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The Procedure of Creating the Emotional
Experience for Consumers

gy duuvudy !
Natta Auimanachai

wordua uas: 2
Pongpanoj Passara

unnQgo

Iaﬁlauwa%amuﬂﬂﬂmﬂﬁ’mLGUEJZLIT,ENIQEJG]iGﬂUﬂ’]iiUiVl’]\‘i@’]i@Jm Tunanensal wuﬂmaumaaﬂ%awamm«%
mammsmﬂmmhLﬁzquiummnmwmﬂﬁummmJummLﬂumamauuauqumﬂssuﬂ'ﬁ%%mmaqmmwmmu
GuaauﬂaamsmsmmmlumsmLmiﬂ sd nau e dudaduileaisUszaumsalldiundnsariuazuinss s
L‘L!ENRHﬂfﬂiiUiﬂ’J‘EJ‘U’iuﬁ’WlallNﬁ‘VNW]Uiuﬂ’]?UENlIUUEJ LUuﬁﬁmwmamawqmﬂﬁuhamwmwﬂm

nsasenisiuinsersualiluanuneneuvesusiay sasAuilunihiauslszaunsnfenadudunis
LAt invewuslng 019 sallen viseauvssdlusdnunly L‘waaamLmsﬂ‘luwmmmamiaamswmmsmﬂjaaﬂ,mﬂu
Auslanle ‘I/N‘uLW@ﬁi’Nﬂ’NNWQW@IﬁﬂWﬂﬂﬂUN“Uiiﬂﬂﬁ]uﬂiu‘mN‘UiIﬂﬂLﬂ(ﬂﬂﬁ‘uiaﬂNﬂWULLﬁuﬂﬂﬁmaﬁﬁ’]?{Uﬂ’]luwaﬂ
ImaﬂﬁmsmuamﬁwamaﬂmaaﬂﬁugmaqQuﬂm Aodnwazresduifiannsansziulsramiiiauazansonauaues
sornuaaniweiuilan Inetadefsnanmsaiuusegdlaiidvinasensiuivesiuilnase

AraIAgy: Mssunersual Fusrluveersual

Abstract

Consumers’ senses directly relate to emotional awareness. Most of the times, consumers are willing
to buy products or services by using emotional motivations rather than using reasons to support their choice.
Marketing communicators try to find the methods to bring out sight, taste, smell, hearing and touch, and
then combine five senses to create the product and service experiences, due to the fact that five senses
are factors which influence consumers’ behavior.
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Each brand tries to create an emotional awareness to present experiences, which is a part of consumer’s

lifestyle such as preference and past memory, then inserts an emotional awareness into every communication

channel that can be related to consumers. This is for creating consumers’ satisfaction until they develop

the feeling of binding and loyalty to the products and services. The factor that has influence on consumers’

awareness is stimulation, which is able to motivate consumers’ binding sense and respond to their expectation.

This factor also creates motivation which influences consumers’ awareness.

Keywords: Emotional Awareness, Emotional Motivation
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