred, while in Chile a more expressive and
socially engaging tone was more effective. These findings directly address the study’s
objective to understand how cultural values shape emotional branding’s influence on

purchase intention.

6.3 Cultural interpretation: Sweden vs Chile

Trust, authenticity, and a sense of belonging were important in both countries, but they
were understood differently. In Sweden, trust was built over time and connected to
personal values and brand consistency. People liked brands that felt natural, especially
those linked to sustainability or Swedish identity. However, participants also expressed

concern about greenwashing, showing the need for honest communication.

This reflects broader cultural values of dependability and social harmony, where
supporting Swedish brands like Fjallraven, Peak Performance, and Sandqvist (brands
mentioned by participants) is not only about quality but also about shared cultural values
and national identity. Hofstede’s high individualism score for Sweden supports this:
Swedish consumers seek identity fit through personal alignment rather than visible
social display. Within the S-O-R framework, this illustrates how digital stimuli, such as
calm messaging or transparent product information, are interpreted internally
(Organism) in a way that reflects cultural values. This leads to behaviours, such as taking

more time to decide but making emotionally meaningful purchases.

In Chile, emotional trust came more from social signals, recommendations, familiarity,
or emotional stories. People valued being seen, inspired, or connected to something

bigger than themselves. Emotional branding worked well when it included local values,
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visible identity, or cultural pride. These emotional reactions reflect Hofstede’s cultural
dimensions in Chile, particularly high collectivism, high power distance, and high
uncertainty avoidance. In this context, the “Stimulus” in the S-O-R model is not only the
product or brand, but the symbolic lifestyle message. The "Organism" phase represents
internal motivations for self-improvement, social approval, and visibility, shaped by

cultural ideals of success, and modernity.

A clear difference was that Swedish participants didn’t mention strong emotional
memories tied to childhood or family, while Chilean participants often did. This shows
how emotion in Chile is connected to personal history, while in Sweden, it is more about

current alignment with values.

Social influence also varied. Swedish participants described it as quiet and indirect; they
didn’t want to stand out but liked to fit in naturally. Chilean participants, in contrast,
welcomed visible influence from peers, trends, and influencers, especially in digital
spaces. As noted by Hofstede (2023), collectivist cultures like Chile exhibit stronger
social influences in consumption. These patterns align with the “Organism” stage in the
S-O-R model, where the emotional processing of social stimuli leads to reactive,

sometimes impulsive, purchase behaviour.

Online shopping was seen differently too. Swedes treated it as private and relaxing, while
Chileans saw it as social and expressive. This aligns with what this study conceptualizes
as an “emotional digital sanctuary,” a digital environment that provides calm, personal
space for emotional reflection and intentional decision-making. For Swedish
participants, such environments offered a sense of emotional safety and autonomy.
Additionally, this supports research showing how culture shapes emotional behaviour in

digital environments (Tajvidi et al., 2020; Jibril et al., 2019).

6.4 Practical and strategic implications for branding

This study offers several useful lessons for companies, especially those working in
international or multicultural markets. Emotional branding is not only about creating
strong feelings, but it must also be adapted to how people in each culture experience and
express those feelings. A message that works in one country may feel wrong or ineffective
in another. Therefore, brands should design campaigns that are not only emotionally

engaging but also emotionally appropriate for the audience they want to reach.
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More specifically:

¢ Emotional branding must match local culture. What works in Chile may feel too
intense in Sweden, and what feels right in Sweden may seem boring in Chile. This
shows that emotional tone, intensity, and values must be tailored to local
expectations and social norms.

e In Sweden, brands should focus on building trust, balance, and long-term values.
Visual simplicity, a calm emotional tone, and a strong focus on sustainability and
transparency are likely to build strong connections.

e In Chile, brands should focus on emotion, empowerment, and identity.
Consumers responded well to storytelling, expressive visuals, and influencers
who made them feel included or inspired. Social validation and emotional energy
are key drivers.

e Digital platforms must also reflect these differences. In Sweden, consumers
prefer a quiet, private space for reflection and careful decision-making. In Chile,
digital spaces are more social and performative, where visibility, community, and
emotion play a bigger role.

e Although trust is important in both countries, how it is built differs. In Sweden,
trust grows slowly through consistency and brand honesty. In Chile, it is often

built through emotional recognition, local familiarity, and peer influence.

These insights support De Mooij’s (2019) argument that emotional branding should not
only be translated into another language but fully adapted to each culture’s emotional
expectations. Brands that align with how consumers feel, not just what they want, can

build stronger, more lasting relationships.

6.5 Theoretical contributions

This study contributes to emotional branding theory by connecting emotional response
with cultural interpretation, offering a culturally grounded framework to explain how
consumers process emotionally driven brand messages. The integration of the Stimulus-
Organism-Response (S-O-R) model with Hofstede’s cultural dimensions provides a
robust conceptual foundation to understand why the same emotional message is received

differently across cultural contexts.

The concept of “emotional tone alignment” emerges as a key theoretical contribution. It

refers to the idea that emotional messaging must match the cultural emotional climate
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of the audience, not just in content, but in tone, intensity, and delivery. This concept
builds upon Kim and Lennon’s (2013) application of the S-O-R model but extends it by
incorporating culturally shaped norms into the “organism” stage of consumer
processing. Emotional tone alignment explains how emotional resonance is filtered

through individualism, power distance, and uncertainty avoidance.

Furthermore, this research shifts the focus from brand strategy design to consumer
interpretation. Emotional branding is often studied from a managerial or strategic
perspective; this study foregrounds the consumer’s cultural, emotional, and social
context in interpreting brand messages. Emotions are not universally experienced, but

shaped by collective memory, social cues, identity, and digital behavior.

Methodologically, the study reinforces the value of qualitative inquiry in branding
research. By using interviews to explore emotional experience across cultures, the
research uncovers nuanced interpretations that would be difficult to capture through
quantitative methods alone. It also highlights the importance of including
underrepresented regions such as Latin America and Northern Europe, contributing to

a more inclusive understanding of global consumer behavior.

To summarize the theoretical contribution of this study, the conceptual map below
(figure 4) shows how cultural values, interpreted through Hofstede’s dimensions,
interact with the Stimulus-Organism-Response (S-O-R) model to explain emotional

branding across Sweden and Chile.

Figure 4 visually summarizes the study’s conceptual contribution by illustrating how
specific cultural dimensions, individualism-collectivism, power distance, and
uncertainty avoidance, interact with the S-O-R model’s three stages to shape emotional
branding responses. As shown, Swedish consumers interpreted branding stimuli
through values of autonomy and personal trust, which aligns with Hofstede’s (2001)
classification of high individualism and low power distance, as well as with Kim and
Lennon’s (2013) findings on emotional alignment in Western consumer contexts. In
contrast, Chilean consumers responded with expressive emotion and social validation,
consistent with collectivist norms and implicit emotional communication (De Mooij &
Hofstede, 2010). The model’s structure confirms that the "Organism" phase, emotional
and cognitive processing, is not culturally neutral, but actively shaped by social norms
and identity frameworks (Han & Kim, 2018). The visual layout also reinforces the idea

that cultural dimensions act as interpretive filters at each stage, supporting a culturally
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grounded view of emotional branding. While simplified, the diagram captures the central
mechanism proposed in this thesis: emotional branding outcomes depend not only on

what is communicated, but how that communication is culturally processed.

However, it is important to recognize the limitations of this model. While it offers a clear
and structured framework for cultural interpretation, it simplifies the complexity of
emotional branding experiences. Individual factors such as personality, gender, and
digital literacy may also shape emotional responses beyond national culture, and future

research could extend the model to reflect these influences.

Individualism/Collectivism Power distance Uncertainty avoidance
w [
Stimulus-
Organism-
Response
Findings: Sweden Findings: Chile
. Calm emotion € »| « Expressive emotion
. Personal trust +«  Social Validation

Figure 4. Conceptual model to explain emotional branding

Own illustration



7 Conclusion and recommendations

This final chapter brings together the main insights of the study and connects them to
the broader conversation on emotional branding and international marketing. It reflects
on the key findings, discusses their relevance for theory and practice, and offers
recommendations for future research and brand development. Throughout this chapter,
the emphasis is on the idea that emotional branding is not a universal strategy, but one

that must be carefully shaped by cultural understanding and emotional sensitivity.

7.1 Summary of key findings

The purpose of this study was to explore how emotional branding influences consumer
purchase intention across two culturally distinct markets, Sweden and Chile. Through
twelve qualitative interviews with consumers aged 25 to 35, the study found that while
emotions matter to consumers in both countries, they are experienced, interpreted, and

expressed in different ways based on cultural context.

In Sweden, participants responded positively to branding that was calm, sincere, and
visually balanced. Trust was built through consistent messaging and an emotionally
moderate tone. Consumers appreciated brands that reflected their individual values,
supported slow and thoughtful decision-making, and avoided dramatic or overly

persuasive appeals.

In contrast, Chilean participants preferred branding that was more emotionally
expressive, socially engaging, and aspirational. Emotions such as pride, excitement, and
connection played a stronger role in shaping intention. Participants often referred to
memories, family, or national identity, and trusted brands that made them feel seen or

empowered in a social context.

Although the emotional needs were different, both cultures valued trust and authenticity.
What distinguished them was how these values were emotionally communicated and
validated. These findings directly address the research objectives by demonstrating how
emotional branding is culturally perceived and how emotional tone mediates consumer
intention. This also supports the use of the S-O-R model and Hofstede's cultural
dimensions, which were fully examined in Chapter 6, including the introduction of the

concept of "emotional tone alignment" as a key theoretical contribution.
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7.2 Summary of contributions

The practical and theoretical contributions of this study were discussed in detail in
sections 6.4 and 6.5. This summary reaffirms how the research extends earlier studies
such as Kim and Lennon (2013), who applied the S-O-R model to emotional branding
but did not fully account for cultural variability. By integrating Hofstede’s dimensions,
this study adds a deeper understanding of how emotional branding functions differently

in culturally distinct markets.

The study introduces the concept of "emotional tone alignment," which helps explain
why emotional messaging must resonate with culturally shaped expectations around
tone, intensity, and delivery. In doing so, it contributes to a broader theoretical

understanding of how branding should adapt not only in message but in emotional form.

The research also shifts the focus from brand strategy development to consumer
interpretation. It shows that emotional resonance is not universally received but filtered
through culturally specific emotional codes, especially within social commerce contexts.
By including two underrepresented markets, Sweden and Chile, the study also broadens

the geographic scope of emotional branding research.

7.3 Limitations of the study

Emotional data was based on participants’ own descriptions, which may affect accuracy.
Using physiological or observational methods could improve the study's validity. As any
qualitative research, this study also has some limitations. The sample was small, limited
to twelve participants aged between 25 and 35, which restricts the generalizability of the
findings. The cultural insights should be interpreted as locally relevant rather than

representative of entire national populations.

Additionally, the emotional responses were self-reported, which may introduce bias or
selective memory. Although the interview method allowed for depth and flexibility,
future studies could benefit from including observational techniques or physiological

tools to measure emotional responses in real time.

Another limitation is that the study focused only on two cultural contexts. While this

allowed for rich comparison, it excluded other emotional codes that may be present in
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regions such as South Asia, Africa, or the Middle East. These areas may offer entirely

different emotional frameworks that are not captured by this research.

This study has some limitations due to the age range of participants (25—35), the small
number of people involved, and its focus on specific cultures. There may be other
theoretical factors not included here that could affect the results, which future studies

could explore further.

Acknowledging these theoretical limitations creates opportunities to develop more
comprehensive models that better capture the complexity of emotional branding in

different consumer settings.

7.4 Suggestions for future research

There are several ways in which future research could build on this study. One direction
would be to explore emotional branding across more countries, including emerging
markets or multicultural societies. Expanding the sample size and including different age
groups or socio-economic backgrounds could also provide a more complete picture of

how emotional branding works.

Another promising area would be to investigate emotional branding over time, focusing
on long-term emotional loyalty or changes in emotional reaction after repeated exposure
to a brand. Combining qualitative methods with experimental designs or biometric tools

could help researchers better understand emotional processes in real time.

Additionally, future research could explore how emotional branding interacts with
factors linked to personal identity, such as gender, class, or digital literacy, especially in
social commerce environments. As online spaces continue to grow, there is much to learn
about how emotion, technology, and culture work together to shape consumer

experience.

Finally, future research could further examine the role of emotional tone as a critical
variable in understanding branding effectiveness. Emotional tone is not just about
message delivery, it shapes how emotional resonance is perceived across cultures and
platforms. Studying how emotional tone aligns (or clashes) with cultural expectations
can provide deeper insight into why branding strategies succeed or fail in different

contexts.
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7.5 Final reflection

This study set out to understand how emotional branding influences consumer intention
across two different cultures. What it found was that emotion is not only central to
branding, but also deeply cultural. Emotional branding is not simply about making

people feel something, it is about making them feel something that fits within their world.

The research showed that while all people seek trust and connection, the way these
emotions are expressed and understood varies from place to place. Brands that want to
connect with people must therefore do more than speak, they must listen, adapt, and

respond in a way that makes emotional sense within each cultural context.

In a globalized world, emotional branding cannot afford to be generic. The most powerful
brands are not those with the loudest messages, but those that speak in the emotional
language of their audience. By being emotionally aware, culturally sensitive, and
responsive to how people really feel, brands can move beyond attention and toward trust,

meaning, and lasting relationships.

As emotional branding becomes more personalized through digital channels, marketers
must consider ethical boundaries when aligning messages to culturally sensitive

emotional triggers.

7.6 Ethical and societal implications

As emotional branding becomes more personalized through digital platforms, marketers
must navigate ethical boundaries (Tanase, 2024). Adapting emotional messages to fit
cultural or psychological traits can risk becoming manipulative, particularly when people

are emotionally vulnerable or under social pressure.

Brands should prioritize transparency, respect for consumer autonomy, and cultural
empathy. Emotional branding strategies must not only be effective but also responsible
(Tanase, 2024), avoiding exaggerated claims, respecting emotional boundaries, and

acknowledging the diversity of emotional experience across cultures.

In addition, brands must be aware of the long-term societal impact of emotionally
charged messaging, especially when it reinforces stereotypes, encourages consumerism,

or creates dependency on aspirational ideals. Emotional branding that targets identity,
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belonging, or social status should be handled with caution to avoid exploiting insecurities

or marginalizing certain groups.

As algorithms become more advanced in reading emotional behavior online, there is an
increasing risk of emotional profiling. This raises important questions about consent,
data privacy, and ethical use of emotion-driven insights. Ethical emotional branding
must therefore include safeguards that ensure data transparency, inclusivity, and

fairness across all audience segments (Garanti, 2019).
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Appendix 1. Individual reflexions on personal
learning

This thesis was a very different academic experience compared to my bachelor’s thesis.
In my home university in Chile, I worked on a project where we had to create a business
from the idea stage all the way to a 15-year plan. That work included a full business plan,
marketing strategy, and financial evaluation. It was practical and business-focused. This
time, I worked on a topic that was more academic and theoretical, and it was my first

time doing real research on something I found personally interesting.

Before this thesis, I had used some qualitative methods like interviews and focus groups,
but I had never done cultural analysis before. One of the biggest things I learned was how
differently people can express themselves depending on their culture. Just by the way
someone talks, you can often understand what matters to them. I realized that Chilean
participants were much more expressive and shared more personal feelings. Swedish
participants were more direct and private, which made it harder to go deeper in the
interviews. This difference surprised me and taught me a lot about how culture affects

communication.

I also developed better research skills, especially when working with academic articles. I
enjoyed reading and learning, although sometimes the amount of information was
overwhelming. It helped me improve my academic thinking and decide what sources

were useful for my topic.

The hardest part of this project was organizing the interviews. Because we had a short
time to prepare, I had to reach out and schedule quickly. Even though it was stressful, I
managed to complete them on time. At the same time, I had to do other assignments for
other courses, which made it difficult to focus fully on the thesis. I would have liked to

spend more time on it and go deeper into the research.

Overall, I really enjoyed doing this thesis. I enjoy research, and I feel proud of what I've
learned. I became more confident and independent in my writing and academic work. I

also feel more prepared for future research or projects at work.

This topic felt meaningful for personal reasons too. I come from Chile and now live in
Sweden, so I've experienced cultural differences in real life. I've also worked in marketing

in international companies, and I've always been interested in how brands change their
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strategies depending on the market. This thesis allowed me to combine my academic

studies, work experience, and personal journey.

In the end, this was a very valuable learning experience that helped me grow both

personally and professionally.
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Appendix 2. Branding campaigns examples

IKEA, H&M and Coca Cola (Sweden and Chile)

DAR LIVET
HANDER

IKEA har varit en del av livet langre an de flesta
kan minnas. Nyfiket och envist har vi undersokt
hur produkter och idsningar kan forbattras.
Livet utveckias varje dag och alit, precis alit,
kan bii battre.

Det har sattet att arbeta pd kallar vi demokratisk

design. Det spelar ingen roll om det 3r ett dricks-
olas, en soffa eller ett helt nytt kok. Vad IKEA an
utvecklar s3 miste funktion, design, kvalitet och
h3libarhet vara bittre 3n tidigare version. Till ett
pris som alla har r8d med.

Det 3r inte alitid enkelt. Men det 3r virt satt att
gdra livet lite battre.

L IHEA

Lis mer om hur vet sitter sple | vilra produkter pl IKEA.se

”Dér Livet Hander” IKEA Sweden

Image source: IKEA’s “Dar livet hdnder” campaign. Retrieved from
www.resume.se/kommunikation/pr/ikeas-dar-livet-hander-hyllas-for-sin-effekt

2202 N Washs ¥

Estas a un IKEA del hogar que quieres

“Estas a un IKEA del hogar que quires” IKEA Chile

Screenshot from YouTube — IKEA Chile’s “Estas a un IKEA del hogar que quieres” campaign. Retrieved
from https://www.youtube.com/watch?v=IGPKHvB8sjg



https://www.resume.se/kommunikation/pr/ikeas-dar-livet-hander-hyllas-for-sin-effekt/
https://www.youtube.com/watch?v=IGPKHvB8sjg

“Julen dr magisk” Coca Cola Sweden

Screenshot from YouTube — Coca-Cola Sweden’s “The Holiday Magic is Coming” campaign. Retrieved from
https://www.youtube.com/watch?v=4RSTupbfGog

’ e
DYop= -3 W 3
elebr la magia del 18. ' :

e | A b | I‘ :

-

“Celebremos el 18” Coca Cola Chile

Screenshot from YouTube — Coca-Cola Chile’s “Celebremos el 18” campaign. Retrieved from
https://www.youtube.com/watch?v=702GU-0-02M&ab channel=Coca-ColaChile
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#M ABOUTUS BRANDS SUSTAINABILITY INVESTORS CORPORATE GOVERNANCE JOINUS  MEDIA

For det sjunde aret i rad visar Conscious Exclusive-kollektionen vilka majligheter det finns med hallbart mode, dar fokus
ligger pa utveckling och innovation. Forutom TENCEL™, atervunnen polyester och ekologiskt linne introducerar H&M
tva nya material i kollektionen: ECONYL® och atervunnet silver. ECONYL® har vévts till skira tyger med dramatiska
broderier som aterfinns i en vacker vit brollopsklanning i spets och i en kortare romantisk grébla spetsklanning med
langa armar. Smyckeskollektionen som &r i &tervunnet silver har hamtat inspiration fran detaljer i Karin och Carl
Larssons konstnarliga hem Lilla Hyttnas.

“"Materialen i var senaste Conscious Exclusive-kollektion visar hur ny
. innovativ teknik kan vévas in i designen och leverera fantastiska plagg.
Atervunnet silver ar tillverkat av férbrukad metall som har minimal paverkar
pa miljon och ECONYL® édr en 100 procent atervunnen nylonﬁber fran
nylonavfall som stoder var kamp for renare hav™”

Ann-Sofie Johansson, kreativ radgivare péd H&M

Image from H&M’s Conscious Exclusive collection — H&M Sweden. Retrieved from
https://hmgroup.com/nyheter/hms-conscious-exclusive-kollektion-fortsatter-att-visa-pa-innovativt-och-

hallbart-mode/

Nueva Coleccion Hm Chile ~ »

2 looks de la nueva... Vitrineando en H&M<...  Nueva coleccion de #h... Haul HM pantalén anim...  cudl fue su favoritoo? ...

ﬂamandam... D 441.6K .soycorialeiam D 311K efelicavieres > 4778 s@marilyn_pr... D 23.2K Qcatalina.op... > 16.2K

Screenshot from TikTok — H&M Chile’s “Divided” collection. Retrieved from
https://www.tiktok.com/discover/nueva-coleccion-hm-chile
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Appendix 3. Interview guide

Section 1: Introduction / warm-up

1. Can you tell me a bit about yourself? (Age, where you're from, what you do)
2. How often do you shop online, and what kind of products do you usually buy?
3. Are there any brands you feel especially connected to or loyal to? Why?

Section 2: Emotional reactions to branding

4. Think about a time you saw a brand online (e.g., Instagram, TikTok) that really
caught your attention. What stood out to you?

5. How did it make you feel?

6. What kinds of brand messages or images usually make you feel more connected to a
brand?

7. Have you ever felt that a brand really understood how you felt or what you needed?
What made you feel that way?

8. What usually frustrates or disappoints you when you see brand content on social
media? Do you think some brands do a better job than others at connecting with what
people truly feel or need?

9. Do you trust brands more when you feel an emotional connection with them? Why or
why not?

Section 3: Cultural and social influences

10. In your opinion, how do people in Chile/Sweden usually react to emotional ads or
content from brands?

11. Do you think your culture influences how you feel about brands or products? Can
you give an example?

12. How important is social approval when you decide to buy something? Do you care
what others think about what you buy or wear? Why? Do you ever buy something to
feel accepted or to fit in? Do your friends or family influence what you decide to buy?
Have you ever bought something because others were doing it too?

13. How do you think your culture affects how people respond to brands?

Section 4: Purchase intention & decision-making

14. Have you ever bought something because of how a brand made you feel?

15. What role do emotions like trust, excitement, or familiarity play in your decision to
buy something?

16. Do you prefer brands that feel authentic or relatable? What makes a brand feel that
way?

Section 5: Social Commerce & Digital Context
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17. How do you interact with brands on social media (e.g., follow, comment, share)?
18. Do influencers or brand ambassadors affect how you feel about a brand? Can you
give an example?

19. Have you ever bought something after seeing it in a live shopping event or
influencer post?

20. How does shopping online feel different emotionally than shopping in a physical
store?

Section 6: Final Reflection

21. What makes you trust a brand enough to buy from them online?
22. Is there anything else about how emotions or culture affect your shopping that
you'd like to share?
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Appendix 4. Overview of interview participants

Participant . Key Emotional
Country | Age | Gender Profession
Code Themes
Communications Calm, self-alignment,
SWEo1 Sweden | 31 | Female o
Manager authenticity
Digital Marketing Minimalism, freedom,
SWEo2 Sweden | 30 Male . o
Strategist subtle inspiration
) Trust, introspection,
SWEo03 Sweden | 26 | Female UX Designer
balance
Print & Digital Quiet loyalty, clarity,
SWEo4 Sweden 28 Male 8 y ty y
Marketer calm confidence
. Brand identity, peer-
SWEo5 Sweden | 24 Male Volvo Manufacturing ] )
influenced choice
Emotional
SWE06 Sweden | 35 | Female | Application Specialist pragmatism, visual
trust
Validation,
CHIo1 Chile 29 Male Community Manager | empowerment, social
pride
) ) Nostalgia, trust
CHlIo2 Chile 34 Female Trade Marketing
through culture
Trends, brand
CHIo3 Chile 31 | Female Product Manager belonging, fear of
missing out
) o Social influence,
) Journalist / Digital ) .
CHIo4 Chile 26 | Female . emotional risk, style
Marketing .
seeking
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CHlIos

Chile

33

Female

Commercial Engineer

(Fragrances)

Confidence, identity,

emotional immersion

CHIo6

Chile

35

Female

Marketing (Retail)

Inclusion, storytelling,

self-expression
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