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ABSTRACT
Title: The emojis consumer perception in the online advertising

Research question: How consumers perceive emojis in online advertisement?

Supervisor: Venilton Reinert

Course: Strategic Marketing with Independent Project

Keywords: Emojis, brand image, digital marketing, perception, online advertisement
Purpose: The purpose of the study is to analyse the consumer’s perception regarding brands
using emojis in their online communication strategy. The purpose is also to understand the
profit that could earn brands by using emojis and what they can add to the brand image.

Methodology: Quantitative survey has been created to answer the research question. We have
used a questionnaire with the use of a non-random sampling by convenience. Three hundred
eighty-two people were answering closed and multiple-choice questions in order to quantify
the weight of emojis in consumer’s mind.

Findings: The results of the survey show that women from 15-25 years old are the most positive
receptive group regarding brands using emojis. In addition, using emojis is a good way to
improve the brand image but companies have to adapt the strategy depending on the target.
Most of the respondents have a positive image about emojis but it doesn’t mean that it
influences their willingness to consume a specific brand rather than another.

Research limitation: Information is pretty hard to find because of the fact that the emojis topic
is really recent. It is complicated to find data and reliable sources about it. Moreover, the
sampling we used is not representative of the whole population, so it is not obvious to generalize
the findings. Finally, to complete our survey, it would have been interesting to conduct a
qualitative study in parallel to go deeper in the analysis of perception.
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1. Introduction
1.1. Background
1.1.1. Birth of Internet
Generation X or Y, Digital Mums, Connected Seniors… Internet has obviously changed our
way of life and our way to consume goods and services (Méot, 2013). Consumer behavior and
the way companies market to both consumers and businesses have changed dramatically, since
“over 3 billion people around the world regularly using the Web to find products, entertainment
and friends” (Chaffey & Ellis-Chadwick, 2015, p6). The Web, created in the early 1990 by Tim
Berners-Lee and Robert Cailliau, provides access with a browser to pages on websites. A
browser is the traditional web access through “the consumer’s browser of choice, whether
Internet Explorer, Google Chrome or Safari” (Chaffey & Ellis-Chadwick, 2015, p13). In the
early 21th century, Web has evolved into Web 2.0. It places the consumer in the center of
personal data and creation like publish digital content through blogs, wikis, share photos,
movies or videos (Allard, 2007). Indeed, web 2.0 is based on a participation architecture
(O'Reilly, 2005).

1.1.2. Rise of web 2.0 and social media

With the web 2.0, a concept of the web as a platform of participation in which the consumer is
also a producer (Chandler & Munday, 2016), appeared the “social media generation” which
creates unprecedented problems strategies to marketers (Méot, 2013). What makes social media
unique among Web 2.0 innovations is the introduction of Web-based sharing. It means that
people shares and collaborates in the aim of creating a community. For instance, you can share
any piece of content with all your friends and acquaintances just by clicking the "Like" button
(Beattie, 2011). Today, a plethora of applications and social media exist. Facebook, Youtube,
Twitter, Snapchat, Instagram, LinkedIn and Tumblr are the most popular (Weigert, 2014).
Facebook has 1.49 billion monthly active users (Zuckerberg, 2015) and according to the Global
Web Index social summary 2015 report, 90% of active Facebook users go there at least once a
week (Mander, 2015). Social media can have a considerable weight on consumers but at the
same time, we find a profound paradigm shift in the relationship brand/consumer. The
consumer, still “passive” and obedient before the social media advent, became an actor willing
5

to impose to marketers his views and choices (Méot, 2013). Thus, social media can have a
powerful power for marketers to promote their brands but they must be attentive to the choice’s
consumers.

1.1.3. A digitized population and news expectations

Digital natives (called generation Y as well), people born after 1980 and grown up with new
technology, are fond of social media (Prensky, 2001). But if young people are precursors in
consuming web and social media, all ages are using them, and the presence of the older
generation are strengthening (Lewi, 2012). Furthermore, we noticed in the digitized population
that “the number of mobile smartphone and tablet visitor sessions now exceed desktop Internet
sessions for many consumers” (Chaffey & Ellis-Chadwick, 2015, p12) and they receive a large
amount of information every day and especially visually and virtually (La grande InvaZion
report, 2015). At a time where information is really fast thanks to the web, marketing has
become for many consumers synonym of harassment: email multiplication in the mailbox,
intrusive SMS and so on (Truphème, 2016). So intrusive that, in France, a report shows that
24% of web consumers use an AdBlock (software to block advertisements on its browser) and
15% intend to install one (CSA report, 2016).

To resolve this phenomenon of consumers tired by traditional and direct marketing, companies
must find new innovative ways of communication and then captivate again their audiences.
1.2. Emojis success story
One of these new innovative ways of communication can be small emoticons that we call
emojis. Emojis, invented in 1999 by the japanese company NTT DoCoMo, are "small digital
images or icons used to express an idea, an emotion or a feeling in electronic communication"
(Goldsborough, 2015, p64). They have been considered as partial substitute of standard
language (Truss, 2004) and can be associated to a language without word, “an effortless and
automatic way of expressing emotions” (Cowie et al., 2001, p32). Research has shown that
emoji are increasingly used in social networks, blogs and other application by both males and
female (Huang et al., 2008). Nowadays, emojis are everywhere: they are part of the Unicode
Standard Language keyboard which allows communication on mobile phones. We use them on
cross-platform mobile messaging (WhatsApp, Messenger, Snapchat) and email applications
(Outlook, Gmail), with over 6 billion emojis sent everyday via these applications (Weigert,
6

2014). But we also use them on Facebook, Twitter, most of the website and Instagram, with
more than half of the posts contain emojis in march 2015 (Instagram engineering blog, 2015).

Companies understand the opportunity through emojis as a new trend (Goldsborough, 2015)
and are creating their own emoticons. During the mid-February 2015, IKEA and Coca-Cola
both launched branded emoticons. According to Mark Ogertschnig, IKEA spokeman,
emoticons offer a great way for brands to become part of the everyday conversations of people
(2015) and Alejandro Gomez, president of Coca-Cola Puerto Rico, states that emojis have
become a kind of second language for the young consumers (2015). By using every day the
"Emoticoke", the branded emoticons created by Coca-Cola, young consumers will keep the
brand in their mind. By launch the "Ementicons", the Mentos' branded emojis, in march 2015,
Mentos wants to draw a parallel between the freshness of its sweets and by refreshing the
already available emoji on the Unicode Standard Language keyboard. In short, brands want to
innovate by offering new fun ways to communicate, like emoticones, while keeping the
branding of the company. Since these branded emojis are not directly integrated into the
Unicode Keyboard, users must download them in the Application Store and then add them to
their Smartphone keyboard. While some companies create their own emoticons by their own
application, some other have decided to put pressure directly on the Unicode Keyboard by
requesting the creation of news emojis. This is the case with the company "Taco Bell" who
launched its petition to its customers to get the "Taco emoji" at the Unicode upgrade and
received than 32 000 signatures. Today, Taco emoji exists.

In a nutshell, marketers use this trend by creating their own emojis or ask for them to the
Unicode, but they can also use them as an email object, ad embellish post on social media and
thus attract customer attention.
1.3. Consumer behavior and emotion
Emojis reveal an emotion and “have been developed to help communicating emotion or mood
in computer-mediated communication” (Walther & d’Addario, 2001, p324). For several years,
emotion is the new marketing trend. Today it is more and more present: in politics, in the media,
in advertising, in communication at point of sales, in the customer relationship. Emotion makes
customers choose some advertisements and not others, allows consumers attraction to the brand
message and influences their purchase (Bô & Guével, 2009). Indeed, several studies have
shown the link between emotion and consumer behavior (Graillot, 1998). Since emojis reveal
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an emotion, whether positive or negative (Goldsborough, 2015), they have a real role to play
in the emotional marketing concept.
1.4. Consumer perception
The consumer perception is a marketing concept that encompasses a customer's impression,
awareness and/or consciousness about a company or its offerings. Customer perception is
typically affected by advertising, reviews, public relations, social media, personal experiences
and other channels (Quesada & Mata, 2014). Here the main point is to understand how
consumer perceive emojis in the online advertisement. Moreover, marketers use emojis because
it seems to make them appear more friendly and competent (Kerns, 2014).
1.5. Emoji view as a strategic innovation
Consumer needs are largely satisfied, the company can no longer satisfy them with a classic
and rational marketing and must completely redefine its strategy (Chetochine, 2008). To remain
competitive, companies must innovate.
Schumpeter emphasizes the role of innovation in the pulse of the economic system in his theory
of innovation (1926). Schumpeter takes as a starting point the model of a stationary economy
(called economic system) whose the various structural elements reproduce identically, but this
routine is broken by innovation.
On an entrepreneurial level, innovative companies are those that persist, the old ways of
communication being judged obsolete by new generations. It is in this context that the emoji
strategy becomes probative: for example, emails with emoji in their mail object have an open
rate more significant than others (Werner, 2012).
1.6. Problem discussion
The background had explained how digital marketing is important now for brands. Companies
are always evolving and digital marketing allows them to innovate and find new ways to catch
consumer’s attention online.
Nevertheless, consumers are more and more irritated by online advertisement and brands have
to take notes about this phenomenon. To avoid consumers loss, brands have to innovate and
they already do thanks to new tools. One of these tools are emojis.
This new trend is developed a lot in social networks, mailing, press release etc. but is it useful?
Does the company earn profit by using it? First of all, before compagnies can use our study to
8

understand if emojis strategy is working for then especially, we would like to know if emojis
are well perceived by consumers in the online advertisement in general. As a matter of fact we
have to answer the following research question:

How consumers perceive emojis in online advertisement?
1.7. Purpose of the research
The purpose of the study is to find information that doesn’t exist yet. In a long run, the goal is
to indicate to companies if emojis have a positive perception from customers and if it can help
companies increasing the positive perception of their brand image. The goal of the study we
made is to underline what consumers think about emojis and brands who communicate thanks
to it. We want to understand what consumers think about brands using emojis especially in the
online advertisement. Companies will not be able to use this study yet because the sucees of an
emoji strategy depends on the target of the brand and the kind of image the company wants to
develop. Thanks to the data collected via a quantitative questionnaire, we are able to describe a
general profile of the group that is the most positively receptive to emojis. Compagnies can use
it as an indicator which will tell them if emojis should be used of not regarding how they are
perceived by consumers in a general point of view.
1.8. Delimitation
To set boundaries to our study, we focus our research only on promotion tools and online
advertisement. It means that we use only mediums such as social networks, mailing, press
release, website. We are not using offline materials.
Moreover, we focus on general emojis used by companies in the advertisement.
Finally, we also dedicate a part of the study to "company specific emojis" which are emojis
created by brands as the effigy of their products or their mascots.
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2. Literature review
2.1. Digital marketing: the turning point of the brand communication strategy
2.1.1. The area of web 2.0
The early 1990s marked the birth of the Internet's best known appearance today: the World
Wide Web. The Web was invented by Tim Berners-Lee and Robert Cailliau several years after
the Internet, but it is the one who made Internet famous. The fundamental principle behind the
Web was “that once someone somewhere made available a document, database, graphic, sound,
video or screen at some stage in an interactive dialogue, it should be accessible by anyone, with
any type of computer, in any country” (Berners-Lee, 2000, p37) and he adds about his
innovation that he has “always imagined the information space as something to which everyone
has immediate and intuitive access, and not just to browse, but to create” (Berners-Lee, 2000,
p69). According to Perez, this innovation can be seen as the birth of the digital age (2002).
Currently, we are still in the digital age, where digital technology is penetrating into every
corner of our society and economy -including our work, education and personal lives (Jelassi
& Enders, 2005).

The Web 2.0 concept emerged in 2004 -making internet simpler and interactive-, where
consumers are also producers, seduced them (Chandler & Munday, 2016). The Web 2.0 is "a
concept of the web as a platform for collaborative participation and allows the user to become
an actor, such as blogs and social networks” (Truphème, 2016, p188). Indeed, according to
O'Reilly, Web 2.0 is based on a participation architecture and it is during this time that we see
participation platforms appear like BitTorrent, Wikipedia, Flickr, and blogging (2005). Web
2.0 encourage behaviors such as community or social network participation (Chaffey & EllisChadwick, 2015).

Regarding Prensky, this digital technology integration into every part of our lives is especially
obvious among young people (2001). We call them digital natives, young people who were
born into a world in which digital technologies were everywhere. They live their lives immersed
in digital technology, have never known a world without the World Wide Web or the internet
and cannot imagine a life without it (Bennet et al., 2008)
Although digital natives play a predominant role in the use of new technologies, it is the entire
population who becomes "digitized". In recent years, we can see the digital development of the
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consumer with the rising sales of tablets and smartphones. Indeed, 200 million tablets and more
than 1.3 billion smartphones were sold worldwide in 2015 (IDC Report, 2016).
The development of the Internet, the Web and other digital technologies have transformed
marketing (Chaffey & Ellis-Chadwick, 2015). With the digital rising, companies must deal with
a new marketing component, the digital marketing, because the digital revolution is redefining
the role of marketing in the company.

2.1.2. Digital marketing: components and tools
Digital marketing can be simply defined as “achieving marketing objective through applying
digital technologies and media” (Chaffey & Ellis-Chadwick, 2015, p11). It involves the use of
blogging, email marketing, social media marketing, and online reputation management in order
to promoting brands, products or services (Chandler & Munday, 2016). However, to achieve
marketing objectives, these digital technologies are in conjunction with traditional
communication (Chaffey & Ellis-Chadwick, 2015).

Digital marketing actions marketers can use are described as follows:
-Website is a connected group of pages on the Web, devoted to a single topic or several closely
related topics. The main page is called a homepage (Chandler & Munday, 2016). Website has
a communication, information and brand image function. For instance, to innovate, Coca-Cola
has launched an emoji web address domain in 2015.
-Social media marketing is about "monitoring and facilitating customer-to-customer interaction
and participation throughout the Web to encourage positive engagement with a company and
its brands" (Chaffey & Ellis-Chadwick, 2015, p33). Interaction may occur on a company site,
social networks and other third-party sites. It is in the social media that the emojis are the most
used. Through Instagram for instance, half of the posts contained emojis in march 2015
(Instagram Engineering Blog, 2015).
-SEO (Search Engine Optimization) enhances website visibility with some techniques and
“improves its position in search engines” (Truphème, 2016, p187)
-Content creation is about “create and spread content to acquire new customers. This news
content may be presented as news, videos, white books, photos, blogs, case studies” (Truphème,
2016, p177)
-Email marketing “typically applied to outbound communications from a company to prospects
or customers to encourage purchase or banding goals” (Chaffey & Ellis-Chadwick, 2015, p33).
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We can also notice the benefits of emojis in email's subject lines. Indeed, brands using emojis
in their subject lines saw a 45% increase in their unique open rates (Werner, 2012).
-SMS allowed the exchange of short text-based messages between mobile phones (Chandler &
Munday, 2016). This is a great opportunity for brands to spread their emojis or to send
promotion SMS with emojis in it.
All these actions are intended to reach a wider target audience since digital is everywhere
(Truphème, 2016). As we can see, most of these actions allow the use of emojis.

2.1.3. The digital marketing weight in companies

Today, web culture has emerged in all exchange, including trade, in less than a decade (Mazier,
2012). Digital marketing and social media impact directly the brand awareness. To be
competitive, brands must be present on social networks (Méot, 2013). It’s unthinkable today to
operate a business on the Web successfully without strong skills in digital marketing. It appears
today new professions specializing in digital marketing, such as community manager or traffic
manager (Mazier, 2012). Digital marketing takes such an important place that, according to the
Direct Marketing Association report, digital marketing industry worth $62 billion in 2012 in
the US (Deighton & Johnson, 2013).
Indeed, companies increase more and more their digital marketing budget. In 2014, 71% of
companies planned to increase their digital marketing budget and 72% of respondents are ready
to spend more in 2016 (Econsultancy report, 2016). Furthermore, in 2015, 25% of the company
marketing budget were devoted to the digital part. In 2019, this number may reach 40%
(Teradata report, 2015). Finally, in 2015, 28% of marketers have reduced their advertising
budget to fund more digital marketing tools (CMO Council report, 2015).
Digital marketing has become an explosive growth industry because consumers are more
sensitive to digital and social media. For instance, in december 2015, Facebook had 1.04 billion
on average daily active users including 934 million on average on mobile devices (Facebook
results report, 2016). Furthermore, consumers using data through their mobile device are
increasing every year. For example, 48% of emails were opened on mobile devices in 2015
(Hubspot report, 2015), a real opportunity for marketers since emojis can be read easily on
mobile device.
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2.1.4. Digital marketing view as an innovation for companies
Nowadays consumer needs are largely satisfied. A company can no longer satisfy them with a
classic and rational marketing and must completely redefine its strategy (Chetochine, 2008). To
remain competitive, companies must make strategic choices that include information
technology and digital marketing actions in the coming years (Blum, 2015).
The first who talks about innovation is the economist Schumpeter with his Theory of Innovation
in 1926. In his theory, he emphasizes the role of innovation in the pulse of the economic system.
First, he takes as its starting point a stationary economy that he defines as reactive, repetitive
and routinely. That is a circular flow that admits no surprises or shocks. Then, according to the
Theory of Innovation, innovations are essential to explain economic growth. Indeed, he writes
"carrying out innovations is the only function which is fundamental in history" (1939, p102).
Innovations are the center of the historical process of structural changes. He divides the
innovation process into 4 dimensions: invention, innovation, diffusion and imitation. In
"Capitalism, Socialism and Democracy" originally published in 1942, he describes these
economic changes as "creative destruction". According to Schumpeter, innovation is a "process
of industrial mutation, that incessantly revolutionizes the economic structure from within,
incessantly destroying the old one, incessantly creating a new one" (1942, p83). He argues that
anyone seeking profits must innovate. He believes that innovation is considered as an essential
driver of competitiveness and economic dynamics.
If we transpose this model on an entrepreneurial level, we can say the stationary economy is
the traditional business using traditional marketing and media. Then, follow the historical and
economic changes such as the World Wide Web rising and the hyper connected generation
emergence. Companies who want to keep profits must innovate and adapt to new trends.
Companies who do not innovate will disappear like Schumpeter shows in his "creative
destruction" theory.
2.2. Emojis: a new opportunity for companies
2.2.1. Why using emojis ?

Emoji is all about communication. Face-to-face communication involves the use of non-verbal
tools like intonation, gestures, facial expressions, and body language. We use each of these to
help us more accurately convey the message we want the other person to receive (Lemonnier,
2012). When we communicate online or via mobile device, most of these tools don’t exist.
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Emojis are interesting because they allow people to express themselves more precisely than
using only words and make them better communicators. Indeed, we react to emojis like we
would with real human face. When we look at a smiley face online, the same specific part of
the brain is activated as when we look at a real human face: "emojis are a new form of language
that we are producing and to decode that language we have produced a new pattern of brain
activity" (Churches, 2014, p196). Emojis which remind human faces are particularly effective
on attention mechanisms: "most of us pay more attention to faces then we do to anything else"
(Churches, 2014 p200).

As a matter of fact, we can notice emojis correlate with real life happiness. A study shows that
emoji users describe emojis as a "positive effect on enjoyment, personal interaction, perceived
information richness and perceived usefulness" and add "not only enjoyable to use but also a
valuable addition to communication methods" (Huang et al., 2008 p470).

2.2.2. Why are emojis so popular ?
Nowadays emojis are mainstream. The SwiftKey Emoji report shows that 74% of US people
regularly use emojis in their online communication and send an average of 96 emojis per day.
Moreover, six billion emojis are flying around the world everyday on mobile messaging apps
(SwiftKey Media report, 2014). In a nutshell, 92% of online population use emojis daily. It
means that emojis are understandable by almost everybody and the audience shouldn’t have
any problems to understand them (Emogi Research Team report, 2015).

To go deeper in the fact that emojis are popular we have to focus on the emojis users. Popular
beliefs think digital natives are the primary users of emojis but age doesn’t actually differ.
Gender does. Indeed, women are more frequent users. Women consider emojis as more
enriching: 90% of them use emojis in order to express better what they think against 65% for
men (The Content Strategist study, 2015). The gender gap in emojis usage is something to keep
in mind when marketers want to spread a word. According to the study, women are more likely
to believe that emojis can accurately capture their feelings compared to words. Depending on
the target audience, it might makes more sense to keep the message more straightforward or
traditional.
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Thanks to these data and regarding the way that emojis are used everywhere, we can qualify
this phenomenon as a trend (Meeker, 2015). Emojis are used to custom not only our
conversations but also all the daily life products: advertisement, phone keyboard, derived
products (t-shirt, posters, pillows etc), social networks, websites… For companies, this trend is
a real opportunity and emojis have become a component for them to reach marketing goals.

2.2.3. How brands use emojis? What are the goals?

Marketers are aware about this phenomenon and using emojis is a new way to make brand being
popular. Indeed, "consumers see emojis as communication tools and brands are taking notes"
(Kerns, 2014, p52). Emojis are considered as a tool for strategic marketing and they make
companies more popular on social media according to analysis including more than 31 million
tweets and half a million on Facebook (Quercia, Séaghdha & Tchokni, 2014, p490). Various
metrics were used in this study such as number of followers and Klout score. Klout score is a
number between 1 and 100 that represents the level of influence you have. If score is high, it
means that you have a lot of influence on people:
"the emojis features achieved high performance, suggesting that there is a
strong link between emojis use and social power. Powerful users tend to use
emojis often and high Klout score is strongly associated to positive emojis"
(Quercia, Séaghdha, Tchokni, 2014 pp.490).

Moreover, marketers use emojis because it seems to make them appear more friendly and
competent. As a matter of fact, it appears that the presence of emojis affect cognition: "It might
help you remember what you’ve read more easily. Memory for chat content is significantly
higher in the emoticons present condition than in the emoticons absent condition" (James &
Sriram, 2004 p3).

Companies are jumping on the bandwagon and now use emojis for one main reason: it is an
effective strategy. Nevertheless, there are many ways to use emojis.
Some brands create their own emojis. For instance, Burger King or IKEA developed their own
emojis such as food and furniture. Thanks to the app of the brand, consumers can use these
symbols in all social networks and conversations. Other brands want to be a part of the Unicode
Emojis Keyboard you can find on smartphones. The Mexican food brand Taco Bell is a really
known example because they did a petition to make the "tacos symbol" belonging to the
15

keyboard. We can suppose that it is more interesting for brands to create symbols which belong
to the smartphone keyboard because emojis users don’t need to download app, they have
automatically the emojis in their phones and can use it for free. On the other hand, some
companies use emojis as a buzz strategy. Indeed, Britain Bank imagined a new way to access
to the personal account. They created an emojis password, instead of using numbers: clients use
emojis symbols as a security password. It seems that everything is a good reason to include
emojis in the brand strategy.

Creating emojis is not the only way for companies to promote their brand. Companies use
emojis as a marketing tool by using them in all the digital medias they operate such as mailing,
social networks, newsletters, advertisement (Aaker, 1997, p349). The goal of using emojis in
this context is to convey an original and playful message and it works: the mailing open rate is
more significant with emojis in subject line with a 45% increase in the unique open rate
(Werner, 2012). Statistics show that click rate and attention time increase when emojis are
involved. The click rate increased from 0,4% to 9,2% thanks to emojis presence. In addition,
time spend on a mailing written with some emojis make consumers more focused on the
message. Time increases from 3,3 seconds to 7,8 seconds when emojis are involved (Werner,
2012).

Finally, emojis have some limitations. Study found that it is hard to convey sad or serious
message with emojis. When people or brand need to express surprised or negative opinions,
emojis might lead to communication problems (The Content Strategy study, 2015).

To conclude, emoji is all about creating and feeling emotions in order to make the brand strong.
A strong brand is existing in consumer's mind thanks to the representation he made of it and the
emotion created by marketers around the brand.
2.3. Emojis: emotion creator
2.3.1. Communication is more illustrated and emotional
Nowadays vocal and text messages are going to disappear to give way to a different
communication, more illustrated and emotional. Recent years, a lot of apps which allow users
to share photos were created and it is clearly used as much as the texting ones. For example,
Snapchat is a photos and videos app launched in 2011. Snapchat is defined as "a photo
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messaging application to take Snaps (picture or video) that you can send to other snapchat users.
However, you can see these Snaps during 10 seconds. After that, the Snap is deleted” (Weigert,
2014, p41). The development of this kind of new communication shows that consumers want
to communicate with a new language stronger than words and emojis are clearly a part of this
trend.

Emojis have left a mark on the year 2015 such as the Oxford Dictionary has named an emoji as
the official word of the year. It reveals a major shift in consumer behavior towards mobile and
visual communication, which incite more and more marketers to incorporate imagery in their
messaging. This choice by Oxford Dictionary shows a lot about how we interact in 2015.
Online users want to express themselves like they could do in reality with all the non-verbal
expressions. This is exactly why emojis are now so involved in conversations and
advertisements. Interpretation has such a huge impact on consumers and emojis allow people
and marketers to express a clear message. For instance, 84% of women and 75% of men
frequent users believe that emojis express their feelings more accurately than words (Emogi
Research Team report, 2015). Indeed, "smileys, emoticons, and emojis are all meant to
communicate emotion" (Goldsborough, 2015, p72).
2.3.2. Emotion is the new center of marketing
Nowadays, emotions are omnipresent throughout marketing and they are central to the actions
of consumers and managers alike (Bagozzi et al., 1999). We can define an emotion as “an
affective, subjective, multidimensional, momentary phenomenon, caused by exogenous factors
to the individual, who interacts with the information collected process towards a consumer
experience, with the consumption experience and behavior” (Graillot, 1998, p5).
Chétochine argues there is obviously a space in our society for an emotional marketing (2009)
and Séguala approves that our intellect society is moving towards a society of emotion, affect,
entertainment (2009). Indeed, emotion is more and more present in our society: in politics, in
the media, in advertising, in communication at point of sales, in the customer relationship (Bô
& Guével, 2014).
Marketers understood this fact and started to focus on human emotions and their role in making
consumption decision (Kotler et al., 2010). Emotions are now an area of research interest in
marketing, consumer behavior and consumption (Huang, 2010). Indeed, according to Nyer,
evaluations and emotions influence consumer behavior (1997). They are defined “as a short17

term affective responses to the appraisal of stimuli with reinforcing potential, contribute to the
control of basic human behavioral systems” (Gibson, 2006, p53). Graillot adds that emotions,
primary source of human motivation, allowed to understand the process of decision making and
consumer behavior in the consumption process (1998).
Since emojis are used to express an idea (Chandler & Munday, 2016) and meant to
communicate emotion (Goldsborough, 2015), they have a real role to play in the emotional
marketing concept. Marketers will earn a lot from their curstomers if they succeed in creating
a link between them thanks to emotion. If marketers can be connected with their consumers on
an emotional level, the impact would be two times more powerful than those who are trying to
sell functional or business value. Furthers, marketers introduced new concepts such as
experiential marketing and brand equity.

2.3.3. Consumer perception
We call “brand image” the fact how the customers perceive the brand. Indeed, according to
Riezebos “ brand image is a subjective mental picture of a brand shared by a group of
consumers” (2003, p. 63). It is the key of how consumers make their choices after gathering
information about the particular brand and the alternatives (Ataman & Ülengin, 2003). The
brand image “is formed through three different inductive processes: marketing communication,
consumption experience and social influence” (Riezebos, 2003, p. 66). Since emoji are a
component of marketing communication, they influence the brand image and how the consumer
perceive the brand.

The notion of perception is very important since dependent of the field of vision, the perception
will be decisive in the process of purchase decision. Indeed, the perception and interpretation
allow the consumer to give meanings of information resulting his environment (Ladwein,
1999). On a marketing level, perceptual processes knowledge allow comprehension about how
operates commercial communication.
To Vashisht, perception is “the process by which an individual selects, organizes, and interprets
stimuli into a meaningful and coherent picture of the world” (2005, p72). The perception
determines thereafter the perceived image. Thus, perception is significant because it will build
the feeling and the image of a brand (Kotler & Dubois, 2002).
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Each consumer exposed to a stimulus receives information via its 5 senses (the perceptual
process) which constitute sensors sensory information. Examples of stimuli include brand
names, advertisements, products, packages (Vashisht, 2005) but also the format of the
advertisement, the position within the support, color and contrast, movement, being shocking
or unusual (Dubois, 1990). Then he interprets the messages received in his own way, which
mean perception is completely subjective. Thus, two people would give a different
interpretation to advertising (Guichard & Vanheems, 2004) and therefore how they perceive
the brand image.

Brand strategy developed by firms tends to increase the brand image, to deliver value to the
brand’s consumer and bring him to a favorable attitude towards it (Rooney, 1995). Smothers
notes that a brand, like a person, can have a personality (1993). Since the late 1950s, the concept
of brand personality might help differentiating brands and increase the personal meaning of the
brand for the consumer (Martineau, 1958). Indeed, brand personality is able to influence
consumer behaviour since the traits resemble human personality traits (Louis & Lombart,
2010). Thus, the constitution of a true personality can be the foundation of an original and
relevant positioning. We are completely in the subject with Emoji, since they are “graphical
characters used to convey emotional expressions” (Gavin, 2016, p11).

Finally, brand equity, a concept born in the 1980s, has aroused intense interest among marketing
managers and business strategists from a wide variety of industries. A consumer “perceives a
brand’s equity as the value added to the functional product or service by associating it with the
brand name” (Aaker & Biel, 1993, p2). The brand equity concept based on the consumer is at
the heart of brands managers' concerns who looking to create a competitive advantage to
differentiate from the competition and to adapt to the constant changes and environmental
pressures: globalization and market opening, technological competition, consumer behavior
change etc. (Shocker, Srivastava & Ruekert, 1994). Biels argues that advertising drives brand
equity (by creating brand image) and “brand equity is driven by consumer choice. Choice, in
turn, is driven by brand image (1993, p5). Here Is a virtuous circle and since emojis are a
component of branding, brands can use them to build a cool and trendy perceived image by
consumers.
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2.3.4. Focus on the meaning of emojis

Since everyone does not understand emojis on the same way and could be a source of
misunderstanding, 100 million tweets have been studied by Miller to identify the difference of
the meaning of emojis. The results of this study show that interpretation differs a lot regarding
the users and the different digital systems they use.
Indeed, with the several systems that exist on all the smartphone brands, the “color of the
cheeks” or the “eyebrow shape” of an emoji can give a complete different comprehension and
everyone can have his own comprehension of the emoji. Most of the time this misunderstanding
comes from the fact that emojis don’t appear the same way on the different system such as
Apple, Android etc. For instance, an emoji that represents a face smiling with teeth doesn’t have
the same meaning in different programs: interpreted as positive by most of the smartphone
programs, it is considered as negative for Apple users.

What can we conclude about this study? Researchers say that, to avoid misunderstandings, all
the programs should make an agreement about the emojis designs. It could be the solution to
this communication issue. On a marketing level, marketers must take note of this different
interpretation and adapting it to the best way on their marketing campaigns.

To go deeper about the question of the meaning of emojis, it is interesting to focus on the
different use of emojis regarding the nationalities. The SwiftKey Emoji report 2015 describes
the different ways of use of emojis regarding 16 nationalities in the world. 1 billion emojis have
been studied and the most popular in the world is the happy face (44,8%), then the sad face
(14,3%) and then the heart (12,3%). We can understand that these three kinds of symbols are
really known and understood by everybody. What is different is the fact that nationalities don’t
have the same willingness to use one emoji more than another. To make a link with companies
and the communication strategy, it could be clever to look which emojis are the most popular
and appreciated in the country where you want to develop the activity. For instance, Portuguese
are more attracted by happy face than French people who refer using heart. Being aware of
what is the more trendy and popular about emojis is probably the best way for brands to
understand and use properly the emoji language.
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3. Methodology
3.1. Methods
Collecting data is the most delicate part of a research. Collecting data has to be well done in the
aim of analyzing properly and having interesting conclusions regarding our assumptions. It is
an important step in the research which will allow us to find answers about our problem. In
order to collect data, two methods can be used, separately or combined.
3.1.1. Quantitative research
Quantitative research is the first method which can be used. This method describes and
measures the level of occurrences on the basis of numbers and calculations. Quantitative
research is "entailing the collection of numerical data and exhibiting the view of relationship
between theory and research as deductive, a predilection for natural science approach, and a
having an objectivist conception of social reality" (Bryman & Bell, 2011, p153).
In this kind of research, closed-ended questionnaires are frequently used and questions such as
"how many" or "how much" are common. Quantitative research is based on analyzing numbers
and calculations in the aim of creating statistics. As a matter of fact, experiments, correlation
and regressions analysis methods are used most of the time.
Moreover, quantitative research is almost carried on a large sample that makes the research
more reliable. Of course, it also depends on the researchers and the way the research is
conducted. Nevertheless, quantitative research is not the only way to collect useful data for our
problem. Some of data are not accessible by quantitative questions.
3.1.2. Qualitative research
"Qualitative data collection methods emerged after it has become known that traditional
quantitative data collection methods were unable to express human feelings and emotions"
(William, 2005, p85).
Indeed, qualitative research is another way to collect information more about words,
perceptions, feelings and opinions. It means that it allows us to collect data which are more
complicated to analyze but richer thanks to methods such as experiments, interviews, focus
groups, and questionnaires with open-ended questions. It is noted that
21

"qualitative methods are often regarded as providing rich data about
real life people and situations and being more able to make sense of
behaviour and to understand behaviour within its wider context.
However, qualitative research is often criticised for lacking
generalizability, being too reliant on the subjective interpretations
of researchers and being incapable of replication by subsequent
researchers" (Vaus, 2002, p5).

For our survey, we wanted to focus on quantitative research because the goal was to analyze
quantitative data. Indeed, it was easier for us to analyze the impact of emojis on consumers by
making statistics and correlations. Questions were closed and multiple choice in order to keep
the survey quick and effective. Indeed, respondents did not have to write anything by
themselves, they had the choice between Yes/No or different suggestions of answers.
Thanks to this way of collecting data, we would be able to discover if emojis are seen as positive
by the consumers, if they like it and if emojis make them consume more -or like more- a
particular brand. In the analysis we would be able as well to extend the results and interpret
them in order to know if it is worth it for companies to use emojis in their communication
strategy and what are the benefits they could earn. Indeed, the questionnaire is not taking the
type of companies or the target of companies in account. It means that emojis are studied in a
general environment but the results have to be adapted to the type of companies who want to
use emojis in their online strategy.
The questionnaire is composed by 19 questions. The two first questions are identification
questions that allow us to know who is the respondent and his profile. Then, we separated the
questionnaire in the two following parts:
- Your perception of emojis in daily life: this part is made in order to understand the consumer
opinion about brands using emojis in their communication
- “Company specific emojis”: this part is more focused on emojis created by companies and
representing brand particular products
3.2. Type of research
3.2.1. Exploratory research
Exploratory research is a type of research conducted for a problem that has not been clearly
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defined. Exploratory research aims to invest a new field of research to gain new insights about
specific issue, and where the problem is usually defined in a general manner because little or
no previous research has been done on it (Yin, 2014, p215).
According to Saunders et al., exploratory research does not provide conclusive evidence but
conducted to clarify and define the nature of a problem (2009, p139).
Most of the time, subsequent researched are expected. Furthermore, Brown explains
"exploratory research tends to tackle new problems on which little or no previous research has
been done" (2006, p45).
3.2.2. Descriptive research
Descriptive research describes data and characteristics about the population or phenomenon
being studied. Descriptive research consists, according to Robson (2002, p59), “to portray an
accurate profile of persons, events or situations. It is used to describe characteristics or behavior
of sample population”.
In a descriptive research, it is easy to collect data without changing the environment but it
cannot be used to create a causal relationship, where one variable affects another.
3.2.3. Causal research
The causal research -also called explanatory research- is led in order to determine the extent
and nature of cause-and-effects relationships. Saunders et al. explain that “the studies establish
causal relationships between variables” (2009, p140). For example, causal research might be
used in a business environment to quantify the effect that a change could have in a business
planning process.
For our survey, we have chosen an exploratory research because emoji's topic is quite new in
the business area. Furthermore, existing data are not so easy to find. We also decided to use a
causal research to underline if there is a link between the two following variables: click rates
and emojis using in subject email and in a broader point of view, if consumers are more willing
to consume products of a brand using emojis in its online advertisement.
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3.3. Population and sample
In most of the surveys, access to the entire population is near to be impossible. However, the
results from a survey with a carefully selected sample will reflect extremely closely the entire
population. Sampling techniques can be divided into two broad categories: random (or
probability) sampling and non-random (or non-probability) sampling (Creswell, 2003).
3.3.1. Random sampling
Random sampling is the most popular method and each member of population is equally likely
to be chosen as part of the sample. It has been stated that "the logic behind simple random
sampling is that it removes bias from the selection procedure and should result in representative
samples" (Gravetter & Forzano, 2012, p146).
3.3.2. Non-random sampling
On the other hand, non-random sampling is another way to select the population who is going
to answer the survey. According to Saunders et al., the “non-probability sampling (or nonrandom sampling) provides a range of alternative techniques to select samples based on your
subjective judgment” (2009, p233).
There are different kinds of non-random sampling methods :
- Convenience sampling: it is a method that relies on data collection from population members
who are conveniently available to participate in study. It means that there are no specific criteria
identified to select the subjects. Indeed, all subjects are invited to participate. The risk with this
method is that the sampling can be influenced or distorted by the fact that some individuals
have been chosen because they were easy to obtain.
- Judgment sampling: in this case, researchers choose by their own judgment which members
of the population are participating to the study. This method is not so reliable because it depends
on the researchers choices and not based on real facts. Indeed, "elements selected for the sample
are chosen by the judgment of the researchers. Researchers often believe that they can obtain a
representative sample by using a sound judgment, which will result in saving time and money"
(Black, 2010, p225).
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- Quota sampling: it can be defined as "a sampling method of gathering representative data from
a group" (Bajpai, 2007, p105). It consists in selecting groups of people who have common
characteristics. These characteristics may relate to age, gender, education level and so on. This
method is mainly used for small sample of a population. Nevertheless, results can be extended
to the entire population because choosing quotas comes to take proportions of the total
population into account.
For our study, we have chosen a non-random method which is the convenience sampling
method. Indeed, we were looking for a simplicity of sampling and ease of research. Thanks to
this method we were able to collect a lot of responses in a short duration of time. However, this
method still has some disadvantages such as vulnerability to select bias and it may appear a
high level of sampling error.
We decided to study the ”online population”, the population who is using internet and the web.
Indeed, people who have access to a smartphone, a computer or a digital tablet are confronted
with online advertisement. We have chosen a group age between 15 and 60 years old. We didn’t
choose any nationalities or small age groups in order to analyse later what is the opinion about
emojis regarding the different ages. To collect the answers we needed we spread our
questionnaire by diffused the survey mainly on social networks which are the cradle of the
emojis. We were using mostly Facebook, Twitter and LinkedIn to spread our survey. Thanks
to our networks such as Schools, Erasmus students, professional contacts, family, we collected
382 answers. In the aim of analyzing the data collected we used first the Google Forms statistics
to have percentages and then we worked on Excel which allows us to create crossed variables
analysis.
3.4. Instrument to collect data
3.4.1. Case study
A case study is variously defined as a method, methodology or research design (Bassey, 1999).
A case study is a detailed study of a particular case as a person, a group, or a specific subject.
This is a research approach that is in the area of quantitative methods.
“A case study can be defined technically as a phenomenon for which we report and interpret
only a single measure on any pertinent variable” (Eckstein, 2002, p124).
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In other words, Creswell defines a case study as “a problem to be studied, which will reveal an
in-depth understanding of a “case” or bounded system, which involves understanding an event,
activity, process, or one or more individuals” (2002, p61).

3.4.2. Survey
A survey research is “a specific type of field study that involves the collection of data from a
sample of elements drawn from a well-defined population through the use of a questionnaire”
(Babbie, 1990, p228).
Babbie ads that “surveys include cross-sectional and longitudinal studies using questionnaires
or structured interviews for data collection, with the intent of generalizing from a sample to a
population” (1990, p229).

In order to answer our question research, we have chosen this method which consists in
interviewing our sample. Our sample componed by 382 people using internet had to answer
some questions about emojis in general (if they like it or not), opinion (if they have a positive
perception), the way they react to it (if it makes them change their behavior regarding the brand
and the consumption), and so on. We wanted to underline if emojis had a positive impact on
brand communication and in a deeper aspect, if emojis make people react whatever in a positive
or negative way (buy more or change their consumption habits).
3.4.3. Focus group
A focus group is “an informal discussion among a group of selected individuals about a
particular topic” (Silverman, 2004, p177). In other words, focus group are group discussions
which are arranged to examine a specific set of topics (Kitzinger, 2005, p1). Focus
group “encourage a range of responses which provide a greater understanding of the attitudes,
behavior and opinions of participants on the research issues” (Hennink, 2007, p3).
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4. Empirical data
4.1. Data collected
In this part we will describe the results of the survey we have created. Not all the percentages
will be mentioned but only the more relevant regarding our research question. We have
collected 382 answers.

The first two questions are identification questions that allow us to know more about the
respondents. Moreover, thanks to these questions we are able to make link between the
age/gender and perception of emojis.

The first question gives us the percentage of the gender that have answered. 64,1% of the
respondents are women and 35,9% are men.

Secondly, we can notice that the 15-25 years old respondents are the most representative part
(84,3%), followed by the 26-40 years old group who represents 13,1%. Finally, the last category
(41-60 years old) amounts to 2,6%.

After these two questions about therespondents, we have separated our survey in two sections.
The first part deals with the perception of emojis in daily life while the second one deals with
the perception of company specific emojis which are companies branded emojis.
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4.1.1. Perception of emojis in daily life
At the beginning of this part, we have asked people about their perception and what they think
about the fact that brands use emojis in their communication strategy. The results of the first
question show that most of the people (52,4%) considers emojis as funny. The second adjective
the most used to describe emojis is trendy for 39,8 % of the respondents. Then, comes the
negative perception with two negative propositions. For 27,7%, using emojis is nonprofessional and 10,7% think that it reflects a lower-ended brand.

The second question deals with the opinion of respondents, if they like emojis or not. This
question is linked with the first one because we can suppose that all the respondents that have
answered a positive proposition in the previous one (it is funny/it is trendy) are going to say
that they like them. On the other hand, people who have answered the opposite are more likely
to say that they don’t like. Indeed, the result shows that 71,5% like emojis while 28,5% don’t
like them.
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The third question of the survey is a visual question. Respondents are in front of two pictures.
The first one (top one) shows an email subject line written with emojis and the second one
(bottom one) written with words only. We asked the respondents about which one is the more
attractive email. For 60,7% the top one is the more attractive and for 39,3%
the bottom one is better.

Thanks to the following question we wanted to understand why 60,7% of the respondents were
saying that they preferred the emojis subject line email. 66,8% of them consider that this kind
of email is funnier than a traditional one. 40% think that it puts colors in the mailbox, it means
that it is more aesthetic. Then, for 19,6% it allows to have quick information about the content.
Finally, for 17% it gives an easy way to read.

From the question 5, we started asking questions not about observation but about action. It
means that since the beginning we asked respondents about their perception but now it is more
about their willingness to react and consume a product regarding the use of emojis. This
question is about the willingness to open email written with emojis or without (like we showed
in the question 3). It is a surprising result because in the question 3 most of the people have
chosen the emoji subject line email while in the question 5, 75,7% say that they do not open
more easily an email with emoji in the subject line.

In order to understand this answer we have asked the reason why they would like to open the
email with emojis more than the other. For more than the half (50,5%), they are curious about
the email content. The two other propositions have scored quite the same percentage. 37,6%
consider that the emoji email is aesthetic and 31,2% always open all their email which means
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that emojis don’t have any influence on this part of the respondents. They would open their
mail in all the cases, it doesn’t depend on the use of emojis.

The question 7 is about derived products representing emojis. On a marketing level, a derived
product is a product (like mug, pillow, keyring, plush, figurine) from a work (like movies,
cartoons, comics, popular mascot) and relying on the reputation of this work for sale (Mazier,
2012). We have asked respondents about their willingness to buy this kind of products. For
most of them (69,9%), they are not interested by buying emojis derived products.
The following question asks the 30,1% who has said that they would buy it, the reasons why
they would do that.

The main reason why they would buy a derived product representing emoji is that it reminds
them a digital conversation, a person, a feeling, a good moment (56,3%) because they are used
to use emojis in daily life. The second main reason is that they consider having an emoji product
as original it is kind of trendy (41,2%).

The last question of this section deals with the willingness to choose a brand rather than another
regarding the use of emojis. It is asked to the respondents if the use of emojis by brands
influence their choice when they have to select a brand. As an example we have showed two
pictures of pizza brands on Twitter. The first one is Domino’s pizza tweet with emojis and the
other one is Pizza Hut which is not using emojis. The goal is to show an example to help
respondents to choose their answer. For 82,5% emojis don’t have any influence on their choice,
it is not a criteria. On the other hand, 17,5% consider that they are affected by this way of
communication and they are receptive.
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4.1.2. Perception of company specific emojis
The second part of the survey is focused on company specific emojis. We have decided not to
put a definition to remind respondents about what are company specific emojis but a visual
example of emojis made by IKEA.

We are aware that not everybody knows what are company specific emojis. That is what we
asked in the first question in this part. The result is that 73,8% of the respondents were not
aware about what are company specific emojis while 26,2% already knew about them.

The two following questions are still about the same topic. We asked respondents if they knew
how tey are available. Most of them (90,3%) don’t know how and as a consequence 90,1%
have never downloaded them.
Even if only 9,9% of respondents have downloaded branded emojis, we wanted to know why
and what are the goals for them. For the majority (39,7%), the goal is to make the conversation
more precise, for 25,9% it is only because they are curious, for 24,1% it is because using emojis
is trendy, and finally 15,5% want to refer to a particular brand thanks to their branded emojis.
All the answers are quite balanced so we can’t emphasize with certainty that one of the
propositions is the main one.
Even if 352 people have said that they didn’t download company specific emojis before, we
wanted to know if they would take time to download them. For 36,1%, they are now ready to
download them. We can suppose that these respondents were not aware about what were
company specific emojis and they are now. On the other hand, 63,9% of the respondents will
not downloading them.
After having an idea about respondent’s behavior, we wanted to focus on respondent’s
perception of company specific emojis. Indeed, emojis are a tool for brand to communicate and
make promotion but is it an effective way to do it? Is it a positive tool for brand?

Question 15 allows us to ask people what they think about brands creating their own emojis.
Thanks to this question we analyze if people trusts that companies which create their own
emojis are improving their brand image or if it doesn’t change anything. For 69,9% brands
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improve their brand image when they create their own emojis while 30,1% said that it has not
impact on the brand image.
The next question is following the same logic, we want to know if company specific emojis
have an impact on respondent’s consumption. As a matter of fact, we wanted to underline if
company specific emojis are increasing the willingness to consume products that have been
adapting in emojis. For 84,3%, emojis representing products and created by brands don’t have
any effect on their behaviour. They are not going to buy more products because the brand has
created their own emojis.
On the other hand, 15,7% declare that they are more likely to consume products that they have
already seen as emojis. It means that this strategy can work even if it is not on the majority. For
these people (62 respondents), the main reason they say they would consume more is that they
are used to use the company specific emojis in their private conversation (59,7%), it is
something they already know and they use in their daily life. For 40,3%, the reason is that they
like the fact that emojis exist in real life. Finally, 12,9% consider that they would like to have
the product if the emojis represented is popular, it can be associated to the emojis trend.
4.2. Crossing variables
To go deeper in the presentation of the data collected, we have created some figures with
crossed variables that are linked.
Are you?
Do you like emojis?

A

A

Total

man

woman

No

47

62

109

Yes

90

183

273

Total

137

245

382

In this table we have crossed the variable “do you like emojis?” with the gender. Our survey
has been answered mostly by women (64,1%) and it could be the explanation. Indeed, the table
shows that women like more emojis than men. Women who like emojis are 183 (it corresponds
to a percentage of 74,7%) while men who like emojis are only 90 (it corresponds to a percentage
of 65,9%). Before sending the survey we have made a little explanation about the topic and the
questions that will be asked and we can suppose that women are more interested in this topic
than men. They are more receptive regarding emojis.
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We have seen that there is a difference between women and men about the fact that they like or
not emojis. Gender is not the only factor that is influencing the opinion. Let’s see if all the age
groups like emojis the same way:

How old are you?
Do you like emojis?

15-25 years old

26-40 years old

41-60 years old

Total

No

88

18

3

109

Yes

234

32

7

273

Total

322

50

10

382

In all the categories we can notice that emojis are appreciated. If we calculate in percentages
we obtain the following results:
72,6% of the 15-25 years old respondents like emojis
64% of the 26-40 years old respondents like emojis
70% of the 41-60 years old respondents like emojis
Thanks to these tables we have a precise idea about the sampling’s composition. Now we are
going to describe the following questions and the results about how our sampling is perceiving
emojis in daily life.

This table is about the opinion/perception of emojis depending on the age group.

What do you think about brands using

How old are you?

emojis?

15-25 years

26-40 years

41-60 years

old

old

old

It is funny

169

26

5

It is lower-end

35

6

1

It is non-professional

90

14

3

It is trendy

128

20

4

In the 15-25 years old group, most of the respondents think that a brand which use emojis is
trendy and funny. The second group which is older keeps the same opinion. And finally the
older one considers emojis as funny and trendy as well. Nevertheless, we can notice that the
two last groups are also saying that using emojis is non-professional. In the last group, 4 people
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declare that it is trendy but 3 are also saying that it is non-professional. As a matter of fact, we
can say that opinion is not so positive regarding the age group.

For the following table, we wanted to emphasize the link between the fact that people like
emojis and the fact that they open more easily if there are emojis in the subject line.

Would you open more easily an email with an emoji in the

Total

subject line rather than an email without?
Do you like

No

Yes

No

106

3

109

Yes

183

90

273

Total

289

93

382

emojis?

Would you be interested in derived products representing

Total

your favourite emoji?
Do

you

like No

Yes

emojis?
No

93

16

109

Yes

174

99

273

Total

267

115

382

We could suppose that if you like emojis you are more receptive to it and if you see it in an
email or somewhere else like on a derived product, your willingness to open it or buying it is
increased. Nevertheless, these tables show us that it is not the case. Most of people who say that
they like emojis are not answering by yes when we ask them about the fact they would open
more easily an email if there were an emoji inside. Moreover, they are not answering positively
when we ask about buying products which represent emoji neither.
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5. Analysis
In this part the goal is to analyze our results which come from the survey we created. The first
part will emphasize the receptive consumer’s profile, it means that we had established the
typical profile with some consumer’s characteristics of the consumer who like emojis and who
is affected by emojis because he has a positive perception of them. The second part will be
concentrated on the brand image perception that is our main purpose. This section deals with
how consumers perceive brands using emojis and what emojis can bring to the brand image.
All the analysis will be obviously linked to data and theories that have been mentioned in the
literature review.
5.1. Receptive consumer’s profile
According to the Content Strategy study published in 2014, popular beliefs hold that digital
natives are the primary users of emojis. As mentioned in the description of the empirical data,
we have used two questions to know the identity of the respondents. Thanks to the crossed
variables table with “age” and “do you like emojis” we can notice that:
72,6% of the 15-25 years old respondents like emojis
64% of the 26-40 years old respondents like emojis
70% of the 41-60 years old respondents like emojis
All these percentages are quite equal. It means that the 3 age groups attach approximately the
same importance to emojis. Even if all the percentages show that all the age group like emojis,
the most relevant is the 15-25 years old group age. If we talk now about the gender, the table
that is crossing variables “age” and “gender” shows that woman like more emojis than men.
Indeed, 74,7% of women who has answered said that they like emojis while 65,7% of the men
declare that they like them.
As a matter of fact, if we had to draw a typical profile of a consumer who is reacting positively
regarding a brand using emojis, it would be a woman aged from 15 to 25 years old.
Nevertheless, age and gender are not the only characteristics that justify the receptiveness of
consumers.
The main reason why people use emojis in daily life is because emojis make us better
communicators (Churches, 2014, p199). We have seen before that emojis are part of a new
language that allows us to express ourselves more precisely and marketers have to take notes
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about that (Kerns, 2014, p62). Emojis are not only enjoyable to use but also a valuable addition
to communication methods (Churches, 2014, p201). To put in light these remarks, The Content
Strategy study had published in 2012 some statistics about the reason why people use emojis:
« 90% of women use emoji to express better their idea while 65% of men do ».
We can link this data to the question 13 of our questionnaire. This question was asking people
about the reason why they are using emojis. 5 propositions were available and the top one is “it
makes the conversation being more precise” (39,7% of the answer). This data collected thanks
to the questionnaire shows explicitly that people are looking for emojis which help them
completing normal words. Nowadays “normal words” are not enough to make the interlocutor
understand what you want exactly to say.
Vocal and text messages are going to disappear to give way to a different communication, more
illustrated and emotional. Smiley, emoticons, and emojis are all meant to communicate emotion
(Goldsborough, 2015, p64). Companies now know that using emojis amounts to convey
feelings that are represented by emoji faces such as joy, laugh, tears, etc. Feelings are the main
part of emotion; there is no emotion without feelings. Today, who said brand said emotional
relationship. Companies which creating their own emojis have understood the importance of
emotion. Thanks to their specific emojis representing their own products, they have created
more than an advertisement but they had also created a link between the consumer and the
brand. The goal of using emotion in online advertisement is obviously to influence consumer
behavior: “evaluations and emotions influence consumer behavior” (Nyer, 1997, p272).
Moreover, Graillot adds that emotions, primary source of human motivation, allowed to
understand the process of decision-making and consumer behavior in the consumption process
(1998, p11).
In the survey we have asked (question 17) if people were more willing to consume products of
a specific brand if this brand had created their own emojis. For 59,7% of the respondents who
are willing to consume more products of a brand which had created their own emojis, the main
reason is because they are used to use this kind of emojis in their private online conversation.
This data collected is obviously linked to the memorization theory.
Memorization Theory is demonstrated by Neil Fleming in his VARK model about visual
learning (1992, p137), the fact to spread intensely branded emoticon in advertisement, where
their attention is focused, leads a repeated exposure to the brand image. However, repetition is
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the base of memorizing, of learning and thus, of the recognition.
Question 17 is also a proof for this theory. Indeed, 59,7% of the respondents are willing to
consume more products of a brand which had created their own emojis because they have
already used them in conversation or seen them in advertisement. In addition, regarding the
results of the question 8, we noticed that the main reason why people would be interested by
derived products representing emojis is because it reminds them a conversation, a person, a
feeling or a good moment (56,3%).
5.2. Brand image perception
According to James & Sriram, brands use emojis because it seems to make them appear more
friendly and competent (2004). We can link this comment with our results: when we ask people
what they think about brands using emojis, 67,8% of the answers given are positive with 52,4%
of them who think it's funny and 39,8% who think it is trendy. Furthermore, the 15th question
was about company specific emojis as a way for a company to improve its image, 69,9% of the
respondents think that using emojis is improving the brand image.
Last october, USA Today, a national American daily middle-market newspaper, experimented
with putting emojis in their headlines. The results of this experiment shows that it is hard to
convey serious message with emojis. Indeed, readers felt like the newspaper tried to reflect how
they should feel about the news (USA Today report, 2015). This is a surprising result since only
28,3% of consumers have a negative opinion about branding emojis with 27,7% who think is
non-professional and 10,7% who think it is a lower-ended. Furthermore, the question 15 shows
that only 30,1% people think that emojis are not improving the image of the brand. We can
deduce that, depending on the company sector, companies should use emojis or avoid them. As
we saw before and according to Bonapersona & Levy-Bencheton, emojis are attractive because
they are pretty new and trendy and they make your brand being more popular (2015). Warner
adds using emojis in a company subject line email see a 45% increase in its unique open rate
(2015). In question 3, we asked to choose the most attractive email between an email with
emojis and a one without. 60,7% of people think the email with emojis in the subject line is
more attractive. Moreover, according to our 5th question, an email with emojis is 24% more
likely to be open. Finally, according to Schumpeter, companies who want to keep profits must
innovate and adapt to new trend (1939, p80). According to our question 1, 39,8% of the
respondents think that emojis are trendy, therefore by adopt this new emojis trend, company
are part of a "innovation policy".
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6. Conclusion
6.1. Study Purpose
Currently, emojis are the new phenomenon that invade our daily life. People use them daily in
private conversations but this new trend goes further. Companies and marketers are now using
emojis as well. This new way of communication and promotion is really trendy but actually we
don’t have so much information about how companies can earn profits thanks to the use of
emojis. As a matter of fact, the purpose of the study was to collect data from consumers in order
to understand their perception about brands using emojis. For a brand, perception is truly
important because it determines the brand image and, in a long term, consumer’s behaviour.
Indeed, what is interesting for companies is to know how consumers see brands which use
emojis in online advertisement and communication. In order to answer this research question,
a questionnaire have been created and distributed to three hundreds eighty-two people who gave
us their opinion about the emojis topic.
6.2. Outcomes of the analysis
Thanks to all the answers collected with our survey, we have been able to analyse different data
that were really helpful to answer our research question. The goal was to understand how
consumers perceive brands using emojis in online advertisement.
The first data we have collected was analysed in order to draw a typical profile of a consumer
that perceives emojis in a good way. It is interesting for companies to be aware of the target
with they can use emojis. Indeed, all the ages or genders do not perceive the same way emojis
online advertisement. It is a big stake for companies to succeed in adapting communication
strategy to the target. Actually, using emojis can have, in the long run, an effect on consumer’s
behaviour. As we explained in the analysis, we have made a link between using emojis as a
memorization tool. Using emojis in private conversation, online advertisement, derived
products make the customer remembering the brand and, therefore, make him consume more
this one.
The second part of the analysis was more focused on the benefits than can earn a company if
people perceive positively its emojis communication strategy. The main theory we made a link
with is the innovation. If we draw a parallel with the Schumpeter innovation’s theory,
companies have to innovate to survive and make profits. As the survey showed it, emojis are a
marketing tool, which make the brand more friendly, popular and trendy. If consumers consider
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the brand as trendy it means that they want products made by this specific brand more than
another that could be perceived as more old-fashioned. Moreover, if we look at the marketing
statistics such as the open rate of the mailing, we have noticed that emojis in email subject lines
are a mean for companies to increase this statistic. Emojis are a marketing tool that can be used
to improve the brand image, to increase the interest of consumers about the company and to
make people more receptive to the brand. Nevertheless, it hasn’t been studied that emojis cannot
be used in every circumstances in all the companies with all the targets; here is where our
research is limited.
6.3. Limitations
After making all the researches about our topic and analysing the results of our survey, we can
now explain what are the limitations of our research. Indeed, emoji topic is quite new and actual
which means that information are really complicated to find and it is the main reason why we
have created our own survey and we didn’t use guideline. Moreover, this topic is complicated
to study as it is a trend which is evolving fast. As a matter of fact, finding reliable information
and statistics about the use of emojis, booksand scientific articles are not so easy. Nevertheless,
we found reliable references which have allowed us to study this topic.

The other part of the work was obviously the survey we have created. This questionnaire has
been a rich source of information. Collecting more than 380 answers permits us to have reliable
data. About the limitations, we would say that the sample is large but not balanced properly.
We have showed previously that women were more represented than men and it is probably
because emoji topic is definitely more appreciated by women.

In addition, the sample is not balanced regarding the age groups. 84,3% of the sample belongs
to the 15-25 years old group. This number is no doubt linked to the fact the we have diffused
the questionnaire mainly on internet thanks to social networks such as Facebook, Twitter and
LinkedIn. It was the best way to obtain this amount of answers.
6.4. Further studies
In order to go deeper in the analysis, we could have made a parallel qualitative study. Indeed,
with a qualitative method such as focus groups or interviews we could have collected qualitative
answers to go further in the analysis of the emojis perception by consumers. Leading this kind
of study could be an aid for companies which want to adapt their communication strategy.
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Thanks to the results we could have helped companies by telling them in what context using
emojis is effective, which target is the most receptive, what are the impact on the company
activity. We can already answer some of these questions but a qualitative research could be the
solution of many other issues.
Emojis topic is large and here we focused on consumer’s perception but we can also go deeper
with other researches. For instance, for companies it could be also interested to study emojis in
context and not only isolated. We have seen previously that emojis don’t have the same meaning
for everybody and marketers have to understand this new language to communicate properly.
Finally, cultural factor has to be studied as well because in all the countries emojis are not
perceived the same way and a company which is internationalized has to adapt its strategy
regarding the culture, and so, the meaning of emojis.
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