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Abstract

The ability to form emotional connections with consumers has become an essential way to
support brand equity. Emotional connections are essential as they help define memorable brand
experiences. This thesis addresses the following question: How can an emotion-mapping tool
effectively facilitate designers’ and marketers’ ability to identify emotions as a way to emphasize a
target emotion in the creative brief? Through an interactive brainstorming workshop, this research
tests a proposed emotion-mapping tool. During the workshop, participants were presented with

a speculative brand scenario, target personas and specific design objectives. This research
contributes to marketing and design disciplines through an examination of how the emotion-
mapping tool can be used to enhance workshop outcomes and provide preliminary evidence

that this tool can benefit the creative development process.
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Introduction

Marketing researcher Rod Brodie and his colleagues indicate that “Contemporary
markets are increasingly interconnected, with actors no longer seen as part of linear
value chains, but existing in networks of service systems where interaction,
collaboration and experience sharing take place” (Brodie, et al., 2016, introduction).
This thesis shares a similar viewpoint recognizing the need to adopt a customer-centric

approach to marketing and design strategy.

“Actors” or consumers are vital components in brand marketing as technological
advancements and social media have empowered consumers through the direct
contribution of a brand’s message by sharing their experiences through various social
channels. Thus, the consumer takes on two distinct roles: brand ambassador and brand
partner. According to Hackley (2013) “Marketing is not a neutral, technical, and
mechanistic process of human domination, but a field in which values are important.
Consumers should not be conceived as means, but as participants and partners in the
production of marketing and brands.” (p.194). This thesis acknowledges the
participatory role of the consumer and the need to form solid emotional connections as
a way to foster brand evangelism and instill a strong sense of brand loyalty (Neumeier,

2016; Barnes, 2017).

Chapter one presents three integral components of brand equity: visual perception,
emotional experience and experience design. Visual perception addresses the
communication of brand identity through colour, logo and other elements traditionally
associated with visual brand assets. Emotional experience focuses on brand experience
and strives to deliver emotionally-driven consumer connections. Experience design
supports brand equity through an amalgamation of visual perception and emotional
experience. The relationship between these three elements is explored as the basis of
the development of an emotion-mapping tool designed to help users identify relevant
consumer emotions. Further, this chapter outlines essential attributes of experiential
marketing integral to the formation of successful emotional connections with its
audience. This thesis takes the position that brand perception is intrinsically influenced
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by one’s cultural environment, and cultural environment is viewed as a culmination of
life experiences, events and factors unique to each individual. This chapter addresses
the value of a “lived experience” as fundamentally more impactful than an online brand
connection (Batey, 2016; Batat, 2019) and therefore can more effectively support
overall brand equity. Finally, chapter one examines the creative brief as a foundation
for experience design as a vehicle to communicate marketing strategy that will help
designers develop design solutions to support overall brand equity. The role and
structure of the brief is examined to address the potential lack of visibility or inclusion
of clearly defined consumer emotions in the creative brief. The brief is fundamental for
designers as it outlines the project objectives and strategy. It presents a concise
description of information vital to the project. Its importance is further underscored as
the creative brief serves as a reference tool used to evaluate the suitability and success
of any proposed creative solution. As marketers and designers regularly refer the
creative brief, it can be an ideal place to highlight a target consumer emotion to remain

visible throughout creative development (Whitler, 2018; Stone, 2011).

Chapter two is devoted to the emotion-mapping prototype tool. The process of
emotion-mapping involves the identification of possible consumer emotions. Emotion-
mapping allows individuals to apply qualitative predictive brainstorming to consider
target emotions relevant to the marketing objectives as outlined in the creative brief
and personas. Following a description of the tool’s attributes, this chapter examines
how the tool can facilitate the identification of relevant emotions to drive the
development of various brand initiatives. The men’s online clothing and adventure
brand, Huckberry, is presented as the basis of the speculative creative brief created for
the user-testing session. The new marketing initiative proposes the launch of a brand
awareness campaign to attract a new demographic: the female consumer. Two female
personas are presented to clearly define the target female audience. This chapter
continues with an overview of user-testing objectives. The user-testing session employs
a brainstorming workshop to test the tool prototype. Finally, this chapter outlines the

design, test and analysis phases of the brainstorming workshop.



Chapter three reviews the outcomes of the brainstorming workshop. Results from the
two groups that tested the tool prototype are compared with two control groups that
were assigned the identical task, but without access to the emotion-mapping tool. The
goal of this research is to evaluate the tool’s effectiveness in facilitating users’ ability to
identify relevant emotions. The tool’s capability to inspire discussion about the
importance of targeting consumer emotions is also considered. Each group’s
recommended motivating emotion for Huckberry is shared. This chapter not only
captures the effectiveness of the tool and the outcomes of the workshop, but also
considers how this tool can be refined, improved or integrated with other tools to

facilitate designers’ and marketers’ ability to create successful brand connections.

The conclusion of this thesis begins with an overview of dominant themes and insights
drawn from the brainstorming workshop. The emotion-mapping tool’s evaluation is
based on both the prototype’s design and its overall effectiveness to achieve desired

objectives.



Chapter 1

Experience design considerations to support building brand equity

Consumers’ adoption of the digital realm through online and mobile shopping has
contributed to an increasingly competitive marketplace (Kahn, 2018). “Customers now
interact with firms through myriad touch points in multiple channels and media, and
customer experiences are more social in nature” (Lemon & Verhoef, 2016, p.69).
Robert Jones (2017) expounds on this idea by stating that “consumers need not just
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‘value for money’ but ‘values for money’” (p.11). Jones recognizes the consumer’s
desire for meaningful and relevant brand connections. He explains that consumers
respond to the “rise in the power of the market, this rise in materialism, that has given
people an increasing need for meaning in their lives” (p.11). Consumers seek meaning
through brand connections that reaffirm personal values and enrich their daily lives.
Consumer brand connections are complex in nature as they are comprised of “a
byproduct of our thoughts, our feelings, and our behaviour” (Barnes, 2017, p.87).

Overall, emotional brand connections are important as they are capable of instilling a

strong sense of brand loyalty (Batat, 2019; Gréppel-Klein, 2014).

Brand equity is defined as “the commercial value derived from consumer perception”
(Slade-Brooking, 2016, p.38). Slade-Brooking (2016) clarifies that value can be
measured through tangible assets such as products, patents or trademarks and through
intangible assets such as differentiating qualities that the consumer considers valuable.
Many factors can define value and contribute to brand equity including brand identity,
fair pricing, product design, product features, perceived quality and customer service.
Given the broad and multifaceted nature of brand equity, to frame my research, Figure 1
was developed to show how it is supported by three key aspects: visual perception,

emotional experience and experience design.



Focus on Brand Identity

Visual
Perception

colour
logo
form
visual assets

copy
environment

Figure 1: Components supporting brand equity (Marija Bacic, 2020)

Experience design encompasses experiential marketing and customer experience
foundations and extends “beyond the idea of satisfying functional and tangible needs
and focuses more on the growing quest of consumers for immersive and diverse
experiences to investigate new meanings and escape their daily lives” (Batat, 2019,
p.54). The consumer can be viewed as an active participant rather than a passive
market actor as they create “his/her own consumption experiences including hyper-real
experiences” (p.54). My model highlights five specific elements of experience design:
immersive, lived, seamless, time perception/journey and multidimensionality (Batat,

2019; Lemon & Verhoef, 2016).

Brand identity is comprised of various core visual elements including the logo, form,

colour palette and image. Together these visual elements help to define a brand,



however, they no longer provide a competitive advantage in a context which places
greater value on experience (Williams, et al., 2019, webinar). Brand awareness refers to
“the ability and speed at which customers recognize a brand’s name, logo and unique
point of difference” (Slade-Brooking, 2016, p.158). Torelli (2013) captures the
relationship between brand awareness, meaning and product offerings. He explains
that “brand meanings are not directly implied by brand awareness... and hence have to
be created by linking the brand to ideas, opinions, and experiences that are beyond the

brand name and basic product functions” (p.10).

Brand equity is greatly affected by culture. Batat (2019) explained that “Lived moments
are framed by a consumer’s immediate cultural environment. Cultural context not only
shapes the consumer experience, but also affects consumer interactions with social
agents, institutions, market actors, family and other community members” (p.60).
Culture plays a crucial role in framing consumer brand connections. Brands attuned to
cultural nuances in society have a better chance at building relatable experiences. By
establishing cultural relevance, “a successful brand can become a touchstone in a
customer’s life” (Neumeier, 2016, p.27). Similarly, brands attuned to their target
audiences’ emotional needs will be more successful at designing meaningful
experiences. It is through emotional connections that lived experiences have the ability
to underscore consumers’ shared cultural values and beliefs often blurring the line

between brand experience and real life (Babayev, 2018; Batey, 2016).

Many consumers expertly navigate the online and mobile marketplace. They efficiently
scroll past hundreds of brands, products, campaigns and brand stories, leaving digital
traces of their journey to be leveraged by big data and smart algorithms (Buder, et al.,
2019). But, consumers can feel less emotionally connected to a brand presented
through online and mobile devices compounded by the tendency of marketers to focus
on the functional benefits of the products or services. Online shopping is product-
focused and lacks the memorable “lived” component of an experience. An in-store
experience provides consumers with tactile and social interactions by allowing them to
hold and touch products while interacting with other shoppers. Fioroni and Titterton

(2009) address the consumer’s need for emotional brand connections. They explain



that it is “precisely in the technological era, where everything functions, where
everything is designed to perform its task to perfection, that the ability to excite
emotions will become the key to a brand’s success” (p.14). Fioroni and Titterton
reinforce the importance of emotions when stating that “the purchase of a brand will be
increasingly more related to its ability to offer emotions, to make people dream and
make dreams come true, and less and less related to the use of the product” (p.14).
Similarly, this thesis highlights emotion and explores how the emotion-mapping tool
could help identify relevant consumer emotions to include into the creative brief. Figure
1 underscores the need to recognize consumer emotion as a common denominator that

works towards strengthening brand equity.

Creative brief as a foundation for experience design

“The creative brief is the first and arguably the most important creative act of the entire
process” (Margulies, 2009, p.1). Quality creative briefs are the product of a
collaborative process between account and creative teams (Whitler, 2018). The brief
should be concise, and should not generalize (Blakeman & Taylor, 2019). With so many
potential combinations of sections and content, and a desire for brevity, emotions can

easily be overlooked.

The creative brief, also known as the design brief, is a widely used communication tool
between account and creative teams in advertising and design agencies (Blakeman &
Taylor, 2012). It is essential as “the creative brief serves as the bridge that connects

strategy with implementation, ultimately determining its success” (Whitler, 2018, p.1).

The format of the creative brief can vary in structure and content. Marketers assemble
various elements to best outline specific marketing or design objectives. Agencies often
develop a template comprised of modular sections which can easily be customized to
suit project needs. There are many commonly used sections of a creative brief
consisting of: the project summary of objectives and deliverables; project background
outlining the opportunity or problem; project goals; consumer demographics and
insights; company overview; communication strategy highlighting the key message,

mandatory elements such as brand, legal and promotional information; and finally,



project delivery including the approval process (Whitler, 2018; Phillips, 2012). In
addition, the creative brief can also include an appendix with personas, visual support
material, project examples and quantitative data presenting metrics and analytics of

past campaigns.

It is important to address a potential lack of visibility of relevant consumer emotions in
the creative brief. Consumer emotions are often omitted, inadequately presented or
overshadowed by research data. “The target audience review is the most often
understated section of the design brief” (Phillips, 2012, p.37). It is important to present
a comprehensive overview of the target audience as “the deeper the consumer
understanding, the richer the insight, the more likely the brand is to connect with the
target consumer in a meaningful way that changes beliefs and behaviour” (Whitler,
2018, p.8). Thus, in addition to presenting basic consumer demographics, it can
beneficial to include target personas that highlight target consumer’s likes, dislikes,

beliefs and lifestyle.



Chapter 2

Emotion-mapping tool — design and development

The goal of this chapter is to expand on the purpose and design of the emotion-
mapping tool and to review the goals and methodology of the user-testing workshop.
This tool will ideally act as a reminder for marketers and designers to consider the value
of experience-based brand strategies which are guided by a target emotion. Planning

for such strategies must begin with the creative brief.

Kornberger (2010) reminds us that “the power of branding consists of its power to
structure the field for possible actions. Power does not determine behaviour but
structures potential responses and actions” (p.197). He further explains, brand
experiences can inspire intangible connections that are triggered by emotions that are
vital to communicate brand value. In order to support marketers and designers when
creating memorable experiences that are strategically and emotionally relevant, this

thesis embarks on elevating emotions as primary agents in the design process.

Research objectives and methodology

Rather than focus on outcomes determined by quantitative data, it is important to
consider qualitative approaches early in the design process. Specifically, by fostering
positive emotional experiences in the consumer, brands can create greater brand
equity. And by focusing on one main emotion, ideation will be more focused and inspire
a robust exploration of design ideas that are attuned to the target audience’s emotional
needs. The emotion-mapping tool was created to help marketers and designers
recognize motivating emotions. This tool employs a holistic approach to design thinking
by addressing both marketing and design development. It strives to aligh marketing and
design teams to conceive brand strategies that are committed to understanding and
targeting a consumer’s specific emotional responses. This research endeavour sets out
to test a tool prototype and evaluate its effectiveness to facilitate the identification of

motivating emotions. The tool presents a collaborative approach to design with the



intention of inspiring discussion of consumer emotions. The development of the
emotion-mapping tool underscores the importance for marketers and designers to shift
away from purely quantitative data-driven design by introducing qualitative approaches
that consider consumer emotion. The tool’s physical components and group activities
embrace a holistic collaborative approach to facilitate ideation amidst an enjoyable, and

informal brainstorming workshop.

A prototype is tested and evaluated via a brainstorming workshop. The workshop
pursues three main objectives: first, it intends to raise awareness and inspire dialogue
surrounding the need for consumer emotions to play a more visible role in concept
development; second, the tool aspires to support participants by identifying emotions
relevant to a creative brief; and third, the workshop provides insight and direction for

further consumer emotion research.

To gain a more thorough understanding of the effectiveness of the emotion-mapping
tool, the brainstorming workshop will simultaneously employ prototype and control
groups. The control group will allow for an evaluation of whether the tool produces
different results when compared with conventional brainstorming sessions that do not
employ gamification tools. This research will conduct four break-out group sessions:
two groups will use the tool and two groups will not. To identify and differentiate

between the four groups, the following acronyms are assigned:

AT - Group using tool
BT — Group using tool
CC - Control group without tool
DC - Control group without tool

All four groups are presented with the same speculative Huckberry creative brief

outlining identical objectives. All groups will also be presented with the same two
persona descriptions. Upon the start of the break-out brainstorming session, only
groups AT and BT will be aware of the tool. Upon completion of the brainstorming

session, groups CC and DC will be informed that they intentionally did not receive the
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tool. Finally, all participants will join in a group discussion sharing their chosen emotion

and relevance to a hypothetical Huckberry campaign targeting women.

The effectiveness of the tool for identifying relevant motivating emotions will be

evaluated using four criteria: collaboration, physicality, customization, and its

multifaceted nature.

CRITERIA DEFINITION MEASURES & INDICATORS

Collaboration

Tool process and components
support group brainstorming.

Participation from all group
members to confidently evaluate
and identify a target emotion.

Physicality

Enhance the brainstorming
session by increasing enjoyment
through novelty of using a
physical tool over a digital app.

Observe participant engagement
levels and sentiment with regards
to physical tool components.

Customization

Give participants an opportunity
to add emotions beyond those
provided in the tool.

Observe if group used blank
emotion discs (other words)

and whether the selected target
emotion was provided in the tool.

Multifaceted

Tool comprised of multiple
components to allow participants
to explore different tactics during
the brainstorming session.

Evaluate whether participants
favoured a specific tool component
or combination of tool components
as an effective means of identifying
a target emotion.

Table 1: Tool effectiveness criteria

The control groups do not receive the emotion-mapping tool. During the brainstorming

session, they will only receive notepads and pens. They have no defined process to

complete the task of identifying relevant motivating emotions and must rely on the

expertise of the participants randomly assigned to the group.

The tool groups are in an advantageous position. They are provided with an initial set of

emotions to consider along with multiple process components to encourage maximum

group interaction. This should enable them to spend more time considering and

comparing emotions rather than finding them, increasing the comprehensiveness of

emotions considered.
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It is acknowledged that the tool may introduce bias. Evidence will be collected to
measure whether participants are constrained by the pre-determined set of emotions
or have insufficient time to complete the task as a result of using tool components.
Both of these situations would introduce a risk of not finding relevant emotions outside

the toolset.

Emotion-mapping tool overview

The emotion-mapping tool is comprised of a collection of items assembled in a

clamshell container. Figure 2 illustrates the tool’s contents:

EMOTION-MAPPING TOOLKIT

Blank emotion disks + dry erase marker

Note pad + pencils

Handheld emotion lens

Emotion discs

Discussion prompt cards

Figure 2: Emotion-mapping tool components
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These items help users identify relevant emotions while the physical items provide
physicality to the intangible nature of emotions. Figure 3 outlines three key components

of the tool: handheld emotion lens, emotion discs and the discussion prompt cards.

shared Of perceived?

* Review emotion discs
and choose most
relevant to design brief

* Use prompt cards to
inspire discussion in
choosing emotion discs

* Populate the emotion
lens with relevant
consumer emotions

* Note most important
campaign objectives in
center of emotion lens

* Place most relevant
emotion in “target
emotion” position

* Note any emotions
not in existing set on
blank disc provided

Figure 3: Emotion-mapping tool components

The toolkit components provide participants with various elements to use in their group
exploration with an aim to increase enjoyment, interaction and tool engagement. The
tool instructions, printed on the inside cover of the box, note that participants are free

to apply whichever components best suit their discussion.
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Emotion-mapping tool — using the tool

The tool is to be used by two groups during the brainstorming sessions. The first step
involves reviewing the design or campaign objectives as outlined in the given creative
brief. Groups are tasked to identify key emotions to suited to the proposed marketing

initiative, eventually narrowing down to one target emotion.

Handheld emotion lens — As shown in Figure 3, the device can hold emotion discs
along the outer perimeter of the lens. The discs can be interchanged during the
group’s exploration of pertinent emotions. The emotion lens can be easily passed
between participants to assist in the process of narrowing down to one primary
emotion. The translucent lens area acts as a writing surface upon which

participants can write key objectives from the creative brief.

Emotion discs — Figure 2 shows a selection of the 60 emotion discs. The
emotions inscribed onto each disc include positive and negative emotions.
Participants are prompted to scatter all discs onto a black tray. They can then
shuffle, categorize and consider the 60 emotions. The groups are instructed to
evaluate, prioritize and choose emotions they deem relevant while discarding
emotion discs that are not relevant to their objectives. The emotion considered
most appropriate is placed into the top slot on the handheld emotion lens. The
group can place up to five emotions at a time into the emotion lens’ slots for
consideration. If the group wants to include emotions not included in the tool set
of 60 emotions, they can write additional emotions on to the black disks provided

in the toolkit.

Discussion prompt cards — Figure 3 shows the deck of prompt cards that provide
participants with an option to select one card at a time to read to the rest of the
group. These cards reveal important factors in experience design and are
designed to inspire new ideas and perspectives in evaluating the relevance of
emotions that may foster consumers to brand connections. While the groups are
not obliged to use the cards, they are included in the toolkit to keep participants

engaged in ongoing discussions.
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Additional items — Figure 2 shows the inside lid of the tool’s box as it illustrates a
summary of the steps involved in using the tool. Inside the box, pads of paper and
pencils are included to allow participants to write notes or sketch quick ideas

during the brainstorming session.

Sampling method for workshop

The project’s research objectives involved exploring a sampling strategy that reflected
the goals of the study. To best suit the research goals, a mix of three sampling
strategies were employed in order to recruit a relevant population for the brainstorming

workshop: purposive sampling; convenience sampling and snowball sampling.

Purposive sampling allowed recruitment targeting participants based on
selected criteria. Recruitment focused on participants with knowledge of or a
strong interest in design and marketing. It was important that recruitment was
unbiased with respect to race, gender, age or religion. Participants above the
age of 18 were recruited. Potential participants were selected with an aim to
assemble individuals with diverse professional backgrounds, roles and
experience. The aim was to target professionals from marketing and design
disciplines, along with design students. Various industries were targeted

including advertising agencies, freelancers and in-house professionals.

Convenience sampling allowed the workshop to be completed within a short
period of time. Therefore, recruitment focused on potential participants who lived
or worked in the Greater Toronto Area. Convenience sampling focused on inviting

fellow Master of Design students.

Snowball sampling was not intentional as participants were not asked to

recruit potential participants from their network of co-workers and friends.
However, a couple of participants reached out to ask permission to invite
prospective participants. As a result, two attendees participated in the workshop
and both individuals met the general criteria of the research study and joined

the workshop.
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Workshop recruitment criteria

As the research goal included conducting one research event that would be divided

into four separate groups, it was crucial that the sample size accommodate this criteria.
The optimal sample size would allow each group to be comprised of five participants.
To define a sampling range, it was determined that a minimum of three participants
were required in each group to facilitate effective discussions and brainstorming.
Therefore, a sample size range of 12-20 participants was determined. Over 30
potential participants were emailed and 7 individuals declined or were unable to attend.
Once recruitment reached 21 confirmed participants, no further recruitment was
conducted. Overall, the refusal rate was low as 19 participants partook in the
brainstorming workshop. Two participants were unable to attend the due to a winter

storm. 19 participants were assigned to the following groups:

5 participants: AT — Group using tool
4 participants: BT — Group using tool
5 participants: CC — Control group without tool

5 participants: DC — Control group without tool

Workshop attendee roles

The workshop attendee list included: the principal researcher, 19 participants and four
research assistants. One assistant was assigned to each group as a monitor and did not
partake in brainstorming. Each assistant ensured that any issues were addressed and
directed to the primary researcher. They monitored the time and posed feedback
qguestions before all the groups reconvened to share their selected motivating emotion.
During the brainstorming session, the primary researcher conducted three rounds of

qualitative observation while also taking photos of the event.
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Workshop location and date

The selection of the location was an important part of determining the sampling
strategy. The brainstorming workshop, which tested the prototype of the emotion-
mapping tool, took place on February 6, 2020 from 7:30 to 9:30 pm. The location was
at York University in the Victor Dahdaleh Building in the MDes main studio rooms. This
location was convenient as it is close to transit and parking, accessible, available and
free of charge. As the break-out sessions were being audio-recorded, it was important
to conduct the workshop in a quiet area with four defined spaces with doors to block
background sound. This space was also suitable as a large room equipped with
projector, screen, chairs was conducive to presenting to the assembled group. The four
rooms provided privacy, table, chairs and ample room for each group to comfortably

brainstorm for 20 minutes.

Workshop recruitment process

The recruitment process involved sending each prospective attendee an initial email
defining the research context, objectives and general scope of the brainstorming
workshop. The initial email noted the location, date and time including a consent form
and map to location. It was also important to note that dinner would be served as
potential participants may not have time to eat dinner after work. The initial email acted
as a screen to gauge the level of interest. The individuals were requested to respond via
email if they were interested in attending. With each confirmation of attendance, an
email was returned thanking each person for their interest and assistance. A reminder
email was sent to all confirmed participants two days prior to the date of the workshop.
Following the completion of the workshop, each participant received an email thanking

them for their attendance, insights and feedback.

Workshop timeline

The timeline of the workshop (Appendix E p.45) included five distinct segments.
An important element of the workshop activities involved serving dinner, snacks and
beverages available for participants upon arrival. The first 20 minutes of the session

acted as an ice-breaker, introducing participants to one another and letting them
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engage in casual conversation while eating dinner. This ensured that participants were
not distracted by hunger during the workshop and felt comfortable with one another.
The introductory segment provided ample time for a research assistant to make sure
that all consent forms were collected and correctly completed. Once the consent

forms were double-checked, everyone was seated as a presentation of the research
objectives ensued. Participants were reminded that they could leave and discontinue
participating in the session at any time. Confidentiality was underscored and individuals
were reminded that the break-out brainstorming sessions would be audio-recorded

and photographed.

The second segment of the workshop included reviewing the creative brief (see below)
supporting the brainstorming session. Once all questions or concerns were addressed,

participants were divided into four groups and were directed to four separate rooms.

Segment three is marked by the beginning of the break-out brainstorming session.

As each research assistant began the audio recording, the primary researcher visited
groups AT and BT to explain that there was a tool at their station and that they could
use this tool during brainstorming. These groups were not instructed with details on
how to use the tool, but were directed to the tool’s directions printed on the inside of
the box. Groups CC and DC, without the tool, began brainstorming as soon as the audio

recording began.

The fourth segment of the workshop involved each research assistant posing feedback
qguestions. The participants were asked to respond in a casual manner. During this time,
the groups remained separated to focus on their brainstorming experience and not be
influenced by other group’s feedback or comments. The control groups, CC and DC

were asked the following questions:

Q1: Was it difficult to identify motivating emotions?

Q2: Is it beneficial to consider emotions early in the design process?

The tool groups AT and BT were asked the same questions as the control group, but
with an additional question pertaining to the use of the emotion-mapping tool:
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Q3: Did the tool help your group identify motivating emotions?

The fifth and final segment of the workshop had all groups reconvene in the main
presentation area. The groups were notified that, although their brainstorming tasks
were the same, two groups received a mapping tool to work with and two groups did
not. A member from each group had the opportunity to share their group’s selected

emotion and any pertinent insights. This was the final activity of the workshop.

User-testing with speculative creative brief and personas

A two-page creative brief was created for the brainstorming workshop. The American
brand Huckberry was selected as the basis for the creative brief (Appendix A, B pp.37-
42). Huckberry is an online retailer, listing over a thousand adventure lifestyle brands
on their website (Huckberry, 2020) This brand specifically targets men and is attuned
to emotion-driven marketing (Appendix C, D pp.43-44). Huckberry’s commitment to
inspiration and adventure suits the research goals as participants can quickly grasp
Huckberry’s brand focus and target audience (Kelly, 2019, p.12; Peters, 2019, full blog
post; Rademacher & Kelly, 2018).

For the purpose of testing the emotion-mapping tool, I proposed that Huckberry
created a new line of products targeted to women. Therefore, Huckberry chose
to initiate an awareness campaign to expand its current target demographic to

include women.

To help the brainstorming workshop participants gain a deeper understanding of
Huckberry’s untapped female audience, I created two female personas. Both personas
represented women within the Millennial demographic. Olivia, age 27, is single, works
in a hospital and is very active outdoors participating in water sports. Ava, age 35, is a
busy mom, yoga enthusiast and also very active outdoors participating in running and
triathlon events. Both women possess attributes that reflect an ongoing commitment

to maintaining an active and adventurous lifestyle.

19



After listening to the creative brief and persona presentation, they were tasked to
identify the most relevant motivating emotion in response to the newly-created

women’s product line and awareness campaign initiative.

Design, test and analyze

Thus far, this research has concentrated on the design of the emotion-mapping tool
prototype and user-testing method. The following stage focuses on the collaborative
brainstorming workshop. A qualitative analysis of the following data is addressed:
observational data of groups during the break-out session; transcript text from
audio recordings; chosen emotion and insights from each group; and photos of the
workshop. This research will address the following stages of data analysis as noted

in Figure 4.

DATA DATA DATA THEMES +

COLLECTION CLASSIFICATION DISPLAY CONCLUSIONS

Figure 4: Qualitative data — stages of analysis

Data collection included the consolidation of all forms of data information.
Data input involved the conversion of audio files into verbal transcripts.
Data classification employed thematic coding to all collected information.
Data display configures the coded insights in to tables, graphs and charts.
Themes and conclusions involves an in-depth analysis of the coded data to

identify insights, themes and issues.

The final phase of the research component of my thesis involves a summary of

workshop outcomes, an overview of the analysis and summary of the main insights.
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Chapter 3

Brainstorming workshop outcomes and analysis

All stages of the brainstorming workshop were completed within two hours. Every
group, regardless of whether they received the tool or not, completed the main
objective of the workshop. They were successful in identifying one motivating emotion
in response to the proposed speculative Huckberry campaign outlined in the creative
brief. The following chapter examines the workshop outcomes, insights and

recommendations.

Demographic profile

The general profile of the 19 individuals who participated in the brainstorming

workshop are as follows:

37% male
63% female

Work or education background:

63% design
32% marketing

5% general

Years of work experience:

42% < 5 years
21% 5-10 years
37% >10 years

Overall, the group is a reasonable distribution of designers and marketers with a wide

range of expertise.
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Observations

As the principal researcher, I visited each group’s brainstorming session three times.
Through qualitative observation, I noted key findings. It was important to consider the
group’s general mood, how participants interacted with one another and how effectively

the group worked towards identifying motivating emotions.

Group AT, using the tool, maintained a happy mood, engaged in loud conversations,
laughing and were not stationary as they often stood and sat on the table. This group
defined separate roles as one participant read the prompt cards while others focused
on the emotion discs. The tool prompted this group to review and discard all negative
emotions first. They proceeded to acknowledge most of the emotions in the tool and

considered a few that were not part of the disc set.

Group BT, using the tool, remained positive, focused and talked freely amongst
themselves. This group was intent on addressing negative emotions as a way to narrow
down to one emotion. They comprehended the tool’s directions as all main components
of the tool were used correctly including the emotion discs, blank discs, prompt cards
and emotion lens. This group chose a motivating emotion that was not a part of the

emotion disc set and used three blank discs to note additional emotions.

Control group CC were positive and professional with two participants leading many
conversations. As this group did not use the mapping tool, they relied on conversation
to inspire ideas and relevant emotions. This group considered innovative options and

identified very few emotions that are part of the tool’s emotion disc set.

Control group DC brainstormed quietly. They interacted in a courteous and professional
manner. In identifying motivating emotions, this group used their mobile phones to

search definitions, models, books and theories on emotion.

Audio transcript

The research analysis focused on examining the audio recording from each break-out

brainstorming session. The first step involved the application of a speech to text
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transcription tool to convert the audio recordings to digital text. Before analysis

could begin, it was important to edit the transcription output to ensure accuracy in
wording and speaker identification. The final transcripts from groups AT, BT, CC and DC
were analyzed and two main data classifications emerged: emotion analysis and

thematic analysis.

Emotion analysis of all groups

The analysis of the transcripts from each group’s brainstorming session shows every
emotion mentioned or considered. (Appendix J1-J4 pp.95-98). In coding the data, the
following themes were addressed: ranking, meaning, occurrence, sentiment, target and
category. “Ranking” identified whether an emotion was the final chosen motivating
emotion, a favourite, up for consideration, or one that was quickly discarded. “Meaning”
focused on whether the group understood the general meaning of the emotion.
“Occurrence” marked whether the emotion was discussed at the beginning, middle or
end of the session. “Sentiment” captured whether the discussions pertaining to that
emotion were positive or negative. “Target” determined whether the emotion
discussion was in relation to the target consumer or persona, to the Huckberry brand, or
to neither. Finally, the “emotion category” noted whether the emotion appeared in the
tool prototype, not in the prototype, or whether it was one of the 27 emotions identified

as distinct (Cowen, et al., 2017, p.1, p.3).

In analyzing the coded data, the following factors are addressed: Whether considered
emotions exist in the prototype; Positive versus negative emotions; General

observations; and, The target emotion chosen by each group (See Table 2).
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Observation
notes

allowed them to
review the most

narrowing down the
emotions, especially
during the middle of

momentum after
discussing the

TEST GROUPS CONTROL GROUPS
AT BT cc DC
(using tool) (using tool) (not using tool) (not using tool)
Emotions
in prototype 43 20 2 12
(Figure 5)
Emotions
notin 12 6 40 27
prototype
(Figure 5)
. More positive
Positive considered
vs. nhegative . More negative More positive
emotions Eiolln EoneleEres considered considered Smalles'F number
(Figure 6) of ne.gatlve
considered
This group
used the tool This control
effectively in . group discussed
that the Ul group useq e This control the fewest
. . tool effectively in .
emotion discs group gained number of

emotions during
the middle of the

(Figure 7) emotlgns, the session after few'est.durlng the sgssmn §O|n0|d|ng
especially . beginning of the with their use of
. eliminating many . .
during the . . session mobile phones for
L negative emotions .
beginning emotion-related
and middle of research
the session
Target
. ADVENTURE EMPOWERMENT GROUNDED INSPIRATION
emotion ) ) ) .
chosen (in prototype) (not in prototype) (not in prototype) | (not in prototype)

Table 2: Analysis of coded data

The following three figures (Figures 5, 6 and 7) include graphs that support the insights

captured in Table 2.
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Figure 6: Total emotions, by group, by sentiment
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Figure 7: Emotions discussed vs. timing

Thematic analysis of all groups

In analyzing the transcripts, thematic coding was applied to each group’s comments.
(Appendix L1-L10 pp.100-109). In coding the data, the following criteria was
addressed: theme, sentiment, mood, focus, insight and occurrence. “Theme” identified
whether a comment referred to the process, tool, emotion or innovation. “Sentiment”
captured whether the discussions pertaining to that emotion were positive or negative.
“Mood” categorized the comment according to whether they reflect confidence or
confusion. “Focus” determined whether the comment related to the consumer/persona
or Huckberry brand. “Insight” highlighted whether a comment was attributed to work
experience, personal experience or neither. “Occurrence” marked whether the

comment was discussed at the beginning, middle or end of the session.
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Table 3 presents the analysis of participant comments. Two main factors are

addressed: first, is the level of confidence; second, considers the mix of comments

pertaining to the tool, emotions or process.

TEST GROUPS

AT
(using tool)

BT
(using tool)

CONTROL GROUPS

CcC
(not using tool)

DC
(not using tool)

Level of

confidence | Second-highest Highest Third-highest Lowest

selecting level of level of confidence level of level of

emotions confidence at over 97% confidence confidence

(Figure 8)

relating AT shows a other tool group, . Compared to

to tools, balanced mix of g.r'Ol..lp BT shows a This group control group CC,
. similar level of almost group DC had

emotions Comr.nents' comments relating exclusively a significantly

and relatl.ng LAl to tool with higher talked about higher number of

process CEHES e number of comments | emotions comments relating

(Figure 9) process relating to themes of to process

emotion and process

Table 3: Confidence level and comment analysis
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Figure 8: Confidence vs. confusion

28



50

Count of
45 TOOL
40
35 Count of
EMOTION
30
25 Count of
20 I PROCESS
15
10
: il
0
AT BT CE DC
| | |
TEST GROUPS CONTROL GROUPS
using tool not using tool

Figure 9: Themes, by group

Insights and recommendations

Considering the findings from the observational data along with the findings from the
emotion and thematic analysis of the transcripts, the following insights can be made.
First, groups AT and BT primarily used the tool as a way to validate potential motivating
emotions as the tool’s emotion discs effectively presented 60 emotions for immediate
consideration. Without access to the tool, control groups CC and DC were not
constrained by a set of emotions prompting them to use a process of exploration rather
than validation. Group CC was confident and discussed many unique emotion options.

However, group DC also without the tool, experienced significant confusion.

All groups were successful in identifying one motivating emotion as exemplified through

the following conversation by group BT (Appendix G p.67).

BT/P3:14:38 And that might connect with Olivia because she feels
like she's finally an adult. It's empowering her to make
her own decisions and like, so I think empowerment might
be a great one because you can kind of loop in passion.
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BT/P2: 14:52 Yeah.

BT/P4: 14:52 Well they kind of, a little bit, do dovetail together. Aren't they?
BT/P3: 14:56 But, I feel like that might be a really good.

BT/P1: 14:58 I agree? Yeah.

BT/P3:15:00 So empowerment, our main emotion.

BT/P2: 15:02 I feel like, yes, that's our main emotion.

BT/P4: 15:05 Okay. All right.

What is crucial to this research, is determining whether the tool effectively facilitated
the selection of the final emotion. This question addresses the tool’s overall value in the
process of defining one final emotion. With regards to engagement, mood and overall
enthusiasm, the tool effectively provided participants with a process that was enjoyable

and productive as seen in group AT’s conversation (Appendix F p.52).

AT/P3: 07:30 Okay, I got one more card. This may help us. An experience
is a journey. What emotions should define this journey?

AT/P1: 07:35 Courage?
AT/P3:07:35 Ya.

AT/P2:07:36 Itis agood one. There is another one, interesting um, curiosity.
Yeah, there you go.

AT/P1: 07:42 Courage and curiosity.

Whereas, the control groups appeared to be less engaged and less enthusiastic during
their exploration. This is evident in group CC’s when brainstorming is interrupted with a

conversation about the 3D printer in the room (Appendix H pp.75-76).

CC/P1: 09:39 What is that thing behind you?

CC/P3: 09:47 Ha. Ha. It's measuring my emotions.

CC/P5: 09:52 Well, we only used it once.

CC/P1: 09:56 You can download the directions and make a gun.
CC/P2:10:00 I know, I know.

CC/P3:10:01 A pinkone. Ha. ha.
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In comparing the tool group versus control group’s process in completing the
brainstorming objectives, the control group exhibited a higher inclination towards
“out-of-box” thinking. For example, group CC considered the feeling of being grounded,
mindful and “FOMO” the fear-of-missing-out, as important motivating emotions for the
modern female Huckberry consumer. It can be inferred that group CC explored a wider

spectrum of emotions as they were not influenced by a pre-determined set of emotions.

Using the four criteria outlined in chapter two to measure the effectiveness of the

emotion-mapping tool, there is evidence that demonstrate its benefits.

Collaboration — tool groups were more effective than control groups,
with more active and consistent participation from all group members.

In addition, a higher level of confidence was observed in tool groups.

Physicality — tool groups were more effective than control groups,
displaying better engagement and were more focused on the task.
A more enjoyable sentiment was exhibited by the tool groups during

the brainstorming session.

Customization — no discernable difference between tool and control
groups. However, the tool groups did examine and choose emotions

outside the toolset, minimizing that possible bias.

Multifaceted — tool groups were more effective than control groups.
Even though the tool groups favoured using the emotion discs, they
did leverage other tool components. One control group did not
leverage the pad and paper whereas the other control group decided

to seek their own model by resorting to using their smartphones.

In response to the insights uncovered in the analysis, the emotion-mapping tool could
potentially be improved with the following adjustments to the existing prototype. To
further avoid constraining groups with 60 emotions, a wider range of emotions could be

included. The brainstorming session could be extended beyond 20 minutes, giving tool
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users more time to consider emotions beyond those on the discs. Finally, the prompt

card questions could be modified to inspire more “out-of-box” thinking.
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Conclusion

This thesis addresses the research question: How can an emotion-mapping tool
effectively facilitate designers’ and marketers’ ability to identify emotions as a way to
emphasize a target emotion in the creative brief? The goal of this research focuses on
testing the tool’s effectiveness to facilitate the process of selecting one target emotion

in relation to a speculative marketing objective.

The brainstorming workshop tested the emotion-mapping tool which allowed users to
collaboratively identify one target emotion. There is preliminary evidence that this tool
may be beneficial to the process and outcomes of the workshop to identify motivating

emotions in the context of brand experience design.

The emotion-mapping tool could be beneficial within the workplace. This tool has the
potential to inspire collaborative brainstorming while increasing discussion pertaining
to consumer emotions. The ability to customize tool components can allow

professionals to modify the tool to meet their particular project needs.

As a final thesis exploration, the original Huckberry creative brief was updated to
include each test group’s target emotion along with a brief description of why this
emotion was selected. The four updated creative briefs can be viewed on pages:
(Appendix B1-B4 pp.39-42). The “Target emotion” section on the first page of the
creative brief is accented with a tinted background and intentionally placed alongside
the main objective of the design brief. Its prominent position will help ensure that

consumer emotions are not overlooked during creative development.

Experience design needs to embrace emotional experience along with visual
perception. In doing so, emotion remains an essential component of all future brand
initiatives with the ultimate goal of building brand equity. This research contributes to
marketing and design disciplines by demonstrating how the emotion-mapping tool can
be used to enhance workshop outcomes and provides preliminary evidence that this

tool can benefit the creative process.
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Appendices



Appendix Al: Huckberry creative brief page 1 — speculative campaign initiative

CREATIVE BRIEF / P1

2Huckberry

COMPANY BACKGROUND BRAND VOICE
o Established 2010 Outdoor enthusiasts sharing adventure
« Online men’s outdoor lifestyle and clothing retailer excursions over a craft beer.

 Equal parts store, magazine and inspiration
PRODUCT OFFERING

¢ 1000+ brands

» Emphasis on storytelling

« Quality products celebrating durability and craftsmanship
¢ Huckberry namebrands + prominent

« Target 25-year-old male city-dwellers adventure-seekers
and niche brands

« Target audience expanded to include older men

¢ Clothing, footwear, accessories, adventure
gear, tools, decor, food, travel, housewares,
tech, barware, wellness, fitness

« Currently do not target women

CUSTOMER INSIGHT/TESTIMONIAL CUSTOMER BENEFIT

“I'm 28, living in NYC, fulfilling some dreams, but always dreaming Inspiration and escape for city-dwellers
about the Appalachian Trail and that next outdoor adventure devoid of passionate about balancing their urban
sirens or people. Thanks for making my adventures that much cooler! lives with extraordinary adventures.

- Brian Schaffer

OBJECTIVE

In response to Huckberry’s new collection of women’s adventure and active lifestyle brands:
MARKETING INITIATIVE FOR CANADIAN WOMEN IN TORONTO

» Brand awareness campaign introducing women to Huckberry

TARGET AUDIENCE TARGET MARKET

« Millennial women (age range 25-39) ¢ Canadian women

» Women willing to pay for quality, craftsmanship and style e Living in urban Toronto
« Professional working women o Active lifestyle
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Appendix A2: Huckberry creative brief page 2 — featuring target personas

/ P2

2Huckberry

OLIVIA YOUNG » AGE 27
TORONTO,ON * HOSPITAL PATIENT COORDINATOR

Olivia is single and dating someone she met at the gym.
Together, they plan weekend excursions outside of Toronto
including a variety of water sports. Looking forward to
starting a beginners scuba diving training course with plans
to dive during their next vacation.

INFORMATION
* Camping * Nature photographer
* kayaking * Blogger

e Scubadiving ¢ Gym favourite: spin class

AVA BOCELLO ¢ AGE 35
TORONTO,ON * INVESTMENT FUND MANAGER

Busy mom working 40+ hours/week in corporate banking job.
Ava spends every free minute outdoors from trail running to
Yoga in the park. Ava’s goal is to complete her first triathlon
in the summer of 2020. Encourages her daughter to keep
active and plans regular family outdoor excursions.

INFORMATION
* Yoga * Completed first half-marathon

* Running * Volunteers at daughter’s school

¢ Goal: triathlon e Nia dance fitness

Images: https://www.freepik.com/free-photos-vectors/family




Appendix B1: Revised Huckberry creative brief page 1 — group AT target emotion

2Huckberry

COMPANY BACKGROUND
« Established 2010

+ Online men’s outdoor lifestyle and clothing retailer

« Equal parts store, magazine and inspiration

« Emphasis on storytelling

« Quality products celebrating durability and craftsmanship
« Target 25-year-old male city-dwellers adventure-seekers
 Target audience expanded to include older men

« Currently do not target women

CUSTOMER INSIGHT/TESTIMONIAL

“I'm 28, living in NYC, fulfilling some dreams, but always dreaming
about the Appalachian Trail and that next outdoor adventure devoid of
sirens or people. Thanks for making my adventures that much cooler!

- Brian Schaffer

OBJECTIVE

In response to Huckberry’s new collection of
women’s adventure and active lifestyle brands:
Marketing initiative for Canadian women in Toronto

« Brand awareness campaign introducing women to
Huckberry

TARGET AUDIENCE

« Millennial women (age range 25-39)
« Women willing to pay for quality, craftsmanship and style

« Professional working women

.

CREATIVE BRIEF / P1

BRAND VOICE
Outdoor enthusiasts sharing adventure
excursions over a craft beer.

PRODUCT OFFERING
1000+ brands

Huckberry namebrands + prominent
and niche brands

Clothing, footwear, accessories, adventure
gear, tools, decor, food, travel, housewares,
tech, barware, wellness, fitness

CUSTOMER BENEFIT

Inspiration and escape for city-dwellers
passionate about balancing their urban
lives with extraordinary adventures.

TARGET EMOTION

ADVENTURE - Inspire target audience
to embrace their emotional need for
adventure. Women will connect with
Huckberry through a strong feeling

of adventure.

TARGET MARKET

Canadian women
Living in urban Toronto

Active lifestyle
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Appendix B2: Revised Huckberry creative brief page 1 — group BT target emotion

2Huckberry

COMPANY BACKGROUND
« Established 2010

« Online men’s outdoor lifestyle and clothing retailer

« Equal parts store, magazine and inspiration

* Emphasis on storytelling

* Quality products celebrating durability and craftsmanship
« Target 25-year-old male city-dwellers adventure-seekers
« Target audience expanded to include older men

« Currently do not target women

CUSTOMER INSIGHT/TESTIMONIAL

“I'm 28, living in NYC, fulfilling some dreams, but always dreaming
about the Appalachian Trail and that next outdoor adventure devoid of
sirens or people. Thanks for making my adventures that much cooler!

- Brian Schaffer

OBJECTIVE

In response to Huckberry’s new collection of

women’s adventure and active lifestyle brands:

Marketing initiative for Canadian women in Toronto

« Brand awareness campaign introducing women to
Huckberry

TARGET AUDIENCE

« Millennial women (age range 25-39)
« Women willing to pay for quality, craftsmanship and style

« Professional working women

.

CREATIVE BRIEF / P1

BRAND VOICE
Outdoor enthusiasts sharing adventure
excursions over a craft beer.

PRODUCT OFFERING
1000+ brands

Huckberry namebrands + prominent
and niche brands

Clothing, footwear, accessories, adventure
gear, tools, decor, food, travel, housewares,
tech, barware, wellness, fitness

CUSTOMER BENEFIT

Inspiration and escape for city-dwellers
passionate about balancing their urban
lives with extraordinary adventures.

TARGET EMOTION

EMPOWERMENT - The female target

audience will feel empowered to live a
full life that extends beyond daily life

and the urban workplace.

TARGET MARKET

Canadian women
Living in urban Toronto

Active lifestyle
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Appendix B3: Revised Huckberry creative brief page 1 — group CC target emotion

2Huckberry

COMPANY BACKGROUND
« Established 2010

« Online men’s outdoor lifestyle and clothing retailer
 Equal parts store, magazine and inspiration

» Emphasis on storytelling

* Quality products celebrating durability and craftsmanship
« Target 25-year-old male city-dwellers adventure-seekers
« Target audience expanded to include older men

« Currently do not target women

CUSTOMER INSIGHT/TESTIMONIAL

“I'm 28, living in NYG, fulfilling some dreams, but always dreaming
about the Appalachian Trail and that next outdoor adventure devoid of
sirens or people. Thanks for making my adventures that much cooler!

- Brian Schaffer

OBJECTIVE

In response to Huckberry's new collection of
women’s adventure and active lifestyle brands:
Marketing initiative for Canadian women in Toronto

« Brand awareness campaign introducing women to
Huckberry

TARGET AUDIENCE

« Millennial women (age range 25-39)
+ Women willing to pay for quality, craftsmanship and style

« Professional working women

CREATIVE BRIEF / P1

BRAND VOICE

Outdoor enthusiasts sharing adventure
excursions over a craft beer.

PRODUCT OFFERING
1000+ brands

Huckberry namebrands + prominent
and niche brands

.

Clothing, footwear, accessories, adventure
gear, tools, decor, food, travel, housewares,
tech, barware, wellness, fitness

CUSTOMER BENEFIT

Inspiration and escape for city-dwellers
passionate about balancing their urban
lives with extraordinary adventures.

TARGET EMOTION

GROUNDED - The feeling of being
grounded is an emotion that the urban
woman craves. This emotion brings
a sense of balance to her life while
underscoring her connection to nature.

TARGET MARKET

¢ Canadian women
e Living in urban Toronto

o Active lifestyle
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Appendix B4: Revised Huckberry creative brief page 1 — group DC target emotion

2Huckberry

COMPANY BACKGROUND
« Established 2010

« Online men’s outdoor lifestyle and clothing retailer

« Equal parts store, magazine and inspiration

« Emphasis on storytelling

« Quality products celebrating durability and craftsmanship
« Target 25-year-old male city-dwellers adventure-seekers
» Target audience expanded to include older men

« Currently do not target women

CUSTOMER INSIGHT/TESTIMONIAL

“I'm 28, living in NYC, fulfilling some dreams, but always dreaming
about the Appalachian Trail and that next outdoor adventure devoid of
sirens or people. Thanks for making my adventures that much cooler!

- Brian Schaffer

OBJECTIVE

In response to Huckberry's new collection of

women’s adventure and active lifestyle brands:

Marketing initiative for Canadian women in Toronto

« Brand awareness campaign introducing women to
Huckberry

TARGET AUDIENCE

« Millennial women (age range 25-39)
+ Women willing to pay for quality, craftsmanship and style

« Professional working women

.

CREATIVE BRIEF / P1

BRAND VOICE

Outdoor enthusiasts sharing adventure
excursions over a craft beer.

PRODUCT OFFERING
1000+ brands

Huckberry namebrands + prominent
and niche brands

Clothing, footwear, accessories, adventure
gear, tools, decor, food, travel, housewares,
tech, barware, wellness, fitness

CUSTOMER BENEFIT

Inspiration and escape for city-dwellers
passionate about balancing their urban
lives with extraordinary adventures.

TARGET EMOTION

INSPIRATION - This target emotion
triggers a sense of the extraordinary.
Today's modern urban woman yearns for
inspiration as a way to balance her busy
daily life.

TARGET MARKET

Canadian women
Living in urban Toronto

Active lifestyle
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Appendix C: Huckberry brand product overview and brand image

<

" -
@. STUDIOS

Ecn-rﬂyio Galao.s

Huckberry huckberry © 72 Hours in
72 HOURS, ONE TEE @ e

72 Hours, a trek through the Alps to
2 mountain hut, 1 Tee

You might remember the initial
faunch of the 72-Hour
@proofperformance Merino Tee,
when we proved its odor-resistance,
comfort, and durability by wearing it
for 72 hours straight on adventures
in Iceland and then in Tofino. Well,
‘when our buddies at @on_running
presented us with a unique
opportunity to visit HQ in Zurich and
their mountain hut that they built to
celebrate their hikers, we thought:
why test the 72-Hour Tee one more

Qv Al

11,058 views

Huckberry (n.d.). The Huckberry Family of Sites. Retrieved November 23, 2019, from http://www.huckberry.com
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Appendix D: Huckberry brand current target group: men

A

HUCKBERRY
72 hours in the San Juan Islands

#Huckberry

HUCKBERRY

Huckberry (n.d.). The Huckberry Family of Sites. Retrieved November 23, 2019, from http://www.huckberry.com
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Appendix E: Brainstorming workshop timeline of events

20 MIN 40 MIN 80 MIN 100 MIN

INTRODUCTION

2 REVIEW CREATIVE BRIEF

BREAK-OUT s,
KN ccanstorvsesson ) @ :
LW reeosackQuestons ) 4

5 RECONVENE AND SHARE
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Appendix F: Brainstorming session transcript: group AT with tool

GROUP: AT

Group A prototype test of design tool

Brainstorming workshop - transcript

Research conducted: February 6, 2020
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Group AT (testing prototype of design tool)
Brainstorming workshop — transcript

AT: Group A —testing prototype of design tool
R: Researcher
A: Assistant

P1: Participant 1
P2: Participant 2
P3: Participant 3
P4: Participant 4
P5: Participant 5

00:00: Time indication

General

Observations ) ) ) )
« Immediately impressed with the tool and design of tool

» Took approximately one minute to determine the objectives of task

= Not much interaction with handheld magnifying device

= Focused on cards and emotion discs by stacking, grouping and
pairing

- Extremely positive, engaged, animated, vocal, loud
« Everyone participated physically interacting with prototype
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Group AT (brainstorming with prototype)

Observational data and insights

5 participants

Unanimously chose Adventure as the motivating emotion
Lots of laughter, fun group

All participants contributed fairly equally to discussions
Most impressed with the emotion discs

Treated discs as a toy

Barley used the hand-held magnifying glass

Layered two emotion discs and put up to light

Intent on using prompt cards to keep discussions active and interesting to hear
how the question would invoke immediate ideas or responses

Some participants stood, sat on table and were not very stationary
Overall very happy
Doubts or confusion over objectives were quickly addressed

Insight: motivating emotion needs to address juxtaposition between urban life
and wanting to do something opposite like go surfing

Interesting insight: evaluating emotions down to nuances of the word: “Some
words carry this same feeling almost or they mean the same thing, but in a
different scale. So, for example, satisfaction and triumph. I would choose
triumph over satisfaction”

This group highly praised prototype: “So, you made this tool, this is awesome.
I'm going to sell this, sell this to ad agencies all around the world”

Feedback: agreed that it would be beneficial to consider emotions early in the
design process: “It would probably help you get focused because once you
decide what’s the leading one, then come back to the design and say, okay, we
are diverting from what we identified here. And I kind of feel that and idea that
taps into an emotion is more impactful and it’s going to last more”.
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And this dude's going to require? Discussion prompt cards. Not required to
install cards. Okay. Don't know. Write emotion on a blank disc. If we need
emotions that are not covered in the...

These guys on the discs?

Um, I don't know.

Emotion discs. I just want to put them on to the tray.
There you go. Scatter them onto the tray.
That would be cool.

Wow. Did she make this?

Wow, that's awesome.

Ya. Very cool.

Cool.

Look, there's an emotion I don't need. Laugh.
Oh, no, We have no use for it.

There you go.

Interesting. Do we need to decide on an emotion collectively, that we don't
need, or individually?

Well I think maybe we could chuck the one called desperation. Do we need
that? Is that what's going to drive you to the action?

I don't think so.

And when she says we pick an emotion, that she means pick up an
overriding emotion to ride this campaign on? Like the emotion we want to
elicit from our target. Right? hmmm, I dunno.

Right.
Okay. So, it sounds like we should use the cards then.
Okay, let's go back to the brief.

What's the challenge of the brief. The objective, of brand awareness
campaign. Introducing women. Okay. So, we're...

Emotion audience. Trigger the target audience.
Segment...

That's what matters.

So, worry, I think, can go away.

Ya.

So anything that has negative connotation, I guess.
Ya, I might chuck "defiance" back in the box.

I don't know.

Defiance. That's what your five-year-old has when he doesn't want to go
to bed.
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AT/P4: 01:59 Interesting.

AT/P5: 02:00 And also, uh, you know, adventure...

AT/P3: 02:03  Ya.it's about defining the standards. I'd say "love" is out.

AT/P2: 02:09  We need to know why they want. Is it escape? Is it to balance their life? Is
it to balance what they're facing every day?

AT/P1: 02:17  Ah.

AT/P1: 02:17 The motivation, we need to understand the motivation behind this huge
contrast, right?

AT/P3: 02:22  Ya, I mean anyone...

AT/P2: 02:22  It's a juxtaposition of activities, pretty much.

AT/P3: 02:24  Ya.Ya.

AT/P3: 02:26  It's going to... I'm at my desk, I'm making money. It's urban lifestyle and
now I'm freaking surfing. Right? It's like, Oh my God. It's like almost
balancing this.

AT/P3: 02:36  Ah...Idon'tthink so. Ya.

AT/P1: 02:38 Ithink, can we throw out confusion and pain also?

AT/P3: 02:39 We can.

AT/P1: 02:40 And, um skepticism.

AT/P3: 02:44 We can.

AT/P1: 02:44  But, I see some that makes sense. Thereiis...

AT/P2: 02:46  Guilt.

AT/P1: 02:46  Carefree, delight, pride, triumph.

AT/P3: 02:52 Do you want to give the discussion cards a try?

AT/P2: 02:56 Um hmmm.

AT/P3: 02:56  Okay. So, what emotions instill sense of belonging as a way to feel
connected to the brand?

AT/P5: 03:05 Canyou read it again.

AT/P3: 03:07 What emotions instill a sense of belonging as a way to feel connected to
the brand? I think it's kinda what we started to do. Like we can't see love
having anything to do with it.

AT/P2: 03:21  Yeah.

AT/P4: 03:24  Right.

AT/P5: 03:25 And it was more pride um.

AT/P1: 03:31  Oh, fright, I thought you said pride at first.

AT/P3: 03:39  First one, or?

AT/P1: 03:39  That's tough. That that question. Yeah, that sounds overwhelming.

What emotions instill a sense of belonging as a way to feel connected to
the brand?
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Ithink it would be something like, you're adventurous. A lot of the outdoor
activities you don't do alone, so, find a common unity, friendship or
something. Um, courage.

Yeah. Yeah.

Maybe. Maybe self-discovery as well. Right? You want to try something you
don't do on a daily basis and you feel there's a side of it as being kind of
surprised and not even explored, right? Sense of self-discovery I think is
important.

Out. Yeah. I don't think they do it out of sadness. It's more about are you
adventurous.

I wonder if the emotion of trust comes into play. If you're going to rely
upon, let's say a curator like Huckberry to bring you all these good things.

Ya. It's not the main drive, but it's part of it. Yeah.
But almost like having trust in the brands discussed.
Want to try another card?

Yes. Yes sir.

All right, so responsible consumption can have a positive effect on
consumer's experience. Consider possible emotions to support this idea.
Responsible consumption can have a positive effect on a consumer's
experience. Consider possible emotions to support this idea. So possible
emotions to support comes. from...

Guilt. like we're trashing the earth. We discarded guilt.
Embarrassed. That's probably... probably out.
Frustration, too. And, horror.

Yeah, out.

Fatigue, if your fatigued you’re probably out.

Responsible, responsible consumption, well that could be, that could be
an admiration of the, you know, the natural world. Get yourself out there.

Yeah. and self-awareness
Interests, awkwardness, loneliness.
Awww, awkwardness, that's mean.

So, you made this tool, this is awesome. I'm going to go and sell this, sell
this to ad agencies all around the world.

And, now it is harder to narrow it down.
Appreciation... ya... for... We don't one pride, right?

Well maybe if you climbed that side, if you do right. Yeah. It's not a
four-letter word. Yeah.

Yeah. I don't think it's true.
Who knows why people do things.

They get very aroused. They are excited.
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AT/P5:

AT/P2:

I like curiosity. I don't think nostalgia or worry is the main driver.

No, it could come into play, but not necessarily.

Do we need some emotions that don't exist here yet?

I like defiance.

Ya. right.

Selfishness. Ooo.

Sometimes it's a good thing.

Selfishness, interesting. Yeah. Maybe I want to do something for myself.
Ya, but I wouldn't say it is the main driver to be qualified itself.

Okay, I got one more card. This may help us. An experience is a journey.
What emotions should define this journey?

Courage?
Ya.

Itis a good one. There is another one, interesting um, curiosity. Yeah,
there you go.

Courage and curiosity.

Curiosity. Should we create like a pile which we feel very strong about?
We're like, we're hitting it, so we're not...

So romance. Not part of this. I don't think romance.
I wonder if there's almost like a self-realization, self-discovery.

Ya, self-discovery. Ya that's a new one we need to consider, self-discovery.
I think so. We just came up with a main one.

How about appreciation of... I don't know... anything.

Ya, appreciation. Yeah, Triumph, I don't know, triumph, a little
self-indulgent?

For us it may be, but not necessarily towards the experience.

yeah, it feels like it would be more towards the brand, I think. Yeah.
Out.

Megan and a neutral card

I don't want to let it go. awwwe.

What about carefree, power. Apprehension. Hopeful, satisfaction that, that
is right up there with triumph and pride.

Excited.

Yeah, sure. Certainly. I think going into the natural world we're talking
about the brand. So the brand that you love this brand because you're an
outdoorsy person.

Yeah. How about defiance, like for me, that's something...

Brand captures that. The emotions that you...
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But, we're, we're talking about the experience, not the brand.
Okay.

So defiance comes into play, for sure.

Sympathy.

Yeah. out.

No, I agree. I'm not saving anybody. It's a little selfish thing. Is calmness?
Calmness?

Well, that's what you have when you're camping and there's no kids
around. If you bring your kids, you don't get the calmness.

Yeah. That could be defining it.

It makes sense. Like a sense of awe.

Yes, absolutely. I would be entranced by certain sunsets or sunrises.
For sure.

Surprised.

And, you get to the top of the mountain and you discover a lake, like that's
all this awe and interest and excitement.

Empathy. Triumph.

Yeah. Triumph, for sure.

Energetic helpful?

Interest? It is not as strong of an emotion. Inquisitive?
I feel we're stuck.

Yeah. Go ahead. Next card...

Lived experience occurs in the in physical environment. Where will the
experience take place? Do the targeted emotions to this space. So maybe
we can start revising the ones that we've picked already.

Say that again.

Lived experiences occurring, physical environments. Where will they
experience take place? Do the targeted emotions suit this space?

Okay. I think so. Not those, really. Yeah.

Think of a destination, everything that takes you there.
Ya, I agree.

I think foolishness can maybe leave?

And I don't know, craving.

Ya, and looking at that one. But power, you're going to feel amazingly
powerful.

Energetic.
Yeah, that's true.

Humbleness.
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Well, maybe in the face of, you know? Yeah. Yeah.

So I didn't think it will be appreciation.

Helpful, No. Hopeful. I don't know. Yeah. Look at all those words.
Apprehension.

Yes, exactly. Some words carry this same feeling almost or they mean the
same thing, but in a different scale. So, for example, satisfaction and
triumph. I would choose triumph over satisfaction.

Okay.

Okay.

So yeah.

So out... Power and energetic probably too. I would then choose power.
Yes.

So even do the same with like a humbleness and appreciation.

I think appreciation is probably, I don't know.

Hmm, hmm, hmmm not so fast.

Or should we leave them both for now? I mean to get more, yeah.
May be next question. More questions.

Next question. Yeah. Does anyone want to read it?

Go ahead. You're doing such a good job.

Identify the negative emotions and tried to evoke the opposite.
Ah ha. We did that.

That card has been discarded.

Take another one.

How can emotions be shared or communicated? What emotions are easily
shared or perceived? hmmm.

hmmm. That's a long one.

Anger.

Sexual craving.

Ha, ha. That would be more Vegas.

Just want to share with you that you have five more minutes.
Oh, okay. Cool.

So if you have your best few, you can put them around and then just end
up with one. Okay.

Ooh, okay.
So maybe, okay. Go ahead.

Many brand touch points can exist during a lived experience. Should your
experience trigger different emotions or maintain consistency by focusing
on one emotion during the experience? Again, many brand touch points
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can exist during your lived experience. Should your experience trigger
different emotions or maintain consistency by focusing on one emotion
during the experience?

I think it would be super difficult to try to get everyone to respond to one
emotion and everyone would perceive their outdoor and or their shopping
experience differently.

Mmm.

But also when I'm starting to look at this corner, I'm gravitating a little
towards the other because it is kind of, you know, I can cover like courage,
self-esteem, you know, empowerment.

Ya that makes sense. Yeah.

Why don't you put that baby first, first spot over there. The magnifying
glass.

And maybe we can maybe try and think of what, what emotions are
common between the two personas?

That's true.

Well these girls both seem to be, you know, get up and go types. They um,
make it happen.

What did you say? They're the entranced types?

And see there is more than one person. Right? So, by together and
together. One with daughter, one the boyfriend.

But both of them, are kind of... Like the one has something big. I had no
problem about diving.

I don't know, I feel that adventure was a good one.

Destination. It encompasses excitement. It encompasses surprise,
curiosity, courage.

Empowerment as well.
Ya. Empowerment.

Yes. This captures many, many things and this is active adventure implies
active exploration. I feel that.

Yeah, and like going back through it. Its more...
Yeah, exactly.

It's more exactly in line with the personas.

Yeah, it suggests different, different explorations.
So secondary?

Yeah. That's for sure.

Yeah, I think so.

Excitement, triumph, curiosity.

I'd also encourage encouraging the, you know, the young generation.
That would be the good plan.
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What I like about this one is that it encompasses...

Self-discovery is actually really good because it helps your daughter to
discover herself.

Ya, and they're discovering something new together.

Like a motivational, like motivating others. Motivating yourself. Like I don't
know one word for that.

Okay. So, we're only supposed to have one when it main emotion.
All right. Yeah.

Self-discovery for adventure can we write that?
We created a new one,

Are you ready? You solved the word here?
Yeah, I think so. We like,

Okay. Are you ready for the questions then? Because you can, still have
another two minutes.

what questions? The ones in the front. I know I have you,

I have a few questions for you. It's up to you. If you feel you were finished,
we can move on to questions or do you need two more minutes? Ya, ya, all
right. So, we can either talk about this or where you can jot down some
points for me if you want. It's up to you, but we can do it in sort of focus
group style or question style. Was it difficult to find or to identify
motivating emotions?

Okay.

No.

We were a little bit indecisive of like what is and what isn't.

Yes.

Okay. Is it beneficial to consider emotions early in the design process?
Absolutely.

Yes.

Yes.

You can make other comments too, like doesn't have to be yes or no.
We thought it was yes or no.

It would probably help you get focused because once you decide what's
the leading one, then come back to the design and say like, okay, we are
diverting from what we identified here.

And I kind of feel that, um, an idea that taps into an emotion is more
impactful and it's going to last more.

Thank you, we can now rejoin the other groups.
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Appendix G: Brainstorming session transcript: group BT with tool

GROUP: BT

Group B prototype test of design tool

Brainstorming workshop - transcript

Research conducted: February 6, 2020
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Group BT (testing prototype of design tool)
Brainstorming workshop — transcript

BT: Group B - testing prototype of design tool
R: Researcher
A: Assistant

P1: Participant 1
P2: Participant 2
P3: Participant 3
P4: Participant 4

00:00: Time indication

General

Observations L ) )
- Very efficient as they understood the task in less than two minutes

- First task was to eliminate all the negative emotions

« Generally successful workshop

- Participants repeatedly referred to personas to justify emotion
choices

« Great collaboration, discussions

- Effective use of blank discs to list 3 emotions not provided in
prototype
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Group BT (brainstorming with prototype)

Observational data and insights

e 4 participants

e Unanimously chose Empowerment as the motivating emotion
e This group worked effectively and efficiently with the tool

e Positive, seemed to really enjoy the session

e Ongoing discussions and seemed to want to continue

e Quickly grasped the task and objectives

e Used hand-held device, but not until they were selecting their
favourite emotions

e Intent on removing all negative emotions first

e Identified three favourite emotions not included in prototype: empowerment,
fulfillment and passion

e This group did not use the note pads or pens
e Read and responded to many cards from the prompt card deck

e Insight: this group understood that some negative emotions could motivate
the target audience: “I'm wondering about boredom cause maybe that could be
a motivation to cause them to go on trips or something”. A negative emotion has
the power to inspire a positive action.

e Insight: only group to focus on the male Huckberry consumer to inspire thinking
about possible emotions to motivate women: “Well, what do you think would be
the primary emotion for the man?”

e In-depth persona discussions

e Important insight: the need to include negative emotions in the prototype:
“I’'m wondering which campaign would ever go to the negative ones? Ya, I can
see that for like as a motivation motivator. Like you’re worried, so you buy
insurance, there are things that you can associate negative emotions to that
would be a positive for a brand.”
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So this group gets a design tool to do this task. The instructions are on the
box. The main thing I'm going to tell you is that you can scatter all the
emotion discs here.

Okay.

Just keep them contained and that'll help you narrow it down and you use
this. So, I'm just going to leave you guys to it.

So I am going to read this first.
Could you read it out loud because I can't see it.

Yes, So number one, you design brief. Ensure all participants understand
objectives outlined in design brief. Number two, note main idea on glass to
help keep discussions focused. Decide on one main idea. Number three,
emotion discs, scatter emotion disks onto tray. Review all discs with your
group, narrowing down to those most relevant to the design brief. Number
four, discussion prompt cards. Place cards face down. Draw one card at a
time. Read card aloud to help your group identify motivating emotions.
That's cool. Um, and then number five, handheld magnifying glass. Insert
up to five emotion discs around magnifying glass. Place only the most
important or the most motivating emotion in the center position and pass
device to others in the group to evaluate or reconfigure. That sounds okay.

Okay.

Yeah, let's do that.

Blank ones so that we can write our own emotions.

Okay.

So we should narrow down.

Yeah.

So we're basically narrowing down the ones we do not feel belong here.
Keep the ones that we want...

Ya, and then, pretty much we're going to place the ones...
We feel are contenders.

Ya.

Okay.

And to what we feel.

We can write on this.

So this is basically what we're trying to narrow it down to is the key
emotion that this customer is going to connect with.

Ya. I think...
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I think you're supposed to do some of the prompt cards before we decide
on our top five.

Yes.
This, I think we had to put...
Ithink that's at the end.

For the main idea. So, there's the emotion goes up here, but this is the
general thing that we're going with.

Yes, and this is the general one for like the Huckberry for men.

I'mjust pulling out some of the ones that are negative like envy, weakness,
anxiety, rejection. I don't think we want to do any of those. Frustration.

I think you could take out all the negative ones.

Yeah sure.

Ya, I'm pretty sure, horror.

I think we'll like figure out the main idea as like as we go through them.
Selfishness. No.

Indifferent no.

Hopefully not.

Fatigue.

Desperation. Disgust.

I'm taking out nostalgia, awe...

I don't know because I think that awe could be both and like good
and bad.

Idon't think this...
yeah I guess like nostalgia...
Nostalgia, ya.

Ithink it would be neutral. But do you think that would be one of the
winners at the end of it all?

I'm not sure. I think I'd want to do some of the prompt cards before we
make some final decisions.

Ya, I think like let's take it out for now cause we can always like put stuff
back in.

Yeah, that's true.
Okay. so...

Insecurity.
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they're all shuffled.
Well that certainly does get it down.

So which emotion suits your target demographic? Oops, sorry. Would you
consider different emotions for different age groups?

Okay. These are some, like they're deep.
Yeah.

So would a 27 year old, single woman want something different from the
brand than the or campaign than the 35 year old mother.

I just on the top of my head I would make the assumption of like
maybe functionality or something would be more important to an older
demographic. And then like fashionable like for Instagram for the
27-year-olds. Like, like something that's a little bit more...

Hype. Yeah,

They... Like their friends are wearing it or something. Um,

Yeah.

So I think that that would be like one of the main motivations in my head.

Okay. That's good. Should we do the next one or should we look through
this and see if there's... I don't feel like there's anything that would...

Maybe awkwardness take that out.
Yeah.

There's a blank one.

Sure.

And there's boredom.

I'm wondering about boredom cause like maybe that could be a motivation
to cause them to go on trips or something.

Does she feel bored and maybe they want to travel?

Well Olivia is a single dating someone she met at the gym. Together, they
plan a weekend-excursions outside of Toronto. So, I don't really think
that's like boredom though.

Cause I was going say maybe boredom could have been Ava where she's
working a lot. Like it's a corporate banking job. It's not, it might not
necessarily be boring, but you can play it off as they go. It's the boring job.
Then like she goes out and does her thing. But with Olivia she's more
continuing her exciting life, nature photographer, blogger.

She's living the dream.

Honestly, if she can make that work.
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So I guess it wouldn't work for that, like that persona. So maybe it would
be a good one to take out.

Yes.

Okay, this is helplessness.

Yeah, I feel like that's a very like aggressive emotion.

That's a very aggressive emotion.

cause I don't, I don't think either of these two personas are...

I would think empowerment would be a pretty strong emotion that would,
that we didn't actually see here.

But, we can also add in empowerment.

If it's not there. It feels like something like that.

07:10 Yeah. I feel like that's a good one that we can add in.
You know what, we'll write it down for now.

I'll write it down on one of these.

We'll see if we want to get there.

Okay. Do we want to try the next card?

Yeah.

If you could only target one emotion, what would that emotion...
That's what we are trying to get to.

Okay, so I want to keep that out. just so...

Well, what do you think would be the primary emotion for the man? What
do you think this, if we went to the other side? What do you like, in the little
bit that she showed us?

I feellike...
It's like thrill-seeking, right?

Thrill, or I feel power would be the kind of the generic term that like
they're really trying to be. You can go on this adventure, you can hike, but
then you can also look fashionable. Like kind of kinda creating like that
male voice of power and authority.

Yes.

I also thought like when during the presentation, like passion cause like a
lot of it seemed like really crazy endeavors that they were going on and
trips and like what they were advertising for. But I think that it would
create this passion for travel and exploration.

Yeah. I say the passion would almost have to be there if they're doing that.
yeah, exactly.
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And using that to their advantage.

Yeah.

But I think it's also kind of like prideful too like,
yeah, you get to like show it off.

Yeah. You get to do this experience that maybe your friends aren't doing.
So, you're inviting them to this, your world of, exploration and seeing what
else you can push the boundaries for.

I would think there would be a sense of kind of that cool factor and kind of
that exclusivity as well. And I'm kind of part of a little club that knows
about this and I'm empowered to, you know, to live my life on my terms.
So, I think there's a little bit of kind of self-fulfillment there. They say
discover and shop the world's coolest gear. That's their tagline.

Yes.

And you know what it reminded me of when, I don't know if you guys might
be a little bit young, but, there's a brand called Patagonia back in the day.

Oh, ya, it's still going...

They would produce these beautiful giant catalogs. And it would be exactly
that. Like it would be like a guy on top of a mountain, like this big, wearing
Patagonia. So, it was just this very kind of larger than life experiences that
they, you know, that basically they just tied their brand to. But I think it
really was, I think it was really kind of that sense of acknowledging that
you're special.

Yes, Basic fulfillment...
Yeah.

That's like the biggest thing. Yeah. It's like a fulfillment of emotions and
well, personal and kind of like just overall fulfillment. But then I feel like
that's also something like women would want to do too.

Yeah. I'm wondering if the women would really be so different, especially
this Olivia, I think being a mom might be a bit of a difference.

But she's outdoors all the time. So, she's going to have like,
She probably has her experience of like hiking and all that kind of stuff.

So why worry about the experience of wearing the clothes though with it
that might change it where you could show it be like if you wear this, you'll
have different experience.

Yes.

But, I also feel like there's like the, she's the target because she also has
the money to do that. Maybe Olivia doesn't have that same capability at
27, 26 and not, there buying really expensive watches. So she like Ava
might be that target because she can afford all of that and you can make it
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BT/P2:

look desirable that like while you're hiking you definitely want to be
wearing this.

Yeah.

And a bit of a role model as well. Right. And this is a woman that wants to
be really strong and empowering for her, for her daughter. She wants to
show her daughter that, you know, it's not just the men that get to go out
and play. The women do too. A lot of her activities are actually fairly solo.
If you notice, they're not really things you're going to be doing with your
daughter, you know, I don't think she could be running with her, but you
know, yoga, running even though the picture is showing them together.
Um, really the only thing here that looks like it would definitely be with the
daughter is the volunteering.

Yes

So think I think this person is, it would be, I don't know if I'm just trying to
capture the word for the emotion, but it would be, I guess it would be the
pride of being a good role model.

Yes
Yeah, right.

I'm just going to interrupt you guys. We have one minute. We have five
more minutes left.

Oh crap. That went by fast.
What?

We are like halfway.

We do, ya.

Okay, well let's pick a top pile.

Okay, let's pick a few from here that seem kind of to mesh with what we
have.

Definitely think, empowerment.
Yes. It's my favorite.

So can we take out, insecurity?
Yes.

Hope. Hopeful.

We talked about pride.

We did.

I think triumph is actually a good word too because, you know she's
running marathons and they're doing things that you can win at.

Yeah.
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Right.

So not calmness.

No.

Calmness is really not something that's a problem.
Foolishness.

No.

Curiosity?

I keep looking at it.

I feel like, that's a really good one to have.

And maybe passion. I feel like this would be like a really good five.
Yes.

I don't know what’s the top one. So, we have triumph, empowerment,
pride, curiosity and passion.

Ya.
I feel like that's a really good selection.

Ya, I feel like those are the words that we like said a lot between both
Olivia and Ava.

Yeah.

I guess because we have five minutes, maybe we should decide like our
top one.

Let's see... Curiosity, pride.

I like curiosity.

Yeah.

But I think, I don't know, I still think empowerment is kind of, cause.

I'm worried about for curiosity in terms of Ava, I feel like it's more about
passion.

cause she takes the time out of her busy work week to do that. Like she's
making that time.

So I don't know if it's curiosity.

Curiosity looks, it looks like this photo Olivia. And it's like, okay, I'm ready
to like go find myself in the wild.

So definitely I think it's, I'm, I'm that kinda in between like passion and
empowerment.

Yup.
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Because I feel like you can empower passion as you kind of go through
these things and as like maybe Ava's daughter. She's like empowering kind
of that role model that you can do all of these things and build up to the
kind of next generation.

And that might connect with Olivia because she feels like she's finally
an adult. It's empowering her to make her own decisions and like, so
I think empowerment might be a great one because you can kind of
loop in passion.

Yeah.

Well they kind of, a little bit, do dovetail together. Aren't they?
But, I feel like that might be a really good.

I agree? Yeah.

So empowerment, our main emotion.

I feel like, yes, that's our main emotion.
Okay. All right.

So now what do we do?

I think you stick it in the little thing in there.
Does it matter what order they go into?
There we go,

Oh, okay, well we can get them out.

Oh no. You can.

Yes. I've tested this a whole bunch of times. It's also the temperature that
adjusts. I've tested them one night and they work the other night. I don't
know if it freezes up and I'm like, yeah.

It's just the tape.

So now what?

Perfect. So, you guys have your one emotion is in the middle.
Yeah.

Okay. Next I have three questions that Marija wants to ask and so one by
one and you guys can just discuss it while I'm recording. And, also if you
guys, there's a notepad here if you want to write down any notes on the
questions as well too. So, the first one was, was it difficult to identify a
motivating emotion?

No, I don't think so.
No, I wouldn't say we came up pretty quick.

The second is... Is it beneficial to consider emotions early in the
design process?
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I think so cause I'm a very, from my experience, I don't know this as much,
but I'm an emotional person. I'd rather, I want something to be emotional
from the start. Any advertising. I would understand that like I'm, I need to
be drawn to something because I'm, there's a strong emotion drawing me
to it. So, if you can figure that out earlier on, that's great.

That's already, we looked at up at work, we looked at a bunch of the super
bowl ads and the more memorable Superbowl ads and I would say that,
the emotion and or humor were the two key things that set up the winners
kind of apart.

So, I would say definitely emotion is definitely, yeah, especially early in
the design process for sure.

Okay. And lastly, did the emotion mapping tool help your group identify
motivating emotions?

It's definitely easier.
Yeah.

Because you can see it. It's you, it's not because I'm the...I'm the type of
person, if I'm trying to write something, I look online, you go to the
synonym section, you're like, what, what types of words? And you just sort
of keep clicking.

Yes.

This is like, I saw everything there. I'm like, okay, obviously not going to
choose this. But then it's just nice to see everything. I'm a visual person.

and I think also we added a lot of our own cards, but I think that that was
because we were like, we saw all of these and we kind of saw where the
holes were based on what we came in with a little bit.

And you guys, I noticed your strategy was taking out the negative ones
first. Right? So did that help in terms of coming to your one?

Yeah, I think, yeah.

And I'm wondering which campaign would ever go to the negative ones?
For that, I was actually curious as to where that would actually...

Ya, I can see that for like as a motivation motivator. Like you're worried,
so you buy insurance, there are things that you can associate negative
emotions to that would be a positive for a brand.

Yeah.

So it would, it would be very dependent. I feel like for this one it's
definitely about like a positive spin on things, but.

Great. And you guys are done. Okay.

Great that you gave us that warning.
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Appendix H: Brainstorming session transcript: group CC control group without tool

GROUP: CC

Control group C without prototype

Brainstorming workshop - transcript

Research conducted: February 6, 2020
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Group CC (control group)

Brainstorming workshop — transcript

CC: Group C - control group without prototype of design tool

R: Researcher
A: Assistant

P1: Participant 1
P2: Participant 2
P3: Participant 3
P4: Participant 4
P5: Participant 5

00:00: Time indication

General
Observations

- Participants equally considered brand and the target audience
» First concept in less than 1 minute: FOMO (fear of missing out)

- Confusion over "motivating emotions" called researcher over to
clarify whether emotions need to motivate the target audience
or be represented by the new Huckberry women's product line

» Many in-dept discussions
- Participants often shared personal stories to support an idea
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Group CC (control group with no prototype)
Observational data and insights

e 5 participants

e Unanimously chose Grounded (the feeling of being grounded) as the
motivating emotion

e Positive but much quieter group in comparison to the two groups working with the
prototype

e Most discussions between 2 participants with a third contributing occasionally

e Initial confusion over the motivating emotion: should an emotion motivate the
target audience or should the Huckberry products exude a certain emotion to
motivate the target

e This group did not use the note pads or pens during brainstorming session
e Shared personal stories to support discussions

e Only group to consider urban or societal problem of “nature deficit disorder” as a
motivator for women to adopt a more adventurous life and support Huckberry

e Group insight: FOMO (fear of missing out) considered as a feeling or emotion that needs
to be tapped to inspire women to support Huckberry

e Interesting insight: this group felt strongly about the “feeling of being earthy” or getting
back to one’s roots, connect with nature

e Some very creative brainstorming in this group, great ideas, unique insights shows the
positive benefits of not working with the prototype

e Tool could be seen as limiting and without the tool, this group was divergent in
brainstorming solutions considering the state of a woman’s mind during pregnancy,
mindfulness, femininity and radiance as an expression of confidence

o Feedback: when asked whether the group found it hard to identify one motivating
emotion, they responded: “... | forgot to actually come up with a motivating emotion”
showing that, without structure, the group can become easily diverted away from the
original objective
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Hey it's recording and on my computer as a backup.

Should I shut the door as well or.
Yeah, please. Thank you so much.

So the public campaigns, it's in the thing. One of my students brought that
concept to me two years ago, but she goes and I said, no you can, it's that
stinks. And she hit me. Then a year later it came out to somebody actually
produced it, ya it still stinks honey. It's like bootleg.

Okay. Oh yes. So, we were talking about emotions, fear of missing out. I
guess it's negative, but it, it's probably what drives people.

Yes. FOMO
FOMO.

But what I think, in the right scenario, is an aged 35 women that I
automatically think of is my wife as every time that we go for camping or
something, I think first her priority is comfort and the safety. Right. So, the
second thing is, she will probably think of this as a sort of getting
experience as sort of a memory. Now she will, this is what she does.

Oh yeah.

My wife is a banker too. So, lots of times she will go home and on her
Instagram or whatever and... oh my friend is doing this and I'm doing this
and...

Yeah.
So the things that you haven't heard, can we ask you questions about this?
Um, yes.

Sois it, is it to be a female version of it? I mean to say the, the male, when
it's it obviously it's Instagrammable, but it's, it's definitely um, outdoorsy
stuff. Is this going to be outdoorsy stuff?

Outdoors.
Is it going to be outdoors-y stuff for women?

Ya, like the pictures that I showed you, it was everything from
kitchenware... to anything...

To deep sea Watches.

Yeah. Clothes to homeware, to, I don't know, it's just, it's like the Wayfair
or Amazon.

Right. So, if it's targeted to like, city women, is it kind of rejuvenating?
Right. You need that time to recharge your batteries that time and green
space. So, I don't know what that'd be the word or the like I don't know,
like you need that kind of, that, that would be the positive spin.

Yes.
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Just because you're in that, you know, city jungle all the time. This is kind
of, you need this other space and time to recharge.

CC/P1: 02:52  What is that that thing you need in the city, the city jungle, they call it in
nature deficit disorder.

CC/P2: 02:57 Right.

CC/P1: 02:57  Everybody suffers from that.

CC/P2: 02:59  Ya, It's like get your nature and that sort of thing anyways...

CC/P1: 03:06  We're casting seeds here.

CC/P5: 03:08 It's almost like a break from your busy lifestyle and going there, relax,
forget about things. Right.

CC/P2: 03:13  So, yeah. Yeah.

CC/P5: 03:15 It's kind of in a sense that...

CC/P1: 03:17 Escapist.

CC/P1: 03:19 Inthe more positive aspect of that word too.

CC/P2: 03:23  Yeah. No, no, go ahead.

CC/P4: 03:28  Yeah. Like one of things I notice between the two of them, they're the 27,

35 is they, they want to try new things, right? Like she was trying the, she
wants to try scuba diving and as well too, like the other one where I just
ran the first triathlon. Right. Like learning, experiencing new things.

CC/P1: 03:44  Shejust ran her first half marathon. She wants to try a triathlon.

CC/P4: 03:49  Yeah. She wants to try that now.

CC/P2: 03:51  Aspirational or pushing the limits are like, I don't know, sorry. I'm not
going emotion words.

CC/P1: 03:59  Adventure words. Pushing the limits.

CC/P2: 04:03 vyeah, a friend of mine who's a writer, she always says, I don't know, is it

Japanese? Like it's, there's that word Kaizen?
CC/P5: 04:13  Yes, always continues improving.
CC/P2: 04:13  Which is always,
CC/P5: 04:16  Oh, that's cool. Yeah.

CC/P4: 04:18 What's, what's the sort of opposite of that?

CC/P1: 04:21  Deterioration, I guess.

CC/P2: 04:26  Apathy, or couch potato. But, what else would drive you?

CC/P1: 04:33  Yeah, that's a good way of putting it too though. Again, driving driven, but
aspirational. Outdoors-y.

CC/P4: 04:45  So, you know, in the past, people ascribe an emotion to it, but I'm just

kinda, while being, what globing whatever the hell brainstorming. But, you

73



CC/P4:
CC/P2:
CC/P1:
CC/P4:
CC/P1:
CC/P4:
CC/P1:

CC/P4:
CC/P2:
CC/P2:

CC/P1:
CC/P4:
CC/P1:

CC/P3:
CC/P1:
CC/P2:

CC/P1:

o |©
o1 Ol
w W
O N

o
o1
N
N

o
o1
D
(00}

o
a
N
oo

o |©
o1 Ol
g1 |01
o O

o
o
o
K

o |©
o IO
o O
N |on

o
o
=
~

o O
o O
NN
N (o

o 1© |I©
(o) N () W (o))
o1 |1 O
o [ |~

CC/P2:

CC/P1:

CC/P2:

know how, he used to buy a fancy sweater and that conferred status on
you are used to buy a beautiful car and I conferred status on you. It's less
about the clothes that they're buying, but more what they're doing in the
clothes. Right? So that's the status symbol. I went to, I ran a marathon,
Iclimb this, whatever. So it's not necessarily the sweater that's a status
symbol. It's like the, what they did in the sweater, like, okay, so what's
the emotion that goes with that? I have no idea. But is it like status? It's
like it's...

Like a head goal or something you feel?

Yeah.

That's one of the five. It's one of those Maslow's human needs.
Ya that.

It's, it's in the esteem. I think.

Ya esteem.

It's achievements. I guess so much of this seems, especially because it's
the brand list pretty much online is just, it's made for Instagram.

Oh yeah.
Yeah.

Like, okay, now I'm getting too negative, but it is kind of like a, you're like,
it's a humblebrag. You know what I mean?

Yes. Oh yeah. Ooh. Those last 60 stood ups just hurt like heck.
Humblebrag that's such a...

I've never heard that before. I wish I wrote that. Who said empowering?
Is that you, that was really strong too earlier. Empowering is a, that's a
word that clients would just go crazy for. Ooh, we got some great stuff
here and can see them. The woman with the glasses and the nails like she
always holds the great thinking in this room.

Empowering.
My feeling is I love those brainstorms.

Okay. So on that line, if that's the word, what else can piggy back off of
that? Empowering.

Oh wow. You know what? Um, expansive. It's one, but also I think just the
idea of femininity.

Oh, ya.

It's new, like a new original femininity because people were designed to
be outside to begin with and women, were out in the, like they were out
helping with it all.

Ya, like going back to your roots but going back to.
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Quality in a way.

And that is what's the emotion?

Passionate, challenging or, honest?

Yeah. It's almost like a blazing your own trail.
Trail blazing or embracing nature.

It's like, like the, yeah, it's back to it or it's human nature, right? Like it's,
yeabh, it's like, yeah. Ya, like going back to your roots but going back to.

Like genuinely genuine, genuine. Right.

Almost really come back to that FOMO thing you were saying, like almost
like a Yolo kind of like all the guests want to do things just to like say
they've done it. Like kick it off the bucket list, right? Like the half marathon,
and all those things.

What's the, there's another word. Yes. Okay. This is, okay. I'm jumping to
another thing, but it's kind of like, I'm like, I don't give a shit. I'm going to
do whatever I want. Emotion. What's that? Like what, what?

Determined? No determined is a nice word.

Like a screw this. Like I'm going to do whatever I want. Kind of like if I
want to do it, I'm just like nothing.

Spontaneous or determination?

No more like a screw you like screw you city! Like I'm like more a defiance,
defiance.

Mmm.

I don't know. It's defying well, what do you defying your defying the city
life? A little bit like the um...

Yeah, but it's like, I think the way you're trying to get at it has an element
of just genuine confidence, not arrogance, but confidence and.

Yes. Yeah.

Touch of nervousness because you're not sure you're going to do it, but it's
worth maybe... I don't know.

Yeah.

Yes.

So is it almost like fearlessness?

Oh, yes. That's good.

Because you want admiration, I think for the moment.
Yeah. That's good.

What is that thing behind you?
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Ha. Ha. It's measuring my emotions.

Well, we only used it once.

You can download the directions and make a gun.
I know, I know.

A pink one. Ha. ha.

Yes, a pink one, I love it.

I was going to say, I like the idea of, uh, so you know, how this, it's this
very age of like, you know, with female empowerment what you said, but it
is going, I'm just repeating... It's like going back to the original
empowerment, right? Like outside.

Yes. Before civilization went on before power-centric hierarchy and all
that stuff.

You're right, is there anything in like, it's not, not an emotion but earthy.
Earthy,

Earthy.

People talk about the Maya, the birth as a feminine goddess.
I feel centered, connected and life.

That also ties in with the yoga.

Yeah. Yeah, that's right.

Yeah.

Grounded.

Is mindful an emotion?

Ya. Ya. Ya.

I know that it is in here to like yoga and like she wants to kind of go out and
like exercise and just like helping out.

Ya, it has everything to do with outdoors in it too... What's it called? Nature
deficit people. Yeah. It's mindful. Yeah. That's a good one. Mindful is
strong because it's, it's got an earthiness to it.

Yeah. And mindfulness is such a hot topic nowadays. Especially in your
job, like hospital and patient kind of thing. Like in that situation and you're
time is so challenged you have to escape.

Not the next couple of months are probably going to be, I'm washing my
hands after we leave here.

Um, they feel present. Yeah. Mindful there.

These are for money, like preferably. Right. And like the biggest thing for
them would probably be freedom of their own time. Right. Like if they're
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paying for a product to go, let's say hike the Appalachian trail or do yoga in
Banff, then make it safe for them as they want to just escape and then they
get tied back to themself.

Yeah. Yeah.
Yeah. you've got children, right?
Yes, I do. Yeah.

We were talking about, yeah. Yeah. The, um, there's that thing about,
you know, something I never knew. I noticed. I mean, when, when my
wife was pregnant both times something about pregnant women are
incredibly sexy because they're for the only time in their life, they're not
worried about,

Oh yes, what they look like. And like.

Yeah, exactly. The whole God, if I eat that, I may as well tape it to my hips.
So yeah.

Glowing is a great word,

Right.

Or just the literal but also the emotional like you can, you can smell when
someone's happy and when they're glowing and when they're radiating.
Radiant might...

But that's what I meant about the, I don't know if it was coming across
right, but the fact that you don't give a shit like you're gonna do whatever.
Like, you know how you said, I don't care if I eat when you're pregnant,
you don't care if you eat that you're confident. I guess it's just confidence.

Right. At the same time. Yeah.

I'm going to interrupt. There's five more minutes. I don't know what stage
you're at, but...

We've solved it.

Oh, awesome.

We're working on world peace now.
So, are you in question mode? Ready?
No, we haven't solved it.

Okay then five more minutes for the brainstorm and then we'll do the
questions after. Okay?

Okay.
Another word besides like freedom, cause I know what you mean.
Like what would be like another word for independence. Both the people

that all of that work they can go where they want. When we go there they
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won't be themselves feel strong, depend on something. And it also has
this sense of luxury there too because. ...

We can use independent. Because I'm self-reliant as part of it too.
Ya.
Your comfort zone.

Were you trying to get at the spontaneity too it like not spontaneous or
because you say like they don't care, they're...

No, it's more like, it's a freedom from one of those things,

From expectations.

It's kind of a independence like I'm going to do what I want.
Dependent. Yeah. It's come from inner feeling like everything that I get.
Is control.

Mindful internal, I was just reading that book was coming in the way here.
Like you have happiness. This is highly relevant cause I just reading on the
way here, honestly on the subway, the amount of oxytocin, serotonin and
what's the other one? Those chemicals are what determine whether you're
happy and that's all internal and winning a million dollars. If you're
naturally sort of geared to be hovering around five out of 10 happiness,
most of your life. Doesn't matter how many times you win a million dollars.

Right, internal. Like it is internal. Yeah.

And the exercise does increase serotonin and like the other hormones
and like...

Being outside.

Exactly. which is two women, have like.

Ah... Internal and more talking about going outside...

Oh yes.

Like you're going into it, you gotta get into it before you get out of it.
Right, now we're writing on the back.

And you wonder why you got stoned so many times in high school talking
about stuff like this.

I lost a thought...

But a lot of these are the things, if we're supposed to get down to
one word.

I know. That's okay. What is the one word? empowered. Yeah.

Let's get the that was, there was no like number three. Yeah. It's going
to be on everyone's. If the marketers can think of it.
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I know. I know.

I liked independent a lot too.

Yeah.

outdoors-y.

Grounded.

Grounded.

Grounded is good.

Grounded is also outside.

Yeah.

You're back to the earth. You're grounded to earth.
Grounded, that is the word for it, no?

Well grounded, grounded is well a person who's down to earth. Yea,
there's an actual title phrase. You're right. But, but grounded is a good

I like that.
Sure. Our survey said,

well I've got a lot too, cause we're talking about like, you know, a date

and you're talking about the time earlier and they want to like do their own
thing. They want to insure themselves. And if you're grounded, right, not
only are you doing, you're in the moment.

So you're mindful,
you're mindful.

and you're probably internal because you got your feet down on there.
So yeah.

But you know how they, okay, so the word, I'm going to say a center,
centered, but you know how they say you have to find your center?

Find your center.
Yeah, whatever. You've got these clothes outside, somewhere.

But grounded is great because even as the word, you can even start
picturing the color palette at that point.

Yeah, that's right.

And it also is a very modern, it's almost like humblebrag.
Yeah, exactly.

She's so... You're so grounded.

Yeah.
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Thanks. If you're desperate for a compliment being told you're grounded,
that's not going to, it's not going to boost your serotonin level, but if, but if
you're genuinely are grounded, oh ya, thanks.

Yeah. Yeah. Um, yeah.

I could live with that.

I like that.

I like grounded. Yeah.

And you can bet no, no other group has that one.
Alright.

Cause there will be four groundeds, eh?

It can touch on the aspirational, right. Like inspires the grounded like inner
peace, all that stuff, right? Like find your goal.

And no one's going to the ball wearing this stuff to no high heels.
Right. right.

No. It's to escape and be yourself. To be grounded...

And that's more like...

It's taking back the original femininity because it sounds like a really
masculine word like he's a real grounded guy. Right? And she's in touch
with her feelings.

Right, right.
So grounded is great. Yeah.
Ilike it.

If you feel it, can you say you feel real, like real? Is that an emotion?
That's not really.

Itis, but uh, it's, it, it feels market-y. Grounded to me...
Ilove it.

Sounds like we already got the answers. And since we are running out of
time... So I here are two questions I would like you guys to discuss as a
group and also if you're feeling like there's something you don't want to
really speak about, you can, you can also feel free to take a piece of paper
and write it down. Uh, because Marija will be getting all the feedback
about, how you feel like about a discussion today. So the first question is,
was it difficult to identify motivating emotions and the second question is,
is it beneficial to consider emotions earlier in the design process? Okay.

Yes to number two.

Yes. Because it leaves you a roadmap as to where to go. Right?
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But it was easy as well doing the, I forgot to actually come up with a
motivating emotion. It's down to motivating, I still think it's gotta be
Instagrammable.

Yeah.

But mostly is an Instagram pretty like technically I'd be one wants a brag
about how rad they are like how many like yoga poses on a mountain or
like nature photos are the best. It's just sort of like how grounded they are.

I got a picture of my daughter posing with the, with the brave girl facing
down the bull and that's great.

Right?
What's she called again? Fearless girl. Fearless,
Right. Not that old, that thing. Right.

Three years old now maybe? And the thing is, it was, it was, a bit of a joke
putting it up there then and the people, I believe that people who, um, uh,
owned the things that, take it off like, Oh, the patriarchy got some hate on
the, on the Twitter, Instagram and the face bank.

Right, right.

Great. So they said, Oh, you can leave it up, you know. Oh, sorry. Do you
have more questions for us? I just do questions.

I feel like it pretty easy for us to come up with multiple different emotions.
It was more just kind of narrowing it down to, one

I'm going to sound this something really stupid is grounded in emotion.
Like how do we turn it...

it's a state of feeling. So, ya. Who would it be in the top 10 emotions that
people would go, no. Not, not many kindergarteners. How do you feel?
Happy, sad. But, grounded...

Maybe it's a 21st century, like maybe it's not like a millennial emotion in
the sense of like every topic to deal with like mindfulness that we're
discussing. Like yoga is really big in the marketplace now too. Maybe
people are like looking for that center and having grounded, like if
someone's like, I feel grounded today. Like someone's like, Oh, that
sounds like really peaceful. Like what he already said, right?

Yeah. The monkey brains and control.
Exactly right.

Okay. We're good guys. So much. Uh, safe side. You still have something in
your mind. You are always, uh, you should always feel free to put on any
feedback you want to add on, with a paper, later. So, but we are done
recording for now, so.

Awesome.
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CC/P5:
CC/P5

That was actually really cool.
That was great.

The only thing we should discuss is like, is it different between men and
women? That feeling, because technically speaking, like if it's like what
differs than men's product from the women's.
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Appendix I: Brainstorming session transcript: group DC control group without tool

GROUP: DC

Control group D without prototype

Brainstorming workshop - transcript

Research conducted: February 6, 2020
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Group DC (control group)

Brainstorming workshop — transcript

DC: Group D — control group without prototype of design tool
R: Researcher
A: Assistant

P1: Participant 1
P2: Participant 2
P3: Participant 3
P4: Participant 4

00:00: Time indication

General

Observation ) o ) )
- Immediately questioning what is an emotion

« Focused on personas and physical lifestyle of both women

« Participants were not confident with identifying what is an emotion

- Resorted to their mobile phones to search for definitions, visuals,
books

» Many great discussions with participants talking freely and
taking notes

« More somber and less animated than other groups
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Group DC (control group with no prototype)

Observational data and insights

e 5 participants

e Unanimously chose Inspiration as the motivating emotion for Huckberry
campaign

e Quietest group
e Very professional and focused

e Less interaction with one another as many participants were looking down
and researching on their mobile phone

e Looking for studies, charts, emotion wheel, theories to justify their choices

e Most extensive discussion pertaining to the meaning and difference between
“inspiration” and “aspiration”

e Most focused on personas and trying to fully understand the target audience
and their lifestyle as a way to explore relevant motivating emotions

e A couple of the participants did not contribute much to the discussions
e 2 dominant participants in group
e Addressed Huckberry brand on several occasions

e Great group insight was to agree that their target audience needed to be
inspired to step out of their comfort zone

e Anotherinsight is that the persons are goal-oriented and most likely never
satisfied... always searching for their next quest

e Important insight: that regardless of choosing one motivating emotion, that
same emotion means something different for each individual

e Great persona understanding: “You’re right, it’s like they’ve got an adventurous
explorer growth mindset, but they’re goal-oriented and focused.”

e Feedback main idea: That it was easy to identify emotions but difficult to narrow
down to one: “I think we wrote like a lot of emotions and then was trying to fit
them allin one. That one most likely encompasses all the qualities of them
without being too reductionist”
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Emotions?
Yes.
I'll say freedom. Is that an emotion?

I always think of happy, sad, fear and anger as the primary emotions and
then everything builds. So happy would be excited. Motivated. Sad would
be, you know, grief.

depressive?

Yeah. Depressed. So, you can start with the point and you build from there.
So, it's a kind of like they want wanderlust but they're also very contained
and kind of responsible. So, it's a funny combination.

Because they are too different.

One as a mom is like always busy and the other one is like, Oh, I did a lot of
travel around the world with my new boyfriend.

Yeah. Like they're both growth oriented. They both want experience. What
would you call that? Is it wanderlust or...

They're looking for adventures and maybe it's a feeling that you have when
you are confidence, right? Adrenaline.

Yeah. Like you want to like do a lot of things when you want to go to an
adventure, an emotion that you have. Like you're excited. Yes.

Yes, excited, adrenaline. And there is the feeling that we receive when
you finish your adventure as well, when you if realize it, that's you for just
one hour...

That you accomplish everything?

Yeah. She's looking for finish the triathlon. So, when she gets there to
realize it.

Actually, yeah. They're both kind of competitive, right? Because like
there's a real direction, the scuba diving, training course and once her
daughter like plans, regular family, outdoor excursions, running triathlon,
it's pretty structured. So, kind of a bit competitive they both got a

growth mindset.

It's about excitement also.
No.
Why? Because both of them, they have goals, right?

Yeah. So, yeah. Yeah. There's structure. There's, it's not just going out and
shooting the breeze. They're highly, they're actually quite focused on what
they want to do. Yeah. And so far, we've got, competitive growth mindset.
Adventurous. Goal oriented. Focused, adventurous. Yeah. We've got that.
Did anyone else have another one?

Yeah.
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Adrenaline.

And freedom. Is that a mood?

Freedom. Yes. Okay. Hmm.

Like, I don't know if explore will be like an emotion, but there...
That's like a subset of being adventurous. Yeah.

Ya, right? They have an eager for going out and do it.

Explore.

No, like actually reach something. We have a do something because
they're not, I'll say that this person has, like, I want to stay at home and I
just want to like have a beautiful job and that's it. Like they, they're looking
for something that it's out of their comfort zone.

You're right. It's like they've got an adventurous explorer growth mindset,
but they're goal-oriented and focused. It's the one emotion we can say to
that. Yeah, I see what you mean. I don't just want to... they...

How do you call with a person that she wants to go out of her
comfort zone?

Ya, that's why I'm trying to say.
I dunno what's that emotionally.

She works so busy banking the idea of adventure woman's,
but they want...

Fearless.

Fearless.

Yes, yes, yes.

So they like to push the boundaries.
And, both of them are active.

Yes.

It means that they're not patient and didn't see them like, Oh yeah, it's
okay, we can do that. They're like, no, people just go, Whoa, let's do this.
You know, that kind of people that always wanting to do something that
they cannot stay like just calm

Yeah. They have the energy too.
Exactly.

It's almost like I'm thinking like I'm Huckberry I'd be wanting, it's almost
like you want to, all these women, no matter whether they're moms or

whether they're single with boyfriends, you want to, you want to have an
inclusion. You want to feel, you can include, I don't know, like Dove does
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with all the body images. You want to be able to do the same thing for
fitness. So...

No matter your age or where you doing. Yeah. Do you want to be like
fitness?

So the emotion would be connection to...

Is that, that's an emotion?

Connection?

No, I think it is happy, sad fear.

I have a very happy...

There are primary emotion.

When you said to go to the outside, if you like zone, you know,
Out of the comfort zone.

Yeah.

Yeah.

Oh that's no good for us. They are people who's like, Oh, okay. Um, you
know, people who, who reach their goals, but they're like, okay, I just did
it. That's fine. Like they want to go for more all the time.

Yeah.

Because I bet like, okay, I want to do campaign like, like she's a bloggers.
She's so every time that she like reached one of those goals, she always
have another one in mind.

Yeah. They're, they're actually quite ambitious.
That. Yeah.

Ambition.

They like challenge.

Ambition and challenge. Yeah.

Yeah. You're a challenge person. Like I'm going to finish that marathon, I
want to run.

Yeah. And it could be a hashtag. What's your challenge? You know what I
mean? Like...

Sometimes you just want to experiment something. I have to be like...
What's your next step? What it's, but they always have this outdoor thing.
They have a connection with the nature.

It's like what's your adventure challenge? Because it's always about
nature adventure.
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And we can get you outside outdoors sometimes excursions [inaudible]
and then also you have the part where they try to be healthy as well. Both
of them. Because if you see all their activities that they have is just, they're
healthy for their mind and for their body. So, it's people that it's not going
to be sitting in front of the TV just eating popcorn.

Yeah. But you can also be not healthy. If you want to...
No, like these people...

It's a sign and you can tell she's a responsible mom. It's almost like they're
holistic adventures. Yeah. Like doesn't she do her yoga girl triathlon of
something, nature photographer, gym, runs, gym

Fitness
Gym and fitness. Yeah. .

she met her boyfriend at the gym, like what she wants. She's looking for
someone that is same as her. Like fitness.

Nice.

Competitive it's a...

You can use the pens in there ah, you guys are already making notes.
Did we say competitive?

Yes.

Yeah. Right.

Yeah.

Okay. So we have to come up with just one emotion or we have to tell them
like a bunch of emotions, don't we think they're.

One.

You can use the cell phone to search for more words. Were they to do with
the ones that we most likely play? Fearless, ambition and freedom.

But to look for more emotions or to analyze the emotions.
That which were related with that.

Okay.

Emotions and freedom, for instance...

Ya, I was about to read that word.

Oh, they're very energetic person. That's an emotion.

What emotion is freedom? What vibe or energy or creative freedom is a
very abstract word. So, it could mean completely different things to
different people.

Power or...
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Imagine it. Yeah. Power or revenge. I wouldn't have thought of revenge
being freedom.

I think that, would you say that I want to be inspired?
Being inspired by something or, or getting inspired?

Like they aspire. They aspire to be better. Um, because they're always
trying to reach or attain these goals. Yeah. So, inspiration...

Aspiration. Like they aspire to be like something, someone like,
Nope. No. Like they want to be a better person for themselves.
You know what I mean?

Like, yeah. It could be classified as an, emotion.

They didn't try to be a better person for other people, but they try to be a
betted person for themselves.

A hope or ambition of achieving something is the definition of aspiration.
So, aspiration and discoveries.

Satisfaction, that could be an emotion. There's satisfies women like are
doing what they want to be honest. Like she's 35. She's a mom, but she's
still doing her own thing and she's like 27 and she's like, Oh, I just want to
go out and kind of like independent.

Yeah. Independent.

They want to be independent. They want aspiration and they want
discoveries.

They want to, yeah. I think that's why they go outside and have all this like
kind of like activities because they want to keep discovering themselves
and discover more, more things.

Yeah. Cause that's the definition. The feeling would be desire, hope or
longing. There's usually a yawn and gulp between aspiration and reality.
Can you die from aspiration? No.

Yeah.

One of the questions that comes up, I think they're getting it mixed up with
respiration.

I have one at, where are they? Like triumph like they want to like triumph
or something.

Any emotion.
Oh, I still looking for that.

I need to find an emotional mapping chart because they do have them
where they expand the primary emotions out. Hmm.

There is a book about also the emotions, um, designs. Storytelling.

90



DC/P5:

DC/P1:

DC/P5:

14:05

14:13

14:21

DC/P1:

DC/P2:
DC/P1:
DC/P5:

DC/P1:

DC/P5:
DC/P1:

R/1:
DC/P1:
R/1:

DC/P2:

R/1:
DC/P1:
R/1:

DC/P2:

DC/P1:
DC/P5:
DC/P1:
DC/P5:

=
o1
=
=

[T
o1 o1
(R
P

=
o1
=
O

=
o1
w
N

=
o1
w
o1

=
o1
w
oo
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DC/P5:

DC/P2:

There it is. Oh, I can't read it. That's the wheel I was telling you about often
used in marketing.

Yeah. There's one book was on a storytelling. There is also the emotion
and... with the colors it matched.

Yes. That's that. This, I think he had talked. That's basically the Clayton's
version of it is.

Exactly.
What's the name of it.
exactly like that? It shows you.

It's an emotion color wheel and tell, so you can use it in design, but you
can also use it in regular marketing.

Sure. See this one? The small one.
Can you read yours as to how they break down the emotion?

See that one? Let's see. Let's watch this. Just three minutes. She's going to
hear it on her... Yeah,

how's everyone doing?
That's the book I'm telling you...

We're going to do five more minutes and then it'll be the questions.
Are you good with that?

We have to choose one emotion of all the ones that we write about
are ones.

Yeah, so five more minutes.
Look at this.

You should have runners up, but the main one that you're going to share
with the group is the one main one.

Yes. So, okay. From all the ones that we have, can we choose one?
Uh, basic emotions. Okay.

Experience.
Is that an emotion? Does it come up in the thing?
Oh, does this?

Yeah. Oh, he can read it. Awesome.
That's exactly what I was thinking about.

The emotional journey. I think it's called.

Acceptance, submission, tariff, oh apprehension is definitely not...
amazement, surprise.

Oh surprise.
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Anticipation, interests, serenity, joy, ecstasy.

Oh ecstasy! They're, they're really like ...

Serenity, acceptance, trust, admiration, amazement.
Excitement.

It's excitement.

They're excited to go out. Meet the world.
Optimism.

Yeah, definitely. They are an optimistic person. Because they have like this
goals that they're pretty sure they're going to accomplish.

Because they're vigilant.
They are unstoppable. Is that an emotion?

Not according to the wheel, but it's difficult. I know, because you feel like
you're boxed into certain words because we want to explain something,
but we're worried. Is that an emotion? Right?

And you try to find the perfect one. There is no perfect one. Okay.
Optimism is an emotion.
Yeah. Optimism.

To be inspired inspiration. I don't know. I'm leaning towards inspiration
because to me it encompasses the inspired to be better. They're inspired
to break their times. They're inspired to help the kids. They're inspired to
break, go on adventures like it's, it's this, it's the aspiration. It's aspiration,
isn't it?

Is that a, is that an emotion?

What's aspiration? What's the difference? Inspiration.

When something's inspiring you and you get a feeling from that,
You have like a feedback from it.

You have inspiration from that artist to make blah, blah, blah.
Aspires to be by the time they're in the world.

I think that's what Huckberry needs to do to these women that you need to
create the emotion of aspire, aspiration, inspiration, aspiration.

Well I think both.

Okay. Do we have or like emotions?

Ithink it encompasses everything we're trying to say.

Ya, like there the free woman's like freedom. They have freedom there.

Aspiration
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amusement, amazement, surprise.

I don't think that encompasses the goal-seeking like the goal. I think either
inspiration or aspiration covers all those complex parts of what do you all
think? I just think everything else is too reductionist. If you inspire them, it
covers all the... you're not kind of, yeah cause they're complex, right? Like
they're adventurous but then they're structured and the goal oriented and
then she's a mom. Health conscious,

She's a mom.
Yeah, I think it aspiration word fits with the,
What's the difference again between aspiration and inspiration?

Inspiration is when you get inspired by something. Like as a designer I get
inspired by a famous artist and I just want to design something better and
then aspire or like I aspire to be a better person, I aspired to be a
president. I aspire to be, I don't know.

The inspiration, I think it's you have example and you want to take it from
this example to make, to build on that or probably to go with different
paths, but it treats you at the beginning to go with...

That's what I think is more accurate.
Inspiration?
Inspiration,

Inspiration. We've got to go. We've got to vote as a group. Are you,
do you, are we in agreement, which we've narrowed it down to aspiration
and inspiration.

Ithink they don't ask. I mean they ask other persons like themselves, but
they also, I think they more, they feel more inspired to do a lot of things.

With Huckberry, we have to inspire them to aspire.

Ohhhh. Write that down, Marija.

So I think the word is in inspiration.

Idon't mind.

Yeah, yeah, yeah. We have two words. So, what would it be? Inspiration?
Inspiration. Yeah.

So the question is, is it difficult to identify motivating emotions?

Yes.

How do you find the process?

It's not difficult to find. It's easy to get lots of them, but it's very difficult to
nail it down to one singular that's like, and then it was, Oh my God, is it
inspiration or is it aspiration.
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To narrow it down? All these words is because...
It's hard to define what exactly an emotion is, right.

And how that's going to fit to that person. And you're talking about two
different personas.

It's so complex.
And a lot of keywords we have like.

What makes you make the decision that, that's the word. Because I think
we wrote like a lot of emotions and then was trying to fit them all in one.

That one most likely encompasses all the qualities of them without being
too reductionist.

Question number two is, is it beneficial to consider emotions early in the
design process?

Yes, I think so. Yeah. Well, all the emotions are like kinda like, well yeah.

Cause it'll drive the whole campaign like from the color to, yeah, the
wording. The copyright. Yeah.

It's how are you going to get to the users cost the audience, depending
on what the emotions are you going to use to the campaign. Is that how
you're going to get to them? Like if you have an inspirational commercial
for this, people that are trying to have inspiration so they get inspired by
everything that I'm there. Yes. I want to buy it because I want that. So, I
think, yes. Yeah.

Thank you.

No problem.
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Appendix J1: Emotion analysis of transcript

Brainst g workshop ti lysis — ALL
I Ranking Meaning Occurance Sentiment Target Emotion category
[Emotion Group_ Top/Chosen Favourite Considered | Quickly discarded| Clear Undear | Beginning Middle End Positive | Negative | Consumer | Brand Undefined | In prototype 27 Emotions
Adventure AT h Yes Yes Yes Yes Yes | ves Yes Yes
AE prec iation AT Yes Yes Yes Yes Yes Yes Yes Yes
AT Yes Yes Yes | Yes Yes Yes Yes
[Arousal AT Yes Yes Yes Yes Yes Yes
Avie AT Yes Yes Yes Yes Yes Yes Yes
AT Yes Yes Yes Yes Yes Yes Yes
Calmness AT Yes es Yes Yes Yes Yes Yes
Carefree AT Yes es Yes Yes Yes Yes Yes
onfusion AT Yes s Yes Yes Yes Yes Yes
ourage AT Yes es Yes Yes | ves Yes Yes Yes
lavin‘ AT Yes Yes Yes Yes Yes Yes Yes
uriosity AT Yes Yes Yes Yes Yes | Ves Yes Yes
Defiance AT Yes Yes Yes Yes Yes Yes Yes
Del Iism AT Yes Yes Yes Yes Yes Yes Yes
AT Yes Yes Yes Yes Yes Yes
AT Yes es Yes Yes Yes Yes
AT s = es | Ves Yes Yes Yes
AT Yes Yes es. Yes Yes Yes
AT s = es | Ves Yes Yes
AT es. s es | ves Yes Yes Yes
xcitement AT Yes Yes es. Yes s Yes Yes Yes Yes
atigue AT Yes s Yes Yes Yes Yes
oolishness AT Yes es Yes Yes Yes Yes
fiendship AT Yes s Yes Yes Yes Yes Yes
tustration AT Yes s Yes Yes Yes Yes
Guilt AT Yes s Yes Yes Yes Yes
Helpful AT Yes s Yes | ves Yes Yes
Hopeful AT Yes es Yes Yes Yes Yes Yes
lﬁz rror AT Yes s Yes Yes Yes Yes Yes
[Humbleness AT Yes Yes Yes Yes Yes Yes
e AT Yes Yes Yes | ves Yes Yes
AT Yes es Yes Yes Yes Yes Yes
AT Yes = Yes Yes Yes Yes
onliness AT Yes es Yes Yes Yes Yes
ove AT Yes es Yes Yes Ves Yes Yes
jostalgia AT Yes Yes Yes Yes Yes Yes Yes
ain AT Yes Yes Yes Yes Yes Yes
ower AT Yes Yes Yes Yes Yes Yes Yes
ride AT Yes Yes Yes Yes Yes Yes Yes
Romance AT Yes Yes Yes Yes Yes Yes Yes
Sadness AT Yes Yes Yes Yes Ves Yes Yes
i AT Yes Yes Yes Yes Yes Yes Yes
v AT Yes Yes Yes Yes Yes Yes
Sel -discovery AT Yes Yes Yes Yes Yes Yes Yes Yes
St AT Yes Yes Yes | ves Yes Yes
Sel —indul‘Enl AT Yes Yes Yes Yes Yes Yes Yes
Self-realization | AT Yes Yes Yes Yes Yes Yes
B AT Yes Yes Yes Yes Yes Yes

95



Appendix J2: Emotion analysis of transcript

Brainstorming workshop emotion analysis — ALL

Ranking Meaning Occurance Sentiment Target Emotion category
Emotion Group. Top/Chosen Favourite Considered | Quickly discarded| Clear Undear | Beginning Middle End Positive | Negative | Consumer | Brand Undefined | In prototype 27 Emotions
[Sexual craving AT Yes Yes Yes Yes Yes Yes Yes
Skepticism AT Yes Yes Yes Yes Yes Yes
Surprised AT Yes Yes Yes Yes Yes Yes Yes
Sympathy AT Yes Yes Yes Yes Yes Yes Yes
Triumph AT Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes
Trust ar Yes Yes Yes Yes Yes Yes
Worry AT Yes Yes Yes Yes Yes Yes
[Anxiety o1 Yes Yes Yes Yes Yes Yes Yes
[Authority o1 Yes Yes Yes Yes Yes Yes
Avie o1 Yes Yes Yes Yes Yes Yes Yes
Avikwardness o1 Yes Yes Yes Yes Yes Yes
Boredom BT Yes Yes Yes Yes Yes Yes Yes
Calmness or Yes Yes Yes | ves Yes es Yes
Curiosity o1 Yes Yes Yes Yes | Yes Yes es
BT Yes Yes Yes Yes Yes es
[Disgust BT Yes Yes Yes Yes Yes es Yes
[mzuwe rment BT Yes Yes Yes Yes Yes Yes Yes Yes
Envy or Yes Yes Yes Yes Yes Yes
Fatigue 7 Yes Yes Yes Yes Yes Yes
colishness or Yes Yes Yes Yes Yes
tustration T Yes Yes Yes Yes Yes Yes
ulfillment or Yes Yes | ves Yes Yes
lelplessness o1 Yes Yes Yes Yes Yes Yes
Horror BT Yes Yes Yes Yes Yes Yes Yes
indifferent o1 Yes Yes Yes Yes Yes Yes
o1 Yes s Yes Yes Yes Yes Yes
L34 Yes fes Yes Yes Yes Yes Yes
Passion er Yes Yes es Yes Yes | ves Yes Yes
Pride BT Yes Yes fes Yes Yes Yes Yes Yes
Rejection er Yes es Yes Yes Yes
Seffishness or Yes Yes Yes Yes Yes Yes
Thrill T Yes Yes Yes Yes Yes Yes
[Weakness o1 Yes Yes Yes Yes Yes Yes
[Achievement cc Yes Yes Yes Yes Yes Yes
[Admiration cc Yes Yes Yes Yes Yes Yes
Apat c Yes Yes Yes Yes Yes Yes
Arrogance cc Yes Yes Yes Yes Yes Yes
[Aspirational c Yes Yes Yes Yes Yes Yes
Challenged cc Yes Yes Yes Yes Yes Yes
[Comfort =3 Yes Yes Yes Yes Yes Yes
Confidence cc Yes Yes Yes | Yes | Yes Yes Yes
Control cc Yes Yes Yes | ves Yes Yes
Couch potato c Yes Yes Yes Yes Yes Yes
Defiance (= Yes Yes Yes Yes Yes Yes
[pependant cc Yes Yes Yes Yes Yes Yes
i L o Yes Yes Yes Yes Yes Yes
[ cc Yes Yes Yes Yes Yes Yes
[Earthy o Yes Yes Yes Yes Yes Yes Yes Yes
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Appendix J3: Emotion analysis of transcript

Brainstorming workshop emotion lysis — ALL

Ranking Meaning Occurance Sentiment Target Emotion category
Emotion Group. Top/Chosen Favourite Considered | Quickly discarded] Clear Unclear | Baginning Middle End Positiva | Negative | Consumer | Brand Undefined | In prototype 27 Emotions
cc Yes Yes Yes Yes | Yes Yes Yes Yes
cc Yes Yes Yes Yes Yes Yes Yes
cc Yes Yes Yes Yes Yes Yes
cc Yes Yes Yes Yes Yes Yes
cc Yes Yes Yes Yes Yes Yes
Yes Yes Yes | Yes | Yes Yes Yes
Yes Yes Yes Yes Yes Yes
cc Yes Yes Yes Yes Yes Yes Yes
cc Yes Yes Yes Yes Yes Yes
cc Yes Yes Yes Yes Yes Yes
< Yes Yes Yes Yes Yes Yes
Grounded < R Yes Ves Yes | Yes Yes | Yes Yes
ll_hppmes& cc Yes Yes Yes. Yes Yes Yes
Honest cc Yes Yes Yes Yes Yes Yes
| cc Yes Yes Yes Yes Yes Yes Yes
Mindful cc Yes Yes Yes Yes Yes Yes es
Nervousness cc Yes Yes Yes Yes Yes es
assion (<3 Yes Yes Yes Yes Yes es.
eaceful cc Yes Yes Yes Yes Yes es
resent cc Yes Yes Yes | Yes Yes es
adiance cc Yes Yes Yes | Yes Yes Yes
eal cc Yes Yes Yes | Yes Yes Yes
Rejuvinated cc Yes Yes Yes Yes Yes Yes
Safe cc Yes Yes Yes Yes Yes es
Self-refiant cc Yes Yes Yes Yes Yes es
Spontaneous cc Yes Yes Yes | Yes Yes Yes s
cc Yes Yes Yes Yes Yes es
cc Yes Yes Yes es Yes Yes
[Acceptance oc Yes Yes Yes es Yes Yes
[Admiration oc Yes Yes Yes es Yes Yes
oc Yes Yes Yes es Yes Yes
oC Yes Yes Yes Yes Yes Yes
[Ambitious oc Yes Yes Yes Yes Yes Yes
musement oc es Yes Yes Yes Yes Yes
[Anger oc Yes Yes Yes Yes Yes Yes
oc Yes Yes Yes Yes Yes Yes
ASEII]IN)"]I oc Yes Yes Yes Yes Yes Yes Yes
Competitive oc Yes Yes Yes Yes Yes Yes
Confidence oc Yes Yes Yes Yes Yes Yes
Connected oc Yes Yes Yes Yes Yes Yes
Depressed oc Yes Yes Yes Yes Yes Yes
Desire oc Yes Yes Yes Ves Yes Yes
Discovery oc Yes Yes Yes Yes Yes Yes
Ecstasy oc Yes Yes Yes Yes Yes Yes
[Energetic 3 Yes Yes Yes Yes Yes Yes
Excitement oC Yes Yes Yes Yes Yes Yes Yes Yes
Fear oc Yes Yes Yes Yes Yes Yes
[Fearless [ Yes Yes Yes Yes Yes Yes Yes




Appendix J4: Emotion analysis of transcript

Brainstorming workshop emotion analysis — ALL
Ranking Meaning Occurance Sentiment Target Emotion category

[Emotion Group | Top/Chosen | Favourite | Considered | Quickly discarded| Clear | Unclear | Beginning | Middie | End | Positive | Negative | Consumer | Brand | Undefined | Inprototype 27 Emotions.
Focused oc Yes Yes Yes Yes Yes Yes
Freedom oc Yes Yes Yes Yes Yes Yes Yes Yes Yes
Grief oc Yes Yes Yes Yes Yes Yes
Happiness oc Yes Yes Yes Yes Yes Yes
Hopeful oc es Yes es Yes Yes Yes
Independent oc es Yes es Yes Yes Yes
Inspiration oc Yes es Yes es Yes Yes Yes
Interest [ es Yes es Yes Yes Yes Yes
Joy oc es Yes es Yes Yes Yes Yes
[Longing [ es Yes Yes Yes Yes Yes
[Motivated oc es Yes Yes Yes Yes Yes

p oc es Yes Yes Yes Yes Yes

oc es Yes Yes Yes Yes Yes

Revenge oc Yes Yes Yes Yes Yes Yes
Sadness oc Yes Yes Yes Yes Yes Yes Yes
Satisfaction oc es Yes es Yes Yes Yes Yes
Submission oc es Yes es Yes Yes Yes
Surprised oc es Yes s Yes Yes Yes
Triumph [ es Yes es Yes Yes Yes Yes
Trust oc es Yes es Yes Yes Yes
Wanderlust oc es Yes Yes Yes Yes Yes Yes

98



Appendix K: Common favourite emotions

Triumph
Self-discovery
Pride

Passion
Mindful
Inspiration
Independent
Grounded
Freedom
FOMO
Fearless
Excitement
Empowerment
Earthy
Curiosity
Aspirational

Adventure

I Total

Figure 10: Favourite emotions from all groups
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Appendix L1: Thematic analysis of transcript

Thematic Analysi:

Theme Sentiment Mood Focus Insight Occurrence
: : e 2 . i rsonal = 9
Comment Group | ¢ oup| process | Tool | emotion| innovation| positive | N¢87 | confidence confusion | consumer | Brand | Work [ Personal fo o ioie | mMiddle | End
T e Experience | Experience
s dude's going to require? Discusslon prom Notr
And this dude’s going to require? Discussion prompt cards. Not requf AT Yes Yes Yes Yes
cards, Okay.
Don’tknow. Writ blank disc. If
covered in the... These guys on the discs? Um, | don’t know. Al yes es es.
Emotion discs. | Just want to put them on to the tray. AT Yes Yes Yes
There you go. Scatter them onto the tray. That would be cool. Tool AT | Yes | Yes Yes Yes Yes
‘Wow. Did she make this? Wow, that's awesome. Tool AT Yes Yes Yes Yes
Ye. Very cool Tool AT Yes Yes Yes Yes
Wl | think maybe we ck the ane called desperation. eed that
% » AT Yes Yes Yes Yes Yes
that what'sgoirg to dive you to the action? Tool
Interesting. Do we need to decide on sn emotion collectively, that we dortneed,
teresting. Do we need to decide on an. ton collectively, that we don't need, AT Yes Yes Yes Yes
indvidually? Tool
Okay. So, It sounds like we should use the cards then. Tool AT | Yes | Yes Yes Yes Yes
Okay, le’s o back t the brief, What's th challenge of the bref, The objective, of
. let’s go bad vief, What's the challenge of the bref, The objectve, o ol ves e = = =
brand awareness campaign. Introducing women. Okey. Tool
‘emotion to ride this campalgn on? Like the emotion we want to el AT Yes Yes Yes Yes Yes Yes
target. Right? hmmm, | dunno. Tool
. ' §0 back to the brief, What's the challenge of the brlef, The objective,
Okay, let’s go back to ef. What .s challenge of the brief. The objecth AT Yes Yes Yes Yes
brand awareness campalgn. Introduding women. Okay. Tool
. Trigge the dience. Segment.. That's ers. Tool AT | Yes Yes Yes Yes Yes Yes
So anything that has negative connotation, | gues. Tool AT Yes Yes Yes
e need to know why they want. Is it escape? s it to balance their lfe? st &
W to <7wv . ’W /ant. Is it escape? Is it to balance t e o AT Yes Yes Yes Yes
balance whatthey're facing every day? Tool
A i weneed to
Fight? 1¥s a Juxtaposition of activities, pretty much, It's going to... 'm at my desk,
Ye
'm making money. IU's urban lifestyle and now I'm freaking surfing. Rght? 1Us like, 2t Yes. s jles e jles
Ohmy God. s ke slmost balancing this. Tool
That's tough. That that question. Yeah, that sounds overwhelming. What emotions
AT Yes Y Yes Yes Yes
instill a sense of belonging as a way to feel connectad to the brand? Tool s b e i
Maybe. Maybe self discovery as well. Right? You want to try something you don’t
o on a dally basts and you feelthere's 2 ide of I as being kind of surprised andnc ar Yes Yes Yes Yes Yes
even explored, rght? Sense of salf discovery | think s mportant. Tool
| wonder f the emotion of trust comes into play. Ifyou're going t rely upon, let’s
onderfthe emotion of st comes nto play. 1 yuregoing o rely upon, e 7 e = = = =
say a curator ike Huckberry to bing you el these good things. Tool
Respensible, fon, well that could be,
‘admiration of the, you know, the natural world. Getyourself out there. Tool by e e e e s
So,you made this tocl, this Is awesome, I'm going to g0 and sel this, sel s to ad
4 L fil . 5 AT Yes Yes Yes Yes
agendies al around the world. Tool
A, now t1s harder o narrow  down. Tool AT | Yes Yes Yes Yes Yes
Okay, | got cnemore card. This may help us. An experlence s a Journey. What
‘emotions should define this journey? Tool & e M s e
e 2 very stro ‘rellke, we're
et i Lo At | ves | ves | vYes Yes Yes Yes
hiting 1t %o we're not... Tool
Ve, self-discovery. Ya that's 3 ne very. | thin
b il overy e AT Yes Yes Yes Yes
s0. We just came up with a main one. Tool
Ya, appreciation. Yeah, Triumph, | don'tknow, tfumph, a litte selfindulgent? For
it may be, but not necessarlly towards the experience. yeah, Tt fedis e It would b AT Yes Yes Yes Yes Yes
more towards the brand, | think. Tool
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Appendix L2: Thematic analysis of transcript

Thematic Analysis
Theme Sentiment Mood Focus Insight Occurrence
M i rsonal
Comment Group | ¢ | process | Toot | emotion| innovationf positive | e8| confidence confusion | consumer | Brana | Work | Personal fo oo | Middie | end
T e Experience | Experience
Veah, sure. Certaniy.  think going into the the natural warld we're taiking about ¥ AT Yes Yes Yes ves | ves Yes
brand. So the brand that you love this brand because you're an cutdoorsy person. Tool
el we're stuck. Yeah. Go shead. Next card.. Tool AT_| Yes Yes Yes Yes
So maybe we can start revising the ones : . Toal AT | Yes Yes Yes Yes
Yes, exactly. Some words carry this same feeling almost or they mean the same
thirg, butin a d jon and trumph. | would AT Yes Yes Yes Yes Yes Yes
choose triumph over sat Tool
Ne fon. Yeah. Does anyone want toread t? Go ahead. Youre doing such a
9 - % AT Yes | Yes Yes Yes Yes
goodjob. ol
| think It would be super diffcut o try to get everyone o respond to one emotion
and everyene would perceive their outdoor and or thek shoppirg experience AT Yes Yes Yes Yes Yes Yes
diferenty. Tool
Butalso when 'm starting to ook atths comnes, ' gravitating  itde towards the
other because it kind of,you know, | can cover lie courage, sef-esteen, you ar | ves | ves | ves Yes Yes Yes
know, empowerment. Todl
Why don't you putthat baby first, first spotover there, The magniyingglass.  Tool AT Yes Yes Yes Yes
2w can maybe try and tink of wh e & commos
Aiaatlisiss Sl ar | ves Yes Yes Yes Yes Yes
between the two personas? Toot
115 more exactly inlne with the personas. Todl AT Yes Yes Yes Yes Yes
'dals0 encourage encouraging the, you know, the young generation. Thatwould £
> ety YRR AT Yes Yes Yes Yes Yes
thegood lan. Tool
SelfSscovery s actualy reallygood because t helps your daughter o discover
i yroalys: o pour dmgh AT Yes Yes Yes Yes Yes Yes
herself, Tool
Uke 8 motvational, like motvating others. Motvating yoursel. Uke| don't know
‘one word for that. We were a little bit indecisive of like what is and what isn't. Tool L Yes = Yes Yes Yes
one, then come back to the design and say like, okay, we are diverting from what Tool AT Yes Yes Yes. Yes Yes
it offae! that, um, an fde into an amotion s mare impactful an
‘N‘d\ kind of feel that, um, an idea that taps into & otion fs more impactful anc AT Yes Yes Yes Nea Yes
1¥s going tollast more. Tool
S0 am golng to read this first. (Reads all instructions on lid of tool) Could you re:
am going to reax 4 Is s {Reads all instru s of of tool) Could you reac BT Yes Yes Yes Yes Yes
outloud because | can'tsee . That sounds okay. Tool
Blank ones so thatwe canwrite our own emotions. Okay. Tool BT | Yes [ Ves Yes Yes Yes
Sowe should narrow down. Yeah, Tool BT | Yes | Ves Yes Yes Yes
Sowe'rebasicallynarrowing down the ones we do not feel belorg here. Keep the
e Lo W S0 O REREDEIETRSRAY. ot | ves | ves Yes Yes Yes
ones thatwe want.. Tool
And to what we fed, We can write on ths. Tool BT | Yes | Ves Yes Yes Yes
s ywhat wefre tryin i is the key emotion tha
b el e i ot | ves | ves | ves Yes Yes Yes Yes
this customer s g0ing to connect with, Tool
| hinkyou's omef e decide on our
o el osrt BT Yes | Yes Yes Yes Yes
e, Toal
Yes, snd this s the general ome for like the Huckberry for men. Tool o7 Ves Yes Yes Yes | Ves Yes
'm just pulling out f the that ar tve like envy, ke 3 et
m ustpulingautsome of th anes tht e ragate ke envy, weskness,ariesy e e e o e
rejecton. | don't think wa want to do any of thase. Frustration. Todl
'm taking out nostagla, awe...| don't know becausel think that awe could b bott
and like good and bad. | think you could take out all the negative ones, Tool = e e e e Mz e
| hink we'l e figure cut the main fdea as lice 3s we go through the. Toot BT | Yes [ Ves Yes Yes Yes
I Butdo you think . a
end of it a2 'm ot sure, | think ' want to do some o the prompt cards beforew ot | ves | ves | ves Yes Yes Yes
make some fingl decidons. Tool
Okay. These are some, e they're desp. Todl BT | ves Yes Yes Yes
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Appendix L3: Thematic analysis of transcript

Thematic Analysis

Theme

Sentiment

Mood

Focus

Insight

Occurrence

(Comment

Group)

Process

Tool | Emotion

Innovation|

posiive | N8

Confidence Confusion

Consumer

Brand

Work | Personal
Experience | Experience

Beginning

Middle

Sowould a 27 year ol single woman want o
the o campalgn than the 35 year old mother,
1ust on the top of my head! would make the assumption of ike maybe
functionalityor something wouldbe more important to an clder demographic. An
then like fashionable like for Instagram for the 27 year olds. Uke, like something
that'sa e bit more... Tool
'm wondering like mayt
them to§0 on tps or something. Tool
e | wasgoing could have been vt
lot. Uke it a corporate banking job. It not, ft might not necessarily be boring, bu
you can play toff s they go. s the boring job. Then ke she goes out and doesh
o ivia she's g i

Tool

sona. So maybe It would be agooc
Tool

), thatwe
didn't actually ses here, Tool
down for now. Il write it down on one of these.  Tool

You know what, we'll wri

Th, or | fedl power would be the kind of the generic term that ike they're really
trying to be. You can go on ths adventure, you can hike, bot then you can also lool
fashionable. Uke ind of kinda creating ke that male voice of power and autharity Tool
Yeah. You get o do this experience thatmaybe your friends aren't dolng. So, you'r
inviting them to this, your world of, exploration and seeing what else you can pust

the boundarles for. Tool
1 would think there would be & sense of kind of that cool factor and kind of that
exclusivity aswell. And I'm kind of paet of a litte dub that knows about this snd '
empowered to, you know, to live my lfe on my terms. So, | think there’s a litle bit
kind of saf-fulfllment there. They say discover and shop the world's coolest gear.
That's thei tagl Tool
And you know whatt reminded me of when, | don'tknow f you guys might be a

litle bt young, but, there's a brand called Patagonia back n the day. O, ya, Its st

going... The
that. Like ftwould belike a guy on top of a mountain, like this big, wearing

Patagonia. 5o Itwas Just this very kind of larger thanife experfences that they, you
know, thatbaslcally they Just tied their brand to. But | think It really was, | think It
‘wasreally kind of that sense of acknowledging thatyou're spedial. Tool
That's Iike the biggest thirg. Yeah. It ikea fulfliment of emotions and well,

personal and kind of ke just overall fulfilment. But then feel ke that's:
something like women would want t do too. Tool
Yeah. I'mwondering If the women would really be so different, espedially this Offvi

1 think belng a mom might be a bit of a difference. Tool
8ut.| also feel ke there’s ke the, she's the target because she also has the mones
to do that. Maybe O ity at 27, 26 and not, there
buying really expensive watches, So she like Ava might be that target because she
can afford all of ke it look des ke while you're hikin
you definitely want to be wearing this Tool

doesrithave that same capabl

BT

Yes

Yes

Yes

Yes

Yes

Yes

BT

Yes

[

[

Yes

BT

BT

BT

BT

BT

[

BT

Yes

Yes

BT

Yes

BT

Yes

BT

Yes

Yes
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102



Appendix L4: Thematic analysis of transcript

Thematic Analysis

Theme

Sentiment

Mood

Focus

Insight

Occurrence

|Commm

Group)

Process

Tool

Emotion

Innovation|

positive | MBI

Confidence Confusion

Consumer | Brand

Work | Personal
Experience | Experience

‘And a bit of a role mods! as well. ight. And this 15 woman that wants t
strong and empowering for her,for her daughter, She wants to show her daughter
that, you know, Is notust the men that et to §o out and play. The women do to
Alot of her actities are actually fairy solo. f you notice, they're not really things
you'regoing to be doing with your daughter, you know, | don't think she could be
funning with her, but you know, yoge, running even though the pictures showing
them together. U, really the only thing here thatlookslike it would defiitely be
with the daughter s the volunteering. Tool
1 feel e thatd be better t use. Olivia cangrow Into that. It ke, its ke growing

the brend. So eventuslly she will get there. If we focused cn Ofiia now, Ava

wouldn't be able to relate to her, but eventually she could get there to the point,
okay, | see this heppening. Meybe s not for me now, but | cen ook forward o it
cause It really excitng and eventually she could afford that. Tool
Okay, wel lets pck a top plle. Okay, le¥s pick a few from here that seem kind o tc
meshwith whatwe have. Tool
1 't ki s the top one. 5o, fumph, de

curlosity and passion. Tool
Yol feel are thewords ke seida and

Ave. Tool

Because | feal ke you can empower passion as you kind of go through these thing
and as ke maybe Ava’s daughter. She's like empowering kind of thatrole model
thatyou can do all of these things and bulld up to the kind of nextgeneration.  Tool
And that might connectwith Olivia because she feels like she's finally an adult. s
‘empowering her to make her own decisions and like, 5o think empowerment mig

be agreatone because you can kind of loop In passion. Tool
1 think 0 cause 'm a very, from my experfence, | don'tknow this as much, but 'm

an emotional person. I'drather, | want something to be emotional from the start.

Any advertising. | would understand that like ', | need t be drawn to something
because I'm, there's 8 strong emotion drewing me to i, So f you can figure that ot
earler on, that's great. Tool
That's already, we locked atup at work, welooked at a bunch of the super bowl ac

and the more memorable Superbow! ads and | would say that, the emotion and or
humor were the two key things that set up the winners kind of apart. Tool
Okay. And lasty, &d i ing tool help your vt
emotons? Its definitely easter. Bacauseyou can saeit. Its you, s not because 'n

(m the type of person, if 'm trying to write something, | look online, you go t

the synoaym secticn, you're like, what, what types of words? And you Just sort of

keep dicking. Tool
and| think also we added a ot of our own cards, but! think that that was because

we were ke, we saw all of these and we kind of saw where the holes were based
whatwe came in with a e bit. Tool

And I'm wondering ' ever g0 to thenegative
‘wasactually curious as to where that would actually... Ya, | can see that for ke as
5 You're worried, ., there are thirg:
that you can assodiate negative emotions to that would be & positive for a brand. Tool
Ohyes. So, we were talking about emotions, fear of missing out. | guess it's
negative, butit, its probably what crives people. Yes. FOMO Contrel

Yes

Yes

Beginning

Middle

Yes

Yes

Yes

Yes

Yes

Yes

(14

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes.

Yes
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Appendix L5: Thematic analysis of transcript

Thematic Analysis
Theme Sentiment Mood Focus Insight Occurrence
Group g ... | Negativ . Work Personal " 8
Comment Group| Process | Tool | Emotion Positive Confidence Confusion | Consumer | Brand A 5 Beginning | Middle | End
Type e Experience | Experience

Butwhat! ik, In the rlght scenarlo, Isan aged 35 women that | automatically T
of s my wife as every time that wego for camping or something. | think fist her
prior . Right. So, irgs, c Yes Yes Yes Yes Yes
think of this a5 8 sort of getting experfence as sor Now she wil, this
whatshe does. Control
My wife is 8 banker t00. S0, lots of times she will go home and on her Instagram or
whataver and... oh my friend fs doing this and I'm doing this and Control
Sols it st o be a female version of 12| mean to say the, the male, when s It
obviously It's Instagrammable, but s, it definitaly um, outdoorsy stuff, Is tis c Yes Yes Yes | ves Yes
going to be outdoorsy stuff? Control
Right.So, i€ targeted to ke, city women, fstkind of refuvenating? Right. You

need that time to recharge your batteries that tme and green space. 5o, 1 don't

know what thatd be the word of the Fke | don'tknow, ke you need thatkind of,

that, that would be the positive spin. Control
Whatis that that thing you need in the city, the dityfungle, they call Itin nature

defict dsorder. Control
Veah. Uike one of things | notice between the two of them, they're the 27, 35 I the

they wantto try new things, right? Lk she was trying the, she wants to try scuba

diving and as well too, Ifke the other one where | fustran the first rlathion. Right.

Uke learning, experiending new things. Control
Aspirational or pushing thelimits are ke, | dorytknow, sorry. 'm not going emotc
words. Control
yesh, a friend of mine who's a wiiter, she always says, | dor'tknow, Ist Japanese?

Uke Its, there’s thatword Kalzen? Yes, siways continues Improving. Control

50, you know, I the past, people ascribe an emotion to It, but I'm ust kinda, while
being, whatglobing whatever the hell brainstorming. But, you know how, he used
buy a fancy swester and that conferred status on you are used to buy a beautful ¢
and 1 conferred status on you. IUsless 8bout the dlothes that they're buying, but « Yes Yes Yes Yes Yes Yes Yes
more what they're doing in the clothes. Right? So that's the status symbol. | wentt
1 ran amarathon, | climb ths, whatever. So its notnecessarlly the sweater that's a
status symbol. It ke the, what they did n the sweater, ke, okay, so what's the

‘emotion that goes with that? | have no Idea, But s Itlike status? Its lkelts..  Control
That's one of the five. It's one of those Maslow's human needs. Control | CC Yes Yes Yes Yes Yes
1ts achlevements. | guess so much of this seems, especially because Its

listpretty much online fsfust, It's made for Instagram. Control
Uke, okay, now I'm geting too negative, butit s kind of ke a, you're ke, its a
humblebrag. You know what | mean? Yes. Oh yeah. Och. Those last 60 stood ups

Just hurtlice heck. Humblebrag that's such a...'ve never heard that before. | wish

wrota that. Who sald empowering? I that you, that was really strong too earller. c Yes Yes Yes Yes Yes Yes
Empowering s a, that's a word that dients would just go crazy for. Ooh, wegot sor

great stuff here and can see them. The woman with the glasses and the nalls like.

she always holds the great thinking in this room. Control
Ohwow. You know what? Um, expansive. It's one, but also | think just the idea of
femininity. 1€s new, lk tginal feminini fgnedt

be outside to bagin with and women, were outin the, lice they were outhelping W i ez s e es Yes Yes
tall, Ya, ke goirg back t your roots but going back to. Control

1¥s ke, like the, yeah, I¢s back to It o I¢s human nature, right? Like it yeah, It's

like, yeah, Ya, like going back to your roots but going back to. Likegenuinely cc Yes Yes Yes Yes Yes Yes
genuine, genuine. Right. Control

104



Appendix L6: Thematic analysis of transcript

Thematic Analysis

Theme Sentiment Mood Focus Insight Occurrence
Comment GrOUP | 6oup| Process | Tool | Emotion| innovation positive | V€™ | confidence confusion | consumer | Brana | Wtk | Personal Yoo oing | middie | Ena
Type. e Experience | Experience
Almostreally come back to that FOMO thing you were saying, like almost like a
Yolo kind of like all the guests want to do things just to like say they've done it. Like cc Yes Yes Yes Yes Yes
Kick it off the bucket sz, ight? Uike the half marathon, and al those things. Contrel
What's the, there’s another word. Yes. Okay. This s, okay. I'm jumping to another
thing, but ¥'skind of ke, 'm ke, | don't give a shit. 'm going to do whatever |
Ye
want. Emotion. What's that? Like what, what? Like a screw this. Like I'm going to d cc e e e L es
whatever | want. Kind of ke f | want to do it, 'm Just Iie nothing. Control
Touch of nervousness because youre not sire you're going to do i, but s worth
Ye¢ Ye A( Y
maybe... | don'tknow. So isit aimostlike fearlessness? Control Lo &S = & o G
Whatis that thing behind you? Well,we ondy used itonce You can download the
% e ) i cc Yes Yes Yes Yes
directions and make a gun. Conrol
You're ight,Is there anything In ke, €5 not, not an emation but earthy. Earthy.  Control |_CC Yes Yes Yes Yes Yes | ves Yes
Peaple talk sbout the Maya, the birth conwral | _cC Yes Yes Yes Yes Yes
e centered, connected andlife. That afso ies in with the yoga. Ground Contret | €€ Yes Yes Yes Yes Yes Yes
Is mindful an emotion? Yeah. And mindfulness is such a hot topic nowadays.
Espedllyin your job, like hospital and patient kind of thirg. Uke n that situation £ « Yes Yes Yes Yes Yes
you're timefs so challenged you have to escape. Contrl
Theseare . 2 the biggest thing for them
would probably be freedom of their own time. Right. Uke f they're paying for a
ot - v e « Yes Yes Yes Yes Yes
lets say hike fan vall or  then make t
safefor them as they want o just escape and then they get tied back to themself. Control
e were talking about, yeah. Yeah. The, um, there’s that thing about, you know,
mething | naver knew. | noticad. | mean, when, whenmy wifa was pragnan
something ‘e'ver knew. | noticed. an, when, W" y wife was prag VS ¢t bot CC Yes Yes. Yes Ves Yes Yes Yes
times something 'y sexy y're for
only time in their life, they're not worried about, Oh yes, what they look Iike. And
Iike. Yeah, exactly. The whole God, If | eat that, | may as well tape it to my hips. Control
rjust theliteral butalso the emotional ke you can, you can smell when 50 « Yes Yes Yes Yes Yes
fog andwhen they e radating. Raclant might...  Control
Butthat'swhat| meant about the, | don't knowif it was coming across right, but
fact thatyou don'tgive a shit ke you'ra gonna do whatever. Like, you know how
ey e S « Yes Yes Yes Yes Yes
Ve said, | don't caref| eat when you're pregnant, yeu don'tcare f you eat that
yeu're confident. | guass s just confidenca. Control
e Iike another word for . Both the people thatall ¢
kit et &4 c Yes Yes Yes Yes Yes
strong, depend on thir this sense of luxury
there too because. Control
Mindiulinternal, | was just reading that bock was coming in the way here. Like you
have happiness. ThisTs highy relevant cause  ust reading on the way here,
honestly on the subway, the amount of axytock, serotonin and what's the other
one? Those chemicals are what detarmine whether you're hagpy and thatsal « Yes Yes Yes Yes Yes
internal snd winning a million dollars. Ifyou're naturally sortof geared to be
hovering around five outof 10 happiness, most of your lfe, Doesrt matter how
many times you win a milion dollars. Conrel
Uke you're going into It you gotta get nto t beforayou get outof it conwal |_cC Yes Yes Yes Yes Yes Yes
A you wonder why you got sonad s0 many times in igh school talking about
stuff like this. Control < Yes
Buta lot of these are the things,ifwe're supposad togetdown wcneword.  Conwol |_€c | Yes Yes Yes Yes Yes
ded is well a pes s down to earth. Yea, there's an actu
« Yes e Yes Yes Yes Yes
title phrase. You're right. But, but grounded isgood Control s
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Appendix L7: Thematic analysis of transcript

Thematic Analysis
Theme Sentiment Mood Focus Insight Occurrence
i K wsonal |
[Comment GroUP | oup| process | Tool | Emotion| innovation] positive | Ne&t nce Confusion | consumer | Brand | Wer personal g cinning | Middie | €nd
Type e Experience | Experience
i e evenas the word, you picturing the Yes Yes Yes Yes Yes Yes
color palette at that point. And it aso s  very modern, [t aimost e humblebrag Control
ik Veah. Andy o, thatone. Contral Yes Yes Yes Yes Yes
Thanks.If you're desperate for a compiiment being told you're grounded, that'snc
8ol to, ¥ notgoing to boost your serotonén level, but f,but fyou're genuinely « Yes Yes Yes Yes Yes
grounded, chya, thanks Contral
No. It to escape ond be yourself. To begrounded... Contral Yes Yes Yes Yes Yes
And that's mare [ice.. s taking back the orlginalfemininfty because t sounds ke
- . e he's Right? And she's i touch with Yes Yes Yes Yes
her foslings. Contral
1f you feel It, can you s feel real, Ike real?1s that an emotion? That's not
you feel it, can you say you feel real, ke real?1s that ar 10801 at's no! o« Yes Yes Yes Yes
ceally. Contral
Itis, butuh, Tt feels market-y. Grounded to me... Control o Yes Yes Yes Yes. Yes
Ves. Because tleaves you a rosdmap as to where to go. Rht? conval | e [ Yes Ves Yes Yes Yes
it was easy as well doing the, | forgot to actually come up with a mativati
Butitwa: . sy as well doing the, | forgo wwv\ sally o pwitha ivating o Yes Yes Yes Yes. Yes
emoton. It 5t hink s gotta be . Contral
Butmostly Is an Instagram pretty like technically I'd be one wants a brag about hov
red . in or I a « Yes Yes Yes Yes Yes
the best. It's just sort of like how grounded they are. Control
1 gota picure of my daughter posing wi e brave il fadrg down the
gotapl mvo 'y daughter posing with the, with the brave girl facing down th « Yes Yes Yes Yes Yes Yes
bull and that's great. Contral
el ke tpretey usto come up with mult emotons. ltwas
more ust kind of narrowing it down to, one Control Yes e Yes Yes Yes
s state of feslng. So, ya. Who wouldit be inthe top 10 emotions that people
wouldgo, no. Not, not many kindergarteners. How do you fesl? Happy, sad. But, « Yes Yes Yes Yes
grounded... Contral
Maybeits a 21st century, lie maybe its notlie a millennial emotion i the sense.
of ke every topic to deal with ke mindiulness that we're discussing. Uke yoga s
200 e ke v < Yes Yes Yes Yes Yes
reallybig nthe t00. Maybe pe . for that cente
cone'ske, | foet . Uke someone’
O, that sounds ke really peaceful Like what he aready said, ight? Contral
Thatwas actually really cool. convat |6 | Yes Yes Yes Yes
The only thing we should discuss sl
That e yspe * differs than men's « Yes Yes Yes Yes Yes
product from the womer's. Contrel
1 always think of happy, sad,fear snd ange as the primary emotions and then
everything builds. So happy would be exdtad, Motivated. Sad would be, you know oc Yes Yes Yes Yes Yes
gt Contral
Veah, Depessad. So, you can start with the point and you bulld from there. 5o, s
kind of ik theyre ined and éind of oc | ves Yes Yes Yes Yes
responsitie. S0, s a funny combinaticn Contrel
Ve, excited, adrenaline. And there s the fesling that we receive whenyou firish
oc Yes Yes Yes Yes Yes
your adventure as well, when you'f reaze It that's you for ustone hour...  Control
Actually, yeah. They're both kind of competitive, right? Because like there's a real
rection, th fving waining course and once e daughter ke plans, regul
o e.tv\ o cwaudf’i wai .r'swu 54 a'\?w\ehc daughte ce plans, CKu‘ oc Yes Yes Yes Yes Yes
family, outdoor excursions, running triathlon, it's pretty structured. So kind of a bit
competitive they bothgot 8 growth mindset. Control
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Appendix L8: Thematic analysis of transcript

Thematic Analysis
Theme Sentiment Mood Focus Insight Occurrence
Comment SETRM Group] Process | Toot | Emotion] innovation] Pesitive | N8V | contidence Confusion | consumer | Brand | Work | Personal 1o oo | Middie | end
T e Experience | Experience
There's structure. Thers, Its notjustgoing out and $hooting the breeze. Theyre
highly, they're actually quite focused on what they want to do. Yesh. And so far,
Y
we've got, competitive growth mindset. Adventurous. Goal orfented. Focused, ot es fes jles 8% Yes
adventurous Yeah. We've got that. Did snyone else have another one? Control
Uik, | don’tknowif explore will beike an emotion, but there... Conwrol |_DC Yes Yes Yes Yes
You're right,IVs lie they've got an adventurous explorer growth mindset. but
y're goalcriented and focused. I's the one emoti tothat. Yeah, oc Yes Yes Yes Yes Yes
s0 what you mean. | dorytjustwant to. thy. Control
How doyou call with a person that she wants to g0 0utof her comfortzone? | dun
e i Lt oc Yes Yes Yes Yes
what's that emoticnally. Control
It means that they're n« ! Fdn't: them Iike, Oh yeah, it's okay, w
ea! itll"v e notpatient and didn’t see ther @, Oh yeah, it's okay, we oc Yes Yes Yes Yes Yes
do that. They're like, no, people just 8o, Whoa, let's do this. You know, thatkind of
pecple that aways wanting to o something that they cannot sty likefust caim  Control
1€s almost e 'm thinking ke I'm Huckberry 'd be wanting, s almost ke you
want o, all these women, o matter whether they're morms or whether theyre
. you want to, you b Indlusion. You want to fer oc Yes Yes Yes Yes Yes Yes
you can include, | don'tknow, lice Dove does with al the body Images. You want t
be able to do the same thing fo fitness Control
Is that, that's an emotion? Connection? Control oc Yes Yes Yes Yes
Yeah They're, they're actually quite ambitous. conwrol | _DE Yes Yes Yes Yes Yes
And we canget sions [inaudible] and then
3450 y0u have the part whre they try to be healthy as well Both of them. Bacause
you see all thelr actvities that they havels Just, they're healthy for their mind and oc Yes Yes Yes Yes Yes
their body. So, it's pecple that it's not going to be sitting In front of the TV just eati
popcorn. Contral
1t's a sign and you can tell she’s a responsible mom. It’s almost lie they're holistic
adventures. Yeah. U ftshe do her yoga gil tiathion of something, nature oc Yes Yes Yes Yes Yes
photographer, gym, runs, gym Contral
she mether ffriend at the gym, like what she wants. She's looking for someone
uikremtapiey s oc Yes Yes Yes Yes Yes
thatIs same as her. Like fitness. Control
Okay. So we have to come up with just one emotion or we have to tell them like &
Y Yes
bunch of emotions, don't we think they're. Control (e G & Jes es
Whatemotionis freedom? What ibe or energy or creative freadom is 8 very
'S Y
abstractword. 5o, it could mean completey different things to Giferent people, Control | °C M V6 G e e, e
Imagine t. Yeah Powes o revenge. | wouldn't have thought of revenge beir
Y el £ g oc Yes Yes Yes Yes Yes
freadom. Control
Uik they aspire. They aspire to be better, U, because theyre slways trying to
reach or attain these goals. Yeah. So insgiration. Aspiration. Uke they aspire to be
oc Y Yes Ye Yes Yes
Iike something, someone like, Nope. No. Like they want to be a better person for e s e
themselves. You know what | mean? Control
They didn'ttry to be a betzer persan for other paople, but they try t ba a batte:
vy dd't try to be a battar person for other people, but they try t be a betted = e T = o =
personfor themselves. Contral
Satisfacton, that could be an emoton. There's satisfies women ke are doing wha
nt hoe . Like she’s 35, She's a mom, she's still doing her
they wanttobe henust. ke she's 35, She's a mom,but she's sl doig her cun = s es o5 Yes Yes
thing and she'slike 27 and she's Fke, Oh, | justwant togo outand kind of ke
independent. Control
They want to, yeah. | think that's why they go outside and have all this Ifke kind of
m they want to keep d - d mor oc Yes Yes Yes Yes Yes
more things. Control
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Appendix L9: Thematic analysis of transcript

Thematic Analysis

Theme Sentiment Mood Focus Insight Occurrence
Comment GroUP | oup] Process | Tool |Emotion] innovation] positive | Né8%t | confidence Confusion | consumer| Bran | Work | Personal o i | Middie | end
Type e Experience | Experience

Yeah. Case that's e definifon. The fesling would be desire, hape or lorging.
There's usually  yawn andgulp between assiration and realty, Canyou die from oc Yes Yes Yes Yes
aspiration? No. Control
pibesoll s magphs ey doheve oc | ves Yes Yes Yes Yes Yes
expand the primary emotions out, Hmm. Control
There s 3 baok aboutalso the emotions, um, designs. toryteling. Yesh. There's
one bock was o 8 storyteling. There s also the emotion and... with the colors it - || Ve - e o
matched. Yes. That's that. This, | think he had talked. That's basically the Clayton's
version of its. Control
1€5 50 emotion clorwheelsn tl, 0 you conuse e desgn, butyou can o Rl ves = oo = = o o
itin regular marketing. Control
See that one? Let's see.Let's watch this. Just three minutes. conrer | o€ | Ves Yes Yes Yes Yes
We have to choose one emotion of sl the ones thatwewrite sboutarecnes.  Contrel | DC | Yes Yes Yes Yes
'Yes. So, okay. From all the ones thatwe have, can hoose one? Uh, basic oc Yes Yes Yes Yes
‘emotons. Okay. Control
Experience. s that an emotion? Doas it come up in the thing? contrar [ 0C Yes Yes Yes Ves Yes
The emotionalfourney. | think s called Conrol |_BC | Ves Yes Yes Yes Yes Yes
Yeah, defnitely. They are an optimistic person. Bacause they have lie this goals
that they're pretty to accomplish. Bex y're vigi Control Le e = yes e
Not according to the whed, butit’s difficult. | know, because you feel Iike you're
boxedInto ce ecause we want to explain something, butwe're worrle oc | ves Yes Yes Yes Yes
Is that an emotion? Right? Control
Andyou try o find the perfect ane. Therels no perfect cne, Okay. conwel |_DC | Yes Yes Yes Yes Yes Yes
rmw({h?lsvma(Hv«bﬂNt‘ dsm‘d\‘mﬂ‘ﬁ,wmmmilyuu" to create oc Yes Yes
the emation of assire, aseiration, Inspiration, aspiration Control
Yalike . Vs ike frasdom. They there. Contrel |_DC Yes Yes Yes Yes Yes
1 don't think that encompasses the goal-seeking ke thegoal | think either
Inspiration or aspirat f)n cdvr«w-i\‘mmfccmp\d p‘umclw%ﬁ do you all think? 1 | oc Yes Yes Yes Yes Yes Yes Yes
think everything else s too reductionist. I you inspire them, it covers al the... you
notkind of,yesh cause they' {ght? Uke they'
they're strucured and the goal criented and then she's a mo. Health conscious. Control
She's amom. Yeah, | think It aspiration word fits. e I Yes Yes Yes Yes Yes
What's the i i irat is whe

inspir Y & . Liks i I getinspired by a f; i
and  just want to design something better and then aspire or e aspireto bea
batter person, | aspired to be a president. | aspire to be, | don't know. The. oc Yes Yes Yes Yes
inspiration, | thin s you have examele and you want.to takelt from this example
to make, to build on that or probably to go with different paths, but it treats you a
the beginning to §o with.. That's what | think s more accurate. Control
Inspiaton. We'e 80t o g0, We've got1o Yot s agroup.Areyou, do You, are we Sl ves = e e e
in agreement, ¢ down to aspiration sadinsp Control
With Huckbury, we have to inspire them to aspire. Ohhhh, Write that down, MarijaControl o5 e e pe V= e s

a . s e dificue ing emoti conwret [ BC | Ves Yes Yes Yes

: fcultto find. I€s easy of them,

butit's very difficult to nafl it down to one singular that's like, and then It was, Oh r oc Yes Yes Yes Yes Yes
God, s Itinspication or I it aspiration Control
1¢s hard to define what exacty an emotions,right conwar [ BC | Yes Yes Yes Yes Yes
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Appendix L10: Thematic analysis of transcript

Thematic Analysis

Theme Sentiment Mood Focus Insight Occurrence
Negativ . otk | Personal
Comment Group | ¢ oup| process | Tool | Emotion| innovation] positive | N8 | confidence confusion | consumer | Brand | Wo < Beginning | Middle | End
Type e Experience | Experience
And how m?(c ‘going to it to that person. And you're talking about two different - Yes Yo Y% Vos e
personas. It's so complex. Control
Whatmakes you make the decison that, that's the word. Because! think we wrote
9 o st g < i Yes Yes Yes Yes Yes
Ifke a ot of emotions and then was trying to fit them all in one. Control
Question number two s, Is Itbeneficial to consider emotions early in the design
process?Yes, | think so. Yeah, Well all the emotions are | dnda like, well yeah.
Cause 1] drive the whole campaign Iike from the color to, yeah, the wording. The L. e e e = s e
copyright. Yesh. Control
18's how are you going to get to the users cost the audience, depending on what th
emotions are you going to use to the campalgn. Is that how you're going to get to
them? Uke if you have an inspirational commercial for this, people that are tying 1 oc Yes Yes Yes Yes Yes Yes Yes
have Inspiration 5o they et nspired by everything that 'm there. Yes. | wantto bu
itbecause | want that. So | think, yes. Control
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Appendix M: Additional thematic analysis chart

35
Count of
30 I CONSUMER
25 Count of
BRAND
20
15
10
9
0
AT BT CE DE
| | | |
TEST GROUPS CONTROL GROUPS
using tool not using tool

Figure 11: Consumer vs. Brand, by group
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Appendix N: Brainstorming workshop - photos

Figure 13: Workshop planning with research assistants
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Appendix O: Workshop photos: group AT with tool

Figure 14: Considering emotion discs in identifying motivating emotions

Figure 15: Narrowing down to favourite motivating emotions
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Appendix P: Workshop photos: group BT with tool

Figure 17: Using blank discs to note additional emotions
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Appendix Q: Workshop photos: group CC control group without tool

Figure 18: Considering personas in creative brief during brainstorming session
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Appendix R: Workshop photos: group DC control group without tool

Figure 19: Noting emotions on note pads provided
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Appendix S: Emotion-mapping tool — additional photos

ADVENTURE

Figure 21: Emotion discs detail
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Appendix T: Emotion-mapping tool — emotion discs

EMOTION-MAPPING DESIGN TOOL - FULL SET OF 60 EMOTION DISCS

ADMIRATION AWKWARDNESS

HORROR BOREDOM

000000
000000
000000
000000

APPRECIATION

EMBARRASSED

APPREHENSION

COURAGEOUS

DESPERATION

FRUSTRATION

BLUE-SHADED DISCS:
Represent 27 distinct human emotions

3 BLANK DISCS:
Included in toolkit

9
9
O
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Appendix U: Discussion prompt cards 1

4 N

What emotions instill a
sense of belonging as
a way to feel connected
to the brand?

N /
4 B
What cultural factors
such recent fashion
trends affect the
emotions of your
target group?

4 N

Responsible consumption
can have a positive
affect on a consumers’
experience. Consider
possible emotions to
support this idea.

\ )
4 N
If you could only target

one emotion, what
would that emotion be?

N A

/ Popular culture \
and celebrities can

influence and define

the mindset of your
target audience.

Consider how pop

culture influences

. v

-

Leave a lasting and
memorable impression
with every experience.

What emotion should
remain with your
audience after leaving
the experience?

your audience.

AN

What core brand values
need to communicated
in the experience? What

emotions best represent
these values?

% /
/Negative brand images\

and stories can easily
be circulated via social
channels. Does your brand
face such issues? Target
emotions that address
or even counter these

\_ o

\ negative impressions. /
4 )

Consider targeting three
main emotions. In choosing
these three emotions,
consider subconscious
emotions, visible emotions
and a feelings intrinsically
connected to emotions,

\_ /
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Appendix V: Discussion prompt cards 2

4 N

An experience
is a journey.
What emotions should
define this journey?

. )
4 N
Identify the negative

emotions and try to
evoke the opposite

4 N

Consider the visual
attributes of the brand.
Target emotions that reflect
the visual brand story.

/ Many brand touch points\

can exist during a lived
experience. Should your
experience trigger different
emotions or maintain
consistency by focusing
on one emotion during

o /
4 N

Lived experiences occur
in physical environments.
Where will the experience

take place? Do the targeted
emotions suit the space?

K the experience. j

-

Which emotions suit your
target demographic?
Would you consider

different emotions for
different age groups?

- /
/ Lived experiences \

have the potential
to inspire meaningful
emotional connections.
Think of emotions
that would not be
most life-changing or

How can emotions be
shared or communicated?

What emotions are easily
shared or perceived?

life-affirming.

N /

N

Emotions support the
meaning of a brand and
contribute to overall brand
equity. What emotions best

support brand equity?

\

/
~

/
o

A
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Appendix W: Ethics approval

YORK

UNIVERSITE
UNIVERSITY
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Risk Level: X Minimal Risk [0 More than Minimal Risk
Level of Review: Delegated Review [ Full Committee Review
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Brand Value” has received ethics review and approval by the Human Participants Review
Sub-Committee, York University’s Ethics Review Board and conforms to the standards of the
Canadian Tri-Council Research Ethics guidelines.

Ongoing research — research that extends beyond one year — must be renewed prior to the
expiry date.

Any changes to the approved protocol must be reviewed and approved through the amendment
process by submission of an amendment application to the HPRC prior to its implementation.

Any adverse or unanticipated events in the research should be reported to the Office of
Research ethics (ore@yorku.ca) as soon as possible.

For further information on researcher responsibilities as it pertains to this approved research
ethics protocol, please refer to the attached document, “RESEARCH ETHICS:
PROCEDURES to ENSURE ONGOING COMPLIANCE”.

Should you have any questions, please feel free to contact me at: 416-736-5914 or via email
at: acollins@yorku.ca.

Yours sincerely,
Alison M. Collins-Mrakas M.Sc., LLM

Sr. Manager and Policy Advisor,
Office of Research Ethics

120



Appendix X: Ethics certificate of completion

PANEL ON

RESEARCH ETHICS TCPS 2: CORE

Navigating the ethics of human research

Certificate of Completion

This document certifies that

Marija Bacic

has completed the Tri-Council Policy Statement:
Ethical Conduct for Research Involving Humans
Course on Research Ethics (TCPS 2: CORE)

Date of Issue: 12 January, 2019
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