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Abstract - The main purpose of this study is to ana-
lyse the impact of the emotional story on the sensory
perception of food. The importance of information on
the hedonic evaluation and purchase intention of food
is demonstrated in the consumer behaviour literature.
Our hypothesis is based on the superiority of emo-
tional storytelling compared to the objective message
when analysing the sensorial acceptability of PDO and
consumers’ purchase intention and Willingness to
pay(WTP) for PDO. In an experimental economics
study carrying out a sensory study and the contingent
valuation on 240 consumers in Catalonia (Spain),
results showed a strong positive influence on the
purchase intention, willingness to pay and sensory
acceptance when using an emotional message com-
pared to an objective one. Results could represent a
roadmap to improve the promotional messages of the
appellations of origin.
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INTRODUCTION

It is well-known that consumers' hedonic evaluation
and purchase intention of food products are affected
by external contexts and varying environments. The
information plays an important role in the formation
of the expected and actual sensory acceptances and
in identifying consumers' willingness to pay (WTP)
(Baba et al., 2016). In this research, we assess the
impact of emotional and objective storytelling using
audio-visual and infographic communication materi-
als on the liking scores and WTP of two Protected
Designations of Origin (PDO) in Catalonia. The start-
ing hypothesis is the superiority of the emotional
discourse versus the objective narrative in affecting
consumers' acceptability and preferences. In this
context, the main objective of this study is to ana-
lyse the impact of emotional storytelling on consum-
ers' preferences and acceptance. Furthermore, to
assess how the emotional message positively influ-
ences the consumers' sensory perceptions and in-
tentions for two Protected Designation of Origin: The
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Hazelnut of Reus and the Cheese of the Alt Urgell
and the Cerdanya.

MATERIAL AND METHODS

To achieve the main goal, two methodological ap-
proaches were followed: The between and the within
samples comparisons. The former is based on com-
paring the impact of the emotional
(https://www.youtube.com/watch?v=hEmA6K21rnQ
) and objective storytelling
(https://www.youtube.com/watch?v=UWQsps7GIfE

&t=49s) using two communication formats (video
and infographic) between two samples that are simi-
lar in term of socioeconomic characteristics (gender,
age and social class). The second approach aims at
comparing the impact of the emotional and objective
storytelling within the same sample by randomly
presenting participants with the two types of infor-
mation and communication formats. To reduce the
order effect and the sensory interactions between
the products (hazelnut and cheese), the presenta-
tion of the products and the communication format
were randomized.

The Between approach is based on the expectancy-
disconfirmation model (Oliver, 1980). According to
this model, the expectations of the sensory quality
of a product are based on the information that the
consumer has and his experience with similar prod-
ucts. Thus, when the product is consumed, a real
experience of the sensory quality of the product is
developed. In this way, it will be possible to analyze
whether the expectations and the real experience of
the product coincide or not. If expectations are bet-
ter than actual experience, a positive impact of the
information is demonstrated. If expectations are
lower, an insufficient impact of information on the
creation of sensory perception is demonstrated.

The information presented to the consumers was
differentiated in content and format according to the
type of PDO product. In terms of content, the impact
of information is compared between emotional story-
telling and objective message. As for the format of
the information, it was differentiated between writ-
ten (infographics in the case of cheese PDO) and
visual (video in the case of hazelnuts PDO). In both
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cases, the products were compared to the market-
leading brand in each case.

Data were obtained during April 2020 from a self-
completed structured questionnaire jointly with a
hedonic sensory analysis on 240 consumers (Figure
1) A quota sampling approach was used with gen-
der, age and postal districts as stratification vari-
ables. Participants were recruited from the metro-
politan area of Barcelona province, that are exclu-
sively or mainly responsible of household food shop-
ping and who have consumed hazelnuts and cheese
at least once in the last two months. Additionally,
consumers were economically compensated for their
participation.
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Results showed that consumers aged 40-59 years
rated the PDO promoted with the emotional storytel-
ling as better flavour compared to consumers aged
between 18 and 39 years. Furthermore, unipersonal
households compared to those with 4 members or
more rated the PDO with emotional video as better
flavour. Similar results were also found for consum-
ers

with Secondary studies compared to consumers with
university studies and for individuals who are re-
sponsible of homework compared to the Self-
employed and Students participants.

CONCLUSIONS

Results showed that including emotional storytelling
of the PDO using an Audio-visual format compared
to infographic format and when presented with ob-
jective information could improve the sensory per-
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Figure 1. The methodological approach

To minimize the sensory interactions between the
product (Hazelnut PDO) and the product (Cheese
PDO), the presentation of the products was random
to minimize the impact of the order on the results.
Each session consisted of 20 consumers and lasted 1
hour. Consumers. The experiment took place over 2
days. There were 6 sessions each day (3 in the
morning and 3 in the afternoon).

RESULTS

Results showed that the type of message used to
inform consumers of the origin of the product plays
an important role in determining the final consum-
ers’ acceptance (liking) and preferences (willingness
to pay). These results are in line with what consum-
ers’ literature showed (Kallas et al., 2019). However,
this result was not statistically significant in the
approach between samples (while showing a clear
trend of the superiority of emotional message com-
pared to objective one). In contrast, the results of
the within-sample approach showed that the PDOs
promoted with an emotional message were more
accepted and preferred compared to the PDO pro-
moted only with objective information as can be
seen in Figure 1 on the hedonic 9 points Likert-scale
of liking. Furthermore, this result was also similar to
consumers’ purchase intention and Willingness to
Pay (WTP) for the PDO where results showed a sig-
nificant WTP a premium for PDO promoted through
emotional storytelling.

Figure 2. The emotional storytelling impact on PDO liking

cantly increased with emotional storytelling. Our
results could represent a roadmap to improve the
promotional messages of the appellations of origin.
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