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INTRODUCTION

Every day, everyone has to make decisions. These decisions can range from the
simplest, for example, concerning what to wear, what to eat, what to watch on
television to those more complicated related to the job or other crucial aspects of
everyday life.

Deciding which products to buy at the supermarket, clothing stores, or other
specialized stores, or what services to require are also more or less daily decisions.
When people make decisions, they have the feeling that they are in complete control of
their emotional and cognitive processes and that these decisions are always rational.
In reality, this does not happen, as, especially for buying, selling and marketing, people
are victims of the mind's irrational processes guiding the choice.

Human beings have not always been aware of this human trait; in fact, the first theories
on human behaviour suppose that it is rational. Only over time have researchers

grasped the irrational variables of human behaviour.

Some significant theories in this area are dual-process theories. They concern the
division of how human thought is born and develops, unconsciously and intuitively or
consciously, and as a reflection result, have been the subject of many psychological
studies (De Neys, 2006).

According to the latter theory, two thinking systems guide human reasoning: System 1
and System 2. The last is definable as the conscious and logical one; people are
concentrated and give significant attention to the mental activities to implement when
using it. It is voluntary, slow, serial, effortful, and under control.

On the contrary System 1, is automatic, fast, effortless, and biased by emotions. People,
when they use it, give more attention to the peripheral cues of the situation.

(De Neys, 2006).

The two systems are not disconnected; the inputs that System 1 takes from the external
environment can become outputs for the System 2 process.

For example, the automatic system stores impressions and feelings, which are then

analyzed by the conscientious system and transformed into beliefs and choices.



Furthermore, System 2 systematically organizes thoughts starting from information
received externally by System 1(Khaneman, 2011).

However, since System 1 is faster in processing information, it guides the first response
to the impulses, and a subsequent re-processing from System 2 does not always occur.

(Valerie A. Thompson, 2014).

System 2 is the most efficient, but it is prolonged. As a consequence, to fasten the
process, the human mind instinctively uses System 1. The latter exploits a series of
mental shortcuts that allow people to solve problems and make judgments quickly.
These speeders, which are called heuristics, can help save time when deciding, at the
expense, however, the choice effectiveness. The heuristics lead people to eliminate
some alternatives that may be the most suitable ones (Bazerman & Moore, 2009).

From heuristics derive cognitive biases, which are errors of judgment and thinking that
arise from using system 1 in making decisions. These shortcuts are so uncertain, but at
the same time, they are so fast and comfortable, and this makes it impossible for

everyone to give up on them (Bazerman & Moore, 2009).

There are several of them, and one is the framing effect. A person reading the same
sentence written in different words or taken from another perspective may take a
completely different decision. In this thesis, we will first see the derivation of the
framing effect and its influence in the marketing area.

Emotions are another variable that composes the irrational part that guides human
being behaviour. The thesis will underline their importance in decision-making

processes, focusing on the economic ones.

In other words, this thesis starts from the awareness that when human beings make a
choice, they act not only rationally but also and above all, irrationally.

This paper aims to analyze how the framing effect and emotions, which are two crucial
factors that compose human irrationality, impact the decision-making process
underlying their usage in marketing strategies.

Initially, through a theoretical approach, the two phenomena and their implication in

companies' general and communication strategies will represent the study object.



Then, the thesis will present the case of an Italian company that, when starting using
framing effect and emotional marketing techniques (marketing strategy that considers
the impact of emotions on decision-making processes) together, has gradually more
than doubled its turnover in 3 years.

In the end, there will be an experiment on the framing effect to understand whether a
landing with positive rather than negative wording has more impact in the launch of a
commercial offer of an [talian business consultancy firm; namely, it will be A/B testing.
The general purpose is to demonstrate the importance of customer profiling from a
psychological perspective. Also, it can make the company understand that a strategy
that focuses on the person and its needs rather than the product, in the current

historical era, can increase the company performance.






CHAPTER 1 - FRAMING EFFECT

I. Introduction

The framing effect is a cognitive bias that leads people to make different decisions
depending on how the same situation is presented to them (Plous, 1993). If the two
options differ in terms of negative (gains) or positive (losses) connotations, then the
difference in choice becomes even more evident. When presented with different
frames, people change the way they process information. "Frames are abstractions that
work to organize or structure message meaning" (Arowolo & Sunday, 2017, p.1).
Kahneman and Tversky (2000) have divided the multiple theories born to explain the
framing effect into three types: formal, cognitive and motivational theories.

The formal theory par excellence is the prospect theory described in the next section.
Cognitive approaches, on the other hand, analyse what the mental process that leads
to weight gains and losses is. In the end, motivational theories consider individuals'
affective sphere, including thus their desires and fears. Therefore, the approach to
gains and losses becomes an emotional one (Tversky & Kahneman, 2000).

Levin, Schneider, and Gaeth in 1998 identified three types of framing: attribute
framing, goal framing and framing in risky contexts. Each type of framing has different
modalities and purposes, thus leading people to different actions. Distinguishing them
is useful to explain why some studies, carried out on the diverse types, have had

conflicting results (Levin et al.,, 1998).

II. Framing in risky contexts

1. Introduction

The framing effect is part of the prospect theory hypothesized by Tversky and

Kahneman in 1979 and further explored in 1981 and 1986, which analyses how people

make decisions in situations under uncertainty.



This theory highlights how, contrary to what the Theory of Expected Utility affirms,
people, when faced with different prospects of uncertain decisions, do not choose by
comparing their expected utility values (Neumann & Morgenstern, 1953).
Theoretically, following this principle, people will tend to select options that maximize
their expected utility (Luce & Raiffa, 1957). The latter is obtained by multiplying the
utility of the outcomes by their probability and adding the results (Davis & Hands,
1997). Therefore, they will choose the alternative that provides this highest weighted
sum (Luce & Raiffa, 1957).

Expected utility theory explains how the rational human being should act, while
prospect theory clarifies what subjects actually do.

Tversky and Kahneman have shown how, in fact, not on all occasions, people choose
the alternative that has the greatest expected utility. They explained that this
inconsistency of human behaviour is due to the presence of some psychological

phenomena characteristic of the human being (Tversky & Kahneman, 1979).

2. Framing effect

First of all, the framing effect defined in the introduction. In the domain of choices
under risk conditions, Tversky and Kahneman have shown that the human being tends
to be risk-taker in the field of gains and risk-averse in that of losses (Tversky &
Kahneman, 1979).

As a demonstration of this theory, Kahneman and Tversky in 1981 carried out an
experiment involving students from the universities of Stanford and the University of
British Columbia.

The participants had to answer the problem reported here:

"Imagine the U.S. is preparing for the outbreak of an unusual Asian disease, which is
expected to kill 600 people. Two alternative programs to combat the disease have been
proposed. Assume that the exact scientific estimates of the consequences of the
program are as follows:

If program A is adopted, 200 people will be saved.

10



If program B is adopted, there is 1/3 probability that 600 people will be saved, and 2/3
probability that no people will be saved." (Tversky & Kahneman, 1981).

The second group was asked to answer the same problem, but the solutions' structure

was different:

"If program A is adopted, 400 people will die.
If program B is adopted, there is 1/3 probability that nobody will die, and 2/3
probability that 600 people will die." (Tversky & Kahneman, 1981).

In the first problem, the focus is on the people who could be saved, so the frame is
positive, while the second has a negative frame because it highlights the deaths that
would occur.

In both cases, the two alternatives presented the same expected utility.

Here we find a summary table of the results obtained:

Table 1 Tversky and Khaneman's Experiment Results (Tversky & Khaneman, 1981)

A B
PROBLEM 1 (in terms of saved lifes) 72% 28%
PROBLEM 2 (in terms of deaths) 22% 78%

Not surprisingly, in the first case, 72% of the respondents chose option A, therefore
being risk-averse, while in the second case the majority of 78% chose option B, proving

to be risk-taker (Tversky & Kahneman, 1981).

In September 2001, the Bush administration implemented a plan that provided for
giving a sum of money to citizens defined as a "rebate"” to increase their consumption.
The program, however, did not have the desired effect as people, instead of spending
that additional sum, saved it. Epley, Mak, and Idson (2006) showed that the frame of
the offer had a significant influence. Through some studies, these researchers have

provided evidence that if the government had described the payments as "bonuses"
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rather than "rebates", many more citizens would have spent that money instead of
saving it (Epley, Mak & Idson, 2006).

The reason for this phenomenon is due to mental accounting which "is the set of
cognitive operations used by individuals and households to code, categorize and
evaluate financial activities" (Tahler, 1999 p. 183). People create these mental accounts
for multiple things and assign expenses or income to several of them; this goes against
the economic principle of fungibility which assumes that money treatment should be
the same regardless of its origin or the intended use of it (Tahler, 1985).

In this case, therefore, the words "rebate” and "bonus" activated separate accounts that
had different functions. Only in the case of the term "bonus" that money represented
something that could be spent and not saved (Epley, Mak & Idson, 2006).

So, this demonstrates how crucial the frame of a given piece of information is, as it can
determine the activation of different mental accounts in people's minds and thus affect

their final decisions.

De Martino et al. (2006) carried out a study on the framing effect and the brain areas
that it activates. Twenty students had to choose from the two options of the two

versions of the same proposal, once they received £50:

Gain frame:
1. Keep £20
2. 65% chance of keeping all; 35% chance of losing all

Loss frame
1. Lose £30
2. 65% chance of keeping all; 35% chance of losing all

As expected, the results confirmed what prospect theory predicts, risk aversion for the

gain frame by choosing mostly the sure option "a" and risk propensity in the loss frame

by choosing mostly the gamble "d" (De Martino et al., 2009).
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From the fMRI scan emerged that the area activated in processing options was the
amygdala. The latter plays a role in the processes of memory, decision-making and
emotional responses (Amunts, Kedo & Zilles, 2005).

This part of the brain was activated more in the choice (A) for the safe option (a), and
in the second decision, the same thing happened for the uncertain alternative (d);

which were the chosen alternatives (De Martino et al., 2009).

A 2011 study on framing effects in monkey risk preferences showed how five
capuchins, faced with various choices regarding food that involved two versions of
frames, reacted similarly to humans. In the first version the monkeys had to choose
between a sure "loss" and a risky "loss" with an equal expected value, and in the second
case, the choice was between an assured "gain" and a not sure "gain" of equivalent
expected value.

These results suggest that the mechanisms that drive the "framing effect” in humans
were already present in primates and maintained during evolution

(Lakshminarayanan, Chen & Santos, 2011).

3. Loss aversion

The attitude of being risk-averse in the domain of losses is due to the second
psychological effect that leads human beings to behave differently from what Utility
Theory predicts, which is called "loss aversion". This effect consists in the fact that
people are more motivated to avoid a loss than to gain something. "Losses loom larger
than gains" (Tversky & Kahneman, 1979 p.279), that is, those who suffer a loss, for
example, a monetary one, will experience greater suffering than the joy of receiving the
same amount of money (Tversky & Kahneman, 1979). Loss aversion is best
represented by being the result of a preference building process, rather than being a

constant, trait, or attribute characteristic (Johnson & Gachter et al.,, 2006).
Not all people have the same tendency towards loss aversion; some are more affected

than others. For example, older people and those with less education tend to be more

averse to risk. Instead, the specific knowledge of the attributes of the situation leads to
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a decrease in the phenomenon detailed here (Johnson & Gachter etal., 2006). The effect
of gender concerning loss aversion, on the other hand, is one of the most debated topics
in behavioural economics since different studies have proposed different, even
opposite, results. Research carried out by Holger A. Rau sees women as more adverse
to losses than men (Holger A. Rau, 2014), while Bouchouicha et al. (2019) agreed that
depending on the definition given to "loss aversion", the results vary and even
contradict each other (Bouchouicha et al., 2019). Hence not all researchers have

obtained the same results, but Holger's version seems to be the most demonstrated.

Loss aversion leads to two other anomalies in human behaviour called status-quo bias
and endowment effect (Knetsch & Thaler, 1991).

According to the first one, people tendentially prefer their status quo because they see
any change from the chosen reference point as a loss, so stimulating risk-aversion.
Basically, we stay in the status quo because the disadvantages of getting out of it have
more impact than the advantages (Knetsch & Thaler, 1991).

In 1988 Samuelson and Zeckhauser conducted a study on the status quo proposing to
the participants, divided into two groups, two situations, one with a frame that
envisaged a pre-existing status quo and another that did not.

The experimenters presented the following statement to half of the volunteers:

"You are a serious reader of the financial pages, but until recently, you have had few
funds to invest. That is when you inherited a large sum of money from your great-uncle.
You are considering different portfolios. Your choices are to invest in: a moderate-risk

company, a high-risk company, treasury bills, municipal bonds."

The other participants had an addition before being asked to choose between
alternatives, which stated that a moderate risk company was already subject to a
significant portion of portfolio investment, thus creating a status quo situation.

The results demonstrated that in the situation with the pre-existing status-quo, the

choice fell on the option that characterized it (Samuelson & Zeckhauser, 1988).
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According to the second anomaly resulting from loss aversion, a person is subject to
the endowment effect when he is more willing to keep an item that already own, rather
than buying the same object when he doesn't have it (Kahneman, Knetsch & Thaler,
1990).

In this case, loss aversion and mere-ownership effect act together (Zelier, 2007). As
explained earlier, we have difficulty in leaving our status quo, so loss aversion operates
in this sense.

The mere-ownership effect, on the other hand, is the tendency to value an object more
positively when you have it than when you don't possess it (Beggan, 1992).

So, on the one hand, we overestimate the value of objects we own; on the other, we
don't want to sell them because it would mean changing our status quo. These are the
reasons why people's minimum willingness to accept (WTA) to give up an object they
own is higher than their willingness to pay (WTP) to acquire the same item (Kahneman,
Knetsch & Thaler, 1990).

Kahneman, Knetsch and Thaler in 1990 experimented about this effect with 44
students from Cornell University. The experimenters divided the participants into
three groups with different functions: sellers, buyers and choosers.

People in the first group hypothetically were the owners of a mug and had to choose
from a list of various prices (from $0,50 to $9,50) which would be fair enough to push
them to sell the product rather than keep it.

Buyers had to choose whether to keep a sum of money received for themselves or to
use it to buy the mug, so consequently, they had to indicate the amount they would be
willing to give for the object in question (from $0,50 to $9,50).

People of the last group, on the other hand, had to indicate what they would
hypothetically choose between receiving a sum of money or a mug. So, on a list of prices
ranging from $ 0.50 to $ 9.50, they had to choose between the cash and the mug.

Not surprisingly, buyers would have spent an average of $2.87 for the mug, choosers
$3.12, while sellers would have required an average a more significant sum equal to

$7.12 to sell it (Kahneman, Knetsch & Thaler, 1990).

4. Isolation effect
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The third psychological variable that leads people to defy from the Utility theory is the
tendency of subjects to isolate consecutive probabilities rather than treat them
together. In other words, the human being focuses on what is different and not what
unites the alternatives between which he needs to choose. We can call it "isolation
effect” (Tversky & Kahneman, 1979).

This effect has a base on how the memory of the human being is structured; we tend to
remember situations that are isolated from surrounding items more vividly (Hunt &
Lamb, 2001). This theory explains why our attention tends to focus on elements that
differ from others. The first to demonstrate this effect through a study was Von Restorff
in 1933, when she presented several subjects with a list of categorically similar
elements, differentiating one of them with a distinctive feature, demonstrating how the

latter was more memorable (Von Restorff, 1933).

5. Decision-making process

The three psychological phenomena just described have an impact on the decision-
making process. When involved in this operation, people have the innate need to create
a prospect through which to make the final choice; this allowed Tversky and Kahneman
(1979) to identify two stages that compose the decision-making process. The prospect
is the combination of alternatives between which an individual must take a decision.
In the first phase, editing, the subject analyses the prospects that he has to cope with
and carries out a simplification operation consisting of six procedures.

The first, called "coding”, in which people tend to encode the information offered to
them in terms of gains or losses depending on their condition at the time of choice or
some goal they would like to achieve.

When people carry out the operation of "combination”, they tend to associate with each
other outcomes that are similar in the entity but differ significantly in their probability
of realization.

When involved in the "cancellation” phase, the human being deletes the characteristics
common to several perspectives.

During "segregation”, the decision-maker isolates all non-risky components of the

prospect.
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When it comes to "simplification”, it happens that the subjects round off probabilities
and outcomes to simplify some elements of a prospect that otherwise would be difficult
to evaluate. An example of simplification is the elimination of implausible alternatives.
In this part, the decision-makers elaborate what are the dominance relations between
the alternatives, discarding some of the prospects. Practically, options that prevail in
terms of dominance become the choice, and the subjects discard some of the other
options.

The human being performs these six operations to organize and reformulate his
options to help himself in the next step, which is the evaluation phase.

In this phase, the simplified versions of the prospect resulting from editing are subject
to evaluation, and the one with the highest value represents the choice (Tversky &

Kahneman, 1979).

The final prospect will depend both on the personal characteristics of the person and
on how people perceive total utility. People think in terms of losses and gains, namely,
the deviation from a reference point, not in terms of changes in cumulative wealth. This
point of reference can be the status quo, any desired point, or a level perceived
psychologically as acceptable, and each change of the latter involves prospect
adjustments. So, contrary to what Utility Theory predicts, the utility of a decision is not
a final state of wealth reached, but any deviation from a reference point (Levy, 1992).
In this sense, the information frame a decision-maker receives becomes crucial.

As mentioned before, human beings become risk-taking in the context of losses and
risk-averse in that of gains. The frame with which two alternatives appear therefore
becomes essential in this sense; if the same thing has a structure posed in positive or
negative terms, the choice will be very different. As a consequence, this will lead the
subjects to make contrasting decisions depending on the context, thus violating the
stochastic dominance (Tversky & Kahneman, 1981).

The latter is the order that a rational agent with a known utility function gives to
random variables. The subject who does not violate stochastic dominance will choose
the variable that maximizes the expected utility (Wolfstetter & Elmar, 1970). Being
risk-takers sometimes and risk avoiders’ other times leads to this situation, as not

having a single strategy in making decisions does not maximize utility.

17



As evidence of this, in 1981, Kahneman and Tversky proposed the following problems

to 150 people.

In problem A, respondents had to choose between:

a. a sure gain of $240

b. a 25% chance to gain $1,000 and a 75% chance to gain $0

Given the tendency of the human being to be risk-averse concerning positive situations
or situations that have this specific type of frame, in this choice, 84% of people chose

the alternative "a" (Tversky & Kahneman, 1981).

While in problem B, they had to indicate what they prefer between:

c. a sure loss of $750

d. a 75% chance to lose $1,000 and a 25% chance to lose $0

Contrary to the first decision, in this case, the frame being negative, prompted 87% of
respondents to choose alternative "d", expressing the tendency of risk-takers in case of

losses (Tversky & Kahneman, 1981).

Other 86 people had to choose between:

e.a 25% chance to win $240 and a 75% chance to lose $760

f.a 25% chance to win $250 and a 75% chance to lose $750

Since "f" is dominant over the other choice, all participants chose it (Tversky &

Kahneman, 1981).

There is an inconsistency in these choices which emerge by adding and comparing the
different options.

[f the alternatives "a" and "d" are added together, the result is equal to "e".
(100%*$240) + [(75%*-$1000) + (25%*0)] = (25%*$240) * (75%*$-760)

While the sum of "b" and "c" equals "f".

(100%*$-750) + [(75%*$0) + (25%*$1000)] = (25%*$250) * (75%*$-750)
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So logically for the principle of the choice of maximum utility, the two alternatives that
respondents should have chosen are "b" and "c", which didn't happen. Consequently,
this demonstrates why having a different risk propensity, depending on whether you
are dealing with gains and losses, does not lead to an optimal strategy in making

decisions (Tversky & Kahneman, 1981).

6. Small probabilities, certainty, and pseudo certainty effects

One thing that goes against the theory just described is the large purchase of lottery
tickets or insurances. In the latter case, people chose a small sure loss, against the
alternative of facing the risk of a more considerable cost, going against the principle of
being risk-taking in the situations concerning losses. On the other hand, in the second
situation, the person gives up a safe amount of money to have a small chance of earning
a greater one, thus violating the principle of risk aversion in the domain of gains.

This fact is due to people's trend of overweighting small probabilities and
underweighting medium //high ones (Tversky & Kahneman, 1981).

We can summarize the risk propensity of decision-makers with the following table:

Table 2 Human's Risk Propensity

Small probabilities High/medium probabilities
Gains Risk seeker Risk averse
Losses Risk averse Risk seeker

Another reason why people buy insurance is the phenomenon of pseudo-certainty. An
action constitutes preference when it reduces a damage probability, for example from
1% to 0%, against an option allowing a reduction from 2% to 1%. So, individuals prefer
alternatives that enable them to entirely reduce the risk of harm, rather than a decrease
in the probability of it happening. In this situation, framing becomes an influential
factor, because if a seller framed insurance by explaining that it reduces all types of
risk, the buyer would choose it in preference to one that covers only one kind of

possible harm. Hence pseudo-certainty violates the principle stating that the
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description of the problem should not influence the choices of rational decision-makers

(Tversky & Kahneman, 1981).

Another effect linked to the latter violates the axioms of a rational approach to risk: the
certainty effect. Tversky and Kahneman (1981) defined it as follows "a reduction of the
probability of an outcome by a constant factor has more impact when the outcome was
initially certain than when it was merely probable" (Tversky & Kahneman, 1981).

Increasing the probability of gaining a prize from 0% to 5% has more emotional impact
than a change from 5% to 10%. Conversely, moving from a 60% to a 70% chance of
winning a prize is less attractive than a passage from 90% chance to a 100% chance;
the latter represents a situation of certainty. In this condition, the risk aversion of
people increases if the certainty situation changes, compared to the other case
presented, since their attitude of overweighting sure outcomes, more than those that

are probable (Tversky & Kahneman, 1981).
7. Graphical representation

The prospect theory, as explained above, is based on the expected utility theory whose

formula is the following:

EW) = ) paux)

While the value formula of prospect theory is:

n

v = ) TV

i=1

Unlike the expected utility formula, the latter presents the m, which is the "weight"
attributed to each outcome by the decision-maker when evaluating the various choice
alternatives.

Furthermore, in prospect theory, the term value replaces the concept of utility. The

latter refers to both gains and losses relative to a chosen reference point, while "utility"
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is used only within the framework of maximum profit. For this reason, we find in the
formula the letter "v" instead of "u".

Another difference that characterizes the two theories is that in the prospect one,
preferences are a function of the subjective evaluation of the different possibilities of
choice.

Moreover, since people create distortions that prevent them from treating
probabilities for what they exactly represent, their evaluations do not always
correspond to actual probabilities. For example, decision-makers tend to overestimate

low chances and underestimate high ones (Tversky & Kahneman, 1981).

Prospect theory's graphical representation is the following:

Positive Value A

We feel the gain of
£100 less

Outcome

Losses - 5 Gains +

We feel the loss of
£100 more

Negative Value \

Reference point
www.economicshelp.org

Figure 1 Prospect Theory ( https://www.economicshelp.org/blog/glossary/prospect-theory/)

Considering the centre of the graph as the starting situation of the decision-maker
(status quo), we can see how the value function is not linear.

Indeed, the function is concave in the region of gains and convex in that of losses.
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This fact represents that the impact that small variations close to the starting point
have on the decision-maker choice is more significant than large variations far from
the status quo. In addition, the concavity of the loss curve indicates that we prefer to
deal with the negative things at once. In contrast, the convexity of the gains curve
shows that we like to discover pleasant situations multiple times (Tversky &
Kahneman, 1981). Thaler in 1985 demonstrated this tendency through an experiment.
Losing $200 at once hurts less than losing $100 twice, while it makes us happier to earn
$100 twice than earning $200 at one time (Thaler, 1985).

Besides, loss aversion has its representation in the fact that the loss curve is steeper
than the gains curve. So even when gains and losses have the same absolute value, the
latter situation has a more meaningful impact on the final choice proportionally

(Tversky & Kahneman, 1981).

I1I. Attribute Framing

1. Introduction

The second type of framing is the simplest one, in this case, the frame is applied, in
either positive or negative terms, to a single attribute within any given context (Kuvaas,
Bard & Selart, Marcus, 2013). Given its simplicity, the attribute framing is useful to test
most directly, which is the influence of the positive or negative frame. In this case, the
decision-maker tends to choose the alternative described in terms of a positive
attribute, to the detriment of the one enlightening the negative characteristics. They
have various ways of evaluating options, for instance, allowing or denying the
possibility of doing an action or indicating how favourable they would be to it on a
given scale (Levin et al,, 1998).

The numerous studies carried out on the subject have mainly all confirmed the thesis
that human beings are more likely to rate positive frame options more favourably. The
fields analyzed are various: economics and marketing (Levin et al. 1985, Levin & Gaeth,
1988; Schoorman, Laurion & Solomonson, 1993), medicine (Garcia-Retamero &
Galesic, 2010); Krishnamurthy, Carter & Blair, 2001), diverse types of evaluations
(Schneider, Holstrum & Marden, 1993) and so on.
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Levin, in 1987 conducted a famous experiment regarding attribute framing and
product evaluation. He asked 102 students of the University of lowa to consider buying
ground beef by describing it in two different ways depending on the fat content. More
precisely, in one variant proposed to half of the participants, the meat was described
as "75% lean" in the other as "25% fat".

Students had to fill in the following scale, indicating among the various pairs of

attributes to which of the two (and to what extent) they associated the purchase of the

product described.

O 0 O 0 O O O

good tasting bad tasting
O O 0 O o o o

greasy greaseless
O 0O O O O O 0O

high quality low quality
O O 0 0O O o O

fat lean

Figure 2 Levin’s Scale Experiment (Levin, 1987)

The results showed that those who had the description of the product in favourable
terms, therefore the version with the "lean percentage”, responded by getting closer to
the positive variants of the various attributes. Namely, the ground beef described as
"75% lean" was considered greasier, with higher quality, less fat and more good tasting

(Levin, 1987).

In 1988, again Levin, jointly with Gaeth, conducted the same experiment involving
ninety-six students of the University of lowa, but with some differentiations. In this
version, participants also had to taste the product. Besides, half of them received the
description before tasting the product, the other half after. So, there were four variants
of the experiment that can be defined as follows: positive frame taste before labelling,
negative frame taste before labelling, positive frame taste after labelling, negative
frame taste after labelling. Participants were then asked to fill in the same scale
presented above in Fig 1. by indicating with an X, the box that was closest to the

description of the tasting experience.
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The results confirmed that in the case of a positive frame, participants perceived the
product as better. In this case, however, the effect of the structure was reduced when
consumers were able to taste the product. These results indicate that direct experience
or the acquisition of further information on a given situation lead to a decrease in the

effectiveness of the framing effect (Levin & Gaeth, 1988).

2. Attribute framing explanation

Levin and Gaeth (1988) provided an explanation to attribute framing concerning how
people encode information. The human being has two different ways of codifying
positive and negative information. Presenting a message or situation in pleasant ways
leads people to favourable associations in memory, contrarily pointing out the negative
aspects leads to opposite associations. Furthermore, making such associations leads
the human mind to focus on compatible elements of the attribute with the frame,
whether it is positive or negative (Levin & Gaeth, 1988).

This trend is the result of the cognitive bias called confirmation bias. The latter is an
attitude typical of human nature that leads to trying to confirm a hypothesis by
concentrating on evidence in favour, instead of trying to take into account evidence of
the contrary. The first reason concerns the fact that the human being continually filters,
automatically and unconsciously, the information he has to cope with, even ignoring
some that are useful. This propensity is a way to cope with the information overload
that people face regularly.

The second one concerns the way people retrieve information from memory, i.e., we
are better at remembering some things than others, especially when we deal with a
stimulus to which our mind creates an anchor. Individuals tend to depend too strongly
on a piece of specific information that is initially offered to them (the anchor) in making
subsequent decisions; this trend is the anchoring bias (Bazerman & Moore, 2009).
The response to attribute framing is also coherent with priming (Levin et al., 1998),
which is a regulatory mechanism under which the previous processing of a given
stimulus, defined as prime, influences the processing of subsequent information

(Marquis, 2015).
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Therefore, in the framing attribute case, due to the confirmation bias, if subjected to
information that describes an object or a situation in a positive way, individuals will
tend to pay attention to the factors that confirm this statement. Contemporaneously,

priming will lead them to evaluate attributes more positively.

3. Differences with risky choices framing

Unlike risky choices detailed above, in the situation here described, the decision
depends on the value of the attribute and not on hypothetical outcomes (Murch &
Krawczyk, 2014).

Also, in the attribute framing, the framed focus is on the single characteristic of an
object or situation. In the case of risky choice framing, however, there are two options
framed in an independent choice set. Therefore, in the first case, the choice is about
single attributes of the same thing or event; thus, the assessment of one possibility
provides information about the second one. In the other case, a subject expresses a
preference between independent options, so that the evaluation of one option does not
correlate with the other one (Levin et al., 1998).

Furthermore, in the framing explained by Tversky and Kahneman, the two options
differ in riskiness. In contrast, in the case of the one analyzed here, the riskiness is not

an object of manipulation (Levin et al,, 1998).

4. Attribute framing and brain activation

A neuroimaging study on attribute framing, carried out in 2014 by Murch and
Krawczyk, showed that different regions of the brain activate depending on whether
the alternative presents a positive or negative frame.

The participants were 21 individuals aged between 19 and 41 years. The
experimenters presented them with options from which to choose that described
personal characteristics, such as maturity, honesty, friendliness, loyalty and kindness
posed negatively or positively. Therefore, they had to indicate which of the options best

represented them.
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The results showed that participants, firstly, felt that alternatives with positive
attributes represented them more than those in negative versions. Then, the
processing time of the affirmative options was longer than those with the opposite
frame (Murch & Krawczyk, 2014).

Regarding the stimulated areas of the brain, when presented with positively framed
attributes, the regions associated with reflexive processing activated. The reflexing
system, also called reactive, is quick and intuitive (Lieberman, 2003).

On the contrary, the reflective system is logical, analytical, and systematic (Lieberman,
2003); and the latter was activated when the participants had to process negatively

framed attribute statements (Murch & Krawczyk, 2014).

IV. Goal Framing

1. Introduction

In this type of framing, the goal or consequence of a specific behaviour is the object of
manipulation. The frame accentuates the possibility of the action to lead to positive
impacts, or on how the act itself can avoid or prevent a loss. It is a question of
highlighting the gains that a specific behaviour brings and the losses that occur if the
subject does not implement it; besides, it is helpful in understanding which type of goal
is the most powerful. Goal framing is useful when the exploiter wants to promote a
specific behaviour or situation (Levin, Schneider & Gaeth, 1998).

This type of frame has four possible alternatives descriptions. The positive frame could
describe the consequences as a possibility of achieving a gain or a chance of avoiding a
loss by performing an act. The negative one, on the other hand, could depict that not
executing an action leads to giving up a possible gain or suffering a loss. Who wants to
frame a message can put together the various versions. The subject could use the
couple "obtain a gain" in performing the behaviour and "forego a gain" by not doing it,
or “avoid a loss” against “suffering a loss”. The most used version, as it is more effective,
is the one that emphasizes, on the one hand, the possibility of obtaining a gain with the
behaviour and on the other hand the sufferance of a loss by not doing it (Levin,

Schneider & Gaeth, 1998).
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The investigation in this situation is about which frame has a greater convincing impact
on achieving the same final result. Most of the studies carried out on this fact
established that the negative frame is the one that creates a bigger emotional impact
and therefore pushes more to action. Most of the experiments on the subject have
regarded the medical field. Still, other domains have also been explored, such as prizes
and jobs evaluation (Tversky & Kahneman, 1981), breakfast choice (Tykocinski et al.,
1994), smoking cessation (Wilson et al., 1990), marketing and advertising (Grewal et
al., 1994; Homer & Yoon, 1992; Ganzach & Karsahi, 1995), trust issues (Chaudhuri et
al., 2016) and so on.

A famous example of goal framing in a medical context was proposed in 1985 by
Meyerowitz and Chaiken. The latter has shown that women are more likely to undergo
breast self-examination (BSE) if they view messages that highlight the negative
consequences of not examining themselves, rather than the positive ones of doing so.
More precisely, the two versions of the statement, presented to two different groups,
were:

A."Research shows that women who do not do BSE have a decreased chance of finding
a tumour in the early, more treatable stages of disease".

B. "Research shows that women who do BSE have an increased chance of finding a
tumour in the early, more treatable stages of disease".

The group presented with the negative consequences was more inclined to use this
practice compared to the women to which experimenters accentuated positive effects

that could arise by not using BPA (Meyerowitz & Chaiken, 1987).

2. Goal framing explanation

The loss aversion mentioned above can explain the reaction to goal framing, a
phenomenon also defined as negativity bias to extend it in contexts that do not involve
risk. Negative things such as unpleasant thoughts, losses, negative emotions and
harmful events influence the human's psychological situation considerably, and
processes, more than favourable conditions or circumstances do. Consequently, losses

have more emotional impact compared to benefits, pushing more people to perform
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acts that allow them to avoid a loss rather than to achieve a gain (Levin, Schneider &
Gaeth, 1998).

The example concerning BSE demonstrates this tendency; the participants were more
motivated to prevent possible negative consequences of not performing BSE rather

than obtaining the positive effect concerning doing it (Meyerowitz & Chaiken, 1987).

3. Type of goals

Lindenberg (2001a) has identified three types of possible goals object of framing: gain,
hedonic and normative.

A gain goal regards people's personal resources. Achieving this type of aim means
increasing or avoiding the decrease in this type of assets or their efficiency, usually in
amiddle or long-term horizon. For instance, to achieve this type of goal, people will buy
products that cost less, even if they are not the most sustainable ones.

While an improvement in people's current emotional state is what is necessary to
achieve a hedonic goal, it regards the subject's feelings and mood in a particular
moment and has a short time horizon.

The third category, the normative goals, concern what people think they should do to
result appropriate to the others or the self, also looking at what other people do in the
same situation.

All three types, if framed, activate different subgoals. Increasing money level, saving it,
raising income, and facing financial security threats are some of the possible subgoals
of a gain goal frame. Hedonic goal frame leads to the activation of sub aims such as
escaping bad thoughts, events and uncertain situations, avoiding an effort, seeking all
pleasant situations or feelings. Finally, normative goal frame is responsible for sub
purposes related to a behaviour socially accepted, environmentally correct and

respectful deserving of being taken as exemplary.

4. Goal framing exploitation
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As mentioned previously, using goal framing allows you to push a specific type of
behaviour. For instance, it could serve to move people towards a more environmentally
friendly attitude. Different studies analysed this possibility.

A recent study by Westin et al. (2020) has proved people's tendency to reduce private
car's usage when presented with goal framed messages (Westin, Nordlund, Jansson &
Nilsson, 2020).

In another study, Lindenberg and Steg (2007) investigated how the three types of goal
framing (hedonic, gain, normative) influence environmental behaviour. Usually, the
normative goals push to be more environmentally friendly. In contrast, the other two
types lead to do the opposite, since acting pro-environmentally is tedious and involves
higher employment of resources. The solution could be to promote messages that
reinforce the normative goals or that make the other two types less incompatible with
this one (Lindenberg & Steg, 2007).

Also, in an organizational environment, it is possible to use goal framing to improve
performance. First of all, by understanding that those who are part of the company
have the three types of goals described above and by exploiting them correctly. In the
organizational field, the hedonic goal translates into not wanting to get bored and avoid
difficult tasks, aiming for an increase in income is related to the area of gain goals,
finally, following the normative ones a person thinks about how to create benefits for
the company. The primary purpose of organizations should be to ensure that
regulatory goals are primary in the minds of employees. To do this, those responsible
can use goal framing underlining that by achieving the regulatory goals, employees will

reach both hedonics and gain rewards (Lindenberg & Foss, 2011).

5. Differences with other framing types

Unlike the attribute framing, the goal one does not assume that an action is optimal to
perform, while another is not. For the kind of frame analysed here, only one activity is

framed, underlining on the one hand what are the positive consequences in performing

it and on the other the negative ones in non-executing it.
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In the BSE example, if it were attribute framing, the positive frame would have stressed
the reasons for performing the screening, while the negative frame would highlight the
reasons for not doing it.

While, differently from framing in risky conditions, the goal one occurs mostly in
situations in the absence of risk.

Attribute and risky framing focus on the benefit or undesirability of an option or an
attribute to change the decision's valence. Goal framing is unique to the other two types
since the valence remains the same in both positive and negative frames, but the

persuasiveness of the message changes (Levin, Schneider & Gaeth, 1998).

V. Mitigating framing effect

1. Experiential factors that decrease the framing effect

Not in all situations, the framing effect impacts the behaviour of the human being with
the same intensity; some factors reduce it.

First of all, as explained in the section relating to the attribute framing with the
experiment of Levin and Gaeth in 1988, trying a specific product has decreased the
impact of this effect (Levin & Gaeth, 1988). The direct experience in proving an item
object of evaluation reduces the impact analyzed here, so description-based framing is

stronger than experience-based ones.

This theory also resulted in other studies; for instance, Fu et al. in 2018 conducted three
experiments on risky decisions, each with different degrees of description and
experience of the framed choice, confirming this trend. They also explained the reasons
for this propensity. When individuals experience something, they better control the
emotional impact that potential losses create on them, which they overestimate in the
case of description-based framing; thus, they handle more efficiently loss aversion (Fu
& Yuetal, 2018).

Furthermore, experience leads to a decrease in the underweighting of small

probabilities and the certainty effect (Barron & Erev, 2003).
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Additionally, individuals reading only a description of an event tend to overestimate
and overweight it if it is a rare event. When the experience comes in, this no longer

happens (Hertwig & Erev, 2009).

2.Informational factors that decrease the framing effect

The framing effect also decreases when people can carefully evaluate the alternatives
available to them, in other words when they have the correct and adequate information
to increase their knowledge about an event or an object.

For instance, in the medical field, a study has shown that patients suffer less from the
framing effect if they are explained, especially through visual aids, the medical risks of

the operation they have to perform (Garcia-Retamero & Galesic, 2010).

The quality of information improves when people can compare various alternatives.
Hsee (1988) has proposed to consumers to evaluate the price they would be willing to
pay for a dictionary. Some of them had to consider two versions of the dictionary
separately, others together. The difference between the two was that one had a torn
cover and 20,000 words, while the other had a perfect surface and 10,000 words. Those
who had to evaluate the two objects separately placed more value on the dictionary
with the best appearance, while the other group would have spent more on the one
with more words. This experiment has shown that when human beings assess a
situation or an object separately, they tend to give more importance to easy-to-evaluate
attributes (such as the experiential aspect of the dictionary cover). In contrast, when
the assessment is joint, they care more about hard-to-evaluate characteristics (such as
the number of words in a dictionary) (Bazerman & Moore, 2009). From a framing effect
perspective, it is therefore essential to know all the options and all their characteristics,

in order not to succumb to this bias.
Always in the information domain, when a person receives advice from a reliable

source on how to act, this reduces and sometimes eliminates the framing effect. The

trustworthiness of the source of information is a fundamental condition; otherwise,
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people would not be affected enough to overcome the phenomenon studied here

(Druckman, 2001).

The quality of the information also matters. In the case of the risky choices Jou, Shanteu
and Harris (1996) have proved that providing a rational explanation for the link
between losses and gains decreases the framing effect. For example, the Asian disease
problem studied before reformulated by them in a causal schema perspective turns out

to be like this:

"Imagine that the U.S. has been attacked by an unusual and deadly disease. Without
treatment, a person who has contracted the disease will die in a few days. Six hundred
people have been diagnosed as having contracted the disease. Some substance,
extracted from living human organs and extremely difficult to obtain, can cure the
disease. Unfortunately, there is only enough of this substance for 200 people. No
additional source of this substance will become available for atleast 18 months, and no
other cure or treatment will be found in at least the next two decades. If the patient
receives an insufficient dose, there is a chance that the patient may live or may die."

(Jou, Shanteu et al., 1996).

3.Personal factors that decrease the framing effect

Another factor that diminishes the effect explained in this chapter is the level of
personal or emotional involvement in the choice. The higher the latter, the less the
framing effect will be for example, in decisions regarding sensitive issues such as

abortion (Marteau, 1989).

Involvement also depends on having to make decisions for oneself or others. Subjects
of an experiment conducted by Ziegler and Tunney (2015) reacted less when they had
to make money gambling decisions for other individuals (Ziegler & Tunney, 2015).

Jou, Shanteu and Harris (1996) have seen how the framing effect has a different impact
on choices concerning another sensitive issue such as that of human lives, compared to

options on private property, therefore more generally regarding the field of economics.
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This tendency was right, mostly when provided with the causal schema between losses

and gains as described in the last paragraph (Jou & Shanteu & Harris,1996).

Decisions involving personal attitudes mitigate the effect of the different reactions
depending on the frame. Levin, Schnittjer and Thee (1988) proposed to the participants
of an experiment, divided into two groups, two differently framed statements
regarding cheating on an exam. The respondents' answers were generally the same,
even if one group had a frame regarding the percentage of those who usually cheats,
while the other the share of those who typically doesn’t cheat (Levin, Schnittjer & Thee,
1988).

Sometimes even the font of the presented choices diminishes the framing effect. In a
large sample, a hard-to-read font mitigates it. The reason is the same that leads to the
reduction of the same phenomenon when the message is in a different language. When
our brain has to perform a more complicated task, such as reading a text in a language
in which it is not fluent, it makes a higher cognitive effort, and this leads to the
reduction of the framing effect (Korn & Ries et al., 2018). In general, therefore, a
required low cognitive effort takes to an empowerment of the impact of the

phenomenon described here (Levin et al., 1998).
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CHAPTER 2 - FRAMING IN MARKETING

Framing has many fields of application in everyday life. Here we will analyze one area

of usage, namely marketing.

I. Introduction

Framing can have significant effects and roles in marketing strategies. It is useful as a
strategy to implement sales or achieve any other goal pursued by a company. Before
going into the details of its application in the field here explored, it is important to

define what is meant by marketing.

Marketing has assumed different definitions over the years. Some associate it with
sales, others with sales combined with advertising, but in reality, it is possible to define
it as a two-phase process.

On the one hand, it is "a philosophy, an attitude, a perspective, or a management
orientation that stresses customer satisfaction"(Lamb, Hair & McDaniel, 2016, p. 3). On
the other, marketing takes form in the activities and processes useful for achieving its
goals (Lamb et al,, 2016).

The American Marketing Institution in 2007 defined the concept here proposed as
"Marketing is the activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have value for customers,
clients, partners, and society at large. " (Lamb et al., 2016).

Communicating means getting out of your mind map to enter the mind map of others
trying to understand: their learning styles, the decision-making ones, their language

and the contexts in which they express themselves (Brunello, 2019).

In 1996 Ganzach and Karsahi carried out a useful experiment to understand the
importance of framing on consumer choices. The two experimenters tried to induce a
specific behaviour through two versions of the same message; so, the framing used is
goal one. The subjects of the experiment were the owners of credit cards of a company

who had not used them for more than three months, and the aim was to increase their
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utilization. Some of the subjects, through a call and subsequently through a summary
email, were informed of the benefits of using the credit card compared to the other two
substitutes utilized (cash or checks). The remaining individuals, on the other hand,
with the same communication tools, received information on the negative aspects of
not using the credit card. Six months later, via a new call to the participants, the
experimenters tested the results of the two different messages. As predicted by goal
framing theory, the loss frame had more effect on consumer behaviour. Those who had
received this type of message and started reusing the credit card were more than
double the re-users with the other frame. Consequently, this study shows how much
the message presentation affects consumer behaviour. Not only that, but the
experimenters have also demonstrated that the framing effect is long-term, as it

influenced customers' choices up to six months later (Ganzach & Karsahi, 1996).

Depending on its objectives, therefore, a company must think well about how to convey
its promotional messages efficiently and effectively, to trigger the desired behaviour in
customers. For a better communication strategy, companies should take into account

the different reactions to frames that a customer can have.

In 2008 Pervan and Vocino carried out an analysis of the types of advertising frames
most used in magazines in the US. The results showed greater use of the single attribute
framing, followed by a combination with goal framing, up to the latter utilized
individually. In the reality of the analyzed case, those who deal with publicity focus
mainly on describing the attributes and characteristics of a product, so they do
attribute framing, rather than using goal framing which would focus more on the
reasons why a person should buy a product or a service.

The most exploited type of attribute framing is a positive one, describing thus the
characteristics in a favourable view. The same is true for goal framing. Specifically, for
goal framing, advertisers use the formula of emphasizing what the positives are in
doing an action, rather than the negatives of not doing it. They prefer to point out the
benefits of using a product rather than point out the downsides of not using it. (Pervan

& Vocino, 2008).
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II - Message Framing

1. Attribute framing

In exploiting the framing attribute, as suggested by the literature, most advertisers use
positive framing.

In choosing the attributes to frame, it would be appropriate to identify those that are
easy to evaluate and compare. By getting people to focus on one specific feature, a
company can make one person prefer one product over another (Ariely, Herha &

Berman, 2014).

There are several ways to emphasize the attributes, features or benefits of a product.
For example, the same concept presented by Levin and Gaeth in the ground beef
experiment has applications in food products (Ariely, Herha & Berman, 2014).

In the same vein, in beauty products, marketers emphasize the percentage of the
product that is of natural origin. Consumers are more inclined to buy if they see "95%
of natural origin" written if it says "5% of artificial origin", the product would be less
successful (Smith, 2020).

Experts can also frame statistics. For example, a message stating "7 out of 10 experts
have elected this product as the best" will be more effective than "3 out of 10 experts

have not chosen this product as the best".

Roger Dooley suggests that an optimal strategy is to use negative framing to present
the problem to stimulate loss aversion and offer the solution in an opposite structure.
For example: "The Average Cost to Replace a Broken Smartphone is $322.76" must
anticipate the phrase "95% of smartphones with our case survived this drop ..." rather

than "Only 5% of smartphones with our case broke when dropped ..." (Dooley, 2015).

Lin and Yang (2014) conducted a study on attribute framing by mean of the Elaboration
Likelihood Model (ELM) and eye-tracking.
ELM explores the processes and responses of consumers to persuasive messages such

as advertisements. This type of communication can influence a person's attitudes,
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depending on how they process the information they receive. This elaboration is a
function of two variables: motivation and ability. The first one includes all the reasons
that motivate a person to elaborate information, such as personal involvement. At the
same time, the ability is the capacity to understand, interpret and evaluate a message.
The model divides receivers into two categories. The first are those under the central
route of persuasion, namely they are people with high motivation and outstanding
ability, therefore capable of high processing of received information. Such consumers
pay close attention to the proposed message and evaluate it very carefully.

The subjects under the peripheral route to persuasion, on the other hand, have
significantly lower motivation and ability in processing information. These people
incur low processing of the information received, relying instead on peripheral cues,
rather than carefully analyzing the situation. Some of these cues are imagery, music or

the presence of known people in the advertisement (Blech & Blech, 2004).

The other tool used is the eye-tracking that allows an experimenter to understand what
the subjects are fixing. Fixation means that something has caught attention; its power
is measurable by calculating the duration of the focus. The longer a person observes
something intensely, the higher is the involvement and the cognitive effort in analysing
information about it. Besides, fixation provides information about consumers'

memory, preference, and the decision between alternatives (Lin & Yang, 2014).

The study involved 118 students who randomly received high or low motivation
conditions in inspecting two out of six total products used, described with positive or
negative frames. The six products involved were utilitarian and included a body fat
analyzer, a desk lamp, a semi-automatic espresso machine, an earphone, an air purifier
and a digital camera.

Participants had to inspect a product sheet on a website, containing both functional
and non-functional attributes. They had all the time they needed to choose whether or
not to buy the item. The experimenters tracked the individuals' eye movements during
the whole observation process. The subsequent image shows a typical proposed web

page (Lin & Yang, 2014).
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Product name
{High-end professional Digital SLR Camera

Shippmng: FREE standard Shipping Product specifications
Handling time: 7 business days of #APS-C CMOS sensor and Dual DIGIC 4
receiving cleared payment § 4izial image processing

Condition:  Brand new o18-200mm £3.5-5.6G lens

Wamanty: One year #100% viewfinder coverage

Product picture

Includes: Lens and standard equip. | WPSAM exposure modes

\ AY ) Ho! 'St
Payment ATM/Credit «\RII (\iberation Reduction) system

Card/Installment aISO 100-6400 sensitivity, 13 megapixels

According to the survey,

»10fps high-speed contmuous shooting

03" TFT-LCD screen size with 920K pixels

1 out of 10 professional photographers sExternal Flash Mount
disagree that this DSLRC meets high- oWeather sealing and Dust reduction systemy
level standards.  Framed-message Function attributes

Figure 3 Webpage structure (Lin & Yang, 2014)

The results revealed that the intention to buy was higher in the high elaboration
condition than in the low one. Also, in this situation, the positive frame pushed more
immediate purchase than the other type. Consequently, in the case of elaboration here
described, the framing effect has a more significant influence on purchase intention.
In the situation of low elaboration, the eye-movements experience more the
consequences of the positive frame. On the other condition, students who received the
negatively framed statement stared at more areas of the screen and for a longer time.
There are two main explanations for this tendency. As seen in Chapter 1, since losses
have more emotional impact, decision-makers are more concerned with avoiding a loss
than chasing gains. Besides, negative framed information elicits a negative emotion
which leads to more attention to details (Lin & Yang, 2014).

Usually, e-sellers take advantage of positive framed information to stimulate
purchases. In light of the result just described, they could alternatively exploit
negatively framed messages to appeal to customers' attention. In addition, the frame
should change depending on the clients’ processing levels. Another tip for e-sellers

stems from the fact that participants were not significantly affected by the framing
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effect when analyzing non-functional attributes. Consequently, sellers should

emphasize more this kind of characteristics (Lin & Yang, 2014).

2. Goal framing

Differently from the general theories, the literature has not identified homogeneous
evidence that a message framed in a certain way, positively or negatively, is more
effective in achieving a marketing goal. Some variables make positive framing more

powerful, and others favour the negative one.

First, one of the variables is the product type that subjects buy; more precisely, the type
of consumption for which a customer acquires it. Dhar and Wertenbroch (2000)
identified two categories of consumption: hedonic and utilitarian. Each type of product
consumed for one motive or the other evokes in the customer's mind different
emotional states (Dhar & Wertenbroch, 2000). Hedonic goods are those that bring
benefits to the sensory and affective sphere, while those utilitarians gratify the
cognitive area (Woods, 1960). The customers use the latter to obtain functionality and
instrumentality, while the hedonics products lead the client to be amused, excited and
entertained (Dhar & Wertenbroch, 2000).

Hedonic goods could lead to a sense of guilt for desiring to purchase or having
consumed them, while utilitarian ones do not, as clients buy them to satisfy primary
needs (Strahilevitz, 1999). Consequently, framing becomes more crucial in advertising
the hedonic goods, since the message has to overcome the possible sense of guilt that
could stop consumers from buying. Lee, Liu and Cheng (2018) have experienced that
in the case of these goods, both the positive and negative frames can decrease the sense
of guilt that can develop. In the same study, these researchers defined that positive
framed information is more efficient in driving the purchase of utilitarian goods (Lee

et al. 2018).
Another aspect influencing the framing effect's power is the regulatory focus. People

can have two types of motivation focuses. The first, the prevention focus, is suitable for

people who are interested in responsibilities and safety. On the other hand, people with
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promotion focus are interested in topics such as aspirations and achievements (Shah,
Higgins, & Friedman, 1998).

Prevention-focused people are, therefore, more interested in preventing a loss because
they feel more agitated in the presence of adverse outcomes. For this reason, a negative
goal framing will impact more on this kind of person (Idson, Liberman, & Higgins,
2000).

The promotion-focused ones, on the other hand, are more driven to pursue gains, as
they take more pleasure in receiving a positive outcome. Consequently, the prevailing
frame is a positive one (Idson, Liberman, & Higgins, 2000).

When there is a match between a person's goal, and the aim's implementation, the
motivation to achieve it increases. For this reason, exploiting the right frame,
depending on the purchase push that a person has, encourages him to pursue this

action and to value it more (Higgins, 2002).

Lee, Liu and Cheng (2018) studied the interrelation between positive and negative
framing, regulatory focus and product type.

The participants of the experiment belonging to the promotion-focus consumers group
showed a greater intention to purchase the products, whether they were hedonic or
utilitarian, in the case of positive framing.

In the case of prevention-focused individuals, the purchase intentions were different
depending on the product type. In the case of hedonic goods, the negative goal frame
had more impact. People had more incentive to buy if the statement pointed out the
possible losses of not pursuing this action. The result is consistent with the primary
purpose of those who are prevention-focused, that is precisely to prevent harm. The
reaction of customers is different in the case of utilitarian goods, here the framing that
describes the advantages of acquiring the product prevails (Lee et al,, 2018).

This study has various implications for the implementation of marketing strategies.
First of all, an advertiser would have some benefits in segmenting its target group
between promotion-focused personalities and prevention-focused ones. Then, in
creating the ads, marketers should think about what type of product they are proposing

and use the most suitable frame according to this characteristic. Finally, the ideal would
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be to succeed in matching regulatory focus, message framing and product type to have

a unified and coherent strategy (Lee etal.,, 2018).

A study by Chang (2008) linked the greater effectiveness of positively framed
advertisements to an affect priming process model. The advertised product was a pair
of sneakers, and the frame type regarded "owning" against "not owning" and "use"
versus "not use" statements. Cheng also stressed two other factors: psychological
outcomes such as increasing self-esteem and social recognition and featured attributes
including comfort and style.

The positive affect elicited by positively framed messages was higher than the one
evoked by the other type of statement. In particular, when faced with information
enlightening the possible positive outcomes of owning the product, the participants

reacted in a more predisposed way (Chang, 2008).

The different reactions to positive and negative messages can also depend on the
degree of power a person has. Two studies showed that who is invested or has a greater
sense of power has a higher predisposition towards positive framed messages. These
kinds of people, when faced with a negative frame, ask themselves more questions
about the motivations of those who posted the message, thus becoming more sceptical
(Li, Jain, Shen et al., 2020). So, advertising creators need to pay more attention when

using negatively framed messages if their target is influential people.

I[ssue involvement is another force that changes the degree of persuasion of the
different frames.

A consumer is involved when he attributes significant importance to the product or
service he is approaching, demonstrating a high interest in it and its hedonic or
symbolic purpose.

Engagement is a continuum with two extremes high or low; depending on where a
person is, it will trigger different behaviours (Tonetto & Stein, 2010).

When individuals are more involved with the object sought, they will activate a more
detailed information analysis process, but only those that are most relevant (Chaiken,

1980).
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Tonetto in 2010 tested goal framing related to engagement, showing that for
consumers are more involved, the message with earning frames produces greater
levels of persuasion. On the other hand, the less involved subjects did not show many

differences in behaviour in front of two different structures (Tonetto & Stein, 2010).

Dardis and Shen (2008) found that the loss frame was more persuasive than gain frame
in a context of high involvement only in conjunction with informational evidence.

This research supports other studies that state that the negative frame is not always
functional in contexts characterised by high involvement.

The need for informational evidence to reach a level of persuasion is due to the high
level of data analysis performed in contexts highly valued by consumers.

Therefore, those involved in marketing for products with a significant value for
consumers should consider using negatively framed messages only if they add the type

of information here analyzed (Dardis & Shen, 2008).

3. Message framing and mental associations

As seen in the previous chapter with the example of "bonus" and "rebate", using terms
that lead to the mental associations the message conveyor looks for becomes crucial.
Another experiment demonstrated how different words lead to varying associations in
people's minds. Loftus and Palmer in (1974) asked forty-five students (split into two
groups) to watch videos of two cars having a frontal crash between them.

They then had to estimate the speed at which the two cars were going in an application

presented in two versions.

A. “How fast were the cars going when they contacted each other?”
B. “How fast were the cars going when they collided, or smashed?” (Lunsingh,

2017).
The mean speed estimation in the "smashed" frame was 40.8mph and 31.8mph in the

"contacted" condition. Those who had the frame with "stronger" words tended to say

that the machines were running at a higher speed (Lunsingh, 2017).
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So, if applied in the marketing field, the message must activate the right mental
accounts that lead to the purpose desired by the business or marketer.

Consequently, if an advertiser wants to elicit specific associations in consumers' minds,
he should try to search for the word or association of words that lead him to achieve

the desired purpose, even trying various versions.

Sometimes, the right combination of words is a slogan that if repeated and well valued
can lead to meaningful results, as it was for L'Oréal. The message "Because you're
worth it" has led many women to buy this company's products. In this way, they felt
valued and saw in the products the possibility to solve their problems related to self-
esteem and beauty. Besides, this company that produces articles aimed at personal care
has employed beautiful and famous women who say this phrase. This fact increases the
impact on customers' self-esteem because being told that "you are worth" by a person
you admire has more value and arouses a more favourable attitude towards the
product.

Using the right words can also lead to arousing an emotional state. For example, Red
Bull, with its slogan "Gives you wings" makes consumers feel adventurous and conveys

the courage and strength to try new things.

III - Framing and pricing strategies

Not only the message but also the price or the reduction of it can be represented in
different ways, therefore with diverse frames. This fact can lead, as in other cases, to
varying reactions from consumers. Using framing in pricing strategies can be very

efficient to align people’s behaviour to companies’ needs.
1. Consumer’s reference point in assessing price reductions
According to Grewal and Marmorstein (1994), a person perceives a price reduction

differently depending on whether he evaluates the presented information in absolute

or relative terms.
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For example, if a person processes the discount in absolute terms, $30 less on a $100
wardrobe will impact the same deal on a $300 phone. Conversely, if there was a
percentage utilization, implementing a relative process of the price reduction, in the
first case, 30% and in the second 10%, consumers would perceive the discount on the

wardrobe as more favourable.

Usually, the general tendency of humans is to assess price changes in relative rather
than in an absolute manner. So, it is more psychologically pleasurable for a person to
have a discount of $30 on $100 rather than $300. Psychophysics-of-price heuristic is
the name of this tendency of consumers to assess the price savings in proportion to the

item's initial price (Grewal and Marmorstein, 1994).

Consequently, the value people place on a price reduction inversely depends on the
value of the discounted item (Grewal and Marmorstein, 1994) as demonstrated also by
Kahneman and Tversky (1981).

They asked 181 people divided into two groups of 93 and 88 individuals, to respond

separately to the subsequent problems:

1. “Imagine that you go to purchase a jacket for $125. The jacket salesman informs
you that the jacket you wish to buy is on sale for $120 at the other branch of the
store which is 20 minutes drive away. Would you make a trip to the other
branch?” (Tversky & Kahneman, 1981).

2. “Imagine that you go to purchase a calculator for $15. The calculator salesman
informs you that the calculator you wish to buy is on sale for $10 at the other
branch of the store which is 20 minutes drive away. Would you make a trip to

the other branch?” (Tversky & Kahneman, 1981).

The results saw only 29% of the 93 participants who had the jacket version available
to make the trip. In the other group, 68% of 80 individuals would have liked to drive
20 minutes to save on the calculator. This fact happens because preserving $5 on a
relatively close reference sum such as $15 gives more pleasure rather than on a value

of $125 (Tversky & Kahneman, 1981).
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Chen, Monroe and Lou (1998) investigated which way is most efficient in presenting
discounts between absolute and relative values, considering two items that differed in
cost.

The 119 participants in the experiment, divided into different groups, each had diverse
conditions. The various scenarios contemplate that there were two different types of
product, one with a high price (a PC) and the other less expensive (a box of floppy
disks). Then, the discount appeared either in percentage or absolute values. Finally, the
price reduction took the form of either a discount or a coupon.

Those who had the condition that presented the higher-priced product indicated that
they perceived the absolute price reduction expressed in dollars as more significant.
Conversely, in the low-price situation, the percentage discount seemed more powerful.
When a person transforms 10% into absolute values, the resulting figure is larger if
calculated on a higher price, so the savings are more elevated.

Furthermore, those who received a coupon were more willing to positively change
their attitudes towards the purchase, compared to those who had received the
discount. This preference has several reasons; first of all, through coupons, people do
not perceive a price drop and therefore, do not tend to change their reference price
downwards. Consequently, they do not perceive a reduced quality of the product that
could appear in the event of a price drop. Then, customers perceive the seller as more
trustworthy as the coupon does not suggest that it inflated the previous price to make
the discount seem more significant. Moreover, this kind of promotion seems more like
a permanent price reduction than the other. One tactic could be to offer the coupon to
a small number of people, triggering a perceived sense of exclusiveness (Chen, Monroe
& Lou, 1998).

Gal (2018) proposed a similar experiment in which the possible savings were $15 on a
$50 bike helmet or a $1500 electric bicycle. Precisely as in the experiment described
above by Tversky and Kahneman, although rationally the decision-makers would have
had to think only about the savings compared to the costs of moving, they confronted
them with the initial prices. As a consequence, carrying out this operation led the
majority who had the helmet as a product to choose to move, unlike those who had the

electric bike (Gal, 2018).
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In the same experiment, the author proposed another type of problem.

Two groups of respondents had to imagine going through the shopping mall and
finding a pair of shoes strongly desired for an extended time.

Then they had to decide whether to acquire or not the item depending on the condition
proposed.

The two different statements were:

“A: These shoes originally costed € 100, but now they are on sale for € 70 in the
store.

B: The shoes originally costed € 100, but currently the shop has a special
discount and they cost only € 35. Unfortunately, you don't have credit card or
cash to buy them immediately. When you return to the store on the next day,
you would find, that the special discount has expired, and the shoes are now on

regular sale for € 70.” (Gal, 2018).

The results showed that in the first case 80% of the participants would have

bought shoes, in the second the percentage drops significantly, stopping at 34%.

Therefore, despite the final price being the same, consumers have had different
purchasing behaviours. The explanation lies in the reference point, which in the first
case is $100 while in the second it changes from this identical sum to $35. So, in the
second case, it was no longer convenient to pay $70 after the product had previously
assumed half the price. It is easy for consumers to adopt a new benchmark, but it

becomes difficult to depart from it (Gal, 2018).

So, the theory suggests the importance of the reference point when sellers want to
present a discount to a customer. Also, the mere presence of a promotion signal
increases sales This trend changes depending on whether the subject is on the
peripheral route to persuasion or the central one. In the first case, the simple presence
of a promotion sign is enough, while in the second case it must be accompanied by a

substantial reduction in price, to obtain a reaction (Inman et al., 1990).
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In reality, these two principles lead to the fact that sales will increase if the same price
seems discounted.
For example, the sales deriving from the following alternatives regarding the same

product will generate different sales volume:

A. A dress costs $50
B. The same dress that cost $90 is now on sale for $50.

The alternative B would lead to a higher number of dresses sold.

2. Other pricing strategies

A study conducted by Allard, Hardisty and Griffin (2019) showed some techniques to
exploit the phenomenon here analyzed since it affects the client's decisions forcefully.
The experiment developed in three different conditions. In all of them, volunteers had
to choose between a 23" computer monitor costing $199.99 and another 27" costing
$259. The difference was in the price proposal, framed in various ways.

In the first version, the two prices appeared to consumers in absolute values, namely
$199 and $259, and the majority of respondents (58%) chose the cheaper alternative.
In the second variation of the experiment, the cheaper version remained in absolute
value, while the other presented the statement "$60 more". In the last condition, the
only thing that changed from the second one is that beyond the phrase "for $60 more"
there was also the price in absolute values ($259). In the last two conditions proposed,
the respondents chose the more expensive alternative, only that in the last one the
percentage of preference was 52% against 58% of the other which didn't indicate the

price in absolute value.

Below there is a summary table of the three versions of the experiment:

Table 3 Allard et al. Experiment's Results (Allard et al., 2019)

1st version 2nd version 3rd version

Cheaper |More expensive] Cheaper | More expensive | Cheaper | More expensive
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For $60

$199.99 $259 $19999 | For$60more | $19999 | FOr$60more
($269)

58% 42% 42% 58% 48% 52%

This study, therefore, indicates that by showing the price difference, a seller entices the
consumer to buy more expensive products.

The explanation of this is due to two characteristics of the human being. Firstly, the
areas of the brain in charge of decision-making struggle in making complicated mental
calculations. Also, due to relativity bias, people perceive the statement "for $ 60 more"

as a relatively small sum compared to the full price (Allard et al., 2019).

Gal (2018) analyzed how people react to the same product if proposed with different
prices. Participants of group A had to imagine having to choose between 3 wines,
respectively priced $3, $6, $9. Group B, in addition to the same alternatives, had an
additional $18 bottle.

In group B the median value of the chosen price was $9, while in group A it was $6. Only
2% of the participants chose the $18 wine; however, the mere presence of a product
with a premium price prompted consumers to select more expensive wines on average.
When faced with different prices for the same product, people will tend to choose the
one that represents the average. In this sense, there is a framing effect in presenting
the alternatives, because more of them appear to the consumers, changing their
attitudes (Gal, 2018).

Consequently, this suggests that sellers should offer a wide range of products, including
one with a premium price. Although it will not represent the majority of the choice, its

mere presence will change consumers' attitude towards other items (Gal, 2018).

Weisstein, Monroe and Kinney (2013) have researched framing and the dynamic
pricing technique, which refers to a seller's practice of adopting different prices for the
same product depending on the buyer. Sellers mainly use this methodology to sell
perishable goods, such as in the hospitality and travel domains, but it is also becoming

common in the opposite field in online retailing.
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Given the facility to find data nowadays, it is easier for consumers who are
disadvantaged by this technique to receive, for example, via social networks some
feedback on others' post-purchase experience, thus making the comparison easier.

In this case, framing becomes useful to increase the perception of price equity, trust
and the desire to buy again in these buyers. The two versions of frames should make
transactions as less similar and comparable as possible (Weisstein, Monroe & Kinney,

2013).

IV - Framing and Loss Aversion

As seen in the first chapter, linked to the framing effect there is the loss aversion. It too
is part of marketing strategies that every human being can find in its daily life.

Marketers exploit this psychological trend by pretending that some deal or some
product is about to end. For example, using sentences like "Last day of offers", "Only
two left in the stock! Order now", "Don't miss out this deal". Alternatively, or in
addition, they point out that an offer or a mega discount has a set duration. For instance,
they frame the message like this: "70% off! Only for today!". Usually, when it comes to
online offers, advertisers include a timer that marks the offer's expiry. In the offline
context, this happens by indicating the day or time when the discount will end. This

time indicator serves to elicit loss aversion (Rosenfeld et al., 2018).

The urgency that these messages create unleashes in the human mind the mechanisms
of the psychological phenomenon just mentioned. The fear of losing something (in this
case an opportunity to save) pushes us to take immediate action, for example by
making us add the product to the cart if we are online or buy it physically if we are in

the supermarket (Rosenfeld et al., 2018).

To use loss aversion efficiently, a company must first emphasize that loss is inevitable
unless the required action occurs.

Then it has to create a sense of ownership of the product or service in the customer
(Ariely et al,, 2014). As a demonstration of its importance, the personal experience of

Davide Recchia, an Italian copywriter specialized in direct response marketing, is
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useful. He has seen how the statement "If you do one thing you get 100 euros more"
usually works more than "If you don't do something you lose 100 euros". (Recchia,
2020). The explanation lies in one of the consequences of loss aversion: the status quo
bias related to the ownership effect explained in the first chapter. In the second version
of the message people, unconsciously, due to the way the sentence is structured,
imagine themselves as possessors of those 100 euros, which increases their attachment
to them, more than in the first version.

Finally, the customer needs to put time and effort into the item the seller wants him to
value.

An example applied to a company which deals with tracking corporate expenses
through an app is: "Every day, you're spending money for your business. Every day that

you don't track your expenses, you're losing tax benefits." (Ariely et al,, 2014).

However, those who frame the message to arouse loss aversion must pay attention to
the frequency with which they undertake this technique. Novemsky and Kahneman
(2005) underline that only in the case in which there is a real perception of loss the
phenomenon described here is triggered (Novemsky & Kahneman, 2005). When
consumers deal with "last offer" messages with exaggerated frequency, they no longer
believe that it is real, and the mechanism that leads them to try avoiding a loss is not
triggered.

There are four marketing strategies that take advantage of loss aversion that work
most effectively.

In online sales, one technique is to send an email reminding the possible customer that
he still has goods in his cart. The mere fact that an item is present in the cart could have
triggered the endowment effect discussed in the first chapter; therefore, the asset in
question takes on a greater value than the others as it is considered partially owned.
The only thing missing is a final push that can lead to deciding to buy.

By describing in the email what are the things that a person is missing out by not
purchasing the product, the probability of the purchase will increase (Elias, 2018).

A second technique is structuring the message so that it is genuinely believable that the
offer is limited time and make it that way. The frame must focus on the pain of missing

the opportunity (Elias, 2018).
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Another way regards the technique of conveying that there is a shortage of the product,
but without necessarily creating urgency. So simply pointing out that a product or
service is limited in quantity (Elias, 2018).

An example of this technique is given by Seth Godin's book "What does it sound like
when you change your mind". The product had 800 pages and cost $400. Through
proper communication, the author conveyed that the book was in limited quantities,
valuable and worth it, thus managing to sell many copies in a few days (Elias, 2018).
The fourth strategy is linked to a phenomenon explained by Carmon, Wertenbroch and
Zeelenberg (2003) according to which just imagining making a choice creates an
attachment to it. The latter can be created by assessing the advantages of a choice,
anticipating the experience of consumption, or exposing to the features of the possible
options. When consumers can visualize, recall, simulate, and foresee the utilization
experience during the consideration of the possible alternatives of choices, tend to
bond to it (Wertenbroch et. al, 2003).

Marketers, then, should find a way to spark the imagination of the possible choice, so
that they see it as an improvement on their current condition. Thus, when presented
with the call to action, they will be more likely to answer in affirmatively, because they

feltinto loss aversion phenomenon for the mere fact of having imagined a better future.

V - Framing campaigns in real life companies

An American advertisement for a large SUV of the Ford model F-150 V6 appeared in
two versions, both to highlight the low fuel consumption. In the first, advertisers
framed this fact by describing that a user can save 1 gallon of gasoline every 22 miles,
written as "22 MPG combined fuel economy".

The problem is that by describing this saving in this way, the consumers associate it
with the most used cars according to them and to which they are most accustomed,
that is, small or medium-sized cars and SUVs, instead of with the right product
category. Compared to these categories, savings are relatively low, and therefore

advertising becomes inefficient.
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Instead, by shifting the comparison to the right category and describing the product as
the best in its class in fuel economy, advertising makes the product seem the right

choice to make (Finkle, 2019).

In 2001 Apple launched its mp3 model called iPod, which was a huge success. This
product was the turning point in our way of listening to music, which became pocket-
sized. Apple wasn't the first to launch such products, but it was the company that did it
best.

In 1997 Dell tried the launch of an mp3 type which did not succeed as hoped, pushing
the company to eliminate its production with the consequent market withdrawal of the
product.

The difference between these companies is the effectiveness of the communication
used to promote the product in question. Dell described its message, emphasizing their
prowess at making computers and tech devices easy to use, thereby trying to get
consumers to buy a new kind.

On the other side, Apple described the same type of object emphasizing first of all the
desire to change the status quo "thinking differently"”, by creating a beautiful, easy to
use and user-friendly product. Then adding "And we happen to make great computers"
in the promotional message, as reported by Sinek (2001, p.45).

Both messages describe the company's ability to make computers, but in Dell's
communication, this skill is the central part, in Apple, its description is only an
accessory thing; here the focus is on the fact of pushing the customer to identify and
feel part of the company. The simple difference is that the iPod company demonstrates
that it wants to do business with and for people who believe in what they do, as

opposed to merely selling a product to those who need it (Sinek, 2009).

The author assumes that the low success of the platform TiVo is due to its
communication. TiVo is a digital video recorder developed and marketed by Xperia and
introduced in 1999. To promote it they broadcast a message structured like "We have
a product that pauses the TV, avoids ads, rewinds live TV, memorizes your television

habits without even asking. " The format is similar to that used by Dell.
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Sinek assumed that if the product were advertised using the following statement: "If
you are the kind of person who likes to be in total control of every aspect of your life,
we have a product for you" and then moving on to the description of the features, it
would have been more successful.

The author suggests that communicating first "why", then "how" and finally "what" of
a product is more efficient than starting from the "what". The explanation lies in the

fact that "people don't buy what you do, they buy why you do it" (Sinek, 2009).

VI - Implementing a framing strategy

1. Preliminary considerations

There is no single and effective framing strategy for every company, as it depends a lot
on the type of product it proposes and its target. More precisely, the needs and
attitudes of the segment in question matter. Therefore, each company has to analyze
these two variables and try to identify the best framing mix. By trying and testing
various options, marketers will be able to find the optimal framing solution that best

suits their objectives, even if they fail initially.

However, everything must start from an initial analysis of the target to understand
what the levers are, desires and needs, even unexpressed, that guide them in making
decisions. It will then be possible to find the best way to persuade them, which is very
different from manipulating them. Manipulating takes on a negative meaning as it is
synonymous with cheating. Persuading, on the other hand, allows the company to make
its point of view understood through dialogue and reasoning with who is the recipient
of the communication. “To emerge, you need to be able to listen, accompany and

understand the consumer, but above all talk to him” (Leandro, 2020).
In addition to considering the target in implementing an optimal message framing

strategy, another factor to consider is the level of awareness of the product in which it

stands.
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The awareness ladder, composed of six steps, provides information about where the
desired segment is in the buying process. In step 0 called "No Problem", prospects do
not feel a need, so marketers have to find the right way to understand that there is a
problem.

Moving to the next step, people are aware of the problem but do not know the solutions.
In this phase, a useful strategy is to try to represent the perceived problems.

Step two is characterized by possible solutions knowledge, but the target is not aware
that the company can solve the problem. Whoever creates the message should focus on
highlighting the business's solutions to the specific issues.

At point three, advertisers should point out the potential benefits of the proposed
product in solving the problem, since the target is not aware of it.

At the next point, although consumers know the benefits of the item offered, they still
have some hesitation. In this case, the goal is to show how their life could change for
the better with the company's solution.

Finally, there is the last step, that is the final purchase (Hunt, 2011).

While a company analyzes its target, it is also important to frame its mission statement.
This sentence has to be short, powerful, and it has to go to the point to represent the
company's reason for being. This paper becomes useful to communicate value to the
customer using the right words. The important thing is then to be consistent with what
is declared.
Some statements from famous companies which are, for example:

e Facebook's mission is to empower people to share and make the world more

open and connected.
e Google's mission is to organize the world's information and make it

universally accessible and useful (Webb, 2016).

2. Strategy implementation

Some commercial texts that need an included title, this element must be as catchy as

possible, especially if it is about online writing that people access through that header.
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It is advisable to include consumers' problems in the title to increase the interest
achievable.

In addition, some standardized formulas generally work since their frame activates
other cognitive biases.

One example is "How to do A without B". Usually, action A is something a person wants,
while activity B usually requires effort. For instance, "How to lose weight without doing
sports”. Another variation could be "How to lose weight by eating the things you like
most".

Another title type is: "If you are A, then B can solve your problem". The application of
this message could be: "If you are a student, this study method can boost your academic
achievement." In this case, the first part of the sentence leads the recipient to identify
himself, and the second one leverages his pain, emphasizing that the product can lead
to the solution (Recchia, 2020).

The title "Who else wants to" followed by a positive outcome caused by the product
elicits the bandwagon effect (Recchia, 2020). A person is subject to it when he adopts
ideas, customs, and behaviours just because other people behave similarly. This effect
arises from people's tendency to align their actions and thoughts with those of a group

(Investopedia, 2019).

In the subsequent phase in searching the best framing approach, a company must take
into account what can be the object of the different message structure. One can divide
the most used possible frames into five broad categories, of which the various possible
reactions need consideration.

First of all, the first two are gain and loss frames, widely discussed above. Then we have
the goal frames which can be normative, hedonic and gain ones, as stated in the first
chapter. Besides, there is the value frame, that is the technique of underlining or
referencing something that has value for its recipient. People react more if the
information is about things that they consider important. In the end, there is the
temporal frame, which connects to the fact that individual’s value more instant gains.
They will prefer to have an immediate small reward rather than a larger one delayed
over time. By trying various mixes of these five types, a marketer can find the best

solution depending on their target audience (Finkle, 2019).
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CHAPTER 3 - HOW EMOTIONS IMPACT ON DECISION-
MAKING PROCESSES

I - Introduction

Over time, experts have attributed many meanings to emotions. Cabanac (2002)
reported that there are 92 different definitions of emotions. He cited (Larousse
Dictionary, 1990) which defined it as "sudden trouble, transient agitation caused by an
acute experience of fear, surprise, joy, etc.". While (Oxford English Dictionary, 1987)
stated that emotion is a "mental feeling or affection (e.g. pain, desire, hope, etc.) as
distinct from cognition or volitions" (Cabanac, 2002).

Emotions are also definable as changes in the body and brain states in reacting to
different stimuli (Damasio, 1994).

In general, those who defined them did so by referring to them as a state of mind and
then making a list of what they are (Cabanac, 2002). In the vastness of all possible
emotions, researchers identified six of them defined as basics: anger, fear, sadness,
happiness, disgust, and surprise (Robbins & Judge, 2013). They have a common
feature; namely, their expressions are the same across cultures. Each of these basic
emotions activates a subset of different feelings and tendencies that lead those
experiencing that emotion to react and respond to stimuli following the same pattern.
Consequently, the body's reactions, cognitive, and those related to the decision-making

process to these basic emotions are the same for all humans (Ekaman, 1992).

Plutchik (2001) explains the complexity of emotions with a model called "The Emotion
Wheel". Similar to the researchers who have identified six basic emotions, this
psychologist has identified eight divided into four pairs that represent opposites:

1. Happiness - Sadness

2. Trust - Disgust

3. Anger - Disgust

4. Surprise - Anticipation

Plutchik arranged these emotions as in Figure 4 in the centre of the petal of which itis

part. The other two parts of each petal represent an emotion related to the central one
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but vary in intensity. At the centre of the flower, there are variants of the principal
emotion that are more intense, while in the end there are those less intense. Each
emotion has its opposite feeling in the opposite petal. By combining the primary
emotions, the result is secondary emotions. For example, by combining trust and joy,
love is born. In the drawing, each secondary emotion is placed between the two
primary ones that compose it (Plutchik, 2001). Then the psychologist added colours to
the model to show how, just like colours, each emotion can have different shades
(Plutchik, 2001).

optimism O love

¥ anticipation

submission

vigilance

terror

remorse disapproval

Figure 4 Plutchik’ Emotions Wheel
(https://www.mandala.click/2018/06/02/mandalaemozioniplutchik/)
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As a matter of simplification, researchers categorize emotions according to two
criteria: positivity or negativity. In practice, they are evaluated on a valence scale with
two extremes that, in addition to the positive and negative terms, can include similar
labels. Some examples of different extreme categories are: helpful versus harmful or

pleasurable against painful (Pfister and Bohm, 2008).

Emotions define the people’s emotional state. There are also two other terms to
consider describing a person's emotional state besides emotions: moods and affect.
Emotions and the other two terms used are strictly interrelated. The term affect
describes the general feeling state that one person experiences, including emotions and
moods. "Emotions are intense feelings directed at someone or something. Moods are
less intense feelings than emotions and often (though not always) arise without a
specific event acting as a stimulus” (Robbins & Judge, 2013, p.98).

Some characterizing factors distinguish the last two defined phenomena.

e C(Cause: emotions are caused by specific events, while the mood's reasons are
generic and unsure.

e Duration: The emotions' duration is generally short (seconds or minutes),
while the moods can last even hours or days.

e Specificity: Emotions are usually specific and various. The mood can be
either positive or negative.

e Expressivity: emotions, unlike moods, are usually expressed through a facial
reaction.

e Nature: The nature of emotions is action-oriented; that of moods is cognitive

(Robbins & Judge, 2013).

By connecting the three elements just described together, we can say that affect is a
mood dimension that consists of emotions. The affect can be high/low positive or
high/low negative. The high positive affect will include excitement and happiness;
while in the low one, there are, for example, boredom and tiredness. There are anxiety
and nervousness in the high negative affect; in the low part, we find instead, for

instance, relaxation and tranquillity (Robbins & Judge, 2013).
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Some factors can influence moods, emotions and consequently also the general affect.
First, a person's personality can lead them to experience certain emotions or moods
more frequently (Robbins & Judge, 2013).

The level of stress also influences the emotional state of individuals, tending to worsen
it. Another negative factor is the low quantity and quality of sleep. Active social
activities and physical activity, on the other side, increase the quality of the affective
state (Robbins & Judge, 2013).

In the end, demographic factors such as age and gender are also indicators of a different
attitude towards mood and emotions. Women experience more of those who are
positive than men. Over time, older people can better control negative emotions, so
they experience them less or less intensely than younger people (Robbins & Judge,

2013).

The brain involved in the management of emotions is that of the limbic system in which
there are structures (Dalgleish, 2004) such as the amygdala that choose which external
information has an emotional significance and produce emotions (Ledoux, 1995). Then
we find the hypothalamus that drives the physical response to emotions (Armony,
2013) and another element is the hippocampus responsible for memory (Fischer et al.,

2002).

Emotions and, more generally, the emotional state can cause modifications in
cognition, judgment, experience, behaviour and physiology (Lench, Flores & Bench,
2011). Consequently, as some of these areas are part of the making-decisions

processes, the latter is influenced too by them.

IT - Models of emotions’ impact on decision making processes

Rational models don't take into consideration emotions as predictors of decision-
making processes. In reality, however, as demonstrated by various studies, the

emotional state has a strong impact when a subject is evaluating alternatives to choose
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from. Consequently, over time, new models and studies aimed to capture the role of
emotions in decision-making constructs.

Here are some of the most significant theories published on this topic.

1. Loewenstein-Lerner model of emotions classification

Lerner and Loewenstein (2003) categorized emotions that can occur during decision
making into two divisions: anticipated emotions and immediate ones.

The first category refers to the expected emotions that a decision arouses. It is about
anticipating what moods will be associated with the possible gains or losses that a
choice will create.

For example, a person who is considering whether to transfer some of its savings into
risky high-tech stock funds will consider what are the possible emotional scenarios
that this choice will entail, one of which could be the regret if the investment fails
(Lerner & Loewenstein 2003). Furthermore, those who are thinking of joining a weight
loss program will think about the positive emotions that success will give and the

negative ones that would exist in the opposite case (Mellers & McGraw, 2001).

The problem of basing one's decision analysis on anticipated emotions is due to two
factors. First, by deciding this way, people don't consider other different factors, which
could prove crucial.

Secondly, due to some cognitive errors, individuals usually fail to make exact
predictions of their emotional state when faced with the choice's outcomes (Han &
Lerner, 2010).

These cognitive errors are of three types. Firstly, decision-makers will tend to compare
possible outcomes with what could have happened rather than their current situation.
A particular example comes by a trend seen in the 1992 Olympic winners. Those who
achieved the third position seemed happier on average than those who got second. The
latter compared the outcome achieved to the failure to reach first place, while the
others thought mainly about the pleasure of not having missed the opportunity to take

a medal.
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Secondly, decision-makers tend to have an emotional reaction, not for the absolute
consequences of the decision, but the relative ones.

Finally, people tend to evaluate decisions differently, depending on the delay of their
outcomes over time. These kinds of choices, called intertemporal choices, lead to two
processes in people's minds which have an important impact on anticipated emotions:

hyperbolic discounting and affective forecasting (Lerner & Loewenstein 2003).

Hyperbolic discounting leads people to prefer smaller rewards, which they receive
early, over more considerable outcomes for which they have to wait longer.

People discount alternatives which have delayed outcomes, to reflect the differential
importance from the immediate ones. Classical theories have hypothesized that this
happens according to a fixed discount factor to discount the delay's dimension.

These theories contrast with the trend that sees many individuals choosing $100 in the
actual moment over $110 the next day and far fewer preferring $100 in 30 days to $110
in 31 days. So even if the sum is the same, people are more willing to wait an extra day
for alternatives far in time.

The hyperbolic theory includes a second discount factor reflecting the reduced value
relative to when the delay happens to solve the incongruence just mentioned.
(Loewenstein & Donoghue, 2002).

Affective forecasting refers to the predictions that individuals have about their future
emotional state, such judgments have often proved inaccurate. People tend not to
correctly predict what impact future events will have on their affect. As a side effect,
they may put too much energy into something they overestimated the positive
emotions (Lerner & Loewenstein 2003).

Two components build the affective forecasting: the emotional valence predictions,
which can be positive or negative, and the specific emotions felt jointly with their
duration and intensity (Lerner & Loewenstein 2003).

The most significant difficulty for individuals is to forecast the intensity and duration
of future emotional reactions accurately. For example, there may be an
underestimation when a person who has a bad mood imagines that he has the
opposite one. More frequent is the tendency to overestimate, defined by researchers

as impact bias (Lerner & Loewenstein 2003).
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There are two reasons for this bias: focalism and ignorance of sense-making.

The first is about the tendency to overestimate the number of thoughts attributed to
an eventin the future. On the other side, sense-making ignorance refers to the decision-
makers' failure in making sense of unforeseen events when they occur (Wilson &

Gilbert, 2005).

The second category, immediate emotions, refers to the real feelings a person
experiences in decision-making processes. Besides cognitive components, this
typology also includes somatic ones, i.e., changes in facial expressions or the automatic

nervous system (Han & Lerner, 2010).

The type of emotions here analyzed have two types of inputs: anticipatory influences
and incidental ones.

Anticipatory influences give rise to integral emotions that emerge when a subject
considers the consequences of the decision. Although they derive from the same action
that arouses the expected emotions, they are different for certain factors.

The main difference lies in the fact that the emotions described here are experienced
by the subjects, while the expected ones result from their imagination.

Moreover, integral emotions are not sensitive to probabilities as is the other type.
Then, these emotions are susceptible to timing and vividness to possible rewards or
losses from an action. The more an event approaches and its vividness increases, the
more the real emotions felt by people increase in intensity when imagining it (Keltner
& Lerner, 2010).

The second input factor is about the incidental influences that concern all those
variables that have no connection with the decision itself, but which in any case have

the power to impact it by changing its course (Lerner & Loewenstein, 2003).

The effects of immediate emotions on the process analyzed here are two. On the one
hand, they directly affect the actions relatively to the type of emotions experienced and
the value the decision-maker attributes to choices. This indicator will lead people to

have more optimistic attitudes if his affect is positive and vice versa if it is negative.
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The higher the intensity of an emotion, the harder it becomes for the individual to
overcome the influence of them, letting them take control.

The second type of consequences is indirect as it affects three structural factors of the
decision-making process. These three elements are: the quality and intensity of the
procedure, the informational research, and the forecasting of consequences (Lerner &

Loewenstein, 2003).

2. The Somatic Marker Hypothesis

Damasio in 1991 proposed a theory called "The Somatic Marker Hypothesis (SMH)"
which hypothesizes how emotional processes may influence decision making.

People feel emotions when they respond to various stimuli that lead to reactions on
both the brain and body level. Basically, the brain transforms physiological changes,
such as differences in heartbeats, into emotions. These physiological changes are
definable as somatic markers.

Over time, these changes and, consequently, the unleashed emotions lead to an
association between them and specific situations in which they occurred. Identifying
somatic markers leads individuals to recall events and situations in which they have
previously occurred. This fact affects their behaviour, so it can also direct to different
choices when decisions-making processes arise. Decision-makers, depending on
whether the markers lead to positive or negative associations, will avoid or move
towards a particular alternative.

Responses to somatic markers occur in two ways, due to two different mental
connections.

The first, called the "body loop", creates emotions from associations with specific
changes in the body's reactions. For example, seeing a dangerous object associated
with sensations of fear will lead a subject to have the bodily responses that this emotion
creates, thus causing it.

The second one, defined as "as-if body loop, " does not require physiological triggers to
elicit emotions, but this action occurs simply through the feeling's mental image. Unlike
the situation described above, just imagining being in front of a fearful object triggers

fear because the mind anticipates the expected body's physiological responses. This
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anticipation of the body's reactions is useful in making decisions because it pushes an
individual to respond to stimuli more quickly without needing an event to happen
(Damasio, 1994).

The recognition of these somatic markers, therefore, proves useful in circumstances of
uncertainty and complexity. The moment the human brain identifies one of them, it can
recognize the situation and make emotional associations, leading to rapid reactions

and responses (Dunn et al.,, 2016).

3. Affect Integrated Model of Decision-making (AIMD)

The Affect Integrated Model of Decision-making (AIMD), showed in Figure 5 and
proposed by Lerner et al. (2014), is a summary decision-making model that considers
both rationals ones and those concening emotions, including that of Lowenstein and

Lerner and that of Damasio just described.
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Figure 5 The Affect Integrated Model of Decision-making (AIMD) (Lerner et al,, 2014)

Some assumptions characterize the model:
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1. The choice between given options is one-time.
2. The model does not consider any emotions felt after the selection.

3. The model doesn't explain the reflexive behaviour (Lerner et al., 2014).

The solid lines (A, B, C, D) in AIDM represent the rational models of decision making,
namely the Discounted Utility Model and Expected Utility Model, which are normative
and represent conscious valuation. In the same category, we find the non-normative
models that give rise to non-conscious evaluation, specifically prospect theory and
choice heuristics with the related biases.

The union of these models can be summarized as follows: when faced with a decision,
decision-makers choose by evaluating the options' utility. On the one hand, this factor
receives influences by the alternatives' characteristics, such as their success
probability and their time delay. On the other hand, there are the peculiarities of the
individual's personality, such as his attitude to risk, his personality or his time

preferences (Lerner et al., 2014).

Together these factors lead the decision-maker to make a decision that will have an
expected outcome. Here emotions are introduced; the subjects will evaluate the
expected utility of the result of choice, considering the possible emotional response to
it (i.e., expected emotions), following also the tendency theorized in the Somatic
Marker Response by Damasio.

This variable's introduction leads to a departure from rational models; preferences are

no longer considered stable but constructed (Lerner et al., 2014).

In addition to expected emotions, as previously seen in Lerner and Loewenstein
classification, the model also includes the current feelings that individuals experience
together when they carry out a decision-making process.

As sources that impact on current emotions, we find again the decision-maker's
characteristics and those of the options present. In this part of the model, their effect is
represented by lines B 'and C'. Besides, the predicted emotions (represented in the

model by line F) influence the current ones. In the end, line G' represents that
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contemplating the decision can cause frustration, especially when the alternatives are
similar, leading to a greater choice difficulty.

Line H represents the impact that the incidental influences have on felt emotions, which
could be given by moods, whether or carryover effects.

Current emotions influence results assessment as represented by line G. More
specifically, they condition the type of processing used, the prioritization of
information useful for the decision and the predominant motivational aims in the final
choice. The line I shows that these kinds of emotions impact on expected outcomes

(Lerner et al., 2014).

Lerner and his colleagues have provided an example useful in explaining the model:
“Imagine that someone experiencing sadness due to the death of her cat is offered an
intertemporal choice: she can receive $50 now or receive $100 in 1 month. As noted
above, her decision could be affected by personal characteristics, such as her own
discount rate; if she has a high discount rate, she would be less likely to choose the
delayed amount (Line B). In accordance with ATF, the woman’s sadness, though
incidental to the decision (Line H), would increase her motivation to attain rewards
immediately, even at the expense of longer-term gains (Line G). However, the
anticipatory influences of expected positive outcomes might mitigate the woman'’s
sadness by triggering a positive feeling in the future, such as excitement over the
prospect of receiving money either way (Line F). Conversely, current sadness might
also temper such expectations, making both outcomes seem less rewarding (Line I).
Finally, frustration about waiting for a time-delayed reward (Line C') and anxiety about
the size of the discrepancy between the rewards (Line G') may further color her current
emotions. The ultimate decision will be predicted by the combination of her sadness-
modified discount rate, her monetary goals, and how she values the potential rewards

(Line ]J).” (Lerner et al,, 2014, p.45)

4. Pfister and B6hm’s classification of emotions’role in decision making

According to Pfister and Béhm (2008), emotions have four functions in guiding people

in choosing between alternative options.
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The first role is to provide information. Positive or negative emotions create different
informational factors when a person faces a decision. They provide information on the
pleasure or pain associated with the choices; thus, impacting the preference
construction process.

The second is to improve the speed. In certain situations, especially if dangerous,
emotions push decision-makers to make choices more quickly.

Third, emotions are useful for people to evaluate the relevance of a decision. Through
feelings, people can perceive what the relevant elements in the process of choosing
between various alternatives are.

Finally, certain emotions lead to making the best decision for oneself or the one

definable as optimal in others' interest (Pfister and Boéhm, 2008).

III - Basic emotions and their impact on decision making processes

As mentioned before, there are six basic emotions: anger, disgust, fear, happiness,
sadness and surprise. Each of them acts differently on decision-making processes, and

in the next section the analysis is going to focus on the first five of them.

1. Anger

Anger is an emotion that occurs when people respond to a provocation, be it real or
perceived. This reaction is powerful and uncomfortable and usually results when a
person experiences frustration, fear or pain (Mental Help.net, 2021).

Depending on its management, it can become a positive or negative force.

In the first case, anger can help people make decisions, resolve conflicts or problems,
and be a self-defence mechanism. When not correctly controlled, this feeling leads
individuals to have emotional problems and issues in relationships with others
(Videbeck, 2011).

When a person feels angry, its body reacts by increasing its heart rate, blood pressure,
and breathing (Yadav, 2017). His face takes on an expression that suggests that the
person is willing to fight and the flow of blood moves into the hands to make them

ready to act (Ekman, 1999).
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Anger acts on the decision-making process differently than would be expected due to
its belonging to the category of negative affect. Theoretically, this category's emotions
should lead to pessimistic expectations, unlikely those causing positive moods that
should trigger optimistic ones.

Instead, even if anger falls within the range of negative emotions, it has some common
characteristics with happiness, which belongs to the opposite category. For example, it

increases confidence and the perception of power (Bazerman & Moore, 2009).

Lerner and Tiedens (2006) fount that anger acts on some sub-categories of the
decision-making process and the judgment mechanisms.

In the domain of perception of risk, an angry person is more likely to be a risk-seeker.
In addition, those in this emotional state have more optimistic perceptions than those
experiencing other emotions in future life events or terrorism.

The emotion studied here also affects the depth of processing. More precisely, the
angry person more easily falls into heuristics processes which, for example, lead to
stereotyped judgments. Also, those who are angry activate more punitive attributions
by exaggerating their perception of other individuals' guilt.

Relative to this last effect, such subjects tend to attribute the blame for an event to other
people by minimizing their involvement.

Another impacted field is attention. The person pays less attention and tends to rely on
superficial cues rather than accurately evaluate the quality of the arguments.
Furthermore, individuals in this emotional condition give greater attention and
importance to topics related to the emotion described here.

Finally, in relating to others, anger pushes individuals to feel more of belonging to a
group, and consequently, this fact increases the tendency to take action towards
external members. The angry person hardly associates positive traits with those
outside their target group.

Also, anger decreases the level of trust that subjects have in other people (Lerner &

Tiedens, 2006).

2. Disgust
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Disgust triggers feelings of aversion and reluctance towards the object or situation that
creates it (Rozin, Haidt, & McCauley, 2000).

Disgusted people have physical responses such as nausea, vomiting, sweating, and
lowering of blood pressure. The reaction is instinctive and is aroused by specific
smells, tastes and visions. Not only that, but this emotion is also expressible towards
ideas, behaviours and people (Rozin, Lowery & Ebert, 1994).

Disgust is mainly associated with a repulsion of an unpleasant food even if it is not only
experienced in this context. In fact, the general facial expression that creates this
emotion simulates the gesture of spitting or touching the nose to cover an unpleasant

smell (Ekman, 1999).

The natural reaction to disgust is to avoid the object or situation that causes that
emotion. This action can occur through the expulsion or removal of the thing in
question, the distancing from it or by changing attention to something else (Rozin et al,
1999).

Consequently, in the context of decisions, individuals will tend to move away from
alternatives that somehow disgust them.

This attitude also manifests itself when the decision's alternatives are not those that
lead to the emotion described here. Indeed, those who are in an emotional state of
disgust due to external contexts will tend to be less conservative and want to move
away from the alternatives of the decision they have to make (Bazerman & Moore,

2009).

An experiment conducted by Lerner et al. (2004) demonstrated this propensity.

Half of the participants (sellers) owned an object hypothetically and had to decide
whether to sell it and at what price. The other half (potential buyers) did not own the
item in question and choose between receiving it or getting a sum of money in return.
In the first phase, the experiment aimed to induce disgust in the participants through a
video that showed the use of an unsanitary toilet. The second phase had the goal of
analysing whether the induction of this emotion would affect the choice that the

experiment subjects had to make.
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The results showed that after the video, people in the first group created the desire to
move away from the things they owned, while in the other group, there was a tendency
to avoid buying new objects. Indeed, the sellers' willingness to sell was higher as they
were willing to sell the items at a lower price to getrid of them. Jointly, potential buyers

have lowered the price of their willingness to pay (Lerner et al., 2004).

3. Fear

Fear is an emotion that occurs when a person feels a sense of threat or danger.
A frightened person suddenly opens his eyes to increase his vision, and his face turns
pale. The body prepares for the act of running away with the blood that creates more

influx in the legs (Ekman, 1999; Lerner & Keltner, 2001).

Regarding the scope of decisions, a frightened person will make less risky decisions, as
this emotion leads to risk aversion behavior. Furthermore, these people are more
pessimistic in judging the future (Lerner & Keltner, 2001).

This emotion distorts the perception of certainty and control that are lowered, leading
the person to perceive negative events as dependent on the situation in which they

occur and not predictable (Lerner & Keltner, 2001).

4. Happiness

The definition of happiness has many facets; usually, it refers to two different contexts
that differ in this emotional state's duration.

In the first case, happiness is understood as a sense of general satisfaction that a person
has in his life (Ghram, 2014). The second refers to an emotion felt at a precise moment
linked to feelings like joy or pleasure.

Those who feel happy find on their face the expression of a sincere smile that manifests
itself with a spontaneous contraction of the eye orbicularis muscle. The rest of the body

feels a sensation of relaxation. (Ekman, 1999).
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A happy person is in a positive mood and he inclines to be risk-averse by choosing the
options with lower risk (Mogilner, Aaker & Kamvar, 2011). In addition, he or she tends
to decrease the time he takes to choose (Meghana & Rinju, 2011).

Happiness induces people to be more confident about positive events happening,
tending to focus little on immediate problems (Mogilner, Aaker & Kamvar, 2011).
Moreover, this emotion influences in a positive way people and objects evaluation as
well as pushing towards healthier alternatives both in personal and working life

(Mogilner, Aaker & Kamvar, 2011).

5. Sadness

Sadness is one of the negative emotions and definable as psychological pain. It is
associated with or characterized by feelings such as "loneliness, distress, depression,
anxiety, grief and anguish."(Arias et al., 2020, p.1)

In the context of triggered behaviours, this emotion leads people to isolate themselves
socially, aspire to lower rewards and have a slower gait.

The face responds to the emotion studied here by raising the inner eyebrows, relaxing
the jaw, and lowering the mouth's corners. The body instead collapses, and the walking
slows down (Arias et al., 2020). Sadness is expressible through the act of crying

(Jellesma & Vingerhoets, 2012).

In the decision-making domain, the emotion described here can impact economic
decisions.

In the same experiment explained in the section dedicated to disgust and conducted by
Levin et al. (2004), experimenters also tried to see the effects of sadness on attachment
to an object.

To arouse the desired emotion, they used a video from the movie The Champ showing
the protagonist's mentor's death.

As areaction to this emotion evoked in them, the sellers decreased the price demanded
to sell, while the potential buyers increased their willingness to buy.

This experiment is congruent with a natural approach to sadness that the human being

has. This emotion leads to focus on the self, devaluing it and overthinking. The last
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actions trigger the desire to enhance the self and motivate people to change. This fact
increases the tendency to give more value to the goods the subject could purchase
(Cryder, Lerner, Gross, & Dahl, 2007).

In the risk attitude domain, the sad individual chooses alternatives with high-risk and

high reward (Loewenstein, Weber, Hsee, & Welch, 2001; Raghunathan & Pham, 1999).

6. How to induce basic emotions

Over time, numerous researchers have studied emotions in their various fields of
application. In succeeding in this purpose, it was very often necessary to induce them,
especially in experiments conducted in laboratories.

The aim is not always to trigger a specific emotion but a general emotional state that

can be either positive or negative.

Some of the methods adopted in inducing emotions or emotional states are videos,
images, autobiographical recall, music, imaginary and situational procedures.

The combination of these tools leads to a more effective result in eliciting the desired
effect.

Here there is a list of how researchers use these tools to carry out experimental
research. The same methodologies can be used in various other contexts, for example,

in marketing, as we will see in the next chapter.

e Video: Through an experiment, Gross and Levenson (1995) have identified
a series of clips taken from various films that have proved most useful in
inducing basic emotions. Such multimedia contents have been repurposed
in various other experiments as the scene from The Champ was used, as
explained above, to generate sadness in Levin's (2004) study.

Basically, in the video clips indicated by Gross, each situation provided that
the protagonist was in a situation when he felt the specific emotion that he

wanted to arouse in the experiment's participants.
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Therefore, researchers aim to push impersonification and consequently
empathy, eliciting thus the same emotion in those who undergo the
experiments.

Images: For experimental purposes, the researchers use a series of
photographs provided by the International Affective Picture System (IAPS).
The latter, created by the University of Florida, is a set of standardized
coloured images which evoke emotions and are internationally accessible
(Lang et al., 2008). The same principle of impersonification is applicable
here.

Music: Following the same principle as the IAPS, applying it to sounds, the
University of Florida has developed International Affective Digital Sounds
(IADS). The latter collects a series of standardized sound stimuli that allow
triggering emotions internationally recognized and accessible (Bradley &
Lang, 2007).

Autobiographical recall: This technique requires the experimenter to ask
people undergoing the study to imagine situations where they experienced
a specific emotion or felt a certain way (Siedlecka & Denson, 2019).
Imagery: Imagery is similar to autobiographical recall but does not
contemplate that the situation to be imagined is necessarily part of the

person's experience (Siedlecka & Denson, 2019).
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CHAPTER 4 - EMOTIONAL MARKETING

I- INTRODUCTION

Emotional marketing is a technique that experts in this sector use in advertising
campaigns, branding, and, more generally, in the customer's experience with the
product or service.

It is based on the use of tools and tactics that affect people's unconsciousness in their
emotional sphere, which plays a fundamental role in purchasing decisions. Indeed, the
purpose of this approach is to create a unique and memorable experience for the
customer that exceeds their expectations while anticipating and satisfying their
unconscious desires (Schmitt, 1999).

It works because, as seen in the previous chapters, the human being makes decisions
not only based on the rational cognitive process but above all, on the unconscious one.
Therefore, the purpose of the tool discussed here is to stimulate areas of the brain that
are not guided by rationality so that the consumer relies on them and thus arouse new
unforgettable emotional experiences or associations with pleasant past situations. In

both cases, the desired result is to push the person to buy (Gallucci, 2005).

This principle, therefore, also applies to decisions relating to the purchase of a product
or service. According to Zaltman (2003), people make 95% of their purchases
unconsciously. Indeed, as reported in Figure 6, the conscious partis represented by the
top of the pyramid. Generally, people think they are aware of their reasons for buying.
In reality, they are simply looking for rational reasons to justify what they took

by following the opposite mental process (Zaltman, 2003).
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THE MIND OF THE MARKET

Consumers Marketers
Conscious Processes

Unconscious

Figure 6 The Mind of Market
(https://media.imaxws.com/912/howcustomersthink.pdf)

Ruys and Stapel (2008) demonstrated the influence of emotions in choices, especially
those triggered subliminally.

As a matter of fact, this study aimed to refute the belief that emotions cannot be evoked
on an unconscious level. The reason for this belief lies in the assumption that it is
precisely the awareness of an emotion that creates it.

To demonstrate this, they subjected 100 students from the University of Tilburg to a
sequence of visual stimuli in the form of flashes of light. The aim of the experiment
declared to the volunteers was to indicate on which part of the screen the light
appeared. In truth, the experimenters showed them pictures for fractions of a second,
intending to trigger emotional responses. Eventually, the subjects had to fill in a
sequence of words. Those who received positive emotional stimuli favored words that
expressed the corresponding type of emotion. The same was true for those who had
received negative emotion elicitation, leading them to choose terms related to the

stimulus received (Ruys & Stapel, 2008).

In Donald Clane's words, "The essential difference between emotion and reason is that
emotion leads to action while reason leads to conclusions” (Clane, 2010 p.253).

So, as also seen in the previous chapter, a person's emotional state, even if he is not
aware of it, will greatly influence his decisions, including purchasing one. In fact, a

specific emotion among those described in the previous chapter, or emotional

76



involvement with the company or the product the consumer is considering buying, will
be the determinants that will allow him or her to make a purchase or not and which
product between two similar ones to choose.

So, as Clane suggested, these variables will push subjects to act instinctively and often
immediately without getting stuck in the slowness of the decision-making processes of

System 1, namely the rational one.

IT - Customer Experience Management (CEM)

1. Evolvement of CEM

Emotional marketing represents the evolution of marketing born in the context of a
new approach to the consumer born from the need to respond to some changes.

The approach to the target that involves the design and management of emotional (or
experiential) marketing strategies takes the name of Customer Experience

Management (CEM) (Ferraresi & Schmitt, 2006).

Firstly, following the logical thread of the awareness that people do not make rational
decisions, the marketing approach changed and is continuously evolving.

Considering individuals as rational thinkers led to a product-based marketing idea.
Approaching this concept, in 1960, Jerome McCarthy divided marketing activities into
four categories called the 4 P (McCarthy, 1964).

e Product: that is, the good or service sold on the market.

e Price: the amount of money the client is willing to pay in order to get that good
or service.

e Place: activities that aim to communicate the product's or service's
characteristics and benefits or service to the customer and persuade him to buy
it.

e Promotion: the operations that make the product available to the consumer or

the shops and points of sale, including the relative intermediate steps.
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The awareness of human irrationality made the focus change from product to
consumer. It is no longer about looking for the right customers for the product but the
perfect product for the chosen target.

Lauterborn (1993) represents this change by transforming the 4 P into the 4 C.

e Product — Consumer: Consumers want to buy value or desire a solution to
their problems. Companies should be able to impersonate themselves in
their consumers to understand what their needs are. In addition, also
understanding the accessory services that would please the consumer or
those that are not yet provided even by the competition. In this way, offering
them would lead to the competitive advantage of being the first provider of
a service that works.

e Price - Cost: It refers to the cost that the consumer has to bear to purchase
a particular product rather than that of a consumer.

e Place — Convenience: The concept of place is broadened to include a new
way of trading and buying born with the advent of new technologies,
including thus e-commerces.

e Promotion - Communication: In addition to the tools that promote the
product or service and require the final recipient to be passive, the new
category also includes all the activities in which business and consumer

interact Jarad, (Ghayth, 2020).

Secondly, in an era where innovation and technology have led to a trend towards the
standardization of products that differ mainly in price, it becomes important to find
ways to differentiate.

The competition will shift on the promotional level and on the company's ability to
offer the consumer an emotional connection that pushes him to prefer its product not
considering the mere act of purchase, but because there is a sharing of emotions and
values (Marketers, 2015).

In this way, at the same price, emotional marketing techniques can lead to choosing

one product or another. In some cases, this technique will lead customers to select the
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product that costs the most because the experience and emotional involvement created

are worth paying the premium price.

Thirdly, the consumer has also changed over time. Nowadays, those who buy are more
selective, more attentive, process information more carefully, have deeper and more
complex needs and desires. Over time it has also changed its relationship with brands
and those who produce products or services. There is no longer the passive influence
of a brand; now, the consumer wants to act, interact and co-create value with the
company. Buyers like to be “cuddled,” feel unique, and receive exclusive attention

(Aronne, 2020)

2. Advantages of CEM

The benefits of customer management carried out in this way are manifold.
They are all based on the fact that by emotionally involving the consumer, their loyalty

towards the company grows and this causes:

1. Anincrease in revenues because a loyal customer will be more willing to:
e Repurchase the product, thereby increasing the repurchase rate.
e Respond favourably to up-selling or cross-selling proposals

2. Lower costs:

e Management costs: The costs of keeping an existing customer are lower
than those of finding new ones.

e Communication costs: The company has less need to communicate to
make itself known to new customers because it invests in existing ones
with which it already has a relationship. By doing so, one of the most
consistent slices of communication costs for a company decreases.

3. Increase of positive Word of Mouth (WOM):
The more people satisfied with the product or service, the more natural it will
be to talk about it with friends and acquaintances. If, in addition, the company
gives small incentives to do so, the power of this tool can become strong.

(Aronne, 2020)
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3. Strategic Experiential Modules (SEMs)

According to Schmitt (1999), by managing the irrational levers of purchasing,
consumers can live five types of experiences: sense experience, feel experience, think
experience, act experience, and relate experience.

CEM is the strategy that allows to plan, manage and monitor the results of these

experiences.

Sense Experience:

This type of experience involves the human being's five senses: sight, hearing, touch,
taste, and smell. Consumers' senses can be elicited at all stages of the buying process,
starting with the pre-purchase and ending in the post-purchase phase. To do this
effectively, a company needs to know how to achieve sensory impact (Schmitt, 1999).
Muller exploits this technique using words and slogans that invite the consumer to
imagine the sensations of tasting its products. For example, as in Figure 7, the Corner

product is described as creamy and crunchy.

{
CK & ’LAY

pchy, CrazygGood Fun!

Figure 7 Muller’s advertising campaign (https://www.muller.co.uk/)

Feel Experience:
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This kind of experience is meant to involve emotions and feelings. In fact, through
emotional stimuli, those who communicate with consumers try to empathize with
them. The purpose of the promotional tools used in this sense is to stimulate a specific

emotion or mood (Schmitt, 1999).

Think Experience:
Marketers tickle the consumer's thinking by creating creative, cognitive, and problem-
solving experiences. The latter provoke, surprise, and intrigue the recipient pushing

him to convergent and divergent thinking (Schmitt, 1999).

l l
ACQUISTA ‘

UNA BORSA DELLA F-W 17/18

VINCI

UNO STAGE
IN AZIENDA

Scopri di piu

Figure 8 Carpisa’s Advertisign Campaign https://endelab.com/il-marketing-esperienziale-sense-feel-
think-act-relate/

Carpisa in 2017 created a particular think experience. Those who bought a bag could
subsequently implement and send a communication plan to the company. The best
among the participants was awarded a one-month internship at Carpisa (Silvestri,

2018).

Act Experience:

In this case, the experience is linked to physicality and mind together. The goal is to
push consumers to act differently from their standards, leaving the comfort zone to
improve their lifestyle by trying new things possibly related to the company's product.

The stimulus created by this type of involvement is the most lasting because it also
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stimulates the consumer on a mental level by strengthening the connection between
the company and the buyer. The messages used are motivational, persuasive, stimulate
the instinct, and are accompanied by the representation of the behavior that the

advertiser wants to push (Schmitt, 1999).

A perfect example of the Act Experience is Nike that pushes people to do sports through

images and videos. Furthermore, the logo itself refers to action as it is "Just Do It."

& Justdoit.

Figure 9 Nike’s Advertising Campaign (https://www.thedrum.com/creative-works/project/wieden-
kennedy-portland-nike-dream-crazier)

Relate Experience:

The experience, in this case, is the consumer's relationship with other people, including
other consumers, for example, by joining a community of users with the same interests
and aspirations. The subject will appreciate it because it satisfies three innate desires
in human beings: personal success, belonging to a group or social class, and

enhancement of one's image.
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Figure 10 People in front of an Apple Store
(https://www.neurosciencemarketing.com/blog/articles/positive-framing.htm s://endelab.com/il-
marketing-esperienziale-sense-feel-think-act-relate/)

An example is given by Apple, which has managed to create a real community around
its products. Whoever buys for this company does not just do it for the product itself,
but to be part of the Apple community that stands out for the status and lifestyle that

its buyers want to aspire to (Silvestri, 2018).
One way to implement this strategy is to create a Facebook group where customers are
encouraged to share content. Any positive User Generated Content (UGC), from a
simple sharing to a comment or a review, creates trust in others and arouses a strong
sense of belonging (Tuten & Solomon, 2012).

4. CEM’s Strategy implementation

To implement a strategy that arouses one of these experiences, Schmitt (1999)

identified some tools available to the company called Experience Providers (ExPro).

1. Communication: The first concerns the internal or external communication

tools available to the company.
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Identities: They are about the visual and verbal identity of the company,
including, for example, logos and names.

Products: In this case, the experience is linked to the external aspect of the
product, so it includes design, packaging, and brand characters.

Co-branding: This category includes event marketing and sponsorships,
product placement.

Environment: They are all the places where the product or service can be
present. It, therefore, includes shops, offices, public spaces, buildings, means of
transport, and trade booths.

Websites and other online tools: Schmitt was referring to internet sites and
all electronic tools (Schmitt, 1999). Nowadays, the category includes all social
media and other technological tools that allow the company to communicate
and interact with the consumer. Through these methodologies, content
managers can use videos, images, music, etc..which, as seen in the previous
chapter, can arouse specific emotions. Furthermore, through the internet, these
contents can be made viral, gaining visibility not by investing in direct
advertising but by sharing users, which involves fewer costs and is much more
powerful.

People: The people who manage a customer become fundamental in his
perception of the experience. If customers have a relational experience where
they feel listened to, flattered, and well followed, they will have a positive

attitude towards the company (Schmitt, 1999).

The multitude of these tools clarifies to what extent a company can create an emotional

experience with the consumer. As seen in the previous chapter, emotions can be multi-

faceted, and the general emotional state depends on many factors. Furthermore, the

company must be careful to be consistent in every means of communication it uses;

otherwise, it can generate confusion and alienate the customer.

Consequently, given all these complexities, it is easy to get the wrong approach, but

implementing a well-thought-out strategy can minimize the margin of error.
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For a correct strategy implementation, as stated in the chapter on marketing in
framing, also, in this case, the study of the characteristics of one's target becomes
important. Only by knowing which are the right emotional levers that push the desired
segment to buy, a company will carry out a tailor-made experiential marketing
campaign that involves it at a deep level.

One way to define a specific target is to create a buyer persona who are archetypal who
represent a segment (Tuten & Solomon, 2012).

The latter is an example of a useful template in creating a buyer persona that includes

all the useful information needed for a complete analysis.

Y Date
Buyer Persona Canvas™ Created For: 4
. Iteration #1

Goals

Buyer Persona O

Who are our buyers?
What &s the archetype of
our buyers?

What is their archetypal
background?

What is their archetypal
experience?
What is their arch
balance of professic
personal lives?
What are their areas of
focus and responsibilities?
What are the archetypal
roles in erganizatioris?

typal
mal and

What are our buyer’s
business goals?

What are our buyer’s
personal goals?

What organizational goals
affect their buying
behavior?

Buying Process Q

What buying processdo
our buyers follow?
What is their archetypal
buyer's journey?

How does procurement
govern the buying
process?

Buyer Thinking Q

Which attitudes hurt/help
us an the part of buyers?
What perceptions & beliefs
do our buyers have?

How does buyer thinking
affect buying behavior?

Initiatives Q

What are the archetypal
inttiatives of our huyu'r:-‘"
What are the archetypal
strategies of our bu_t/rr's
and industry?

Which programs & projects
are important?

Timing Q

What are the seasonal
patterns of
How does formal budget
planning affect timing?
What is normal end-to-
end buying cycle?

our buyers?

Channels O

Which channels do our
buyersuse?

Where are our buyers
socially?

What external sourcesdo
they frequent?

o O

How do our buyers make
choices?

What risks affect buying
choices?

Houw do our buyers
balance consequences and
payoffs?

How: does buyer thinking
affect “why” choices?
What are the unlocked
drivers for decisions?
What are the
unarticulated <why”
reasons for decisions?

Influencers, Stakeholders, Buying Team

Content and Information

®

Q

Who are key stakeholders?

Who are internal influencers? External influencers?
Who participates on buying team?

What role does buyer persona have an buying team?

What information and data references do buyers rely on?
How do buyers utilize and share content?

What types of content affects purchase decisions?

What are content buyers

and when?

Who participates in the approval process? How buyers obtain and receive information?

(E3)

TONY ZAMBITO

www.tonyzambito.com

Figure 11 Buyer Personas Template (https://exelab.com/domande-per-creare-buyer-personas/)

Marketing managers can obtain this information in various ways:
e Through an interview with existing customers.
e Through questionnaires;

e By asking seemingly random questions when dealing with a client.
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e Data analysis (Tuten & Solomon, 2012).

Also, itis necessary to make an operational plan highlighting how, with what resources,

timing, and how to monitor the various experiential tactics.

I1I - Eliciting specific emotions or emotional states

In this section the object of the analysis are the tools through which an emotional
experience can be created, or specific emotions elicited.
As seen in the previous chapter, images, imagery, music, and videos can arouse

emotions. Besides, the use of colors and storytelling can also achieve the same purpose.

1. Visual stimuli

Visual stimuli such as images or videos are very important because they are processed
by the human brain 60,000 times faster than words (Ionos, 2020).

Depending on the ultimate goal, marketing managers can use videos to trigger a
positive or negative emotional state.

As seen in the previous chapter, in the case of happiness, a person decreases the
decision-making time; consequently, it will take him less time to decide to share a video
that made him feel this emotion.

For example, Coca-Cola uses this strategic line by always creating content, such as

videos, that instil happiness, sharing, and other positive feelings (Ionos, 2020).

Sadness, on the other hand, triggers empathy, developing brand attachment. An
example of its use is the sad commercial of the German supermarket chain Edeka
developed in 2015. The video tells the story of an old father abandoned by his family
for Christmas who pretends to be dead to reunite them under one roof. After the

release of this multimedia content, the brand value has increased (Ionos, 2020).

2. Imagery
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In marketing, imagery can be used as a tactic not so much by making us imagine a
specific emotion but a possible imaginary situation where the customer has solved his
problem. In this case, the mind will activate the mechanism according to which just
imagining an ideal situation leads to an emotional attachment to it. Consequently, the
loss aversion mechanism will start, and therefore the feeling of fear will appear,
resulting in affection to the object. In other words, the fear of losing the ideal situation

will make the customer buy the product (Recchia, 2020).

3. Colors

An important variable to consider is the influence that color has on emotions. It has
been shown that the perception of colors triggers biochemical reactions on the human
body, as our brain associates color with emotions (Chang & Lin, 2010).

In a research conducted by CCICOLOR - Institute for Color Research, 92.6% of the
participants stated that they give importance to visual factors when purchasing a
product. 84.7% said color is one of the predominant visual factors in purchasing choice
(Morton, Colorcom, 2019).

Another research conducted by the same institute shows that people unconsciously
judge people, environment, or products in 90 seconds and that color represents
between 62% and 90% of the total judgment (Morton, Colorcom, 2019).

These results are not surprising if we consider that color can trigger emotions,
sensations, and memories (Gallucci, 2005).

The human mind has an instinctive reaction to colors when a person sees one color.
The perception of one of them gives signals to the amygdala, which is responsible for
the elicitation of emotions (Ramachandran et al,, 2012).

Each individual, according to his previous emotional state or his characteristics, will
react to colors differently. However, our brains tend to associate certain emotions with
each color.

Peri (2014) described these associations of the human mind with some of the basic

colors.
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e Red: This color has two associations, one positive and the other negative.
Positively it represents energy, strength, and passion, on the other hand, anger,
fear, and denial.

e Pink: color associated with delicacy, tenderness, often combined with the
female gender.

e Orange: the emotional states it triggers are joy and positivity, giving an idea of
friendliness.

e Yellow: stimulates joy, optimism, energy, and a good mood.

e Green: This color inspires positivity and peace and is associated with respect
for the environment and health.

e Blue: conveys serenity, calm, freedom, and trust.

e Purple: It stimulates imagination and creativity.

e Grey: This color does not stimulate strong emotional responses; for this reason,
it can be associated with characteristics such as balance and control (Peri,

2014).

As can be seen in Figure 12, colors are an important tool in branding. Given their effect
on memory, they help to make the brand better remembered. Furthermore, depending
on the company's purpose and the image it wants to convey, it is crucial to use the most
suitable one.

There have been cases of companies that have changed the color of their brand to
change the association in the minds of consumers. For example, McDonald's has begun
to use green instead of red to decrease the association with junk food and strengthen

that of green and healthy (La Reppublica, 2016).
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Figure 12 Color Emotion Guide (https://www.pinterest.it/pin/67905906854277635/)

® ®

Figure 13 McDonald’s logo changement (https://www.semanticscholar.org/paper/The-new-logo-of-
McDonald's-I'm-lovin'-it-The-of-vs.-
Bouwmans/cf1d55980ebd71cf0b4c1948ddb33b8401f50fa6/figure/2)
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4. Storytelling

One of the techniques used to trigger emotional involvement is that of storytelling.
There are various storytelling tactics that are used in books and multimedia content

and that can also be used in a company's communication materials.

One of the most significant is that of the hero's journey.

Christopher Vogler (2004) has identified this storytelling technique, deepening
Campbell's studies on the structure of stories and myths.

And this pattern is the same used in ancient myths (Iliad, Odyssey, Epic of Gilgames...),
in biblical stories, in books, and in films.

Firstly, it is based on the use of archetypes that are basic characters that the reader can
identify with. The use of them leads people to identify themselves and therefore also to
be captured by the product or service.

Among the main characters we find the hero that is the protagonist of the story, who
must face an enemy and who is helped by a mentor and some allies (Volger, 2004).
Secondly, the main character has a precise path to follow jointly with the other
characters. Volger underlines how this scheme makes history compelling and
stimulating. Telling the journey manages to create empathy and identification, pushing

others to make a change.

Through these stages, the hero must overcome a challenge to get out of the ordinary
world (a kind of comfort zone) and make an adventure that he will live with not a few
difficulties and then come out the winner (Volger, 2004).

Who writes should underline the difficulties because they make the story more real,
and it is easier for those who read it or see it depicted to imagine themselves in the
same situation and therefore empathize.

This way of telling creates emotions in the receiver because he identifies himself with
it and leads him to remember and make associations with the company more easily
since the human mind tends to remember stories more easily.

This technique can be particularly interesting to tell the mission and vision of the

company.
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Another way to best implement it is by making the customer the hero of the story. All
people take action to avoid pain, gain a benefit, or escape from something. However,
some conflicts prevent him from achieving what he wants. In this situation, the
company comes into play in the role of mentor. Consuming the product is the way for

the hero (customer) to overcome his conflicts and reach his final goal (Recchia, 2020).
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CHAPTER 5 - CASE STUDY: BASTAMUFFA USING FRAMING
AND EMOTIONAL MARKETING STRATEGIES

I - Introduction

The Italian company BastaMuffa, which sells products that eliminate mould, has tripled
its turnover in three years by implementing framing and emotional marketing
techniques.

The elements that differentiate this company from others that deal with the same thing
is that BastaMuffa products do not act on the effects of mould but the causes. For this
reason, the problem does not return as in the cases of using other products or solutions.
In addition, the products are natural, which allows the customer to apply them even to
closed windows, even managing to sleep in the same room.

In order to highlight these characteristics, its slogan is: "Bastamuffa is the only
company specialised in solving the causes of the condensation mold problem with a

tailor-made treatment, easy to apply and without toxic substances".

The company does not simply sell the products but a treatment using them that
consists of five phases.
1. Free technical analysis of mould (online questionnaire + video call with
technician + photo)
2. Analysis to find out the severity of contamination
3. Sanitising products (to sanitise the affected walls)
4. A thermal coating that creates a protective layer (against humidity and
condensation)
5. Specialised treatment to maintain the wall warmer
People can gradually choose whether to go ahead with the treatment and have a

definitive solution or stop eliminating the already existing mould.

II - Target Anlaysis
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As seen in the previous chapters, both to implement a framing strategy or an emotional
marketing strategy, it is necessary to know the customer thoroughly. To achieve this,
the managers used a profiling questionnaire.

In 2017, the latter contained seven generic questions; now, it exceeds 30. In addition
to including questions relating to demographics and the characteristics of mold, some

aim to perceive the features of the target's "pain.” By the latter, we mean the problem
or frustration that drives him to have an interest in the company's product, which in
this case is mold in the home.

Among the characteristics sought are:

e Duration: "How long have you had mold?”".

e Attempts to resolve: "How often do you clean mold?", "What do you do
when you have high humidity in the house?", "What kind of treatment have
you done in the past?”.

e Secondary problems: “Which are your health problems caused by mold?”,
“Do you suffer from ailments that can be aggravated by exposure to mold?

¢ Problem Attitude: “What urgency do you have in taking the problem off and
getting the job done?”.

These data are important because they lead to understand among all those who have
mold at home, which is the slice that is most frustrated by the problem and,
consequently, will be more likely to buy the product.

Furthermore, by analyzing the problem more specifically, we understand the specific
levers that will also be those that will emotionally lead the customer to act.

Most of these questions are multiple-choice and present various alternatives that have
emerged by seeking information and, above all, by listening to customers and gathering

information on the most common characteristics through calls.
As shown in Figure 14, the data were summarized and analyzed by dividing the

questions by male, female, and type of negotiation. The last category refers to the

breakdown by customers who have bought, those who answered no, and the NO VALs
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are customers who have booked an appointment but have not responded. This last data
is important to understand the main characteristics of those who buy more easily.

Dividing by females and males is functional because different levers generally push
them in purchasing. Consequently, having separate data allows you to draw the most

useful information to communicate differently to one or the other type of target.

Si (femmine 38, maschi 65) no (femmine 35, maschi 75) no val (femmine 32, maschi 47)
DA QUANTI ANNI HAI PROBLEMI DI DA QUANTI ANNI HAI PROBLEMI DI DA QUANTI ANNI HAI PROBLEMI DI
MUFFA? MUFFA? MUFFA?
SI FEM NO FEM NO VAL FEM
31,58% 22,86% 28,13%
21,88%
17,14% !
. 14,20% 18,75%
131643 16% 11,43% 11,43% 11,43%
. i 10,53% 0,53940,53% 9,38%
7,89%" 5,71%5,71% 6,25%6,25% e 625%
2,63% 3,13%
Pochi Un 2-3 4.5 &-7 £-10 10-15 Pio di Pochi Un 2-3 4-5 6-7 8-10 10-15 Pid di Pochi Un 2-3 4-5 67 8-10 10-15 Piadi
mesi anno anni anni anni anni anni 15 mesi anno anni anni anni anni anni 15 mesi anno anni anni anni anni anni 15
anni anni anni
DA QUANTI ANNI HAI PROBLEMI DI DA QUANTI ANNI HAI PROBLEMI DI DA QUANTI ANNI HAI PROBLEMI DI
MUFFA? MUFFA? MUFFA?
SI MASCHI NO MASCHI NO VAL MASCHI
24,62% 26,67% 34,04%
u.59% 18,67% 18,67%
21,28%
10 773%2 S1% 10,77% g3 m 67% 14 gg’iz 77%
6, 15% 2,62% B.00%e,675% 8.00% 6,38% 6,38%
2,67% 4,26%
1n B o
Pochi  Un 4-5 6-7 8-10 10-15 Pindi Pochi Un 4-5 67 8-10 10-15 Piadi Pochi Un 4-5 6-7 8-10 10-15 Pikdi
mesi anno anni anni anni anni anni 15 mesi anno anni anni anni anni anni 15 mesi anno anni anni anni anni anni 15
anni anni anni

Figure 14 BastaMuffa's Survey Results

The data shows that the biggest frustrations of those who tend to buy more are:

e Concern about existing health problems

e The desire to protect young children from the dangers of mold

e The frustration of the problem that comes back despite the numerous

attempts to eliminate it.

As a basic behavioral characteristic, this company's customers can be included among
the "gregarious," i.e., people who buy only after the product has already been tested
and appreciated by others.
This category of people has more difficulty buying, but they hardly change companies
if they are satisfied. They are people who like to be followed and supported in their
buying process. In addition, they prefer to receive reassurance and security rather than

being told that they have done something wrong.
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III - Framing and Emotional Strategy

1. Framing

Before analysing the target, the company used an approach as a communicative basis,
summarised with the statement "if you don't get rid of the mold, you are a nullity" to
try to unleash the desire for revenge in the target, but give the features described above
this is not the best mode.

Indeed, the sought segment prefers to be reassured. For this reason, this way of
communicating has been replaced with the message, "if you get rid of the mold, you are
a hero".

Then, considering the fear that customers had for their family's health, the marketing
experts introduced that whoever eliminated mould became a hero for their family.

By doing so, consultations and consequently their customers have increased from 490
to 2000 per year. With the same investments, the company has more than doubled its
earnings.

Also, when communication started to focus more on "doing good for the family", the
number of women who began buying went from 8% to 40%; all this only using a
different frame for the same concept. This fact makes it clear that changing words can

also reach different targets.

2. General emotional strategy

The emotional strategy follows a basic pattern based on the greatest frustrations and
general characteristics of the target described above. Depending on the tool or tactic, it
can have small variations.

It can be defined as an emotional rollercoaster, as it takes the person from positive to
negative emotional states at various stages.

The pattern focuses and starts with the client's problem and the biggest fears that this
creates: the fear of health consequences and/or the frustration of trying to solve the

issue several times to see the mould come back.
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You do this by telling what the consequences of mould are on your health, what
happens if you don't act and how serious the problem can become if not considered.
This fact creates fear in the client that realises the real gravity of the phenomenon.
Starting with the problem is efficient because customers do not buy thinking about the
product itself, but because the latter can solve a customer's problem.

Then, through words and/or images, the customer or potential customer is brought
into a positive emotional state as they are told that there are various solutions to this
problem.

At that point, however, the person's emotions are thrown down again because they are
told why all those solutions don't work. Those who have already tried them more than
once enter a state of frustration because they realise the time and money spent trying
in vain to solve the problem but without succeeding.

At this point, the copywriter explains that BastaMuffa's solution works because it acts
on the causes and not only on the consequences, triggering positive feelings again in

the individual.

People hardly believe in "miraculous” solutions. For this reason, positive reviews are
shown from those who have tried the product and were satisfied with it. In 10 years of
activity, more than 9000 people have adopted this method, benefiting enormously and
eliminating mould forever.

Again, to confirm credibility, the company has decided to guarantee the product for five
years, so it inserts and emphasises this factor in the various tools it uses to
communicate.

It is also not the classic "Satisfied or Reimbursed”, but "Satisfied or Satisfied". This
slogan means that in case of proven non-functioning of the treatment due to the
products' causes, BastaMuffa provides the possibility to redo the treatment free of
charge until the problem is definitively resolved.

To strengthen the sense of security that the warranty gives, BastaMuffa uses the free
analysis tool.

"You will not spend € 1 until you are sure it will work in your home too!" is the slogan

he uses to fortify this concept and get people to book the free analysis through the site.
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The fact that the analysis is not paid is another tool to reach the client's emotional
sphere. In this way, they perceive that the company is primarily interested in offering
them a solution to the problem, not just selling the product.

As we have seen before, the target is gregarious; consequently, these latter factors are
crucial for this type of customer to be convinced to buy because they act on his need
for security and social proof.

On the other hand, the whole swing of emotions makes the customer feel less guilty

when he buys the product.

Consistent with the communication change mentioned above, from the customer's
point of view, following the pattern of "Vogler's Hero's Journey", he is described as a
hero. The company becomes the mentor since it supports him in his battle against
mould.

From this concept, we can deduce another important point of the general strategy: the
customer is supported throughout his journey by a company's collaborator who
follows him. Every person interested in the product is assigned to an operator who
performs the first free technical analysis call. The latter becomes responsible for the
potential customer in every possible purchase phase. The collaborator is ready to
answer any doubts regarding applying the product or other questions using the
Whatsapp messaging platform.

Another way to support the person is through an e-mail funnel involving sending
various e-mails that follow the customer's path of applying the products, giving advice
and instructions. From an emotional perspective, this follow-up ensures that the client

does not feel abandoned in his imaginary battle against the enemy.

Furthermore, those involved in communication use the technique described in the first
two chapters of loss aversion.
For example, the site shows this sentence before the Call to Action that wants to push

the booking of the free analysis:

"PS We receive more than 50 requests every day, and it may happen that we

suspend the service to meet the demands.
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But if you see the red button below, it means we still have room for you! "

This message helps the client understand that if he does not act immediately, he risks
not getting a free consultation for his problem. In practice, after making him imagine a
situation in which he can have a definitive solution to his pain, he pushes himself to the

fact that he risks losing the possibility of reaching this ideal situation.

A part of the communication is focused only on the female target, particularly the
mothers of small children because the analysts found this customer segment to be the
most receptive and interested through the analysis of the data.

For example, on the site, on the main page, at a certain point, the message "You are a
mother, you care about your family's health, but you don't know if BastaMuffa is for
you?" with a button attached that leads to a link where the risks of mould for younger
children are explained.

Furthermore, one of the e-books created by the company is dedicated only to women.
Its title is "Are you a SUPER mom and do you want to eliminate mold forever so as not
to compromise the health of your children?" and the cover depicts a mother with a baby

in her arms, both dressed up as two superheroes.

Besides, each word used is weighted and designed to adapt to the target's
characteristics to ensure that the right mental associations are activated. Those who
write the texts choose synonyms that instil confidence, making the customer feel like a
hero.

Consequently, framing effects and emotional associations are linked because only by
using the right word associations, the company can reach the inspirational purposes of

experiential marketing techniques.

The company uses many tools to communicate and get in touch with customers, such
as website, Facebook group, blog articles, e-books, webinars, the script of the call with
the consultant, Facebook ads and information booklets that accompany the Kkit. of
analysis. In all these elements of contact with the customer, the thing that emerges is

the consistency that BastaMuffa has. Each material follows the same general scheme
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just described of which the fundamental points are emotional rollercoaster, making the
customer feel like a hero who is saving his family, a warranty to arouse a sense of

security and social proof.

III - Analysis of Communication Tools

In this section, the object of analysis will be some of the communication materials
mentioned above. The aim is to show how the company puts into practice the principles

on which it bases its communication and its approach to the customer.

1. Information and communication materials that accompany the product

Together with the Analysis Kit that allows you to analyse the type of mould that a
customer has at home, there are also a series of information materials based on the
company's communication pillars.

Among these, we find an e-book called "Why are we different from the Others?" which
in the structure is consistent with the emotional path chosen by the company.
Furthermore, through the e-book, it is easier to insert images, which, as seen in the
previous chapter, are an important element as the brain processes them much faster
than the text.

An example is the use of this image which depicts a happy family in-hero cloak. Even

the colour of the cloaks is not random; indeed, they are red like the logo.
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Figure 15 BastaMuffa's Advertising Campaign Photo

In addition to all the product instructions, there are other small booklets, each with a
specific topic that the company wants to emphasise in its communication strategy.
Specifically, these topics are the history of other satisfied customers, other
testimonies, details about the dangers that mould creates, and the company's history.
Finally, in the information kit BastaMuffa has inserted a sheet depicting the warranty
formatted as a certificate.

Figure 16 Contains the header of this certificate.
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Figure 16 Header of the BastaMuffa’s guarantee certificate
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Below are all the warranty instructions and other useful information regarding the
subject in question.
Finally, just like every official document, there is the signature of the founder who

personally provides the guarantee.

Giuseppe Tringali _——

Bastamuffa sngvm‘ m

Figure 17 Conclusion of the BastaMuffa’s guarantee certificate

The company also shows consistency in the packaging of its product. There are all the
supporting elements of the communication strategy in the design, including the happy

family and the warranty.

Figure 18 BastaMuffa’s Packaging

2. Facebook Group
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One of the main emotional marketing tools used by BastaMuffa and which falls into the
category of related experiences, is the presence of a Facebook group. The latter has
4195 members who can interact and are invited to tell their mould experiences in
general.

The testimonials featured here are then used in other materials, such as the mail funnel
or blog.

The title "How to permanently eliminate mold with the BastaMuffa heroes" underlines
that with BastaMuffa, the person will eliminate the problem completely, thus leading
the customer to an imaginary ideal situation that they will have at the end of the entire
purchase process. As shown in Figure 19, the client is described as a hero in both the

title and the cover. In the same image, there is also the warranty logo.

Gruppo di Giuseppe Tringali

Come Eliminare Definitivamente
La Muffa Con Gli Eroi di
BastaMuffa

Q Gruppo Pubblico - 4195 membri

Figure 19 BastaMuffa’s Facebook Group

3. Funnel Mail

Every time a customer purchases one of the product phases, a series of e-mails are sent
to follow him through the application. Depending on the time required, the e-mails
guide the customer by also providing video tutorials. They are then used as a reminder

for the person who had bought but was not using the product.
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Furthermore, following the same emotional pattern described above, the e-mails
remember why the person is making the right choice in having chosen to rely on
BastaMuffa, including, among other things, testimonies of satisfied people.
Then, step by step, the recipient is reminded of the final destination, i.e., the moment
when the mould will disappear forever.
All the funnel mail follows the storytelling line of the hero's journey; the individual will
defeat the enemy (mould) with the help of the mentor (product and company that
follows him), becoming the hero of the story.
To achieve these goals, titles are very important. Here are some examples and the
emotional purpose they have:
e "Justa bad memory", "You are one step away from the end... of mold!":
They describe an ideal future situation in which the problem is solved, and
consequently, the person feels positive feelings.
e "Step by step we go far": eliminating mould is like a journey, but for the
final destination, it is worth it.
e "And health returns": remember that doing the treatment eliminates one of
the consequences that create the most anguish, that is, health problems.
e "AHerois Born": one of the latest titles glorifies the person who has

achieved his goal.

At the writing level, one of the most important tactics used in e-mails is giving a say to
the customer to try to involve him more.
Finally, through the use of bolds, the most important words are underlined and those

that are most similar to the target's characteristics.

4. E-book and Blog Articles

BastaMuffa has created a series of E-books that people can download for free from the
site or, where present, via a link contained in the e-mails received. In his blog, he
publishes several informative articles divided into four main categories: how to get rid

of mould, mould and health, mistakes not to make and BastaMuffa treatment.
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The main purpose of these tools is to create awareness in the consumer whether he
decides to buy.

The fact that there is no call to action pushing the purchase, but that the purpose is only
to inform the customer makes the customer gain confidence in the company because
he feels that he is interested in him and his health before wanting him to buy the
product.

Here, too, the basic emotional path and all the supporting elements are respected even

if they focus on a part of the specific problem.

5. Website

In addition to following the usual basic scheme in its setting, the website contains
sections dedicated to the information materials described above.

Its main purpose is not to sell the product itself, but through a path of awareness to
lead the customer to carry out the free analysis, which is the first step of the treatment.
Consequently, even in this case, the company remains consistent with the idea that it

prioritises helping the customer against his "enemy".

IV - How the Framing and Emotional Marketing strategy influenced

the company's performance

Until 2017, the strategy did not include all this attention to the customer and the terms
used in the communication. The change began when they relied on an external
consultant who made the owner understand the importance of psychological profiling
and implement a strategy that considers the target's levers and their needs, especially

emotional ones.
BastaMuffa didn't introduce the various parts of the strategy described above

immediately. Still, their gradual implementation has caused an increase in the number

of customers, the closing rate, and the revenues over three years.
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Below is the temporal evolution of the company's history and the introduction of the
various tools mentioned above, followed by a summary table of the year's data and the

relative variation from the previous year.

2016 - October 2017:
e The current system of products did not exist, but the company sold only some
products through e-commerce.
e Adirectrelationship with the customer was not sought or created.
¢ The company did not profile the customer.
¢ The communication was product centered.

e There was an extreme corporate crisis that led the owner not to take his salary.

Table 4 2016 - BastaMuffa's Performance Analysis

YEAR REVENUE

2016 160.000 €

October 2017: Meeting with the consultant
November/December 2017:
e Introduction of the Analysis Kit.
e Introduction of the customer questionnaire and data collection for its
demographic and psychological profiling.
e Change in the framing strategy.

Table 5 2017 - BastaMuffa's Performance Analysis

YEAR PRICE QUOTATION ANNUAL ORDERS REVENUE
REQUESTS
2017 774 302 206.521 €
I th Diffi t duct
ncrea.se overthe Different product system tierent produc 29%
previous year system

2018:

e Start of the strategy characterized by an approach to the customer aimed at

following him, creating, among other things, the Facebook group.
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e The guarantee was introduced.

e The copywriting contents did not yet follow the emotional pattern described

above.

Table 6 2018 - BastaMuffa's Performance Analysis

previous year

PRICE QUOTATION
YEAR ANNUAL ORDERS REVENUE
REQUESTS
2018 1020 916 291.317 €
Increase over the 504 203% 41%

2019:

e The guarantee was strengthened.

e The first contents of specialized copy began following the principles described

above.

Table 7 2019 - BastaMuffa's Performance Analysis

previous year

PRICE QUOTATION
YEAR REQUESTS ANNUAL ORDERS REVENUE
2019 1702 1353 322.737 €
I th
ncrease over the 80% 85% 11%

2020:

e Each content follows the emotional and psycological pattern.

e The company trained the Staff to follow the pattern also in calls.

e Increase in attention to customer attention and involvement. The customer and

his needs are entirely at the center of the company's interest and its

communication.

e The consistently coherent content always continues to increase, increasing the

company's credibility.
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Table 8 2020 - BastaMuffa's Performance Analysis

previous year

PRICE QUOTATION
YEAR ANNUAL ORDER REVENUE
REQUESTS UALO S v
2020 2102 1702 397.631 €
I th
ncrease over tne 24% 249, 239%

Combining all these strategies and their strengthening led to a surplus of requests for

quotations at the beginning of 2021, causing the need to employ new staff to manage

possible new customers. BastaMuffa hired another 15 people, but with variable

salaries.

Everyone learns by Paola, first of all, the psychological approach to the client,

prompting them to ask questions and perceive the levers of the people they are

approaching.

As you can see in Table 9, the number of requests is similar to those of other years

reached throughout the year in just two months. Both sales and turnover in just two

months are 1/3 or 1/2 of the previous year, with an ever-increasing possibility of

growth.

Table 9 First Bimester of 2021 - BastaMuffa's Performance Analysis

previous year

PRICE QUOTATION
YEAR ANNUAL ORDERS REVENUE
REQUESTS
First Bimester of 2021 1807 645 176.000 €
Increase over the 516%* 849%* 166%*

* The percentage refers to the increment with respect the first bimester of 2020

The subsequent graphs represent the evolution over the years of the three parameters

to measure the business trend.
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PRICE QUOTATION REQUESTS

2102
170
1020
774
2017 2018 2019 2020
Figure 20 BastaMuffa’s Price Quotation Requests Trend
ORDERS
1702
1353
916
302
2017 2018 2019 2020

Figure 21 BastaMuffa’s Orders Trend
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REVENUES

397.631

160.000

2016 2017 2018 2019 2020

Figure 22 BastaMuffa’s Revenues Trend

[t can be inferred that these three parameters' trend follows the gradual introduction
of various specialized contents and ever-increasing attention to the customer.

Over time BastaMuffa has built and strengthened its relationship with the customer
and has increased its credibility and consistency by following the same logical thread
in its communication. Consequently, this has allowed her to have more and more
evidence to support what has been said, thus strengthening social proof. Company
performance data demonstrates this fact.

The adoption of a communication strategy to create an empathic relationship with the
customer has caused an increase of the number of customers, the closing rate, and the

revenues.

The company has always had distinctive characteristics relating to having a non-toxic
product that eliminates the problem definitively; the only difference is that not
knowing well the target and the approach to which it was more similar, he was unable
to highlight them correctly.

In conclusion, we can say that understanding the target leads to being able to
implement a strategy that, through the use of framing and emotional marketing
techniques, allows first of all to create and then to enhance a positive relationship

between consumer and company.
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V - Emotional Strategy Pattern

The consulting company that followed BastaMuffa in its change of management from
a company called Efficacia Commerciale. Its main activity is that of business
consultancy for small businesses. Its responsible name is Paola Aronne.

The latter is the first to use the techniques that it has transmitted to BastaMuffa
regarding customer management.

[ have personally worked with Efficacia Commerciale as a business consultant.
Entering directly into the dynamics of this company, [ observed how the approach to
the customer taught to BastaMuffa is the same one used by it.

In each material, such as price quotation or company’s presentation, we try to create

the emotional roller coaster described above.

The Figure 23 summarizes it:

The targets
demographic and
psycological
haracteristic

Internal
information
knowledge

The competitors
and market
characteristics

~
.

'
' .
' . .
'

. .
'

N
.

' : Undérline the .
R Tell the others' ) - ) Explain why your
( vel D e s possible solutions sﬁg:?c%erﬂ}grss solution is different

Information needed for an
efficient implementation

Negative emotional phase

Positive emotional phase

Figure 23 Emotional Strategy Pattern

This pattern is a succession of short elicitation of emotions and fleeting emotional
states. First, there is the anguish and fear of the problem, then the hope for a solution,

then the feeling of loss of a solution resulting in new grief, finally, the sense of security
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given by the company’s alternative.In implementing this model, the use of the right
words, therefore of framing, is crucial. As we have seen, each word or disposition of the
sentence can lead to different mental accounts' activation with subsequent influence

on decisions.

The important thing that emerges is that in order to implement this type of strategy, it
is essential first to know the characteristics of the customer and his psychological
levers, the features of the competitors and the market and finally have information on

the internal business dynamics to understand how to be able to differentiate at best.

112



CHAPTER 6 - EXPERIMENT

I- INTRODUCTION

Efficacia Commerciale before implementing any strategy, first, it analyzes its target
from a psychological point of view, trying to understand the best approach.
To this end, it carries out A/B tests for the campaigns it proposes to understand

which ones can be more effective.

For this reason, it followed this approach to launch a webinar. The target had the
opportunity to subscribe to the proposed content through a landing page. To
understand if a landing page with positive goal framing was more effective in getting
webinar attendees to sign up than one with negative goal framing, we created two
versions of this material.

This framing is a goal one as the purpose of the two different landing pages is the
same, namely, to register participants in the webinar. The difference between the two
is that the positive one explains the advantages of signing up, while the negative one
explains the disadvantages of not signing up.

[ worked to organize and manage this launch together with the company’s team.

IT - EXPERIMENT STRUCTURE

1. Target
The experiment target is composed by the managers of small businesses or

freelancers between 35 and 50 years old.

Their company has the following characteristics:
e Ithas between 4 and 30 employees
e Invoice between 200,000 and € 3 million

e Has a product demanded in the market
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The psychological characteristics of the person who runs the company and his

"pain” are:

e He wants to expand and not standstill

e He sees the potential in his own company but is constantly held back by
suppliers, employees, and customers, as well as by unfavourable changes in
the market

e He wants to have an action plan for growth

e He does not want to throw his money into business marketers that may not
work

e Heis dissatisfied with the low conversion or repurchase rate of the deals they

conduct.

The launch involved a lists of people who had participated in business events
previously organized by Efficacia Commerciale's owner named Paola. Therefore,

there is a component of personal involvement with the company.

2. Landing Pages Structure

In addition to words with a more negative or positive meaning depending on the
landing type, framing starts from the most crucial text's part: the title.

The two versions are:

a. Positive Framing
Do you want to quickly grow and protect yourself from the changing market at the
speed of light, closing more deals in less time? In this webinar I'll show you how to

leverage the same data that Amazon uses to achieve these results!

[talian Version: Vuoi crescere velocemente e proteggerti del mercato che cambia alla
velocita della luce, chiudendo piu trattative in meno tempo? In questo webinar ti
faccio vedere come sfruttare gli stessi dati che usa Amazon per raggiungere questi

risultati!
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b. Negative Framing
Are you tired of standing still and being crushed by the changing market at lightning
speed? In this webinar, I'll show you how to use the same data that Amazon uses to

avoid this danger!

Italian version: Sei stanco di rimanere fermo e farti schiacciare dal mercato che
cambia alla velocita della luce? In questo webinar ti faccio vedere come sfruttare gli

stessi dati che usa Amazon per evitare questo pericolo!

We want to emphasize the same, except that the writer made the person imagine a
favourable situation in the first variant. In contrast, the second emphasizes the
current situation and the pain.

After this title, the text envisaged the use of the imagery technique described in
chapter four to make the customer see an imaginary situation in which he will obtain

the same results that BastaMuffa achieved.

Another crucial sentence that has a different framing is the one that precedes the call

to action, that is the webinar registration button:

a. Positive Framing

"By attending the webinar, you will then understand what data is vital to take control
of your company and how to exploit Amazon's secrets. Negotiations will be shorter,
customers will feel heard and understood, and the closing rate will also increase.
Dozens of entrepreneurs have already experienced these benefits firsthand, and now

it's your turn!"

[talian Version: Partecipando al webinar capirai quindi quali dati sono vitali per avere
il controllo della tua azienda, e come sfruttare i segreti di Amazon. Le trattative
saranno piu corte, i clienti si sentiranno ascoltati e capiti, e aumentera anche il tasso
di chiusura.

Sono decine gli imprenditori che hanno gia toccato con mano questi benefici, e ora

tocca a te!
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b. Negative Framing

"If you decide not to attend the webinar, I wish you the best for your business, but I
must warn you that you will always have a hard time understanding customers. They
will all seem mangy, you won't be able to build empathy quickly, and your close rates
will stay the same.

You will waste a lot of time trying to understand who you are in front of, and you will

not give yourself explanations on why so many do not buy. "

[talian Version: Se deciderai di non partecipare al webinar, ti auguro il meglio per la
tua attivita, ma ti devo mettere in guardia che farai sempre fatica a capire i clienti. Ti
sembreranno tutti rognosi, non riuscirai a creare empatia velocemente e i tuoi tassi di
chiusura rimarranno identici.

Sprecherai moltissimo tempo per cercare di capire chi hai di fronte, e non ti darai

spiegazioni sul perché tanti non comprano.

The first version of the text underlines the reasons why it is convenient to participate
in the webinar. The second one highlights the disadvantages of not carrying out this
action.

Therefore, in the first case, the aim is to reinforce the image of an ideal situation that
they imagined during the landing.

In the second, however, the aim is to trigger the loss aversion in the participants,

relying on the fear of losing that imaginary situation.

3. Hypothesis

HO: The landing with the negative frame will have a higher closing rate

According to the general theory of goal framing, the negative one should have more

effect as it triggers in people.

H1: The landing with the positive frame will have a higher closing rate
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IIT - RESULTS

Table 10 Experiment's Results

POSITIVE FRAME NEGATIVE FRAME
LANDING
VISUALIZATIONS 61 49
WEBINAR 11 8
ENROLLMENT RATE 18% 17%

The study considered only the data of people that, considering the average reading
time, came to read the most important parts that had a different framing.

The negative version's conversion rate (18.03%) is 10.45% lower than that of the
positive version (16.33%), but it is not possible to say with 95% confidence that the
first variant will perform worse than the second one since the p-value is 0.4066.

As a consequence, despite the conversion rate of the positive version is slightly higher

than that of the other, it is not enough to state that it converts more.

IV - CONCLUSIONS

As an explanation of the lack of significance of the differences between the two means,
we can consider the factor of personal involvement. As seen in chapter 3, the evidence
of goal framing's effectiveness in marketing is still uncertain, and one of the
determining factors is involvement.

People knew Paola for the success of the events mentioned above.

Consequently, it can be assumed that the involvement reduces the effects of

psychological techniques.
Still, in the field of involvement, there was not only the personal one but also with the

issue itself. In fact, the webinar topic involves the recipients on an emotional level as it

is a topic that concerns their company, in which they have invested money and time.
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As we saw in chapter 1, the more the argument is essential to the person, the more they

actively seek information, thus decreasing the framing effect.

Besides, despite not having direct experience with this specific product, the
participants of the experiment have it with some consultations at events proposed by
Paola. As a result, they knew his business consulting skills. As seen in the first chapter,
the experience with the product is one factor that influences the decrease of the
framing effect, even if it concerns having tried another type of consultancy carried out

by the same person protagonist of the webinar.

The implications for those who decide on marketing and promotion strategies are
linked to the awareness that the more people will be involved with the company or
with the person who directs it, the more they will rely on it. Consequently, investing
time and resources in creating an empathic relationship, also using the emotional
marketing methods described above, with possible or already acquired customers can
be a winning strategy. This approach will lead people to respond more actively to

proposed campaigns.

V - FUTHER RESEARCH

The framing effect's topic has aroused and certainly deserves great attention for
research, as it is a fundamental part of human communication. For future economic
analysis, it would be interesting to bring examples of other companies and their
approach to communication strategies using different wording versions. Not only that
but being able to analyze in other areas of real life could also prove to be an opportunity
to increase knowledge on the subject.

The laboratory experiments are undoubtedly interesting and certainly more effective
from certain points of view, but having a perspective of what happens in real life could

be a good starting point for further research.
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CONCLUSIONS

In conclusion, we can assert that when a subject faces a decision, irrational mechanisms
guide his choice.

This paper aimed to analyze two elements of this irrationality, which is also composed
of many other factors.

Words used and emotions influence decision-making processes in many areas,
especially including the area of economic choices.

Consequently, the implications of this paper for those involved in marketing and
communication strategies are manifold.

First of all, it is important to define a communication strategy for it to be effective. If
the operations don't follow a precise scheme, there is a risk of making positioning
errors that would only waste company resources.

To define a suitable strategy for the company, you must first make an internal analysis
of your strengths and weaknesses. Those who deal with corporate strategy must then
analyze the external context, including the competitors and the chosen target.
Concerning this segment, we need to develop some awareness.

First of all, we must remember the concept that people mostly do not choose rationally.
Furthermore, every company must consider that people have different psychological
characteristics, which can be enclosed in subgroups. Going to identify these attributes
in your target can become a winning strategy in order to use the right levers.

People like to feel at the centre and pampered by a company, so that this causes them
a good memory and, therefore, a high probability of product repurchasing.

This paper analyzed only two of the various factors that influence human decisions, but
there are many others, all interrelated.

Understanding that they exist and starting to realize them can also have value for

consumers who can begin to pay more attention when deciding something.
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