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Preface

Advances in technology and changes in consumer buying patterns are
forcing businesses to modify their traditional marketing approach to
incorporate contemporary practices that will drive customer satisfaction,
meet societal expectations, and boost business performance for competi-
tive advantage. The book, Marketing Communications and Brand
Development in Emerging Economies I, provides insights into these impor-
tant issues in a changing world, particularly in emerging economies (also
referred to as emerging markets in this book). Emerging markets present
opportunities for business expansion, growth, and increased profitability;
however, these opportunities might remain untapped if organisations
continue to adopt traditional approaches in communicating their value
proposition and benefits of product and service offerings. Consumers in
emerging markets have unique characteristics that companies must
understand to appeal to their emotional, social, and economic needs.
One of the numerous challenges that companies encounter is effec-
tively communicating their offerings (products and services) and value
proposition to stakeholders and businesses in diverse ways. Often, firms
cannot determine which marketing communication tools to apply to the
life cycle of products they manage or even to the evolution of the firm. As
firms increasingly strive to create brand awareness and enhance product/
service visibility, identifying and applying contemporary marketing



Vi Preface

communications is of great importance. Generally, firms in emerging
markets are faced with the challenge of adopting appropriate communi-
cation techniques and brand identity management strategies. Marketing
communications and brand development in these markets, therefore,
demand both theoretical and empirical evaluation.

Marketing perspectives in some emerging markets are predominantly
based on traditional tools and techniques, while others have more
advanced practices. The book offers a consideration of contextual issues
to propose ways that firms can target these markets to respond to the cur-
rent and future realities of marketing communications and brand devel-
opment. Contributors present an interesting exploration of marketing
communications and brand development in emerging markets. Authors
from diverse contexts such as Brazil, India, Malaysia, Philippines, United
Arab Emirates, Ghana, Kenya, Nigeria, South Africa, France, United
Kingdom, USA, Peru, and Mexico have provided perspectives on the
book themes. These include Destination Brand Management, Sponsorship,
Health and Personal Branding, Neuromarketing, and Digital as the future of
Marketing Communications. Conceptual and empirical insights from
the themes will be of benefit to scholars and practitioners seeking an
understanding of the unique context of these contemporary issues in
emerging markets.

Lagos, Nigeria Ogechi Adeola
Kigali, Rwanda Robert E. Hinson
Sharjah, United Arab Emirates A. M. Sakkthivel



Praise for Marketing Communications
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“In a fast-changing world and business, it is not enough to have the right “lenses”
to understand the past in terms of pillars for transformation, the new concept of
value, and the tools that transform the competitive dynamics. In this world, it is
crucial to have a vision of the future, and this is the effort of this monographic
work. The book serves as a guide for companies and scholars interested in brand-
ing and marketing communication in emerging markets to find insights for
strategic decisions of the next decades.”
—Dr Silvio Cardinali, Associate Professor in Marketing and Sales Management,
Universita Politecnica delle Marche, Italy, Vice President, Academy
of Global Business Research and Practice (AGBRP)

“I am glad that this book is coming from Emerging market countries. The
future market is in emerging markets—not only because of the large popula-
tion but also its ability to make impulse purchases. As nouveau rich, they buy
and splash their cash. This is a boon to marketers. Moreover, building brands
in these countries is a herculean task. In recent years, a few global brands have
been emerging. I hope that in the future, many more international brands will
compete in the global arena by adopting innovative strategies. The book brings
out all these salient and crucial factors. I am confident the book will be interest-
ing and useful not only to marketing scholars and students but also to
practitioners.”
—Rev. Dr. N. Casimir Raj S], Founder Director of LIBA, Chennai,
Director of XLRI, Jamshedpur (Rtd), India and Director of Xavier
Institute of Management, Bhubaneswar (Rid), India

“We are at a time where technology is advancing rapidly and greatly changing
the global economy. In times like this, emerging markets are at the forefront as
they have the talent and innovation to come up with new ideas and products,
attracting business and investors from around the globe. To create competitive
brands and market these products, it is crucial not only to understand marketing
communications but also to have a deep understanding of consumer behaviour



and brand development in the context of these markets. This book delineates
the contemporary issues associated with these markets and positions the reader
to gain insights, understand consumer demands and create a competitive strat-
egy. I am confident that this book will be valuable to marketing professionals
and business leaders or investors looking for insights to aid business decisions.”
—Prof. Tayo Otubanjo, Marketing Faculty, Lagos Business School,

Pan-Atlantic University, Nigeria
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Introduction

Social and economic growth in emerging markets cannot be separated
from the proliferation of technological innovation, rapid globalisation,
and increasing market integration. Nations classified as emerging mar-
kets provide enormous socio-economic opportunities for businesses; it is
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estimated that by 2050, emerging markets will account for 80% of global
economic activities (Klein, 2008; Kaynak & Zhou, 2010; Paul, 2020).
Consequently, adopting appropriate marketing strategies to communi-
cate organisations’ product and service offerings is crucial to achieving
significant market share in these markets. As technology permeates all
aspects of our daily lives and core processes of institutions in a society,
businesses have already begun to adapt to these changes by innovating
their marketing practices (Paul, 2020).

Organisations aiming to benefit from opportunities in emerging mar-
kets must be aware of key characteristics of the markets, which include
the diverse culture, differences in consumers’ tastes (Paul, 2020), and
growing middle class with strong purchasing power. Consumers in
emerging markets are heterogeneous in taste, cultural beliefs, and needs.
Hence, building mutually beneficial relationships in emerging markets
will require that businesses communicate offerings that fit the socio-
cultural and economic needs of the target audience. In other words, com-
munication methods adopted must be fit-for-purpose to achieve set goals
in emerging markets (Fill & Jamieson, 2014).

This first volume of a two-volume edited book provides insights into
key concepts such as nation branding, destination marketing, brand
avoidance, sports marketing communications, sponsorship, health and
lifestyle branding, digital marketing, and integrated marketing commu-
nications, and also offers futuristic perspectives on neuromarketing, arti-
ficial intelligence, and virtual reality. Volume II focuses on the influences
of the Covid-19 pandemic, social responsibility, and emerging technolo-
gies on marketing communications and brand development in a chang-
ing world.

The authors of the chapters recommend adopting and implementing
appropriate marketing communications and brand development strate-
gies to enhance business performance and visibility, given the increasing
market competition, growing middle class with greater purchasing power,
and rapid digitalisation in emerging markets. This book volume focuses
on effective and contemporary marketing communications and branding
tools to increase visibility, drive patronage, improve lifestyle and enhance
customer experience.
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Marketing Communications

Marketing communications has witnessed rapid growth due to the major
shift from a production-driven economy to a customer-centric market.
Marketing communications is one of the marketing mix tools, which
traditionally comprises the 4Ps—product, price, place, and promotion—
and the extended marketing elements of people, process, and physical evi-
dence (7Ps) (Hinson, 2012; Lovelock & Jochen, 2016). Marketing
communications, an element of the promotional aspect of the marketing
mix, is defined as “all the promotional elements of the marketing mix
which involve the communications between an organisation and its tar-
get audiences on all matters that affect marketing performance ” (Pickton
& Broderick, 2005, p.4). It represents the voice by which companies can
dialogue with customers and other stakeholders about their product/ser-
vice offerings and other company-related issues (Keller, 2001). Marketing
communication or promotions mix comprises the range of activities/
tools available to an organisation to communicate with its target audi-
ence on the features of its products and services. These marketing com-
munication tools—aduvertising, public relations, personal selling, sales
promotions, and online/social media marketing—can be utilised at indi-
vidual, firm, national, and international levels (Pickton & Broderick,
2005; Shimp & Andrews, 2013).

Understanding marketing communication tools is crucial to the
knowledge and applicability of marketing communications in current
and future trend analyses. There is a paradigm shift from traditional
means of communicating brands’ offerings to technology-driven tools
and platforms, which has enhanced consumer engagement in recent
times (Dahiya & Gayatri, 2018; Yoga, Korry & Yulianti, 2019). Emerging
markets are characterised by a younger, digitally active/savvy population
(Oxford Business Group, 2021), creating innovative opportunities for
organisations to reach and engage them. Therefore, organisations target-
ing emerging markets must begin to adopt technology-driven marketing
strategies to penetrate these markets and adopt appropriate communica-
tions and branding techniques. The relevance of marketing
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communications and brand development in emerging markets is explored
through the lens of technology and other contemporary approaches in
this book.

Marketing communications and branding are interrelated concepts.
Adopting and implementing appropriate marketing communications
will result in enhanced brand awareness. Batra and Keller (2016) note
that marketing communication options can play different roles and have
different objectives in marketing and promoting a brand. For example, a
symbol (for product branding), a geographical landmark (for nation
branding), a Beyoncé voice (for personal branding), or a Grammy
Awardee (like Nigerias Burna Boy) would create a clear distinction
between one brand identity and another. The role of marketing commu-
nications in promoting product offerings, enhancing brands and brand
image, constitutes the discussion themes in this book.

Brand Development

Brand development involves the strategic actions by individuals or busi-
ness enterprises to ensure that their products and services are identifiable,
distinguishable from competitors, and communicate the right value
proposition to the target market. This aims at creating and effectively
communicating identifiable attributes of an organisation and its offerings
to provide a unique differentiation of the organisation in the market.
An important aspect of brand development is to create a unique and
strong brand identity that provides direction, purpose, and meaning to
the brand. Brand identity is a set of associated values that the firm aspires
to create and maintain as an implied promise to customers (Khedher,
2014), and it is regarded as the visible element of the brand. Just as a
personal identity makes an individual unique and distinct, the brand
identity of a firm, institution, or organisation is formed by unique, rec-
ognisable elements that set it apart from competing brands (Keller, 2013).
Therefore, a strong brand identity is a crucial factor for the success of any
branding strategy as it provides a direction and scope for an organisation

over a long period (Johnson et al., 2005). Developing a good brand
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identity requires prioritising the core identity elements and communicat-
ing these elements to customers and potential stakeholders
(Khedher, 2014).

As developing a strong brand identity is key to the success of market-
ing communications efforts, the branding process must be proactively
managed. Effective brand development and marketing communications
will ensure that all contents, communications, products, events, sub-
brands, and stylistic elements are aligned to achieve visibility; communi-
cate the value proposition; and appropriately project the image of the
person, firm, and nation.

Marketing Communications and Brand
Development: Emerging Trends

As firms increasingly strive to create brand awareness and enhance prod-
uct/service visibility, effective management of brands in the digital age is
a key concern. Firms in emerging markets are faced with the challenge of
managing brand identities in an increasingly digital world and exploring
innovations that enhance the communication of information about
products and services. Notably, the exploration of digital-media options
offers promising opportunities for marketers to explore the vast potential
for marketing communications and brand development (Keller, 2016).
For instance, in the COVID-19 pandemic era, some of the most com-
mon ways of communicating with customers are via digital or techno-
logical platforms; it makes reaching various customer audiences on
multiple media platforms even more crucial. It could be argued that with
the 2020-2022 pandemic, technological platforms have become the
most common means of communication.

Technological advancements, including the proliferation of media
tools such as Voice over Internet Protocol (VoIP) devices, tablets, and
smartphones, have significantly increased the interaction touchpoints
between consumers and brands. Marketers’” communication with con-
sumers has changed dramatically over the years, as they now manage
brands and communicate product and service offerings across old, new,
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and emerging media platforms. Increasingly, artificial intelligence (AI),
virtual reality (VR), and neuropsychological tools are impacting market-
ing communications and brand development, providing a more in-depth
understanding of consumer experience and brand responses.
Therefore, special attention must be given to emerging technologies in
developing marketing communications and branding strategies.

Additionally, the growing need for communicating the values of a firm
to consumers and stakeholders has become a significant area of discourse.
In this COVID-19 era, most firms are deploying technological tools to
communicate that beyond economic interest, they care for customers’
well-being and health by showing their social and emotional values.
Integrating health consciousness into marketing activities is one of the
strategic methods of presenting the company as a brand interested in
customers’ well-being and appealing to their emotions. A business can
utilise marketing communications to appeal to consumers’ emotions,
thereby presenting the organisation as a customer-centric brand (Finne
& Grénroos, 2017).

Opverall, to succeed in emerging markets, organisations must develop
contemporary and futuristic approaches to marketing communications
and brand development in today’s increasingly complex business
environment.

The Context: Emerging Markets

Emerging markets, also referred to as “emerging economies” in this book,
are described as nations whose business activities have experienced rapid
flux and growth. Emerging markets have a large population with a grow-
ing percentage of middle-class consumers with strong purchasing power
(Wang, He & Barnes, 2017). The book takes its classification from the
International Monetary Fund’s broad division of the world into two eco-
nomic sectors—advanced economies and emerging and developing econ-
omies—Dbased on criteria, such as per capita income, export diversification,
and degree of integration into the global financial system (Wheatley,
2015). There are many descriptions of emerging markets, and none

appear to be universally accepted (Nakata & Sivakumar, 1997; Mody,
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2003); however, they can be identified by attributes such as “sustained
market access, progress in reaching middle-income levels, and greater
global economic relevance” (Duttagupta & Pazarbasioglu, 2021, p. 5).
Emerging markets often refer to low- to middle-income, rapid-growing
countries with increasing participation in international economic mar-
kets (Hoskisson, Eden, Lau & Wright, 2000; Glassman, Giedion &
McQueston, 2013), and they present major growth opportunities in the
world economy (Arnold & Quelch, 1998). Typically, these countries
have in place policies that demonstrate commitment to economic liber-
alisation (Arnold & Quelch, 1998; Hoskisson, Eden, Lau & Wright,
2000; Roztocki & Weistroffer, 2008), adoption of a free-market system
(Hoskisson, Eden, Lau & Wright, 2000), and are continuously improv-
ing their institutions (Liu, 2021).

The importance of emerging markets to global corporations and inves-
tors is demonstrated by the proliferation of emerging market typologies,
such as BRICS (Brazil, Russia, India, China, and South Africa), MINT
(Mexico, Indonesia, Nigeria, and Turkey), CIVETS (Colombia,
Indonesia, Vietnam, Egypt, Turkey, and South Africa); and EAGLES
(Brazil, China, India, Indonesia, South Korea, Mexico, Russia, Taiwan,
and Turkey) (Palgrave Series, n.d.). Other countries outside these broad
groupings are also regarded as emerging markets. For instance, the United
Arab Emirates (UAE) has been described as the most competitive emerg-
ing market in the Gulf Cooperation Council (GCC) (Gulf Today, 2021).
The GCC comprise the Middle East countries of Bahrain, Kuwait,
Oman, Qatar, Saudi Arabia, and the United Arab Emirates. African
countries are classified as developing economies. The chapter authors
took into consideration the demographic, socio-cultural, and macro-
economic factors influencing consumer choices and the ways marketing
communication and branding are changing the business landscape in
these emerging markets.

There is an increasing need to understand the key role that marketing
and branding principles and practices play in the drive to increase retail
patronage and enhance customer service in a global business environ-
ment. Companies need to synthesise and develop marketing strategies to
win in an evolving marketplace that is being rapidly shaped by digitalisa-
tion (Adeola & Evans, 2019; Adeola, Hinson & Evans, 2020; Kannan,
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2017; Piercy, 2016; Ryans, More, Barclay & Deutscher, 2010).
Particularly, in sub-Saharan Africa, where it is challenging to generalise
marketing practices (Amankwah-Amoah, Boso & Debrah, 2018), there
is a need to discuss, assess, and illuminate marketing practices on the
continent. Against this background, this book presents a unique oppor-
tunity to discuss contemporary marketing practices and their implica-
tions in the unique business landscape of emerging markets, to enrich
our knowledge and fill gaps in current marketing literature.

Book Thematic Areas

This volume comprises four(4) themes organised along related lines of
argument for a comprehensive flow and ease of reference.

1. Marketing Communications and Brand Development: An
Introduction

In this first chapter, Ogechi Adeola, Robert E. Hinson, and A. M. Sakkthivel
introduce the concept of marketing communications and brand develop-
ment in emerging market contexts, providing the background to the
book themes and addressing the relevance of this concept to contempo-
rary issues in marketing.

2. Contemporary Perspectives on Marketing Communications and
Brand Development: Destination Brand Management and Brand
Avoidance

In Chap. 2, “The Progress of Destination Marketing in Emerging
Economies: A Focus on ASEAN”, authors Mohd Raziff Jamaluddin,
Mohd Hafiz Mohd Hanafiah, and Daryl Ace V. Cornell explore the concept
of destination marketing, document current trends and issues and discuss
the crucial role of Destination Marketing Organisations (DMOs), par-
ticularly in a post-COVID-19 era. Similarly, Gouher Abhmed, Anas
Abudaqa, C. Jayachandran, Yam Limbu, and Rashed Alzahmi, in Chap. 3,
examine “Nation Branding as a Strategic Approach for Emerging
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Economies: The Case of UAE”. The authors discuss the relevance, scope,
and evolution of national branding in the United Arab Emirates, provid-
ing practical insights into how emerging economies can take advantage of
the models of nation branding to boost tourism, trade, and investment.

Chapter 4 concludes the discussions in this section as Henry Boateng,
Uchenna Uzo, Ogechi Adeola, and Robert E. Hinson explore “Bank Brand
Avoidance: Service Perspectives from Nigeria and Ghana”. The chapter
investigates service experiences that inform bank customers’ decisions to
avoid bank brands in Ghana and Nigeria through a phenomenological
approach.

3. Contemporary Perspectives on Marketing Communications and
Brand Development: Sponsorship, Health, and Personal Branding

This section comprises five chapters. Michael Goldman, Gabriela Klein
Netto, Shiling Lin, and Richard Wanjohi examine “Sponsorship: Practices
and Benefits in Emerging Markets” in Chap. 5. The authors detail the
strategic sponsorship activities and mechanisms that can be implemented
to communicate with customers and other stakeholders. Rail Rosales and
Roger Tito, in Chap. 6, analyse “Sports Marketing Communications in
South America”. In this chapter, the authors review advances in commu-
nications through sport and present key indicators of the top interna-
tional competitions in South America.

Health and lifestyle branding is the focus of Gricel Castillo, Lorena
Carrete, and Pilar Arroyo in Chap. 7 entitled “Social Media-Driven
Consumer—Brand Interactions in Mexico: Healthy Food Brands Versus
Indulgent Food Brands”. The authors explore how healthy and indulgent
food brands influence consumer-brand interaction in Mexico. In Chap.
8: “Health and Lifestyle Branding”, Emmanuel Silva Quaye and Leeford
Ameyibor discuss the strategies that drive corporate efforts to develop and
communicate branding that drives public interest in practising healthy
lifestyles. In Chap. 9, /. N. Halm concludes the section with discussions
on “Personal Branding”. The author emphasises the distinct benefits of
social media for individuals or organisations seeking brand management
outlets.



12 0. Adeola et al.

4. Contemporary and Futuristic Approaches to Marketing
Communications and Brand Development

Chika Remigious Ezeugwu, Awele Achi, and Chikaodi Francisca Ezeugwu,
in Chap. 10, explicate the concept “Neuromarketing: The Role of
Executive Function in Consumer Behaviour”. The authors argue that the
adoption of neuromarketing tools in emerging markets would enable
organisations to understand consumers’ affective, cognitive, and behav-
ioural characteristics, as well as their mental processes for navigating
through marketing stimuli. Similarly, in Chap. 11, lkeola ]. Bodunde and
Eugene Obu focus on “Advertising in Virtual Reality: A Hierarchy of
Effects Paradigm”. The authors discuss the use of virtual reality towards
understanding the consumer and meeting consumers” needs in emerging
markets. Applying the Hierarchy of Effects model, they suggest that VR
Ads can provide a unique insight into consumers” processes of thinking,
feeling, and conation towards brand affinity.

We conclude the book with two chapters. Ogechi Adeola, Olaniyi
Evans, Jude N. Edeh, and Isaiah Adisa discuss “The Future of Marketing:
Artificial Intelligence, Virtual Reality, and Neuromarketing”, in Chap.
12. The authors examine how artificial intelligence (AlI), virtual reality
(VR), and neuropsychological tools are changing the way we collect,
store, and analyse data linked to the marketing of products and services.
By integrating various marketing literature, the authors consider the
applications of these technologies to marketing in contemporary times
and discuss future research directions. In Chap. 13, Amrita Chakraborty
and Varsha Jain explore “Leveraging Digital Marketing and Integrated
Marketing Communications for Brand Building in Emerging Markets”.
The authors assert that digital marketing, aligned with integrated market-
ing communications, strengthens the bond between brands and consum-
ers in emerging markets. The authors present a digital marketing
framework as a branding strategy in emerging markets.
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Conclusion

The business landscape is rapidly evolving, and to win in the marketplace,
businesses must understand the changing market dynamics. Digital inno-
vation and platforms represent the new marketplace where businesses
must understand how to interact with their targeted audiences, meet
their needs, and enhance profitability. Emerging markets offer local and
multinational businesses great opportunities to increase their market
share and achieve business goals. However, the ability to comprehend
contemporary and future trends in marketing communications and
brand development and craft appropriate strategies will be a source of
competitive advantage in emerging markets. This book elucidates how
business owners and marketing managers in organisations can take
advantage of the opportunities in emerging markets through innovative
marketing communications and branding.
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The Progress of Destination Marketing
in Emerging Economies: A Focus
on ASEAN

Mohd Raziff Jamaluddin, Mohd Hafiz Mohd Hanafiah,
and Daryl Ace V. Cornell

Introduction

Opver the last two decades, destination planning has changed the landscape
of marketing studies (Fyall et al., 2019). In contrast to the conventional
thinking that a single destination should be designed as one offering, stake-
holders of tourist destinations have now understood and considered the
mix of different goods and services in a location. Moreover, the players in
this environment have different roles that influence each other, and
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determining the impact that each has on varying components would now
require a more integrated approach to promoting the destination. Integrated
marketing communication has had a significant impact on marketing
research including destination marketing. For example, the marketing mix
element generates a great deal of research and has become a common mar-
keting concept in textbooks and research on emerging economies
(Nekmahmud, Farkas & Hassan, 2020; Hesam et al., 2017; Maltio &
Wardi, 2019; Sadq et al., 2019; Sheikhi & Pazoki, 2017). As emphasised
by Amin and Priansah (2019), marketing communication remains relevant
in tourism destination planning because it serves a variety of purposes for
attracting customers or target audiences, including informing and demon-
strating how and why a product is used, who the target market is, and
where and when the product is available. However, the marketing com-
munication landscape has also changed due to the advancement of com-
munication process technology, as it is the case with the recent increase in
internet growth and availability and destination marketers have to take
advantage of technology to become more competitive.

Recently, online marketing communication has become one of the most
powerful marketing strategies because of its more comprehensive coverage,
allowing for greater promotional exposure to a broader audience (Krizanova
et al., 2019). Online forms of marketing communication are much faster
to use than traditional communication platforms since the advertiser has
more networked devices to provide more information to a prospective cus-
tomer at a reasonable cost. According to Gorlevskaya (2016), destination
marketers must fully comprehend the sociodemographic profile, desires,
attitudes, perceptions, and, most importantly, media consumption to cre-
ate successful marketing communications. For example, in an emerg-
ing economy like Indonesia, Koswara et al. (2019) discovered that a “one
village, one product” initiative would fail if the destination marketing
organisation lacks proper marketing communication. This is due to two
key issues: a lack of human resources, that is, a lack of skillset, and a lack of
expertise and experience in marketing communication.

Consideration of these issues would lead to a well-planned tourist expe-
rience that will leave visitors with positive memories, resulting in a long-
term and sustainable relationship between the demand and supply sides of
the industry. In Asia, the Association of Southeast Asian Nations (ASEAN),
the regional community comprising ten South East Asian nations, aspires
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to achieve political-security cooperation, economic prosperity, and socio-
cultural integration. The ten countries include Brunei, Cambodia,
Indonesia, Laos, Malaysia, Myanmar, the Philippines, Singapore, Thailand
and Vietnam. In the destination marketing aspect, the cooperation takes
the form of strategic collaboration, which involves positioning and brand-
ing the region as a single destination, eliminating customer confusion, and
ensuring transparency. The challenge for ASEAN as the plan unfolds is to
encourage sub-regional destinations and routes to be more inclusive
and visible. Through @goaseantv (a web platform that promotes travel
and tourism), ASEAN promotes tourism destinations and scenic land-
marks by leveraging two popular programmes, “The Eco Traveler” and
“Go Fast Go Home” which are promoted across the channel (Nugroho,
2017). The partnership kicks off with the broadcast of various programmes
about regional tourism products like food, culture, extreme sports, festi-
vals, and religions. According to Nugroho (2017), most of the activities
promoted in @goaseantv occur in Malaysia, and other ASEAN members
have limited opportunities to promote in the platform. As a result, future
programmes should consider increasing the proportion of other countries,
promoted and forming a partnership with ASEAN countries’ tourism net-
works to clearly showcase ASEAN as a ONE brand association. This chap-
ter covers issues on competitiveness and destination marketing among
emerging economies and documents the progress of destination market-
ing research. Next, the chapter presents a few examples focusing on mar-
keting communication from some emerging economies in the light of the
global crisis caused by COVID-19. Finally, the chapter explains how

stakeholders play a part in destination marketing.

Competitiveness and Destination Marketing
in Emerging Economies

Sales promotion tools remain essential in destination marketing commu-
nication to convert target audience from knowledge quest to option and
purchase. Through an extensive literature search, price competitiveness is
the most crucial factor for visiting. It can be presumed that knowing tour-
ist disposable income reserved for travel is a crucial consideration for the
business. ASEAN Tourism Marketing Strategy 2017-2020 was
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established to carry out specific initiatives under the purview of the
ASEAN Tourism Marketing and Communication Working Group
(MCWG) to improve the availability and reliability of market research
data and analysis to enhance experience creation, packaging, pricing, dis-
tribution, and promotion (ASEAN, 2017). The flow of tourists to the
destination is influenced by price competitiveness, as is vulnerability to
changes in external forces (Sul et al., 2020). Destination marketing organ-
isation relies on the country’s overall economic stability, including price
differentials, exchange rate fluctuations, and various tourism industry
components (Dwyer et al., 2020). According to Suppiah and Selvaratnam
(2020), the “2014 Visit Malaysia Year campaign” positively impacted
tourism demand due to lower comparable prices; however, cross-elasticities
indicate substitution effects between Malaysia and alternative destina-
tions. Based on the study by Loganatan et al. (2019), the tax cut in
Malaysia significantly affects inbound tourism because it will increase
trade and stimulate its GDP. Furthermore, they advocated that fiscal pol-
icy should be more inclusive of a positive long-term effect on the tourism
industry that will attract investment opportunities in mega projects. This,
in turn, will create jobs and stability in the tourism industry and eventu-
ally become a unique selling proposition for the tourism industry.

Another critical issue for ASEAN is destination positioning, as it is
essential to revisit how ASEAN should be positioned and promoted in its
markets as a single destination to reduce the risk of market uncertainty
and ensure clarification (ASEAN, 2017). The consumer should be pre-
sented with a single destination brand in which different product the-
matic destinations, circuits, and corridors can be introduced. According
to ASEAN (2017), the most essential factor is to meet changing visitor
expectations because visitors will recognise and demand constantly evolv-
ing and developing experiences like resort corridors, adventure circuits,
pilgrimage circuits, and ecotourism.

The element of human interaction is one of the components that
emerged in preliminary findings in the literature. The involvement of
humans in tourism marketing is vital to measure the success of the overall
experience. For developed tourist destinations, high-quality human
resources ensure the industry has access to the right people to serve the
international tourists (World Economic Forum, 2019). As proposed in
the Travel and Tourism (T&T) Competitiveness Index, the high-quality
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human resource derived from how efficient the countries develop skills
through education and training and allocate ideally to the labour market
(World Economic Forum, 2019). According to Hamarneh and Jefdbek
(2018), the human development index is a vital method for assessing the
safety and security of the destination, with the factor of safety consisting
of a collection of precautions put in place to prevent tourists and industry
workers from being exposed to circumstances where they assume they are
in personal danger as a result of crime, accidents, or emergencies. A study
conducted in Western Europe by Nagaj and Zuromskaite (2020) sug-
gested that to ensure that tourism continues to develop and generate
income for tourist regions, all stakeholders in this sector should pay more
attention to their safety and security customers. When deciding on a trip,
tourists choose a tourist destination and a hotel, or more broadly, an
accommodation facility, guided not only by the criterion of price, but
also by the level of security in these facilities. Similarly, Malaysia has
taken steps in the Tourism Blueprint post-September 11 to ensure that
the tourism industry strengthens Malaysia’s status as a top tourist destina-
tion by implementing strategies to ensure visitors comfort, safety, and
well-being (Ayob & Masron, 2014).

Infrastructure received considerably great attention from tourism
scholars. The availability of sufficient facilities to meet visitors' needs
would inevitably attract new visitors to the tourist area, making it an
excellent topic for research. Jafari and Xiao (2016) mentioned that recre-
ational facilities are an essential component of the physical infrastructure
that supports overall economic and tourism growth. They suggested that
tourism infrastructure is made up of hotels, other forms of infrastructure,
and spas and restaurants to replace the generic description of infrastruc-
tures that include mental amenities, physical amenities, environmental
amenities, and legal amenities. World Economic Forum (2019) suggested
three dimensions of infrastructure used in the study for macrolevel to
examine the destination’s competitiveness for benchmarking purposes.
Infrastructure could play a significant role in attracting conscientious
tourists and promoting a more pleasant tourist experience by encourag-
ing visitors to suggest the destination to other friends and relatives
(Mikolon et al., 2015; Moscardo, 2017). However, in the current envi-
ronment, the element of digital infrastructure (i.e. high-speed internet
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access; public and free WiFi) received overwhelming attention from the
scholars in order to cater for the need of millennials that rely on informa-
tion and stay connected during travels (Bozhuk et al., 2020; Kumar &
Shekhar, 2020; Natocheeva et al., 2020).

For a destination, digital marketing has become an integral aspect of
the global economy to advertise products or services (Natocheeva et al.,
2020). Digital innovation means the destination is aware of the latest
trend relevant to the tourist preference, thus digitalising the emerging
technology that is quickest and most efficient in destination marketing
(Natocheeva et al., 2020). Tourists plan their travel routes, choose itiner-
aries for excursion visits, and book overnight accommodations entirely
on digital, online, and social application platforms (Bozhuk et al., 2020).
Hence, it is vital for promotion to maintain a positive image of the desti-
nation by disseminating content, a key message about the benefits of
travel and recreation, and the destination’s features that the tourists want
to see, live, and experience regularly.

Tourism Malaysia’s marketing and promotion strategies centred on ris-
ing tourist arrivals in the short term and maintaining a positive reputa-
tion in the long term, from the first blueprint in 1966 to 2015 (Hussin
& Buchmann, 2019). It is worth noting that the grand opening of “Visit
Malaysia Year 2014” coincides with the launch of a digital marketing
campaign that focused on leveraging digital assets to optimise presence in
the digital realm, growing and maintaining a positive relationship with
fans and followers on social media, and eventually converting them into
real tourists or repeat visitors (Tourism Malaysia, 2014). Tourism
Malaysia uses a YouTube channel, online TV, social media, website, and
an official mobile travel app as a digital marketing tool. The digital mar-
keting strategy software was said to have received over 12.5 million views
(Tourism Malaysia, 2014).

Another new idea in destination marketing that is gaining momentum
in current academic discussions is “Sustainable Growth”, as described by
the World Travel and Tourism Council (WTTC) under “Sustainable
Development Goals” (World Travel & Tourism Council, 2021).
Sustainable growth focuses on eight key areas as follows (Table 2.1):

Recently, there has been an increasing body of literature on sustainable
tourism in emerging markets that focuses on improving residents’ quality
of life by leveraging tourism’s economic, social, cultural, recreational, and
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Table 2.1 Sustainable growth

Key Area Summary of description
Inclusion, Due to the unpredictable nature of the environment, there is
Diversity & an urgent need to bond together to assist hundreds of

Social Impact

Climate &
Environment
Action

Sustainable
Travel &
Tourism
Partners

Sustainability
Reporting

millions of people who have lost their jobs and livelihoods
and continue to assist the millions who benefit from the
tourism sector by rebuilding more sustainably and
responsibly. Although the industry was temporarily on

hold due to the pandemic, global citizens were re-energized
to solve social and environmental issues, providing a rare
opportunity to harness this newfound energy to boost travel
and tourism for future generations and the world.

There is a growing understanding of the rapid pace of

climate change and its catastrophic consequences. Many
destinations already feel the consequences, and the risk
appears to be most significant in countries with the
fastest-growing tourism industries. Given the importance
of travel and tourism to the global economy, the
achievement of the Sustainable Development Goals (SDGs),
and the increasing need to effectively resolve climate
change.

This initiative seeks to foster extensive involvement in the

tourism industry’s sustainability initiatives by bringing
together all Travel & Tourism companies that are involved
in significant sustainability efforts under one roof,
intending to increase sustainable practices in the sector,
raising awareness of those practices, and tracking progress
with consumers and governments.

This is to pave the way for globally sustained, inclusive, and

sustainable economic growth by focusing on sustainable
consumption and development. It has the goal of
“encouraging businesses, huge and transnational
companies, to adopt sustainable practices and to
incorporate sustainability information into their reporting
cycle.” Sustainability reporting will assist market players in
understanding the main principles behind reporting,
providing an overview of the policies and developments
that are moving this activity forward, and identifying the
sector’s implications and opportunities.

(continued)
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Table 2.1 (continued)

Key Area

Summary of description

Destination
Stewardship

Future of Work

Illegal Wildlife

Trade

Human
Trafficking

Many destinations around the world have become victims of

their success as the travel and tourism industry has grown
in recent years, with words like “overcrowding,”
"overtourism,” and “tourismphobia” dominating media
headlines around the world. Tourism should benefit the
communities in which it relies on while also preserving
cultural and natural resources. In this sense, the WTTC
brings together public and private sector stakeholders and
local communities to develop tourism management
strategies focused on long-term planning.

The travel and tourism industry employs 330 million people,

about one out of every ten people on the planet, which is
expected to rise. Furthermore, the travel and tourism
industry has generated one out of every four new jobs
globally in the last five years. The travel and tourism
industry must attract, upskill, and retain skilled talent to
sustain 421 million jobs by 2029. Businesses and
policymakers will need to pay particular attention to talent
models as the travel and tourism industry evolves and
changes in the global workforce.

The illicit wildlife trade has impacted about 7000 species of

animals and plants from all over the world and generated
US$20 billion annually. Since wildlife is a significant driver
of travel and tourism, it is in the sector’s best interests to
support measures that protect it. WTTC aspires to provide
the sector with a well-coordinated, high-level approach.
WTTC released the Travel & Tourism Declaration on lllegal
Wildlife Trade (IWT) in April 2018, committing over 100
members to actively engage in the global fight against
illegal wildlife trade.

The travel and tourism industry has the ability and

obligation to bring about change in the fight against
human trafficking in its supply chain. As a result, at the
2019 Global Summit, WTTC unveiled its Human Trafficking
Taskforce to reduce human trafficking and provide a
platform for concerted action across the industry. While
enhancing collaboration with the public sector and civil
society, the taskforce will promote knowledge sharing and
organise efforts across the private sector. Prevention,
protection, intervention, and assistance will be the priority.

Source: World Travel and Tourism Council (2021)
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other benefits (Sheresheva et al., 2020). The Scientific communities of
research scholars, research projects, and international organisations have
made sustainability a priority, premised on the United Nations’
“Sustainable Development Goals”, and sustainable tourism has been
identified as having a potential role to play in achieving them (Martini &
Buffa, 2020). Sustainable tourism marketing typically focuses on “pro-
sustainability” customers who have a biospheric—altruistic value orienta-
tion, are passionate about sustainability issues, and have an interest in
and positive attitude towards environmentally sustainable consumption

(Vinzenz et al., 2019).

The Progress of Destination
Marketing Research

It is essential to recognise that the tourism ecosystem is vast and expand-
ing. The industry is naturally unpredictable, uncertain, dynamic, ambig-
uous, and disruptive, making the destination marketers confront a new
set of issues and concerns (Mikuli¢, 2020). The difficulties that tourism
scholars face in assessing and gathering critical data result from the inter-
twined facets of the external structures in the operating environment.
Fyall and Leask (20006) introduced “15Cs Framework” that conceptualise
the key issues and challenges that confront destinations. The framework
is introduced as efficient means for destination marketers to synthesise
several generic issues that, for their destinations, would require a highly
customised management approach. The variables in the framework
include (1) complexity, (2) control, (3) change, (4) crisis, (5) compla-
cency, (6) customers, (7) culture, (8) competition, (9) commodification,
(10) creativity, (11) communication, (12) channels, (13) consolidation,
(14) cyberspace, and (15) collaboration. Recently, Sotiriadis (2021) elab-
orated on the research field of destination marketing and synthesised the
relevant topics and issues. (See Table 2.2)

The marketing environment is one of the popular topics in recent years
due to the unpredictable nature of occurrences (i.e., health issues, eco-
nomic crises and natural disasters) in the world. The travel industry is
adapting to changes in the tourism ecosystem, and it will continue to do



28 M. R. Jamaluddin et al.

Table 2.2 A Classification/synthesis of topics in the research field of tourism des-
tination marketing

Destination marketing
functions: main

components and activities Topic and issues Focus on
1. Marketing planning and Marketing research  Effective and efficient
market research Marketing planning
environmental Strategic analyses,
analysis techniques, and methods
Marketing Process, influencing factors,
information and results
system
Destination
marketing system
2. Marketing strategies: Market Effectiveness and
design/elaboration of main  segmentation appropriateness of
marketing strategies analysis marketing choices
Targeting and Positioning-image-branding
positioning approach
Destination image  Brand development
Destination (process) and management
branding Loyalty
3. Implementation of Marketing mix Content, media, and
strategies: marketing Usage of tools to techniques.
action plans communicate with The 8Ps model (product,
targeted price, place/distribution,
markets promotion, packaging,
Digital marketing programming, partnership,
Social media and people).
marketing Assessing the
appropriateness (suitable
use)

and effectiveness of various
tools and media
4. Control and evaluation: Customer feedback Control methods and

monitoring and assessing Performance metrics
performance evaluation Monitoring and assessing
Benchmarking progress
Measurement of the Evaluation procedures and
effectiveness of measurements
marketing Performance measures/
activities metrics for the action

Plans and activities included
in the marketing plan

Source: Sotiriadis (2021)
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so as time goes on. As their priorities change, they will continue to look
for the “order qualifier” (necessary attributes of a product) and “order
winners” (winning attributes of a product) (Prajogo & McDermott,
2011) from the pool they have built. Furthermore, as the market becomes
steeper and more complex, the market and tourism service providers are
confronted with an increasing amount of data that is accessible to them
across a variety of channels (Khodadadi, 2016). Because of the “online
world” and accessible information, it is more difficult to obtain data that
is highly relevant to the needs of a specific sector (Buhalis & Zoge, 2007).
Destination marketers must also ensure that they have access to the most
up-to-date and sought-after data to target tourists and businesses and sell
to them accurately. To do so, they would have to be present on various
platforms, especially the digital world, where most potential travel-
lers, particularly the millennial generation, can be found.

Destination Marketing During COVID-19

The tourism industry’s unpredictable and uncertain nature makes it chal-
lenging for destination marketers to prepare for inevitable changes
and resource allocations that would benefit both its demand and supply.
Globally, the COVID-19 pandemic has brought a lot of issues to the table
and has compelled most companies to go digital due to the challenges that
physical interaction poses (Fotiadis et al., 2021). In the Philippines,
the state of the nation had a significant effect on the economy and an
enormous impact on the tourism industry (Centeno & Marquez, 2020).
Natural disasters ravaged the country in the early months, making it dif-
ficult for destination marketers to promote places of interest, and by
March 2020, COVID 19 had taken over the media. With these concerns
ever-present, destination marketers must formulate concrete strategies
that address these issues and those that might occur in the future. To
address this problem, the Philippine Department of Tourism introduced
the idea of “travel bubbles” (travel corridors that permit free movement ),
which attract domestic tourists to locally accredited points of interest
(Department of Tourism Philippines, 2020). With these contingency
plans in place, the destination will adapt quickly while maintaining a
favourable economic environment for all tourism stakeholders.
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The website has become a standard tool for promoting a destination. The
more advanced a website’s architecture is, the more appealing it is to its users.
Its design has evolved from posting information to a forum for various solu-
tions geared towards customer satisfaction (Martinez-Sala et al., 2020).
Destination marketers must keep up-to-date website solutions and their
associated functions. There are also possibilities for borderless relationships
as a result of the COVID-19 pandemic. Technology made it possible for
further convergence amid increased competition from inside and outside
their territories, offering destination marketers plenty of ideas to reflect on in
the years ahead. As extensively reviewed by Mariani (2020), recent website
variables adopted in destination marketing research included demographics
of the end-user, motivation to visit the destination, information sources
required, previous destination visitation experience, psychological, tempo-
ral, and spatial distance to/from the destination, identity and self-concepts,
emotions, platform type, level of interactivity, media exposure, and devices
used. Designation marketing organisations can utilise these variables to
improve the user experience on their websites and attract more tourists.

Social networking sites such as Facebook, Twitter, MySpace vibe,
Pinterest, and Instagram have risen steadily in popularity over the last
decade, including Africa, a less developed continent (Dzandu et al., 2016).
The social climate has changed as travellers’ conversations have moved
from word-of-mouth (WOM) to e-word-of-mouth (eWOM) (Gosal
et al., 2020). Li et al. (2020) conducted a study on TikTok short food
videos in China and analysed the effect of short food videos on destination
image during COVID-19. TikToK’s short videos in the form of cognitive
images increased potential tourists’ attention to the destination image,
especially their attention to the flavour characteristics of the destination’s
food and the local social environment (Li et al., 2020). Furthermore, the
appearance description of food in short food videos produces a noticeable
impact of intention and a desire to travel together and acquire information.

The buzzwords in the travel digital space, are social networking and
social media marketing, so destination marketers will need to “follow” and
“subscribe” to this trend. User-generated content makes their jobs more
challenging because the online world now plays a more prominent role in
the decision-making of this generation (Christou & Chatzigeorgiou,
2020). To build a seamless social ecosystem for future travellers, destination
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marketers must remain informed with digital resources. They could use
various Internet technology, such as blogging, vlogging, virtual tours, gam-
ified content, and other social networking programmes, to maximise
potential tourists” desire to travel and turn it into a reality. Javed et al.
(2020) revealed that the active use of social media during travel in terms of
exchanging stories, photographs, and videos influences other future visitors
to travel to exotic destinations, making Web 2.0 and social media more
engaging. It also opened to a new trend of following “social influencers”.
Hwang and Zhang (2018) described that the “influencers” could control
the purchasing decisions of many followers in the virtual world. During the
COVID-19 lockdown, influence arises from an influencer’s personality,
which includes their power, experiences, ways of thinking, leadership ten-
dencies, profane impulses for the supporting material, or simply the follow-
ers faith in that influencer (Hwang & Zhang, 2018; Pranicevi¢, 2020).

Digital marketing is becoming increasingly critical for destination
marketing organisations (DMOs) and is being used extensively in their
marketing campaigns, according to Sotiriadis (2020). DMOs will make
every effort to connect with all Information communication technologies
(ICTs) that use digital platforms and interactive marketing networks,
such as content design, blogs, search engine marketing, optimisation,
social media, smartphones, and e-mail. In their study in India, Sivakumar
et al. (2020) found that social media platforms and mobile applications
are preferred in the decision-making process of e-tourism services. It is
well expected that the top four applications are WhatsApp, YouTube,
Facebook, and Instagram. Sivakumar et al. (2020) further noted that ease
of usage, security, and reliability are the essential factors determining the
decision-making to use social media and mobile applications. In the post
COVID-19, social media determinants were found to be centred on
places of interest in image strategies; moments or events of unique tourist
interest; lifestyle attributes or interests for visitors, such as biking, sailing,
or gastronomy; and the use of words to connect positive feelings related
to travel, according to a study conducted in the Philippines (Heras-
Pedrosa et al., 2020).

In another aspect, sustainability paradigms and concepts, as examined
by Sotiriadis (2021), can make a significant contribution to destination
marketing. Understanding market needs, planning more sustainable
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offerings and experience opportunities, and finding more compelling
methods of communication to influence tourists” behaviour positively are
examples of how sustainability marketing can effectively utilise market-
ing concepts and methods. As advocated by Paunovi¢ et al. (2020), a
destination’s long-term success post COVID-19 is determined by its
global competitiveness, as well as the ability to sustain that competitive
position and be resilient in the face of unforeseen events. Future destina-
tion marketing research can use a complex mix of social, cultural, politi-
cal, and economic relationships, making tourism research a
transdisciplinary field of study that connects sustainability to destination
marketing from a local, regional, or national perspective.

Destination Marketing and the Role
of Stakeholders

In destination marketing study, the governments position was often
overlooked. The government’s primary role is to safeguard and boost the
public interest (Dredge, 2010). It is in charge of regulating the scope and
scale of tourism production. Furthermore, since the tourism industry
causes numerous disputes and issues among stakeholders, it is the job of
the government to mediate and function as a decision-making body. The
government will project an image of being an “infrastructure and facility
provider” in the early stages, but later move into a more vital position by
implementing legislation and policies, strategies, and other allied ser-
vices. Destination marketers may take a more organised approach to
strategising how to rebrand a destination to a target market supported by
government policies. The Philippines established a tourism circuit plan
focusing on 21 regional clusters of the country through local government
units (Alampay et al., 2018). The country has developed its own National
Tourism Development Plan by working with each local government unit.
Changes that could improve the social, economic, and environmental
benefits are highly expected as a result of the national/local government’s
efforts.
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Next, the destination marketing research could look at the private sec-
tor, which works closely with the government, to develop a more holistic
strategy that benefits all stakeholders (Wang & Xu, 2014). Since there is
rivalry among the players, government intervention would be necessary
to level the playing field. Although some researchers argue that a tourism
development heavily controlled by the public sector is unlikely to achieve
optimal economic returns (Shone et al., 2016), the private sector will be
needed to help mitigate its drawbacks. Numerous government issues can
be easily solved with private-sector assistance. Strong public-private part-
nerships are the most important components of successful tourism busi-
ness models.

Another important stakeholder in tourism, the community, also plays
a critical role in sustainable tourism. The majority of community leaders
and economic development experts have gradually viewed tourism as a
vital industry that can boost local jobs, tax revenues, and economic diver-
sity (Kim et al., 2013). Poverty alleviation was at the forefront of national
strategies, with more opportunities for the poor to benefit from collabo-
rations and the international community’s involvement (Kisi, 2019).
This is especially true in the case of the community where the destination
is situated. The community sits at the centre of collaboration among the
stakeholders. They are the ones who will be initially affected once a plan
is approved or marketing starts. Thus, they have the right to vote in sup-
port or against a specific move from any of the stakeholders. They can
withdraw support anytime, which can threaten the destination market-
ers’ position within their community. However, if a deep connection is
established within the community, the community itself can help the
destination marketers promote the place and thus entail little effort from
the other external stakeholders (Tosun, 2000). Therefore, a deep relation-
ship should be established between the prime movers of the community
and make them understand the benefits and drawbacks of any move that
the other stakeholders may make.
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Conclusion

Destination marketing has emerged as a fascinating subject in the tour-
ism industry. With the advent of emerging technologies and the current
world’s unpredictability, destination marketing provides endless possibili-
ties for future researchers to investigate the potential and assess the risks
of technical advancements in the field of inbound and outbound tour-
ism. End-users such as millennials provide a great perspective on the evo-
lution and future of travel activity. Academic researchers should keep up
with these developments and suggest a dynamic modelling methodology
that can spark further debate. Increased emphasis on keeping promises
made to visitors, advancement of strategic and research concepts, and an
increased focus on the study of actual actions present exciting opportuni-
ties for future research. In addition, comparative studies, as suggested by
the World Travel and Tourism Council, should be considered by future
researchers. Various investigations of partnership in destination market-
ing, the role of stakeholders, and governance in destination marketing
were articulated to provide suggestions for more rigorous studies in des-
tination marketing, especially in emerging economies, as highlighted in
the study. Another intriguing research area is to investigate the future of
travels using a scenario approach to destination management and mar-
keting in the context of globalisation, digitalisation, and uncertainty
caused by various economic and health issues.
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Nation Branding as a Strategic Approach
for Emerging Economies: The Case of UAE
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Introduction

The concept of nation branding covers the application of branding and
marketing communication strategies and techniques to promote a
nation’s image (Kaur, 2020; Rojas-Méndez, 2013). Although researchers,
academic stakeholders, and other public policymakers have shown their
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reasonable interest in the subject of nation branding (NB) (Aronczyk,
2009), it is still in the infancy stage and lacks concrete or generally
accepted definition and constructs. Meanwhile, one of the growing points
in the field of NB is that in the contemporary time, various nations are
competing with each other to attract more international tourists, foreign
investment, the flow of goods and services, and many other activities
(Aronczyk, 2013; Steenkamp, 2019). For this purpose, NB includes
topics like nation-related country image, country reputation, nation
brand personality, and nation brand strength (He et al., 2020;
Papadopoulos et al., 2016; Rojas-Méndez et al., 2019).

Many scholars have theorised concepts and definitions of NB over the
past decade. For instance, NB is a sum of beliefs and impressions that
people may carry about that particular place or group of places (Kotler &
Gertner, 2002). Fetscherin (2010) considers that a country brand is
linked with the public domain, covering multiple levels and components
with the collective involvement of various stakeholders. For this reason,
it comprises the whole image of a country, covering economic, social,
environmental, historical, political, and a range of cultural aspects.
However, NB can also be explained as an outcome of the interpenetra-
tion of the public sector and various commercial interests while commu-
nicating the national priorities among the domestic as well as international
population (Pasotti, 2014). Consequently, NB helps not only towards
the regeneration of capital, but also to combine various public and pri-
vate resources towards creating some fiscal advantages. As such, its objec-
tive is to help and compete in successful manners for the international
capital, import-export trade, skilled labour, and shifting of intellectual
capital (Papadopoulos et al., 2016; Pasotti, 2014).

Theoretical Significance of Nation Branding

During the start of the last decade, Anholt (2002) argued that a country
needs to significantly manage its reputation in a strategic way in order to
position itself as an appealing brand. This is due to the fact that people
make subjective judgements about the multiple facets of a state through
its image. For this reason, a country’s reputation is built on how it is
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perceived based on the information available about it and people’s per-
sonal experiences in the country (Kang & Yang, 2010). This would fur-
ther clear various arguments regarding why a nation needs to focus on its
image. For example, consumers’ thoughts and perceptions about any
country primarily depend upon two dimensions, micro- and macro-level,
where the former is dealing with the beliefs about the products/services
and latter covers the country domain itself. Meanwhile, the belief aspect
involves the character and competencies of both people and country.
The significance of NB can be viewed through Anholt’s National
Branding Model, which comprises six dimensions to cover the overall
horizon of NB (Mary & Misiani, 2017; Pop et al., 2020). Anholt claims
to have coined the idea of “nation branding” in 1996, and since that time
to date, he has been accepted as the most prolific author on the subject,
with significant efforts to institutionalise NB as an academic field
(Kaneva, 2011). Furthermore, considering the significance of the NB,
few indexes have been developed, which include the core components as
provided by Future Brand and the Anholt-GfK nation brands
index®. Such models reasonably help organisations, governments, and
various businesses to understand, measure, and finally build a strong NB
image and reputation. One of the most reliable models of NB is provided
by the Anholt-GfK index, which measures the quality and power of each
country’s brand image while combining the factors like governance,
exports, tourism, investment, and immigration, culture and heritage, and
finally, the people itself (see Fig. 3.1a). This would justify the argument
that for NB, the strategic role of all the above factors is quite significant
and can help to develop long-term positive image in the mindset of the
global community about a state, country, or group of states. The model
also outlines various sub-factors to provide a more comprehensive view of
the Nation Branding Index (NBI), as illustrated in Fig. 3.1b. Figure 3.1b
indicates that the title of governance reflects the law and regulation in the
economy, public opinion, and public sector in any economy, whereas the
factors like culture and heritage indicate the political situation, language
and history, arts and literature, and film and music as well (Alam et al.,
2013). However, the term, investment and immigration has more finan-
cial implications with the presence of external investors in the form of
foreign direct investment (FDI), as well as domestic internal investors.
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Fig. 3.1 (a, b) The Anholt-GfK Nation Brands Hexagon. (Source: Hassan and
Mahrous (2019, p. 4) and Alam et al. (2013, p. 3))

In addition, the elements of NB can define and differentiate one nation
brand from other nations in the mindset of larger community members.
For this purpose, researchers have categorised NB into two groups: nation
tangibles and nation brand intangibles (Hassan & Mahrous, 2019).
Furthermore, nation brand elements can be examined while considering
the perception of tourists and various other stakeholders of a country.
Elements of a nation brand can play a significant role in developing the
character of the brand, and for this reason, countries must choose a dis-
tinct bundle of elements which can secure the nation brand from imita-
tion or attack from other nation brands. Figure 3.2 provides an example
of some of the nation brand characters. For instance, Barbados and Dubai
are reputed as some of the friendliest countries in the world as compared
to Germany and Japan, which are widely known for competence.
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Friendliness (Barbados, Dubai)

Exotic (Spain, Egypt)
Amazing (UAE, Mexico)

Competence (Germany, Japan)

Ruggedness (Australia, South Africa)

Sophistication (USA, France)

Fig.3.2 Some examples of nation brand character. (Source: Adopted from Hassan
and Mahrous (2019, p. 5))

Nation Branding as a Strategic Approach in UAE

Relevance, Scope, and Evolution of Nation
Brand in UAE

In order to develop a positive image in the world economy, globalisation
has created a lot of opportunities and complexities as well. It is believed
that the world is now a single market with growing competition every
single day. In fact, the recent single global market has heightened the
significance of managing various strategies for different nations in order
to attain the highest benefit from foreign investment, skilled labour, and
many factors. However, one of the significant factors which can help any
nation for building a good impression in the world is “perception”. Many
countries have been able to leverage perception and gain international
recognition for their particular brand. These widely known reputations
prove that nation brand does indeed exist, yet for research purposes, it is
still challenging to study and articulate.

In addition, over the past couple of years, the level of interest from dif-
ferent researchers and market analysts regarding NB has been increased,
specifically in the context of Asia (Anholt, 2008; Huang, 2011; Jordan,
2014; Lee, 2009; Marat, 2009). Being a part of Asian economies, United
Arab Emirates (UAE) is assumed as among the most famous destinations
for doing work, holidays, and a range of business-related activities due to
tax-free structure and luxurious lifestyle (Ahmed, 2015a; Parcero &
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Ryan, 2017). Currently, the region of UAE is widely recognised as a sig-
nificant driver of various reforms in order to increase economic progress
and financial development. It has won the bid for Expo 2020/21 and
emerged as a market leader, not only in the Middle East, but also in
North Africa. It has to put some significant efforts towards achieving the
title of the top ten most valuable NB, which has motivated the research-
ers to examine the economy of UAE in terms of NB and its current and
future outlook as well.

In 2012, UAE was recognised as the 35th most valuable NB in the
world and rose to 21st in 2017. While attaining a higher level of foreign
direct investment from both developed and developing economies, it has
become the third strongest NB in the world, and at the most recent time
of 2019, it is revealed that among the Gulf Cooperation Council (GCC)
economies, UAE brands are at the top of the list. As established in 1970,
UAE has promoted itself since the 1980s as a global financial gateway
through the Department of Tourism and Commerce Marketing (Ahmed,
2018; Zeineddine & Nicolescu, 2018).

Since the 1990s, UAE has actively been working to build its country
and its brand, allowing the country to emerge not only as a regional
leader but also as a global player in the field of tourism, business, finance,
innovativeness, information technology, and media (Allagui & Al-Najjar,
2018). For the development of NB, the leaders of UAE have reasonably
recognised the significance of culture and national identity. Furthermore,
during the last decade, UAE management has been able to portray a posi-
tive image through investment, tourism, and film industry (Saberi et al.,
2018). It is no doubt a historical reality that a nation less than 50 years of
age has now become an NB leader (Zeineddine, 2017).

The historical assessment of UAE has confirmed that the development
of the whole image of NB is not only because of the natives, but also due
to the contributions of its ethnically, lingually, and culturally diverse
workforce. It is estimated that over 80 per cent of the labour force work-
ing in the UAE comprises expatriate workers, covering the titles of more
than 100 ethnic groups (Ababneh & Hackett, 2019). Recent data from
2018 expressed that the share of the UAE nationals out of the total work-
force as working in the region was only 7.19 per cent, which has provided
enough evidence to claim that UAE depends significantly upon the
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expatriate skilled labourers who are constantly working to help the coun-
try in developing and maintaining a positive image (Pereira et al., 2020).
Although the gigantic percentage of skilled foreign workers has made it
clear that UAE depends heavily on expatriate labour, however, in the
coming years, the labour gap constitutes 110,000 skilled labour by the
end of 2030.

The journey towards NB by the top leadership of the UAE has not
been stopped yet. During the year 2020, one of the significant steps
towards the promotion of NB was observed when a logo of “seven lines”
was officially launched by His Highness Shaikh Mohammed bin Rashid
Al Maktoum, Vice President and Prime Minister of the UAE and Ruler
of Dubai, and His Highness Shaikh Mohamed bin Zayed Al Nahyan,
Crown Prince of Abu Dhabi and Deputy Supreme Commander of the
UAE Armed Forces. Figure 3.3 presents the layout for the logo of NB,
which covers the slogan of “Make it Happen” while covering the status of
ambitions, openness, hope, achievements, and culture of possibilities as
well. Additionally, the above-stated slogan also drives the country’s story,
thinking about its leaders while defying the impossible. Besides, the land
of Emirates has been observed as a land of significant opportunities for
opening doors to people across the globe while unleashing the concept of
creativity, achieving full potential, and many other initiatives too.

t‘“\\‘

coll— ol
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Fig. 3.3 UAE logo for nation brand
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Efforts Towards Nation Branding by UAE:
A Holistic Approach

As stated earlier, the leadership of UAE is constantly working for the
improvement of NB across the world through various innovative mecha-
nisms. During a Cabinet meeting in 2010, UAE “Vision 21”7 was
launched by H.H. Sheikh Muhammad bin Rashid Al Maktoum, Vice
President and Prime Minister of the UAE and Ruler of Dubai, with the
core aim to make UAE among the best countries in the world by the
Golden Jubilee of the Union. For achieving this mega target and turning
it into reality, six national priorities have been defined. This vision is
accepted as the next stage for the journey of UAE, which will lead the
country to a sustainable environment and infrastructure, world-class
healthcare, a first-rate education system, competitive knowledge econ-
omy, and a safe public and fair judiciary as well. Although these key
dimensions of Vision 21 are mainly aimed at improving the internal
functions and systems in the country, the outcomes of these improve-
ments will significantly and positively impact the country’s global image
and nation brand.

More specifically, for building a higher level of sustainable develop-
ment while preserving the environment, a significant focus was made
towards the higher level of air quality, preserving water resources, and
contributing towards clean energy and green growth across UAE’s econ-
omy. One of the common notions is that the development of a sustain-
able competitive position in the market must consciously incorporate
environmental and social concerns. For this reason, the government of
UAE, with the help of Vision 2021, is striving to diversify itself in a vari-
ety of sectors and has taken up an initiative to build a green economy for
sustainable development. Under this initiative, UAE seeks to become a
global hub for the new and green economy while increasing the positive
image of the country and preserving the natural environment at the same
time. A range of programmes has been initiated in energy, investment,
agriculture, and sustainable development. Some of the key points the
UAE government used to build a green NB are usage of green and renew-
able energy throughout the product value chain
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* Government policies that encourage investment in the green economy
for production, export, and import.

¢ Dolicies on urban planning and housing development that will increase
efficiency and reduce environmental repercussions.

* Work towards better environmental outcomes such as tackling climate
change, promoting organic agriculture, and protecting biodiversity.

* Rationally utilising the natural and water resources in the country.

¢ Putting maximum efforts towards the promotion of green technology.

UAE government’s focus on creating a sustainable environment is fur-
ther illustrated in Fig. 3.4 created by the Emirates Green Building
Council. The figure demonstrates the country’s green goals by 2050,
including a 70 per cent reduction of the green footprint, a 50 per cent
move to clean energy, and a 40 per cent increase in consumption effi-
ciency. By focusing and developing some sustainable measures, the gov-
ernment has successfully developed a good image of their region in front
of global audiences.

Ras Al Khaimah
By 2050 By 2040

40% Increase consumption 20% Water savings
efficiency of individuals 20% Renewable energy

and corporates 20% E )
ni
50% Clean Energy NEvEY g

70% Reduction in BDy“bal
carbon footprint ey

Sharjah

By 2040

30% Water savings
30% Power savings

25% Renewable energy
30% Energy savings

30% Water savings
By 2050

75% Clean energy Abu Dhabi
By 2030

15% Waste diversion
22% Power savings
32% Water savings

50% Renewable
and clean energy

Fig. 3.4 Sustainable efforts by UAE. (Source: Emirates Green Building Council
(https://emiratesgbc.org/uae-sustainability-initiatives/))
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Meanwhile, like any other sector, healthcare and related facilities are to
be assumed as a significant player towards building a higher level of NB
in the world. The findings of USnews (2021) revealed that various
approaches are followed by the developed economies to provide some
outstanding health-related facilities to their citizens and to the rest of the
globe. Furthermore, it is found that Canada has achieved the title of the
best healthcare system in the world, followed by Denmark, Norway, the
Netherlands, the United Kingdom, and Australia. Turning towards the
economy of UAE, Vision 2021 has reasonably focused on the delivery of
world-class healthcare. For this purpose, the government has started
working with all the health authorities to improve the quality standards
both in public and in private hospitals. Figure 3.5 shows some of the key
output as linked with the healthcare system.

In addition, the concept of knowledge economy not only helps to
generate a higher level of economic and financial output, but also creates
some dramatic change for building a higher level of NB in the world.
Knowledge economy refers to a system where the consumption and pro-
duction are based on the intellectual capital, which considers the skills
and expertise of the community members and workers in any sector
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Fig. 3.5 Key statistics as observed for overall healthcare system in UAE
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(Hijazi et al., 2019; Parcero & Ryan, 2017). A historical review of UAE
shows a longstanding lack of development; however, the country under-
went industrial development rapidly in the 1980s by establishing public
sector organisations associated with oil and gas, including refineries, fer-
tilizer plants, and aluminium smelters (Ghanem, 2001). Since the last
decade, the UAE has ranked among the world’s richest economies. This
remarkable growth was achieved through a high dependence on expatri-
ate workers, who make up almost 90 per cent of UAE’s workforce (World
Population Review, 2021), and other various localisation programmes
like sector-specific jobs for UAE nationals, and general and increased
localisation targets and quotas have been offered by the country in order
to increase the economic and financial outcomes. Knowledge and inno-
vation have always played a big role in the competitiveness and building
of a country’s image (Nurunnabi, 2017; Wang et al., 2012). It means
that more focus on being a knowledge-based economy may reasonably
change the current and future status of any country in the world.
Observing this significant association, Parcero and Ryan (2017) have
assessed the performance of UAE and Qatar in terms of their achieve-
ment for being knowledge-based economies while taking a sample of 17
benchmarking countries through the pillars of education, information
and communication technologies, innovation, and finally, the factors of
economy and regime. The efforts over the last three years have made it
evident that UAE has earned a better ranking of 19 compared to Qatar
out of 131 countries. However, still there is need for the improvement of
knowledge economy in terms of quality researchers and highly talented
workers.

Lastly, factors like tourism and NB are highly correlated with each
other where the role of NB is observed while creating a direct perception
in the mindset of the global community. Overall, in recent years, the
recognition of the UAE in the global community has been very high and
extremely positive, evidenced by UAE’s popularity as a tourist destina-
tion. From 2018 to 2019, an increase of 5.09 per cent in the number of
global visitors to the UAE was observed, which shows a dramatic increase
and higher level of NB. Additionally, the top visitors came from locations
such as India, the Kingdom of Saudi Arabia, United Kingdom, Oman,
China, United States, Germany, Pakistan, and France (Ahmed, 2015b).
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For boosting the economic dynamic of tourism, the UAE government
has introduced a term under the auspices of competitive tourism, which
comprises key sets of indicators such as regulatory framework, regula-
tions, and legislation, business environment infrastructure, human
resource, culture, and nature.

Strategic Lessons for Emerging Economies

As previously discussed, a remarkable achievement has been made by the
leadership of the UAE towards NB and creating a significant positive
image among the world community. Considering the pillars of Vision
2021, UAE does well in most of the indicators and has extended a practi-
cal guideline to various emerging economies who desire to enhance their
positive image in the world. In this regard, the concept of NB is new for
most emerging economies. For this reason, emerging economies must
learn to manage and harness their physical and financial resources as well
as their intellectual capital in ways that will showcase the country’s poten-
tial and opportunities and help it gain global recognition for positive
developments. As in the case of UAE, countries hoping to build a positive
nation brand need a long-term strategic plan such as Vision 2021 to
guide their development in sustainable environment, health, education,
infrastructure, telecommunication, information technology, and com-
petitive knowledge. More specifically, it is the obligation of the national
governments to acquire and practice the title of NB to attract interna-
tional skilled human capital in order to increase such stock and to boost
economic competitiveness as well. This approach is similarly adopted by
the government of UAE, where more than 80 per cent of the workforce
comes from different regions and contributes towards the achievement of
strategic objectives. Baruch et al. (2016) have further justified this con-
cept while claiming that due to globalisation and war of talent, more than
232 million individuals are termed as “foreign” as they live and work
outside their region of origin. This statement and the practical approach
as adopted by UAE have provided some outstanding pathway for those

economies who desire to increase their NB or country image.
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Besides, other lessons for the emerging economies specify that strategic
focus for building a sustainable differential advantage is needed in order
to defy the regional or national stereotypes. In this regard, the NB iden-
tity can be implemented while following the key model as provided under
Fig. 3.6, which comprises developing an NB board, establishing a strate-
gic plan based on some measurable objectives, defining and articulating a
cluster’s brand architecture and scope, and examining the reputation of
the NB among various stakeholders including policymakers, community
members, business groups, and more specifically, international audiences.

Conclusion

The strategic decision-makers in any economy are more assertive towards
international visibility and recognition of their country. For this reason,
more commitment is required towards international marketing tech-
niques like nation branding. To empower a country on a world map, it is
arecurrent idea that NB is a core mean. Various methods and approaches
are highlighted by the researchers in the field of NB, both in developed

and in developing economies. However, extant literature reveals that

Establishing a nation-brand board

NZ

Formulating a strategic plan and objectives

\Z

Defining the cluster’s brand architecture and scope

\Z

Monitoring nation-brand reputation among stakeholders

\Z

Developing and evaluating tactical scenarios

Fig. 3.6 Suggested model for building NB. (Source: Hassan and Mahrous
(2019, p. 8))
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those who show a higher level of resilience in the process of NB can man-
age to yield higher results over some longer period of time. The need for
nations to actively manage their image has been widely acknowledged in
the literature as it is a multifaceted term and may carry both factual and
affective information. Three dimensions of NB can be viewed from the
perspective of micro- and macro-dynamics for which beliefs and percep-
tions are fundamental to consider. This chapter provides some meaning-
ful contributions regarding NB through past and contemporary literature
and some practical approaches adopted in different economies.
Furthermore, an in-depth focus is made on the economy of the UAE
regarding the NB and key efforts towards it. It is determined that leader-
ship of UAE has taken some expressive steps to promote their national
identity and image recognition among global audiences. Additionally,
steps towards sustainable development, environment and infrastructure,
competitive knowledge economy, cohesive society and preserved identity,
and gigantic growth of tourism in the region of UAE have laid out its
path towards global recognition and a strong nation brand. Furthermore,
practical insights for some of the emerging economies based on the key
measures taken up by the government of UAE for promoting NB are also
discussed.
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Introduction

Brands are important for both consumers and firms. While strong

brands

bring financial benefits to firms and help them differentiate themselves

from competing products, it also gives assurance to consumers an
assuage the tension involved in making a purchase decision (Keller,
Brands are also essential for the success of service firms (Berry,
However, service branding is complicated due to its intangibility
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2000; Grace & O’Cass, 2005; O’loughlin & Szmigin, 2007) and the
human element in service provision. Despite these, it is still critical for
service providers to build strong brands since strong brands lead to favour-
able outcomes such as brand preference and choice (Chang & Liu, 2009;
Narteh et al., 2012), brand love, brand equity, and brand loyalty (Adam
etal.,2018; Ha & John, 2010; Chang & Liu, 2009; Carroll & Ahuvia, 20006).

Although the brand literature is still growing, researchers attention has
mainly focused on the positive aspects of brands, such as brand love,
brand loyalty, and brand equity (Berndt et al., 2019); limited attention
has been paid to negative outcomes resulting from consumer-brand
interactions, such as brand avoidance and brand hate (Berndt et al.,
2019). However, these negative aspects resulting from consumer-brand
interactions have ramifications on the equity of the brand.

In addition, studies that have investigated negative outcomes of
consumer-brand interactions, such as brand avoidance, were carried out
within the context of physical products (Hellberg et al., 2016; Almqpvist
etal., 2016; Black & Cherrier, 2010) with a limited focus on service brands
(Berndt et al., 2019; Cherrier et al., 2011; Lee et al., 2009a). However,
service brands are different from physical products, and therefore, issues
that will inform a consumer’s decision to avoid physical product brands is
different from those of service brands. Service brands are essential to the
global economy; thus, it is important that more research is conducted on
why consumers avoid certain service brands (Berndt et al., 2019).

Moreover, studies on brand avoidance did not focus on a specific ser-
vice. The existing studies have only investigated brand avoidance in mul-
tiple service contexts (Berndt et al., 2019) or within the context of services
and products (Lee et al., 2009a; Cherrier at al., 2011). Only a few have
focused on the service sector, for example the mobile telecommunication
sector (Hsu et al., 2019). Notably, all services are not the same. They dif-
fer in terms of the tangible and intangible components. For instance,
banking services are different from telecommunication services; thus,
consumers’ reasons for avoiding these services are likely to differ.

Although brand avoidance is “an everyday phenomenon in the lives of
consumers” (Berndt et al., 2019, p. 3), this phenomenon has not been
adequately examined from a phenomenological approach. Therefore, to
bridge these research gaps, we investigate service brand avoidance in the
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banking sector in emerging economies context. The purpose of this study
is to understand why bank customers avoid some bank brands even
though they could afford their service charges. Our study makes method-
ological contributions as well as empirical contributions, since the extant
literature has rarely used a phenomenological approach to investigate ser-
vice brand avoidance in the banking sector.

Context of the Study

The banking sector is one of the most competitive sectors in Ghana and
Nigeria. There are many brands of banks currently operating in the bank-
ing sector of the two countries. As a merchantable space for foreign
investments (Ezeoha, 2007), the focus on the African banking sector can
have a remarkable influence on the overall business performance of
organisations. As a highly regulated sector, banks in Nigeria and Ghana
were encouraged to adopt a recapitalisation policy in 2005 and 2008,
respectively. These strategies were mainly due to the inefliciencies in the
banking sector birthed by a low deposit base, among others (Ezeoha,
2007; Opoku et al., 2009). Meanwhile, sparse deposit bases experienced
by banks could be dependent on consumer’s behaviour, that is their deci-
sion to patronise one or more bank brands and avoid others.

The thrust of this study focuses on the premise that understanding
African buying behaviour is critical to business survival in most African
spaces in the world. Therefore, it is pertinent to examine the service expe-
rience of customers, as well as avoidances of bank brands made as a result
of these nuances in the banking sector. A unique dimension of the bank-
ing sector in Ghana and Nigeria is that many banks are handicapped in
deploying state-of-the-art technology while delivering superior services
to their customers (Amoako, 2012). Frequent breakdown of information
technology systems, internet banking security issues, and unreliability of
automated teller machines (ATMs), among others, are the challenges
banks in Ghana face (Narteh, 2013). Selecting a bank brand that has
superior services and satisfies customers in this regard is essential for
many bank customers in these countries. Customers’” choice of banks is
mainly influenced by service quality and technology-related issues
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(Boateng et al., 2016). For instance, bank customers in Ghana want to be
treated fairly and with compassion. They also want their banking needs
to be provided conveniently (Amoako, 2012). Bank choice is usually
based on technology-related factors, attitudes and behaviour of bank
employees, and speed in service delivery (Narteh & Owusu-Frimpong,
2011). Therefore, it is reasonable to explore the reasons for brand aver-
sion among African consumers using bank brands. We chose Nigeria and
Ghana as the study context because Nigeria is the largest economy in
sub-Saharan Africa and has a competitive banking sector. Similarly,
Ghana also has a competitive banking sector.

Brand Avoidance: A Review of Literature

Generally, the focal point of consumer studies is on consumer behaviours
and attitudes. It spurs the thought as to why people choose to buy or
consume a product or service. However, brand avoidance, otherwise
known as anti-consumption or brand aversion, is concerned with con-
sumers’ reasons for avoiding a product or service of a brand; an insightful
understanding of consumers’ judgement demands a thorough study of
both facets (Lee et al., 2009b).

Brand avoidance is a situation whereby “consumers deliberately choose
to keep away from or reject a brand” (Lee et al., 2009a, p. 422). A major
feature that characterises the brand avoidance phenomenon is when cus-
tomers are financially capable of purchasing a brand that is also readily
available but still chooses to avoid the said brand (Lee et al., 2009a;
Knittel et al., 2016; Johansson et al., 2016). Therefore, for the purpose of
this study, brand avoidance will be conceived as a conscious phenomenon
whereby consumers avert certain bank brands despite affordability and
availability.

The objective of this study is to examine the reasons behind brand
avoidance in the absence of spatial and financial barriers.

The next section, therefore, examines the reasons behind brand aver-
sion. It explicates the four forms of brand avoidance identified by Lee
et al. (2009a, 2009b), namely experiential, identity, moral and deficit-
value brand avoidance, as well as Knittel et al. (2016) advertising
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avoidance. Myriads of studies have examined brand avoidance praxis in
various sectors of the economy. In the following section, we also clarify
the gaps in the literature.

Major Forms of Brand Avoidance
Experiential Brand Avoidance

According to Lee et al. (2009a), experiential brand avoidance surfaces
when a consumer is unable to admit the previous experience she or he
had with a particular product or service. Put differently, when consumers
avoid brands based on past negative encounters with the brand(s), a pro-
longed negative perception of the brands could develop. This perception
is birthed from a consumer experience that constitutes the basis of expe-
riential brand avoidance (Kim et al., 2013). Berndt et al. (2019) noted
that core service failure and service failure encounters contribute to ser-
vice brand avoidance. For example, they noted that people had avoided
some brands in the mobile phone network sector due to unreliable net-
works. Similarly, Hsu et al. (2019) found that service failure severity
spurs anger among consumers who experience them, and consequently,
these consumers avoid the service providers involved.

Identity Brand Avoidance

Identity brand avoidance is a form of anti-consumption stemming from
the glaring collision between the image a brand portrays and the con-
sumer’s identity (Lee et al., 2009a; Lee et al., 2009b; Kim et al., 2013).
Therefore, incongruent symbolic viewpoints of a brand could lead to the
avoidance of the brand. The incongruence implies that a consumer could
rebuff a brand that antagonises his or her self-concept (Knittel et al.,
2016). Findings also advance that the aversion of a brand could be related
to the political axiom of individuals. For instance, an individual who
opposes public health policymakers is more likely to avoid consumption
of the public health services since she or he detests the policy formulator(s)
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(Kaplan & Kaplan, 2011). In tandem with Kaplan and Kaplan’s position,
Cherrier et al., (2011) also stated that the act of brand avoidance is sub-
jectively adopted based on self-concepts, individualities, and ordinary
circumstances for sustainability purposes. Hoffmann (2011) further
found that consumers could avoid a brand due to ethnocentric reasons,
which is purchasing only domestic products to support the economy of
their home country rather than buying a foreign-made product that con-
tributes little or nothing to its host economy.

Moral Brand Avoidance

This is the form of courteous brand avoidance that emerges from the
inconsistencies amongst a consumer’s ethical and ideological beliefs, and
the features of a brand (Hellberg et al., 2016; Kim et al., 2013; Lee et al.,
2012; Strandvik et al., 2013). In other words, the decision one takes with
thoughts beyond one’s interest, but rather with societal aspect in mind,
and therefore avoiding certain brands, as a result, is moral (Lee et al.,
2009b). Therefore, while the need for ethical consumption increases, so
does the avoidance of certain products due to moral concerns (see, e.g.,
Bridges et al., 2018). Black and Cherrier (2010) also submitted that anti-
consumption for sustainability could encourage the act of avoiding the
consumption of a particular product. However, the nexus between the
needs of the individual and the demands for environmental preservation
perhaps determines anti-consumption practices for sustainability.
Kaplan and Kaplan (2011) noted that moral incompatibility with
public service gives rise to brand avoidance. Put differently, the duo
argued that the public might deliberately boycott the consumption of a
health facility because they perceive the treatment to be catastrophic or
incongruent to ideological and moral values. Additionally, people could
refrain from consuming a healthcare service when they believe that the
threat is fabricated and the treatment is excessive. Brand avoidance also
occurs when there is irresponsible behaviour in the environment in which

the brand operates (Hoffmann, 2011).
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Deficit-Value Brand Avoidance

This occurs when consumers desist from the consumption of certain
brands due to their cost, which they perceive as incongruous with the
level of value and quality of the product (Lee et al., 2009a; Lee et al.,
2012). Within the confines of consumer research, dissatisfaction could
occur when the value offered by a particular product or service is below
its cost. When this happens, consumers are likely offered a diminished
value of their financial expenditure (Kim et al., 2013).

Advert Brand Avoidance

Knittel et al. (2016) argued that advert brand avoidance occurs among
millennials that are not only technologically savvy but highly educated,
thus not anxious to attempt the consumption of novel products and ser-
vices. Authors have argued that the strands of advertising that could
encourage brand avoidance among consumers include the advertisement
content, celebrity used for endorsement purpose, and the music in the
advert session, as well as the response to the ad (Knittel et al., 2016), col-
laborations, channels, trustworthiness, frequency, and timing (Almqvist
et al., 2016). Notably, the nature of a product or service’s advertisement
could influence consumers’ purchasing behaviour (Knittel et al., 2016).

Alternative Forms of Brand Avoidance

There are also alternative forms of brand avoidance. For instance, Kaplan
and Kaplan (2011) argued that consumers are likely to avoid a health
service when they perceive that natural alternatives would suit a particu-
lar ailment rather than the use of drugs. This situation signifies that a
consumer could fail to patronise a specific brand due to the perceived
efficacy of a close substitute. This form of avoidance is called need-based
brand avoidance.

Hoffmann (2011) also noted that the proximity of a particular prod-
uct or service could influence a buyer’s behaviour. In practical terms, a
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consumer will deliberately avoid a brand when space is distant. However,
buyers consume brands that are closer to them distance-wise. This form
of avoidance is called spatial brand avoidance. While the other types of
avoidance are as a result of a direct encounter with the consumer, Hellberg
et al. (2016) noted that there is a third-party phenomenon that could
encourage brand avoidance. Specifically, negative comments about a
product or service could induce the buyer or potential buyer to avoid the
said brand. This type of avoidance is called negative word-of-mouth (WoM)
brand avoidance.

Organisations that suffer product or service brand avoidance create
action plans in (re)gaining their customers. These action plans are
regarded as redemption strategies in this chapter. Dursun and Kabadayi
(2013), via their experimental study, opined that the anti-consumer of a
particular brand does not tend to alter their consumption attitude even
when they are exposed to positive messages about a brand unless the
brand-related positive message is strong. Hutter and Hoffmann (2013)
confirmed that consumers are more willing to participate in activities for
organisations that conduct ecological-friendly businesses and boycott the
products or services of those whose actions are detrimental to the envi-
ronment within which they operate.

As shown in Table 4.1, one could deduce that most previous studies
have focused mainly on Lee et al.’s typologies of brand avoidance as well
as Knittel et al.’s advert avoidance. However, less attention has been given
to need-based avoidance, spatial avoidance, and negative WoM avoid-
ance. Also, several available studies on brand avoidance have focused on
random products and services, fashion, biotechnology, cosmetics and
sportswear industries, manufacturing, public health and education sec-
tors, and non-governmental and frozen foods organisations. However,
attention is yet to be given to the examination of brand avoidance and
redemption models, especially in the African banking sector. This study
will, therefore, call for a modification in the existing brand avoidance
model through the examination of the banking sector in Africa.
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Table 4.1 Synopsis of existing studies on the typologies of brand avoidance and

redemption strategies

Reasons for brand avoidance

S/N Avoidance type

Study sectors

Authors/Year

1  Experiential brand
avoidance

2 Identity brand
avoidance

3 Moral brand
avoidance

4 Deficit-value
avoidance

5 Advert avoidance

6  Need-based
avoidance

7  Spatial avoidance

8 Negative WoM
avoidance

Random products and
services

Fashion industry

Services

Random products and
services

Random products and
services

Manufacturing sector

Public health sector

Biotechnology industry

Fashion industry

Random products and
services

Random products

Manufacturing sector
Public health sector

Biotechnology industry
Fashion industry
Non-governmental
organisations
Cosmetics industry
Fashion industry
Random products and
services
Biotechnology industry
Sportswear industry
Random products and
services
Public health sector

Manufacturing sector
Cosmetics industry

Lee et al. (2009a)

Kim et al. (2013)
Berndt et al. (2019)
Lee et al. (2009a); Lee
et al. (2009b)
Cherrier et al. (2011)

Hoffmann (2011)

Kaplan and Kaplan
(2011)

Lee et al. (2012)

Kim et al. (2013)

Knittel et al. (2016)

Black and Cherrier
(2010)

Hoffmann (2011)

Kaplan and Kaplan
(2011)

Lee et al. (2012)

Kim et al. (2013)

Strandvik et al. (2013)

Hellberg et al. (2016)
Kim et al. (2013)
Lee et al. (2009a)

Lee et al. (2012)
Almaqvist et al. (2016)
Knittel et al. (2016)

Kaplan and Kaplan
(2011)

Hoffmann (2011)

Hellberg et al. (2016)

Source: Authors’ Compilation
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Methodology

This study employed a phenomenological approach to understanding
bank brand avoidance in two emerging markets in sub-Saharan Africa.
According to Creswell (2007), “phenomenology describes the meanings
of several individuals of their lived experience of a concept or a phenom-
enon” (p. 57). Similarly, van Manen (1990) asserted that phenomeno-
logical research involves studying “the way that a person experiences or
understands his or her world as real or meaningful” (p. 183). From the
definitions, phenomenology deals with lived experience and a phenom-
enon. Since “brand avoidance is an everyday phenomenon in the lives of
consumers’ (Berndtetal., 2019, p. 3), we believe that we can understand
bank brand avoidance using phenomenology since banking services are
experienced, and brand avoidance is a phenomenon. This approach is
appropriate not only because the extant studies have utilised this approach
but also because this approach allows the participants to share the “lived
experience” informing their decisions to avoid a bank brand. This
approach also helps us to have first-hand knowledge of the experiences
leading to participants’ decisions to avoid a bank brand. The basic goal is
to arrive at a description of participants’ experience with the bank brands,
leading to their decisions to avoid the brands.

We conducted semi-structured interviews with 30 participants: 17
from Ghana and 13 from Nigeria. These participants were purposefully
selected based on the following criterion: they could afford the charges of
bank brands but actively choose not to bank with them and instead avoid
these bank brands.

One of the authors from Nigeria interviewed Nigerian participants in
Nigeria, while the Ghanaian counterparts conducted that of the Ghanaian
participants. The decision to use interviews for this study is in accordance
with van Manen (1990), who postulated that an interview is a suitable
data collection method for phenomenology research. Since many people
own bank accounts, it was easy to identify bank customers and approach
them for participation in the study. A short questionnaire was
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self-administered to the bank customers we identified. We asked them to
confirm if they have a bank account. We also asked them if there are any
bank brands that they could afford to use their services but actively choose
not to use their banking services. Those who confirmed that they have a
bank account, and that they actively choose not to use the banking ser-
vices of some banks even though they could afford to, were interviewed.

During the interviews, we asked participants to share their experi-
ences, leading to their decision not to do business with the bank brands
they mentioned. We further asked them questions regarding the criteria
they use to select their current bank brand and why they are still using
their services. These questions helped to have detailed information about
the participants’ experiences and the context informing their decisions to
avoid the banks.

The participants’ ages range from 18 to 54 years. Many of the inter-
views took a maximum of 35 minutes. We recorded all the interviews and
transcribed them afterwards for analysis. We also made notes during the
interviews, which were also analysed. We used thematic analysis tech-
niques to analyse the data. This was to enable us to identify the key ser-
vice issues that informed the participants’ decision to avoid certain bank
brands. This approach also enabled us to be logical about the interviews
we conducted (see Malhotra, 2012). We have identified the bank brands
the participants mentioned during the interview and instead we have
used pseudonyms such as Abank, Bbank, and Zbank. Similarly, we have
used pseudonyms to represent the participants of the study. This was to
ensure confidentiality.

To ensure the trustworthiness of the study, we followed Creswell
(2007) and Guba (1981). We had a prolonged engagement with the par-
ticipants on bank brand avoidance during the interviews. We have quoted
their words verbatim from the interviews to support our claims. We also
applied member checking, where the researchers cross-checked the cod-
ing and extracts used to support the findings. Finally, we ensured that the
analysis was free from bias by using the exact words of the participants to
support our findings.
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Presentation of Findings

Delivering superior services is key for customers’ continued usage of ser-
vices. Bank customers, for instance, require that banks provide prompt
and individualised services. They also require banks to keep to their
promises. However, many banks in emerging economies do not meet
these expectations (Amoako, 2012). Service failure is widespread in the
banking sector in emerging economies. Customers who experience ser-
vice failure avoid repeat business transactions with such a service pro-
vider. We found from this study that the participants avoid some bank
brands due to service failure issues which relate to lack of empathy, delays
and complex procedures, and technology. The next section presents a
detailed discussion of these identified issues.

Brand Avoidance Resulting from Lack of Empathy

Service customers expect their service providers to provide individualised
service and show concern in a peculiar situation. However, from the
interviews, some banks do not recognise the need to sympathise with
their customers and provide such individualised service. This has led
some of the participants of the study to avoid certain banks. Some par-
ticipants cited instances where their service providers have shown no
empathy informing their decisions to avoid using the services of the bank:

1 had to pay some clients of mine at the lema harbor and the amount involved
was a bit huge, and so I rushed to the Bbank Tema branch, and they calmly rold
me that due to the amount involved they can’t give me that amount and that 1
should rather go to my branch (which is at Accra high street) to do that transac-
tion. Because of time unavailability [given] me by my clientss, that option [was]
bad for me, and so I had to [resort] to calling friends who sent me cash through
other electronic mediums. It was really the worse encounter ever. (CD7)

This participant expected the bank to show concern in this instance
and allow him to withdraw the amount. By not allowing the customer to
withdraw the money and directing him to the branch where he opened
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the bank account, the bank did not show sympathy for the customer’s
urgent need. Similarly, another participant intimated a lack of empathy
as the reason why she has avoided a bank:

I remember going to the banking hall to withdraw some cash and apparently
their system was down; for more than 30mins we sat in the banking hall, and
none of their staff members seemed to even care about us. We were actually
ignored ... If I can say that. I felt very agitated and decided not to bank with
them again! (CD16)

From this extract, it can be observed that the service provider showed
no empathy to the client. This customer needed sympathy and did not
get it from the service provider, even though the bank failed by delivering
prompt services to this customer. From the extract, it can be inferred that
the customer’s decision to avoid the bank is due to a lack of empathy
from the bank. It can also be inferred from the extract that delays in ser-
vice delivery may lead to brand avoidance.

Brand Avoidance Resulting from Delays
and Complex Procedures

Many customers want services to be delivered promptly and without
going through any complex procedures. Bank customers, in this case, do
not want to wait for a long time in queues or go through a complicated
process to access a service. Some of the participants informed us during
the interview that they have avoided some banks because of long waiting
times and the complex processes they had to go through to open a bank
account. The following are some extracts from the interviews which sup-
port this view:

I went with my dad to Kbank to cash out my school fees. We waited for hours
because of the slow nature of attending to customers. As for Abank, I went there
to cash a cheque of #5000, and they had their systems down for more than
Shours. Eventually, they resulted in delivering services to customers manually.
As you would expect, the process was laborious and made me sick. I even lost the
joy of having money in my pocker when I later stepped out of the bank after
about 6 hours. (CD1)
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Similarly, another participant said the following:

Actually, I am a Bbank customer. Xbank was the first bank account I had,
but using the banks services is almost like you are punishing yourself. Walking
into Xbank branch, things are never done on time, I think with the exception
of the Airport, Opeibea branch where things are fast. There is always a long
queue, you never leave there early, they have many customers, so if you need any
request, it takes forever before you are sorted. (CDG)

From the extracts, it can be concluded that two participants have
avoided the respective banks due to delays in service delivery. That is long
waiting in queues and sluggishness on the part of a service provider in a
way inform a customer’s decision to avoid a bank brand. The complexity
of service delivery, which is associated with delays, is also evident from
the first extract (CD1). We find another support for how complexity in
service delivery leads to bank brand avoidance. One of the participants
had this to say:

Their processes are very complicated when opening a current account, even
though I had an account with them already, I had ro bring my offer letter,
water bill, light bill and I didn’t see the need for that. (CD9)

From this extract, it is observed that the customer wanted to go
through a simple procedure since she is already a customer of the bank.
This participant wanted the bank to use her existing records to open the
current account instead of repeating a procedure she has gone through
already to establish her identity. Thus, redundancy in the service delivery
process leads to bank service brand avoidance.

Brand Avoidance Resulting from Service Failure
Relating to Technology

We also observed from the analysis that some of the participants had
avoided some banks due to service failure resulting from technology-
related issues such as insecurity, slow internet, and malfunctioning
Automated Teller Machines (ATMs). There were instances where some of
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the participants needed access to the service but could not due to tech-
nology failure. For instance, one participant narrated how he had avoided
a bank because he could not withdraw money from the bank’s ATM:

2015 Xmas was not enjoyable due to technology. Couldn’t withdraw cash from
a PPBank ATM, with a PPBank card and nothing was done till afier the
Xmas break. (CD3)

Another participant also shared a similar story:

T went to the ATM to withdraw cash, I entered the amount and received a debit
alert, but the machine did not dispense. The ATM deducted money without

actually dispensing, and it took the bank ages to process my complaint and
refund my money. (CD19)

In these two instances, both participants had issues with ATMs. The
banks involved were not responsive, and they delayed in resolving the
participants’ complaints and recovering the failed services. Other partici-
pants shared their experiences with the banks’ ATMs, and websites
informed their decisions to avoid the banks. The issues relate to ATM
malfunctioning and slow loading of the banks” websites. This was what
the participant said:

Their ATM and internet service is poor, which means you have to enter the
banking hall for withdrawal. Poor internet banking—their internet platform
is not easy to access. (CD20)

Similarly, another participant had this to say:

Their internet banking platform is not secured, I received several emails from
[fraudsters asking me to log in with my details. (CD24)

From the extracts, it can be observed that the participants do require
not only internet banking but a fast and secure internet banking website.
The participants also wanted easy access to the internet banking website.
However, the banks failed to provide these services, leading to the deci-
sion to avoid the banks’ brands.
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Discussion of Findings and Conclusion

The purpose of this study was to understand the customer service experi-
ence that informs their decisions to avoid bank brands. The participants
of the study were customers of banks in Ghana and Nigeria, whose ser-
vice experience with some banks has led them to avoid those banks. The
findings of the study show that the participants’ decisions to avoid those
bank brands resulted from a lack of empathy, delays, and complex proce-
dures in service delivery and service failure relating to technology. Some
participants of the study shared their experiences where the banks did not
show any concern when they needed individualised services. For instance,
a customer wanted to withdraw a huge sum from another branch of his
bank; however, the branch did not allow this transaction. They would
rather send him to his original branch to perform the transaction. By this
decision, the bank has inconvenienced the customer in addition to show-
ing no concern to the peculiar needs of the customer. As noted by Lee
et al. (2009a), when consumers encounter negative experiences with a
product or a service, those consumers avoid the brand. It is not surpris-
ing, therefore, that participants indicated that they had avoided some
bank brands due to the negative service experience they had with those
bank brands.

As indicated earlier, delays and complex procedures in service delivery
emerged as one of the major reasons why the participants have avoided
some bank brands. These participants wanted their required services to be
delivered at a greater speed and without complexity. However, from the
findings, some of the procedures that the participants had to go through
were redundant and or had prolonged process times, leading participants
to decide not to use the services of these banks. Also, unlike customers in
developed economies, most bank customers in developing economies
still prefer to conduct their banking transactions in the banking hall. This
creates a situation where the banking halls are usually packed and with
long queues. Some of the banks also have sluggish employees, and this
compounds the delays. We are not surprised by these findings since,
according to Narteh and Owusu-Frimpong (2011), speed in service
delivery is one of the many factors that bank customers consider when
selecting a bank brand.
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Additionally, Narteh and Owusu-Frimpong (2011) found in their
study that many bank customers in Ghana select their banks based on
technology-related factors. These same factors are the reason why some
participants of this study have decided not to use the services of some
banks. We found in our study that service failure relating to technology
such as insecurity, slow internet, and malfunctioning Automated Teller
Machines (ATMs) is one of the reasons why some participants of this
study decided to avoid some bank brands. Some of the participants, for
example, shared their experience of where they had received emails from
fraudsters requesting their personal account details. According to them,
this situation shows that the brands’ internet banking is not secured;
thus, their decision not to use their full service.

From these results, we have learnt that negative service experience in
the banking sector is a major factor for bank brand avoidance. We have
also learnt from these findings that service experiences that lead to brand
avoidance in the banking sector are human and technology related, and
procedural in nature.

Implications and Recommendations

The findings of this study have implications for theory and practice.
From a theoretical perspective, the findings imply that brand avoidance
resulting from service experience can be conceptualised from three per-
spectives: human relations, technology related, and process and proce-
dures. Brand avoidance resulting from human relations involves a lack of
empathy, bank employees showing no concern to customers’ needs, and
their unwillingness to provide individualised services to bank customers.
The findings also suggest that speed in service delivery and simple and
convenient processes and procedures can avoid brand avoidance in the
banking sector. Technology-related service experience resulting in brand
avoidance includes insecurity, slow internet, and malfunctioning
Automated Teller Machines (ATMs). We concluded that bank brand
avoidance resulting from service experiences is multi-faceted, as we have
shown in the study.
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From a practical perspective, the study implies the need for banks to
train their employees on how best to relate to their customers. Specific
emphasis should be on training employees to be able to identify them-
selves with customers and their peculiar situations. They should be flexi-
ble in dealing with their customers in order not to inconvenience them.
Again, bank managers should provide their employees with time-saving
tools and train them on the pertinent issues they need to focus on while
rendering services to customers. Additionally, they should encourage
their employees, especially the tellers, to consistently practise with the
banking software to improve mastery.

Management should track the employees’ speed in service delivery in
real time. Managers can also improve speed in service delivery by invest-
ing in state-of-the-art technology. They should provide more modern
ATMs at strategic locations. This will reduce the number of customers
who go to the banking halls to perform their transactions. Management
must also invest in system security. They should make sure that they pro-
tect their customers’ banking details from third parties. We also recom-
mend that management should redesign the service delivery process and
procedures to make it simpler. Any redundancy in their existing systems
should be eliminated.

Limitations and Recommendations
for Future Studies

Our study used a qualitative approach, where we interviewed 30 people
from Ghana and Nigeria. As a result, we are unable to generalise the find-
ings to the entire banking sector. Thus, we recommend that future studies
consider using a quantitative approach where these findings can be tested
on many respondents. The hospitality sector is one of the most vibrant
industries in the service sector but has left customers with many negative
service experiences. Future studies may, therefore, use our approach to
investigate service experience, which results in brand avoidance in the
hospitality sector.
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BBVA Argentina, a part of the Spanish banking giant Banco Bilbao
Vizcaya Argentaria (BBVA), operates as a full-service bank in the Latin
American country. To generate growth and acquire new customers, the
company has used sponsorship of sport, music, art, and entertainment, as
part of their marketing communications. The bank has had a strategic

M. M. Goldman (=)
University of San Francisco, San Francisco, CA, USA

University of Pretoria, Pretoria, South Africa
e-mail: mmgoldman@usfca.edu

G. Klein Netto ¢ S. Lin
University of San Francisco, San Francisco, CA, USA
e-mail: gkleinnetto@dons.usfca.edu; slin65@dons.usfca.edu

R. Wanjohi
Strathmore Business School, Nairobi, Kenya

© The Author(s), under exclusive license to Springer Nature Switzerland AG 2022

O. Adeola et al. (eds.), Marketing Communications and Brand Development in Emerging
Economies Volume I, Palgrave Studies of Marketing in Emerging Economies,
https://doi.org/10.1007/978-3-030-88678-3_5

83


http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-88678-3_5&domain=pdf
https://doi.org/10.1007/978-3-030-88678-3_5#DOI
mailto:mmgoldman@usfca.edu
mailto:gkleinnetto@dons.usfca.edu
mailto:slin65@dons.usfca.edu

84 M. M. Goldman et al.

sponsorship with Boca Juniors, River Plate, and Talleres, three of
Argentina’s most prominent football teams. The co-branded credit cards
for fans of the teams provide access to early ticket and shirt sales, dis-
counts on merchandise and apparel purchases, and invitations to events,
the teams’ training sessions, or the club museums. BBVA Argentina has
sponsored performances by Katy Perry, Ed Sheeran, U2, Sting, and other
artists to competitively position the brand relative to its competitors. To
strengthen the bank’s relationship with its existing customers, BBVA
Argentina has sponsored and provided access to Cirque du Soleil’s
Septimo Dia show. The company’s sponsorship portfolio also includes
supporting art performances and classes at the Teatro Colon in Buenos
Aires and the “San Isidro Jazz y Mas” festival.

BBVA Argentina exemplifies a brand’s strategic use of sponsorship in
an emerging market context. This chapter discusses the theoretical foun-
dations of sponsorship, and recent research about the benefits and risks of
using this marketing communications tool.

What Is Sponsorship?

Sponsorship has been defined by IEG, a global sponsorship valuation and
measurement agency, as ‘a cash or in-kind fee paid to a property (typi-
cally in sports, arts, entertainment, or causes) in return for access to the
exploitable commercial potential of that property” (Cornwall & Kwon,
2020, p. 607-608). This expression echoes Meenaghan’s academic defini-
tion of sponsorship as “the provision of assistance either financial or in-
kind to an activity or commercial organisation for the purpose of
achieving commercial objectives” (Meenaghan, 1983, p. 9). In this way,
the central concept underlying sponsorship is exchange theory, which
refers to two parties exchanging goods that each party values equally
(Crompton, 2014). Sponsorships, therefore, involve the mutual benefit
of both parties and mutual exchange (McCarville & Copeland, 1994).
This differentiates sponsorships from philanthropic acts, donations, or
acts of charity, where the party offering a resource is unlikely to receive or
expect any benefit in return. These sponsorships are seen as integrated
market-oriented activities where the sponsorship investment needs to
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exceed the event value and the return on investment can be calculated
based on the investment required and brand value obtained (Jensen &
Cobbs, 2014). A sponsoring brand can be viewed as a public and visible
marketing alliance or partnership with the property’s brand, which can
include an individual (such as an artist or athlete), organisation (such as
a music group, sport team, or art gallery), or event (such as a music festi-
val or sport tournament) (Farrelly et al., 2005).

Sponsors typically spend as much on activating their sponsorships as
they do on their initial rights fees. Activation refers to marketing activi-
ties directly linked to a sponsorship, which aim to increase the awareness,
engagement, trial, purchase, and advocacy a sponsor sets out to achieve
through the sponsorship (Cornwell, 2014). In practice, a company needs
to activate its sponsorship with additional components of the marketing
communications mix to achieve its business objectives. For example,
Tusker Malt Lager in East Africa purchased the naming rights to Tusker
Project Fame, a reality TV singing competition show for contestants from
Burundi, Kenya, South Sudan, Tanzania, and Uganda. To reach younger
beer drinkers, Tusker activated their sponsorship by creating official view-
ing bars that screened the TV show, provided training and branded mate-
rials to retailers, and ran promotions and mobile contests for the target
segment. Bill Chipps from IEG expressed an often-mentioned way of
thinking about sponsorship rights and activations in the industry:

It's what we call buying a toy without batteries. Smart sponsors are not just
signing the sponsorship and walking away from it, hoping they get all this
return on investment. When you buy a sponsorship, you get the typical
benefits - it might be tickets for hospitality, signage, that kind of thing.
That’s all fine and dandy, but to really get the biggest bang for their buck,
a marketer needs to allocate additional dollars to activate the sponsorship
and bring it to life. (Chudgar, 2011, para. 38)

Sponsorship rights are the contracted commercial exploitable assets that
typically form part of the sponsorship package that the sponsor buys
from the sponsored property. A generic inventory of these assets include
naming and signage rights, category exclusivity, licensing and merchan-
dise rights, physical and digital activation rights, content rights, and
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ticket and hospitality rights (Skildum-Reid & Grey, 2014). For example,
an analysis of the media value generated by sponsors of the inaugural
Overwatch League, a global franchised esports league, indicated that
video boards, LED screens, full-screen graphics, and digital billboards
were the most valuable media assets (Nielsen, 2019). Recent data from
the Association of National Advertisers in the United States suggests that
an increasing number of sponsors are looking for both shorter-term sales-
related financial returns and longer-term brand-building returns from
sponsorship investments, indicating a maturing of the industry beyond
just media equivalency and brand awareness, attitudes, and preference
results (Association of National Advertisers, 2018). In this way, the tradi-
tional focus on mere brand exposure from media impressions of the
sponsor’s logo, calculated via a comparable paid media rate card, is
increasingly seen as insufficient. Day (2009) argued that sponsorships
should be “based on facts and figures rather than gut feeling, then there
needs to be rigorous evaluation in place. Successful sponsorships will all
have put in place pre- and post-research and measurement criteria, so
that their activities can be scientifically assessed and analysed”.

Global spend on sponsorships by brands was estimated at almost $66
billion in 2018. These sponsorships were mostly spent on sports, with the
balance made up of sponsorship of other entertainment, social causes,
arts, festivals, fairs, and annual events, associations, and membership
organisations. Approximately 64% of this spend was focused on North
America and Europe, with another 25% focused on the Asia Pacific
region, and less than 12% of the spend focused on Africa, Central
America, and South America (Guttmann, 2019). The cancellation or
postponement of numerous sports and entertainment events in 2020 and
2021, due to the spread of the COVID-19 pandemic, negatively impacted
sponsorship spend. Many sponsors received “makegood” sponsorship
collateral and case rebates, although less than half of sponsorship decision-
makers surveyed in 2020 believed that the lost sponsorship value could
be made up (IEG, 2020).
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How Sponsorship Works

Sponsorship has been referred to as an “indirect marketing approach”,
along with product placement and influencer marketing (Cornwell,
2008). In this way, sponsorship is a communication platform, or “a meet-
ing place when using hospitality, as thematic inspiration for advertising
and as a starting point for engagement in social media” (Cornwell, 2020,
p. 71-72). Research has provided an increasingly clear view of the
mechanics involved in sponsorship communication.

The first mechanism involved in a customer’s processing of sponsor-
ship is repeated exposure, which has been shown to increase liking and
preference. Similarly, low-level processing or background branding is a
mechanism that can influence attitudes and behaviours. Alternatively, a
prominent sponsorship can serve as a signal of category leadership or
financial resources. In this way, Turkcell’s sponsorship of the Zorlu
Performing Arts Center in Istanbul, Turkey, provides the telecommunica-
tions brand with repeated and prominent exposure to thousands of con-
cert and festival attendees each year. Another processing mechanism is fit
or congruency, which has a positive relationship with the achievement of
sponsorship objectives. Woisetschlager, Eiting, Haselhoff, and Michaelis
(2010) defined sponsorship fit as the “perceived match of attributes
between sponsoring firms and sponsored objects” (p. 170). Gwinner
(2014) discussed seven types of fit between an athlete, event or team, and
the sponsoring brand. These include similarity of usage, size, audience,
geography, attitude, image, and time. Sponsorship fit has been shown to
reduce the risk of dissolution (Jensen & Cornwell, 2017), while perceived
authenticity of the sponsor-sponsee relationship is important in judging
the compatibility of the brand partnership (Charlton & Cornwell, 2019).
For example, Chinese skincare brand Thanmelin, which targets older
women in smaller cities, sponsored the popular Chinese reality TV show
Sisters Who Make Waves about women over 30 vying for a spot on an all-
female pop group. The TV show contestants were seen using Thanmelin
products, which contributed to the brand’s increased national profile in
China and the increased customer demand.
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In an effective sponsorship, the brand image of the property is trans-
ferred to the sponsoring brand through the mechanism of an image
transfer process, which can also work in reverse (Charbonneau & Garland,
2010; Gwinner, 2014). For example, if the brand image of the Indian
Premier League (IPL) is pan-Indian, ambitious, and the ultimate leveller,
then fans of the tournament may transfer these perceptions to its spon-
sors, including Vivo, the Chinese smartphone manufacturer. These brand
associations would benefit Vivo in their attempts to compete in the
Indian mobile market. However, Vivo’s negative Chinese brand image, as
a result of the China-India border dispute, saw strong public sentiments
expressed in India, leading to the Board of Control for Cricket in India
(BCCI) suspending its IPL title sponsorship deal with Vivo. Companies,
therefore, invest in sponsorship with the hope that the positive moods of
fans towards their favourite sport or entertainment property will be trans-
ferred to their corporate or product brand (Dalakas & Levin, 2005),
hence increasing brand equity (Cornwell, Roy & Steinard, 2001). A
recent experimental study demonstrated how sport sponsorship can
change the perceived age and the brand personality of a sponsored brand
(Hohenberger & Grohs, 2002). Although a sponsorship contract is typi-
cally an agreement between a sponsor and sponsee, the practical reality is
that the images of numerous official sponsors and unofficial ambush
brands, as well as the brand images of the tournament, venue, and broad-
casters, can influence the effectiveness of a sponsorship. In this way, spon-
sorship can be considered “a network of players” (Chanavat et al., 2016).

Benefits of Sponsorship

A well-managed sponsorship can provide substantial internal and exter-
nal benefits to the sponsor. These benefits can include typical external
brand benefits, such as awareness and preference, external community,
and societal reputation benefits, as well as internal benefits, such as
employee engagement and branding benefits, and overall business and
financial benefits. Sponsorship can communicate an appealing and rele-
vant brand story to multiple audiences and deliver positive returns on the
marketing investment.
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External Brand Benefits

Brand awareness is considered the foundation of the relationship between
a brand and its customers. Awareness has been defined as customer recall
and recognition of the brand, and then identification of the products
provided by the brand (Cornwell, 2020; Macdonald & Sharp, 2003).
Brand awareness is critical to the buying process because it places the
brand in the awareness set of the relevant category, without which the
brand will not be evaluated, considered, preferred, or purchased. Brand
awareness is one of the most mentioned goals of sponsorship (Cornwell,
2020). For example, Shopee, an ecommerce platform in South East Asia
included Blackpink, a South Korean music girl group they sponsored, in
22018 electronics advertising campaign to target Generation Z customers.

In South Africa, a study of sponsors of the country’s national men’s
rugby team demonstrated the positive role sponsorship can play in deliv-
ering brand awareness and positively influencing the target customers’
reaction to the brand (Sephapo & Erdis, 2016). In India, numerous
sponsors have used extensive coverage and affinity for cricket to raise
awareness of their brands. The Chinese smartphone manufacturer OPPO
signed a five-year sponsorship deal with the BCCI in early 2017 to spon-
sor the Indian national men’s cricket team and hoped to use the sponsor-
ship to increase their brand awareness and usage (Venugopal, 2017). A
market commentator argued:

When the likes of Oppo and Vivo (for Indian Premier League) picked up
sponsorships, they were relatively unknown brands. And they were hungry.
And we can all see how they became national. Another angle that most of
us miss is that besides consumers, there is an equally important commu-
nity - the sales team and the trade. Such associations and visibility give a lot
of boost to the sales team and trade. Confidence starts building among the
traders on relatively unknown brands and orders start pouring in. (Bansal,
2019, para. 6)

The Chinese consumer electronics brand Hisense has used sponsorship to
increase its brand awareness domestically and internationally. The brand
is seen as a global partner of the Union of European Football Associations
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(UEFA) and the International Federation of Association Football (FIFA)
for their regional and global tournaments. According to an Ipsos FIFA
World Cup pre-and post-match survey, Hisense TV’s domestic brand
recognition had increased by 12%, while Hisense TV’s overall interna-
tional recognition had increased by 6% (Hisense, 2019, p. 11).

* External community reputation benefits

Corporate social responsibility, which has also been described as social
responsibility, corporate citizenship, or community relations, has been
defined as: “Both the philosophy and practice of for-profit organisations
voluntarily acting to positively assist society in ways beyond that required
to obtain profit objectives” (Phillips, 2006, p. 69). In addition to spon-
sorship’s commercial objectives, brands can use sponsorships to contrib-
ute to societal goals. For example, Banco Itad Unibanco S.A., a Brazilian
financial services company, sponsors the Brazilian Cultural Center as part
of its advocacy for diversity, inclusion, and cultural legacy.

An analysis of 1473 CSR cases within the Financial Times Stock
Exchange 100 Index companies found that almost half of the cases were
recorded as sponsorship (Bason & Anagnostopoulos, 2016, p. 15). In
East Asia, sponsorship is believed to conform to the “Humanity (Ren)”
theory in Confucianism (Ho, 2011, p. 216). Through sponsorship, spon-
sors can address their social responsibilities before opening the local mar-
ket (Ho, 2011). In Poland, sport sponsorship has been seen as a
manifestation of CSR implementation, leading to benefits for internal
and external investors (Sudolska & Lapinska, 2020). In addition, research
suggests that customers perceive brands that sponsor sports events,
leagues, and teams as more socially responsible, with the level of align-
ment between the brand’s tone and the sponsored subject increasing the
perceptions of social responsibility (Hino & Takeda, 2020).

For example, Brandhouse Beverages in South Africa used the
Celebrating Strides campaign to identify and profile individuals whose
life stories imitated and reflected the brand values of the Johnnie Walker
brand: entrepreneurship, creativity, and striving for success. Through its
Celebrating Strides Awards, Johnnie Walker empowered acclaimed actor,
writer, producer, and entrepreneur, Welcome Msomi, to spark a revival of
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the Stable Theatre in Durban, South Africa. It was expected that the part-
nership would act as a catalyst to inspire a new generation of artists. Rhys
Lindstrom, Johnnie Walker’s Marketing Manager, stated:

This initiative fitted perfectly with the vision for the Celebrating Strides
Awards. We wanted to recognise and honour individuals like Msomi who
had made great strides in achieving their dreams. But in doing, so we also
wanted to, through their success, inspire others and empower those around
them who might not have had the same opportunities. The way Msomi has
ploughed his win back into the Stable Theatre in the community from
which he hails will hopefully act as a catalyst and inspire a whole new gen-
eration of artists dreaming of a chance to embark on their own journeys.
(Business and Arts South Africa, n.d, p. 14)

China Pacific Insurance Company (CPIC), an official partner of the
Chinese national women’s volleyball team, recently increased their brand
value by 31% to an estimated $14 billion, without a dramatic increase in
marketing spending (Brand Finance, 2020). After the team’s historic vic-
tory at the 2019 International Federation of Volleyball (FIVB) World
Cup in Japan, Chinese President Xi Jinping welcomed the team as guests
of honour at the Great Hall of the People in Beijing and attended the
70th Anniversary Reception of China (FIVB, 2019). The CPIC brand
was perceived very favourably as a result of the team’s performance and
reception, which contributed to their political capital and social relevance.

Internal Benefits

The success of many companies depends on the extent to which their
employees are committed to achieving the goals of the organisation, and
the level of emotional connection employees have with each other and
the corporate brand. Intellectual property rights are an important aspect
of sponsorship, which allows a sponsor to use the property’s marks and
content to communicate internally and externally (Cornwell, 2020). A
sponsorship rights package can, therefore, include internal employee-
focused assets that can be used for internal marketing purposes. Research
has found that employee perception, attitude, and behaviour can be
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positively influenced by sport sponsorship and that employees who are
interested in the company’s sponsorship will likely have a strong sense of
firm identification and will be committed both to their work in general
and to satisfying customer needs (Hickman et al., 2005). Activating a
sponsorship internally can improve the employees’” “esprit de corps”, con-
tributing to increased productivity and retention (Cornwell, 2020,
p. 47-55).

The Standard Bank Group’s pan-African sponsorship of the African
Cup of Nations included a specific set of activities focused on employees
and had a stated objective to create meaningful connections with cus-
tomers, staff, and other stakeholders through unique experiences.
Standard BanK’s internal activations included Trophy Tour events,
AFCON Ambassador breakfasts, a fantasy league, Football Friday team-
building events, and in-branch ambient media. Jenny Pheiffer, Standard
Bank’s head of Brand and Sponsorship, stated:

We are proud to be able to have a long-standing commitment to CAF
which showcases Africa’s accomplishments in the sport through competi-
tions that attract continental and global audiences. This is a major oppor-
tunity to connect with our customers, football fans and our employees, in
all of the eighteen countries in which we operate, through our shared pas-
sion for Africa and African football. (Moorhouse, 2013, para. 29)

Financial Benefits to the Sponsor

As a strategic marketing communications tool, sponsorship should be
expected to deliver financial benefits to the sponsor. In one study of more
than 50 US-based corporations, Jensen and Hsu (2011) found that, as a
group, companies that consistently invested in sport sponsorships out-
performed market averages and that those with higher sponsorship spend
on rights and activation achieved higher returns. In South Africa, research
indicated that consistent sport sponsors were able to grow earnings per
share faster than other listed firms, while consumer services and sport
sponsors were able to grow revenues faster than the other firms in that
sector, although no evidence was found that sponsoring companies share
price growth rates were different from the market (Blake et al., 2018). A
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recent meta-analysis of 20 years of research on event studies in sponsor-
ship found that overall, share prices of sponsors increased in the pre-
announcement period, suggesting that information about the impending
sponsorship announcement was received positively by the financial mar-
kets (Kwon & Cornwell, 2020).

For example, in addition to Hisense’s brand awareness growth dis-
cussed earlier, the Chinese consumer electronics brand used sponsorship
to increase sales volumes in the United States by over 50%, in Mexico by
more than 30%, in Germany by almost 40%, in the United Kingdom by
over 30%, and in Spain by almost 30% (Hisense, 2019).

Nissan demonstrated the market share benefit of sponsorship through
its deal with the IOC for the 2016 Olympics and Paralympics Games
held in Rio de Janeiro, Brazil. The company launched a new model
inspired by the urban Brazilian context, the Nissan Kicks, to coincide
with the Summer Games and registered 2000 down payments for the
vehicle during the event. The brand used a personal sponsorship of Usain
Bolt to create content that received almost nine million views, which
contributed to 2.4 billion impressions of Nissan Olympic-specific
hashtags on Twitter. Nissan planned hospitality events in a rebranded
Nissan Kicks hotel on Copacabana Beach, provided 4200 vehicles for the
official Olympic fleet, and hosted a 40-metre bungee jump used by more
than 1000 people. The business in Brazil saw a one percentage point
increase in market share during the event, with Francois Dossa, President
of Nissan Brazil, confirming:

We are thrilled with the impact our sponsorship has had throughout Latin
America and on fans around the globe. This has been a big win for Nissan
and we are excited to continue to build on this momentum in the region.
(Harrington, 2016, para. 8)

Risks Associated with Sponsorship

As with all marketing communication investments, there are risks associated
with using sponsorships. These risks are typically related to ambush market-
ing activities by competitors and cluttered sponsorship environments.
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* Ambush marketing

Typically, ambush marketing occurs in larger sporting events that
attract substantial media attention, although it is becoming increasingly
common in smaller events (Cornwell, 2014). Discussion around ambush
marketing began in 1984, when the organisers of the Los Angeles
Olympics restructured the sale of sponsorship rights to reduce the num-
ber of official sponsors and increase the financial value of sponsoring an
International Olympic Committee event (Burton & Chadwick, 2018).
These changes encouraged other non-sponsoring brands to attempt to
take advantage of the event, sometimes illegally and unethically. The con-
cept has been defined as “the incursive, obtrusive, or associative activities
of a brand intended to yield a range of benefits similar or comparable to
those typically achieved by brands that have a formal, contractual spon-
sorship agreement with an event” (Burton & Chadwick, 2009, p. 289).

For example, Beats Electronics headphones have been banned since
2014 from all official FIFA World Cup events because Sony was an offi-
cial partner. However, athletes were still seen wearing them during their
leisure time. The five-minute “The Game Before the Game” piece of con-
tent that Beats by Dre released just days before the start of the FIFA
World Cup in Brazil in 2014 featured football stars Neymar Junior, Cesc
Fabregas, and Luis Suarez, as well as LeBron James, Serena Williams,
Nicki Minaj, and Lil Wayne. Beats by Dre had previously ambushed the
2012 London Olympics when numerous swimmers were seen on live TV
walking to the starting blocks wearing the brand’s unmistakable head-
phones. These and other ambush marketing activities attract the atten-
tion of audiences and have been shown to create doubt among spectators
and viewers about which brands are official sponsors of events (Brownlee,
Greenwell & Moorman, 2018). To mitigate the risk of ambush market-
ing, official sponsors need to do more than just rely on their association
with the official marks of the event. Sponsors need to ensure a strong and
authentic fit between their brand and the sponsored athlete, team, or
event, and ensure that their highly creative executions reach their target
audiences (Simpson, 2018). A sponsor’s credibility can be based on a long
historical association with the property, the natural fit or congruence
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between the product and the property, and a compelling message that is
of interest and relevance to the target audience (Farrelly et al., 2005).

In response to ambush marketing activities by non-sponsors, rights
holders have strengthened the intellectual property protections provided
to official sponsors. FIFA, for example, created the Rights Protection
Programme, with the purpose to protect official sponsors and disrupt
ambush marketing actions, and require hosting countries to have laws in
place to protect these rights (Blackshaw, 2010). Despite these protec-
tions, Bavaria Beer famously ambushed Budweiser, the official sponsor at
the 2010 FIFA World Cup in South Africa. The Dutch beer company
was accused of hiring 36 young blonde women to sit together at the
Netherlands vs. Denmark first-round game, while wearing short orange
dresses that were sold as a gift pack by Bavaria Beer. Although the outfits
drew some attention of the spectators and media, the ambush attempt
generated the most attention when the authorities removed the women
from the game and threatened legal action against the organisers of the
attempt. Some studies have suggested that customer attitudes can turn
negative when they realise that a brand is using ambush marketing
(Mazodier & Quester, 2010). The public interest in creative ambush
marketing and the related competitive and legal questions contribute to
the “controversy and excitement” of the tactic (Cornwell, 2014, p. 162).

e Clutter

The substantial role of sponsorship in the financial sustainability of
sports and entertainment events means that there are often numerous
sponsors with official associations for an event. The large number of fea-
tured brands can result in clutter, or a “high level of competing commu-
nications” (Donlan, 2014, p. 6), which can negatively impact the
effectiveness of sponsorship (Cornwell et al., 2005). A cluttered sponsor-
ship communication environment can be perceived as simply just noise
(Donlan, 2014) and “may reduce the consumer’s ability to recall the
brand’s involvement in the event” (Jensen & Cornwell, 2017).

Similar to responding to ambush marketing, a sponsor can employ
more creative and congruent sponsorship communication and activa-
tions to stand out from the crowd. For example, OMO Sports, a Unilever
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laundry detergent brand, used hydro-chromic ink for their logo on the
jerseys of the Corinthians football team in Brazil in 2018. As the jerseys
absorbed the players’ sweat during the game, the logo became visible,
which attracted more attention and provided an opportunity for specta-
tors, viewers, players, and the media to talk about the sponsorship. The
initial results included 120 million social media impressions and a TV
audience of 18 million people. Giovanna Gomes, Marketing Director of

OMO, described their efforts to avoid sponsorship clutter:

The brand is constantly innovating and bringing remarkable moments to
its consumers. And just as Omo is one of the most remembered and used
brands of the Brazilians, football is one of the favorite sports. Nothing bet-
ter than showing that every drop of sweat marks, than being associated
with a sport that connects and excites people. (McCarthy, 2018, para. 3)

Sponsorship Issues in Emerging Markets

The dynamic nature of many emerging markets presents unique sponsor-
ship issues for companies hoping to use sponsorship as a marketing com-
munications platform. In addition to the typical sponsorship benefits
and risks, sponsors in these fast-changing countries and regions need to
cautiously consider the strategic use of soft power and sports betting.

* Soft power

Countries, and the organisations representing these nation brands, can
use sponsorships as an instrument of soft power to achieve a number of
geopolitical and economic objectives. Soft power sponsorship stands dis-
tinct from other forms of sponsorship as governments utilise it as a means
of accentuating the attractiveness of a nation’s culture, political ideals,
and policies. Political theorist Joseph Nye drew a distinction between
coercive power, wherein entities “influence the behaviour of others to get
the outcomes one wants”, from that of soft power, described as an actor’s
potential to “attract and co-opt them to want what you want” (Nye
2004). Nye argued that states would increasingly rely on softer or abstract
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sources of power, such as culture, ideology, and institutions, which are
based on the power of attraction. Sponsorship and hosting events, espe-
cially sport events, have been shown to help improve a “nation’s image,
profiling and showcasing themselves globally and ‘attracting’ others
through inbound tourism, increased trade and a growing sense of national
pride” (Grix, 2013, p. 17). Emerging market countries have increasingly
been using international sponsorships to extend their influence.

For example, Russia’s state-owned natural gas producer, Gazprom, has
been a substantial football sponsor, including the FIFA World Cup and
UEFA Champions League. The company is also the jersey sponsor of
Russian club Zenit Saint Petersburg, Red Star Belgrade in Serbia, English
Premier League team Chelsea FC, and the German Bundesliga club FC
Schalke 04. Gazprom decided to sponsor Schalke in 2006 because the
company believed that the club had “lots of connections with the German
energy sector and has lots of supporters” (Vox, 2020). The German foot-
ball club is located in the country’s Ruhr Valley region, which is a domes-
tic industrial heartland. At the time, Gazprom was facing negative media
coverage and public perceptions about its impending Nord Stream pipe-
line, which planned to directly link Russia and Germany. In this way,
Gazprom used its football sponsorship as a means of soft power to
improve its image and appeal, extend its gas network in Europe, and “by
extension, extend the influence of Russia” (Schneider, 2020, para. 2).
Gazprom demonstrated how to use prominent sport sponsorships as a
“way around bad publicity by winning approval on the field” (Vox, 2020).

Krzyzaniak (2018) argued that there are three main determinants of
the success of a sponsorship in garnering soft power: the number of elite
teams a country sponsors, the strength of the team’s brand prior to the
sponsorship, and the brand that the country uses for the sponsorship.
Emirates Airlines is another example of a country-owned brand that has
successfully used sponsorship to achieve business and soft power objec-
tives for the United Arab Emirates and Dubai. The airline has been a
sponsor of numerous strong regional and global sports brands with posi-
tive brand associations such as Chelsea FC, Arsenal, Real Madrid, AC
Milan, Hamburger SV, FC Benfica, Paris Saint Germain, New York
Cosmos, Formula 1 racing, and US Tennis, thereby reaching a substantial
number of enthusiastic fans. The airline brand also sponsors the Australian
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and San Francisco symphonies, as well as Dubai’s Festival of Literature
and Jazz Festival. By using the Emirates Airlines brand, Dubai’s govern-
ment and ruling families, as well as the sport, arts, and entertainment
businesses involved, have also avoided any potential negative attention
that may be directed at the city state.

* Sport betting sponsorships

Sport betting companies have increasingly used sponsorship as a key
marketing communications tool (Day, 2011; Hing et al., 2013;
Meenaghan, 2013). Competitors in this category use sponsorship and
sponsorship-linked advertising to leverage their association with sport
and engage current and prospective customers (Chang & Liu, 2012).
Individuals involved in sport betting perceived that sponsorship had a
powerful effect on them (Johnston & Bourgeois, 2015). For example,
embedded promotions and the use of athletes in betting promotions have
been seen by young people to link sport and betting, and to nurture posi-
tive attitudes towards sport betting (Pitt et al., 2016). In spite of these
benefits and practices, sponsorship by sport betting companies continues
to be controversial.

For example, Dream11’s sponsorship of the IPL in 2020 faced ques-
tions due to the potentially unhealthy close relationship between fantasy
sport companies, illegal sport betting in India and the United Arab
Emirates, and cricket players and teams in India (Raza & Shekhar, 2020).
In 2000, India’s Central Bureau of Investigation found extensive evidence
of a “major organised racket” to manipulate and “fix” matches (CBI,
2000, p. 8), while a judicial commission in the country had proposed
legalising betting with strict licences in 2016.

Evidence of match-fixing and corruption related to sport betting has
also been found in Uganda (Richard, 2013). In neighbouring Kenya,
habitual betting among the youth has been driven by limited regulations,
unemployment, peer pressure, early exposure to betting games, advertise-
ments, and a desire to escape from reality (Wachege & Mugalo, 2019).
Advertising spending by betting and gambling companies in Kenya grew
from 0.3% of total advertising spending in the country in 2014 to 22% of
spending by 2018, the year in which betting and gambling advertising
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overtook all other categories (Reelforge, 2019). Within this context,
SportPesa was launched in Kenya as a sport betting and news technology
company in 2014. The brand was able to exploit the growth in mobile
penetration and affordable data services before sponsoring domestic and
national football and rugby teams in the East African country. SportPesa’s
signed on as title sponsor of the Kenyan Premier League in 2015, followed
by deals with the Kenyan Football Federation, as well as two of the biggest
clubs in Kenyan football, Gor Mahia and AFC Leopards. SportPesa
became the first Kenyan company to sponsor an English Premier League
team, when it signed a deal with Hull City in 2016, followed by agree-
ments with Southampton FC and Everton Football Club, as well as club
sponsorships in Tanzania and South Africa (Capital FM Kenya Sports,
2019). SportPesa’s sponsorships in Kenya were called into question in June
2017. The sponsorship relation soured, however, after Kenyan President
Uhuru Kenyatta signed a new finance bill into law that included a new
35% tax rate on all gambling revenue in addition to the existing 30%
corporate tax. As a result, SportPesa suspended its sponsorships and termi-
nated most of them in 2020 (Olobulu, 2019). With SportPesa withdraw-
ing their sponsorships, a number of other sport betting companies acquired
some of the sponsorship rights, including BetKing’s five-year deal with the
Kenyan Football Federation (O’Boyle, 2020).

Brazil is expected to allow legal sport betting from early 2022 and could
then become the largest sport betting market in the world (O’Connor,
2021). Waldir Eustaquio Marques Jr., from the Brazilian Ministry of
Economy, cautioned that sport betting “must be studied quite a bit, such as
the integrity of the sport, the prevention of money laundering, [and] the
prevention of pathologies among vulnerable players” (O’Connor, 2021,
para. 4). Recent research pointed to a set of risk factors for gambling prob-
lems, specifically associated with sports betting. One study found that
companies involved in sports betting need to pay most attention to:

younger people with some disposable income, who are more engaged
sports bettors (and gamblers in general), who gamble for a variety of moti-
vations but particularly for money, have higher gambling urges and more
erroneous cognitions, who experience alcohol issues, and have lower self-

control. (Russell et al., 2019, pp. 1224-1225)
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Conclusion

From BBVA Argentina’s use of sport, music, art, and entertainment spon-
sorships to acquire and grow customers, to Gazprom’s use of football
sponsorship to improve its influence in Europe, this chapter has provided
an understanding of sponsorship as a powerful marketing communica-
tions tool. The benefits of sponsorship include the achievement of exter-
nally focused brand goals, such as awareness, preference, and loyalty, as
well as positively influencing a sponsor’s reputation with stakeholders in
its community and operating environment. Sponsorship benefits dis-
cussed also include internal marketing goals and the achievement of
financial goals. The chapter detailed the mechanisms that explain how
sponsorship works, such as exposure, fit, and image transfer. This spon-
sorship chapter included numerous examples of how brands have used
sponsorship in emerging market country contexts and discussed the spe-
cial sponsorship issues of soft power and sports betting.
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Sports Marketing Communications
in South America

Raul A. Rosales and Roger G. Tito

Introduction

Professional sport started becoming an important content for the grow-
ing television industry since the mid-1980s. Whannel (2009) opines that
sports played a key role in the development of television, especially
between 1950 and 1980. Several aspects of the competition at both club
and country level had an impact on the television industry, and therefore,
it was able to grow into a multimillion industry, whose primary income
comes from the television broadcast of matches. In this context, each
match is analysed as an event and provided the level of entertainment
required to make it an interesting content for the public.

As tournaments were drawing audience’s attention, sports events
became an interesting event for many TV stations; they began to set aside
more resources to obtain exclusive broadcasting rights in major
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tournaments (Taylor, 2016). As sports continued to grow as a global
spectacle, professional soccer has become one of the contents of main
coverage worldwide at both club and country levels. This has translated
to more income streams from soccer through national and international
competitions. It has also led to consolidation of soccer as a global profes-
sional sport.

In Latin America, soccer has become a national treasure. In this chap-
ter, we analyse the relevance of the audience of the Peru national soccer
team’s matches in the World Cup Qualifiers to Russia 2018, as well as its
participation in the same event. This is even more relevant because Peru
national soccer team took part in a Fédération Internationale de Football
Association (FIFA) World Cup after 36 years.

An important aspect to consider is the way in which qualification pro-
cesses are undertaken for the FIFA World Cup. The qualification process
is different for each sport, even more when we talk about a team sport in
comparison to other types of sports, such as individual sports (Feu et al.,
2018). It will explain in brief the process to achieve the qualification for
the most important soccer event among countries.

We will also analyse the audience and some aspects which influence
demand by different segments. Based on the research, this chapter will
analyse the several motivations that make spectators follow these events
by television.

Sports as Media Content

Sports is a social phenomenon whose growth has been associated with
growing media coverage. As Bryant and Holt (2009) noted, the connec-
tion between sports and media in the United States is much older than
the beginning of sports in the Modern Age in the early twentieth century.
This fact can be verified before the Industrial Revolution of the mid-
seventeenth century.

In that sense, Boyle and Haynes (2012) noted that sport as a media
scene is a product of modernity. They indicated that the sport’s first stage
of development was through institutions such as the church, armed
forces, public schools, anh8d universities because they encourage modern
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practices. In 1936 in the United States, a journalist affirmed that soccer
is probably one of the biggest sports on earth; it engages millions of peo-
ple, captivating their minds and emptying their pockets.

Brown and Bryant (2012) noted that in the case of the United States,
sports is an important part of television content, occupying 13 of 30
programmes with a large audience on cable television. According to
them, an important milestone was the creation of the specialised sports
channel ESPN in 1979. It is evident that the contents are not only of
sports events, but also of key aspects around the sports such as news pro-
grammes and panel discussions. For his part, Gastaldo (2014) makes ref-
erence to the fact that in Brazil, soccer and media arrived at the same time
by the end of the nineteenth century. In the same way as previous authors,
they also indicated that both elements are part of modernity and that
they helped to shape that sense of identity with the Brazilian-ness. This
identity has a distinctive element: the “malandro” or “bad boy”, a popular
hero similar to the American cowboy or the Japanese samurai. This “mal-
andro” represents resistance to discipline and labour exploitation, a rebel
attitude which is valued in spaces as soccer.

By helping countries consolidate and create their national sport iden-
tity, while growing media engagement alongside, the professional sport
went from a basic productive activity to becoming a worldwide
multimillion-dollar industry (Borges, 2019). Competition among differ-
ent television networks to obtain television rights of those events increased
prices and, therefore, translated to higher income for the competing clubs.

In Australia, soccer, like other team sports, started to grow due to large
media coverage, especially of professional tournaments. As in other coun-
tries, the development of alternative ways such as cable television created
an opportunity for growth and consolidation of sports contents in devel-
oped markets, as the case in Australia (Rowe & Gilmour, 2009). Just like
in Brazil, the international competitions of national teams helped to con-
solidate rituals of national identity to go with their team at the time.

This aspect of soccer as an element that creates a national identity was
considered an argument about whether soccer broadcasts should be done
by open signal channels or payment channels. Spain’s national soccer
team matches had a particular national regulation in which the govern-
ment required the matches of national interest to be broadcast by open



106 R. A. Rosales and R. G. Tito

signal television, that is without any cost to the audience. Open signal
channels prioritised payment channels to define which matches would be
broadcast for free (Martin & Rennhoff, 2015).

Sports Events as Communication Platform
Sports Events: Definition of Events and Sports Events

According to the Royal Spanish Academy, an event is an important and
organised occasion of social, academic, artistic, or sports nature (Real
Academia Espanola, 2021). Other academic publications about events
are more practical, and they define it as the process of planning, organisa-
tion, and management. They refer to economic resources, human
resources, communication, marketing, promotion, sponsorship, logistic
control, and project management (Galmés Cerezo, 2010). On the other
hand, Shone (2001) defines events in general as those phenomena that
arise from non-routine activities and that have leisure, cultural, personal,
and sports goals whose objective is to illustrate, celebrate, entertain, or
challenge the experience of a group of people. From these assumptions, it
can be pointed out that sporting events aim at arousing interest from a
part or all target audience of a group of people. The business scope aims
to share, communicate, or strengthen products, services, or a brand
through direct contact with potential or current clients; meanwhile, in
the sports scope, it seeks to give experiences, promote sport, bring tour-
ism, and even generate profitability through social impact. According to
Ané (2003), sports events are activities that have a high level of social
impact, which in turn is translated through a strong presence in media
and that generates economic income by itself.

There are several classifications for defining the nature of a sports event,
for example, based on its audience. Another classification involves the
type and intensity of the exercise performed (Mitchell et al., 1985). From
international events such as the World Cup or the Olympic Games,
which are called major sporting events, to events led for a region such as
Pan American Games or Conmebol (South American Football
Confederation) America Cup, or at national level such as swimming
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competitions organised by the federation, and even to local community
level such as the soccer tournament of Miraflores (district of Lima, Peru),
one sees different evident classifications.

Considering these definitions, it can be described that an event is a set
of actions that develop from different manners (nature) according to the
needs and goals of the organisation or institution of a particular industry.
It is a group of people who have interests in common about a specific
topic and who look for engaging unique and once-in-a-lifetime events
with a high level of interaction and during a limited time which cause a
strong presence in media and economic resources (Cerezuela, 2005).

Use of Sports Events as Part of Marketing

Bryant and Holt (2009) noted that both the sport and media are institu-
tions which aim for profitability, and for that reason, they have been able
to develop in a capitalist system. It is from this premise that sport prod-
ucts, in particular sporting events, can be analysed from a marketing
perspective.

Thrassou et al. (2012) presented a traditional definition of marketing
as “an organisational management process that emphasises customers’
needs, wants, and exchange processes” (p.279). In addition, they noted
that four (4) key elements should be taken into account: “organisational
goals, profitability, need satisfaction, and integrative marketing activi-
ties”. Liu (2017), after reviewing several definitions of marketing that
have been suggested from its beginning, defines marketing as “the activi-
ties and value creation processes that facilitate exchanging offerings
within the domain of business and benefit the society at large” (p.3).

The concept of the marketing mix has been developed along with the
development of the concept of marketing. A marketing mix is a manage-
ment tool that allows us to identify strategies from certain key aspects.
Traditionally four (4) elements have been considered; they are called 4Ps:
price, product, promotion, and place. This traditional approach has
evolved since its beginning in the 1950s until today, and it has adapted to
the different needs that have existed. As Wu and Li (2018) noted, if one
would like an approach focused on the consumer for niche segments, the
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4Cs could be used: communication, consumer and their needs, cost, and
convenience. Meanwhile, Yi (2017) says there are two models of market-
ing mix with 4Ps and 7Ds, respectively; the goal is to provide a combina-
tion of methods that will be used by parts of the organisation in order to
achieve its objectives in pursuit of placing effectively their products or
services for a specific group of clients.

Based on the proposal of the 4Ps for marketing mix, promotion is the
element that we are going to pay more attention. According to Thrassou
etal. (2012), promotion is “the means through which the marketer com-
municates data about the product, place, and price” (p.284). We can also
say that promotion is the method to place a product in consumer’s mind
through different marketing activities. This objective can be achieved
through advertising activities, personal selling, or sales promotion, such
as fairs and events.

As there are different definitions for marketing and marketing mix,
there are also different definitions for Sports Marketing. Cristébal Fransi
(2003) defines it as those activities designed to face the needs of sports
product consumers through exchange processes (p.2). For example,
Thrassou et al. (2012) indicated that one of the definitions is related to
the activities led to meet particular needs of sports consumers through
exchange processes. Similarly, Coutinho Da Silva et al. (2017) noted that
sport is seen as that space in which the connection between a consumer
or fan and their club is given in a particular way. For that reason, it is
necessarily a specific analysis of this connection.

One of the more relevant aspects to take into account in sports mar-
keting is that it has been developed to promote sports events and teams
who participate in those competitions, just like the promotion of prod-
ucts and services related to sports events (Coutinho Da Silva et al., 2017).

In that way, we have to ask ourselves what kind of product is a sports
event. Thrassou et al. (2012) noted that, regarding soccer, the product is
“essentially a service of entertainment; along with its auxiliary character-
istics, such as excitement, fun, etc.” However, it is important to note that,
from this service, other products and services related to it are generated.
On the other hand, from the point of view of income generation, broad-
casting rights have become the main source of income for team sports,
such as soccer. Caruso et al. (2019) pointed out that income for
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broadcasting matches represents 53% of the English Premier League and
61% of the Italian Serie A for the season 2014/2015.

It is for this reason that Borges (2019) indicated that clubs which take
part in professional competitions in the European soccer league are mul-
tinational. Through this entertainment service, they have a presence in
many different countries outside of their home country, and they have
become authentic media organisations, as a large part of their activities
are covered by media.

In addition to national-level tournaments, sporting events of interna-
tional nature awoke the interest of different stakeholders that see a way to
promote their cities or countries in these events (Vassiliadis et al., 2021).
This pragmatic approach to sporting events is promoted mainly for the
governments that see a positioning strategy for their country in this kind
of events, which draws global attention, especially for businesses within
their country.

Lenskyj (2009) noted that there was not always considerable interest
in these events, such as the Olympic Games. During the 1960s and
1970s, it was noted that there was a decline in the interest in hosting
these sporting events. However, the tipping point was Los Angeles 1984
Olympic Games hosted in the United States. It was the first game to
announce an economic surplus. Since Los Angeles 1984, the interest in
becoming a host city has increased. It is important to note that in the last
few years, this interest has been moderated due to the high costs associ-
ated with the organising of these events.

The tourism sector uses destination marketing in order to promote a
specific destination through the organisation of a major sports event
(Cabanilla et al., 2020). These sports events are organised to attract tour-
ism. For this reason, it is necessary to analyse tourists’ motivations to visit
a particular destination, either directly or indirectly related to a sports
event (Andersson et al., 2021).

Sports Tournaments: World Cups and their Qualifiers

Major sports events are tournaments that can attract spectators through
tourism, a large audience, and media, as in the Summer and Winter
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Olympic Games, Super Bowl, FIFA World Cup, Formula 1, and so on
(Santiago et al., 2016). FIFA World Cup, also known as World Cup, is
the main international soccer tournament where the best soccer teams
around the world compete. It is held every four years by a host country
chosen by different FIFA bodies.

The first World Cup (Uruguay 1930) was the only one that did not
have a qualification stage because all countries afhliated with FIFA were
invited to compete and given a deadline of February 28 to submit their
response. Due to the refusal by the European countries justifying their
absence by the costly ship trip to cross the Atlantic, only 13 teams partici-
pated in that event. The South American participating countries were
Argentina, Chile, Brazil, Bolivia, Peru, and Paraguay (Sanchez, 2015).

For the Switzerland World Cup of 1954, the qualifiers match started
in South America. In the previous editions of this tournament, teams
qualified by invitations or withdrawals (Conmebol, 2015). The qualifica-
tion format was all against all and play-off matches. In this edition, three
national soccer teams participated (Brazil, Chile, and Paraguay), and the
first place (Brazil) qualified. It also had Uruguay as defending champion.
In the following edition, eight teams participated in the 1958 Sweden
World Cup; due to the withdrawal of Venezuela, the qualification format
was divided into two groups of three teams and one group of two teams.
The first place in each group automatically qualified for the World Cup.
The qualifying teams were Argentina, Brazil, and Paraguay.

Conmebol (2015) also points out that for the 1962 Chile World Cup,
the Conmebol had three available places. The qualification format was
three fixtures in two legs for a total of six teams. In the 1974 Germany
World Cup, the qualification format had the play-off match for the first
time as a way of qualification. Chile faced the Soviet Union and qualified
for the World Cup after the latter withdrew due to political issues. For
this edition, the qualifying teams were Argentina, Chile, Uruguay, and
Brazil as the defending champion.

Until 1994 USA World Cup, qualifiers for South American countries
had a group format in which the winners qualified directly for the World
Cup, while the other team had a play-off match with non-American
teams. In France 1998, the Conmebol had four available places, and
unlike previous qualification processes, the format was all against all in
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two-leg matches, and the first four places qualified for the World Cup,
and the fifth place had a play-off match.

According to Conmebol (2015), from France 1998 to the present, the
qualification format is the same. The nine members (Argentina, Bolivia,
Chile, Colombia, Ecuador, Peru, Paraguay, Uruguay, Venezuela) compete
in qualifiers in two-leg matches. The four first places qualify automati-
cally, while the fifth place has a play-off match against a country that does
not belong to the Conmebol, that is, countries from the Oceania Football
Confederation, Asian  Football ~Confederation, or Concacaf
(Confederation of North, Central America, and Caribbean Association
Football).

An important event in soccer is television broadcast; even in the pres-
ent times, there is no other sport that has become a worldwide television
product. According to Asociacién Nacional del Futbol Profesional
(2014), Switzerland 1954 was the first World Cup broadcast due to the
joint work of eight European countries that created the continental tele-
vision network Eurovision. This edition was broadcast in all Europe;
more than 50 million people watched the final between Hungary and
West Germany. In the 1966 England World Cup, the inauguration and
the final were broadcast via satellite all over the world. This was the begin-
ning of repetitions and slow-motion in official soccer matches, and a
change of the rules due to the incident during the final between England
and Argentina, where the Argentinian captain Antonio Rattin was ver-
bally sent off (red or yellow cards did not exist before this World Cup) by
the referee after 30 minutes of stopping the game.

The 1970 Mexico World Cup was the first worldwide colour event
broadcast via a communication satellite. However, given the expensive
minute rate for broadcasting, FIFA and television networks got together
to review Antonio Rattin’s sending off, and that game was not stopped for
more than 30 minutes, so they decided to use red and yellow cards
(FIFA, 1997).

According to Aranguiz (2020), Mexico 1970 is the beginning of satel-
lite colour television. It was the first time in history that 32 matches were
broadcast live and in colour through eight cameras set on the stadium,
reaching more than 700 million people all over the world.
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The significance of soccer matches of a country’s national team reached
a milestone in television history when, at 3a.m in the morning of June
21, 2002, the largest TV audience for a sports event was registered. In
Brazil, 98% of the homes were watching the semi-finals against England
during the 2002 Korea/Japan World Cup (Gastaldo, 2014).

Television Audience of the Qualification Matches:
The Case of Peru

Audience: Motivations and Measuring Ways

Since the 1950s, the economic analysis of the aspects that determine the
demand for sports has been related to the concept of uncertainty of the
results. It is in this sense that the more competitive a competition is, the
more interest it will attract from consumers (Caruso et al., 2019). In
addition to the technological advances in broadcasting, the events that
were broadcast on television increased, particularly professional-
level events.

Pérez et al. (2017) analysed the audience of the matches of Spain’s
professional soccer league, as well as the probabilities of the results associ-
ated with bets. They found that the uncertainty of the outcome did not
lead to a larger audience, but only in important matches such as Real
Madrid versus Barcelona.

Caruso et al. (2019) performed a review of the research carried out on
the relationship between television audiences and specific factors that
determine the outcome of the competition. A study of the English
Premier League between 1993 and 2003 found a relevant positive rela-
tionship between the uncertainty of the result and the television audi-
ence. In the case of the National Football League (NFL) of the United
States, a study carried out in 2005 showed that the audience increased
when there was a black quarterback in the game.

The traditional way to measure the audience is from the official organ-
isations that are in charge of measuring the audience (Bergmann &
Schreyer, 2019). Another way to measure the audience of sports events is
through telephone surveys, which will allow not only quantitative aspects
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but also qualitative aspects. McDaniel (2002) applied this methodology
to analyse the profile of the North American audience of the 1996
Olympic Games. He found that those who followed the competitions
had a higher level of patriotism and religiosity than those who did not, as
well as a greater willingness to enjoy advertising than those who were less
interested in sports events.

An approach to take into account is the one proposed by Ramchandani
et al. (2014) on the willingness of spectators to start practising sport. An
analysis carried out on the attendees who were attending an event of a
particular sport for the first time showed that a positive experience as a
spectator did not necessarily translate into an active sports practice. This
research was carried out in England in 2010.

On the other hand, Bergmann and Schreyer (2019) analysed the tele-
vision audience in Germany of the German national team between
August 2004 and July 2017. This exploratory study revealed that the
interest in the matches of their national team is different depending on
the age group considered. Clearly, seniors (65+) are those with different
motivations than the other groups.

Audience of the Matches of Peru in the World Cup Qualifiers
for Russia 2018

After 36 years of not attending the World Cup, on October 10, 2017,
Peru played the most important match against Colombia that would
allow it to go to a play-off match. According to Kantar IBOPE
Media (2017a), this game was broadcast by the ATV (open signal) and
Movistar Deportes (cable signal) channels in Peruvian territory, getting
ratings of 53.2% in homes. It was watched by 3,499,490 people.

After a tie against Colombia, the Peruvian national soccer team was
able to access the play-off match against the New Zealand national soccer
team. This match took place in Oceania and got ratings of 63.1%, and it
was watched by 3,775,500 people nationwide, according to the report
made by Kantar IBOPE Media (2017c). However, the match played in
Lima was watched by 4,086,270 people and got ratings of 61.4% in
Peruvian homes. This event also generated 182,210 tweets that resulted



114 R. A. Rosales and R. G. Tito

in 20.7 million reactions in the match, which qualified Peru to the most
important soccer event (Kantar IBOPE Media, 2017b).

The increase in the number of viewers meant Peruvians were able to
actualise their desire and were given an opportunity to see Peru play in
the World Cup, as the expectant situation from the last matches increased
in all the cities of Peru and of Peruvians living abroad. A study on behav-
iour towards television programming analyses a matrix that has variables
as soccer represents “more reach” and “more loyalty” as the programming
genre with the greatest reach compared to contests, films, magazines,
newscast, miniseries, talk shows, soap operas, and comedy shows; how-
ever, there is a lower loyalty to these last three genres (Kantar IBOPE
Media, 2020).

The beneficiaries of attending the World Cup or having high ratings
are not only the fans but also the sponsoring companies and television
channels that, through advertising spots, generate an outreach to millions
of people. According to Carrillo (2015), leading companies of products
and services for mass consumption, such as Movistar or Cristal beer, seek
to associate their brands with the Peruvian national soccer team to create
an emotional bond with their consumers and to widen their brand
penetration.

Conclusion

Sport has established itself as a relevant content for television in South
America. This fact is particularly evident in the competitions associated
with professional soccer at the club level, as well as the competitions of
the national soccer teams. This audience behaviour related to soccer
matches can also be seen in European countries such as Germany and
Spain. In the case of Peru, the matches of the national soccer team in the
World Cup Qualifiers are the television content with the largest audi-
ence. Based on the research carried out, it can be verified that this situa-
tion also occurs in other countries of the region, such as Brazil and
Argentina.

This relationship between the media and professional soccer in South
America was able to develop in a context in which both elements were
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considered as particular elements of modernity. Based on the information
reviewed, we can affirm that both grew together from the end of the nine-
teenth century to the present day. Currently, there are new forms of com-
munication that should be the subject of analysis in future research on
the matter.

One aspect to highlight is that soccer understood its role as a media
content. This fact motivated a professionalisation of the sport in its dif-
ferent aspects: from the competition calendar and its rules to the image
management of the elements that make up the event: stadiums, players,
and so on.

From the literature reviewed on the characteristics of the audience or
the motivations for watching soccer matches, there was a shortage of
information for the South American case. Based on the information
found in European countries, this is a topic to which attention should be
paid since it is possible that the motivations of the audience will change
over time given that professional sports are entertainment-type content.

Television has allowed higher income to several stakeholders of profes-
sional soccer. This income is not only for television rights but also for the
sponsorships that can be generated from the broadcast. Organisers at
international and national levels such as FIFA, Conmebol at the South
American level, or the National Soccer Federations along with their
members are the ones who have benefited from this consolidated industry.
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Social Media-Driven Consumer-Brand
Interactions in Mexico: Healthy Food
Brands Versus Indulgent Food Brands

Gricel Castillo, Lorena Carrete, and Pilar Arroyo

Introduction

Social media literature has substantially increased over the last few years
because it provides businesses with the opportunity to increase sales and
brand awareness, establish better communication with consumers, use
analytics to learn about the consumers and adjust branding strategy (Felix
etal., 2017; Kamboj, 2019). In social settings, many people have adopted
social media because it enables them to set up personal profiles, generate
content and interact with friends or other online users (Ahmed et al.,
2019; Carr & Hayes, 2015; Liu et al., 2019). The segment of young
adults aged between 18 and 29 years has the highest social media adop-
tion rates (Perrin, 2015). Social media also provides an ideal environment
for companies to connect with their consumers and enhance brand

engagement (Beukeboom et al., 2015; Jayasingh & Venkatesh, 2016).
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Companies can attract the interest of potential customers and develop
personalised relationships (Chen et al., 2011; Fournier et al., 2012; Pate
& Adams, 2013).

Generally, social media is any site that enables people to make connec-
tions and be part of a network (Warner-Sederholm et al., 2018). Main
subdomains include social networking sites (SNS) (e.g. Facebook), video-
sharing sites (e.g. YouTube), photo-sharing sites (e.g. Flickr) and micro-
blogging sites (e.g. Twitter), but several other domains exist (Whiting &
Williams, 2013). Facebook is the predominant social networking site
with an increasing branded content (Berezan et al., 2020; Estrella-Ramén
et al., 2019; Kang et al., 2014; Luarn et al., 2015), and it provides the
option to create brand fan pages (De Vries et al., 2012). Brand managers
can distribute and exchange information about the brand and its prod-
ucts on brand fan pages. If this information is sufficiently attractive, con-
sumers can turn into ‘fans’, publish ‘likes’ and even express their
sentiments towards the brand (Heinonen, 2011; Hossain et al., 2019).
The consumers’ satisfaction with brand fan pages boosts brand engage-
ment and, consequently, consumer—brand interaction (Chen & Tsai,
2020; Gan & Li, 2018; Phua et al., 2017; Sabate et al., 2014).

Nevertheless, the underlying reasons for individuals to interact with
brand fan pages call for further research that enhances the understanding
of consumers’ motivation to use this specific social media site (Rasheed
Gaberetal.,2019; Rohmetal., 2013). Based on the Uses and Gratification
Theory (UGT) (Katz et al., 1973), this chapter explores whether compa-
nies of an emerging country are providing the content (i.e. emotional,
informational, relational and remunerative content) that consumers seek
when deciding to interact with Facebook brand fan pages. Specifically,
consumers interaction with the firm, as a result of the information posted
by brand managers in brand fan pages, is compared for two brand catego-
ries, namely, healthy food brands (e.g. cereals) and indulgent food brands
(e.g. potato chips and soft drinks).

A qualitative mixed-method approach was used to contrast the level of
consumer interaction with the platform for the two brand categories
under study. Data were collected in Mexico via netnography and in-
depth interviews. The in-depth interviews encompass a personal interac-
tion with participants, whereas netnography is a marketing methodology
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(Del Vecchio et al., 2020; Sharma et al., 2018) that allows collecting data
without interfering with the actions of the observed subjects. The healthy
brand fan pages analysed are Special K, All-Bran and Nestlé Fitness, and
the indulgent brand fan pages are Doritos and Coca-Cola. By using a
convenience sampling method, the five most commented posts from
each brand fan page were selected for analysis.

The remainder of this chapter is organised as follows. In the next sec-
tion, we develop the theoretical framework and describe the research
methodology. Then, we present the study results and discuss how our
findings challenge the assumption that brand fan page managers are
capable of using social media to engage consumers and motivate interac-
tion. We then relate our findings with the extant literature on social
media to explain consumer—brand interactions as a function of the grati-
fications received by consumers of the two contrasting brands. Finally, we
state the theoretical and managerial implications that can support food
manufacturing companies of emerging countries in the design of fan
brand pages that engage consumers and stimulate them to interact with

the brand.

Theoretical Framework
Consumer Motivations to Use Social Networks

Interactions of consumers with social media platforms could be moti-
vated by multiple drivers. The UGT proposed by Katz et al. (1973) is a
media theory that responds to the question of why people engage with
different media. UGT proposes that people use media to gratify specific
wants and needs, such as cognitive and affective needs, personal and
social integration and recreation (Katz et al., 1973). Unlike other media
theories that view individuals as passive users, UGT recognises media
users as active in their media selection. Under this perspective, people are
attracted and motivated by media and are aware of the reasons for select-
ing among media options. Although the UGT was initially applied in the
field of traditional communications, the gratification categories proposed
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by Katz et al. (1973) have been reviewed, confirmed and complemented
in the context of social media to extend the external validity of the theory
to social networks (Gan & Li, 2018; Phua et al., 2017).

The extant literature related to UGT and social media has advanced
into two research avenues (Athwal et al., 2019). The first focuses on the
evaluation of individuals’ needs in social settings (Gan & Li, 2018; Griffin
et al., 2015; Karnik et al., 2013; Phua et al., 2017) and the second
explores the evaluation of the consumers’ needs in a commercial context
(Athwal et al., 2019; Gao & Feng, 2016; Whiting & Williams, 2013).
This chapter contributes to the body of knowledge of the second avenue
based on the assumption that consumers look for interesting content
about their preferred brands on social media.

Several studies have addressed the question of what needs and gratifi-
cations influence consumers to use media, create and share information
about products and brands? Whiting and Williams (2013) confirmed
and identified the following additional gratifications that motivate peo-
ple: information seeking, social interaction, passing time, entertainment,
relaxation, expression of opinions, information sharing, communicatory
utility, convenience and surveillance/knowledge gathering of others.
Other motivations to consume media include brand engagement, timeli-
ness of information and service responses, product information, incen-
tives and promotions (Froget et al., 2013; Rohm et al., 2013).

Dolan et al. (2016) developed an integrative model of social media
content and engagement behaviour. Their model proposes that social
media content facilitates social media engagement behaviour that has
positive consequences such as value co-creation, consumption and posi-
tive contributions. Social media content was categorised into four groups:
information, entertainment, remunerative and relational content. The infor-
mation content is related to how much resourceful and helpful informa-
tion can consumers extract from the content. Meanwhile, entertainment
content refers to the fun and enjoyment provided to users, thus fulfilling
their hedonistic and pleasure needs. Remunerative content is related to
the rewards expected by contributing to online communities (economic
incentives, prizes or personal wants). Finally, relational content satisfies
the consumer needs for integration, sense of belonging and expression of
feelings and experiences. The delivery of these contents is viewed as
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gratiﬁcations that consumers receive when using social media to interact
with brands. Positive outcomes resulting from these interactions include
engagement behaviours and consumer—brand relationship (Sabate

etal., 2014).

Consumers’ Use of Facebook Brand fan Pages

Empirical studies have confirmed the elements of the social media con-
tent framework proposed by Dolan et al. (2016) in the case of brand fan
pages (Hossain et al., 2019). For example, Ho et al. (2013) found that
informational content and social interactions have positive effects on
brand fan page usage. Choi et al. (2016) also found the positive influence
of informational content on customers” usage of brand fan page. Other
gratifications such as convenience (which refers to the simplicity and
friendliness of the page) and self-expression (related to the possibility of
posting pictures, updating the consumer profile information and design
of wall content) also affected the participation and satisfaction of a hotel’s
Facebook page. Estrella-Ramén et al. (2019) evaluated the effect of sev-
eral content dimensions of Facebook fan pages on brand equity. For the
content domain, posts with affective content (emotional appeal) were
found to generate higher levels of brand equity compared to posts with
informational/transactional content (rational appeal).

Research on the usage of brand fan pages in the context of emerging
countries has also been conducted. For instance, Thongmak (2015) ana-
lysed 1577 posts from 183 brand fan pages in Thailand and found that
content on product prices, promotions and emotional messages resulted
in a larger number of comments, likes and shares. Moreover, Rasheed
Gaber et al. (2019) explored why Egyptian consumers interact with
Facebook brand fan pages. They identified eight motivators: information
search, complaints, socialisation, incentives, entertainment, emotional
aspects, brand promotions and social image. In addition, Nyekwere et al.
(2013) showed that Facebook promotes an open, transparent environ-
ment for free discussion between consumers and advertisers in the
Nigerian context. The findings of the study indicate that consumers sup-
port products advertised on social media based primarily on referrals
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from trusted sources, such as their friends. Furthermore, Chen and Tsai
(2020) studied the effect of the value perceived by the consumer for par-
ticipating in brand fan pages in Taiwan. The analysis of survey data dem-
onstrated that utilitarian, hedonic and monetary values have a positive
effect on consumers’ participation. The previous studies have confirmed
that consumers in general obtain different types of gratifications from
their participation in brand fan pages. These gratifications can be catego-
rised as utilitarian (e.g. product information), hedonic (e.g. entertain-
ment), socio-psychological (e.g. community belonging) and monetary
(e.g. promotions and coupons).

However, each social media site has unique features that satisfy con-
sumer’s needs in different ways; hence, research is not conclusive, and
more studies are desirable. According to Paul (2019) and Sheth (2011),
emerging markets have specific characteristics, such as market heteroge-
neity, chronic shortage of resources and market volatility that influence
the consumption patterns and behaviours of individuals. Therefore, more
studies in emerging economies must advance managerial understanding
of how to take full advantage of social media. The framework proposed
by Dolan et al. (2016), based on the UGT, is the theoretical reference to
answer the following research questions: (1) Do consumers receive the
desired gratifications from participating in brand fan pages in the context
of emerging countries? (2) Are the gratifications received by consumers
from their participation in brand fan pages the same for healthy food
brands and indulgent food brands? A brief discussion about the concepts
of healthy and indulgent food brands is presented in the following sec-
tion before describing the methodology followed to answer the research
questions stated.

Healthy and Indulgent Food Brands

Although a health brand has no standard definition, the general consen-
sus is that a health food brand is more than a brand that claims its prod-
ucts have nutritional and health benefits (Centeno et al., 2017; Lifan
et al., 2019). Several food classification systems and diet guidelines have
been developed worldwide to assist the population in better
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understanding what food healthiness symbolises (Robinson et al., 2019).
For example, the Food Classification System developed by the National
Heart, Lung and Blood Institute and the Dutch Guidelines for Food
Choice (Ravensbergen et al., 2015) categorises products into three
groups: ‘(1) Go or preference products that are low in calories, fat and
sugar and can be eaten daily; (2) Slow or occasional products that are
higher in fat, sugar or calories but can still be part of a healthy diet if
consumed few times per week in smaller amounts and (3) Whoa or
exceptional products that are the highest in fat, salt, sugar and energy and
should be eaten only in special circumstances’ (Lifian et al., 2019).

An increasing trend to communicating brand benefits through decla-
rations in the form of claims, such as ‘low sugar’, ‘without trans fats’ or
‘may help reduce cholesterol’, has been registered in the last years. These
claims deliver information either by declaring the presence or absence of
nutritional/undesirable ingredients (low sugar) or suggesting a health
outcome or result (may help reduce cholesterol). These product-based
definitions are complemented by the consumer’s conceptualisation of
‘healthy food’. For example, the results of the national survey of 2100 US
consumers conducted by Lusk (2019) showed how individuals define
natural and healthy food. The first dimension used by US customers to
judge the healthiness of food is their animal origin: animal products are
judged unhealthier than products of vegetal origin. The second dimen-
sion is the degree of preservation and processing of products: foods that
are naturally produced and free of additives are considered healthier than
those that contain preservatives or have been chemically processed.

Although visualising product healthfulness as a continuum with two
extremes, that is, healthy and unhealthy, is challenging, the general agree-
ment is that products have different degrees of healthiness (Centeno
etal., 2017; Linan et al., 2019). A multi-cultural study was conducted in
US, China and Brazil that aimed to increase the understanding of con-
sumers’ mindset about healthy and indulgent foods. The study concluded
that snacks and treats were considered indulgent foods that are markedly
appealing and comforting and are consumed to satisfy cravings or hunger
(GutCheck, 2015). Additionally, consumers declared that indulgent
brands make them feel guilty if they are consumed regularly. Although
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indulgent food is not judged nutritious, it is perceived as delicious, palat-
able and with emotional attributes (Demetrakakes, 2018).

Methodology

A qualitative mixed approach was used to explore the level of consumer
interaction with brand fan pages of the following brand categories:
Special K, All-Bran and Nestlé Fitness as healthy food brands, and
Doritos and Coca-Cola as indulgent food brands. Data were collected via
a netnography study and in-depth interviews with Mexican consumers.
Interviews provided rich and in-depth information about the motiva-
tions of consumers to use social media, particularly, Facebook brand fan
pages. Then, netnographies were performed to cross-validate and com-
plement the information collected through interviews (Kozinets, 2010).
Netnography allows a better understanding of the phenomenon under
study without interfering or altering the behaviour of the studied subjects
(Chung & Kim, 2015; Del Vecchio et al., 2020; Kozinets, 2010; Sharma
etal., 2018).

Twenty-seven interviews were conducted with individuals who are
between 24 and 40 years of age. A purposive sampling approach was
adopted to ensure participants were consumers of the selected brands and
active users of the social media platform (i.e. they interacted at least once
per day). The interviews lasted about 40 minutes on average. Appendix 1
provides detailed information about the participants. The names of par-
ticipants were replaced with nicknames to guarantee anonymity.

An interview guide was designed to support the interviews. In the first
part of the interview, the consumer’s experience with the selected brand
was explored. During the second part of the interview, the consumer’s
underlying motivations to interact with the healthy brand fan pages were
assessed. Interviews were recorded and transcribed to perform a thematic
analysis (Boyatzis, 1998) that consisted of two activities: (1) the identifi-
cation of initial themes based on the four content components proposed
by Dolan et al. (2016) according to the UGT (i.e. level of information,
entertainment, remunerative and relational content) and (2) coding and
validation of themes. The main themes identified are described in the
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Results section. Verbatim quotations are included to illustrate and
endorse these themes. We translated quotations from Spanish to English
as literally as possible but preserved the meaning of the original statement.

A convenience sample was also selected to perform the netnography by
picking the most commented threads of each brand fan page. Most of the
threads consisted of an initial post of the brand manager and only a few
subsequent comments made by consumers. Therefore, we decided to
analyse only the five posts that received a relatively large number of com-
ments (more than 100). The selection provided a total of 5991 comments
corresponding to brand fan pages of healthy brands distributed as fol-
lows: 3628 comments for Special K, 1168 for Nestlé Fitness and 1195 for
All-Bran. For indulgent food brand fan pages, 10,746 comments were
selected, with 6157 comments corresponding to Coca-Cola and 4589
comments to Doritos. Appendix 2 provides a brief description of each
brand fan page. Following the recommendations of Spiggle (1994), we
conducted a content analysis to interpret the netnography data. First, we
read all comments and then organise them into categories with the sup-
port of an Excel spreadsheet.

Results

In general, findings show lower participation of consumers in healthy
brand fan pages than indulgent brand pages. The results of the two analy-
ses (thematic and content analyses) are described in the following sec-
tions, which are organised according to the four components of the
conceptual model proposed by Dolan et al. (2016).

Informational content. During the interviews, consumers of healthy
food brands expressed that the nutritional information of products on
the fan brand page is already available on the package. Therefore, they did
not find the information available in the brand social networks to be use-
ful. Participants indicated they would like the pages to include informa-
tion on how to balance their diets and prepare recipes with the brand
products to help them achieve their health goals. Meanwhile, consumers
of indulgent brands declared they are interested in knowing about new
product launches and new ingredient developments, and even learn more
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about the nutritional characteristics of indulgent products. The following
quotations support these findings:

No, I did not know about the brand fan page; it does not attract my atten-
tion. I just buy the cereal because it is rich and nutritious. [lvan, 31,
Nestlé Fitness]

1 would like that on the fan page they to [sic] put more recipes. [Victoria, 38,
Special K]

I follow the Doritos fan page. It has interesting information about flavours,
but it does not contain any information about the products ingredients,
and I would like it to have that information. [Michael, 36, Doritos]

Netnography confirmed the low interest of healthy brand consumers
to participate in the company pages. In contrast, the indulgent food
brand fan pages recorded many comments about the brand’s posts. The
following comments exemplify these results:

The new flavour, Coca-C with coffee, is very cool when you need to study for
an exam. [John, Coca-Cola]

The new flavour, Coca-Cola with coffee, is the best I have ever tasted; it has
become my addiction. [Chen, Coca-Cola]

Uncle Doritos take mel... to the concert ViveLatino2020, I found them! the
new flavour of Doritos: DoritosAlive. [Jane, Doritos]

Entertaining content. Health food brand fan pages are not fulfilling
adequately the users’ need for entertainment. Most consumers view these
pages as informative rather than enjoyable. Additionally, consumers of
healthy food brands were concerned about their privacy if they partici-
pate in fan pages (Eisingerich et al., 2015). Indulgent food brand fan
pages seem to satisfy the entertainment needs of consumers better because
they post activities that provide distraction, pleasure and enjoyment. The
UGT indicates that content entertainment is the primary motivator for
the use of online sites (Raacke & Bonds-Raacke, 2008). An important
finding in the case of indulgent food brands is that consumers were aware
of various marketing campaigns that promote entertainment through
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various events such as games. The following quotes from interviews sup-
port these findings:

1 remember [entering[the fan page recently on Facebook because there was a
game and I wanted to win. [Sara, 32, Doritos]

1 don’t follow the brand page... I follow any funny post if it appears at some
point, but as far as I'm aware, I haven’t seen anything about that page.

[Rodlrigo, 31, Special K]

The netnography analysis confirmed that indulgent brands do provide
entertaining content by giving consumers more opportunities for distrac-
tion, recreation and amusement, as expressed in the following comments:

1 have participated in many events of this type, and I have won very good
prizes. This time I did not have the time to participate, but I collected
many stamps for the next time, but Uncle Doritos always does what he
says. [William, Doritos]

Thanks for the experience and the tickets to the Coca-Cola Flow Fest; I hope
next year they bring back the Ivy Queen. [Bruce, Coca-Cola]

Relational content. Healthy food brand fan pages again did not fully
meet the relational needs of their consumers. Participants think pages do
not promote a sense of community. If these brand pages have promo-
tions, consumers share the publications because of the economic reward
but not to establish links with other consumers. According to Leung
(2009) and Muntinga et al. (2011), one of the key motivators of using
social networking sites is to obtain a sense of belongingness (sharing with
others). Indulgent food brand fan pages make a great effort to offer rela-
tional gratifications to their consumers, such as being with family, being
part of a community and promoting the integration of minorities. The
following quotes support these findings:

1 like they [sic] brand fan page, have, for example, a campaign against rac-
ism. I feel that I am helping others. [Daniel, 28, Coca-Cola]

They are donating virtual kisses on their brand fan page to include LGBT
people. [Sara, 32, Doritos]
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1 do not follow any brand page. I can only share my brand’s experience with
my family and contacts. [Ulises, 37 years, Nestlé Fitness]

The netnography confirmed that consumers of indulgent food brands
believe that these brands try to create community ties. The following
comments exemplify this appreciation:

1 really love its inclusion, its great. People should already remove their preju-
dices; love is love [Charles, Doritos]

Coca-Cola always seeks to make us smile and be optimistic in these times that
people must be more united [Henry, Coca-Cola]

Remunerative content. Consumers of health food brand pages speci-
fied only a few posts related to contests but without economic rewards.
In the case of indulgent brands, consumers stated that companies post
promotions and games to entice them in winning prizes that include
products and even cash. Extant research on the use of social media has
shown that consumers use social media sites to earn some rewards or
economic incentives (Muntinga et al., 2011), but this strategy was recog-
nised as a potential motivator to engage consumers with their pages only
by indulgent brands (Kang et al., 2015). The following quotes confirm

this conclusion:

By participating in contests, 1 have the chance to win prizes if I share the
publications of the page. [Celia, 29, Doritos]

L would like them to put contest or promotion [sic] on the brand’s fan page so
[ can search for it and be able to participate. [Fabiola, 30, All Bran]

1 think I would look for the page if they put promotions or coupons that I can
use, even with other related companies, such as milk. [lvan, 31, Nestlé Fitness]

The netnographic analysis indicates consumers of indulgent food
brands are taking advantage of this motivator to interact with the brand
fan pages:

1 have been in the two weeks in the first 5 places, thanks! [Kevin, Doritos]
Uncle Doritos, where do I win the prizes? [Sam, Doritos]
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Discussion

This study explored whether the information posted by brand managers
on healthy and indulgent food brand fan pages supports consumers’
interaction. Using the UGT as the theoretical framework, we explained
the participation of consumers in brand pages in terms of the gratifica-
tions attained. In the case of healthy brand pages, the analysis of qualita-
tive data indicates that consumers are not obtaining sufficient gratifications
from participating in these sites. Although the literature on social media
has shown the significant effect of informative content and advertising
creativity on behavioural responses and purchase intention (Lee & Hong,
2016), this study’s findings indicate that healthy brand managers are not
attentive to this strategy. The informative posts on these brand pages are
judged to be reiterative of the package information or easily acquired
from personal referrals or other media (Choi et al., 2016; Whiting &
Williams, 2013).

For the entertainment content, several studies have concluded that
although this content is not the primary motivator, it has a positive influ-
ence on social media usage, brand engagement, customer attitudes and
purchase intentions (Athwal et al., 2019; Raacke & Bonds-Raacke, 2008;
Shareef et al., 2018). In particular, Rohm et al. (2013) found that enter-
tainment is a primary motivational factor to use Facebook or Twitter
among youngsters (20-21 years) but not for individuals over 21 years of
age who are motivated to use these sites because of their information
content. Despite this evidence, the entertainment, social interaction and
remuneration contents on the advertisement of health brand pages were
judged limited by participants. Although the main objective of users of
healthy brand pages is to care for their health, they are also interested in
sharing their thoughts and fears with others and in being part of a com-
munity. Therefore, companies should fulfil the recreation expectations of
consumers and provide pleasant experiences on their brand pages.

Indulgent food brand pages are better at satisfying the needs of their
consumers, specifically in terms of the relational and remunerative con-
tent. Brand managers of these companies put a greater emphasis on pro-
viding gratifying relational content, such as the sense of being part of a
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social group and participating with family or friends. Indulgent food
brand fan pages also provide more interesting remunerative content
through promotions, including gifts of the brand. The results of this
study are consistent with the findings of previous studies. Shi et al. (2016)
highlighted that economic rewards and benefits are significant to con-
sumers. Offering prizes, promotions or free products motivates consum-
ers to use the brand fan pages. The games included in the indulgent brand
page advertisement tempt consumers to interact with the brand. The
analysis of the qualitative information provides evidence that consumers
receive different types of rewards depending on the brand category,
namely, healthy and indulgent.

Some concurrences were also identified; in particular, consumers of
both brand categories stated they do not like to see irrelevant messages
posted by other consumers (Hur et al., 2017), but they appreciate the
extra information provided about new product launches and attractive
posts of other users (Choi et al., 2016; Ho et al., 2013). Meanwhile, the
negative comments posted by some consumers, not adequately handled
by brand managers, decrease the perceived gratification and promote co-
destruction (Dolan et al., 2016; Kang et al., 2014). The interaction of the
brand with consumers via comment replies, solutions to service problems
and participation support generates feelings of connection and enhances
the quality of the relational experience (Hudson & Thal, 2013).

Conclusion

The current global trend towards healthy foods extends to emerging
economies. In the case of Latin America the increasing rates of obesity,
diabetes and heart disease drive the demand for natural, healthy and
organic products. Although the healthy food market is small compared
with the indulgent food market, some outstanding companies are con-
tributing to its expansion. For example, Aires de Campo is a Mexican
company managed by a network of organic producers that develop
healthy products, including frozen foods and groceries that are distrib-
uted in the national and international market. Currently, food companies
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need to take care of both healthy and indulgent markets by applying
tailored social media advertising strategies. To design these differentiated
advertising strategies, companies must know their audience, understand
their needs and wants and provide the expected gratifications on their
brand fan pages to stimulate engagement and interaction.

This chapter contributes to the extant literature on consumer—brand
interactions driven by social media by identifying what gratifications
consumers receive when they use brand fan pages in the context of emerg-
ing economies. As far as we know, this is the first study that uses UGT to
determine whether food companies of two contrasting categories, indul-
gent and healthy brands, provide the content (i.e. emotional, informa-
tional, relational and remunerative) consumers expect to get when they
decide to interact with their favourite brands via brand pages.

The results of the study indicate that consumers of indulgent brands
obtain greater gratifications from participating in brand fan pages than
consumers of healthy brands. Therefore, manufacturers of healthy foods
should determine how to deliver more exciting and novel informational
content to brand page users. Moreover, although the main objective of
healthy consumers is to maintain a healthy lifestyle, they expect healthy
brand pages to also satisfy their need for entertainment, social interaction
and rewards. Based on these findings, this chapter provides some recom-
mendations to brand managers to enhance the gratification obtained by
consumers of emerging economies when interacting with brands on
social media.

Managerial Implications for Emerging Economies

Healthy food brands have fewer followers than indulgent food brands.
Therefore, healthy food manufacturers should invest more in designing
useful and engaging content for their followers. Currently, healthy brand
pages mainly provide nutritional information content (Chrysochou,
2010). However, the present study’s findings reveal that this information
needs to be more attractive and different from the information provided
by other means, for example the product package. Consumers want
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timely information about new product flavours and presentations and
ideas about how to use the products in healthy dishes. Brand managers
can launch a campaign named ‘Design Your Happy Healthy Menu’,
which requires consumers to upload photos or videos of their recipes
using the company’s products. Asking influencers to be the first to submit
their menus can be an appropriate strategy to maximise reach and visibil-
ity. This campaign would further add to the entertainment and relational
content. Companies should also try fulfilling the inspirational mood of
people via the power of sports, as practising a sport is part of a healthy
lifestyle. Thus, promoting the discussion around large sports events can
increase social interaction and informational content.

To enhance the entertainment and relational content, we suggest com-
panies engage audiences with fun and pop culture from their countries.
Mexico and other Latin American countries, for example, Brazil and
Colombia, are well known to be friendly countries, with plenty of tradi-
tional festivals that brands could include in their social media advertising.
Healthy living influencers could become a proper communication chan-
nel between consumers and the brand and promote a sense of belonging
to a group, which is critical for individuals (Leung, 2009; Muntinga
etal., 2011).

Regarding the remunerative content, which is another relevant con-
tent (Shi etal., 2016), especially for the consumers from emerging econo-
mies, our recommendation to healthy food brand managers is to sponsor
TikTok challenges and reward consumers with promotions, discounts
and prizes. Managers must continuously change the remunerative con-
tent of brand fan pages by including streaming events or games that con-
sumers can play with their friends to take advantage of the collectivist
culture that characterises countries such as Mexico.

Indulgent food brands seem to work harder to provide consumers with
the expected remunerative and relational content. For example, both
Coca-Cola and Doritos promote relational content by encouraging the
inclusion of all individuals, regardless of colour, gender or sexual orienta-
tion; this puts them at an advantage to have more followers than healthy
food brands. Indulgent brand managers should continue to apply this
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and other similar strategies to assure the loyalty of the brand followers.
They can select events of interest (e.g. animal care and public health
problems) to grab the attention of consumers, give them the opportunity
to learn about topics, and inform how the brand supports and economi-
cally back them. These events also provide the time and space to get
people together and increase the affinity with the brand.

Regarding public health problems as COVID-19, the indulgent brand
may reinforce the notion of closeness by emphasising the importance of
social distancing as a means to contribute to community welfare. Research
acknowledges that brands that excel at social media may attract other
consumers outside their target market. Thus, indulgent brands can
increase the number of users on their brand fan pages with campaigns
such as ‘Crash the Superbow!” (Doritos) and ‘Share a Coke’ (Coca-Cola).

Indulgent brand managers can even generate more entertaining con-
tent by creating and sharing humorous stories involving daily life events.
For example, Memac Ogilvy’s campaign of Coca-Cola in Turkey became
aviral phenomenon because it used humour to address consumers’ addic-
tion to smartphones. Finally, the participation of influencers could also
be a proper strategy for indulgent food brands to respond to the negative
comments about their product’s unhealthiness. Designing a sound strat-
egy requires knowing how to respond to media platforms, especially
when a problem arises. Therefore, instead of a defensive strategy, influ-
encers can respond humorously or recall the products sensory experi-
ence. Managers should not be afraid to show the brand as it is, with its
strengths and limitations, because people prefer to relate to authen-
tic brands.

We hope managers find the chapter’s recommendations useful and
provide the needed gratification consumers are looking for on social
media. The use of social media advertising especially in Mexican cities
with limited Internet infrastructure may be complementary to traditional
mass communication given the Internet penetration rate in the country
(71%) is lower than the percentage of Internet users in developed coun-
tries (87%) and America (77%).
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Appendix 1 Informant Profile

Brand
No. Name Age Gender Education Status  selected  Occupation
1  Ana 31 Female Master Married Special K HR specialist
2 Caro 38 Female College Married All-bran  Business owner
3 Diana 28 Female College Married Special K Teacher
assistant
4  Elizabeth 29 Female Master Single Special K Business owner
5 Fabiola 30 Female Master Single All-bran  HR specialist
6  Gabriel 24 Male College Single Nestlé College
Fitness student
7  Hilda 28 Female PhD Single Special K PhD student
8 Ivan 31 Male PhD Married Nestlé PhD student
Fitness
9 Juan 40 Male College Married Special K Teacher
10 Liliana 30 Female Master Single Special K IT analyst
11 Mario 28 Male College Married All-bran  IT analyst
12 Nora 38 Female College Married Special K HR specialist
13 Oliva 28 Female College Single All-bran  Photographer
14 Pablo 38 Male College Divorced Special K Unemployed
15 Rodrigo 31 Male  Master Single Special K IT analyst
16 Alberto 28 Male College Single Special K Employee
17 Sergio 31 Male College Single All-bran  Graphic
designer
18 Ulises 37 Male High Married Nestlé Business owner
school Fitness
19 Victoria 38 Female High Single Special K Lab assistant
school
20 Tania 36 Female PhD Single All-bran  Business owner
21 Bruno 31 Male College Married All-bran  Business owner
22 Cesar 36 Male College Single All-bran  Quality analyst
23 Daniel 28 Male College Divorced Coca-Cola Employee
24  Flavio 22 Male High Single Coca-Cola Student
school
25 Sara 32 Female High Single Doritos Secretary
school
26 Michael 36 Male College Married Doritos Business owner
27 Celia 29 Female High Married Doritos Unemployed

school
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Appendix 2 Description of Selected Brand
fan Pages

Health Food Brand fan Pages

Special K Nestlé Fitness All-Bran
General data 3,311,495 people 5,291,958 people 32,312 people liked
liked this. liked this. this.
3,306,155 people 5,290,188 people 32,169 people
followed this. followed this. followed this.
Marketing It suggested that It suggested the It suggested making
campaign everyone was positive care of dinners based on
powered by inner oneself, trying to  this product
strength and promote mental because it
increase the well-being and contained fibre
capabilities of exercise. and helped people
women. sleep well.
Slogan ‘l am strong’ ‘My summer ‘Eat fibre’
fitness’
Demographics Adults over 18 years Adults over Adults over 18 years
of age 18 years of age of age
Personal Participants are identified by their Facebook nickname. Their
disclosure photo or avatar is shown with each comment.

Indulgent Food Brand fan Pages

Coca-Cola Doritos
General data 106.047.086 people like the  16.473.577 people like the
page. page.
106.056.379 followers 16.466.280 followers
Marketing It suggested all persons are It suggested that all
campaign equal and promote respect individuals have an inner
and love between people. strength that makes us
better people.
Slogan ‘Feel the taste’ ‘Discover your true strength’
Demographics  Adults between 18 and Adults between 18 and
40 years of age 40 years of age
Personal Participants are identified by their Facebook nickname. Their

disclosure photo or avatar is shown with each comment.
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Corporate bodies in emerging markets have resorted to healthy lifestyle
branding through the creation of promotional message appeals using
healthy lifestyle mediums for non-health-related products and direct
health-related taglines created for branding and promoting health-related
products (Global Wellness Summit Report, 2020). Unhealthy lifestyle
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and its antecedent consequences continue to dominate global economies’
health budgets (Saraswat, 2013). The global picture of lifestyle-related
diseases indicates a continuous surge in obesity, diabetes, high blood
pressure, and cardiac issues (World Health Organization, 2020). These
can be traced to lack of physical activity, ever-increasing fast foods eatery
chains, and the complex nature of work-life balance brought by the
demands of today’s corporate operational architecture (Ashakiran &
Deepthi, 2012). The World Health Organization (WHO), for example,
estimates that in the next ten decades, there will be a 40% surge in the
already existing 1.6 billion overweight adults across the world (World
Health Organization, 2020).

In emerging economies, an unhealthy lifestyle is largely promoted by
sprawling urban developments and adaptation to modern cosmopolitan
lifestyles including gated communities with a full complement of social
goods like shopping centres, fast food dinners, and easy access to trans-
portation (Herzog, 2015). Admittedly, these new developments make
living comfortable; however, people living in such communities still do
not find the urge to engage in physical activities, even though facilities for
physical activity have been adequately provided. Urban living and a
healthy lifestyle do not only relate to the affluent and their bad food and
physical activity decisions, but also have much to do with the high rate of
rural-urban migration in emerging economies. For example, the increas-
ing urbanisation as a result of large rural-urban migration has profound
consequences for obesity as a non-communicable disease (Cockx et al.,
2018). This is due to governments’ inability to equally distribute resources
to these new peri-urban settlements, therefore forcing people to make
unhealthy food choices due to healthy food price differentials (Sanders
et al., 2008). In South Africa, for example, people who migrated from
rural areas to urban centres in Cape Town linked changes in eating pat-
terns and levels of physical activity to socioeconomic and environmental
constraints (Stern et al., 2010).

In response to these seemingly public health crises brought by
unhealthy lifestyles, governments worldwide, including those in emerg-
ing economies, have initiated interventions that seek to alter attitudes
and norms regarding healthy lifestyle behaviour (Arena et al., 2015).
Corporate organisations have complemented these efforts from the
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beginning as part of their corporate social responsibilities. However, cor-
porate bodies in contemporary times are beginning to find a strategic fit
to bridge the gap between creating awareness, changing unhealthy habits,
and branding and communicating these while also promoting corporate
brands. This synergy was highlighted throughout the COVID-19 pan-
demic as companies used their marketing to showcase their brand while
also promoting COVID-19 protocols awareness and adherence (He &
Harris, 2020; Sheth, 2020).

Thus, this chapter contributes to a deeper understanding of consum-
ers healthy lifestyle motivations and how these motivations may serve as
essential ingredients for branding and marketing communications.
Segmentation theory is considered equally vital in social and health mar-
keting to determine an ideal clustering of unhealthy and healthy lifestyle
consumers for marketing attention. The next section begins with a brief
conceptualisation of lifestyle and healthy lifestyle. The rest of the chapter
focuses on how corporate organisations promote healthy lifestyle behav-
iour and its impact on their brand(s). It also explores the key factors that
predispose consumers to adopt desirable healthy lifestyle behaviours,
serving as the basis for segmentation, targeting, and positioning healthy
lifestyle branding and communication efforts.

Healthy Lifestyle: The Creation of a Healthy
Lifestyle Consumer

Lifestyle generally describes how people live and spend their time and
money. It portrays patterns of actions that differentiate people. For exam-
ple, some people go to the gym every morning before work. Others
resolve to eat only organic products, whereas others integrate health-
promoting technologies into their daily routines and self-identity (Dean
etal., 2012; Gupta et al., 2020). Lifestyle helps us understand what peo-
ple do, why they do what they do, and the meaning of their actions to
themselves and others (Vyncke, 2002). People’s actions to maintain
health-promoting behaviours, their rationale, and what those actions
imply constitute healthy lifestyle choices (Chen, 2011; Mai &
Hoffmann, 2015).
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Many habits, activities, interests, and behaviours constitute an
unhealthy lifestyle. Bloch (1984) provided a classical definition of a
healthy lifestyle as a signpost of what is acceptable “as an orientation
toward the prevention of health problems and the maximization of per-
sonal wellbeing”. von Bothmer and Fridlund (2005) describe a healthy
lifestyle as comprising not smoking, alcohol consumption avoidance,
healthy food habits, physical activity, and stress management. Chen
(2009) conceptualises a healthy lifestyle as containing three underlying
features: natural food consumption, health care, and life equilibrium.
Specifically, natural food consumption relates to consuming fresh fruits
and vegetables and an interest in reducing one’s consumption of red
meat, processed food, or food with additives (Gil et al., 2000). Health
care focuses on consumers’ interest in keeping themselves healthy by
engaging in sports, pursuing natural diets, controlling salt intake, and
regularly checking their health (Gil et al., 2000). Lastly, life equilibrium
concerns consumers’ real interest in maintaining a positive work—life bal-
ance, living in a methodical and ordered fashion, and seeking to mini-
mise stress (Gil et al., 2000).

Risk Factors Associated with Unhealthy Lifestyle

Poor and unhealthy lifestyle diseases manifest risk factors similar to four
modified lifestyle behaviours: unhealthy eating, smoking, excessive alco-
hol consumption, and physical inactivity. These can result in the develop-
ment of chronic diseases such as stroke, diabetes, obstructive pulmonary
diseases, obesity, metabolic syndromes, and, recently, some forms of can-
cer (WHO, 2003). To minimise these risks, many consumers have
increasingly begun avoiding harmful products and have turned their
attention towards green or eco-friendly products to improve their health
and health behaviours (Sharma et al., 2020).

However, before personal wellbeing is maximised, there is the need for
alignment between how people perceive themselves (self-identity) and
their behavioural intent (action) as the basis for predicting behaviour
(Oyserman et al., 2012). For example, people who see themselves as fit-
ness enthusiasts make great efforts to sustain physical activities.
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Self-identities move beyond their group and social affiliations to present
a more dynamic underlying influence that drives people’s emotions,
thoughts, and behaviours in varying contexts (Dominick & Cole, 2020).
The underlying crux of the self-identity theory is to explain behavioural
action and intent as a function of the congruence between the behaviour,
action, and trait identified self-emotions and thoughts that eventually
drive the needed motivation for lifestyle changes.

Therefore, in describing the healthy lifestyle consumer, it must be
noted that the basis of becoming part of this segment is the conscious
effort to engage in all choices that sustain such nomenclature. Admittedly,
in most developing economies, the statistics on healthy consumer life-
style adaptations tend to be relatively insignificant compared to those not
choosing healthy lifestyle habits, and this is evident in the public health
expenditure on lifestyle-based diseases (Jakovljevic et al., 2019). Despite
this observation, the healthy lifestyle consumer has been cultivated by the
efforts of both national and corporate-led interventions through aware-
ness creation and alternative living choice provisions, as evidenced by the
rise of the healthy food market and fitness and exercise businesses (Salter

& Dickson, 2020; Essen & Englander, 2013).

Segmentation in Social and Health Marketing

Market segmentation is commonly used in commercial sector marketing
but is gaining much traction in social marketing (French., 2017). Market
segmentation describes “the process of dividing up the market into
homogenous segments and then developing unique marketing programs
for individual target segments” (Rundle-Thiele et al., 2015, p. 524).
Dividing target audiences into homogenous groups within a heteroge-
neous population is essential for effective targeting and positioning (Arli
et al., 2017; Fujihira et al., 2015). The application of segmentation the-
ory to social marketing phenomena is crucial to ensure the effective and
eflicient use of scarce resources (Rundle-Thiele etal., 2015). Segmentation
is based on the first marketing principles that suggest that people in any
population are different and change over time. However, since resources
are limited, and competition is continuously intensifying, people with
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similar needs and wants should be identified and targeted with appropri-
ate marketing offerings and interventions to achieve competitive advan-
tage (Palmatier & Sridhar, 2017).

One crucial area where segmentation has proved useful is the domain
of healthy lifestyles. The lifestyle concept has become an essential basis
for segmenting and targeting consumer groups, and it is broadly defined
as an element of psychographic segmentation (Arli et al., 2017; Vyncke,
2002). Lifestyle research generally combines the activities, interests, and
opinions and other segmentation bases to develop groups” unique typolo-
gies through cluster analysis (Rundle-Thiele et al., 2015). Thus, in gener-
ating a rich profile of homogeneous customer groups, brands that
promote healthy lifestyles may group people according to more observ-
able criteria such as demographic or geographic basis, or general psycho-
logical or behavioural basis relative to maintaining health-promoting
lifestyles (Vyncke, 2002).

Therefore, segmentation can be achieved mainly through one or a
combination of demographic, geographic, psychographic, and behav-
ioural factors (Kotler & Keller, 2012). Specifically, demographic segmenta-
tion uses age, income, gender, education, race, generation, occupation,
marital status, family size, family life cycle, social class, nationality, and
religion to identify the appropriate target audience (Kotler & Keller,
2012). Geographic segmentation uses locations where people reside, such
as urban, rural, peri-urban, town, municipality, metropolis, city, region,
or country, to achieve a suitable target audience (Kotler & Keller, 2012).
Similarly, psychographic segmentation employs psychosocial factors to
divide a heterogeneous population into an ideal target segment based on
people’s attitudes, knowledge, self-identity, values, emotions, interests,
abilities, awareness, personality, social norms, intentions, and other facili-
tating factors (Kotler & Keller, 2012). Lastly, behavioural segmentation
utilises habits, occasions, user status, usage rate, benefit sought, and loy-
alty status to achieve ideal target segments (Kotler & Keller, 2012). The
ideal segment formation should be determined based on whether the tar-
get audience is measurable, accessible, sustainable, substantial, and dif-
ferential enough to warrant marketing attention (Arli et al., 2017).
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In the next sections, we explain some brands’ promotion and commu-
nication strategies for positioning healthy lifestyle brands as promoters
and representatives of good health.

Brands’ Promotion and Communication Strategies
for Positioning of Healthy Lifestyle Behaviour
in Emerging Economies

Business organisations have adopted a strategic stance of using a healthy
lifestyle as a critical theme to brand, communicate, and promote their
products and services to enhance brand equity in the long run. The rea-
son for this phenomenon is not farfetched. A cursory look at the healthy
lifestyle-driven marketplace shows tremendous growth in healthy
lifestyle-related businesses largely driven by the health and wellness move-
ment across the world (Global Wellness Summit Report, 2020).
According to the Global Wellness Summit (GWS), the health and well-
ness market is at $4.3 trillion and is still growing. Some of the critical
sectors identified by the GWS include, but are not limited to, wellness
tourism, wellness lifestyle, real estate, sleeping well, and sexual wellness.
Specifically looking at the food sector, Wunsch (2020) observed that the
global health and wellness food market is projected to increase from
$701.12 billion in 2016 to $811.82 billion in 2021.

This immense economic value created by the health and wellness
movement across the globe has created the right impetus for business
organisations to naturally take advantage of these opportunities through
the branding, promotion, and communication of products and services.
These opportunities relate to health and wellness or the creation of pro-
motional overlays with healthy lifestyle themes in cases where they do not
deal directly with health and wellness products and services. There are
several ways in which business organisations brand, promote, and com-
municate health and wellness-related products and services within emerg-
ing economies (Bligh, 2018).

In tourism alone, there is a plethora of diversifications in terms of the
offerings available for exploring health and wellness leisure. For example,
some healthcare facilities within emerging economies have been able to
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develop niche medical expertise and service provision that attracts per-
sons interested in specific medical care to engage in medical tourism. For
example, in the Middle East, the United Arab Emirates in 2014 revealed
plans to build 22 hospital facilities to strategically attract tourism and
boost its economy by up to approximately USD 704 million from neigh-
bouring countries and Europe (Kannan, 2014).

Major hospitals brand these services as a complete service package of
wellness and relaxation to potential clients (Enderwick & Nagar, 2011).
Indeed, medical tourism has become popular due to long waiting lists
and high costs in developed economies; hence facilities within emerging
economies communicate and promote this service as fast, responsive, and
dependable to attract clients from wealthy nations (Bookman &
Bookman, 2007; Connell, 2006).

Businesses offering culinary services have also carved a niche for desti-
nation tourism, offering a one-stop gastro-tourism experience. Not to be
confused with the usual food tourism, gastro-tourism is branded as an
authentic, memorable food and beverage experience that includes behind-
the-scenes observations laced with cultural and specific regional or coun-
try insights and hands-on food and beverage participation experience
within a festive or casual context (Hall & Mitchell, 2005). Gastro-tourism
is branded, promoted, and communicated for its ability to deliver a dis-
tinctive food and beverage experience to tourists seeking unique, healthy,
and traditional food and beverages, especially for middle-aged travellers
in developed economies who form a significant demographic segment for
gastro-tourism oriented businesses (Williams et al., 2014). The Carribean
Tourism Organisation (2008), for example, reports that large parts of the
Caribbean, North Africa, and India and some parts of Asia are progres-
sively reporting a high turnout of culinary tourists through international
food festivals such as the Cayman Cookout, the St Croix Food and Wine
Experience, the Vegetarian Festival in Thailand, and the National Street
Food Festival in India.

An emerging trend in healthy lifestyle branding is to represent func-
tional benefits of products as having efficacy in either promoting or
enhancing the health and wellness of consumers (Chrysochou, 2010). In
practice, most of these consumable commercial brands tend to use experts
in health and nutrition to give their promotional messages credibility
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with regard to functionalfoods’ nutritional claims (Corbo et al., 2014).
Other consumable brands also represent their healthy lifestyle products
through product differentiations that allow them to have product exten-
sions representing the promotion of a healthy lifestyle to consumers
explicitly (Carrete et al., 2018). A global brand like Coca-Cola, for exam-
ple, has found the need to satisfy a growing segment of its consumers
who take their healthy lifestyle seriously by creating a sugar-free Coca-
Cola product not only to satisfy them but to continuously keep and
attract potential consumers who fall in this segment (Moss, 2013). For
example, Coca-Cola South Pacific launched Coca-Cola No Sugar as a
major reaction to a public health crisis of obesity and diabetes. The aim
was to cater to a segment of the population and health experts calling for
business organisations to be responsible for consumable product design
by ensuring the promotion of a healthy lifestyle and wellness (Green,
2017). In the promotional campaign brief, Marina Rocha, Group
Marketing Manager at Coca-Cola South Pacific, reiterated the need for
promoting healthy lifestyle choices by brands by stating:

We know many of those people who love the taste of Coca-Cola are look-
ing for ways to [decrease] their sugar intake. The new Coca-Cola No Sugar
offers a great new choice for those who love the taste of Coke but are con-
scious of their sugar intake. (Rocha, 2017)

In the organic food market, trust is an important component of driving
attitudes and purchase intentions (Teng & Wang, 2015). The organic
food industry thrives on consumer trust, in the process leading to organic
food production so that businesses promoting organic foods use verifi-
able production processes for branding, promotion, and communication
of organic food brands to consumers through labelling (Anisimova &
Sultan, 2014). Organic foods generally have been branded as “healthful-
ness” and have continuously driven the healthy food market due to con-
sumers growing health consciousness (Hemmerling et al., 2015). The
central theme running through promotional messages for organic foods
is the absence of chemicals, pesticides without hormones, and genetically
modified organisms (Abrams et al., 2010; Dean, Raats, & Shepherd,
2008). Beyond labelling, organic foods are also branded and promoted
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based on the moral obligation for environmental concerns and consump-
tion sustainability, as evident in the growing worldwide “green” move-
ments (Lazzarini et al., 2016).

In response to the growing healthy lifestyle consumer movement, Fast
Moving Consumer Goods (FMCGs) across emerging markets have
resorted to branding and promoting a healthy lifestyle as a strategy for
sustainable business continuity (Kemp & Bui, 2011; Tandon & Sethi,
2018). These organisations use different healthy lifestyle branding and
promotion strategies. For example, the use of prompting engagements,
links to health information, featured fruits, vegetables, and grains, and
hashtags were prominent, while others used more facts and statistics and
real-world tie-ins and a less optimistic tone (Klassen et al., 2018). For
most FMCGs in emerging markets, a healthy lifestyle is branded as an
integral part of what either the corporate brand (for umbrella brands) or
the product brands represent and stand for, hence positioning themselves
as trustworthy brands in the minds of consumers (Kraak et al., 2009).
The next section explains critical factors that have been identified as
enablers of healthy lifestyle behaviours, which may serve as appropriate
bases for segmenting and targeting individuals for practical brand posi-
tioning efforts.

Enablers of Healthy Lifestyle Adaptation

In discussing the enablers of healthy lifestyle adaptation, critical attention
must be given to the corporations due to their complex role as economic
and social agents. Corporations use business practices such as product
design, advertising, pricing, and distribution to maximise profit and
reach business goals. Consumption in the twentieth century was a marker
of modern lifestyles and affluent living, such as sugar consumption,
which was driven mainly by the outputs of these vast corporations
(Freudenberg, 2012). However, in the twenty-first century, corporations
began shifting consumption to low- and middle-income countries to
expand their markets due to stiff competition. The result of this move is
the changing lifestyle of these so-called low-income countries, such that
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consumption and lifestyle patterns are beginning to look like those seen
in affluent nations (Popkin et al., 2012).

Corporations are therefore massive influencers of lifestyle through
their operational activities of producing and marketing goods and ser-
vices that either promote or inhibit healthy life choices (Freudenberg,
2012). Furthermore, they wield enormous capacity to use big data, arti-
ficial intelligence, and data analytics to predict and describe consumer
behaviour in ways that allow for demographic, psychographic, and geo-
graphic zoning, segmentation, and economic development purposes
(Freudenberg, 2012).

Admittedly, although other forces such as culture, religion, govern-
ments, and family influence health-related behaviour, corporations con-
tinue to dominate the space of health-related behaviour influence
primarily due to their enormous economic power (MacLachlan, 2006;
Mathers et al., 2010). Socioeconomic factors also present far-reaching
consequences for healthy lifestyle adaptation. Persons with poorer socio-
economic status are most likely to have poorer health choices and shorter
life expectancy than persons with improved socioeconomic standing
(Mackenbach et al., 2008). The influence of poor socioeconomic status
on healthy lifestyle is manifested through the inability to afford balanced
diets, fruits and vegetables, access to gym facilities, and access to quality
health care and the cost of exploring organic foods and alternative
medicine.

Here, we turn our attention to some prior studies that report findings
on the role of specific and psychographic factors in explaining attitudes
and intentions towards a healthy lifestyle and their implications for

branding.

Demographic Factors

Age. The findings regarding the relationship between age and a healthy
lifestyle are mixed. Whereas Geen and Firth (2006) find that committed
organic food consumers were generally older in the UK, Magnusson et al.
(2001) show that younger people expressed a more positive attitude
towards organic foods and expressed higher purchase intentions for
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organic foods. Yet, older Australians reported higher motivation to exer-
cise and experienced fewer exercise barriers (Newson & Kemps, 2007).
Notably, as one advances in age, they will be more concerned about their
health and may commit to health-promoting and prevention behaviours.
In South Africa, organic food brands are shifting towards younger con-
sumers using healthy lifestyle themes for branding organic food products
such as wines, fruits and vegetables, confectionaries, and pastries (Kisaka-
Lwayo & Obi, 2014).

Gender. Aertsens et al. (2009) provide several studies that support the
view that women are generally more favourably predisposed towards
maintaining good health and positive attitudes and purchase intentions
for organic foods. In a study regarding the motivation to exercise, men
rated the desire for a challenge as a more critical driver for exercise than
women. In contrast, women rated health concerns as a more critical
driver for exercise than men (Aertsens et al., 2009). In terms of barriers
to exercise, women rated health concerns and facilities/knowledge more
highly than men (Newson & Kemps, 2007). Healthy lifestyle-oriented
brands such as organic foods in some Latin American countries have
focused more on women because they are more proactive and motivated,
while men pay attention to their social circumstances in the consumption
of organic foods (Olivas & Bernabéu, 2012).

Income. Grinstein and Riefler (2015) reported that income was posi-
tively related to willingness to pay for environmentally friendly fast-
moving consumer goods. One would expect that higher socioeconomic
status would enable people to engage in discretionary consumption of
products and brands that enhance healthy lifestyles. The decision regard-
ing a gym membership, purchase of wearable watches, and healthy eating
habits may be costly, requiring consumers to commit resources to such
lifestyles. In emerging economies such as South Africa, India, and Brazil,
healthy lifestyle brands have used price discrimination strategy to offer
consumers of different income brackets the chance to stay healthy
(UNDP Human Development Report, 2019). Decathlon India, for
example, has found innovative ways to reduce cost via its supply chain
and R&D and is therefore able to offer competitive prices on its sports
equipment to the Indian population (Kumar et al., 2018).
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Education. Many studies do not confirm a significant positive relation-
ship between education and organic food consumption or healthy life-
styles (Aertsens et al., 2009). However, one would expect that the more a
person is educated, the better their ability in reviewing information
related to a healthy lifestyle (Aitken et al., 2020; Tanner & Kast, 2003),
appreciating the perceived benefits of leading a healthy lifestyle (Gupta
et al., 2020), and following through with health-promoting behaviours
(Mai & Hoffmann, 2012). Indeed, healthy lifestyle brands are mostly
positioned as an extension of enlightened awareness of general wellbeing
for productivity. The educated understand health literature and are better
placed to make more informed choices. In India and South Africa, gov-
ernments are striving to provide adult education to the illiterate adult
population as a means of empowering them to make better health choices
(Vamos et al., 2020).

Psychological Factors
Self-lIdentity

Self-identity (or self-concept) describes a person’s concept or perceptions
of themselves (Singh, 2016; Sparks & Shepherd, 1992). Oyserman
(2009) explains that people maintain consistent behaviours with their
self-identity because choices are identity-based. Identity-based motiva-
tions provide the readiness to engage in identity-consistent actions (Lewis
& Opyserman, 2016). Self-identity is a crucial driver of consumer behav-
iour (Reed et al., 2012). Previous studies report that people choose
healthy lifestyles as a mechanism to enact healthy lifestyles. For example,
Essen and Englander (2013) found that young Swedish consumers chose
organic diet consumption as an identity marker and healthy lifestyle
experience.

Sharma et al. (2020) also find that green self-identity and green self-
concept are related to green purchase intentions and actual purchase
behaviour among some Indian consumers. These individuals use organic
food consumption to express their personality and communicate how
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they desire to be identified by others. Notably, a person’s identity, based
on their choice of diet, physical activity, and healthy lifestyle, may serve
as a motivational basis to establish a sense of uniqueness, group member-
ship, and connection to nature (Essen & Englander, 2013; Sharma et al.,
2020). Wearable watches such as Fitbit Versa Lite and Samsung Galaxy
Watch Active have become important identity markers in Africa and
other emerging markets among young and adult consumers; they have
become essential objects for communicating one’s fitness personality and
healthy lifestyle. Thus, people with healthy self-identity will be more
receptive to brands imbued with healthy lifestyle cues (Kirmani, 2009;
Singh, 2016).

Self-Efficacy and Perceived Behavioural Control

Drawing on Social Cognitive Theory (SCT), researchers establish that
perceived self-efficacy significantly influences consumers’ health-related
behaviours (Luszczynska et al., 2005). SCT maintains that self-efficacy is
a primary and proximal driver of behaviour (Bandura, 1999). Self-efficacy
refers to the extent to which “a person is convinced that (s)he is able to
achieve and sustain a desired goal” (Mai & Hoffmann, 2012, p. 317).
Luszczynska et al. (2005) describe self-efficacy as a trait-like variable that
highlights “people’s beliefs in their capabilities to perform a specific action
required to attain a desired outcome” (p. 439) and relates to a broad
range of health behaviours. High levels of self-efficacy beliefs contribute
to increased exertion of effort to achieve set goals (Bandura, 1999). Mai
and Hoffmann (2012) report that health-conscious consumers who
maintain nutrition self-efficacy apply more cognitive effort to consider
health-related information more favourably. Jackson et al. (2007) find
that health self-efficacy significantly predicted health-promoting lifestyles
among college students in the USA; thus, people who are convinced that
they can reduce their weight and commit to an exercise regime are more
likely to achieve their goals than those who are convinced that they will
be unsuccessful no matter what they do.

Unlike perceived self-efficacy, which is considered internally driven,
perceived behavioural control is externally driven. Perceived behavioural
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control (PBC) describes “the perceived ease or difficulty of performing
the behaviour” (Ajzen, 1991). One’s beliefs determine their PBC, which
may enhance or hinder the performance of a certain behaviour (Aertsens
etal., 2009). Previous studies show that PBC favourably predisposes con-
sumers to positively evaluate green products (Aitken et al., 2020; Paul
et al., 2016). Thus, people who perceive previous or future obstacles in
engaging in healthy lifestyles may be more reluctant to engage in healthy
behaviours. Consequently, marketing practices and brand communica-
tions should encourage heightened self-efficacy and behavioural control
to enact the right behaviours.

Health Consciousness

Health consciousnesses refers to “the degree to which a person plays an
active role in maintaining his or her health” (Mai & Hoffmann, 2015,
p. 65). Health-conscious people demonstrate a strong desire and com-
mitment to enhance or sustain the state of their physical wellbeing
through preventive behaviours and healthcare (Michaelidou & Hassan,
2008). For example, health-conscious consumers may use wearable smart
watches to monitor the condition of their health purposively and pursue
actions that will improve or maintain their health and wellbeing (Mai &
Hoffmann, 2015). Notably, they may decide to seek health-related infor-
mation, join a gym, or engage periodically in running, swimming,
cycling, and following nutritious dieting; all actions derive from their
health-conscious beliefs. Michaelidou and Hassan (2008) empirically
confirmed that health-conscious consumers had a positive attitude
towards healthy lifestyles and expressed positive intentions to purchase of
organic foods. In a study among German consumers, Mai and Hoffmann
(2015) found that health-conscious consumers are more interested in
gathering appropriate information about healthy and natural foods and
are engaged in frequent shopping for healthy rather than unhealthy prod-
ucts. Health consciousness encourages searching for nutritional informa-
tion and purchasing organic products (Rana & Paul, 2017). Using data
from Taiwan, Chen (2009) reports that health consciousness leads to
healthy lifestyles and influences positive attitudes towards organic foods.
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Thus, increasing consumers’ health consciousness may contribute to their

healthy lifestyle behaviours.

Susceptibility to Interpersonal Influence
and Subjective Norms

Consumer susceptibility to normative influence concerns “the need to
identify or enhance one’s image with significant others through the acqui-
sition and use of products and brands, and the willingness to conform to
the expectations of others regarding purchase decisions, and/or the ten-
dency to learn about products and services by observing others and/or
seeking information from others” (Bearden et al., 1989, p. 474).
Interpersonal influences are strong predictors of consumer behaviour in
many consumption contexts (Martin etal., 2008; Shukla, 2011). Bearden
et al. (1989) highlight two characteristics of susceptibility to interper-
sonal influences: (a) normative interpersonal influence, that is, the ten-
dency to conform to the expectations of others to enhance their self-image
and (b) informational interpersonal influence, that is, the tendency to
accept information from others as evidence about reality (Bearden et al.,
1989, p. 474). Thus, consumers who are highly susceptible to interper-
sonal influence often use reference group cues as self-appraisal standards,
self-image enhancement, or as a source of personal norms and attitudes
(Batra et al., 2001).

Barauskaite et al. (2018) explain that some consumers opt for healthy
foods to impress others. They confirm that high susceptibility to interper-
sonal influence has a strong impact on functional food choices (i.e. foods
laden with vitamins, minerals, and active cultures to enhance bodily
functions and improvements in health and wellbeing). This, in turn,
influences purchase rates for functional foods. Khare (2014) found that
normative and informational susceptibility to interpersonal influence dif-
ferentially influences green attitudes and ecologically conscious purchase
behaviour of Indians. Gupta et al. (2020) show that social comparison
tends to influence the perceived health outcomes and user satisfaction of
smart wearable watches. Thus, since emerging markets are generally col-
lectivist and interdependent cultures (cf. Markus & Kitayama, 1991),
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healthy lifestyles can be encouraged through the mechanisms of interper-
sonal influences from reference groups. They can shape health-related
behaviours by enacting norms of appropriate health behaviours and pro-
viding health-relevant information.

Environmental Concerns and Sustainability Issues

Environmental concerns relate to “consumer awareness about the nega-
tive effect of development on the environment” (Gil et al., 2000, p. 212).
The growing trend favouring the consumption of organic foods and
healthy lifestyles may be linked to increased environmental concerns
(Dean et al., 2012). More consumers in the West and recently in emerg-
ing markets are becoming more interested in green marketing (Borin
et al., 2011; Strizhakova & Coulter, 2013). Because more consumers are
demanding environmentally friendly food products, many firms are
responding by producing and marketing foods sourced and marketed in
an environmentally sustainable manner (Khare, 2014; Strizhakova &
Coulter, 2013). Environmental consciousness refers to “the degree to
which an organisation produced a product which is advantageous to the
natural environment while minimising negative impacts on the environ-
ment” (Kang & James, 2007, p. 310). There is growing concern about
the use of pesticides and chemicals in farming and additives in food pro-
cessing, causing environmental concerns to influence ecological food
considerations (Rana & Paul, 2017). Thus, ecologically conscious con-
sumers find a firm’s green branding and sustainability practices very
important in influencing their green consumption behaviour and healthy
lifestyles (Khare, 2014). Many firms find green marketing in emerging
markets a welcome trend and embrace it to influence corporate social
responsibility and strategy considerations (Ofori & Hinson, 2007).

Global Consumption Orientation

Many consumers worldwide are resorting to common health-promoting
behaviours as an expression of their global consumption orientation.



164 E. S. Quaye and L. E. K. Ameyibor

Globally oriented consumers maintain a strong preference for global
brands and lifestyle alternatives (Westjohn et al., 2016). Globalisation of
healthy lifestyles has produced globally oriented consumer segments that
are concerned about their health. They tend to seek common healthy
lifestyle behaviours on a global rather than a national basis (Westjohn
et al., 2016). Social media platforms amplify health-promoting behav-
iours, where many people frequently share their health milestones (e.g.
calories burned, running or cycling miles achieved) with like-minded
global consumers (Makri et al., 2019). Such behaviours include yoga
clubs, gym memberships, and organic food patronage to enact their
healthy lifestyles. There is a growing trend worldwide for smart fitness
watches to monitor the state of one’s health, track activities (e.g. walking,
running, and cycling), provide hedonic benefits, and act as fashion acces-
sories (Gupta et al., 2020). In their study of six emerging markets from
South East Asia and Latin America, Salnikova and Grunert (2020) found
that globally oriented consumers place greater importance on sustain-
ability attributes and environmental concerns in their food choices.
Moreover, cosmopolitan consumers are more concerned about sustain-
ability and environmental issues than less cosmopolitan consumers
(Grinstein & Riefler, 2015). Thus, consumers who desire global citizen-
ship through global brands may find smart wearable watches appealing
and are attracted to green marketing since they promote health-promoting
behaviours on a global scale (Strizhakova et al., 2008).

Consumer Knowledge

Limited knowledge about the benefits of sustainable consumption and
healthy lifestyles triggers negative consequences for the environment and
human health effects (Xie et al., 2015). Consumers with actionable
knowledge about environmental issues and health-related behaviours are
more likely to overcome barriers that impede their decisions to make pro-
environment behaviour choices and take health-promoting actions.
Tanner and Kast (2003) reported that being sufficiently knowledgeable
to decide between environmentally friendly and environmentally harm-
ful products encouraged appropriate green consumption actions.
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Consumers armed with useful information about the benefits of living
healthy lifestyles through organic consumption and physical activity are
more likely to consider their decisions essential and increase their organic
food consumption. A deeper understanding of organic foods as good for
the environment and healthier than traditional foods promotes positive
attitudes and purchase intentions for organic foods (Aitken et al., 2020;
Tanner & Kast, 2003).

Attitudes Towards a Healthy Lifestyle

Since attitudes strongly influence healthy lifestyle behaviours, they can be
called upon to explain consumers’ food choices and physical activity ini-
tiation, and to provide purposeful monitoring of alcohol and tobacco
consumption, as well as the maintenance of life equilibrium (Gil et al.,
2000; Tuorila, 1997). An attitude can be defined as “a psychological ten-
dency that is expressed by evaluating a particular entity with some degree
of favour or disfavour” (Eagly & Chaiken, 1993). Attitudes may include
the evaluation of objects or behaviours for their hedonic function (pleas-
ant or unpleasant, good or bad, negative or positive) or utilitarian func-
tion (useful or useless, important or unimportant, beneficial or harmful)
(Batra & Ahtola, 1991). Previous studies report that consumers’ attitudes
towards a healthy lifestyle (e.g. organic food consumption) lead them to
buy healthy foods (Chen, 2009; Dean et al., 2012). For example, Chen
(2011) reports that Taiwanese consumers’ willingness to purchase func-
tional foods was heavily influenced by their attitudes defined by the per-
ceived rewards, necessity, confidence, and safety of functional foods.
These attitudes exerted more significant influence when consumers were
more health-conscious and sought to lead a healthy lifestyle. Thus, when
consumers maintain a positive attitude towards physical exercise or veg-
etarian food, they are more likely to behave consistently with their atti-
tudes by engaging in regular exercise, recycling, and buying and eating
organic foods (Paul et al., 2016).
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Recommendations for Healthy Lifestyle
Branding and Promotions

Thus far, the review provides many bases on which brands may position
themselves in the healthy lifestyle domain to achieve competitive advan-
tage. Health-related issues are gaining attention due to many factors
examined in this chapter. This section provides insights into how brands
may benefit from developing appropriate brand positioning strategies to
improve brand equity.

Target Older and Younger Consumers with Unique
Brand Propositions

There are studies that show that older consumers are generally more likely
to purchase products and brands that support consumers’ healthy life-
styles (Magnusson et al., 2001; Newson & Kemps, 2007). Similarly,
younger consumers are also found to seek healthy lifestyles due to glo-
balisation influences and an orientation towards the globalised market-
place. Thus, brand communications should be designed with unique
propositions that focus on specific needs and attitudes towards healthy
lifestyles. Older consumers may pursue health-promoting behaviours to
improve their current health conditions or avoid future health problems.
In contrast, younger consumers may look at a healthy lifestyle as a means
of achieving a particular self-identity (Dean et al., 2012).

More Focus on Female Consumers

Female consumers are generally more likely to lead healthy lifestyles than
their male counterparts (Aertsens et al., 2009). Brand positioning com-
munications that encourage healthy lifestyles should target female con-
sumers first, before their male counterparts. Females are more likely to be
concerned about their health and deliberately take actions to improve it.
This knowledge should guide health-promoting brands to target
appropriately.
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Socioeconomic Status Is Relevant for Identifying
Health-Conscious Consumers

People in the high-income bracket are more likely to buy organic foods
and purchase smart wearable watches to gauge their health. Thus, income
should be included in selecting appropriate target segments, as higher
income levels have been associated with organic food consumption and
propensity to engage in physical exercise. Firms that promote gym equip-
ment sales may target high-income consumers.

More Education to Promote Healthy Lifestyles

People with high education do not necessarily engage in healthy lifestyles.
Aertsens et al. (2009) report a lack of sufficient basis to establish a strong
link between higher education and health-promoting behaviours. To
achieve brand prominence among highly educated consumers in the
health products space, firms should provide a more compelling rationale
for why educated consumers should engage in health-promoting behav-
iours. This approach should be aligned with more general psychological
factors, such as their values, personality, interpersonal influences, and
social norms and ethics, to ensure behavioural change.

Linking Health Self-ldentity to Brand Identity

The review shows that people tend to maintain consistency between their
self-identity and domain-specific behaviours (e.g. Oyserman, 2009;
Singh, 2016). To improve healthy lifestyle branding, firms need to imbue
their brands with identifiers that reinforce consumers’ health or green
self-identity. Torelli et al. (2012) explain that brand concepts reinforcing
consumers’ self-identity and values are more effective than those that do
not reinforce their ideas about their self-conception and values. Emerging
market brands in the healthy lifestyle sector should use health self-identity
cues to convey their brand messages.
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Commit to Promoting Health Consciousness

We document that health consciousness profoundly impacts healthy life-
styles (cf. Mai & Hoffmann, 2015; Michaelidou & Hassan, 2008; Rana
& Paul, 2017). Thus, message appeals should make invitations, specifi-
cally targeting health-conscious consumers about specific health behav-
ioural changes. For example, organisations seeking to change people’s
behaviour regarding adherence to COVID-19 protocols should promote
health consciousness to achieve better outcomes. In contrast, individuals
who are not health conscious need to be encouraged to take steps to
enhance their health and wellbeing. Brands may highlight life situations
where health consciousness improved health-promoting and health-
debilitating behaviours.

Communicate “Yes, you Can” Messages

Furthermore, self-efficacy and perceived behavioural controls are impor-
tant routes that emerging market brands may follow to engender appro-
priate health behaviour change and healthy lifestyles. People who think
they can overcome any obstacles in their lives resolve to lead healthier
lifestyles and are more likely to be successful than those who believe they
cannot (Jackson et al., 2007; Luszczynska et al., 2005; Mai & Hoffmann,
2012). Hence, brands may initiate campaigns that encourage “Yes, you
can” self-beliefs for positive health behaviours.

Use Reference Groups to Encourage Healthy Lifestyles

The reviewed documents concluded that interpersonal influences or sub-
jective norms influence many behaviours, including organic food con-
sumption and health-promoting lifestyles (Barauskaite et al., 2018;
Gupta et al., 2020; Khare, 2014). Thus, brand communication messages
from significant others and influential reference groups such as celebrity
endorsers, key opinion leaders, and important organisations may be used
as information sources to influence behaviour change. Influential refer-
ence group members who engage in healthy lifestyles such as physical
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exercise, organic food eating, stress management, social distancing, mask-
wearing, and alcohol and tobacco avoidance may be effective communi-
cators in campaigns to achieve health behaviour change.

Put Environmental Concerns and Sustainability
at the Forefront of Brand Strategy

As concerns for the environment and sustainability intensify, brands may
capitalise on these concerns to position their brands. A healthy lifestyle is
a trend in many countries. Brands seeking to be strong, unique, and
favourable in consumers’ minds should take a stand about environmental
concerns and commit to sustainability as a source of competitive advan-
tage (Khare, 2014; Ofori & Hinson, 2007; Rana & Paul, 2017). Brands
such as The Body Shop and Nedbank South Africa emphasise strong
sustainability and environmental focus in their strategy, thereby contrib-
uting as points of difference in brand strategy (Keller, 2008).

Encourage Global Connectivity through
Healthy Lifestyles

Many people buy brands as instruments to achieve membership in a
global community of like-minded people (Westjohn et al., 2016).
Emerging market brands that seek to promote healthy lifestyles should
capitalise on global consumption orientation and cosmopolitan values to
encourage health-promoting behaviours. Global smartwatch brands in
emerging markets such as Apple, Huawei, Samsung, Fossil, and Fitbit
that encourage healthy lifestyles should target people with positive glo-
balisation attitudes and a strong global identity. These consumers would
find brand appeals with emphasis on global healthy lifestyle trends to be
more rewarding. Likewise, local brands in emerging markets may also
target local consumers with positive globalisation attitudes with similar
appeals of global healthy lifestyle trends. The use of aspiration to global
citizenship may work equally effectively for local and global brands in
emerging markets (Strizhakova et al., 2008).
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Help Consumers to Understand Health Issues Better

The more knowledgeable people are about the perceived benefits of par-
ticipating in a healthy lifestyle, the more likely they are to engage in
health-promoting behaviours (Aitken et al., 2020; Tanner & Kast, 2003;
Xie et al., 2015). Thus, brand interventions should contribute to educat-
ing people about the importance of engaging in specific health behav-
iours. For example, since many misconceptions surround COVID-19,
social enterprises and companies should educate the public about the
negative consequences of contracting the disease and the importance of
maintaining COVID-19 protocols. Commercial-based brand equity may
appropriate from brand image benefits by being at the forefront of a grave
global health concern.

Build Positive Attitudes about a Healthy Lifestyle

Attitudes are fundamental to many social behaviours, especially in the
healthy lifestyle domain (Batra & Ahtola, 1991; Eagly & Chaiken, 1993;
Paul et al., 2016). Effective brand positioning strategies recommend that
firms and organisations should contribute to promoting positive atti-
tudes towards healthy lifestyles. This can be achieved by touting the ben-
efits of adopting health-promoting behaviours (Aertsens et al., 2009;
Chen, 2011; Dean et al., 2012). The utilitarian, hedonic, and symbolic
attitudinal functions of leading a healthy lifestyle should be integrated
into firms’ brand concepts to develop positive health atticudes (Batra &

Ahtola, 1991; Keller, 1993).

Conclusion

This chapter reviews various studies related to healthy lifestyles and how
they may improve our understanding of consumer behaviour and life-
style branding in emerging markets. The review draws on many studies
from different countries and relates them especially to emerging markets.
Primarily, we document the role of segmentation in social and health
marketing and highlight some fundamental bases upon which
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segmentation strategies are dependent, and how they benefit targeting
decisions and brand positioning outcomes. This chapter principally
shows that many demographic and psychographic factors are crucial to
understanding the propensity towards health-promoting behaviours.
Together with theoretical approaches and conceptual underpinnings of
healthy lifestyle behaviours, this chapter provides some insights into the
key factors influencing people to eat organically, exercise periodically, and
embrace certain products with the aim of improving their health and
preventing disease.

Furthermore, this chapter’s insights enable both commercial and not-
for-profit brands to design effective marketing interventions and brand-
building strategies to encourage healthy behaviours while achieving
marketing effectiveness. Given the enormous power corporations have in
new product development, pricing, promotion, and distribution, this
chapter recommends a health approach to a strategy where products are
designed and marketed in response to the health and wellness movements
which increasingly embrace health-oriented products. A health-oriented
branding strategy would significantly reduce societal health problems,
such as unhealthy lifestyle or burden of diseases.
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Personal Branding

J. N. Halm

Introduction

The study of the phenomenon of personal branding is relatively recent
(Zarkada, 2012). However, the practice is not new. Individuals have been
engaged in some attempt at influencing the perceptions others have of
them ever since the first humans started to communicate with each other.
However, many of these attempts have been made without much strat-
egy. Rampersad (2009) argues that everyone has a personal brand.
However, most people are unaware of their personal brand and, there-
fore, do not manage their personal brand strategically and effectively.
The importance of a strong personal brand cannot be overemphasised.
Chritton (2012) lists a number of benefits that an individual enjoys in
the process of developing a personal brand. These include an increase in
self-awareness and self-esteem, development, and one’s visibility. A strong
personal brand also empowers the individual to want to stand out rather

J. N. Halm (=)
Grit Business Group, Accra, Ghana

© 'The Author(s), under exclusive license to Springer Nature Switzerland AG 2022 181
O. Adeola et al. (eds.), Marketing Communications and Brand Development in Emerging
Economies Volume I, Palgrave Studies of Marketing in Emerging Economies,
https://doi.org/10.1007/978-3-030-88678-3_9


http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-88678-3_9&domain=pdf
https://doi.org/10.1007/978-3-030-88678-3_9#DOI

182 J. N. Halm

than to fit in. With a great personal brand, an individual has control over
his or her career. Since corporate brands love to associate with success,
having a great personal brand can lead to prosperity for the individual.
Finally, a great personal brand gives the individual a sense of fulfilment.
Rampersad (2009) adds that a strong personal brand influences how peo-
ple perceive the individual. It also creates an identity around the indi-
vidual which makes them easier to recall.

With all that being said, it is imperative for individuals to put in as
much effort as needed to create strong personal brands. The principal aim
of this chapter is to present a review of the literature regarding various
aspects of the concept of personal branding, as well as to provide readers
with a way of adopting best practices regarding the subject matter.

This chapter will consider what constitutes branding and, more spe-
cifically, personal branding and the personal brand. It will also seek to
assess the importance, process, and benefits of personal branding. The
idea of a personal brand value is also discussed in this chapter. This chap-
ter concludes with the best examples of personal brands from emerging
economies.

Branding and Brands

The attempt to differentiate one product from another, the foundation of
the practice of branding, can be traced as far back as 1300 BC (Keller,
2013). By placing distinguishing marks on pottery and other clay prod-
ucts such as lamps, early artisans practised an early form of branding.
Through the centuries, these differentiating marks were left on many
more products, including loaves of bread. Goldsmiths, silversmiths, and
blacksmiths all began to place their marks on their products to ensure
easy identification by their customers.

Among the many other products marked by owners were livestock,
specifically cattle, and it is generally agreed that it is from marking out
one owner’s herd from another that the term “branding” came into exis-
tence. The practice of the time was to create a unique symbol or mark of
cast iron, heat the mark until it was red-hot, and then sear the sides of the
livestock with the iron mark, leaving behind a “brand”. The word “brand”
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is said to have been derived from the Old Norse word brandr, which liter-
ally means “to burn” (Adamson, 2006; Interbrand Group, 1990;
Verma, 2002).

There are several disagreements on the definition of a “brand”, with
several experts adding their own nuances to the definition (Kapferer,
2004). At its most basic, however, a brand refers to a name, term, design,
symbol, or any other feature that identifies and differentiates one’s offer-
ings from those of others (Khan, 2009). Kapferer (2008) defines a brand
as simply a name that influences buyers.

Conversely, a brand is much more.

In differentiating between a product and a brand, Verma (2002) asserts
that whereas a product is a physical entity existing in a real world, a brand
is a perceptual entity living in the mind of the consumer. The brand
embodies the intangible aspects of the product or service, including all
the emotions that are associated with or that are generated by that offer-
ing. Verma (2002) argues that taking consumers beyond the boundaries
of logic and reasoning into the realm of emotions is what branding is
all about.

The outward representation of the brand is meant to evoke pleasurable
emotions in the consumer to cause one to make a favourable decision
towards the brand. In this light, Dube (2011) defines a brand as an emo-
tional perception experienced by a purchaser or consumer of goods and
services. Middleton (2012) defines a brand as a set of meanings, arguing
that the total of the meanings that a product has in the minds and hearts
of consumers is the brand. McNally and Speak (2003) define a brand as
“a perception or emotion, maintained by a buyer or a prospective buyer,
describing the experience related to doing business with an organisation
or consuming its products or services” (p. 4).

The importance of branding is clearly seen in the value placed on
brands. It has been argued that the brand is the most valuable and most
important asset of a company (Maarif, 2008). There is evidence that
some businesses have been bought for amounts that are in multiples of
their book value simply because of the value of the brand. According to
Batey (2008), in 1998, when Nestlé took over the Rowntree Mackintosh
Confectionery in the United Kingdom, the price Nestlé paid was $1.5 bil-

lion more than the actual value of Rowntree.
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It used to be that inanimate products and services were imbibed with
human characteristics to create a brand. This is the basis of the Brand
Personality Theory. Branding, however, is not limited to just the inert
offerings of an organisation. Deckers and Lacy (2013) define a brand as
“an emotional response to the image or name of a particular company,
product, or person” (p. 7). Individuals can, therefore, also be branded,
using the same approach as companies and their products and services.
This is what Personal Branding is all about.

Personal Branding

Grzesiak (2018) traces the origins of personal branding as a phenomenon
to the early work of Napoleon Hill in his 1937 globally acclaimed best-
seller 7hink and Grow Rich. Hill drew a link between financial results and
the ability to convince people based on the image of the individual. Clark
(2013) claims that the publication of a cover story by Tom Peters in an
August 1997 edition of Fast Company magazine, titled “The Brand Called
You”, advanced the concept of personal branding.

From the onset, the adoption of strategies used in building, marketing,
and managing commercial brands to enhance the image of individuals
was limited to individuals in the public space, such as politicians, scien-
tists, entrepreneurs, royalty, and celebrities. However, times have changed.
This has been mainly due to a new appreciation of personal branding.

Whether by design or by accident, every individual has a brand that
has been developed over a period of time. Gujarathi and Kulkarni (2018)
assert that our personal brands come with us from birth. However, not
everyone is aware of the existence of their personal brand. Deming (2007)
takes it further to state that every individual is a brand. Whether every
individual is a brand or has a brand, the truth is that personal branding is
very important for every individual. Kang (2013) states that extreme
competition for jobs and the explosion of social media have propelled
personal branding from something that was “nice to have” to something
that is now a “got to do”.

The emotional response is central to almost all definitions of personal

branding (Ilies, 2017). The process by which individuals are able to
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generate the right kind of emotional response when their names are men-
tioned or when they appear in public or online is what is referred to as
Personal Branding. It is a deliberate effort aimed at ensuring that there is
always a very specific response whenever the individual (or one’s name,
image, or symbol) is encountered. Personal branding is an individual’s
message to the world around that individual.

Gorbatov et al. (2018), after identifying a number of core attributes,
define personal branding as “a strategic process of creating, positioning,
and maintaining a positive impression of oneself, based in a unique com-
bination of individual characteristics, which signal a certain promise to
the target audience through a differentiated narrative and imagery” (p. 6).

McNally and Speak (2003) consider a brand as a relationship. Using
that definition as a basis, they defined a personal brand as “a perception
or emotion, maintained by somebody other than you, that describes the
total experience of having a relationship with you” (p. 4).

Personal or Self-branding is everything an individual does to differen-
tiate and market one’s self, such as messages, self-presentation, and mar-
keting tactics (Kaputa, 2005).

Nagpal and Hindustani (2017) define personal branding in terms of
what unique value the individual can bring to an employer and what
makes that individual different or unique. For employees, a successful
personal brand has the potential to rub off on the employer. Customers
and other stakeholders will see the organisation in a more positive light
due to the presence of a well-branded individual within the ranks of the
organisation. Lee (2012) argues that strongly branded employees end up
being of help to their employers because they lend credibility to the
organisation’s efforts.

Incidentally, not everyone manages their brand strategically, effectively,
and consistently (Waller, 2020). Kang (2013) describes a lack of a brand
goal, strategy, and action plan in personal branding as akin to baking a
cake without a recipe. The growing interest in the subject matter (Waller,
2020), however, has made more and more people conscious of and will-
ing to do something about their personal brand. The tools that can turn
an individual into a powerful brand are also readily available to all.

People have increasingly become aware that personal branding is not a
creation of chance. They know that personal brands must be well-thought
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through and strategic in nature. Montoya (2002) describes this as the Age
of Personal Branding—an age spawned, nurtured, and fed by the media.
If the media is responsible for the birth and sustenance of personal brand-
ing, then consumers are responsible for providing the raw materials for
sustaining personal brands.

Society has always been fascinated by celebrities and popular figures.
Individuals with instant recognisability and high visibility are much
admired, making them much sought after for endorsements. As consum-
ers and organisations demand the latest celebrity to satisfy their insatiable
hunger, the need for personal branding becomes more pronounced.

Individuals with strong personal brands are sought after because con-
sumers tend to believe they know these individuals and, by extension,
tend to trust what they say. Therefore, when such an individual endorses
a product or becomes a spokesperson for or gives approval to a service or
a cause, approval, purchase, and consumption tend to follow an upward
trajectory.

Good personal branding eventually births a good personal brand.

The Personal Brand

According to Waller (2020), it is the individualisation of branding that
has led to the rise in personal branding. Montoya (2002) defines a great
personal brand as “a personal identity that stimulates precise, meaningful
perceptions in its audience about the values and qualities that person
stands for”. A personal brand is a combination of the individual and all
the values that accompany that individual as well as the emotions that
their name generates in others.

Gorbatov et al. (2018) further define a personal brand as “a set of char-
acteristics of an individual (attributes, values, beliefs, etc.) rendered into
the differentiated narrative and imagery with the intent of establishing a
competitive advantage in the minds of the target audience” (p. 6).

A personal brand can be viewed as a product that needs to be managed
and marketed like any other product. Montoya (2002) describes a per-
sonal brand as a “one-person enterprise”. Hence, it must be managed as a
business. Nagpal and Hindustani (2017) discuss the four elements of the
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marketing mix—Product, Price, Placement, and Promotion—in relation
to a personal brand. In this context, the individual is the product with
unique features and a unique selling proposition. The price is the remu-
neration one receives for services provided. Placement is about the distri-
bution of one’s services. Services can be distributed in person, by phone,
or online. Promotion of a personal brand is about communicating one’s
qualities to relevant stakeholders. Tools for promotion include advertis-
ing, sales promotion, PR, publicity, and events. The tools to be chosen to
promote the personal brand depend on the individual in question and
the results one desires to achieve.

In addition to the unique value an individual’s personal brand brings
to his or her employer, Nagpal and Hindustani (2017) list six other ben-
efits of a personal brand.

* Establishing the individual’s reputation as a thought leader in
the industry

* Getting buy-in within the company for promotion

* Branding the individual as an expert

* Making it easier to network with top officials such as senior govern-
ment officials

* Raising one’s credibility among stakeholders such as customers and
other institutions

* Making the individual into a celebrity in their own right

Rockefeller (2017) adds that not only does personal brand increase
one’s value in the marketplace and raise the individual’s profile within the
company, it also attracts like-minded clients and customers who identify
with the brand. Personal brand ultimately results in an increase in finan-
cial returns.

According to Mobray (2009), what all great brands have in common is
the ability to create an expectation of quality, superior benefits, and a
defining experience. The advantage of a great brand in this regard is con-
veying these great qualities in a swift and consistent manner. Through
consistent performance, a great brand is able to bypass or short-circuit
the normal decision-making process of the average consumer. By
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extension, therefore, a great personal brand helps an individual to quickly
establish an association between themself and a host of positive attributes.

Brands are able to earn trust through consistent performance over a
period of time. In the same vein, great personal brands earn trust for
individuals. An instantly recognisable personal brand ensures that the
individual has less of a need to reiterate what they stand for. Expectations
are based on the preconceived notions associated with one’s per-
sonal brand.

Well-branded individuals are also now, more than ever, able to market
themselves and monetise their personal brands using the magic of New
Media. Personal branding is no more the exclusive right of sports and
entertainment stars, successful entrepreneurs, or recognised business
professionals.

Personal Branding in the Workplace

One trend that has become increasingly common in workplaces across
the developing world is the increase in educational qualifications. With
each passing year, many more qualified individuals are being added to the
workforce. Individuals who desire to stand out must necessarily possess
strong personal brands. Personal branding as a subject matter must be
given serious consideration by both business schools and organisations
alike. Having employees with strong personal brands is immensely ben-
eficial for any organisation.

Personal Brand Equity

To be well-branded, one has to make real financial input. However, it is
true that any investment made in successful personal branding yields the
necessary returns. This leads to a discussion of the notion of Personal
Brand Equity. Waller (2020) draws an inextricable link between brand
equity and wealth, economic growth, and overall health of the company
or individual to which the said brand is attached.
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Personal brand equity is a measure of the current and future revenues
of the individual in question. It is measured as follows:

Brand Equity = Expectations x Experiences x Observations

Expectations refer to what individuals anticipate you will do, experi-
ences are what actually happens when people interact with you, and
observations are the things people see and note when dealing with you
(McNally & Speak, 2003).

The higher an individual’s personal brand equity, the greater the future
opportunities that are available to that individual. Non-branded indi-
viduals do not get the opportunities that are available to their well-
branded colleagues.

McNally and Speak (2003), in defining a personal brand as a relation-
ship, draw an analogy between a brand relationship and a bank account.
Anytime something negative happens regarding the brand, a withdrawal
is made from the relationship account. Whenever something positive
happens in the relationship, a deposit is made into the personal brand
account. As the relationship is strengthened, the account grows and even
earns interest. Rampersad (2009) asserts that the relationship between
the individual and its target audience is what builds brand equity, an
accumulation of credibility, trust, and value over a period of time.

Personal Brand Loyalty

Buying decisions are said to be based predominantly on emotions.
Rational justification comes after purchase. When individuals become
emotionally attached to a personal brand, the result is a commitment to
that personal brand and a willingness to act towards the brand in ways
that might even defy logic. This is the basis of Personal Brand Loyalty.

Personal brand loyalty occurs when people become inspired by a per-
sonal brand to the point of defending the brand in any way necessary.
When people find that they share common values with an individual, it
becomes easier to be inspired by that brand. Personal brand loyalty can
inspire individuals who have never met the branded individual.
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Personal brand loyalty can be defined as a willingness of someone to
make a personal sacrifice to strengthen a relationship with an individual’s
brand. People who are loyal to a personal brand will have no problem
recommending the said brand to others. In making recommendations
about personal brands, individuals make a sacrifice of putting their own
reputations on the line. However, it is a sacrifice they are willing to make
due to their loyalty to the brand. Without a doubt, brand loyalty accounts
for the large following of the strongly branded. However, before the
brand garners the kind of following that some command, it is important
to consider the elements of a personal brand.

Personal Brand Elements

Putting together an effective brand requires an understanding of a num-
ber of elements. Orlic (2016) states that seven key elements are present in
every effective personal brand.

* Authenticity

Effective brands are true to the character and being of the individual.
According to Morgan (2012), being authentic means being who you say
you are. Being authentic means doing what one says one will do—deliv-
ering on promises made to the brand’s audience. With the multiplicity of
individuals claiming to be experts in the marketplace, it helps if one is
known for consistently delivering on one’s promises.

* Consistency

Brands are built on the consistency of their actions (Halm, 2020).
One-offs do not make a brand. As the brand engages with its audiences
across multiple channels and platforms, it is important that it maintains
consistency in its actions, packaging, and all of its communications—ver-
bal and non-verbal.

Sellani (2007) points out that consumers rely on consistency. According
to her, when the message changes frequently, the audience might be
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tempted to think that the individual has changed. Peck (2011) states that
brand consistency is about communicating messages that do not detract
or wander away from the brand’s core proposition.

In practical terms, this means using the same or at least a similar logo,
stylistic writing, or fonts for one’s name, profile photograph, background,
or cover images as well as colour schemes across all social media plat-
forms. In many cases, it can mean using the same profile photograph for
a long period of time to get audiences used to that look.

¢ Story

Every individual has a story. It is the narrative that traces one’s rise
from a certain period in the past to the present. For a personal brand to
be effective, it must have a story that resonates with its core audience.
Some of the most well-branded entertainers have a cult-like following
because those people feel an emotional connection to the story of
their idol.

The brand story must be brief and simple. Grams (2012) advocates the
use of short brand films—at most, five to six minutes in length—to com-
municate the brand story. The advantage of using moving pictures is to
capture an emotional and personal angle of one’s story that cannot be
adequately captured with words or still images.

* Value Proposition

People engage with a brand not just for the aesthetics. A brand must
have something of value to offer. In exchange for the time and attention
of its audience, a brand must be in a position to offer something valuable
to its target audience. This is something that effective personal brands are
able to communicate clearly to their audiences. There are certain indi-
viduals the mere mention of whose names summons up certain
expectations.

* Expertise



192 J. N. Halm

According to Orlic (2016), it is the expertise of the individual that
would keep people committed to the brand after they have been attracted
by the value propositions and promotions. Effective brands communi-
cate expertise in an area of vocation or profession. Waller (2020) states
that the value of a personal brand built through expertise attaches to a
person with expert opinions. Waller (2020) is, however, quick to point
out the difference between those who have certain skills and talents that
can make them leaders and those who are real “thought leaders”. With a
thought leader, the strength of the personal brand is less about one’s
image or lifestyle and more about one’s knowledge.

* Visibility

Brands thrive on visibility. Montoya (2002) asserts that a great brand
must be seen—consistently and repeatedly—Dby everyone in its domain.
It seems apparent that visibility is a necessity when it comes to personal
branding. An effective personal brand must be seen repeatedly undil it
leaves its imprint on the consciousness of its domain. Montoya (2002)
even argues that visibility is more important than ability because it is only
after the brand is known that the issue of performance comes into play.

* Connections

This is the element of the personal brand that has to do with the ability
of the brand to employ networks to grow. For professionals who want to
develop their careers, networking is valuable and should be considered an
essential exercise in personal branding (Burtonshaw-Gunn, 2008).
Connections also play a very important role in increasing the visibility of
the brand. There are several paths individuals can traverse to connect
with others, and by so doing increase their networks. These include join-
ing professional bodies, attending conferences, and volunteering.

Social networking sites such as LinkedIn, Google+, Facebook, and
Twitter provide a great opportunity for individuals to build their personal
brands. LinkedIn has especially proven to be a good platform to showcase
one’s personal brand on professional social networking sites. McNally
and Speak (2003) advise individuals to be proactive in adding to their
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social media networks so that they can learn from and be connected to
people of influence and impact.

Steps (or Processes) in Personal Branding

Montoya (2002) asserts that personal branding involves the individual
taking control and strategically managing the processes that affect how
others view him or her. Personal brand development is about taking con-
trol of a process that is already taking place. Montoya (2002) argues that
without a strategy for personal branding, all an individual has is a per-
sonal image. Personal Image is concentrated on just the external packag-
ing of the individual. Personal Brand is much more: it is the external
package as well as all the emotions that are generated in others when they
see the individual or what he or she represents.

Step 1: Self-Evaluation

According to Montoya (2002), the most critical skill in personal brand
development is brutal self-analysis. Mobray (2009) confirms that the first
step in personal branding is to start with the “you” that the individual
wants to project to the outside world. Eyre (2019) adds that a personal
brand is about authenticity, derived from the individual’s mind, heart,
values, passions, imaginings, and whatever one believes to be true at the
core of his or her personal and professional self. Authenticity is about
credibility. People must be able to hold on to the word of the individual.
This individual must be trusted to deliver as promised.

Hines (2004) prefers to view personal branding as “more in line with
bringing forth self-knowledge and self-expression than the creation of a
cultivated or false self”. An intimate knowledge of one’s self is therefore
key to effective personal branding. A good SWOT Analysis or a “self-
branding audit” on the individual is therefore needed to create a great
personal brand.

According to Johnson (2019), four pieces must come together to cre-
ate a great personal brand. These pieces that must fit like a puzzle are
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personal proof, social proof, association, and recognition. Personal proof
is about undertaking a critical self-evaluation in areas such as one’s educa-
tion, experience, credentials, and achievements.

Mobray (2009) is, however, quick to point out that personal branding
goes beyond what the individual does to the external self. Grooming and
personal hygiene, important as they might be, are just an aspect of per-
sonal branding.

A good self-evaluation produces a list of key characteristics that the
individual can refine into attributes. Personal characteristics include age,
height, weight, skill, ethnic background, personality type, and education.
In crafting a great personal brand, it is important that the characteristic
that is of most relevance to the target audience is emphasised. In creating
a powerful personal brand, there is nothing wrong with acknowledging
personal flaws. According to Montoya (2002), all great brands have three
to five attributes that are instantly recognisable to anyone who encoun-
ters that brand.

Step 2: Discover Your USP

A great brand must, however, have a leading attribute—one that is pow-
erful with an emotional appeal that instantly enters an individual’s mind
when they encounter the brand. According to Kaputa (2005), personal
branding is about finding one’s Big Idea—an individual’s unique selling
proposition (USP). It is about discovering something special that sets
that individual apart from others. It is about finding that X-factor.

What is it that the individual is offering? Is it going to make life better
for others? Is it going to make life a little more interesting? Is it going to
help others solve a pressing problem? Why should one’s offering be con-
sidered above all others? The answers to these and many other questions
are important for achieving one’s USP.
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Step 3: Know Your Target Audience

It is true that one cannot be all things to all people, which makes it
imperative to identify one’s target audience. The purpose of selecting a
target audience is to ensure that the right message is crafted for the right
audience. Specific audiences also demand specific marketing. Therefore,
knowing the target audience enables brands to select the appropriate
marketing strategy. Serrano (2017) states that in personal branding, three
targets should be the focus. These include those who will pay you, those
who influence those who pay you, and your supporters.

Demographic information to be gathered about the target audience
includes socio-economic status, age, gender, educational level, and life-
style. It is also important to know the things that the target audience
wants as well as the challenges they face. This is critical because by know-
ing the aspirations and obstacles faced by the target audience, the indi-
vidual is able to place the personal brand as a potential solution provider.

Step 4: Know the Competition

Chritton (2012) insists that to build a very solid personal brand, it is
important to have an idea of one’s competition. Who is also offering
something along the same lines as that which the individual is offering,
within the same organisation, same industry, or same locality?

Step 5: Craft a Personal Brand Profile

The reason for putting together a personal brand profile is to manage the
perceptions others have of the individual. Chritton (2012) views this step
as putting together the building blocks of the personal brand. The indi-
vidual blocks needed include the following: Needs, Values, Interests,
Mission, Vision, Strengths, Freak Factor, Personality Attributes, Education
and Work Experience, 360° Feedback, Goals, and Target Market Positioning
Statement. Chritton (2012) advocates placing these building blocks in
table form to create the Personal Brand Profile.
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Creating a personal brand profile also comes with creating an image
for the brand. The image is the external features others identify with the
individual. The image will be a reflection of the personal brand
(Rampersad, 2015). Grzesiak (2018) argues that building a personal
brand is about conscious image management, with image personalisation
being the most important determinant of personal branding.

Step 6: Create a Balance Scorecard

Rampersad (2015) argues that personal branding will be of no use with-
out goal-setting, continuous improvement of the individual, and a con-
tribution on a day-to-day basis towards the brand. This stage of the
personal branding process is the translation of personal ambition into an
execution plan. According to Rampersad (2015), both personal ambition
and personal brand are right-brain processes which are, by nature, emo-
tional. Creating a Balance Scorecard, on the other hand, is a logical, left-
brain action.

Step 7: Be and Remain Visible

This is where the individual repeatedly promotes the personal brand.
Cantrice (2013) notes that an individual’s personal brand needs to have
high top-of-mind awareness, especially among those that the individual
is trying to reach. The advice, however, is that promoting the brand must
be done without it looking like an act of desperation. Promoting the
brand must be tastefully executed.

Remaining visible is also about effective networking. The individual
must be seen where it matters and must be seen with people who matter.
Brown (2016) proposes a networking strategy which is Random,
Accelerated, and “Piggy-backed”. Random characterises the early stages
of building the network when the individual is not too selective regarding
who joins the network. Accelerated is about building and maintaining
momentum. Piggy-backed involves using one’s network to build one’s
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network. Using this approach is one sure way to get on the radar of as
many people as possible within a short span of time.

Building an Online Personal Brand

Frischmann (2014) has a simple but functional model for creating a good
personal brand online. The online personal brand is created with a com-
bination of three important elements: skill set, aura, and identity. The skill
set refers to all the skills the individual has acquired through education,
employment, and other experiences. Aura refers to the combination of
the individual’s personality, appearance, style, and charisma. Identity
refers to the individual’s connections and how they project onto one’s
networks via one’s digital footprint.

Personal Branding in the Age of Social Media

A personal brand, successfully created, must be promoted. And what bet-
ter way to do it than through the magic of social media? Social media has
been found to be a very effective way of increasing one’s brand presence
and loyalty online (Lee, 2012). It is, by far, the fastest way for one to
build and maintain one’s network (Chritton, 2012).

Reed (2017) argues that for professionals the best place, by far, to
showcase one’s brand is LinkedIn. Deckers and Lacy (2013) describe the
LinkedIn profile as “the window into your professional soul”. The plat-
form’s popularity rests on the fact that it is solely used by professionals
and is the best place for an individual to project a professional personal
brand. Chritton (2012) advises all those interested in personal branding
for professional purposes to have LinkedIn in their toolbox because the
platform is “dynamic, interactive and current”. Additionally, the plat-
form provides the same opportunities for new entrants as it does for
accomplished business professionals.

Grzesiak (2018) argues in favour of YouTube as the most effective for
exerting influence, shaping the taste of viewers as well as shaping a per-
sonal image. Reasons given for YouTube’s effectiveness include unbridled
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access to content and the ability to publish videos for free, low level of
technical complexity, as well as ease of viewing. YouTube is also very
effective for personal branding purposes because its appeal cuts across
multiple cultures across the globe, its measurable penetration and scope
of content distribution, and its immense popularity by providing many
frequent users of the Internet an opportunity to shape their personal
brands. Additionally, the production of videos for loading on the plat-
form can be done with next to no budget and without the use of advanced
video production and editing skills. Some of the videos that have gar-
nered millions of views are done with nothing more than a mobile phone
video camera.

Twitter provides individuals with an opportunity to share their
thoughts with millions of readers. According to Deckers and Lacy (2013),
Twitter is not only the quickest, easiest way to share information and
content, it is also the perfect site for sharing the ideas and passions that
make one a unique individual.

As a social media tool that is very personal, Facebook provides a unique
opportunity for personal branding. Content shared on Facebook mostly
concerns the individual’s personal life. The platform is about connecting
people and creating a community. The sense of community that is devel-
oped on Facebook can provide a backbone on which to launch one’s
personal brand using social media.

Blogging is another very effective way by which individuals can pro-
mote their personal brands. Short for web log, a blog is an online diary
that one is willing to let others read and comment on (Deckers & Lacy,
2013). The usefulness of a blog lies in its ability to become the central
hub around which the individual’s personal brand revolves.

Regardless of the social media platform one chooses, Jain (2019) insists
that the most important decision one has to make is choosing one’s
niche—the niche being the topic or content that one is trying to com-
municate to the target audience.
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Personal Branding Examples from Emerging Markets

It is no coincidence that the best examples of personal brands also turn
out to be those of the most successful individuals. This is because the
objective of personal branding is to make the individual stand out and be
known for something specific. Achieving this would normally result in
the success of the individual.

It is, however, important to note that not all people considered in their
various fields as very successful are well-branded. For a personal brand to
be deemed successful, the element of instant recognisability must not be
lost. In this sense, there are many individuals who are doing well in their
chosen fields but whose names do not ring a bell to people outside their
immediate spheres of influence. A look at the annual 7ime magazine 100
Most Influential People shows lists of very successful politicians, scien-
tists, business people, activists, religious leaders, and so on whose names
are lost on many people around the world.

Among the individuals who have been very successful at personal
branding, and by so doing have achieved great success, are those from
emerging and developing economies. These individuals include some of
the most easily recognisable figures in various fields of endeavour such as
commerce, sports, entertainment, and politics.

Aliko Dangote

Africa’s richest man for ten years in a row, Aliko Dangote, is also one of
the most recognised personal brands in the world. One factor that has
helped the business magnate to build and maintain a very powerful per-
sonal brand is the fact that his business carries his personal name. With
business interests spanning cement manufacturing, sugar reﬁning, salt
and seasonings, fertilizer, agriculture, automotive, refineries, energy, real
estate, mining, shipping, logistics, etc., Dangote Group is a household
name in more than ten countries across Africa.

Dangote’s personal brand was given a huge global boost with the pub-
lic announcement of his intended purchase of English Premier League
team Arsenal FC. Although the dream is yet to materialise, the news
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alone was enough to get football lovers in general and supporters of
Arsenal FC to begin to take note of the famous Nigerian billionaire.

The Aliko Dangote Foundation, the tycoon’s private charitable foun-
dation, has schemes and interventions in several areas including health,
education, empowerment, and humanitarian relief. Such philanthropic
works go a long way in developing an affinity for the Dangote brand.

Jack Ma

There is no doubt that the co-founder of e-commerce giant Alibaba
Group is one of the world’s most well-branded individuals. As a business
magnate and investor, Jack Ma is the quintessential business brand. There
is no ambiguity about what Mr Ma stands for—a free market economy
characterised by entrepreneurship and innovation. In his presentations,
he ensures that he leaves his target audience with no doubt about what he
stands for.

It is also instructive to note that Jack Ma is also known for his philan-
thropic works. The Jack Ma Foundation has supported communities
from various parts of the world, including China, Africa, Australia, and
the Middle East.

Consistently regarded as one of the world’s most powerful people, Jack
Ma has managed to keep his personal brand alive through various confer-
ence speeches and online activities.

Priyanka Chopra

The winner of the Miss World 2000 pageant, Priyanka Chopra, is one of
India’s best known personal brands. She is also one of the highest-paid
and most popular entertainers in the world. She has a large social media
following, with 27.1 million Twitter followers, 54.7 million Facebook
followers, as well as 64.8 million Instagram followers, as of June 2021.
Although Chopra’s brand comes across as representing sophistication,
she is also very strong on philanthropy. Through The Priyanka Chopra
Foundation for Health and Education, she offers support for various



9 Personal Branding 201

causes. Her philanthropic work was given credence when she was

appointed a UNICEF Goodwill Ambassador for Child Rights in
August 2010.

Davido

Like those of other youthful influencers, the Davido brand is heavily reli-
ant on social media for promotion. Davido’s more than 8.7 million fol-
lowers on Twitter as of January 2021 makes him one of the most followed
African personalities on the social media platform.

The Davido brand is that of youth and wealth, characterised by his
appearance in expensive attire, adorned with expensive watches and cus-
tom jewellery. Quite recently, the artist has added the element of care for
humanity to the elements of his personal brand. Philanthropic acts such
as directing all proceeds from the sale of his 2019 release D&G to aid in
research to develop a vaccine against the Coronavirus responsible for the
COVID-19 pandemic is one such initiative.

Neymar

With more than 146 million followers on his Instagram page, Brazilian
football player Neymar is one of those personal brands that has greatly
benefitted from the use of social media for personal branding. Additionally,
he has a huge following on both Facebook (70 million) and Twitter
(52 million), giving a combined following close to 270 million as of
January 2021.

The evidence of the success of Neymar’s brand is seen in the sheer
number of product brands associated with him. As of January 2021,
brands such as Beats Electronics, DAZN, Electronic Arts, Gillette,
Mastercard, Nike, Red Bull, and TCL were all sponsors of Neymar.

Appealing mainly to a youthful audience, Neymar’s brand represents
fun and living the good life. This is evidenced in the photographs that are
constantly shared on his social media platforms, as well as the music and

videos on display.
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Recommendations for Building Your Personal Brand
From the above examples, the following qualities can be gleaned:

* It pays to build one’s personal brand around what one enjoys doing.

* For those in business, as long it is possible, use your personal name to
push your corporate brand.

* Make as much use of social media as possible to get the brand into the
consciousness of the target audience. It pays to have a presence on
multiple social media platforms.

* Add philanthropy to one’s activities. It endears the target market or
audience to the personal brand.

Conclusion

To be well-branded as a person is to be in the position where the mere
mention of your name evokes the right kind of emotional response. The
advantages of an effective personal brand are numerous. The proof is vis-
ible in the lives of the many well-branded individuals we have in our vari-
ous workplaces and countries. As can be deduced from the discussions in
this chapter, acquiring a strong personal brand is a process that demands
work on the part of the individual. However, in the end, a great personal
brand will be worth all the effort because it will provide the visibility,
authenticity, and credibility required to excel and achieve personal and
career goals, making life easier. A great personal brand is indeed an asset
worth having.
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Every year, companies spend millions of dollars on advertising to achieve
a competitive advantage (Mian et al., 2018; Venkatraman et al., 2015).
This results from efforts to test different marketing strategies suitable for
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their ecosystem characteristics. Moreover, consumer marketing strategies
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have witnessed diverse qualitative and quantitative methods ranging from
focused group interviews to self-report measures, with little attention to
neuroscientific methods in emerging markets. Although studies explor-
ing neuroscientific methods abound in high-income countries (see
Biittner et al., 2014; Hoek et al., 2020; Lapierre, 2019; Lapierre &
Rozendaal, 2019; Ohme et al., 2010; Peatfield et al., 2015; Rozendaal
etal., 2011; Stipp & Woodard, 2011), the vast consumer environment in
emerging markets is yet to witness copious research efforts in this area.

Twenty-first-century consumer behaviour in emerging markets is
experiencing changing dynamics, and this is challenging to organisations’
efforts to understand how consumers combine their cognition, emotion,
and experiences to achieve heuristic decisions that inform their purchas-
ing behaviour (Hsu, 2017; Stanton et al., 2017). New research efforts
along this path are centred on how consumers choose between varieties
of products and services from the same or different organisations, and
this effort has led to a new way of thinking about how to better under-
stand consumers’ purchasing behaviour through the application of neu-
roscientific techniques to marketing (neuromarketing). This chapter
intends to provide a theoretical linkage between a neuropsychological
concept—executive function (EF)—and marketing and then extend this
understanding of consumers’ buying behaviour when exposed to market-
ing stimuli. Although rarely discussed, we argue that bringing EF into
consumer behaviour and decision-making discourse is essential because
of its relevance in understanding how consumers mentally evaluate mar-
keting stimuli. We argue that this will enable organisations to enhance
their brand management and develop new marketing campaigns and
strategies for consumers in emerging markets.

Prior research suggests that when consumers are faced with choosing
from different types of products or services, they completely eradicate
available options until they arrive at their final choice (Cherubino et al.,
2019; Kahneman et al., 2011; Stasi et al., 2018). This eradication may
not be a reflex effort, but an outcome of varying conscious cognitive
skills, which, if well understood by organisations, provide an avenue to
reduce marketing failures and more consumer-focused campaigns. For
instance, in choosing the best pen to buy, a consumer relies on previous
information using their working memory, resisting the temptation to buy
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other pens, whether they are cheaper, more expensive, better, or worse
(inhibitory control), and if their most wanted choice is not available, they
flexibly satisfice to make their final choice through cognitive manipula-
tions (Argyriou & Melewar, 2011; Diamond, 2013; Peatfield et al.,
2015), which are all considered the consequences of EE.

Our chapter contributes to knowledge in two key ways. First, although
several studies have examined how neuromarketing affects consumer
response to marketing stimuli, few have explored the specific role of EF
in successful marketing stimuli. Our chapter extends the neuromarketing
and marketing strategy literature by theoretically highlighting the impor-
tance of EF in consumer responses to marketing stimuli, especially in
emerging markets. Second, the chapter provides key insights into how
marketing managers can leverage the distinct dimensions of EF to under-
stand the complex and dynamic process of consumer behaviour in rela-
tion to responding to marketing strategies and campaigns.

The rest of our chapter is divided into three sections. We briefly explain
the concept of EF and its relation to congruent and incongruent market-
ing techniques. Next, we discuss the importance of EF to marketing
stimuli and show why organisations need to rethink marketing cam-
paigns and strategies in emerging markets. In the final section, we pro-
vide a summary and the implications for future research directions.

Executive Function and Its Dimensions

Extant research has reported that EF is a critical factor when considering
consumer decision-making (Lapierre, 2019; Peatfield et al., 2015; Wong
& Mullan, 2009). Hence, researchers have argued for the need to study
the importance of EF in advertising and consumer research (Biittner
et al., 2014; Hoek et al., 2020; Lapierre, 2019; Lapierre & Rozendaal,
2019; Rozendaal et al., 2011). In basic terms, EF is an umbrella construct
defined as the self-regulatory functions or control that directs and coor-
dinates all emotional responses, overt behaviour, and cognitive activities
(Diamond, 2013; Isquith et al., 2005). This definition considers EF as an
engine for behaviour that involves conscious efforts, for example, decid-
ing whether to or not buy an item. The EF literature has witnessed a
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plethora of research that focuses on individuals with cognitive dysfunc-
tions and how this affects their personality and decision-making pro-
cesses. This idea is obtained from the story of Phineas Gage, whose story
set the stage for the neuroscience of decision-making (Doebel, 2020).

Also, past studies have focused on how this construct relates to chil-
dren’s school performance and longitudinally enhances getting and keep-
ing a job (see Gathercole & Pickering, 2000; Gathercole et al., 2004) and
adult behavioural dysfunction and decision-making (e.g. Blair et al.,
2005). However, the extent to which this construct and its dimensions
affect or impede emerging markets’ consumer behaviour is still unclear.
We explore EF dimensions and how they relate to consumer behav-
iours next.

Inhibitory Control

One dimension of EF, Inhibitory control, refers to the ability to inhibit
pre-potent tendencies (Diamond, 2013; Kakoschke et al., 2015). That is,
controlling oneself from behaving incongruently with what the individ-
ual believes to be the desired behaviour at a particular time. For instance,
one may resist the temptation of buying what they never budgeted for
even after positive evaluations. This type of behaviour reduces impulse
buying, resulting from product information overload (Hausman, 2000;
Spiteri Cornish, 2020), and can be detrimental to future buying
behaviours.

Although we do not propose that organisations should design mar-
keting campaigns to engage in unethical marketing (Sihem, 2013), we
argue that altering a conservative notion of the consumer’s beliefs or
attitudes about a particular product or service is essential for market-
ing success (Johnson & Iyamu, 2019; Ndayizigamiye & Khoase,
2018). For instance, migrating from the traditional shopping styles to
e-commerce is problematic for emerging market consumers, and one
way to effectively initiate a migration process is to understand how
their cognition works in initiating inhibitory or self-control when con-
fronted with marketing campaigns introducing un/familiar products
or services.
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Inhibitory control is important when considering the stop-and-think
or go/no go mechanisms underlie consumers’ buying or purchase deci-
sions (Biittner et al., 2014). For instance, Rozendaal et al. (2011) argued
that most marketing campaigns fail when they cannot neutralise con-
sumers’ self-control mechanisms. Effective marketing stimuli will activate
the stop-and-think mental processes that enable the consumer to evaluate
what is offered against what is known or not known. Therefore, to inhibit
one’s behaviour towards a marketing campaign or product is to allow pas-
sage of the message without engagement (Biittner et al., 2014; Rozendaal
et al.,, 2011). With a high level of inhibitory control, consumers disen-
gage from marketing messages through mental shifting and adjust their
responses through evaluation of the commercials, making the advertising
messages less appealing (Holmberg, 2016). Thus, inhibitory control,
which serves as a “cognitive brake”, is important when considering driv-
ing marketing campaigns, especially in emerging markets (Hoek
et al., 2020).

Working Memory

Another dimension of EE, which involves holding information tempo-
rarily in the mind while performing other mental activities, is called
working memory (Alvino et al., 2019; Diamond, 2013). Working
memory is central to understanding individual behaviour because it
correlates with decision-making processes (Alvino et al., 2019;
Diamond, 2013; Gruszka & Necka, 2017). Taking a cue from the
dual-process theory of cognition, which proposes that humans process
information using two distinctive systems—systems 1 and 2. We argue
that the dual cognitive system enables and determines how and which
information is filtered into the working memory because of its limited
capacity.

Accordingly, system 1 involves intuitive and fast processes, while sys-
tem 2 takes a slow but intuitive pathway (Chaiken & Ledgerwood, 2011;
Kahneman et al., 2011). Although the two systems are distinctive, one
cannot be used without the other when making decisions (Kahneman
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etal,, 2011; Sanjari et al., 2017). System 1 is used when confronted with
less risky information or information that is deemed trustworthy, while
system 2 is reserved and used during risky behaviour (Kahneman et al.,
2011). Therefore, we argue based on the dual-process assumptions that
marketing campaigns that would be allowed into the working memory
system by consumers are those they found to be congruent with their
mental capacities to avoid cognitive dissonance (Sharma, 2014).

Working memory helps consumers recall a product or service and its
features when making a purchasing decision, and this is dependent on
whether the consumer is making an outright purchase or making a later
decision (Alvino et al., 2019). For instance, after being exposed to an
advertisement, the information received by the consumer, depending on
which system is activated, is stored for a limited time (Diamond, 2013;
Malenka et al., 2009), and then recalled when the product or similar
products are encountered (online or offline).

Marketing aims in this regard, especially in emerging markets, will be
to understand how consumers perceive the product or service offered.
That is, whether it is threatening and not trusted, or welcoming and
trusted, which in turn determines the cognitive system that will be acti-
vated in favour of or against the advertised products or services.
Understanding how consumers perceive and store marketing informa-
tion and its resultant effect on purchasing behaviour will determine
whether a marketing campaign will be successful or not.

Cognitive Flexibility

The third EF dimension, cognitive flexibility, refers to the ability to switch
between two simultaneous options concurrently (Adams, 2019;
Diamond, 2013). For instance, consumers choose another product
because they perceive it to be better in the presence or absence of their
favourite choice. Cognitive flexibility could take the form of task switch-
ing (e.g. consumers picking a physical product over another at sight) or
cognitive shifting (unconsciously preferring one product or service over
another).
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A simple way of explaining cognitive flexibility or shifting is through
the A-not-B pathways. That is, what are the neural predictors of con-
sumer purchases in the absence of their favourite choice? The essence of
understanding this is to evaluate the processes involved in shifting from
one decision to another and how this shifting takes place in the con-
sciousness of the consumer before, during, and after purchases (Knutson
et al., 2007). This understanding provides an avenue for marketers on
how to shape and direct marketing campaigns in emerging markets.

Congruent and Incongruent Marketing
and Executive Function

An influential framework by Mandler (1982) showed that consumers
make sense of information (marketing stimuli) after thorough conscious
or unconscious evaluation, which affects how they classify such informa-
tion as congruent or incongruent. According to Mandler’s proposition, a
congruent campaign will influence positive schematic processing, which
will conform to the consumer’s expectations, thereby arousing positive
feelings. These feelings enhance the working memory storage, lower
unfavourable inhibitory control, and create chances for flexible thinking
towards making a favourable evaluation of the product.

However, Jhang et al. (2012) suggest that consumers rate brands or
services based on the categories congruency, moderately congruent, and
extremely incongruent, especially when the brands are new and incom-
patible with what they are used to, an idea that is entrenched in Halkias
and Kokkinaki (2014). We contend that understanding the mechanism
of the cognitive processes could determine the framing of advertising
messages that would enhance acceptability irrespective of whether the
product is familiar or new.

For instance, cognitive flexibility has been reported to increase the pos-
sibility of making associative links across categories of information
(incongruent and congruent) and to enhance the tendency to have differ-
ent views about a stimulus (product/service) (De Dreu et al., 2008; Isen,
2001). Hence, we propose that in emerging markets, an organisation that
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understands that EF (inhibitory control, working memory, and cognitive
flexibility) helps the consumer to solve mental incongruity relating to
products or marketing messages would have a competitive advantage.
This is because most consumers in emerging markets are more conserva-
tive and perhaps less receptive to new marketing campaigns, products, or

services (Jhang et al., 2012).

Linking Executive Function Studies
to Marketing Campaigns
in Emerging Economies

As argued earlier, most traditional marketing methods are ineffective due
to a lack of understanding of consumers’ mental processes before, during,
and after being exposed to marketing stimuli (Chaney et al., 2017; Cora,
2019). Accordingly, Shiv et al. (2005) suggest that a neuroscientific
approach can address these problems by (a) providing neural-level evi-
dence of consumer behaviours towards marketing stimuli, (b) reconcep-
tualising the operationalisation of consumers’ underlying processes for
successful marketing campaigns, (c) providing confirmatory evidence
about behavioural generalisation through neural exploration, (d) provid-
ing more continuous stable data for longitudinal reanalysis and usage,
and (e) providing an avenue for robust and rigorous methodological
approaches to studying consumer behaviour.

This approach eradicates systematic and methodological limitations
common with most traditional means of exploring consumer responses
by providing a neural understanding of how consumers will behave when
deciding about consumption and what will make them behave or change
behaviour in the same, similar, or different circumstances (Agarwal &
Xavier, 2015; Shiv et al., 2005). The common variation found in tradi-
tional marketing approaches indicates that most obtained results are not
ecologically generalisable due to disparity in consumer behavioural inten-
tion and actual behaviour. These challenges are often bypassed by a neu-
ral-level exploration, which in turn leads to an understanding of
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consumers main motives for making a product/service choice (Falk et al.,
2012; Walton, 2004).

Although there are arguments that some neuroscientific tools—for
example, Electroencephalography, Event-Related Potential, P300, and
Functional Magnetic Imaging—are expensive, the rapid dynamic devel-
opments in technology have eradicated this challenge, thereby making
most of the neuroscientific tools accessible (Falk et al., 2012). Also,
investment in these types of marketing techniques provides better mar-
keting dividends than its cost (Agarwal & Xavier, 2015); most EF assess-
ment tools (e.g. Stroop task, dimensional change card sorting) are easily
accessible tasks designed to measure cognitive function with evidence
showing their ecological validity (Diamond, 2013). Consequently, this
provides an efficient and reliable avenue to neuroscientifically explore
neural pathways of consumers’ decision-making in emerging markets.

Moreover, Ariely and Berns (2010) argued that understanding neuro-
scientific concepts (e.g. EF) gives organisations a longitudinal advantage
when designing or marketing a brand to potential and actual consumers.
Therefore, emerging markets that are faced with varying brands can be
well understood through mental-level data for marketing maximisation.
Accordingly, Ariely and Berns (2010) proposed a framework that incor-
porates cognitive factors into marketing techniques, and we extend this
argument by proposing that after emerging market feasibility choices and
analysis, an EF assessment (neural-level measures) is essential to aid prod-
uct design (prototyping and development), testing, delivery, feedback,
and advertising before and after product launch. Our conceptual frame-
work in Fig. 10.1 shows a link between EF and consumers’ actual pur-
chasing behaviour.

We draw on this framework to argue that emerging markets need a
neural-level marketing approach for a proper understanding of consum-
ers’ behaviour, including their mental processes for self-control, storage
for recall (working memory), and choosing between similar or contradic-
tory brands (cognitive flexibility). Further, the neural-level processes of
EF determine the regulatory processes including covert (unconscious)
and overt (conscious) that take place when consumers are faced with
brand choices.
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The essence of neuromarketing based on this model is to link consum-
ers thoughts and emotions (unobservable behaviour) and their influ-
ences on observable actions of intentional decisions and actual purchase.
It is believed that conscious behaviour results from unconscious pro-
cesses, and actual behaviour occurs when there is congruence between
unconscious processes and observable stimuli (brands). For instance,
when a consumer sees or hears an advertisement about a product/service,
this information, as argued earlier, is stored and later recalled when there
is a need to make purchase decisions about the product/service. Although
the underlying unconscious processes are invisible to the advertiser or
marketer, this plays a crucial role in influencing the actual purchase deci-
sion. Hence, our model explains these pathways by emphasising the need
to understand and target the unconscious processes for better consumer
understanding. The next section discusses why it is important to rethink
marketing campaigns in emerging markets.

Rethinking Marketing Campaigns
and Implications for Emerging Markets

Several empirically (e.g. Bruce et al., 2014; Lee et al., 2017; Lewinski,
2015; Santos et al., 2012) and conceptually (e.g. Koc & Boz, 2014; Lee
et al., 2007) driven reasons exist to argue for the need to rethink how
marketing strategies are executed in emerging markets. First, limitations
on the use of traditional means of marketing have been accounted for,
and researchers have instead advocated for a shift in the marketing
approach towards neuromarketing (Ariely & Berns, 2010). However,
drawing from Herndndez-Ferndndez et al. (2019), we assert that a blend
of these two approaches —

traditional means and neuromarketing—will be beneficial for emerg-
ing markets because of their cultural and economic characteristics. That
is, data from self-report could be substantiated or refuted when com-
pared to evidence from neuromarketing approaches (Venkatraman et al.,
2015). In this case, one strengthens the other and provides robust justifi-
cations for marketing campaign decisions.
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One core reason to rethink marketing strategies in emerging markets is
cultural differences, which inform how the brain develops. This develop-
ment enhances how campaign messages and brands are sensed and per-
ceived (Sarma & Thomas, 2020). Because these sensations and perceptions
are unconscious, it is difficult for marketing researchers adopting tradi-
tional techniques to understand how they underlie consumers’ decision-
making processes and how they switch between decisions. Thus, we
postulate that consumers are a fusion of rationality and irrationality,
which, when understood as a combination of neural basis and traditional
marketing strategies, can provide better results for marketing campaigns
in emerging markets.

This understanding provides a logical way of thinking beyond correla-
tional results to ecologically valid experimental evidence that leads to
cause-effect explanations of marketing successes and failures. For exam-
ple, we could use the neural-level analysis to determine how much of the
marketing information can be remembered by consumers based on work-
ing memory procedures, or how they would react to contradictory or
similar products, and/or flexibly switch off or on during a marketing
message. This empirical basis helps marketing managers to determine
where to focus more on their campaign strategies for organisational growth.

We have argued that neuromarketing provides marketers, managers,
and organisations with the opportunity to understand the affect—cogni-
tion—behaviour relationship and have drawn insights from EE a neuro-
psychological construct. Though our arguments have contrasted with
traditional means of marketing campaigns, they offer new insight into
how marketing campaigns should be refashioned in emerging markets.
Therefore, we rely on supporting neuroscientific evidence to propose a
shift in the way emerging market consumers are perceived in the market-
ing ecosystem for brand acceptance and organisational growth. We pre-
dict that this approach will create an avenue for a better marketing
intervention for existing and new organisations. To buttress our argu-
ments, we present a case study in the appendix that shows how a com-
pany adopted a neuromarketing technique to solve their challenges. We
conclude with our views on future research directions.
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Conclusion and Future Research Directions

Until recently, organisations and marketing scholars relied on interviews,
focus group discussion, and self-report measures to understand the
behaviour of consumers. The emergence of neuromarketing has provided
the much-needed means for organisations to understand neural-level
processes of consumer responses to marketing stimuli.

As indicated in the case presented in the appendix, neuromarketing
research has been reported to be useful in consumer research, and we
advocate for the need to investigate and understand EF as a neuroscien-
tific concept to leverage for competitive advantage via consumer responses
to marketing campaigns. This is because of its advantages in exploring
consumers self-regulation, working memory, and flexible conscious and
unconscious behaviour. We argue that researchers, managers, marketers,
and the organisation need to acknowledge how important it is to have
this insight and then take it further to start applying it in their marketing
strategy. Since marketing is essential to business growth, understanding
the EF-marketing pathways will provide robust marketing strategies,
especially in emerging markets.

Nevertheless, advocating for more ecologically valid marketing mea-
sures through neuromarketing studies of EF does not imply that the tra-
ditional means should be abandoned. Nor do we argue that it should be
condemned. We are aware that organisations use tools they are familiar
with, and we recommend that marketing managers relearn the impor-
tance of neuromarketing for their campaigns for brand adoption and
scaling.

Finally, by identifying cognitive structures and their specific functions
related to how they can affect consumers’ reaction to marketing cam-
paigns, future research can focus on examining the cognitive processes
(EF) and challenges consumers can face in making sense of marketing
campaigns for the individual dimensions of EF, as well as how marketing
organisations can creatively resolve these obstacles especially in the face of
worldwide pandemic recovery. We hope that our chapter is a step in the
right direction that can help to spur interest in research examining and
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documenting the link between cognitive factors, consumer behaviour,
and marketing campaigns in an emerging market context.

Appendix

Case Study: Lessons from a Marketing Organisation: How to
Understand Consumers’ Response Using Neuromarketing
Disclaimer: This hypothetical case study is provided for illustrative and
teaching purposes only. The information in the case study does not represent
an actual organisation or an actual organisation’s experience. It is only meant
to stimulate class discussion.

Company Ezy was founded in 1869 and is a leading manufacturer of
canned foods in Sub-Saharan Africa and has a presence in other emerging
market economies across the world. The company’s marketing depart-
ment had reported that their advertisement campaign for their newly
launched canned soup was successful based on feedback obtained from a
market research survey. However, this successful campaign did not trans-
late to an increase in sales for the advertised products. Within three years
(2005-2008) of product launch, Company Ezy’s net sales witnessed a
20% increase with an operating profit of $2,000,000. However, there was
a 5.2% decrease in their net sales in the fourth year with a net profit of
$780,000, a 61% decrease compared to their previous fiscal year.

Company Ezy’s management understood that their brand is a house-
hold name because of their history, but they are faced with how to engage
consumers to buy their brand. They proposed redesigning their packag-
ing but could not answer whether it was worthwhile since traditional
marketing techniques could not tap into how consumers think or moni-
tor their reactions to stimuli in real-time. The company needed an
approach that could understand consumers’ intent and actual behaviour
when faced with the decision of choosing between their brand and other
competing brands. They ultimately ended up using neuromarketing
techniques.

They consulted a neuromarketing firm whose aim was to understand
consumers  physiological and neurological responses when making
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buying decisions using brain imaging. The firm also aimed to study how
long it takes consumers to store product information, resist the urge to
pick competing brands, and choose from product ranges of Company
Ezy’s brand when their favourite is unavailable. The neuromarketing firm
utilised breathing rates and heart rates at different levels, stages, and times
to understand consumer responses that are transmitted as data. After a
series of eye-tracking experiments with 40 consumers, they found that
the original packaging invokes an emotional reaction but not enough to
induce purchase. Thereafter, the consumers were also interviewed to cor-
roborate the findings. Consumers affirmed that they could identify the
company’s logo, but the soup label did not look like hot soup, which
made them forget it easily and move to buy other brands without
hesitation.

The combination of the biometric data with the interview findings
revealed that Company Ezy did not need to repackage their soup product
but only needed to reduce the size of their company logo and increase the
size of the hot soup logo, which would help show their canned soup
product as hot rather than an ordinary one. This would help consumers
to remember it more easily and to resist the urge to buy other brands.
Company Ezy responded by using a smaller company logo and showing
a picture of a 3D steamy soup on their label. In the following year, after
adopting the recommendations, Company Ezy witnessed a 17% increase
in their net sales.

References

Adams, H. (2019). 7he role of executive function in impulsive consumer purchasing
bebavior. Unpublished Doctoral Thesis. George State University. hteps://
scholarworks.gsu.edu/psych_diss/207/

Agarwal, S., & Xavier, M. ]. (2015). Innovations in consumer science: Applications
of neuro-scientific research tools. In Adoption of innovation (pp. 25—42). Springer.

Alvino, L., van der Lubbe, R., Joosten, R. A., & Constantinides, E. (2019).
Which wine do you prefer? An analysis on consumer behaviour and brain


https://scholarworks.gsu.edu/psych_diss/207/
https://scholarworks.gsu.edu/psych_diss/207/

224 C. Remigious Ezeugwu et al.

activity during a wine tasting experience. Asia Pacific Journal of Marketing
and Logistics, 32(5), 1149-1170.

Argyriou, E., & Melewar, T. C. (2011). Consumer attitudes revisited: A review
of attitude theory in marketing research. International Journal of Management
Reviews, 13(4), 431-451.

Ariely, D., & Berns, G. S. (2010). Neuromarketing: The hope and hype of neu-
roimaging in business. Nature Reviews Neuroscience, 11(4), 284-292.

Blair, C., Zelazo, P. D., & Greenberg, M. T. (2005). The measurement of execu-
tive function in early childhood. Developmental ~Neuropsychology,
28(2), 561-571.

Bruce, A. S., Bruce, J. M., Black, W. R., Lepping, R. J., Henry, J. M., Cherry,
J. B. C., ... Savage, C. R. (2014). Branding and a child‘s brain: An fMRI
study of neural responses to logos. Social Cognitive and Affective Neuroscience,
9(1), 118-122.

Biittner, O. B., Florack, A., & Serfas, B. G. (2014). A dual-step and dual-process
model of advertising effects: Implications for reducing the negative impact of
advertising on children’s consumption behaviour. Journal of Consumer Policy,
37(2), 161-182.

Chaiken, S., & Ledgerwood, A. (2011). A theory of heuristic and systematic
information processing. Handbook of Theories of Social Psychology, 1,246-1606.

Chaney, D., Touzani, M., & Ben Slimane, K. (2017). Marketing to the (new)
generations: Summary and perspectives. Journal of Strategic Marketing,
25(3), 179-189.

Cherubino, P, Martinez-Levy, A. C., Caratl, M., Cartocci, G., Di Flumeri, G.,
Modica, E., ... Trettel, A. (2019). Consumer behaviour through the eyes of
neurophysiological ~ measures:  State-of-the-art  and  future  trends.
Computational Intelligence and Neuroscience, 2019, 1-41.

Cora, H. (2019). Strategic perspective in millennium companies. 7URAN-
SAM, 11(41), 335-346.

De Dreu, C. K., Baas, M., & Nijstad, B. A. (2008). Hedonic tone and activa-
tion level in the mood-creativity link: Toward a dual pathway to creativity
model. Journal of Personality and Social Psychology, 94(5), 739.

Diamond, A. (2013). Executive functions. Annual Review of Psychology,
64, 135-168.

Doebel, S. (2020). Rethinking executive function and its development.
Perspectives on Psychological Science, 15(4), 942-956.



10 Neuromarketing: The Role of the Executive Function... 225

Falk, E. B., Berkman, E. T., & Lieberman, M. D. (2012). From neural responses
to population behavior: Neural focus group predicts population-level media
effects. Psychological Science, 23(5), 439-445.

Gathercole, S. E., & Pickering, S. J. (2000). Working memory deficits in chil-
dren with low achievements in the national curriculum at 7 years of age.
British Journal of Educational Psychology, 70(2), 177-194.

Gathercole, S. E., Pickering, S. J., Knight, C., & Stegmann, Z. (2004). Working
memory skills and educational attainment: Evidence from national curricu-
lum assessments at 7 and 14 years of age. Applied Cognitive Psychology: The
Official Journal of the Society for Applied Research in Memory and Cognition,
18(1), 1-16.

Gruszka, A., & Necka, E. (2017). Limitations of working memory capacity:
The cognitive and social consequences. European Management Journal,
35(6), 776-784.

Halkias, G., & Kokkinaki, E (2014). The degree of ad-brand incongruity and
the distinction between schema-driven and stimulus-driven attitudes. Journal
of Advertising, 43(4), 397-409.

Hausman, A. (2000). A multi-method investigation of consumer motivations in
impulse buying behavior. Journal of Consumer Marketing, 17(5), 403-426.
Herndndez-Ferndndez, A., Mora, E., & Herndndez, M. 1. V. (2019). When a
new technological product launching fails: A multi-method approach of
facial recognition and E-WOM sentiment analysis. Physiology & Behavior,

200, 130-138.

Hoek, R. W., Rozendaal, E., van Schie, H. T., & Buijzen, M. (2020). Inhibitory
control moderates the relation between advertising literacy activation and
advertising susceptibility. Media Psychology, 11, 1-31.

Holmberg, N. (2016). Effects of online advertising on children’s visual attention
and task performance during free and goal-directed internet use: A media psychol-
ogy approach to children’s website interaction and advert distraction. Lund
University. heeps://doi.org/10.13140/RG.2.2.34031.64168

Hsu, M. (2017). Neuromarketing: Inside the mind of the consumer. California
Management Review, 59(4), 5-22.

Isen, A. M. (2001). An influence of positive affect on decision making in com-
plex situations: Theoretical issues with practical implications. Journal of
Consumer Psychology, 11(2), 75-85.

Isquith, P. K., Crawford, J. S., Espy, K. A., & Gioia, G. A. (2005). Assessment
of executive function in preschool-aged children. Mental Retardation and
Developmental Disabilities Research Reviews, 11(3), 209-215.


https://doi.org/10.13140/RG.2.2.34031.64168

226 C. Remigious Ezeugwu et al.

Jhang, J. H., Grant, S. J., & Campbell, M. C. (2012). Get it? Got it. Good!
Enhancing new product acceptance by facilitating resolution of extreme
incongruity. Journal of Marketing Research, 49(2), 247-259.

Johnson, O., & Iyamu, T. (2019). Framework for the adoption of e-commerce:
A case of South African retail grocery sector. The Electronic journal of
Information Systems in Developing Countries, 85(5), €12095.

Kahneman, D., Lovallo, D., & Sibony, O. (2011). Before you make that big
decision. Harvard Business Review, 89(6), 50—60.

Kakoschke, N., Kemps, E., & Tiggemann, M. (2015). Combined effects of cog-
nitive bias for food cues and poor inhibitory control on unhealthy food
intake. Appetite, 87, 358-364.

Knutson, B., Rick, S., Wimmer, G. E., Prelec, D., & Loewenstein, G. (2007).
Neural predictors of purchases. Neuron, 53(1), 147-156.

Koc, E., & Boz, H. (2014). Psychoneurobiochemistry of tourism marketing.
Tourism Management, 44, 140—148.

Lapierre, M. A. (2019). Advertising literacy and executive function: Testing
their influence on children’s consumer behavior. Media Psychology
22(1), 39-59.

Lapierre, M. A., & Rozendaal, E. (2019). A cross-national study examining the
role of executive function and emotion regulation in the relationship between
children’s television exposure and consumer behavior. Journal of Youth and
Adolescence, 48(10), 1980-2004.

Lee, N., Brandes, L., Chamberlain, L., & Senior, C. (2017). This is your brain
on neuromarketing: Reflections on a decade of research. Journal of Marketing
Management, 33(11-12), 878-892.

Lee, N., Broderick, A. J., & Chamberlain, L. (2007). What is ‘neuromarketing’?
A discussion and agenda for future research. International Journal of
Psychophysiology, 63(2), 199-204.

Lewinski, P. (2015). Don’t look blank, happy, or sad: Patterns of facial expres-
sions of speakers in banks” YouTube videos predict video’s popularity over
time. Journal of Neuroscience, Psychology, and Economics, 8(4), 241-249.

Malenka, R. C., Nestler, E. J., & Hyman, S. E. (2009). Higher cognitive func-
tion and behavioral control. In Molecular neuropharmacology: A foundation
Jfor clinical neuroscience (pp. 313—-321). McGraw-Hill Medical.

Mandler, G. (1982). The structure of value: Accounting for taste. In M. S. Clarke
& S. T. Fiske (Eds.), Perception, cognition and development: Interactional anal-
ysis (pp. 3—36). Erlbaum.



10 Neuromarketing: The Role of the Executive Function... 227

Mian, G. M., Sharma, P, & Gul, E A. (2018). Investor sentiment and advertis-
ing expenditure. International Journal of Research in Marketing,
35(4), 611-627.

Ndayizigamiye, P, & Khoase, R. G. (2018). Inhibitors of the adoption of
e-commerce by SMMES in two South African cities. International Journal of
eBusiness and eGovernment Studies, 10(1), 51—66.

Ohme, R., Reykowska, D., Wiener, D., & Choromanska, A. (2010). Application
of frontal EEG asymmetry to advertising research. journal of Economic
Psychology, 31(5), 785-793.

Peatfield, N., Caulfield, J., Parkinson, J., & Intriligator, J. (2015). Brands and
Inhibition: A Go/No-Go Task Reveals the Power of Brand Influence. PlbS
one, 10(11), e0141787.

Rozendaal, E., Lapierre, M. A., Van Reijmersdal, E. A., & Buijzen, M. (2011).
Reconsidering advertising literacy as a defense against advertising effects.
Media Psychology, 14(4), 333-354.

Sanjari, S. S., Jahn, S., & Boztug, Y. (2017). Dual-process theory and consumer
response to front-of-package nutrition label formats. Nutrition Reviews,
75(11), 871-882.

Santos, J. P, Seixas, D., Brandao, S., & Moutinho, L. (2012). Neuroscience in
branding: A functional magnetic resonance imaging study on brands implicit
and explicit impressions. Journal of Brand Management, 19(9), 735-757.

Sarma, U. A., & Thomas, M. T. (2020). Breaking the limits of executive func-
tions: Towards a sociocultural perspective. Culture & Psychology,
26(3), 358-3068.

Sharma, M. K. (2014). The impact on consumer buying behaviour: Cognitive
dissonance. Global Journal of Finance and Management, 6(9), 833—840.

Shiv, B., Carmon, Z., & Ariely, D. (2005). Placebo effects of marketing actions:
Consumers may get what they pay for. Journal of Marketing Research,
42(4), 383-393.

Sihem, B. (2013). Marketing mix-an area of unethical practices? British Journal
of Marketing Studies, 1(4), 20-28.

Spiteri Cornish, L. (2020). Why did I buy this? Consumers’ post-impulse-
consumption experience and its impact on the propensity for future impulse
buying behaviour. Journal of Consumer Behaviour, 19(1), 36—46.

Stanton, S. J., Sinnott-Armstrong, W., & Huettel, S. A. (2017). Neuromarketing:
Ethical implications of its use and potential misuse. Journal of Business Ethics,

144(4), 799-811.



228 C. Remigious Ezeugwu et al.

Stasi, A., Songa, G., Mauri, M., Ciceri, A., Diotallevi, E, Nardone, G., & Russo,
V. (2018). Neuromarketing empirical approaches and food choice: A system-
atic review. Food Research International, 108, 650-664.

Stipp, H., & Woodard, R. P. (2011). Uncovering emotion: Using neuromarketing
to increase ad effectiveness. Advertising Research Foundation.

Venkatraman, V., Dimoka, A., Pavlou, P. A., Vo, K., Hampton, W., Bollinger,
B., ... Winer, R. S. (2015). Predicting advertising success beyond traditional
measures: New insights from neurophysiological methods and market
response modeling. Journal of Marketing Research, 52(4), 436-452.

Walton, C. (2004, November 19). The brave new world of neuromarketing is
here. B&T Weekly (Australia), p. 22.

Wong, C. L., & Mullan, B. A. (2009). Predicting breakfast consumption: An
application of the theory of planned behaviour and the investigation of past
behaviour and executive function. British Journal of Health Psychology,
14(3), 489-504.



®

Check for
updates

11

Advertising in Virtual Reality:
A Hierarchy of Effects Paradigm

Ikeola J Bodunde and Eugene Ohu

Introduction

An organisation can achieve its marketing goals to the extent that it does
better than its competitors in creating, communicating, and delivering
value to its chosen target market, breaking through message and com-
munication clutter (Srivastava & Dorsch, 2020; Kotler, 2000). Marketing
communication has long moved beyond merely selling products or ser-
vices, and instead focuses on using different media and tools to create a
lasting impression and meaning in the minds of consumers. Advertising,
aimed at increasing awareness about a brand or product, is one of the
most prominent and widely used communication tools in marketing.
One traditional definition renders it as a paid form of impersonal com-
munication initiated by a known sponsor and deliberately targeted to an
individual or a wider audience through the media. Advertising can
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influence the audience through informing or reminding them of a brand’s
existence, or alternatively, through persuasion, help them differentiate a
product or organisation from competitors in the same market (Fill,
2005). The goal of this influence or persuasion is usually to elicit responses,
such as attitudinal or behavioural changes, that would result in an inten-
tion to purchase the product or service.

Advancements in the information and communication technologies of
the Internet and social media have changed how advertisements are
served and how consumers respond to them. New spatial computing
technologies such as extended reality (XR) (which includes augmented
reality-AR, virtual reality-VR, and mixed reality-MR) are growing
increasingly popular (Kwok & Koh, 2021; Alcaniz et al., 2019). While
VR takes the user into a virtual environment, AR overlays virtual content
on the physical world, and MR combines virtual objects and environ-
ments with real objects and environments (Alcafiiz et al., 2019). The
foray of big tech companies like Facebook (with their Oculus Quest VR
devices) into extended reality technologies is gradually making these
innovative technologies cheaper and more accessible to the wider public.
VR is also finding a growing use for entertainment, sports viewing, and
training (Lupinek et al., 2021).

A major consideration for advertisers in choosing between one medium
or another is how accurately they can measure the effectiveness of a par-
ticular campaign in capturing the desired attention. Lack of precision in
the measures of effectiveness of some digital advertising has either dis-
couraged or slowed down its adoption (Santoso et al., 2020; Yoo & Baek,
2017; Logan, 2016). Advertisers need detailed metrics of engagement
and interest in order to determine the effectiveness of a particular adver-
tising technique or medium. In traditional media such as newspapers,
billboards, and television, such metrics include readership and viewer
counts, manually or automatically acquired. Advertisers would take more
advantage of the more interactive and immersive media technologies, if
only they could adequately harness their potential and then, even better,
be able to measure how effective they are in engaging consumers.

Extended reality technologies potentially have some superior features,
and hence opportunities, that the more traditional advertising media do
not have. VR is highly interactive, immersive, and engaging. The
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immersion is such that users feel almost physically transported into
another world such that their participation and interaction in VR
becomes almost as real as if it were taking place in their physical environ-
ment (Serrano et al., 2013). Furthermore, some VR devices (e.g. the
HTC Vive Pro Eye) allow for the tracking and recording of eye move-
ments, enabling advertisers to accurately measure the nature, type, and
duration of eye contact with objects and services advertised in the medium.

Unfortunately, many advertisers are still using perspectives and strate-
gies developed for traditional media to understand new media. The
Hierarchy of Effects model (Lavidge & Steiner, 1961) describes the pro-
cess of progression of learning and decision-making that consumers expe-
rience in response to an advertising message. Consumers move from the
point of initial awareness of a product or service to becoming convinced,
deciding whether to purchase or not. The Hierarchy of Effects model has
traditionally been used to understand the consumer’s decision-making
journey, from knowing about the product to the moment of purchase.
Studies abound (Powell et al., 2017; Wijaya, 2011; Olson & Thjemee,
2009) about the application of this model to television and other tradi-
tional media, but there are limited studies on its application in virtual
reality. Considering the huge potential of emerging technologies like VR,
the Hierarchy of Effects model (HoE) can provide the needed framework
to best understand the consumer decision-making pathway following
their first encounter with a brand or product in this medium (Hazel &
Kang, 2018).

The rest of the chapter proceeds as follows. After presenting an over-
view of advertising and virtual reality definitions, as well as conceptuali-
sations of advertising in emerging markets, we address the traditional
medium of advertising and then introduce virtual reality (VR). Against
this background, and taking VR as a case study and exemplar of futuristic
spatial computing technology for advertising, we suggest how the
Hierarchy of Effects model offers a lens to understand better how con-
sumers might be brought to interact with a brand presented through it.
We believe that lessons drawn from applying HoE to VR suggest a pat-
tern that can, to a great extent, be generalised to many emerging tech-
nologies (especially extended realities). The chapter concludes with some
recommendations for organisations deploying virtual reality.
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Advertising in an Emerging Market (the
African Context)

Africa is an emerging but fast-growing market, and advertising is hugely
important in reaching the continent’s vast population of 1.3 billion peo-
ple. From a general market or an economic perspective, emerging mar-
kets have one unique characteristic: their economy is growing rapidly, a
fact shown by rising Gross Domestic Product (GDP), increased trade, as
well as increased foreign reserves (Paul, 2020; Techo, 2018). Market size
is an important determinant of economic progress, as shown by the
BRICS (Brazil, Russia, India, China, and South Africa), which has seen
growth spurred by market size. The aggregate GDP in emerging markets
and developing economies including China is expected to grow by 5% in
2021 after a contraction of 2.6% in 2020. During the same period, some
poorer economies are expected to experience a 3.3% increase in activities,
after a contraction of 0.9% in 2020 (World Bank, 2021).

In spite of this growth in various economies, many brands still find it
hard to succeed, and advertisers are having a hard time working in such
markets. An increasingly diverse and complex world is a challenge for
advertisers, who have to contend with multiple economic models, differ-
ent types and sizes of social structures, firms, and marketing systems, as
well as various purchasing habits and abilities (Makhlouf, 2019). Now
that competitive advantage is shifting from low resource cost to techno-
logical capability, the survival of organisations will depend more and
more on technological capabilities.

Advertising is a form of communication that continuously and subtly
affects our daily lives, and in its pervasiveness, which we may be unaware
of, reflects and sometimes manipulates our culture and influences our
decisions (Swami & Dutta, 2010; Dyer, 2008). Various authors have sug-
gested that we are each exposed to about 3500 advertisements daily
(Dahlén & Edenius, 2007; Godin, 1999 in Richards & Curran, 2002), a
number that varies depending on what is classified as advertising.
“Advertising” has for a long time been described as every form of com-
mercial, promotional activity, from sponsorship to email marketing

(Schultz, 1995). Others (e.g. Osama Mohamed Abdelaziz, 2021; van der
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Lans et al., 2021; Zgheib, 2017) view advertising as a way to differentiate
one brand from the competition, while some consider it as a way to
manipulate an audience (Kulikova et al., 2021; Katermina & Buyanova,
2020; Susser et al., 2019).

Each viewpoint presents only some aspects of the reality of “advertis-
ing”. A single definition therefore lacks the required precision to distin-
guish advertising from other forms of marketing communication
(Schultz, 2016; Bergkvist & Langner, 2017; Richards & Curran, 2002;
Rust & Oliver, 1994). There is, however, one common “denominator”
among these perspectives, which is that advertising is paid for and non-
personal, there is a known sponsor, and it is disseminated through the
mass media with a view to persuade or influence consumers or target
audiences (Lamb Jr. et al., 2000; O’Guinn et al., 2000; Vanden Bergh &
Katz, 1999). This is the definition of advertising adopted for the current
study: a paid, non-personal communication by an identified sponsor,
through the mass media to persuade or influence someone.

The technology frontier is becoming more sophisticated very fast.
Extended reality (XR) is able to reproduce and render high-quality vir-
tual environments and objects, making it a potential tool that can be used
to generate, in consumers, experiences similar to what they would experi-
ence in the real world. By 2015, three three-year global projection of the
number of VR users was 171 million people, with about 28 million of
them estimated to be prepared to pay for the VR content they consume
(Grudzewski et al., 2018).

Facebook is one of the big technology companies leading the way in
extended reality innovations. As at 2020, the number of Facebook users
in Africa was pegged at above 250 million subscribers (Internet World
Stats, 2020). Another 2020 estimate put the number of Nigerian users of
Facebook at 23 million (Statista, 2021). However, to date, Facebook does
not have an office in Nigeria, the country with the largest population in
Africa. Despite this, many Nigerians have Facebook’s VR headset Oculus
Quest (a virtual reality headset developed by Oculus, a division of
Facebook), and the developer community around extended reality is
growing. Facebook is currently experimenting with how to place adver-
tising in VR games. The attempt has been met with varying degrees of
success and acceptability by the public (BBC, 2021). It is therefore
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expected that a country with the highest population in Africa presents a
huge advertising market for such big tech companies in VR. Highlighting
some differences between a virtual experience and an “indirect” one
offered by traditional advertising may further illustrate the exciting and
richer advantages that the former offers.

Traditional Advertising Media

Traditional advertising began with the development of printing in the
fifteenth and sixteenth centuries. A century later, weekly newspapers in
London began publishing advertisements, a trend that reached its peak in
the eighteenth century (Britannica, 2021). Television and radio became
the most pervasive media in western industrialised nations. When in
1941 the first TV ad appeared by a company selling the Bulova wrist-
watch for four to nine dollars, it did not seem much like a revolution
because only the 4000 people who had a TV in New York at that time
were able to see it. The 10-second ad, which had a voiceover saying
“Americans run on Bulova time”, ran on the eve of the entry of the United
States into World War II. The setting and timing made America stand out
as a technology forerunner (Mertes, 2021). The Internet has now revolu-
tionised advertising in a most dramatic and revolutionary way, changing
how advertisements are broadcast and increasing exponentially the num-
ber of people who can see ads. It has also changed how consumers inter-
act with ads, influencing how they are affected as a result.

Traditional media has been used to gather and disseminate news and
information to a heterogeneous and dispersed audience, to set agendas
and frames for conversations. Also, because traditional media are easily
accessible, advertisers have continued to patronise them in order to reach
as many people as possible within the shortest time.

Radio, television, and newspapers, among others, have been the tradi-
tional media platforms used by advertisers to make their goods and ser-
vices known to a heterogeneous mass audience. However, traditional
media is not able to connect more intimately and more directly with the
target, but is rather more adept at delivering information. For this reason,
it cannot be solely relied upon to reach the desired advertising target
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audience all the time (Papasolomou & Melanthiou, 2012). Traditional
media also lacks interactivity as it is usually linear or uni-directional.
Consumers are thus mostly at the receiving end of the information, with
little input into what they receive. Product advertising is thus often lin-
ear, with one ad following the other and consumers viewing information
in a predetermined sequence beyond their control.

The linear flow of information in traditional advertising media such as
TV and newspapers stands in sharp contrast to more interactive media
(Bezjian-Avery et al., 1998). Although we suggest that non-traditional
advertising media would be richer and more persuasive, not all authors
agree. Dahlén and Edenius (2007) argue that non-traditional adverts are
not persuasive enough to make experimental subjects take action.
Respondents in the Dahlén and Edenius (2007) study stated that they
did not as readily form a mental representation of them as advertising.
The authors argue that when the audience sees an advert, say on social
media, it is less persuasive, as they do not consider it an advert but rather
perceive it as publicity or mere information. However, when they see the
same ad on TV, it feels more like an advertisement. Alcaniz et al. (2019)
argue the opposite: that non-traditional advertising media provide a
richer experience. According to them, a virtual environment provides a
richer experience than traditional advertising and viewers tend to equate
the advert with a direct experience. In other words, consumers may learn
better in a virtual experience than in a direct experience. Therefore, both
traditional and non-traditional advertisements should be seen as comple-
mentary and not in competition, as both contribute to actualising the
advertising goals set by a brand.

Many people are distracted when they watch entertainment pro-
grammes on television. A study by Edelman Global Survey (2013) found
that 96% of respondents simultaneously use a device while viewing
entertainment on another device, and that of those, 51% do so regularly.
Other factors that determine how people consume and their level of
engagement with the advertised brand include their personality traits.
Another is the “distance” between the viewer and the device. The more
physically near the person is to the advertising image, the closer they are
likely to feel towards it. This is greater with VR than with traditional media.
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Virtual Reality

Virtual reality (VR), though in its early stages, is fast gaining ground and
also attracting increasing attention in the mainstream media. VR is a
virtual, three-dimensional, highly interactive, simulated, computer-
generated environment where a real person can play an active agent role
(Onyesolu & Eze, 2011; Mazuryk & Gervautz, 1999), depending on
whether they are observing or embodying a character. The realism of the
three-dimensional virtual environment is often enhanced with spatial
sound, and sometimes with haptic feedback. Experiments are even under
way to add smell to the VR experience (Wang et al., 2021; Munyan et al.,
2016). VR may allow users to be brought in contact with virtual repre-
sentations of other people, past and present, real or imaginary (Onyesolu
& Eze, 2011; Isdale, 1998; Baieier, 1993). This multimedia environment
is a virtually rendered digital space that the user sees, usually by wearing
a VR “headset” designed as a head-mounted display (HMD). This has
sensors that track the movements of the user’s body and hands, which in
turn can be used to move objects inside the virtual environment or to
control the “movement” of the user’s virtual representation (avatar) in
VR. Thus, the virtual movements respond to the real-world movements
of the user. A virtual environment in VR attempts to replace the elements
and cues of the physical world with digital equivalents. In this way, VR is
potentially more immersive and engaging than the physical world, which,
in the best representation of VR, is completely blocked out (Fox
et al., 2009).

VR simulates the natural stereoscopic viewing mechanism by digitally
generating right-eye and left-eye images of any given object or scene in
3D. The information provided from both eyes helps the viewer’s brain
integrate the information to create the perception of 3D space (Ye et al.,
2007; Wann et al., 1995;). Thus, VR technology creates the illusion in
the mind of the user that the images shown on-screen have depth and
presence, rather than being a flat image projected onto the screen. With
this, they are able to perceive the objects projected more accurately, real-
istically, and precisely. VR affords a greater level of interactivity than tra-
ditional media. In VR, a user in a virtual space is able to engage within
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the environment and each action taken has an immediate and observable
effect that the user can more tangibly relate to. The interactivity of VR
keeps the user engaged cognitively and actively, unlike other passive
media like television (Kim et al., 2021).

Advertising has continued to evolve along with technological innova-
tions. Compared with traditional media, VR allows higher levels of inter-
activity and realism, which results in visual richness (Grudzewski et al.,
2018; Van Kerrebroeck et al., 2017; Choi & Taylor, 2014). To achieve a
more realistic presentation of products and services, image richness is an
important factor to consider in marketing communication. Cheng,
Chieng, and Chieng (2014) suggest that the richness of imagery can be
affected by sound or animation. The realism of VR content can also posi-
tively affect consumers’ attitudes towards the advertised brand and even
stimulate purchase intentions.

The possibilities of VR are almost limitless. It is expected to herald
several innovations that would impact human life and work in several
different ways. Over 15 years ago, Cline predicted that VR would find its
way into various aspects of human activity, with notable impacts on
behaviour, cognition, and communication (Cline, 2005).

VR technology can change our daily lives—from how we communi-
cate to how we spend our leisure time. VR is finding increasing use in
sectors such as education, training, engineering, medicine, manufactur-
ing, design evaluation, architecture and architectural walk-through,
behavioural and clinical studies, physiotherapeutic treatment of psycho-
logical disorders, and entertainment and gaming (Halabi, 2020; Solmaz
& Van Gerven, 2021; Safikhani et al., 2021; Brady et al., 2021; Teoh
et al., 2021). VR technology is now widely recognised as a major break-
through in technological advancement in science. Though still early days,
many big tech companies (Facebook, Google, Apple, HTC, and Amazon)
are injecting huge human and material resources into extended reality
research and development. The billions of dollars expended thus far pro-
vide a glimpse of the projections they are making for the future of VR
and other extended realities.
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Features of VR that Support Advertising

4.1.1 Eye tracking. This feature (present in VR HMDs such as the HTC
Vive Pro Eye or the Varjo VR-2 Pro) tracks the movement of the eye,
recording its coordinates throughout the experience to indicate exactly
what the viewer is seeing. For businesses and advertisers, determining the
effectiveness of digital advertising has remained a key issue so that they
can accurately determine how successful a medium is (Hall, 2020). Since
eye movements have been linked to cognition, this feature would allow
for the collation of more in-depth information about the user. It would
also allow for more granular and precise monitoring and measurement of
engagement with the object of advertising.

4.1.2 Immersion. VR is immersive. Users enter a virtual space, some-
what cut off from the physical world. The VR Head Mounted Display
(HMD) covers their entire face, with headphones blocking out external
sound, fully immersing the user in the VR world.

4.1.3 Physical Tracking and Live Rendering. During VR use, the
device tracks the external and internal environment. By tracking the
physical position and movement of the user, it is able to position the
physical user within a defined virtual space. The computer continuously
renders the digital images in accordance with the changes in the user’s
physical position around the play area. Thus, moving the physical head or
body gives the illusion that one is actually moving in the virtual world.
This synchronous and high-fidelity rendering of virtual imagery contrib-
utes to the experience of “presence” in VR, thus increasing the user’s
engagement with the advertised brand.

4.1.4 Interactivity. In VR, users can interact with digital objects the
same way they do in real life (Kim et al., 2021; Vergari et al., 2021). They
can “touch” digital objects, throw or lift them. Through the implementa-
tion of “physics” in VR, some of these motions respond appropriately to
the amount of force exerted by the user, respecting the laws of physics
(e.g. heavier objects move more slowly, or require both hands to lift). An
example of this physics implementation can be found in the VR game
Boneworks (Cameron, 2020).
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Advertisements and Virtual Reality

In the field of cognitive and social psychology, VR has been dubbed the
“empathy machine” (Hassan, 2020; Buji¢ et al., 2020). This is due to its
ability (through transporting the user to a different virtual world) to take
the perspective of people in some distant and remote place. Perspective-
taking is possible by observing (in VR) other circumstances, or taking up
the virtual body (embodying) of the within-VR character. Either way,
perspective-taking illustrates virtual reality’s visual power, which can be
taken advantage of to increase a user’s affinity and closeness to a product
or brand. VR allows people to “escape” from the real world to a virtual
one, thus finding application in industries like real estate, medicine,
entertainment, and sports (Hassouneh & Brengman, 2015).

Due to its unique features, VR performs in a superior way some tradi-
tional advertising functions, such as informing, persuading, entertaining,
educating, and providing social inspiration (Hamilton et al., 2021; Ahn,
2021; Spielmann & Orth, 2021). Using VR to create lasting impressions
while achieving all the uses mentioned above can build a sense of value
and loyalty to a brand.

A virtual world such as exists in VR allows for a flexible combination
of different advertising methods in a single channel. Products can be
“placed” as digital three-dimensional objects in VR, thus mimicking what
happens in the real world with billboards or television. Advertising can
also be placed as mini-games within a VR experience (Vedrashko, 2006).

A number of advertising agencies are now experimenting with VR
In-Game Advertising (IGA), which is the placement of advertising in
virtual reality experiences (Lupinek et al., 2021). One expected benefit of
IGA over traditional advertisements is that consumers are less likely to
multitask during game play. Apart from the long development cycle of
video games, advertisers are still hesitant about embracing video games as
an advertising platform due to the uncertainties surrounding accurate
measures of advertising effectiveness in VR.

Another concern advertisers have with regard to integrating IGA into
games is how to do this effectively without distracting the players and
affecting their enjoyment of the game, which may alienate them from the
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advertised brand. Studies are still ongoing in search of empirical support
for the influence that virtual reality communication has on message per-
ception and attitude towards a brand (Grudzewski et al., 2018).

The interactive nature of VR allows users to relate to objects represent-
ing brands in novel ways. In VR, users (consumers) can pick up products
and examine them from different angles in a more realistic manner using
one or two hand-held controllers. Highly realistic images and videos are
easily integrated into VR applications, allowing players to interact with a
“hyper-realistic” model of a product virtually (Petit et al., 2019). This
type of interaction mimics real-world interaction and facilitates con-
sumer learning of the product and improved familiarity with the prod-
uct. Virtual reality thus holds promise as a new medium for rich, varied
advertising methods that are more immersive, more absorbing, and more
interactive. VR ads can take the form of “placement” of the 3D depic-
tions of a product within an educational experience, on billboards, dur-
ing musical performances, in movies, as 360-degree videos, short video
clips, and games, and through cross-promotional offers and activities.

Some VR Ad Placement Techniques

Advertisers are still experimenting to find the most effective ways to place
ads within VR, while causing minimal disruption to the user. The less
disruptive an ad is, the greater the chance that the user will not feel any
aversion towards the brand represented. Three of the methods for placing

ads in VR are:

¢ Playing a one-time video at the beginning of the VR experience (Lee
& Faber, 2007).

* Embedding the brand or product in the VR experience so that partici-
pants interact actively with it as a natural part of the experience
(Redondo, 2012).

* Having the user “enter” a VR “virtual room” in the course of the expe-
rience. A virtual room (a sub-app within a VR experience) may con-
tain an environment, an object (representing the brand), and the
interactions. Users will be encouraged to visit the room, usually in
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exchange for some reward, such as game points if the VR experience is
a gamified one.

Here is how the cross-platform game engine owners Unity Technologies
describe an attempt at IGA: “The Ad appears in a natural part of the
game’s storyline. Never forced, the player has the ability to choose to
enter into the room, in which they then become fully immersed in the
brand’s experience for 30-60 seconds. Upon completion, they receive
some sort of reward or gift for viewing, creating a memorable experience”

(Unity3D, 2019).

Hierarchy of Effects Model

The Hierarchy of Effects model describes how advertising influences a
consumer’s decision to purchase or not purchase a product or service.
Determining the hierarchical processes in marketing allows us to predict
behaviour and obtain information on what advertising strategy to adopt.
This process should aid the organization and execution of tasks and the
exercise of different functions (physical or conceptual) within a firm
(Preston & Thorson, 1983; Barry & Howard, 1990). It was conceived by
Lavidge and Steiner (1961) and is one of the leading theories in the mar-
keting communication framework (Kucuk, 2017). This hierarchy depicts
the sequence of consumer learning and decision-making experiences
when they have come in contact with an advertisement. It is structuring
of a product or service’s advertising message objectives, such that a sale is
made at the end. With the Hierarchy of Effects model, the advertising
campaign objectives include awareness, knowledge, liking, preference,
conviction, and purchase (Fig. 11.1).

Lavidge and Steiner (1961) represented the communication process in
their hierarchy models. They saw advertising as a long-term investment
that moves the consumer through various steps and stages over time,
beginning with product awareness to the “knowledge”, ‘liking’, and ‘pref-
erence’ and moving ultimately to actual purchase (Barry & Howard,

1990; Wijaya, 2015; Augustin & Liaw, 2020).
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Fig. 11.1 Hierarchy of Effects models; Source: Adapted from Lavidge
and Steiner

The model tries to explain the process through which advertising mes-
sages create an impact on the consumer. According to the model, the
stages are grouped into three main processes. These are the cognitive,
affective, and conative processes (Wensley, 2016). Cognitive implies that
consumers have received the message and are aware of it. Message strat-
egy in this area is used to create influence on customers’ minds, beliefs,
and knowledge. The affective process refers to consumers’ attitudes and
their reactions to the advertising messages. Message strategies invoke the
feelings of customers, enhancing product likeability. The final process,
conative, represents the actual purchase of the advertised product or ser-
vice (Wijaya, 2015; Clow & Baack, 2007; Kerin & Hartley, 2015).
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VR, Advertisement, and Hierarchy
of Effects Model

The Hierarchy of Effects model (HoE) affords, through VR, a potentially
better understanding of the customer through some unique features of
the technology. According to the HoE, following an initial “meeting”
with a brand, the customer follows six steps that should result in purchase
or alienation. The steps are, chronologically: awareness, knowledge, lik-
ing, preference, conviction, and purchase (each successive pair represent-
ing respectively cognition, affection, and conation) (Miraki et al., 2021;
Augustin & Liaw, 2020; Wijaya, 2015).

Compared to other technologies, such as TV, VR is potentially more
immersive and interactive. A greater immersion, as is found in VR, means
that the user feels more “present” in the virtual environment, resulting in
an increased awareness of both the environment and the objects therein.
Through subjective measures (surveys or interviews), or objective mea-
sures (eye-tracking features of high-end VR devices), advertisers are able
to measure the degree of awareness attained by the user during the VR
experience.

VR is also more interactive. Rather than passively “watching” the sce-
narios, users can more actively interact with the environment and objects
as if in the physical world. Combined with the immersive property, such
interactivity can potentially increase the user’s theoretical and practical
understanding of the brand within VR (knowledge). Like awareness, this
knowledge can be captured through both subjective and objective mea-
sures, providing the second dimension of the Hierarchy of Effects model.

The realism of VR provided by a greater immersion and interactivity
should increase the chances that a user will return to such VR experiences
(Al-Ghamdi et al., 2020; Farah et al., 2019), with the result that they
encounter the advertised brand more frequently. In the presence of alter-
natives, a user’s decision to repeatedly interact with a particular VR expe-
rience may connote a greater liking and preference. This can provide
measures of the third and fourth dimensions of the HoE, respectively. A
greater liking and preference ought naturally to result in a greater convic-
tion about a brand or product and ultimately purchase.
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In one case of marketing communication in a more developed market,
OREO, the largest brand owned by Mondeléz International in the
United States, in 2016 ran a VR advertising campaign called “Wonder
Vault” to launch a new product. The VR experience transported viewers
into a magical land of milk rivers and cupcake-flavored Oreo biscuits.
This phantasmagorical 360-degree experience was viewed with a cheap
VR device made from cardboard (the Google VR Cardboard). This
marked Oreo’s first venture into VR (Sharma, 2020). Even though the
VR viewer was not sophisticated, it still resulted in an increased aware-
ness and knowledge about the new product, more people got to develop
a liking for the product, and there was an increase in audience engage-
ment. Ultimately, more than 3.6 million people who viewed it were
enticed (Harwell, 2016).

HoE in VR

We illustrate HoE in VR with a hypothetical case. A game called VR
Sports Challenge playable in the Oculus Rift allows a player the use of his
virtual hands to play one of four sports: baseball, basketball, hockey, or
American football. In the (virtual) playing field of the American football
game, for example, the player sees an environment that looks like the
real-life equivalent. Although the game has no VR advertisement, an
advert could be placed across the stadium/arena advertising boards. To
thus create awareness about a brand, the advert has to be engaging but
simple. The realism of the VR experience already makes objects appear
life-size and close, which positions the brand to be properly seen, thus
ensuring awareness and knowledge—the cognitive process.

The affective stage is where the consumer builds a liking for what is
being advertised and begins to consider the products benefits. The
uniqueness of the product and how it differs from others is also consid-
ered, helping the consumer make a choice. One feature of VR is the
simulation of “presence”, which is here influenced by an absorption of
the user in the experience (Barnes, 2016). It can facilitate the affective
stage where the total attention of the user is in the experience.
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The conative stage is the behaviour or action stage of the process. This
is when the consumer, after considering the benefits and costs, and hav-
ing made a decision about their preference, then buys the real product
after “coming out” of the virtual experience.

VR provides advertisers a further ability to arouse the player’s desire
towards increasing their conviction about purchasing the advertised
product. One way to do this would be to allow the consumer to “test” or
“feel” the product, both of which can be simulated in virtual reality, thus
improving their confidence in their purchase decision-making.

Recommendations

Virtual reality promises to be a major component of a digital technology
advertising future, and advertisers should therefore include it in their
marketing plans. However, the novelty of the technology requires ade-
quate skills and knowledge to enable advertisers to design and deploy it
appropriately. This would require planning for the needed training and
education of talents. For the HoE model, the advertisers deploying it in
VR need to understand the right persuasive skills and deploy it for success.

VR experiences work well with storytelling. Advertisers using VR to
increase brand awareness and affinity should consider embedding these
within stories, which may have a greater chance of appealing to varied
audiences, leading the consumer to thinking, feeling for the product, and
then acting towards purchase.

VR can potentially be so real that users think they are in the physical
world. Advertisers can take advantage of this by deliberately designing
VR experiences that are as similar to the real brands as possible. This
should increase brand recognition and potentially grow affinity.

Users’ preferences often depend on their characteristics, such as demo-
graphic uniqueness. Advertisers in VR should invest in user-centric
research in order to better adapt VR experiences to their uniqueness.

A device that is as immersive and interactive as VR potentially collects
a huge amount of personal information of the users, often in real time.
Adequate consideration should therefore be given to the privacy and
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security of user information, as well as protection of their right to privacy,
especially among more vulnerable users, such as children.

Conclusion

Virtual reality (an expression of extended reality) presents a novel and
potentially more engaging digital advertising medium. This chapter
applies the Hierarchy of Effects model in a novel way to VR. We suggest
that VR’s inherent abilities to induce a more immersive perspective-
taking and the more realistic interaction made possible with digital
objects affords advertisers a better understanding of the cognitive, affec-
tive, and conative processes involved in users’ interaction with a brand.
This improved understanding should also cover the steps of awareness,
knowledge, liking, preference, and conviction about the brand or prod-
uct, hopefully leading to taking action: purchase.

Africa possesses one of the fastest-growing populations and markets.
Its relatively young population is also one of the fastest adopters of digital
technology, evidenced by many technology startups. The cost of
consumer-grade VR is falling and, although it is still an innovative tech-
nology in Africa as in the rest of the world, since technology democratises
digital access, the continent should prepare to leapfrog development by
taking advantage of VR.
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In this often-cited quote, Microsoft founder Bill Gates encourages
organisations to be more proactive and future-oriented in their strategies
for technology adoption. These viewpoints are particularly relevant to
marketing, as planning for future change has been acknowledged as the
main challenge in both marketing research and practice, particularly in
relation to new technologies (Shankar et al., 2011).

According to Stone et al. (2020), marketing has undergone several
transformations over the decades and is likely to experience more phe-
nomenal changes in the future. Consequently, the scope of the applica-
tion of technologies in marketing will grow over time. Contemporary
marketing research shows that the future of marketing will focus on arti-
ficial intelligence (Al), virtual reality (VR), and neuromarketing (e.g.
Huang & Rust, 2021). This chapter contributes to knowledge first by
reviewing literature on marketing-related Al, VR, and neuromarketing
issues. Second, it provides guidance on how enhanced marketing out-
comes can be achieved through the applications of these new technolo-
gies and tools. Finally, it draws on Stone et al.’s (2020) suggestion to
integrate marketing literature into marketing-technology prediction.

Definitions of Key Concepts
Artificial Intelligence

Artificial intelligence (Al is a form of intelligence displayed by machines
(Wirth, 2018) using multiple technologies to enable computers to sense,
comprehend, learn, and act, including procedures such as computational
intelligence, natural language processing, machine learning, and knowl-
edge representation (Awalegaonkar et al., 2019). The fact that Al is
increasingly replacing and improving human thinking capability can be
regarded as disruptive. Because Al can identify, merge, and analyse large,
varied data types, it represents a remarkable revolution in marketing’s
capability to target individual customers.

Marketing tasks rely on intelligence, and Al is capable of analysing
customers’ buying patterns, designing advertisements to suit target cus-
tomers, and setting proper pricing to maximise revenues generated from
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individual customers (Marinchak et al., 2018). Al deployment in mar-
keting has gained importance due to increased computing power, reduced
computing costs, the accessibility of big data, and the spread of machine
learning algorithms. There are broad applications of Al in many areas of
marketing. For instance, Amazon.com’s Prime Air deploys drones to
automate shipping and delivery. Lexus uses IBM Watson to script its TV
commercial “Driven by Intuition”. Considering its applications, it is
believed that Al will change the future of marketing (Eriksson et al., 2020).

Virtual Reality

According to Craig, Sherman and Will (2009, p. 11), virtual reality (VR)
is a “media comprising interactive 3D computer simulations that sense
the participant’s position and actions, provide synthetic feedback to one
or more senses, [and yield] feeling immersed in the simulation”. VR rep-
resents an important marketing tool, with many applications ranging
from VR-based offerings (e.g. Disney Movies VR) and promotional tools
(e.g. Coca-Cola’s Virtual Locker Room), to distribution channels (e.g.
Wayfair IdeaSpace). According to Hollebeek et al. (2020), VR can help
potential customers better assess brands, especially where the customers
are remote from the offering (e.g. e-commerce) or where 2D models fall
short (e.g. tourism). VR can make traditional brand communications
more experiential, providing a desirable “pre-consumption experience”
that can boost consumers’ attitudes towards brands. In a review of the
VR-marketing literature, Alcaniz et al. (2019) suggest that VR marketing
is an effective tool because of its capability to deepen consumer experi-
ences. Therefore, by complementing or substituting with other market-
ing tools, VR can enrich customers’ experiences, thereby providing key
advantages to marketers (Dobrowolski et al., 2014).

Companies are increasingly using VR marketing practices (e.g. branded
VR games) to promote their business (Jung & tom Dieck, 2017). Flavidn
etal. (2019) further conceptualise the importance of VR in marketing by
incorporating it into the consumer hierarchy framework. These authors
posit that technology can enhance consumer core experiences (e.g. prod-
uct appraisal), making the experiences more valuable. For example, VR
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headsets allow users to interact with objects at a 360° angle in virtual
space, a real-world simulation that enriches consumers” experience with
the product (van Berlo et al., 2021).

Neuromarketing

Neuromarketing refers to an application of neuropsychology to market
research, with the goal of studying consumers’ cognitive responses to
marketing stimuli (Sebastian, 2014). This psychosocial approach is
increasingly shaping marketing research and practice. For example, con-
ventional marketing tools for collecting and analysing consumer feed-
back are time-consuming, carry a high cost, and often yield inaccurate
results (Malhotra & Dash, 2016). Compared to conventional techniques,
neuromarketing can capture consumers’ tacit cognitive and emotional
responses to marketing stimuli, useful for the prediction of consumers’
purchase decisions (Rawnaque et al., 2020).

Neuromarketing employs non-invasive brain signal recording tech-
niques to gauge the response of a customer’s brain to marketing stimuli,
thus surpassing conventional survey methods (Vecchiato et al., 2011).
Examples of neural recording devices commonly used in neuromarketing
research are electroencephalography (EEG), functional magnetic reso-
nance (fMRI), magnetoencephalography (MEG), positron emission
tomography, transcranial magnetic stimulator, and functional near-infrared
spectroscopy (fNIRS). Customers’ cognitive and emotional responses (i.e.
like/dislike, approach/withdrawal) can be examined by obtaining neuronal
activity from the brain using these devices. Different stimuli activate asso-
ciated responses in the human brain, and these responses can be tracked by
observing the changes in neuronal signals (or brainwaves).

Contemporary Marketing Discourse
Artificial Intelligence

The marketing literature has delved into the general applications of Al
(De Bruyn etal., 20205 Jarek & Mazurek, 2019; Ma & Sun, 2020; Wirth,
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2018), the application of Al in strategic marketing decision-making
(Eriksson et al., 20205 Stone et al., 2020), Al and branding (Jones, 2018;
West et al., 2018), and development of a strategic framework for Al in
marketing (Huang & Rust, 2021). Kiron and Schrage (2019) highlighted
that the majority of the extant literature focuses on the strategic extension
of Al in organisations, particularly in operational areas.

There are three main phases in the studies on Al The first phase focuses
on basic understanding of Al in marketing (e.g. Martinez-Lépez &
Casillas, 2013; Wierenga, 2010); the second phase considers the applica-
tions of Al in various marketing contexts (e.g. Rekha et al., 2016; Stone
et al., 2017); the third phase addresses issues related to emerging tech-
nologies for predictive analytics, such as neural networks, big data, and
machine learning (e.g. Chi-Hsien & Nagasawa, 2019; Liu, 2020).

Table 12.1 offers summaries of recent studies on Al in marketing research.

Virtual Reality

Virtual reality is a useful tool for the prediction of consumer behaviour in
real stores (Bigné et al., 2016; Vrechopoulos et al., 2009). Recent studies
used a 3D web-based virtual supermarket to explore consumer behaviour
(Waterlander et al., 2015) and high-immersive visual interfaces (based on
head-mounted displays, HMDs) to examine consumer perceptions and
purchasing behaviour (e.g. Bigné et al., 2018; Castellanos et al., 2018;
Verhulst et al., 2017). The empirical evidence from recent VR marketing
research suggests that VR marketing is largely effective at closing the gap
between action and experience. For example, Tussyadiah et al. (2018)
found positive effects of the use of VR marketing in a tourism context on
consumers’ attitudes and behavioural intentions. Comparable results
were highlighted by Wang and Chen (2019), who suggest that product
placements in VR videos foster interest in the products’ brands and pur-
chase intentions. In another study, Martinez-Navarro et al. (2019)
showed the positive effect of VR in an e-commerce context on brand
recall and purchase intention.

Table 12.2 summarises recent research on VR in marketing. These
studies investigated strategies for marketing using VR games (Ho &
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Table 12.1 Recent literature on Al in marketing

Comments/suggestions

Authors Focus/title Findings for future research
Wirth Hello, It is time to embrace Recent developments
(2018) marketing: artificial intelligence. are calling for a more
What can Marketing and data granular terminology
artificial scientists can leverage  than the two extremes
intelligence a rich toolbox of of narrow artificial
help you predictive models and intelligence and full
with? machine learning artificial intelligence.
approaches.
Jones Voice-activated The focus for brands With the growth of Al
(2018) change: must be on the and increasingly
Marketing in  audience. This is connected homes,
the age of something marketers users’ decisions may be
artificial ought to know, but it replaced with devices
intelligence becomes importantin  making decisions,
and virtual the case of voice- providing curated
assistants activated assistants. answers, talking to
each other, and
employing machine
learning to become
more personalised.
Marketers may find
themselves marketing
to these devices
instead.
West et al. “Alexa, Build Al can improve Future research should
(2018) me a Brand”  operational efficiency  investigate the effect
An by improving the of Al technologies
investigation  consistency with (automation, machine
into the which a brand delivers  vision) and examine
impact of its promise. Natural their effects on a
artificial Language Processing broader range of
intelligence can improve many brand elements

on branding

elements of customer
service. Machine
learning enables
personalised offerings,
but organisations are
constrained by data
quality and quantity,
and knowledge of the
application of the
technologies.

(communications,
loyalty, pricing) to
establish other ways Al
can be deployed to
build brand value.

(continued)
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Table 12.1 (continued)
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Comments/suggestions

Authors Focus/title Findings for future research

Jarek and  Marketing and Al is extensively There is a need for
Mazurek artificial introduced into the future research to
(2019) intelligence marketing domain, examine the effect of

Huang and A strategic

Rust
(2021)

Eriksson
et al.
(2020)

even though the
applications are still at
the operational level.
Al affects all aspects
of marketing mix,
influencing both
consumer value
delivery and the
marketing
organisation
(including the
management).

Al can be used for
framework marketing research,
for artificial strategic planning
intelligence (segmentation,
in marketing  targeting, and

positioning—STP), and
actions.
Think with me, Al can be deployed as

or think for an effective response
me? On the to the external

future role of contingencies of large
artificial volumes of data and
intelligence uncertain

in marketing  environmental
strategy conditions. It is, as

well, an effective
response to the
external contingencies
of constrained
managerial cognition.

formulation

Al on marketing,
particularly the
business effect.

N/A

The barriers to use of Al
(i.e. business culture,
digital readiness) are
worthy of further
inquiry. It is necessary
that future studies
explore the
contingencies of firms
benefitting from
deploying Al, thereby
carrying out a cost-
benefit analysis.
Another important
future consideration is
a “creative-possibility
perspective”.

(continued)
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Table 12.1 (continued)

Comments/suggestions

Authors Focus/title Findings for future research

Stone et al. Artificial There is a critical need  Other areas that require
(2020) intelligence for more research, more research include

(Al) in both to pilot how how to maintain
strategic marketing academics innovativeness in
marketing train their students strategic marketing
decision- and prepare them for decision-making and
making: A the marketing field, planning in an
research and to guide Al-driven world.
agenda marketing,

information

technology, and

strategy decision-

makers on artificial

intelligence

investments,

deployment and

exploitation.

De Bruyn  Artificial Al will have a profound Al will fall short of its
et al. intelligence impact on predictive promises in many
(2020) and tasks that can be respects in marketing

marketing: automated and domains if the

pitfalls and demand little challenges of tacit

opportunities explanation. knowledge transfer
between Al models
and marketing
organisations are not
resolved.

Ma and Machine The coming decades It is imperative to take
Sun learning and  will witness the advantage of the rich
(2020) Al in proliferation of digital information to

marketing— automated Al agents expand the
connecting powered by machine understanding of firms
computing learning methods in and consumers, to
power to every aspect of address emerging
human marketing, driven by issues in the marketing
insights big data, technology, field, and to create

and competition.

scalable and
automated decision
support capacities that
will be vital to business
managers.

Source: Authors’ compilation
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Authors Focus

Findings

Comments/
suggestions for
future research

Ho and Strategies for

Zhang
(2020)

Kong
et al.
(2020)

marketing really new
products to the mass
market: A text
mining-based case
study of virtual
reality games

VR technology in

marketing from the
perspective of
customer experience

The marketing of a
class of “really new

products” may focus

on its uniqueness
upon initial
introduction. It may
shift from
uniqueness to the
new elements of
each individual
product as the
newness of the class
of “really new
products” fades
over time. In
addition, the

marketing strategies

of “really new
products” may
experience an
exploratory process
after months (or
years) of their initial
launch.

The most direct
impact factors of VR
on the operation of
strategic marketing
models are
immersion,
conception, and
customer buying
behaviour. Product
added value and
brand design are
indirect impact
factors. Corporate
profitability is the
most important
factor influencing
the operation of
marketing models.

Future research
could expand the
input to
incorporate VR
game screenshots
and trailers.

N/A

(continued)
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Table 12.2 (continued)

Authors Focus

Findings

Comments/
suggestions for
future research

van
Berlo
et al.
(2021)

games: Affective
processes within
computer-mediated
consumer experiences

Subawa The practices of virtual

et al.
(2021)

Zheng
(2021)

reality marketing in
the tourism sector, a
case study of Bali,
Indonesia

Application of virtual

reality technology in
marketing training

Brands in virtual reality Virtual product

appeal reinforces
the influence of
brands in VR games
on brand attitude.
Additionally, brands
in VR games show
emotional
responses, which
subsequently drive
brand attitude and
purchase intention.

the practice of VR
marketing to
tourists and
potential consumers,
using major
technology. The
marketers practise
the hegemony of VR
marketing on
tourists and
potential customers.
Tourism capitalism,
as a chain link in the
tourism industry,
can be integrated
into marketing
through VR.

The deployment of

proper algorithms
can foster the
application of
virtual reality
technology in
marketing training.

Future research

might manipulate
specific attributes
of an embedded
virtual product (e.g.
the image quality
of the virtual
product). It should
explore whether
the findings of van
Berlo et al. (2021)
corroborate
different consumer
learning situations
as simulated in
HMD VR.

There is hegemony in  Subsequent studies

are encouraged to
perform a review
of VR marketing in
various regions so
as to obtain a
robust comparison,
and there is a need
to emphasise the
readiness of
government
regulations that
adopt VR
marketing.

N/A

(continued)
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Authors Focus

Findings

Comments/
suggestions for
future research

Sung The effectiveness of a VR leads to a higher  The current
et al. marketing virtual experience of prototype of VR
(2021)  reality learning immersion, learning  simulations could

simulation: A
quantitative survey
with
psychophysiological
measures

attitude, and
enjoyment. Further,
immersion was
found to mediate
the positive effects
of VR simulation on

be used as a
supplementary
resource to
improve the
learning attitude
and enjoyment, but

learning attitude, not as the major

but not on teaching material
enjoyment. to foster
Remarkably, knowledge-based

performance in
marketing.

students in the
video performed
better on the
knowledge-based
test than those in
the VR.

Source: Authors’ compilation

Zhang, 2020;), algorithms of VR technology in marketing training (van
Berlo et al.,, 2021; Zheng, 2021), VR marketing from the perspective of
the customer (Hollebeek et al., 2020; Kong et al., 2020), VR marketing
in the tourism sector (Subawa et al., 2021), and marketing VR learning
simulation (Sung et al., 2021). In the early 2000s, research into VR
explored virtual worlds (which allowed navigation in virtual stores).
Studies analysed the role of Second Life, launched in 2003, as a tool for
virtual product sales (Jin & Bolebruch, 2009) and marketing research
(Kaplan & Haenlein, 2009).

Neuromarketing

As technologies continue to advance, marketing stimuli are becoming
more oriented towards TV commercials or images of the product (rather
than the real product) (Boccia et al., 2019; Cakir et al., 2018; Shen et al.,
2018). Three-dimensional images of products, especially e-commerce
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products, have contributed to virtual product purchase decision-making
and have gained interest in the neuromarketing discourse (Cakar et al.,
2017; Chew et al., 2015). Aside from marketing-focused stimuli, some
studies (e.g. Ariely & Berns, 2010; Redcay & Schilbach, 2019; Shen &
Morris, 2016) focused on social advertisements using neuroimaging and
neural signal decoding techniques to examine and predict the success of
their message. Analysis of consumers’ emotional responses, an emphasis
in recent neuromarketing research, utilises Frontal Alpha Asymmetry
theory for right and left frontal channel as well as alpha, beta, and theta
bands (to identify the cognitive and emotional response of the consumers).

Table 12.3 summarises recent research into the technological advance-
ments and opportunities in neuromarketing (Dapkevi€ius & Melnikas,
2009; Rawnaque et al., 2020; Roth, 2014), neuromarketing in branding
and advertisement (Hafez, 2019), neuromarketing applied to packaging
(Juarez et al., 2020), neuromarketing in subliminal advertising (Hsu &
Chen, 2020), and the decision to adopt neuromarketing techniques
(Nilashi et al., 2020).

In the last half-decade of consumer neuroscience research, the use of
EEG devices has become more prevalent than fMRI scanners. Whilst
EEG is particularly employed in TV ad evaluation (where high resolution
is needed to explore the dynamic effects of commercials), fMRI is used in
the display of product images to explore consumers’ purchase decisions.
In fMRI-based neuromarketing research, the merit of using product
images as marketing stimuli is that fMRI can identify the activated brain
region the moment a consumer experiences a marketing stimulus. fNIRS
has the advantage of mobility and is used in consumer reaction examina-
tion and purchase behaviour correlation (Cakir et al., 2018; Krampe
et al., 2018). fNIRS is claimed to have an accuracy of over 70% and a
reliability scale of 0.7 out of 1 (Cakir et al., 2018). fNIRS is therefore
believed to have great potential in neural recording for future experi-
ments in neuromarketing (Rawnaque et al., 2020).

Most of the EEG devices used in academic research are Emotiv Epoc,
Emotive Epoc+, BrainAmp, eego Sports and NeuroSky MindWave. Over
the last few years, fMRI-based neuromarketing research has employed 3-Tesla
fMRI scanner Magnetom Trio, SIEMENS, and Siemens Verio scanner for
experiments (Hubert et al., 2018). In most studies, signal pre-processing was



The Future of Marketing: Artificial Intelligence, Virtual Reality...

Table 12.3 Recent literature on neuromarketing
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Authors

Focus

Findings

Comments/suggestions
for future research

Dapkevicius and Influence of price

Melnikas
(2009)

Hafez (2019)

Juarez et al.

(2020)

and quality to
customer
satisfaction:
neuromarketing
approach

Neuromarketing: a

new avatar in
branding and
advertisement

Neuromarketing
Applied to
Educational Toy
Packaging

Neuromarketing is
increasingly used
and has future
prospects in
marketing research
to enhance
marketing
strategies, ad
campaigns, and
brand building.

If a stimuli-related
brand or
advertisement
triggers the
hippocampus,
dorsolateral
prefrontal cortex,
and midbrain,
customers will
definitely purchase
the brand. Ads
should include deep
emotional context so
as to activate the
emotional brain,
which, in turn, can
lead to a purchase
decision.

The motivations in the
process of buying
educational toys are
the graphic details of
the packaging.
Further, there is a
significant social
component when
the product is
bought as a gift for a
third party.

Some scholars believe
that neuromarketing
could lead to
invasion of privacy
and influence
customers’ purchase
choices.
Nevertheless, many
companies will still
utilise it in their
marketing
campaigns.

Sometimes consumers
cannot describe their
true feelings and
emotions for a
particular brand or
ad, which can be
explored by
neuromarketing.

It is considered
necessary to examine
other types of
educational toys, in
order for the results
to be generalisable.

(continued)
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Table 12.3 (continued)

Authors

Focus

Findings

Comments/suggestions
for future research

Hsu and Chen

(2020)

Nilashi et al.

(2020)

Neuromarketing,
subliminal
advertising, and
hotel selection: An
EEG study

Decision to adopt
neuromarketing
techniques for
sustainable
product
marketing: a fuzzy
decision-making
approach

Subliminal advertising
significantly
influences
consumers’ selection
of hotels. An emoji
smiling face (as a
subliminal message)
affects consumers’
hotel choice. A
consumer’s theta
band significantly
increases while
watching hotel
videos with

subliminal messages.

A consumer’s beta
brainwave
significantly
decreases when
videos are viewed
with a smiling face
emoji (as subliminal
stimulus in the hotel
video).

The cost, usefulness,
accuracy, time-
saving, bias, deep
probing of memory,
quality of
information, and
emotions are
neuromarketing
advantages that
significantly
influence its
adoption. Accuracy
and bias are two
factors that
significantly
influence green
product suppliers in
using
neuromarketing
advertising and
branding.

Future research
utilising EEG on
event-related
potential (in the
field of tourism and
hospitality) can gain
insights into the
consumer’s mind
right from the
moment they push
the buy-button in
their brain, as 80%
of buying behaviours
are determined on a
subconscious or
unconscious level.

Future studies should
explore the relation
between the
techniques (i.e. fMRI,
EEG, and MEG),
neuromarketing
factors, and
neuromarketing
contributions in the
use of
neuromarketing in
green product
marketing.

(continued)
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Table 12.3 (continued)

267

Authors Focus

Findings

Comments/suggestions
for future research

Rawnaque et al. Technological
(2020) advancements and
opportunities in
Neuromarketing:
a systematic
review

Consumer goods are
the prevalent
marketing stimuli
employed in both
product and
promotion forms in
the literature. The
trend in consumer
emotion
recognition-based
experiments is to
analyse frontal and
prefrontal alpha
band signals. EEG
usage is favoured by
researchers over
fMRI in video
advertisement-based
neuromarketing
experiments (this is
perhaps attributable
to its low cost and
high time-
resolution). Found in
most of the studies
are physiological
response measuring
techniques (e.g. eye
tracking, heart rate
monitoring),
independent
component analysis
(e.g. artefact
removal from neural
signal), and
consumer response
prediction and
classification (e.g.
Artificial Neural
Network, Support
Vector Machine, and
Linear Discriminant
Analysis).

Among the brain
signal recording
devices, EEG is
increasingly more
popular in
neuromarketing
experiments
(especially with
television
commercials analysis
because of its high
temporal resolution).
However, EEG
devices possess
diverse sampling
rates, leading to a
limit for the highest
analysable
frequency. Future
research should
investigate this.

Source: Authors’ compilation
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performed via MATLAB and EEGLAB. A number of research experiments
utilised Al algorithms for prediction and classification.

Discussion and Implications
for Marketing Managers

Artificial Intelligence

The benefits of Al application to marketing managers’ strategic decision-
making in emerging markets are expected to include the following (Stone

et al., 2020):

* Accelerated decision-making, particularly in the face of availability of
new data or emergence of competitive threats, enabling companies to
seize the benefits of stronger market positions ahead

* Detection of missing data

* Improved rationality, especially in the form of removal (or reduction)
of cognitive bias by decision-makers

* A common basis for decision-making

* Learning from experience

¢ Improved quality management of marketing projects

The growth of Al applications in marketing can be said to be synchro-
nous with the rapid advance of marketing technology, be it front-line
marketing operations (e.g. contact centres) or the management of mar-
keting resources. This development helps in the application and support
of Al in marketing as it automates other aspects of marketing and gener-
ates usable data (Stone et al., 2020). The implication is that Al deploy-
ment can be integrated into various applications by taking data feeds
automatically and providing feedback to those applications.

Early thinking on business-to-business marketing arose from compa-
nies who kept contact with customers via sales forces and then contact
centres. However, the data richness of the current consumer market has
led to marketing automation focused on consumer markets (Stone et al.,
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2020). A larger part of business-to-business marketing is also becoming
widely digitalised given its similarity to consumer marketing (especially
where it entails marketing to small businesses). The implication is that
advanced content management systems can be deployed to target content
to suitable prospects and customers; then, the download and engagement
of the content is tracked. By so doing, suppliers can prioritise customers
who have shown interest in their service.

Al is driven by the availability of data. For example, giant web retailers
(e.g. Amazon, eBay) and advertising platforms (e.g. Bing ads, YouTube)
generate rich data regarding product and service purchasing. In contem-
porary markets, the larger percentage of consumer (and government)
expenditure is on services. Depending on the degree of digitalisation,
services yield richer data flows regarding consumer behaviour: “usage, not
just purchase, can be or is tracked” (Stone et al., 2020, p. 5). Data rich-
ness is expanding (e.g. some motor insurance policies feature tracking
devices which measure frequency and mode of usage), and marketers
must take advantage of the opportunities.

In the future, it is expected that Al will be used in strategic decision-
making concerning the markets to target, the type of products to market,
the channels of communication and distribution to utilise, and the form
of pricing and competitive positioning. According to Stone et al. (2020),
the current focus is not primarily on the replacement of human decision-
making in strategic decisions, but on the creation of higher-quality
decision-making mechanisms, using Al, to more quickly provide market-
ers with more comprehensive information and options.

Al will fall short of its promises in many respects in marketing domains
if the challenges of tacit knowledge transfer between Al models and mar-
keting organisations are not resolved (De Bruyn et al., 2020). With the
growth of Al and increasingly internet-connected homes, user decisions
may be replaced by devices that employ machine learning for personalisa-
tion and curated answers. As a result, marketers may find themselves
marketing to these devices instead of the users (Jones, 2018). It is there-
fore imperative to take advantage of the rich digital information to
expand the understanding of firms and consumers, address emerging
issues in the marketing field, and create scalable and automated decision
support capacities vital to business managers (Ma & Sun, 2020).
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One of the most important advantages of VR is that it can develop
“consumer-product and consumer-context interactions that are not possi-
ble in the real world” (Alcafiz et al., 2019, p. 5). Virtual reality can be a
perfect platform for experiential marketing (Loureiro et al., 2019), given
the related technology that enhances consumer experiences (Jung et al.,
2016). Managers, especially in emerging markets, should set up virtual
flagship stores for promotion purposes. VR provides richer communication
between the consumer and the product when compared to traditional
advertising. Since VR enhances customer experiences from evaluation to
the actual purchase, companies can obtain valuable insights from their
actions. The virtual world is more interactive than traditional marketing
communication tools and inspires customer engagement with the brand
and the company. For example, SMEs in emerging markets can take advan-
tage of VR by using virtual magazines as an alternative to the paper press.

In digital marketing, VR is identified as a critical digital technology
that will lead to novel marketing prospects. In the future, the use of inter-
active immersive 3D virtual stores will become more popular. Two pur-
chase channels will coexist: first, virtual stores where consumers can
interact virtually with products and, second, physical stores where con-
sumers can interact with real products (Alcaniz et al., 2019). The two
complementary channels will shore up the new concept of omnichannel
retailing (Verhoef et al., 2015). For example, tourism organisations can
be more active in virtual worlds through the utilisation of 3D cities,
hotels simulations to the real world’s destinations.

Neuromarketing

Sometimes consumers cannot describe their true feelings about a particu-
lar brand or advert, but those emotions can be explored by neuromarket-
ing (Hafez, 2019). Neuromarketing uses physiological signals (i.e. heart
rate, eye tracking, and skin conductance measurements) to garner insights
into audiences’ physiological responses to stimuli. These neurophysiolog-
ical signals can provide accurate portrayals of consumers’ preferences
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(and likes/dislikes) using machine learning algorithms and advanced
spectral analysis (Kroupi et al., 2014). Marketing managers, especially in
emerging markets, can use neuromarketing to capture consumers tacit
cognitive and emotional responses to marketing stimuli and thus predict
consumers’ purchase decisions.

Some scholars argue that neuromarketing could lead to invasion of
privacy and confuse customers purchase choices. Nevertheless, many
companies in emerging markets can still utilise it in their marketing cam-
paigns (DapkeviCius & Melnikas, 2009) to measure and analyse the
meanings of brainwaves using machine learning algorithms as well as sig-
nal and image processing techniques. The implication is that the buying
behaviour can be detected, analysed, and predicted in marketing with the
aid of brain—computer interface technologies that explore consumers’
mental states (i.e. engagement, excitement, withdrawal) while experienc-
ing the marketing stimuli (Izhikevich, 2003).

Direction for Future Research
in Marketing Communications

Artificial Intelligence: Research into the deployment of Al in marketing
has four main themes: (1) technical Al algorithms for the resolution of
particular marketing problems (Capatina et al., 2020; Mogaji et al.,
2020); (2) customers’ reactions to Al (Gursoy et al., 2019; Xu et al.,
2020); (3) effects of Al on society (Agrawal et al., 2019; Bag et al., 2021);
and (4) managerial and strategic issues associated with Al (Eriksson et al.,
2020; Huang & Rust, 2021). The fourth theme—managerial and strate-
gic issues associated with Al—lacks a robust academic basis, even though
some recent studies endeavour to address strategic marketing issues.
Some examples include the deployment of machine learning for the pre-
diction of mobile marketing personalisation (Tong et al., 2020) and Al
for personalised customer engagement (Eriksson et al., 2020; Kumar
etal., 2019; Overgoor et al., 2019).

In addition, recent research calls for more terminologies other than the
two extremes of narrow artificial intelligence and full artificial
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intelligence (Wirth, 2018). Other areas that need further investigation
include how to maintain innovativeness in strategic marketing decision-
making and planning in an Al-driven world (Stone et al., 2020). Future
research should investigate the effect of other Al technologies (e.g. auto-
mation, machine vision) and examine their effects on a broader range of
brand elements (e.g. communications, loyalty, pricing) to establish other
ways Al can be deployed to build brand value (West et al., 2018). The
barriers to the use of Al (i.e. business culture, digital readiness) are wor-
thy of further inquiry. Also, future research can explore contingencies for
firms to benefit from using Al, and if its cost and required efforts are
worth the advantages.

Virtual Reality: The literature regarding the use of VR in marketing is
quite fragmented: “Perhaps this is due, in part, to the fact that it is a mul-
tidisciplinary field combining several research areas, such as social and
technological sciences, with profound methodological differences”
(Alcafiz et al., 2019, p. 11). Thus, it is vital to define a rigorous method-
ological framework that allows the classification of research activities in
the field. In addition, most of the studies to date lack a certain level of
methodological rigour in either their characterisation of VR technologies
or the techniques used to characterise the consumer experience. This lim-
its the generalisation of results in the literature.

The capacity of VR to produce new virtual realities will enable con-
trolled laboratory experiments to study the factors that influence the
acceptability of new products and the influence of the various attributes
(e.g. age, gender, education, and location) of consumers on their pur-
chase decisions. The current prototype of VR simulations could be used
as a supplementary resource to improve learning attitudes and enjoy-
ment, but not as the major teaching material to foster knowledge-based
performance in marketing (Sung et al., 2021). Future research could
expand the input to incorporate VR game screenshots and trailers (Ho &
Zhang, 2020) or ways to manipulate specific attributes of an embedded
virtual product (e.g. the image quality of the virtual product). Scholars
should explore whether the findings of van Berlo et al. (2021) corrobo-
rate different consumer learning situations as simulated in HMD
VR. Moreover, subsequent studies are encouraged to review VR market-
ing in various regions to obtain a robust comparison, and research is
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needed into the status of government regulations related to VR market-
ing (Subawa et al., 2021).

Neuromarketing: Research into neuromarketing implications involving
product assessment and product purchase decision-making uses func-
tional MRI to identify the activated region in the brain to predict interest
in a product. To diagnose consumer engagement with a product, it will
be worthwhile to employ EEG devices with high temporal resolution.
While neuromarketing experiments using EEG devices of 32 channels
and 14 channels have topped the research performance, data availability
should be kept in mind in the selection of an EEG device. According to
Rawnaque et al. (2020, p. 16), future research should consider the avail-
ability of “bilateral EEG electrodes if they would like to utilise frontal
alpha asymmetry theory. Accompanying EEG, eye tracking has also
shown high performance in attention and arousal locating”. Eye trackers,
galvanic skin response devices, and heart rate monitors can be used
together with brain signals to confirm the experimental findings.

Future research using EEG on event-related potential (in the field of
tourism and hospitality) should gain insights into the consumer’s mind
right at the moment they push the mental buy-button, as 80% of buying
behaviours are determined on a subconscious level (Hsu & Chen, 2020).
More studies can advance knowledge by exploring the relation between
the techniques (i.e. fMRI, EEG, and MEG), neuromarketing factors,
and neuromarketing contributions in areas such as green product mar-
keting (Nilashi et al., 2020). For instance, EEG is increasingly becoming
more popular among brain signal recording devices in neuromarketing
experiments, particularly television commercials analysis, due to its high
temporal resolution (Rawnaque et al., 2020). However, Rawnaque et al.
suggest that as EEG devices possess diverse sampling rates, which can
cause a limitation for the highest analysable frequency, this should be
further investigated (Rawnaque et al., 2020). In addition, in-depth elab-
oration of a code of ethics for neuromarketing research is considered
essential since this represents the main criticism of neuromarketing
(Roth, 2014). Finally, studies can propose how firms in emerging mar-
kets can respond to the future realities of marketing communications by
leveraging contemporary tools of artificial intelligence, virtual reality, and
neuromarketing.
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Conclusion

The chapter concludes that there are emerging trends in marketing com-
munications that organisations must be aware of, and they must put in
place strategic plans to take advantage of them. Several organisations are
adopting artificial intelligence, virtual reality, and neuromarketing to
make informed marketing decisions that will enhance the understanding
of consumers’ needs and behaviour and achieve competitive advantage.
Organisations seeking market share in the emerging markets must not
ignore the contemporary issues, future trends and technology-driven
innovations in marketing communications.
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Leveraging Digital Marketing
and Integrated Marketing
Communications for Brand Building
in Emerging Markets

Amrita Chakraborty and Varsha Jain

Introduction

The digital revolution has a prolific influence on markets, business, and
organisations at micro and macro level. There is a surge in technological
devices that has led to fast and unpredictable changes in individual cogni-
tion and our behaviour towards each other. Similarly, at the macro level,
nations have embraced digitalisation into their economy and consider it
a backbone for future development. Due to this, developing countries are
quickly rising in status and capacity—for example, India, Africa,
Thailand, Russia, Mexico, and Brazil.

Emerging markets, generally speaking, are “heterogeneous, have socio-
political governance, a chronic shortage of resources exists, unbranded
competition, and inadequate infrastructure” (Sheth, 2011). Emerging
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markets influence consumers’ decision-making process (Thongpapanl,
Ashraf, Lapa, & Venkatesh, 2018). There is complete information about
various products and services, brands, and offers available with heteroge-
neity in products and price discrimination. The process of decision-
making creates issues of trust in the minds of consumers. Consumers do
not trust online channels for buying products (Ventre & Kolbe, 2020).

Moreover, this obstacle is overcome by understanding the motivations
of consumers for purchasing and not purchasing online. It also depends
on the brands’ relevance to promote and position their products in the
emerging market. For example, Starbucks in India promotes local break-
fast recipes by Indian chefs, such as Sanjeev Kapoor, in their outlets,
along with coffee or any other drink (Starbucks, 2020). The brand has
created relevance in its host country by considering the culture and psy-
chological factors in an emerging market. Research also argued that brand
prominence in luxury purchases plays an essential role in emerging mar-
kets (Pino, Amatulli, Peluso, Nataraajan, & Guido, 2019).

Along with the recommendations, word-of-mouth and reviews about
the brand positively affect consumers’ perceived usefulness (Sheth, 2011;
Ventre & Kolbe, 2020). Along with websites, psychological and cultural
aspects are essential for any brand to consider while framing strategies to
understand and attract consumers online. Therefore, digital marketing and
integrated marketing communication are the success pillars for brands in
emerging markets. Thus, this chapter will discuss the role of digital market-
ing along with integrated marketing communication, using a new frame-
work of marketing in emerging markets. We further explain in detail the
process of branding in emerging marketing with digital marketing tools.

Digital Marketing Framework for Brands
in Emerging Markets

The digital marketing framework for brands in emerging markets, which
many global brands are adopting, encompasses digital marketing and
integrated marketing communication tools. It has four phases,
Collaborate, Positioning, Personalisation, and Purchase, which are fur-
ther explained in this section.
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Collaborate

Brands extensively use digital marketing for connecting with stakeholders
such as allied forms, consumers, and society. When a global firm enters
an emerging market, a collaborative approach is followed through joint
ventures, strategic alliances, exporting, and franchising (Paul, 2019). For
Example, Mahindra and Ford (a US-based automobile company) have
agreed to a joint venture in India for long-term economic growth (Ford,
2020). Firms acknowledged that a collaborative relationship with the
stakeholders enables a brand to develop (Dumont & Ots, 2020). For
example, the Government of Rwanda worked with Silicon Valley robotic
firms to be the first to deliver blood to local areas with drones (EY, 2020).
The communication channels used by the brands to join are more through
online mediums rather than offline. This communication has created
enormous opportunities for brands to reach global consumers, as brands
take initiatives to understand and interact with consumers to satisfy their
needs and desires.

Similarly, it becomes necessary for consumers to understand various
brands’ perspectives and help them co-create strategies. The standpoint of
a brand comprises the firm, consumers, and society (Swaminathan,
Sorescu, Steenkamp, O’Guinn, & Schmitt, 2020). In this phase, their
perspectives are essential and will be explained in detail in the following
sections.

Firm Perspective

Strategic and financial approaches are the macro-level and structural
development that form the brand’s institutional framework. The guide-
lines explain the theories related to brands and the role of urbanisation,
globalisation, and digitalisation in emerging countries. The views are
strategic and financial. The strategic approach focuses on the structural
features of the brand. The system includes developing and implementing
brand identity, and positioning, targeting, launching, and growing
brands, brand portfolio architecture, and brand monitoring across
nations. It helps establish a context for the brand with digital marketing
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tools and creates a structure to target consumers. The financial approach
explains the crucial element for a brand, which is finance. Digital trans-
formation has enabled the emerging economy’s domestic market to
explore innovative digital potential (Rassool & Dissanayake, 2019).
Whenever a brand wants to invest in digital marketing components for
more revenue and increased sales, it also measures the return on invest-
ment (ROI). Generally, brands measure ROI concerning the brand effect,
brand equity, and non-financial outcomes. Non-financial outcomes may
include creating awareness, recommendations, and e-WOM. In an
emerging market, community-driven marketing strategies emphasise
extensively non-financial results.

Further, non-financial consequences are becoming popular because of
the increasing role of communities in emerging markets. Studies have
stated that emerging markets such as India and China provide many
opportunities for global brands to expand due to the increase in eco-
nomic growth and purchasing power (Paul, 2019). However, interna-
tional brands also need to understand the consumers, helping them
collaborate in successful ventures.

Consumer Perspective

Initially, the “top-down” approach produces goods and services for con-
sumers based on their product-driven strategies (Alexander, Teller, &
Wood, 2020). Later firms adopted the “bottom-up” approach for stake-
holders such as consumers, which also plays an essential role in the co-
creation of brand uniqueness (Jain, Shroff, Merchant, & Bezbaruah,
2021). If consumers can grasp the essence and differentiate the brand’s
unique value, this is considered the most significant brand victory.
Outstanding value requires the brand to be relevant and meaningful to
the right consumers (Keller, 2019). However, this is a challenging task for
the brands in an emerging market. Consumers prioritise products or ser-
vices that can be customised or personalised to fulfil their demand and
provide a unique value proposition. If consumers are attracted and con-
vinced, then they purchase the product. For example, in India, the luxury
hotel chain The Taj has created advertising campaigns that communicate



13 Leveraging Digital Marketing and Integrated Marketing... 285

the “Feeling of Tajness” embedded with the culture, values, and hospital-
ity that provide unique Indian meanings and symbols for tapping the
international market (Tajness, 2021).

Moreover, digital marketing has provided an opportunity to enhance
products’ value by increasing their distribution globally on an unprece-
dented scale. For example, Nandos, a prominent South African food
chain, launched a new online campaign, Tin for Tjips, using online plat-
forms and their app (Nando’s South Africa, 2021). Consumers’ decision-
making takes place considering the economic and psychological approach.
The financial process explains that every brand has indulged in the pro-
duction and manufacturing of multiple products. Therefore, organisa-
tions have details about the quality, quantity, and manufacturing process.
Sometimes, consumers lack this detailed information about that exact
product. The product leads to the creation of asymmetry of communica-
tion between the consumers and the brand. When consumers are intro-
duced to a new brand for the first time in an emerging market, they must
represent a positive image or identity. Also, there is heterogeneity in reli-
gion, history, and demography in an emerging market, which leads to
differences in culture and traditions that become necessary for the new
firms to consider for marketing (Sinha & Sheth, 2018). With the target
consumers, digital marketing components are the medium that is used
for the brands to communicate. Content marketing, blogging, and video
marketing are practical measures explicitly used to share and transfer
information about products, prices, ingredients, and directions to ensure
a healthy relationship between consumers and brands.

The psychological approach aims at the consumer’s decision to go for
a brand and does not always lie in information transfer about a brand.
Along with information, processing and intention for purchase of a prod-
uct depend upon the psychology of consumers. Consumer psychology is
displayed in the whole process of the consumer buying journey.
Consumers gather brand knowledge (mental representation of aware-
ness) to understand, which sometimes leads to recognition or recall based
on the brand image built on unique features or emotional associations.
Other psychological models, such as brand trust (Rajavi, Kushwaha, &
Steenkamp, 2019) and emotional brand attachment (Thomson,
Maclnnis, & Whan Park, 2005), significantly affect digital marketing.
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Digital marketing enhances these psychological constructs in consumers
through dynamic and inspirational marketing and leads marketing on
various online platforms to build connections with consumers.

Society Perspective

Society forms an important external factor that every brand needs to con-
sider while deciding on marketing strategies. Brands launch a new prod-
uct in a specific geographic area after acquiring knowledge about a place’s
culture, region, and traditions. Moreover, this is why it is observed that
advertisements for the same brand are different in various areas because
of the demography and culture associated with it. For example, Zara, a
Spanish fashion retail chain, has aligned their fashion category with
India’s festivals, such as Happy Holi Collections, to create relevance and
meaning in the market (Happy Holi-Collection-Woman | ZARA India,
2021). The societal perspective comprises sociological and cultural
approaches. The sociological approach states that brands ensure that they
communicate the right message when brands connect with the consum-
ers. There is a meaning transfer that takes place in this process. Meaning
transfer starts when the brand is perceived, produced, and delivered
through the post-purchase stage (Swaminathan et al., 2020). To ensure
that the proper meaning and value are transferred, it is essential for brands
first to understand the consumer consciousness, regional rituals and tra-
ditions, and moral obligations of the society. Consumers perceive brands
based on specific symbolic meanings. Brand communities in emerging
market countries ensure the precise transfer of purposes. For instance,
consumers form relationships with brands by imagining human charac-
teristics, stereotyping brands as social entities (Wijnands & Gill, 2020).
Referring to brands as social entities means they are evaluated based on
the social dimension of personality and gender. One such example is
Royal Enfield, which is considered a man’s motorcycle.

Successful brands have aligned their marketing strategies with the
underlying cultural philosophy in the consumption pattern. Brands
curate data for inferences and product ideation from the online con-
sumption pattern. Further, brands promote products and services in
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emerging markets for quick and easy acceptability in their culture.
Standardisation of messages and building a picture for brands becomes
tough in a different culture. Brands adopt this diverse culture and lack
standardisation in their products and services. Globalisation’s implica-
tions gave rise to the emergence of digitalisation, where brands can bal-
ance standardisation in diverse cultures by continually monitoring target
consumers digital footprints. Consumers trust brands related to the cus-
toms, associations, and heritage of that culture, lifestyle, and economic
and cultural conditions.

Positioning

Digitalisation started in the twentieth century, and since then consumers,
organisations, and various actors existing in the market have gone digital.
Brands use digital platforms in an emerging market such as social media
to position their products and services based on functional, symbolic,
and experiential attributes among heterogeneous consumers to select
their target audience. With digitalisation, experiential characteristics are
more focused as they evoke the consumers’ convergent and divergent
cognitive processes (Ihtiyar, Barut, & Ihtiyar, 2019). This section will
discuss digital marketing in branding to the emerging market for posi-
tioning products and services through various online channels.

The internet allows individuals to create online networks to exchange
information and conversations (Hoffman & Novak, 2017). These inter-
actions and information exchanges can be personal and also include
brands and product recommendations and feedback. WhatsApp,
YouTube, Facebook, Messenger, and Instagram accounted for more than
80% of South Africa’s usage of social media platforms in 2020 (Statista,
2021). However, studies have stated that the increase in these online plat-
forms’ use subsequently enables users/consumers to construct brand
meaning and significance (Fournier & Avery, 2011). The social media
platforms create unique experiences for consumers in the pre-purchase,
during purchase, and post-purchase phases. Consumers have adopted a
circular bi-directional loop of purchase and consumption in the digital
age where information is shared in the online space, empowering other
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consumers with product/brand information (Vieira, de Almeida,
Agnihotri, da Silva, & Arunachalam, 2019). Building a brand in this
dynamic marketing phenomenon is a very different format from the tra-
ditional one. Brands derive insights and generate new ideas for their
products and services from the consumer. This process is known as the
“bottom-up” approach (Jain et al., 2021).

Using the internet is ubiquitous, and technology is the most signifi-
cant influencer in the twentieth century for consumers’ changing prefer-
ences (Veloutsou & Guzman, 2017). In the presence of the internet and
hyper-connectivity, it becomes vital to monitor brand identity and repre-
sentation across channels on a broad range of technical devices as con-
sumers access many devices (Swaminathan etal., 2020). Online platforms
generate awareness, share information, cultivate relationships with stake-
holders, and build a reputation (Mingione & Abratt, 2020). Consumers
with shared interests and common understanding gather and form a
community on the online platforms. Moreover, these communities share
experiences and exchange information about social networking sites, cre-
ating brand communities. A brand community is defined “as a special-
ised, non-geographically bound community and based on a structured
set of social relations among admirers of a brand” (Mufiz & O’Guinn,
2001, p. 412). The communities help connect with the members by
developing active interactions and engagements. Brands listen to the
community members, nurture adaptive identity using online feedback
and insights, and learn about customers’ perceptions to build brand strat-
egy. This adaptability is through digitalisation, which forms the core to
understanding the consumer’s needs. Especially in emerging markets,
communities play a vital role because communities’ recommendations,
updates, and reviews about national and international firms increase
awareness and profit. For example, African Business communities pro-
vide updates and information worldwide about the African people’s
engagement and involvement, Government, and international firms
(Communities, 2021). Communities actively interact and engage their
members over various social media platforms, and generate new ideas.
Brands position their products and services based on the latest ideas
drawn from a brand’s collaborators in an emerging market. To set the
final products or services in the market through the “bottom-up
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approach”, personalisation is considered one of the most demanding
strategies in an emerging market like Asia (The Economist Intelligence
Unit, 2016), which requires digital intervention.

Personalisation

Consumers are becoming tech-savvy and they want to explore the world
within their palm, providing them convenience and saving time and
effort (Bhattacherjee & Adhikari, 2018). To leverage this opportunity,
brands are investing extensively in digital marketing tools and techniques.
This section introduces digital marketing and explains its role and bene-
fits for branding in an emerging market.

The internet has altered our everyday life. It has created numerous pos-
sibilities for market actors, such as consumers and producers, through
digitalisation. The digital approach has bridged the distance and brought
the actors of the markets closer for better understanding and prediction.
Digitalisation is considered a crucial tool for every business for its easy
accessibility and global reach. For global reach, emerging markets provide
enormous opportunities because of their economic infrastructure and
rapid technological adoption. Digital marketing can be defined “as activi-
ties, institutions, and processes facilitated by digital technologies for cre-
ating, communicating and delivering value for customers and other
stakeholders” (Kannan & Li, 2017, p. 34). American Marketing
Association has referred to digital marketing as “an adaptive and iterative,
technology-enabled process by which firms collaborate with customers
and partners to create, communicate, deliver, and sustain value for all
stakeholders” (American Marketing Association, 2021). In simple terms,
digital marketing is an adaptive process that is technology-enabled to cre-
ate, communicate, and deliver values with consistency to retain the exist-
ing stakeholders, especially consumers, and reach new stakeholders
within a short time. It is adaptive and communicates value to all stake-
holders, especially consumers, meaning that this is a bilateral process
where value is co-created between consumers and organisations. Value is
created for consumers to develop awareness about new products, new
brands, new information, services, or markets. This value creates brand
awareness and new knowledge in an emerging market.
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Purchase

Purchase is no longer considered the last consumer buying process, espe-
cially in emerging markets. Brands are redefining their strategies for pro-
viding consumers with experiences that are beyond transactions. Gronroos
(1997) mentions that building a relational perspective is more important
than offering goods and services. Brands need to encompass strategies
that satisfy consumers by providing long-term values and connecting
them emotionally. For example, Procter & Gamble promotes not a brand
or product but a feeling, emotion, and value through its advertisements,
which creates a connection with the consumers (Procter & Gamble,
2021). When marketers are successful in delivering value to consumers,
consumers enter into a circular loop. Branding in an emerging market is
an iterative process that needs to be changed as per the consumer’s needs.
At this juncture, marketers derive real-time insights from consumers
through feedback and reviews. Based on the insights, marketers vary their
positioning strategies for branding and this helps them to gain a competi-
tive advantage.

Marketer’s Benefit

Further, digital marketing is also designed for the organisation regarding
the four benefits of expanding global reach and improved targeting. First,
the internet has enabled fast connectivity and the right reachability, sav-
ing time and cost. A transaction can be carried out quickly with any tar-
get consumers worldwide, thus creating new consumer platforms. As
stated earlier, digital marketing supports expanding the consumer’s global
reach for the business units. Second, there is low-cost entry and quick
adaptability, as there is no cost or fees incurred for its implementation.
Any startup can be established through a website involving negligible
cost with minimum finance, providing many brands opportunities to
enter with their ideas and creativity. Digital marketing encourages new
ideas and creativity, quickly adapts its institutional structure in this fast
environment, and provides the maximum benefit to consumers and the
business. Third, there is measurable ROI, since every business procedure
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is an affiliate to the internet and technologies, accounts are easily main-
tained, and the exact ROI is also calculated. The technology helps the
organisation create transparency in transactions and retains the employ-
ees trust, morale, and loyalty. Fourth, relationship building is key.
Traditionally, product-driven marketing strategies were developed.
However, with time, the organisation realised the need of its stakehold-
ers, especially consumers. Therefore, product-driven strategies were
reframed into consumer-driven strategies to ensure more profit. Moreover,
digital marketing tools can boost sales and gains, as well as expand the
consumer base. The insights from digital marketing also communicate
new value propositions with the brand and consumers and develop long-
term relationships, which acts as the differentiating factor.

Consumer’s Benefit

Digital marketing significantly influences communication methods
about a brand and consumers’ attitudes towards them. The five main
advantages of digital marketing for consumers are explained in detail
(Bala & Varma, 2018). First, there is no longer a time limit: the internet
has increased the usage time and engagement time for every consumer as
there is no time and cost involved. With digital marketing, consumers of
emerging markets are curious and engage with the company’s various
events. This engagement allows consumers to assemble more relevant
information about a brand through websites and aids them in the
decision-making process. Second, know more and get more: through
various websites, consumers have the opportunity to gather information
about a product, compare it with other brands, and make a rational pur-
chase decision. Digital marketing enables consumers to access new infor-
mation about products or services based on reviews and searches anytime.
This information has changed the shopping experience. Third, helping
wise and easy purchase: brands are trying to endorse their products or
services using digital marketing, providing consumers an avenue to com-
pare products by different vendors/suppliers in terms of price and time.
To get information, consumers do not have to visit retail outlets and
spend time. This information enables quick purchase, as data is available
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within seconds. Fourth, making sharing easy: digital marketing bestows
consumers the liberty to share their experiences, reviews, and feedback
about brands online. Channels such as social media, blogging, or content
marketing highlight the consumers’ feedback and experience, making it
easy for brands to know about their target consumers and making the
purchase easy. Fifth, attractive pricing: one of the most significant advan-
tages of the internet is that prices of products/services are available on the
brands” websites, making it easy for consumers to decide. In addition,
social media, mobile marketing, and online advertising also display the
latest discounts and promotional offers made by the brands. These offer-
ings attract more consumers as they are aware and well-informed, result-
ing in more sales. Therefore, digital marketing provides clear
communication to its consumers to ensure proper decision-making.

Digital marketing is a boon for all types of business because of its com-
prehensive and versatile nature. Since digital marketing is broad and con-
tinually adapting to the dynamic marketing phenomena, an organisation
needs to learn which particular feature is suitable and aligns with its
objective. As the infrastructure is still developing, organisations can uti-
lise these strategies as a foundation and make the first step to being rec-
ognised in the market through digital marketing. In this vein, the
structure of digital marketing is briefly summarised below.

Structure of Digital Marketing
Inbound and Outbound Marketing

Digital marketing is an umbrella term, and its scope is far-reaching.
Generally, digital marketing consists of two components: inbound mar-
keting and outbound marketing.

Inbound marketing is concerned with creating content stored in the
memory for a longer duration, such as content marketing, blogging, and
social media marketing. At the same time, outbound marketing focuses
on the increase in conversion rate by integrating traditional tools with
digital spaces such as print ads, television ads, and newsletters (Bleoju,
Capatina, Rancati, & Lesca, 2016, p. 5527). Further, the author explains
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that since outbound marketing is myopic, maintaining long-term rela-
tionships with the consumers becomes difficult. However, Jain et al.
(2021) have mentioned the bottom-up approach. It has become neces-
sary for brands to create brand value and engagement with the consumers
in an emerging market. Inbound marketing techniques enable firms and
brands to co-create value with potential consumers (Bleoju et al., 2016).
Therefore, we will discuss inbound marketing techniques in detail and
help to brand in an emerging market.
Inbound marketing techniques include the following:

* Website Marketing

* Social Media Marketing

* Video Marketing

* Mobile Marketing

* Bogging and Content Marketing

The website: One of the first unconscious consumer behaviours, when
introduced to a new product or brand, is to gather information. With the
rise of the internet, information is primarily collected from online sources
such as direct brand websites or general search engines such as Google.
Consumers, especially in emerging economies, rely on the internet for
information and consider it an authentic source of information. As not
all products or brands have independent websites, affiliate marketing
websites such as Amazon, eBay, or Alibaba serve as a connector between
brands and consumers and offer opportunities for direct sales. The pro-
cess of online information hunting is aided by Search Engine Marketing,
which comprises search engine optimisation, Pay-Per-Click, and Google
AdWords. These tools under search engine marketing create brand aware-
ness among consumers. Consequently, the internet has supported
expanding the consumer to reach digitally and globally.

Social Media Marketing (SMM): The application of social media such
as Facebook and Instagram has augmented seamless digital interface
availability in emerging markets. Millennials use it, and Gen X and Gen
Y use social media extensively as well. Therefore, brands can use this
medium to increase consumer loyalty by connecting with diverse con-
sumers, disseminating their message and values (Kaplan & Haenlein,
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2010). For example, Airbnb has introduced online live experiences of the
famous Brazil Carnival through extensive social media platforms to entice
people to travel and wuse their house-sharing service (Online
Experiences, 2021).

Video marketing: When a consumer sees a new product or service on
the website or social media, he/she intends to play a video that can dem-
onstrate its benefits or usage for clear understanding. Video marketing
plays a crucial role in creating awareness of new products. It provides the
correct visual information to the target consumers. The trend in video
marketing is livestreaming adopted by Facebook, YouTube, and Google.
Therefore, new brands can reach out to new consumers. The source is
more important in visual online advertisements than the content.

Mobile marketing: One of the traditional yet popular ways for brands
to reach consumers is through mobile features such as text messaging,
multimedia messaging, and push notification. For example, in emerging
markets such as India, with the increase in smartphone users’ growth to
696.07 million (Statista, 2020a), mobile marketing is flourishing.

Blogging and content marketing: When there are seamless digital
interfaces and information about global trends, blogging and content
marketing add authenticity and value. Apart from buying a product,
knowing its features, background, and multiple uses is equally essential.
Brands communicate about the details of products in the form of con-
tent. Good content provides the necessary information the consumer is
seeking and develops trust based on reality. Social campaigns related to
sustainability or CSR engage in content marketing to build a relationship
with the target consumers. Some examples are The Adventure Blog,
Pinch Of Yum, Cookie & Kate Content marketing, Coke’s “Share A
Coke” campaign, Microsoft Stories, and McDonald’s “Our Food, Your
Questions”. Content is also created to celebrate occasions that represent
the brand’s identity in the market. For example, Nubank, the world’s
largest online bank, made its first Brazilian March edition magazine by
displaying a pregnant woman as a celebration of Women’s Day (Mari,
2021). After understanding the advantages of digital marketing, it is
imperative to know how digital marketing aligns with Branding and
Integrated Marketing communication, discussed in the subsequent
section.
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Digital Marketing and Integrated Marketing Communication
(IMC) for Brand Building

For a brand to achieve a competitive advantage in the dynamic marketing
phenomena, IMC aligned with digital marketing is no longer just an
option but a necessity. Brands and consumers are a separate entity that
exists in the market. Both entities indulge in exchanging information and
transaction so that a circular flow of money in the economy and benefit
is distributed equally. A gap needs to be filled, connecting these entities
to ensure the completion of circular flow. Brands require promotion,
direct selling, advertising, or social media as a way to reach consumers.
This process will connect them with the right consumers and create pur-
chase intention based on content relevance and meaning. In simple
terms, these tools will increase awareness about a brand and eventually
accelerate sales in the firm. For appropriate promotional strategies, com-
munication plays a vital role. Communication is a sensitive and crucial
aspect as it deals with the brands and consumers simultaneously across
various platforms online and offline globally. Therefore, Integrated
Marketing Communication (IMC) can be defined as “an audience-driven
business process of strategically managing stakeholders, content, chan-
nels, and results of brand communication programs” (Kliatchko, 2005,
p- 19). As consumers are highly dependent on digital gadgets, especially
phones, it becomes effortless for brands to communicate online.
Therefore, the concept of digitally integrated marketing communication
is developed. Brands can quickly achieve well-coordinated long-term
competition. For example, McDonald’s in the Middle East has renewed
its purpose and marketing strategy to target consumers by implementing
their 3Ds model of Digital, Delivery, and Drive-thru (Campaignme,
2021). As IMC tools enhance the curation of the right information to
serve consumers’ required demands digitally, brands can flourish in an
emerging market. This process can prove to be a great success when a
brand enters an emerging market.

The emerging market provides opportunities for brands to communi-
cate with target consumers because this market is not rigid. There is a
high level of adoption and acceptance of any brand’s new product in
these markets. In an emerging market, consumers need information
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about new brands and their products or services. The best medium to
provide what is required by the consumers is through digital marketing
components. For example, in India, 696 million people are internet users
(Statista, 2021b), and they access the internet through mobile phones. In
this case, mobile marketing or social media marketing can be imple-
mented by brands to create awareness and promote their products and
services through advertisements. Brazilian consumers are attracted to
online videos, and thus video marketing or social marketing is well-suited
for entry into the Brazilian market (Think with Google, 2021). Digital
channels are used to develop marketing communication about a brand.
Therefore, digital marketing tools aligned with IMC have been consid-
ered a successful measure to influence, interact with, and engage consum-
ers with brands in emerging markets (Anabila, 2019). Besides, brands
aligning with inbound marketing techniques also provide value to the
consumers to retain long-term relationships through unique purchase
experiences.

Purchase

Digital marketing is related to branding; similarly, branding builds a
close relationship with its consumers, involving the dynamic process of
value co-creation. Consumers prefer to buy branded products because
there is an exchange of emotional feelings along with cognition. To con-
struct this intimate relationship with the target consumers, brands need
to understand consumers and serve a platter of real choices and prefer-
ences. Advertising provided a medium to connect consumers with the
brands. Advertising offers a unique and desirable brand perception
through an offline and online medium (Boyd, Kannan, & Slotegraaf,
2019). Conventionally, offline advertisements create appealing content
to generate purchase intention. Since the internet’s onset, online adver-
tisements compete with the offline mediums as it is also a valuable tool to
reach target consumers. Online mediums in advertising and branding
provide an opportunity to be ubiquitous, communal, and interactive to
engage the consumer to foster a warm and cordial brand image (Boyd
et al., 2019). Digital marketing provides all the requisite tools and
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measures for the brands to understand, interact with, and predict the
wants of the target consumers digitally in the emerging markets.

Social media is widely accepted by everyone, irrespective of demo-
graphics. Self-presentation is the means through which brands create
their presence in the community or the crowd. Moreover, the advent of
Web 3.0 technologies, where organisations depend on value-driven strat-
egies, boosts digital marketing growth in any brand’s emerging markets.
It is not always that brands keep on reaching their consumers, but also
that consumers connectand spread awareness about the brand. Consumers
introduce a new brand in their community through online social net-
working sites (0SNSs) (Ozansoy Cadirct & Sagkaya Giingor, 2016). To
create an impression on the oSNSs, consumers upload photographs as
selfies, share pictures, make videos, and comment. Selfies are cues that
enhance personal branding and can also incorporate product promotion.
Therefore, selfies are also considered as an effective medium for branding
through 0SNSs (Ozansoy Cadirct & Sagkaya Giingor, 2016).

Platforms such as Facebook, Instagram, YouTube, Twitter, and
LinkedIn have introduced innovative and engaging ways to connect with
consumers and brands through selfies, videos, and pictures
(Marketandmarkets, 2019). These are the most-used components of
social media marketing in an emerging market. Various brands adopt
social media marketing to build a strong brand image among consumers
by offering opportunities. Consequently, this creates strong brand loy-
alty. Moreover, using social media, the brand creates an identity in the
virtual space, also known as personal branding. Personal branding refers
“to the process individuals use to develop and market themselves to oth-
ers” (Jacobson, 2020). Social media curates the relevant information
about the brand and presents it to the target consumers to create aware-
ness and build a positive brand image. After making the image, brands
strive to sustain it with the target consumers through interactions, pro-
viding promotional offers and endorsements through emails, campaign
involvement, and blogging space.

Along with social media, the internet, from a broader perspective,
serves as a robust instrument for increasing brand effect (Batton &
Swoboda, 2020). Positive brand effect influences consumers and builds
loyalty across nations, especially in emerging markets. The concept of
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brand effect is used by the fashion and beauty industry. Consumers incor-
porate various brands in their daily life that are guided by the motive of
creating self-identity and inclusion in the communities, such as “cool
girls”, who “get it” on various social media platforms (Findlay, 2019). The
consumer’s aspiration to be identified in a social media community forces
him/her to go for the brands and create a sense of confidence and belong-
ing. Furthermore, in the case of luxury consumption, in emerging mar-
kets, other judgements, shared norms, collectivist values, and conformity
play an essential role (Pino et al., 2019), which is transferred through
digital spaces. Therefore digital marketing is considered the best form of
marketing as it is a valuable tool to interact and connect with consumers.
Digital marketing acts as a facilitator for connecting consumers with the
business and also consumers to consumers. Sharing reviews, recommen-
dations, and feedback in various digital spaces enables brands to under-
stand consumer sentiments and preferences that enrich their positioning
strategies for products and services in an emerging market.

Artificial intelligence (Al) is considered the next step towards digital
marketing for brands and consumers. Al makes a significant contribution
to digital marketing. It can help improve consumer experiences by curat-
ing data through tools such as sentiment analysis, big data analytics, and
cloud computing (Marketandmarkets, 2019). For example, experiential
marketing has resulted in positive post-purchase behaviour, ensuring cus-
tomer satisfaction and creating a solid brand image in consumers’ minds
(Thtiyar et al., 2019). Further, brands can convert dissatisfied consumers
into loyal consumers by applying Al aligned with digital marketing strat-
egies by reducing the environment’s negative physical and psychological
factors (Ihtiyar et al., 2019).

Consequently, brands will have more engaging consumers, and con-
sumers will also be happy with the brands. Regarding the digital era, the
scope of integrated marketing communication (IMC) is expanding.
From direct selling, it has evolved to online selling through various com-
ponents of digital tools. For example, Mini and Telsa in the automotive
business focus on online selling (Thtiyar et al., 2019). However, we can
reframe it as a process of organisation, planning, and monitoring of mar-
keting components and data digitally and influencing consumer associa-
tions and experiences. Digital marketing provides a valuable mix of
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marketing communication options to its consumers. A communication
option becomes necessary as the local and international advertising com-
petitions encourage innovations within this framework. Advertising
strengthens client relationships, improves strategic marketing, attracts
potential customers, and increases brand awareness (Zwerin, Clarke, &
Clarke, 2019). Brands consistently work to maintain specific touchpoints
with their target consumers (Belch & Belch, 2017). Moreover, IMC
helps in keeping the consistency of the brand through various mediums
and measures. As far as digitalisation is concerned, we can align the IMC
tools with digital marketing; both serve as the pillar of any brand’s success
in the emerging market.

Implications

Digital marketing and integrated marketing communication are the solid
pillars for brands to enter emerging markets. This chapter’s contribution
is to discuss and understand the role of digital marketing in IMC and
branding in emerging markets based on the framework. Furthermore,
there are four crucial implications: collaboration, positioning, personali-
sation, and purchase. First, in partnership, stakeholders play a pivotal role
in the expansion of any business. As there is a lack of infrastructure and a
shortage of resources (Sheth, 2011), global brands collaborate with local
firms to enter these markets. Also, to minimise the investment risk, digi-
tal marketing tools and techniques have been incorporated in their mar-
keting strategies to ensure financial safety and business expansion.
Second, in positioning, the emerging market is characterised by market
heterogeneity (Sheth, 2011). With marketing 4.0, apart from functional
and symbolic, experiential attributes are demanded to provide unique
value to the consumers.

Emerging market consumers have high purchasing power and desire to
own products and services that provide exceptional value. Therefore,
marketers need to focus on developing products and services that create
new experiences for the consumers. Third, in personalisation, the “bot-
tom-up” approach (Jain et al., 2021) emphasises consumer-driven mar-
keting strategies that brands need to adapt to achieve a competitive
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Fig. 13.2 Structure of digital marketing. Source: Adapted from Bleoju et al., 2016

advantage in an emerging market. The framework in Fig. 13.1 states that
“personalisation” is the new approach of branding, incorporating digital
marketing techniques and integrated marketing communication for an
effective and positive customer purchase experience. Finally, for purchase,
the framework in Fig. 13.2 depicts that investment takes place in various
forms, such as positive word-of-mouth, loyalty, building long-term rela-
tionships, and satisfaction. Also, purchase and positioning are bi-
directional and iterative. Reviews and recommendations are insights that
brands curate and add into their positioning strategies to meet the con-
sumers demands and preferences in an emerging market.

However, managers will understand that it is necessary to implement
strategies aligned with digital marketing and integrated marketing com-
munication for branding their products and services in emerging mar-
kets. This chapter explains emergent digital marketing trends, consumers’
attitudes towards the change, and branding elements in the digital era
using the framework for academicians and practitioners. The chapter will
also benefit society in understanding the new digital focus of brands in
building relationships and accepting the recent evolution and unique
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identity of brands, especially in emerging markets. Finally, effective digi-
tal marketing approaches would be used by companies for developing
brands in emerging markets through collaboration, positioning, and per-
sonalisation, leading to the final purchase.
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