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Abstract

With the growing importance of social media platforms as a source of consumer data,
the concept of social listening has emerged as a tool for measuring users’ emotions
toward brands through artificial intelligence. Studies indicate that around 70% of digital

posts contain detectable emotions.

This research aims to analyze the impact of users’ emotions and brand personality on
the strength of electronic word of mouth (eWOM) and to examine the influence of both
eWOM strength and emotions on brand reputation. More than 360,000 posts from
Platform X discussing 155 brands from various sectors were analyzed. The study
employed Ekman’s model for emotion classification, Aaker’s model for brand
personality, and the Rust-Zeithaml-Lemon model for brand reputation assessment.
Structural Equation Modeling (SEM) was applied to analyze causal relationships. The
results revealed a significant effect of emotions on reputation with stronger effect of
negative emotions than positive ones, and a weak effect of eWOM strength on brand
reputation, while no significant relationship was found between emotions and brand
personality on eWOM strength. This study contributes to expanding the theoretical
understanding of the relationship between emotions and brand reputation and represents

a step forward in exploring new measurement approaches.

Keywords: Sentiment Analysis, eWOM Strength, Social Listening, Brand Reputation.
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Figure 1. The Feedback Loop in Political Communication.
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(Aaker et al, 2021) &l dlaill Aadlal) duads angly slad (21) <l
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1) ing o) B SUL adinal d8lE SIS aal e (35 Peacefulness pdbu) s lae Lo
DA (Gl Baand) Cliall o i3 Ag cMildness O] dsg aai caadl 138 dsgl & Lkess
D3 Y Al o3 o Y s audl AWS ) dajalls Wies i oSa ) Naivety ddal dilia) ¢ SUUL
3 Lagead Baea dia ooy (Aol Aalially conill ol L) laline of Cum ¢Gas lgie
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i) ale B Lgaundy dlal) ciladlall B Lbal) 3L} 4.2.2

Gan Aaad) duiad gems dadlle Lalaif & ¢(1959) Jung gd)e LS cArchetypes Ly z dlail)
(Ldhaall o A8EN e Jiwe I8 a5 ) daliaY) 7 3kl o3a Jaxt - il eleall e b
Dlaniad L1z 3laill Koy cdlialiall Lgisalle Casarg gyl Slsladly Sall (< Ay kS
el Adlall iseilly acadll Bl 8 dals ool lelany Lae (AL duible cililaid
-(Megehee & Spake, 2012)

53] e Jungian Framework adsall migy lal Gua (1 Jsl (2001) Mark & Pearson o,\S
Ly, elay aie salan) Aplaill cilodlall ey Llial ladsas 12 laas Cun dylasll Lk
z 5«1 "where dreams come true” e Dlad pasicn (JUall o o Slgia) 2a sl
dogudl) Y LaY) sda Jie aaiad LAdaally Jeaill Gile giagar S (53 The Magician ¢ alud)
Oe (B3 gasiume e Al padics (LAY o2 mdaiy paadil (pSlgiall GlL i) e
.Mental Inventory of Archetypes dacill suall

Gpenall Joludts Cun (g (5 Lasalia Led duagul 8Sl) 433 G a2 3ll il 38 313
adl syl cdyal) Auadil) 8 Diaie el 1y ez 3ladl) sl e JS deal b 138 Sl ol e
D) & Gael <8 asgial 138 Al Lindyy Laa ¢ grade IS dllgindl Gilalag @il pe aly
cllgiaa) clalialy L) -3l

Algial) claliialy dulal) z ikl jUaf5.2.2

z il 1oy (2001) Mark & Pearson & « Jungian Psychology sl il ple e alael
Oyl LhEaYls elally DY) s gl ale o)l ae sde Y ALY
.independence, belonging, stability & mastery

Innocent, Explorer, ¢iaSally daiSially &, dlaY) 7 3l 4bia; : Independence JHai)
cAdyrally Baladdl elyg oaad) San Ally & Wise archetypes

the Everyman, the Lover, & the Jester «z ygally ¢ 3lally ¢ (salall Gjlud] sasas :Belonging slaiy )
Baly Jealgill 4oyl dalad) ey

(9385 (el Caregiver, Creator, & Ruler ¢aSlallg og awallg cdole )l adie Jasi - :Stability jLiud)
oYy alailly Al e

zlg the Hero, Outlaw, & Magician « jalully ¢ il e m)ylally cJhaill aliay :Mastery LRy
sl Slady) b 4
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& ObaiVly Buliall ) Say 53 cdladl 23505 Anylatl Nike Adle awnd (Jla) Qo e
Haddad ) (sasilly £ )d) (8 CuSlgienl 4ty ol (53 e paiall o 3gai i gl 8 il (o
gaal e daaeie ddsl #3ls d)lail) Apple Adle paaind ciles sa3 e (et al, 2015
oLl (3835 .(Zara Brazil et al., 2018) dalully &aSally ) e Jx Ally caSlally asally

(Mark & Pearson, 2001) ¢yfialill LLal! o~ 3laill dac

Mark & Pearson, 2001) ¢falill 4 jlacll Zadall LaY1 23kl dae (14) J<a
2 d

Bl (gant cufgals laW) zilail) 6.2.2

i .(Haddad et al, 2015) "(ggsill licaes (o Lid diacasy domnds Lgils L) 2 3lal) Coags
alladl lead) e 2058 Leliley Jann Lo L8N Saleal) bty Ljlaill chladlall Luddlal) o3a
IS 22308 Gaeail) 3yl D8 81 cilells Dle Il ety 3 (oY) 2 35ad 2my (JUa) Japs e
JS&s Procter & Gamble 4<,&] "Thank you Mom" dles cualdia) a8y . dlaall cildlad) 8 ) St
«lly xag(Spangenberg, 2021) (pSlgial) pe disac duihle Jaly) Hlianinl zisaill 138 (e Jlad
Saaty AN COAYL il ALaY) 3l o ) dasd) cluhall s dgialle e ail) ey
Faber & Meyer, ) &iay dunslon Al 3Ll of Lo Lol mige a8t A8 Lua geadll 020
(2009
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Jeiadll (il ale g Ala¥) zaladl) 7.2.2

Ll Vs asasll Alai duse DA e llgiall by LY &3l G 2Dk agh Laad (Ko
DRY) ae iy S8 il lls ¢(Alderfer, 1989) (ERG) Existence, Relatedness, Growth sills
tdaadgaill

Sall Jie Lba) gl A dfiee (O lg by L ddasije :Existence needs dsasl) cilalia)
Alesl) adkag

LIV Bl L ddasiyal cclaii g Jlay) ) dalall (S0 :Relatedness needs ki ) cilabia)
L) (laayly Baldl Jie

ciSiaally Jhaall by (gl )y adddl )kl ddaiije :Growth needs salll clabia)
OSTs Aylaall Adkall by el Jah Gl A0gY1 Balail) ol 40S e spuall Gl 138 Jaby
Llaill el (K AV il o3 jliantiad DA (e Al dpdall adlsall dalles Laaf
iad anll (3lace 5 ilalia) o3 Ty gl 135 . 2aY) asha oVl eling duidalad) Jagdg 1) 5
OV e Ly dals Gaiaty e Lile )l adiey ASlall z3sei lgalasinly Zplaill Adlall (K
PA e ccllgionall 381 Dhgeds ant o slalae A5 gl o e duadiljind) s3ag ¢ s
sl dale Angils milias ol (il eDlee ylan ol Axigils Cilasles AS )L

At cladlal) 2 dasadgaill dgandl) Jga (ER 8.2.2

Mark & e ol z3gad ae dplaall Ldlall sl3lae ddled Lo dalad) Gl @Sl s 8
Llgl 73l aie J<a pemaiad Alaall clball of ) 5,83 il i o 2001(Pearson,
Caaces Y gl 138 (omyat 33 clld pag . llgioaall Lgindla (3Uai macegis Wy el 523a%
Llal) Ztall Lagalall (ablil) Coagl paiios pellaas sag ¢"dlaill Adlall slainly 5kl
e (Tahmasebifard & Kheiri, 2018) saaxie Zlgf =3t Jias Alglae vie €50 ) Lo el f
(Gally celulil) 40l =il Leha Amazon Jie dojlaill cldlall Gl Caglial) s3a (e ai )l
(oSl el 1Al 2 3lall \ehics Facebook  Auladll Zdall Sie ol cdjle )l adiag caSlallg
At Adle lhads Gy of oSa LLaY) 3kl e lode o iy 130 ¢ grnlall o)
Merlo et &uas al& . (Molinillo et al, 2017) 4e giiall (pSlgiaal) adlgn adad daiia g Gliudall s23a%
Ly poo Ablgial) AL 3Ll b Lo ddjead Ayjlas Adle 2400 e ST Aubyay (2022) al
ST G Efiad) A8l il san) slial (33355 clatl) Adkall 5ygem JoSinl &g Lgalatiad dic
Jsaall g z3lall o2 s 3 AN ) ASLaY L ¢dses Lgaladiod die 2aDle k) £ 3l
LS Aaker 2l e Lghalaal (Sar 5aaas daadd Ll dulaall cldlall o) Jaall oKar il Ly (1)
pedll AglaaS cagumns g (paggiall (o IS Ty (Kar Jully (Al gz ilall e ghlin) (Ko
A Bl 8 4 Ll Jolad Lo sas Anlatll Aadlall dpadsd acY)
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L)lal) Al Llal) 7 3lail) (pe Aadlsiall cle sanall aal (1) Jsand)

Table 2. Most prevalent combinations of brand archetypes

Combination Meaning Incidence Example
Advocate Solutions + Participation 631 (26.5%) Zurich
& "We have solutions that help you do the ap/s=52°
Detective things you want to”
Engineer Ingenuity + Solutions 370 QuickBooks
& “We put together clever solutions that work” p/s=10
Detective
Angel Doing Good + Participation 364 Aviva
& “What you do helps you and others” p/s=13
Advocate
Muse Encouragement -+ Solution 290 Hootsuite
& “We help you easily find answers” p/s=7
Detective
Guide Momentum -+ Mastery 287 Clyde & Co
& “We are experts in helping you move forward p/s=4
Shaman with certainty and purpose”
Visionary Pioneering + Ingenuity 253 Apple
& “Future solutions” p/s=14
Engineer
Sage Wisdom + Inclusion 21 EY
& "We have the wisdom of a diverse population p/s=12
Citizen and global planet”

@ Total number of brands (and percentage of brands) evoking these archetypes in combination
® Number of brands evoking this combination of archetypes in that specific order as the primary and secondary archetypes

(Merlot et al, 2022) : jaadll

Al Adlal) duaddiy 4ylail) Aedlall Adal) gz 3lall) G danyll 9.2.2
ald Aaker Ealdl Ljlaill L)) duaddy Lplaall Ldkell LAY Z3lall oy adalis 2as
gny35 cdoniil) Jlae¥) 8))) L lle s lda 102 Jadi Cus (2016) Bechter etal (ysiald)
GsSliall 2Ly alatl) cladlall oliy 8 dlacll Adlal) daadidiy dalal) z3laill oy adalil
&5 dung sl (yladl) Y1 6 Hdatall Ll z3lall dge Hlasl 1skeSly gl el
Akl dpadd zisal aladiul (Ple) U< dplail) Lokel) Lpadd Cilaw audly Gl ey 1ald
Lylaall Adlal) Lpaddiy dba) zilall (ol (2 zgll 1o muag .Aaker Ealdl 4l

Ned) il clSshdly clead) 2bid DA e Ll Sldlall dpwen]
Lyl Sy Sl Ladl delual pudly Ui e Ll gilall s 5 cdpladll bl b
ald AArnold Schwarzenegger Jiaslls cMarlboro day Jie ddghadl ciluad il 2al L dpdlalall
BEY g Ao lall) duan (A () Z sl <Batman g0 4 Bruce Wayne Jiadllg <The Terminator
Cles Jie ualiall clanl 3ilsn cJiles sai ey . (Hirschman, 2000) 45kally (=DaYls
byl jedai L Alaill Aadlall callaliiy) jojail Adaaill geall xe Adidas 4S,&iDavid Beckham
cLancelott e shaasll Jyaand) ) 993 A Gaadl) Jie cdiyeyll il 3 Lad ddaal
Bechter ) Cuss zilis (any oLl 38,15 (Cartlidge, 2012) dwsiall LWl o)) s=allg cArthur <llallg

42



e le a)lanl Aall Aolal) z Slatll ae £ylal Adlall Aker duads ) 4 (etal, 2016
Aaker el & Qe Cus "Galal) e Al ises g gndalie (Ko S @ s (Jla)
aalie ahieg dluleie Ll 138 of aa @llly 1) 13 ¢ 35l ADballs ¢3)8Y)

Lkl Aa dpeads me asd Aulail) Akell Llal) z 3l Luy) (2) Jsaad)

Archetype Archetype Manifestation Personality Trait Brand Personality Dimension
Stability Reliable Competence
Ruler Tough Ruggedness
Upper Class Sophistication
Stability Imaginative Excitement
Creator Independence Unique Excitement
Upper Class Sophistication
Stability Embraced Sincerity
Caregiver Belonging Welcoming Sincerity
Genuine Sincerity
Belonging Genuine Sincerity
Jester Mastery Charming Sophistication
Imaginative Excitement
Belonging Welcoming Sincerity
Lover Stability Charming Sophistication
Embraced Sincerity
Belonging Welcoming Sincerity
Regular Guy Reliable Competence
Genuine Sincerity
Mastery Adventure Excitement
Outlaw Independence Tough Ruggedness
Charming Sophistication
Mastery Embraced Sincerity
Magician Belonging Reliable Competence
Imaginative Excitement
Mastery Adventure Excitement
Hero Genuine Sincerity
Tough Ruggedness
Independence Unique Excitement
Sage Stability Reliable Competence
Imaginative Excitement
Independence Adventure Excitement
Explorer Unique Excitement
Tough Ruggedness
Independence Genuine Sincerity
Innocent Mastery Unique Excitement
Reliable Competence

(Bechter et al, 2016): yaadl)

Glad G Y cdanslon Joeal e gt Lba¥) z3lall o e (1959) Jung ash e aeyll e
Oe S IS JSam bl z3kal) of ) sl bl i Aadlall sda saai daadU)
(Jia) e Ao .(Roesler etal, 2012) claaiaall e lajes Calid Cua (Al clibud) Pla
aalle 4S50 dubial 7 3 L (52 10 (e il Jalaiy 15al8 (u3l) (Richter et al (2016) 22
& LB daagadll o eonall (a1 il Jabud (@lld pag Lnallad) Cligicns (ans aey Las
dpads sl aal ag (padAY) O i cpell) g U b (Jliad) i Ao Andaadll el
-(Aghazadeh, 2014) d)laall Zadlall £Ysllg 8y seaiiall dadl) e olag) <0 S5 laal) Aadlal)

sl Aplaall Adlal) dpadsd Aaker dlad (i JS AR5 aa (Bl AL (S cand) 13a B
Ol duadd i z il sda (e IS o Gam el Al 4haY) Jung g dlad aladiay
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Aladll Adlall duadd (e il 3k 10.2.2
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Sl edplaall cOlaall 5 Giajlaall Jie (ol culgial) o34 (395 Ny ¢Oalaine L) ) eglla A
Bpina o) Upeas (8 a0l cildlal) cansaly ¢ e lan¥) Jealsill (il s e (35S 38
3 Slgneaall bl laye hling ¢ e lany) dealsll dily e 2l ld 06 ob oas )
gl . olall Ll 2 Al dplaall Adlal) daadd o et dily lell Gl LS aaiall
S 02 b Ll cellgionall Aatide Ay Juasy lgie US (35 Bac aag el
At Aadal) duads co Jadll) )
Ayl Adlall dpadd e uilly dealsill Bilslly yully dalll alasiul ) (Bl jaedl) udy
Boor ASY) Laall) jualiall o e DY) b Cigaall 19 Linag i) Shlually cibladl) 2a3
'Taste the feeling” CocaCola A$yd lad dwsy «Jball Juw (e Ldplaill Adkall jaea Jan )
Adlall Dyl dathalell dagdl) dpladlll whoeill 028 Jie el Ldae ldinls dagaay 4380 duadd
gsel GSlgiuaal) )y} daaS IS0, Al
ol (1991) Krosnick Whal dus Ciang . Ladlll jueill & 5yl Gls) duaal Ao (gialdl S5
Jin Jhal Jue e Apladl) Adkall e Copll Jguty @llgivadl 48 a0 daaiall Sl
zlak et ¥ Baes Luadd Old Spice e chpawyll ye ol dayall Bl <l dlail) cladlal)
(BM ¥l (Jie cghaldly dgigall clerill s ¢Jially . pdall ALl alGs 43) DIA (e
olail) Lokall digall 8yguall 5 ian Las cAidghgally 56Ul
il o . Anlatll Ll e uuanll dugh Laal 8ol 8 anadll Ay Ol Byl ) ALY
Lylanll Alall atl Gec lagh i Lea cdne Jealgill (pSlgianall (€as dpue Ll Zojlaill cledlall
sy Gaail) Llgy ol 12K e s5uall (2004) McDonagh etal shal il Gaadl Jales . gl y
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23 Jadiy Aylaill Adal) doads po Lwaill LaaY) 3L (31 Abg ddpal) yealial) e
Jelis A€ Adyall pealiall Jand wmpanal) lillang Hgeally sV Ladiily deldally el
Jiy Jlid) duaw e I clellady) J<a L Wley dolaall 2dlally dllgioal ¢ 8)dla
Harley- s Jit Loy cdilaally o)y Bl Calail) areail) ildleny aseall Apple led
AADbally sl 8e4llg 45 )all Davidson

) Jeass ¢in (1995) Bloch 2l A5l Aylaill cledlal) L Laga 19 slll Lomsl S el
ol dasis Lo Tllad L Alanll adlal) Al pa (35 Ba3ae llalily elia i o) O
«Visa s PayPal (fia Zalall Cilunsall U (o aaddy Gl o axdiang cdaalaie Yy 28l ()]
Coca-Cola Jie &latll cildlall il yal sy cdibalally 5BY) A 5ea¥) sl Say Laiy
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Yol s el Adkall dpadd alad e sl Glolall Glaba e s il
S psaall el d5ng Swad e 536 0585 8 Al JEal Jawe e Al asehe ge Jalats
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Al Adlal) sl el e 8ol A8 Gara "linias Gialyg (il Jaee Al
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Stimuli Stressors

Perception filter ' Perception filter

JE—
Positive Dangerous Irrelavant } .
Appraisal

Secondary Appraisal = Analysis of the available resources
Appraisal

Insufficient Resources Sufficient Resources

T

If insufficent resources, then stress will be high If sufficient resources, then stress will be low

) 4

Problem-focused = change the Emotion-focused = change relation to
situation itself the situatoin

Person —<

Reappraisal = pacing and learning
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(oSl ol Gamy o el (e cpgibiac] Gsacalil) GsSlgiad) i o ) e LBuas
(1997) Liljander 2y ¢« duw e .(Zines, 2002) ddayeall dbed) clypail) aa Jalanll 408
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D3) ¥l Ll b 56l Lpanedl) laldl) o daadle Koy -lgie JST oladly lay)
A Apliall sda b @lly 4 AalSl b 8 Cayeat o IS8 6 e uen (S ellly oAl
V) il Joudd Bl lebans Lea conlady edima JS0 ey cdulady) LSl aasa alasiud
ol A Ad) agd are i cAidy e Aaphall o3 Jaat S dganl) ey HLaeY) cpe 336 Y L
ki) e Glaadl 32 aae

ynall ey siiall (ge IS ity agi o lidaial 1S3 810 aladialy o s Uiy (Bl 8 Sl
A el deilly Ll Ll pml) 03 Ala @l Y adl e jpdiall i 2 ) anlial) al)
osdiall Jads dae ¢ alis al8 Cus (2020) Lopez et al Al diyha (1o o giadd (g S 8 glaial)
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Bglaiall LSl Glais o syl e a5 Retweets il sale] sacy Favorites JuaseS
IS Jadiy il sale] aacy pdiall Jads aae of Cus ehal) 1 S of (Sa (ST g 5K
ol Gl Al ) aliaws (o il 5,5 (L Gl ¢ i)yl (i) alat) sy e
DieY) g 3k Gulall s of Cus cclaliaal s e il sale] sse o L) 331 a4
oued adabng Galddl spde o) 13 e cogli Gl GalaY) aaed Bas ksl sdual Ll
Tuwad dae Jeliiy Ladd Ggpdie o) 13) e ST 8l Jelea didany 13g8 (Junie jsiinS alanil

ol Gai (pypdiall aay o (e bl dapplall b Ll L palasd

(Rust et al, 2021) cauny &nylaall Aedlall drass Sl jan sl (5) Jsaal

Driver Subdriver Description Positive Dictionary Megative Dictionary
Value Price Is the brand known for low prices, such Cheap, afford, inexpens, deal, low, Expens, pricey, costly,
as being cheap, affordable, having bargain, thrifti, reason, econom, overpr, unfair, rich, excess,
deals, bargains, discounts, and sales?  frugal, joy, discount, pleas, sale extravag, high, exclus,
outrag

Service quality Does the brand provide high quality Help, great, fast, knowledge, attent, Rude, frustrat, terribl, slow,
service, such as being competent, understand, easi, polit, patient, careless, incompet,
helpful, fast, knowledgeable, respect, prompt, compet disrespect, aw, lazi, irrit,
understanding, with patient and horribl, angri
respect?

Goods quality Does the brand create high quality Quality, durabl, function, excel, Junk, bad, poor, wast, ugli,
products, such as durable, perfect, use, beauty, strong, valu, breakabl, worthless, flimsi,
functional, strong, beautiful, and sturdi, luxuri, worth, long-last, useless, disappoint, shoddi,
valuable?! best, satisfi, impress, uniqu, clean mediocr, garbag, short-liv

Brand Cool Is the brand known for being trendy, Trendi, hip, awesom, cool, modern, Ordinari, lame, ancient,
hip, awesome, cool, stylish, and stylish, current, sexi averag
sexy!

Exciting Does the brand bring a sense of Fun, excit, inspir, happi, thrill, Bore, dull, uninspir, tire,
excitement to its products/services, stimul, live, interest bland
such as being fun, exciting, inspiring,
and stimulating?

Innovative Is the brand new, smart, New, smart, invent, advanc, cut, Old, old-fashion, tradit,
technologically advanced, intelligent, futurist, intellig, progress, innov, uninterest, outdate
innovative, creative, novel, and technolog, creative, novel,
cutting edged? cutting-edg

Social responsibility Is the brand caring, benevolent, giving, Benevol, give, benefici Greedi, uncar, irrespons,
and beneficial? evil, profit

Relationship Community Does the brand generate a sense of Famili, involv, commun, social, Cold, sad, selfish
community, such that people are togeth, harmoni
involved, together, and harmonious
with the brand, and can
communicate and be social with the
brand?

Friendly Is the brand nice, pleasant, warm, kind, Nice, friendli, pleasant, kind, warm, Mean, unpleas, unhelp,
open, and accommodating? welcom, trustworthi, open, unfriendli, aloof, nasti,

accommod arrog

Personal Does the brand connect personally Connect, special, person, intim, Cold, distant, imperson,

relationships with its stakeholders by being close, profession, comfort disconnect
special, personal, intimate, and
close?
Trustworthy Is the brand honest, reliable, and Honest, reliable, good, depend, Dishonest, unreli, cheat,

dependable?

trust, transpar, safe, honesti,
principl, honor

shadi, untrustwo, deceit,
decept, lie

Brand Equity 4ulaill Adlal) ded 4.4.2
Loy cpSlgiall Joie 3 0S5 dnylaall Ladtal) 598 () o Anylaall Lodlal) Lol L) Lucajill ()
(Keller & Brexendorf, 2019) sl g yan dyylaill adlall (e galaty 09 il
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Holee e bl e 8y0lg ASpall 4 gl AL (e Dbl Lod ladad 2ojlail)l cldlall Jias
Lol i Lo Lle . LSIL daliiall dliiceall Clalp¥) Cadig gy Wagha dig ccllgivudd)
Al Akl Al Goiny Al Sl o3a PR e bl e sl sl K8 At
-(Kapferer, 2012)

: sty Al kel Akl waly 3l e Yoy Saaiti iyl ST 01 (1991) Aaker 238 LS
G lly Wiays Lganly dulail) Adlalls ddaiisal) Lealaliilly dulaill Al Jyeal (1 Ao gane
JSal) 8 bl 3l zagall sl 8y L ASHA Gy (Dlaaly AEN ) desiall dadl) (e 2yl
gial) Baga i (Bypuaiall Bagall of Cum 2] 8 adalis agag Jaadl 4kl sl (28)
Alaall el deass 8 Aol 5350

Perceived
Quality Brf_mc.l
Name Associations
Awareness )
Other Proprietary
Brand \ / Brand Assets
Loyalty

BRAND EQUITY
Name
Symbol

Provides Value to Customer by Provides Value to Firm by Enhancing:
Enhancing Customers: e  Efficiency and Effectiveness of
e Interpretation/ Marketing Programs

Processing of Information ¢ Brand Loyalty
o  Confidence in the Purchase — ¢ Prices/Margins

Decision ¢ Brand Extensions
e Use Satisfaction e Trade Leverage

e  Competitive Advantage

(Aaker, 1991) Lylaall Lkall dad alaif (28) J<al

=3l Alatll Ldlall eVl cuad) alal) o Bl ol dlacll Adlall dad o z 3sail) ey
aldai Ji) (6AY) dujlal) ciladiadl Jgualy cdoylaal) dadlal) cillaliiy o3y guaiall Bagadly canly
it gl ] pSlgiual) adn e sa ) oda e dlaall Al ol BaS o) - (mpsd
Aaingall Gl AS5Alls Algioall Aod dadll s2a 358 5 L Aladll Adlall il usals 2 ale
Sl Jladly LSy IS8 8 miiall ds giaal) "Ailiaall el dulaill Adlel) dad el Sa
Alatl) Al Ailiaall dal) oda ol DA e oSa Al Al Gl (e el @llia
S Al Al dad Lk DA e oSa ) Al Gyl e waell Ll llia Siallg
Keller &) .(callsill jaleas) /5 clahay) 5ab) G (e 6l) 4550 allal gDl

(Brexendorf, 2019
Jadly Il (e Goadl 8 Callaall Algs 8 s Asudl gt by 2lail) Aadlal) dad o)
L) (5 cdaga Lgig iy dalse (51 o 2Ly cagiliitia PR (e Oslgiondd) g - :lgtond])
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zalidl Jualss G (e el eg . (0aY) Llail) cldlall o ST 48 s Aoy aia Lolail
Bale iyl wes daind (il Hasm anld ) ot Ll cdlail) Alall e ygemil dibial
Ll bl gf Jaaas cpSigional) Gladl B Aulaall Ladlalls Adjaal) JSba e dalya of Liacn
Jalse (25 (1993) Keller sy dlaill Ldlal) ddjen alady e olial (385 . duladl dadlal)

Al Akl ded Bl 8 aels

Brand recall

Brand / Price
awareness \
Brand Non-product- Packadi
recognition ) ackaging
Attributes < User
Product- imagery
Srand related
knowledge
Types of Usage
brand imagery
association Functional
Favorability
of brand ) -
associations Benefits Experiential
Brand image Strength of
brand _
associations Symbolic
Uniqueness Attitudes

of brand
associations

(Keller, 1993) d)laill Adlal) dd e slad (29) Uil

Calgally Caiaally jgaally e lially SISEY) L Anlanl) odlall daiaial) 568l (eSS (AT Blaay
1S o sda Llatl) Ak dijee 55 L oSlgid) gl 8 sagasall @l ) Leg iyl
A 525 e oAV Gagadll ddadily lsially L)y Slaly cilatiall (Sigiaal) dlatul
A)latl) Adlal) A Canyed o3 Galel) 130 o Adeall 030 8 dulaill Akl dad Ll of 50U
bl anlaial o dolaall Aokl dllgioall dayal il Wil e lowy dseall o 203

-(Keller & Lehmann, 2003) 4laill kel (33 gus

dlal) Adlal) dad (314 Jalge

il Lgs Jslay Al 3kl 40l Akl o1 Jasi :Brand Performance 4ulaill dadal) o)
oaibadll ) Al Adlal) elal ady ¢ by . eDleall Daiadagll cilalia¥) Ak deadl) f
5y el Cilans (ol L Alabiall dasdl) of il ailiad Gum e dojlail) Adlall 40 5al)
Glaad) (e daga glsil dsad lia celld mag Al G € 8 Aadagl) (<8 ) aaadl)
Keller) cruss U sail) o leald (Sars Alatl) Adlall el Galadd 0585 L Wlle 1 2315405
:(& Brexendorf, 2019
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:Primary characteristics & supplementary features dsluasil) <ijsally daull) Gailaddl .1
o) giall Al ailiad) g Jesd 3 Gl Joa claine sDlanll 5 05$ Le Wle
Loail agal (6o a8 cclld W ALyl L (las Adle ) dille of dangia of dabiia (Jlidl das
s iall sl yualiall of cgliial el o Alalall ia Loy cdalad) ciliuall ol il siies
awlld) (ailaddl sda JaSs

: Product Reliability Durability & Serviceability desdll 438y dliliag giial) 48 6iga .2
el ) &bl i il ) bl dddee ey gl gyer oY) Bl ) Adgisall i
k) I gl O 1) i) e Alsge V) deadl) A6 i il adgial) salaiyl
4S5y gial) adedy dlially BBally dejudl Jie Jalse Lol of giall elal Gunlaal e ¢ Sl
LA Y Lag ¢ paiunall ciiglly ~Sla) dedd Basag ¢canyilly edlaall dandg 4Ly de yug

Allad a5t Service effectiveness, efficiency, and empathy cialailly 5oLl daadl) dullad .3
) el 5ol i L JalS e edlead) dexd cilillsial Aolail) Akall dub (ae ) dardl)
daodl) Calales yudy ol ) Log Aaial Ty Ao pudd) Cum (ga lanil) 030 auais Lgy oy ) ALl
b eDaall mllias Gsriars Goaigny Ot agdl Glo daadl) adie ) 4 R Y gl )
laey)

avlsn slam el el ) (pSlgisad) sal ()5$s 38 :Style and Design asasailly ciglud) .4
o Wl el adiag 38 ¢ g aisly oalgay Loliis dana Jin dullea ST cliiel 1) duiilas)
il ol 5an Lo s Laayg dsalay il Jglaes (3l Lk dpal) il

Odl b s @las of L)laall Akl daldl) juedl) dubid Kay hyual :Price jaull .5
Dl il ) A8l il 3 Akl Akall Abal) 3 el A58 5l (gsias (pSlgiendl)
(A U Ly cctilaguadll aan il s Ga) diliall Leils

giall L)) ailiadd) ae dlail) Ldkall 8y Jalai :Brand Image 4ladl) Adkal) & pa
dpelin¥) ol il clalaa) Ll dlaall Aadtad) e Jolas ) @yl @l 6 Lo cdasdl) f
G IS L)l Al b Gl L e Al Al s dladll Adle) §ygem « eDlanll
Lagale jo AT Culga () 8ygeall udi ¢ Il . Jadls abeds el Ldlall o (gafins e il
b e oS0 ednlat A Al dugaldll je jualial plgl muen dayy (KaAulatll Akal
:(Keller & Brexendorf, 2019) crway Sl ead

238 (5355 8 Alatll Adlal) padies Al Adaiall i paddll g5 User Profile dligioal) gi .1
B Al agals ST perdinn ol Cpulad resdiedd sDlaall (gal &3 Bygem (365 ) 8 gual
Jalse 5l Dubemg il gann dalse ) JEal) 5 a3gaill dplaal) Adlal) priiase i) s
Aabiidl gg ol anay aadiedl e sl 38 dylatll JleeV1 Ay & s ST s
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Alal) ehyd any sl (S Clga sl gyl gl Ul b :Purchase situations slpdl) cidlsa .2
P (At hlaeY) e sae ) adsadll ehydl) Cige il atis 3 . Lgaladialg Llal)
g O ednlaall Adkally Adagyall Clally o)yal) Agguy 3L g3

Alall aladiad aag ol Sa Cillse sl gyl (s Ul 3 :Usage situations aladiu) cadlgs .3
Cig e et ShlaeY) e 2 ) adsall alaiin) Ciige ilals)) atd 28 LAl
Alal) Aedlal) aladic adge cAylaall Ldlall aladin Lid) o el of gouadl ol asdl e Cpna
i e Dlaall L)) 4 axaied (o3 Lalaill gg3g canyla 5 J3aall Jals (Jlal das o
comm) ) oy «JBal

o Laad dyylanll cldlall 335 38 cMel <3 LS :Personality & Values agilly duaddl) .4
SEYI 83 gem dladll Ak Lomdd baip Lo Gle L oalaadl Al Ly dLuadd
i ST claslas e (gghain i€y liaag

)laall Gladlall 2w 58 Iyl :History, Heritage & Experiences clailly ciyillg & .S
gloi) o (golati a8 A latl) Aadlall f)l 6 Adaadlalls Syaall Glanl) anss Ll cildals))
el dlu laty ClSslon dladipe (39S 5l Baae dnadd ililag ulas e bl o
AVl Al

3539 duilalal) Cllaial) & Aplaill kel jeléa :Brand emotions dyladl) dadlal) e lia
Loe LiaY) Aleally Loadl djlaill Ldlall elie Jasifi Anlanll 2l Glaiy Lo oDleall Jlad)
Jilags gl Alarl) Al Gageil) zaling by ) seliall o Lo Ldylaall Adlad) i )
0585 O (K S AT agBle g pgusiil sl eDlaall elie o Ljlaill Adlal) fig o $g Al
ely selia (e dage gloil duad lgiaula dude sl duladd (5S35 Buad ol Aais e liall o2a
(Kahle et al. 1988) .ducLaa¥) ailsall ¢ la¥) BEY1 cmpall cocaall 1 oo dujlanll dadtal)

daig SN Afghaial) dalslly 4 ylail) dadlal) dram (s 4BDal) 5.4.2

o DY) AL Yl Akl Adlall drawy eadll Ay iSY1 Gleal) oy A Caal S
Slaadl srar a5 alal DS () Wl daig Y Al AalSH a3ed L Gagedll il
«iY) e GaladY) e S saal g A58 5l e Jea Geiladl gl Caladl) sl slainal)
polat¥) 485 ABal) o8 o cleall iy Aulail) Adkel Ao JSi 3 Lysaae 9 sl
Lleall b ¢ eadll &ng ySNY) doleal) ddlaans 5 e Aplaall Adlal) draw 55 G S
Al A dran st e aae il L Lgaski gadll dig ST

4 jlatl) Aol draw Ao duig i) Abghaiall dalsl) 5081542

S ol DA e Bl Akl daen o alay bl il 4 S A8shial) kSl
A iSIY1 dleal) Jood s L Allaa ) Lgiaids AL Lgh)lang doylaill Adlal) sasad GuSlgiosal) &)y
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A& ety dulag) @lebblal gla Pl e dplaall ddlall draw Joi0 Ao dulad)) g2l
i Ca (Igbal et al, 2020) +Alaall Ladkall g dalaill e clainall Dlaal) paniig cllgiodl)
e Aulany) g <) clalsl) o Joang Lavie (ASY) Cailggl) delia o agial) 3 elld
Ak daaw o e spaall dahall cilale LS 4l cladall §) paiall draud) S (S
OSlgiaall ChlE G dnlagY) dag pSTY) ClalSl) Alled e iy Lae (JaelS Jand dsdl) 4o)lal)
Aylanl) Akal) dronsy ) yuall Fabead) g SSNY) alalS) 3ol of (S el (a Gl e el
(2020) & Cus A3 deadll f cileadlall o 8)seaiall WY e gguall bdas DA
AAEN ) Jadl 399 O Lodang g Aol Asg Y LS (0 dilia plsif 3 3l is & Fischer
L) dra o dalailg ) iS50 Gian) L) Jaad ALBMAY) LLaEIL ddlaial) Gl Laldg
g5 -Functional Criticism sl 3l e Lo sl cial) Jae Joliny (2 2all e Ayslal
e aids o oKa oY) JlaiVly diagied) Gisedl) 3sga of Liad agiadys culaal cally

o) oAbl dug S bl bl GEY) s

Aig SNy dBghial) dalsl) Ju€85 B dyladl) Adlal) draw 45225.4.2
Sl of LA I A8ghiall LKl Adlaang J)Sig dands Load Lolaall Ldlall daawe IS
OsSlgioadl ray Gum et ilY) e Aalag) lasbye A Vi) ST Aghl) deacd) @l 430
A)laill Akall daass of (Park & Lee, 2008) LY . lgluaiis L,lanl) cildlall oda 8 40 )
Adlal) piani Lexie A9 5KV Adghiall eI 5ypemial) Adlaad) o 5 e (JupS Jand
Al kel dig S A ghaiall AU ) 5Sigiunal) Sl of grasall (b cdugh dnan duylal

Lol T Ll ginall IS 6lgun (e by dagise gl e

Lplaall kel aulis dulay) aglad ASHLie e eDlead) Ligall dracd) aadi celld e 59dkey
Cheung ST Gua el daawdlg duig SSIY) 48 ghaial) ZalKl (e 42 jae dala 3l Laa ccuifilY) e
Llail) ledlall Jagale J<a el dg pSIV1 48 ghaiall AU 5)gumiall Llaadl) of (2009) et al

Gliagilly Clealyall 3asa il 5L daandl o sSlginall adiny Gua cdaud)l) daaud) cil3

iy e

drandly daig SN dBghiall daldl) By B Gasdlly @bl 6.2.3
s - Ogeaall La sy lons A lal Adlall Aeasg 45 SV A8 shaial) S (g Jelial) Siay
sliadll & dlasaiall ye diend O caaddl o L300 L8 8 e coiY) e @il
ol 1) (2010) Hennig-Thurau et al g3 i Aeaull lets Hhlie J 525 of (Sa (oad))
e I8 co ) e Gagadl) Hlaly Adhal LS5 Gliailiinl A O g dplaall il
Gl Culial cdgll b bty i) e clednal e dalany) ASLad) o)
oyl e Gooadl) (e 5alEadU LiaaY) A&l oel LIS cdlua) Slaall jlad ity cdulad)
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<Maggi 25 <Nestle 4l s33)) 4laill cladlall (aa] JBall dass Ao Goyaily Azl i3a]
Diide ol S8 L xigl) 82015 ple 8 adanil desye Aig Sadll (e Lgatie pe Aol Cigals Ledie
253l glaty L palia)ll suaie o ggind ale dig)Sea of 231 LAY Jae agSs
o T 3 Lee cca V) e Aulall 2adal) Joa Aaldl e Ll ey il . gy = gacal
G Alail) Aadlall Laitia Cladss (68 8 OsSlginal Ty LS . (Datta, 2018) Leisa
oaleas) 13 53l a8y . (Sultana, 2017) dued) e Lisal) paead 5)aY) cailas (pe Al dolaia)
Dble Char by ) doaigll Nestle 8)lad Jaly alaall adlal) 8ygum JSE (e auhally il jaiial)
aiad o oSar oW bl A ae 8ylaY) il 13 Lgaeas Kaall e OIS AaiY) s2a DA Yo
A ladl) Akl 5y5m e UL dlatl) Akl Sladss e dglad) e lidl)

YUNIES

Sy clgalia platialy clgalidind Cuag cind) Clalhiae ol (ans il 138 3 Wls
Zhaial b b Lae Ly WS cind) dumgia J€E5 3 Lae b lldy cdplad) cilabal) 6 st
Alfid) B A jeay Lgalad o oLl Jladd) 138 & Linl) Slgadl
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4dadla

OF Lag el o) 2ua€y Auhall ool (mjeiond LS i) dangia (laye psh acdll 2 3
(\giialiog bl daa chylal Gabaiol Lo o giib diglle 5 & ) Clpine (uld dayyha
Nlaca b daa Ayl (ASigl ¥ oleal) dadas il Juadily oyt 15030

Ll mgia 1.3

e US (el 4K acdll 138 8 jeaide (S m)diy ¢ Jagl) meiall duhall sda b aadi
L3l B (55) JSa 8 Jeaiall Audpal) meie Dog)y (Sass Aiall HLasls colpiial)

Ll V) ial) A0l e @lGE 4 e L Al dplas Adle gy Le LAk asi Yl
Lelsl alaasd 522] (L3S (Ferrari, Nestle, Kawasaki, Unilever) <) (saem daalle Lg3s<] lali i)
i) 8 of Lagas (Aaker, 1997) Zialdl 20560 dylail Adlall duads (abial licdadia)
ol 25Ky Aall) Lialaien) LeS (g ya T chlala 3. 5aY ) A jlall Ladlall dnadds slagf aDla pae
e Al Adle IS bla paene (bl X diaie o Dlad Adle S (e LgSdl (aguall
IS bl 4aS alsil (g pra dplat Gldle HBR5 WS bl Ghste Ga e JS alad
Aojlas ldle sae Cida 5 Glld e plig  Slean ) Jilaill 3318 4 5SY) A phaiall AaS s
San! liblas (e

paal lldy (hriall (o e IS Lol gaana Gebil sdiall (e dudi el alay agii il
Blal lasinls Ljlad Adke IS jsdie VT dused (ol Siad ¢ puiia (o Ll (el 3 a3 35
dla) . lgjasg dalite eSS Al Adlall audl (ggind Al )giiall 038 Scrape LadSs ot
4nY) chpdiall puan aday oot LS. el cliat SlAlY Al sl (et (A clysdiall alal
b ) Ay SN dighaial) AaSl eld apn WY ellly el Adkell diaw )l dabiall (g
daladl claaly opSlgiodl

bl 618 23508 alaiiad Gub oo chsdiall (o ysdie JS el Ayl iy a5t GG
ki) vie %91.1 &8 e #igaill 1 Jas Eus (2019) Sanh et al sl DistilBERT auls
goanal auii Ao Juasid ((2018) Wang et al fislll ¢ (Glue Benchmark) 4)baall 455ledll e
Aplad Adle JA @l gdiall

23 land pen Ay Aylatll Ak deads sled o e 9 jpdie S iy asi )
lad Adle S duadd sl e ae (S Bl ggana o Juanid cdojlan Ldle IS cc)sdiiall
slo s of 2y s A1z 3sall ellacls asti Cua ¢Zero shot classification & alaiiudby
plasialy @llyg ABlally ¢ Bl selilly 5By ¢ Bacall Al slel) ()0 Lilla g clgaled
Lbaal) Blad) Je pjlad) vie %92.5 48y zaas ¢ Usinl (52l (2024) Mortiz et al gz 3gal
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lehalanl 4)las Adle JS Lali ggana ddyeal .(Kim et al, 2018) ¢fsLll mnli_m Benchmark
2 3saill 22ty Lgand A Alat Adle JSI jdie die AT calai sla) o2 e

Alatll Al drass jslas (e sme JSU LalE psane zhaiu) oSa Al Gty tlaals
Dae dplaill Adlall dlas A5 «DlSHaae 3 d)laall Aadlall daasd ang Rust et al (2021) s
-Value Driver, Brand Driver, Relationship Driver cliall & yaag ¢dasl)

Gl Agl) Bl Jilas 3l pladial Lgwlits W ) Syl 3Dl Julaty a8 Ll
obal aall auidl) 258 PA Juadtll 8 lshadll 038 (e Bshad IS iy« Lilacajh he

Lial) oLty Gl aaina 2.3

S (sT) Daalladly A pa¥) djlail) cldlall o gl Jeagis ) daiil) arasd 2y il 2
Business to Consumer (s <Al au Gals (Sledl) @llgivall man agis Al (B Salal) (g
A At o el Gladlal culS 13 il i (B2B) Business to Business wals (B2C)
N Bagie aan @l sl Gildlall dgeaial) Lag ylaill Adkal) aas ge il iy cdpele
Chsdie (S5 o lgie Enaal) 5 Y Bpraall SN Y @lldg ala el ddaiil oda muagiy sl
Ay Lilas] loblas (e Yy AL "Ag i< dBghia 4alS Ml e laia¥) Jualsill adlsa Ao
Ly cldle e die Hlia) il 3yk e 4)lad Adle 150 (e ddlie e de HLualy L
SN 7390t Gb oo Sl dllginal lelee Jlaar Cargios cleladll Calidas alaa¥) ddlise
3 degie selie dad Lt Cldle laal zasall (o Glla s (Chat GPT 40 gxieall
)l Baae daaly padd @3 (G Aaglie Aplaall cildlad) G5 o Lad Galls WS ¢ Slginal
Chat GPT 40 (sxiall ¢lS3I #3503 (e z3gad HLAR) S chaialy drads gl Gad Aulas e
s General Tasks e stial) algall JuadV) IS LS L5aY) bl e Juadl (€85 Q550 4
el dalall ol (30) JCaN & L aad) LS by

you're a branding professional that has social media knowledge, can
you make me a table for a 150 American brand names and their X
(previously twitter) social media handles | want the brand names vary in
brand strength, personality, and knowledge for its customer base (but i
want them all to be talked about to some degree on social media
platforms)

el llall Sl dessial dedaill (30) JSa

SV aladanll aiall KU 2 3sas gLl lacal Aol Gl e 3ax) sale) basy o
eyl dualsil adlse e €5 a8 Al dlaill cldlall Gasd (g Jlagind &3 &5 L4 Cilac]
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Carhartt 90
New York Times 29
Crocs 26
Ralph Lauren 26
Domino's Pizza 24
Ford 24
Lowe's 22
Monster Energy 22
Patagonia 22
Ferrari 22
Peloton 21
Under Armour 21
American Eagle 20
Dunkin' 19
Hollister 19
The North Face 18
Harley?Davidson 18
Farmers Insurance 18
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Carhartt . Carhartt
Greatest love story ever told: You # Your favorite beanie. Oh. Is it snowing? We didn't even notice.

Carhartt
For those who clock in before the sun.

Ldlall Al (o s A Carhartt 4555 lygdia (31) JS&
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@ The New York Times & @nytimes - Oct 21, 2025

Breaking News: Sanae Takaichi is Japan’s first female prime minister. She’s
a heavy metal drummer and hard-line conservative. nyti.ms/42Pad\Wr
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E Domino's Pizza %
“i prefer cheese pizza” awwww that’s so cute! you’re adorable. i’ll make
sure the babysitter orders you one, sweetie!

E Domino's Pizza %
the “pineapple doesn’t belong on pizza” crowd thinks they’re better than
you

Domino's Pizza %
order ur girl some lava cakes and thank me later

E Domino's Pizza %
if you gatekeep pan pizza, go stub a toe

Domino’s pizza S ciglal Ao ki (33) <
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name M sophistication

Tiffany & Co. 94
Saks Fifth Avenue 79
GoPro 75
Ferrari 72
Williams?Sonoma 69
Marriott 68
Estee Lauder 67
Avis 66
IBrooks Brothers 65
Abercrombie & Fitch 64
Banana Republic 63
Kate Spade 63
Ralph Lauren 62
Anthropologie 62
Michael Kors 61
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Tiffany & Co Adlal clysiiall LS dayyha oo Alial (34) J<al)

Tiffany & Co. & Tiffany & Co. %

Handcrafted by Tiffany & Co. in 1860 and an icon in its own right, the Mia Goth attends the 2025 Vanity Fair Oscar Party wearing Jean

Woodlawn Vase is the oldest continuously awarded trophy in U.S. sports—  Schlumberger by Tiffany Multiplication ear clips in 18k gold and platinum

only moved once a year to crown the Preakness Stakes champion. Discover ~ With round brilliant diamonds paired with a Tiffany High Jewelry ring in
platinum with an oval green tourmaline of over 14 carats.
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GoPro

Even Felipe Vergara can't break the new Black Ultra Wide
Edition's stabilization @ This immersive POV earned him a
$500 GoPro Award.

: With HERO13 Black Ultra Wide Edition, you can capture immersive,
vertical POV videos for social without having

GoPro
Meet the new Black @

Smart HB-Series Lenses combine with a 10% larger battery, magnetic
mounting, + mind-blowing 400fps slo-mo to bring you the most powerful
GoPro ever

OV 22l Go Pro Adle Jiiai dyha (35) J<all
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name B sophistication

Peet's Coffee 4
Carhartt 5
Jimmy John's 7
Heinz 9
Sierra Nevada Brewing Co. 10
Domino's Pizza 11
MoonPie 11
McDonald's 12
Sonic Drive?In 12
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About to win every costume contest =% artists of xdraw in what he's missing
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55

In N Out Burger

American Apparel 49
Crocs 45
Yeti 42
Home Depot 41
American Express 40
Tiffany & Co. 40
MillerCoors 39
Supreme 39
JPMorgan Chase 38
New Balance 38
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5 =" In-N-Out Burger
ﬂ}::z;-ﬁ?ﬁ" In-N-Out is the healthiest fast food option in America.

f= fa" In-N-Out Burger

&» Ever wonder how In-N-Out manages long lines so efficiently? The company
not only pays employees above industry standards but also prioritizes
adequate staffing, ensuring restaurants are never understaffed. This
approach reduces stress and exhaustion, fostering a healthy work

fa" In-N-Out Burger

@» Maturing is realizing that In-N-Out has the best fries out of all of the fast
food restaurants.
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60

Hershey's

Wells Fargo 49
Allstate 49
USAA 46
Chobani 45
American Airlines 41
Kellogg's 40
CampbellsChunky 39
Mondelez International 37
Ritz?Carlton 36
General Mills 35
Wyndham Hotels & Resorts 35
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HERSHEY'S
HERSHEYS

Hershey’s is showing where women and girls should be..front and center.
New limited-edition Celebrate SHE bars focus on the SHE at the center of
Hershey’s to symbolize the central role that she plays in our lives.

HERSHEY'S

Warm, summer nights are here and that can only mean one thing —it’s
S’mores season e This year, we’ve teamed up with to
create custom #SmoresLife mixtapes to enjoy while making your favorite
summer dessert.
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We had a blast at our annual Family Day celebrations! Employees in Twin
Falls, Central New York & SoHo each came together for a day of fun, face
painting and delicious food. This annual tradition never disappoints, and
we all love sharing the magic of Chobani with our loved ones.

iyl Chobani &dle S Caslud (38) J<al)
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SAA

olial 45 (3 (39) Jlall & <Peace of Mind JL

USAA %

In Fall 2024, shortly before welcoming their first child, Kevin and Katie
Bubolz had to take Ellie - yes, that —to the ER after falling
seriously ill. But thanks to USAA, the Bubolz family had peace of mind tha
Ellie could get the care she needed. Read more
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name ﬂ Excitement i

kawasaki 79
Kohl's 71
Peet's Coffee 69
Pepsi 67
Five Guys 64
JetBlue 63
AT&T 62
Disney 60
Dollar Tree 58
Urban Qutfitters 57
Expedia 56
Forever 21 56
Coca?Cola 55
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@ Kawasaki USA

Enough automotive-inspired details to make any other side x side jealous,
the [ lineup has every convenience you need to take control of
your adventure.

Kawasaki ke il)siia LIS dayha (40) <)
ke (Latdie bl lolaiie e ) aed) 138 3 dlas @ldle asmy Lead Laadls
Ll ;295 Guys sl sasiall wl¥ell b ohlll GlSHE ad)l e s JetBlue fie cpuedlially
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Gy BBY) Hsaa o dille Aliana lgd @l lgindia o lgie (a3 cileyiig 5) Sie Clisa
(Gift Loon Jie DLl 3gag Laadlid ¢(41) JSAY 8 dulaall Ldlall o3a gt AU Aoy ol
cllgiaall aaiie sy (Win gl

Kohl's 2
How does a $250 Kohl’s Gift Card sound? Visit
and enter for a chance to win now
through Dec.7! Just create and save your gift list to enter. Plus, share it with
for bonus entries!

KOHLS
Build-a-List

Create and save your gift list for a
chance to win a $250 Kohl's Gift Card.

Kohl’'s 4dle &ypiie LS danyla (41) J<al)
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W Peet's Coffee
Iced Latte from Peet’s and a Game 2. Now that’s a slam dunk. &5
Peet’s is once again a proud partner of the Golden State Warriors. Here’s to
a

.Peet’s Coffee iade LS sl (42) J<an
b Alle Alase @) Aplanll ldlall agas o 5o ¢ jsnall 1 lily daia (e a3l ADIS
V) e dsV) Alasll e e Waasay e ) Aylatll Gladlell il Jn s 8 sl 12a
Nl 558 gl Adjpeall pe Busliiag khaie e dsag Laadl (S e kil vie 4
duaddd) duaia 4y ladl) cldlad) Julad daa Ll 5.1.4.3
st gan) Cagial A8 Liddal 5 eAolatl) Lke)) Gpadd sl Gaamy Hsdie S Ldia Wl Ly
ST Gy agis ALaY) S ¢ jonall 138 8 dglatll cildlal) el (i oSaid <Other " Al
Gltall oda ail La 5<ally " AT ¢ & aay 8 dlans el e cilias ) Ayl clal)
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New 5 The New Yorker L «(yibama (Dliay ¢oiinlad oitdle dgag (Jo¥) dlagll oo Jaads
sinal) el agiladia o adl Al (Ko agilata o @lysdial 53455 2 <York Times
300 Y (Ml cagadlpn o i Al Libaall Gy JLAY) Guii a Ji Al e e
Al g 13a o L lgindea o clgdinall A0S Ayl (e Lgdld ans Alanll Akl daialg duad s
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(L33 any dg SNV ddshaiall 4l e (5) c9a] Holian (o cladlall sda e cilily alay
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% The New Yorker 2

L In 2016, Kim Kardashian was robbed at gunpoint while in a luxury Parisian
hotel. In her testimony during the recent trial of the case, she stated that
the attack changed her life forever: “We never thought that we were ever
not safe before this.”

. L3 o
g 4
.

B /) ¥ W\

8 How Kim Kardashian’s Robbery Trial Came an
: ‘ NS e

-4l The New Yorker Acdle <if)siie U dasyh (43) J<al

Amazon, Reddit, Jie Lig i<l adlga of cilalas A L dylaill el el o Leadd Baadls
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Cun pdiall A e 05 13 G Y] o mlll 13g) awsl) el & Nike ddle (5S5 Cun
Jia 4l V) ¢ pdiall i b 8SH 238 picagil dalay Cal gl dajal A8Dlae Nike e ¢
Sad Ldlall oda ysiia oF ) A cilatia aal aatig bl jelay ¢ b 5l 550 5mg
draw o Slad 1aa (il (Aylatll Adlall dpmdd e i gine o jelie @l (g
Instagram daie lo ailie Gaale d)laill Ldlall Cijed 2024 sle b 4l Cum a2kl
Winning isn’t for "zaeall Gad &~ Ll duad V1 bl Ly ged) agiles o LS ¢ el A &
Uy gl s il Adudd o Joa 36aT (Al e lia ae (pSlgianal) (e 1l @55 everyone
S chsdadl e ey e Ve Sy (Danziger, 2024) Abla deuli ay Al e il
Winning Isn’t For Everyone. It’s for those who do whatever it takes. :lalizas
ivadd (e 2683 Y 4 lail) Akl (< #WinninglsntForEveryone #Paris2024 @Olympics
Cfgmaall s o Al A A5 8 elaa¥) Jealsill gilge o LS Ak e dla)
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Nike &
JUJU WATKINS
Hoops Phenom

Fastest woman hooper to score 1,000 points
Dropped 51 points to set the UCS single-game scoring record
Set the USC record for most 30+ point games in a season

e

Nike Basketball %

Welcome to the showcase of basketball's future with AJ Dybantsa. Stream
Nike Future Game now.

Nike &

CAITLIN CLARK
Logo Legend

NCAA All-Time leading scorer and a walking bucket
Time's 2024 Athlete of the Year
WNBA Rookie of the Year

Nike Lo lypdia LIS daska (44) JSal

abdl) daa jLadly dojlal) clolall jelie (uld 2.4.3
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0583e 1005 @l pady )9die 50 (alita 55die 300 il padn )9t 1000 criarll
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OY ellyg (il aae la liakiind JAY) Gaedly W sdie 5000 cals Lkl 4oyl Lkl
daay A3 plaily Calll L a6 ) (Ul haiS) 208 pladial o @lsdidl Gils 32k
2l doglhadl) @ysdiall 2o s daplall oda i Y Gua (Tweepy 48 aladsulig Python
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e dlas ddle JS o Ldes WS Jla 3 Ml dplas Adle S due aas (ailad axe A4
“ygdie 2 gl Al Llatll Gladlall gladll e 5ol Alanar (gagSan Lild ¢ e Liia dliana
sas il 13 (e il pe Jalaill Alall s3a 3 adsai ehals st A s2a dglaal . i
Adlal H5die 5000 Lis 13z Jall JUall & chaY) 138 580 o520 .Normalization gkl o))
Glaa (Kad (il (e S Cuale Hdia 500 Lasgg cFord Aadlad e 2500 5 ¢Pringles
Lowl) o Ean (Ford Adlal %20 5 Pringles Aadtal %10 ducdl) ()6S5 Gun Lgia JSI & gial) Lowasl)
e o LS (@il 138 pe ol o 3 8 K aaal) (DR vie 4l L) e cdal gial)
IS by Tag el 13e e Ll IS Jis jemds IS dgiall ol ddjee b ac by claY)
cosrd S b dunidie of ddle Aliane @da] Al Ll LDl Lj 55 jsed

T8 s Aol ald dyjladl) cildlal) cilasiug 1.2.4.3

(Ao i) ydll Hpme o dliana o) cdal ) d)lanl) cldlall (alyein) 855l) o3¢y a5
Sl Sl iy lgilana o cldlall o3a Gy Jyeas Clad (il LS WHLs 4
D A e 28 Alane el @l el clodlad) (13) Jsaall 8 olial (i ped . Lguand

o8 Alana el el L)laal) cldlad) (13) Jsaall

joy anger Bl fear | surprisefd disgustfd sadnesshd Brand Name

0.689 0.055 0.135 0.006 0.000 0.012 Estee Lauder

0.609 0.118 0.145 0.018 0.000 0.000 Sierra Nevada Brewing Co.
0.563 0.080 0.151 0.000 0.000 0.046 CampbellsChunky

0.563 0.112 0.071 0.054 0.000 0.013 Williams?Sonoma

0.514 0.070 0.102 0.044 0.006 0.022 Hollister

0.503 0.117 0.141 0.017 0.000 0.000 Ralph Lauren
0.495 0.076 0.179 0.000 0.005 0.005 Columbia Sportswear
0.465 0.088 0.191 0.005 0.002 0.016 Under Armour

0.458 0.075 0.030 0.036 0.013 0.022 Urban Outfitters
0.441 0.088 0.176 0.000 0.000 0.000 Tommy Hilfiger

0.438 0.095 0.078 0.017 0.004 0.037 Saks Fifth Avenue
0.434 0.091 0.076 0.080 0.015 0.008 Ritz?Carlton
0.431 0.093 0.097 0.019 0.017 0.019 Monster Energy

Bl i) ilaiie aadi dyjlas Adle a9 <Estee Lauder 4dle 8 S Ayl < il Jasdls
Bpeay A 03 e GaT ypdiall e %69 Luj 4 Cus dliase 58T @Il & oz LSl
o bl Cunall Auliy ite ehyd die Baley) Aubi Laglyl oulele o 13 Jaly cdaj
o 4 iy (i) Balaasy geinall 52gad 8lia) craneall Al a3l e el sac lsal (pila gall

talinas 3 Ciysdaall e JGiall 13

My mother has been wearing a red lip for forever and I inherited the delicious affliction. This
one is Estée Lauder 608 Uncontro. It's the perfect classic red '
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Nike 3 3sag pe o WS ¢ ala) esnm (Aadalyl) 2ual¥) (adVl) 2wVl e diaam )
s %18 cil€ dajall cysdiiall dus o Cam Aplanll Adlall duadal dnlall 230 2 (38500
Lol LS %40 lati ) Lis Lol )l Al (9AY) lodlalls 45)lae AL daws a5 (anl)
ol ead Cpaiall BHlies it arecaly Hogde 43 Cus dhaie el 135 cRitz Carlton 328 25ag
el sag Al laaYlg cBliall L sagag (38l d8Ua Cag e A5 <Monster Energy ke
On siall 13a e Glly e oIS )il (o dae 2038 g AN cilials)l aghy Ballay Uagye

tlaliees Al cilygdidll
Fun night learning every lap. Thanks for the support! Ready to get to Atlanta. Thanks 35 boys
and @MonsterEnergy -

‘§):ul\ k_lj).&m @.}3 z\ﬁ)hﬁ iale géﬂ k_LwJ\ uuﬁ.\j 3‘__}.1\3]\ :LCDAS‘ ‘éﬁ «Sierra Nevada i le J:J:l <
s WS L4 yall o3 8 oagag st 13g] cdacalll Eilaa¥lg cBlinlly llall L sagag (3ilal)
‘Estee Lauder dlaill Zadall uaily jond (<0 gia dawi€ Shall Jiiail] i yla oL

Estee Lauder

Al
s - § 10%
69%
neutral joy mwanger fear surprise mdisgust msadness

Estee Lauder idlal jeliall g3sl Sball Jiall (45) J<al
s Ll e on ogantl sl anaiiy of Ll (€aall (ad i) a5, Liad (S ple IS
Al T Ay, ddaan JUlly 4 Sl bl algy 38 Y Lulay) 5S35 2L 13ag (il
sel) Al AUV Baull 00585 o (g0 Do STl g0 2l
b jed Aol cld Al clodll) dilasiu) 2.2.4.3
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e s 3 el @l sl Gl (14) sl

joy [anger Mlfear | surprise [ disgust B sadness Bl Brand Name -
0.183 0.417 0.167 0.000 0.000 0.000 Wyndham Hotels & Resorts
0.197 0.305 0.113 0.020 0.000 0.099 MillerCoors
0.115 0.294 0.159 0.024 0.038 0.025 Tesla
0.187 0.269 0.149 0.011 0.009 0.047 Unilever

0.095 0.261 0.097 0.046 0.038 0.034 Lyft

0.142 0.258 0.028 0.026 0.032 0.045 Ben & Jerry's
0.110 0.252 0.070 0.019 0.027 0.024 Supreme

0.229 0.251 0.143 0.033 0.009 0.063 JetBlue

0.163 0.245 0.049 0.023 0.058 0.023 Banana Republic
0.131 0.236 0.131 0.034 0.020 0.027 Uber

0.173 0.225 0.075 0.046 0.012 0.040 Zipcar

0.155 0.224 0.068 0.040 0.035 0.050 AT&T

0.210 0.218 0.127 0.022 0.009 0.028 Citibank

28 A cWyndham (328 dluls 8 (53 O (Sa WS e dliana el @il djlaill Adlal)
O cledl b Bae s sl Akall oda (e rard) Claaed A8 jadd CalESEL) ehals Gl
Wyndham f Gua cTimeshare sty (cams Lo ¢l Claal ae agie s dojlatl) Lokall e
OB (pmasall 8 138 IS 1Y) Chaall el Jiily) A JS 5y Sia 8pmd 530 (JUl SMe (10 abi
add Faalio o ¥ Ladic 25iall 038 £lgdl (e Digraa (pann Guba) @hlaadl Claal (o 2sl)
hlaad) Glaal Pliials Wyndham ge siell o38 adsil dagas ISES aladiul cileled) as
Bale Lgnad 2lagi (Al dbeeally candanill g8 adal cubliall Glaal Jla a8l coull IS e
JSal) 8 Alaall Akal) odgd seliall g5 ol (33355 «(ripadvisor cilealal Ty il e

cSlysdiall (e ALY anfoliaf L S d8yine oAl Claad angsg ol (406)

I'll never stay at another @WyndhamHotels again. This lady felt it in her heart to pay for a
room for a couple of nights to 2 homeless black ppl on Christmas. One of the Wyndham
employees made up a racist lie and they were kicked out in the cold. They still haven't refunded

her.

Wyndham Hotels & Resorts

17%
23%

18%

neutral joy wanger fear msurprise mdisgust = sadness
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(Miltimore J, 5,0 il dgase Cagaly A (Aiinn Lanslice Baia L Liiaca A0 Aleso Lok sudl)
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Jls b gimy il yanl) siiny Cum ) s OISe o Jliae Gisud ) gl dudlic ilatie
Gl pa) el dilia) DU b degial) Jalaall (o taall b daim w4l 8 3Rl WS
Jie Claad 522l (e aalsi of sl e dylad cldle 555 WS «(Philips, 2023) Jleall (e
Ol IS Ay dsag paad Alia) olel JSLiag ¢lgihln (b i JSLie Cigaly Ul Tesla
Ol Niad ¢ aluski) et ) ladlall (e Aplaill Adlall 3a yiiath esaniall LN 3 illanS
Ford Jie chlaadl s3a (g iiny Cun ag8sll o st Al bl Crantia (05$ 38 Sl
Obelal) S8 Jie Waasay Gahia) e (AT dlad Glodle 2a57 LS cdaaal) 45631 79 ) Jias
GISHE 3 Ll LS eelgill of VLtV CilSydg (gdlayy b dead) egun §)9¢iall cJetBlue Jie
sl delull (Sl <o cblud) by 058 A58 a 80315 <Zipear s Lyfts Uber a5 Juass
G5 8 1y cAulady) aglad e ST Aalud) agnlat (peadiind) il of Bl b canll
(sl L)l 2y Al cysiiall gsil Sladyl) Uldas & Coea Adas

Cigdh s Ao cld 4l cldlal) dilisiu) 3.2.4.3

cLithaia Lgualial LS L8je gl jpad o dliana el il dylasl) cildlall Galainls fas
bl (15) Jsaad) 8

Casall yynd & el Cuny L Ay 4laill @l (15) Jsaall

joy Edanger Bfear surprise [ disgust [fl sadness || Brand Name
0.086 0.175 0.264 0.027 0.016 0.101 American Airlines

0.414 0.127 0.203 0.018 0.007 0.007 Michael Kors

0.143 0.124 0.192 0.031 0.013 0.062 United Airlines

0.465 0.088 0.191 0.005 0.002 0.016 Under Armour

0.224 0.141 0.190 0.023 0.006 0.034 verizon

0.335 0.145 0.186 0.023 0.011 0.012 Geico

0.338 0.171 0.180 0.000 0.009 0.018 Mondelez International
0.495 0.076 0.179 0.000 0.005 0.005 Columbia Sportswear
0.441 0.088 0.176 0.000 0.000 0.000 Tommy Hilfiger

0.154 0.115 0.171 0.022 0.00S 0.029 Alaska Airlines

0.183 0.417 0.167 0.000 0.000 0.000 Wyndham Hotels & Resorts
0.215 0.179 0.163 0.016 0.014 0.021 Allstate

0.395 0.164 0.162 0.020 0.011 0.023 USAA

0.144 0.164 0.162 0.032 0.017 0.040 Southwest Airlines
0.115 0.294 0.159 0.024 0.038 0.025 Tesla
0.345 0.099 0.155 0.018 0.021 0.023 GoPro
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American Airlines
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neutral joy manger fear surprise = disgust = sadness
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Michael «siliall 4,4 5l Under Armor sl «Colombia Sportswear (i dabiadll Lty cildle
IS gy a5 Al g yall (e BB ade (e Cigd s el 138 B Casal) o Cus cKors
a5 aliall e LI U8 (e laal (e dline Aokl o Jgeanll GalSa) pie (g0 Cagall
JSLia (saa] Adaail) oda (sS5 3 cAdliie (& ailay 5 asd gl o e J5ld ook ikl

S s cull dadadl lanal A (e sl ccigal) (o Casal Anlie (Sa Y Cus ¢l da
LS AV Cagd Byt giSa ediall e S
Blalie Jgnd Aol cld dojladl) cldlal) cilésiul 4.2.4.3
Joaall & Jsnall 138 o ciliana dujlas cildle ST (i jains 53LIS slaliall pad dacally
Ll (16)

slaleddl Heme o Alass dylaall Gl el (16) Jsasd)

joy B anger Bfear B surprise M disgust Bl sadness [ Brand Name

0.294 0.120 0.086 0.098 0.028 0.014 7?Eleven
0.098 0.058 0.033 0.093 0.019 0.012 In?N?Out Burger
0.434 0.091 0.076 0.080 0.015 0.008 Ritz?Carlton

| 0.091 0.155 0.072 0.079 0.011 0.022 Harley?Davidson
0.171 0.130 0.045 0.066 0.036 0.029 Five Guys
0.225 0.117 0.077 0.065 0.012 0.013 T?Mobile
0.192 0.088 0.026 0.062 0.023 0.022 Carhartt
0.390 0.128 0.140 0.058 0.000 0.012 Sonic Drive?In
0.116 0.135 0.043 0.054 0.045 0.036 Home Depot
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Akl e Tnaa s aaai cAiladl Byl (o ST e o plil Camd ey IS llgiand])
O 8588 e osi o gy 1l iye S 8 daliadl Glaal slales 3)as o <58 13 )kl
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JS o ) oSa el 13a e clobia of T ¢l 050 o sy 313 2y slaliall 50
csiba) dalatl AT ehial ) Lead leasadts (Ko slalid) ped Jany st

i i el ald sl clodlel dlisiul 5.2.4.3

L Asipag ccipall jsma e dliana el el Zlail) ldlall (e 258 cdiladl YD) Jie
oLl (17) dsasdl b

Gl s o Alass el aldtal) el (17) Jsaal

joy anger [@fear | surprise B@ disgust Ml sadness §@l Brand Name

0.265 0.088 0.063 0.032 0.061 0.032 American Apparel

0.140 0.110 0.078 0.053 0.059 0.031 Doritos

0.163 0.245 0.049 0.023 0.058 0.023 Banana Republic

0.227 0.096 0.024 0.023 0.058 0.048 Beyond Meat

0.141 0.128 0.050 0.047 0.052 0.064 Dollar Tree

0.197 0.045 0.032 0.051 0.051 0.025 Peet's Coffee

0.116 0.135 0.043 0.054 0.045 0.036 Home Depot

0.221 0.082 0.031 0.034 0.044 0.023 Kraft Mac & Cheese

0.127 0.131 0.060 0.024 0.043 0.047 Nestle

0.231 0.123 0.069 0.025 0.042 0.044 Papa John's

0.145 0.150 0.086 0.045 0.041 0.027 Walmart

0.206 0.088 0.027 0.042 0.041 0.028 Olive Garden
Ao gl aled) pa 25 %06.1 & Cajf A e Yl (il o3g! Al ilaadlal (e 2ac 2a68
Aghaidl AN e %6 o o gaasall il camy oK1 AuleY) (K Y Ll gl cdlica
USA:’YMb&j‘asjﬂ\@uﬁc“ﬁ@{)ﬂuﬂj\asﬂ\UAUJEWJM?AS::@}M‘
5 Ay SN Aghiall AalKH (e oyl jerdd andall Jlaal) (1Y) %1 50 of Gus clgllaa)

%30 Aoy 5L 63g8 %2 293y

iy 355 a9 American Apparel oay il Hgady dlasae ol daba &kl Akl Tan
Ciale) aad) (b Bpiall A0y dapill Al s 5K e Loy Dalad) dylanl) Al
L]y lleal (ilalgiY) (e 2al) 45y <Dov Charney A$5al) s3a Guage of Y1 o ladig
JLas) as AN Cpilige o gk 55 Jia clgasds 58 A lgn sa ADIAT e il
Ll of ¢z el 4 ehigindld cpilasall aal Lasl 2 Cus ¢(Fool of the Week) cgsed) 7 see
sl Cliale padias Ay e Ldgest Cles plasial o) cJaall Ay 8 QSN o2 i o (ias
Aguil) agDles (A Ll Gmns el Cilaly cDlies alasul o GBIAT e Akl pigesil
g5 ol (myes Dpcalall didl 8 BV Gudaa U8 (e Wl e AN Guche (il (60 Las
G Argay DISI Aiyle ey psdie ) AiLaYl (47) JSaN 8 Llaall Adlal) dg] e lidl)

Ay o3 e b (e Tl aie a3 L (Bl (pan Ay clalinas S i) (e
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Unless you dated a Vivian Girl, were a Vivian Girl, worked at the Houston Street American
Apparel, dealt coke out of the basement of the Annex, or at very least had your feelings hurt by

Richard Price’s “Lush Life,” I’'m not interested in your opinion on hipsters.

American Apparel

R

6%
ﬁ 46%
27%
neutral joy manger fear surprise mdisgust = sadness

American Apparel 4<,al el ¢3¢ (48) J<al

23 lgnw 0sS B  slaliall dila) Al e liall dugiall ol goana o) Aaadle oSa
(G el i 5ol g adl (o (o)l By gum pnn Las chasine gdl) Hondi (gl cabansY)
Lt ) QY Jaw . oY) lgaiagy AGA el Glaall dila) clguans go Jualia e IS
diliaall A8bas dsall (e ol gas ¢ DAY Qo e Cilida AT o Tase s S IS
43 Papa Johns lgie dilide 3612 Gl o AY) dplaill el el of dus caladall
bl e GLbl fud) Cun (e pa 25l acllas dadle a5 <Olive Garden i «J5iw idle
o g il ¢ M) gdaally Caey Y dansii iy aladall 353 oF Cagyaall (g 4l ¥} ¢ JUasY)
o 38 LS ¢ M) sdadll 8 Bagase il dajagal) cisill jila alasiol ae £:S56Y) 43yl
Doritos ieke e (ilalal) 5 A8lasl Mgall o o cdaelilaa¥) Gl o Slgioall (iany
Algiad) b of G el ey ) Golll aladiuls 5sede (liajie Aadle A5
(gl Sleall e Lalal) pahe) Ay 5 53 Red 40 sp5 @) (sl 1gy fneats Lo
Caglaally oAl o wael) angd (eliha) aal aias e 45 «Beyond Meat ide
Sl Slall o ) K A8l axe s o (o WS Ao bl cilatiall s3a slas Caylly
Mega (seud ) aliall Laogy dDlee cilalie Cadat Caal) o 4 Can ¢ Slgionall a3

Aljie Slaray el algag 2ol Clase aai jaliall o3 of Lagead Home Depot Jis <Stores

Qo sl el @l el el dilisiul 6.2.4.3
iye Al saa o Aliana Jof gl Al dnlasll el cdladl b Gapaias ccall dull
oLl (18) Jsand) & dalud) A1 3 LS O3 Aleana oY) e Wl
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Oja Alans el @l Llaall aldlall (18) Jsaal

joy anger [fear |Msurprise | disgust Bl sadness ] Brand Name

0.233 0.089 0.047 0.030 0.018 0.214 Old Navy

0.385 0.112 0.062 0.013 0.008 0.129 Forever 21

0.134 0.129 0.026 0.046 0.023 0.121 Kohl's

0.128 0.179 0.115 0.044 0.016 0.113 Rite Aid

0.086 0.175 0.264 0.027 0.016 0.101 American Airlines

0.197 0.305 0.113 0.020 0.000 0.099 MillerCaoors

0.066 0.214 0.087 0.054 0.033 0.088 Walgreens

0.259 0.149 0.069 0.011 0.009 0.069 Expedia

0.202 0.145 0.067 0.015 0.032 0.068 Lay's

0.141 0.128 0.050 0.047 0.052 0.064 Dollar Tree

0.329 0.128 0.036 0.031 0.000 0.064 Anthropologie

0.268 0.162 0.097 0.032 0.018 0.064 Macy's

0.229 0.251 0.143 0.033 0.009 0.063 JetBlue

0.143 0.124 0.192 0.031 0.013 0.062 United Airlines

0.337 0.113 0.038 0.027 0.011 0.062 Kate Spade

0.197 0.149 0.140 0.028 0.010 0.058 Verizon
o Llaall Al o3 (f alall e ((3n Aliasa el <13 Old Navy a5 4jlas dle Jsbs T
ibie it angr Y 4 LS (Lilaie Desin Jany ¥ IV Lyl 8 laasag Ul cdeadl Adle
ag 4l ladie maagiy copiall Hemdll iy bl L5y ) Ulad Al (e iy ALl die
Lags dediione 25 Old EalS 3gmg e ¢ASpaY) Aupnd) Jalaca (g kel Adlal) pus) (g il

spacy duyaall Talucall aaf Cige e alSH Al cilysdiiall e el aagig eyl jee e 5LEN
U.S. Navy Petty Officer Third Class Gerald Edward Keesling was " : Jall Jtall (e "I
killed in action on November 22, 1969 in Quang Tin Province, South Vietnam. Gerald was a
adl alell ae daaill 138 (e Baae Aliel 2ag35 "22 year old Corpsman from St. Peters, Missouri.

20y el LIS e Aadadl) Lalis paed danailly JSUia (g aa Aija lsiie Al Lyl a3
Moty agii ilogleal) 238 Ao 2Ly Lgihd e pead iy 2 L ol clajee s o (550
GlSHa Jie faa alaie Al clodlall s 35as of LS ilaa) Julas g1 (se Old Navy &dle
LS 5 Gl (e Gasd agisny Ala )l cuad Jla 8 O3alls (spedy 8 GSlgiad) Y (el
g (Sa DS e Ldle Jlanl ag deasll Jis b papdl) Ge waed) aag (st of oS
Ll Expedia din dusbiadl <Dl cilaalye @ilSya ol Verizon Jie ¥ laiy) ol€)al 4l
zmd Ll 8 aalalls gl um illad) ) Bl vie lajaads (Sad dlatl) Lays ke 39a
bl Alall o2 Ciday asi Canadl Jagly Ll e Yl oliaf (49) JSaN & Shig cpilage

gl i aledl) Andai b i) (S Lebilaty agi ) cildlall (e
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Reuters

@Reuters
Google lays off hundreds of employees in advertising team - Business
Insider reut.rs/3HMNSV6

Al Sl Al Adkal) aud Jals cladl e Jlie (49) <l

L] et Ll el jans liidll YL daiadiiall Forever 21 dadlad 4l 4 yal) i Ll
353y ey Laa cLgDlae pany L)y elld Jslin ) cysdiall (e ypaell 2538 Ayl iy
il lgma e 53 A58 ¢ Cus (Kohl's Adlal daills Lol gl Gty eddle (3 duesd
Aja Clypdia g WS L cpilagall clanyell e cliag (gl lejd 27 cailel ) 138 Jleg
dols 355 4 LS (NASCAR il can) oS lplansd) uns @llyg <MillerCoors dadlal
Rite Leas 4353Y) s cildavall Jlae (3 oinlas Gidle aagi LS L Lglidia (s3a] & @)
e 2\.3}:7 a9 a2 Jia Gl e 220 aagr il gl & Sl aen cig <Walgreens 5 Aid
gl e waall GBLLY Al KAl Gl a8 (B Cigly A Gadlss sl Ladsag (59wl
Ll et S lpially SV el cllell puead Lualls dage A a2 s clusdlils
(Ol e (gead Al cgdiall Ga S eda S asall Bl daw laal dila] IS

osrdd) Aol Alasa e f i Al clolal) dildgial 7.2.4.3

o LS LS Aye ponil Anln 8 dlians o cld Bylatll cilodlal) 5l o3 (8 (i peies
selie Jas 38 43 5N Aighaidll AalS o e 050 LS colial (19) Jsand) 8 dadlud) AtaY)
) sagd allie (35S 38 gl Al ldlall A pe Al

sl Agabia Alane el @l dglatll ldlad) (19) Jsanll
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neutral ®j joy M surprise R disgust g sadness g Brand Name
0.780 0.061 0.053 0.031 0.020 0.005 0.050 Coca?Cola

0.753 0.101 0.078 0.030 0.016 0.014 0.009 Pepsi

0.729 0.129 0.065 0.020 0.025 0.011 0.020 KitKat

0.687 0.098 0.058 0.033 0.093 0.019 0.012 In?N?QOut Burger
0.670 0.097 0.113| 0.045_' 0.033 0.021 0.019 McDonald's

0.668 0.148 0.070 0.033 0.037 0.018 0.027 Domino's Pizza
0.658 0.146 0.101 0.051 0.023 0.010 0.012 Google

0.646 0.228 0.033 0.038 0.015 0.020 0.018 Patagonia
0.6e37 0.209 0.051 0.023 0.040 0.023 0.017 Allbirds

0.631 0.150 0.096 0.027 0.045 0.024 0.026 Chipotle

0.627 0.196 0.074 0.040 0.035 0.012 0.016 Squarespace
0.622 0.136 0.081 0.070 0.029 0.037 0.024 Shake Shack
0.618 0.177 0.077 0.036 0.016 0.039 0.037 Coors

0.610 0.077 0.138 0.115 0.022 0.003 0.035 JPMorgan Chase

0.609 0.090 0.153 0.052 0.037 0.030 0.030 Reddit
0.606 0.189 0.085 0.073 0.020 0.012 0.015 Nike

G o ) Al e il Gans ady lilelly labina) e el aadle oKa il
Lesd 2 Coca Cola &dle f ae Pepsi s Coca Cola yag Laadl &y V1 4yal 8 4
O Y1 ¢ gl 13gs Jasipe Lgatiia @Digind (g Baladly i) sad sladiad ddigadl gdles
ey pelaall Jaxiod 3y (el Ladlalls (goill abalall LlipV) 13a Jaad ¥ lypdial) il
AW oda  aagh LS cdald Loy s paje 7l i Ledie dlaill GlaDlall o8 dajeall Cilangl)
iy Alena L lgie ASE ) Csdiall s cdapudl gl aelladll Gl (e sl

Laide dylad Gldle 4y cdulaall Cldlal) o3a (e 85i meaaly JaT £98 e (oo Al Adaadlal)
¢Aaig 7Sl diaila’ diaia 49 Squarespace s «Google Jie ¢adlgally Cilinkailly LingleiCall Jlaa 3
JP Morgan say sasiall cili¥sl) @lsiy 581 aal 3gag aadls WS e laial Jualsi adse 589 Reddit 5
S leads Hlal e s (6% Aplaall Ll sda jads ) @ljgdid) o Cus Chase
Lagag (3l cNike Ladlad Lol Wl 5508 ddlale Lind dlane (35S0 YT shatall (ped ¢ cilipans
A dpadd L) ) Alaall Glkall 323V 8 lasas casey Lasead alaad yie yal Lia
sbaall (e 22 o Cun oy i (55K By e lan¥) dualsil ailse & Lyt Al
agbaliy) Oty Slgina) o) ol Linadd Allal mopally s Al Aol sda o) 8,58 gl
OSar Bsad S el 13a ey Tale Wl LS Aials 2oy} cilejlae o dylaill Al
oLl g5 das (50) JSAN (& Load olial Giapas . ST Aigus dms Sy LD (pudliall
S Aaabs dapay Llaill Aol (e Gam @lygdiall (e %61 o Baadl Nike Lodbal ducdll
o Cagally umill @ (gas %19 daais s3landl s Ll g ST Sl ¢ eliall dleaa
L)) il s 35S Cun alaadl e adag gl Anladll Aadlall oda o) i) (Sar (ulu) 128
Da Lo oy A OSlgial e lin aa ¢ o lin¥] dalsill adlsal Lgila) daals (e dpaanl
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Lalls Ay A plaiadl gyite Aaadle Wl V) pass of (Sar Y Ll pa g 5SIV) A8 glaiall Al

Judeal)
Nike
2‘}5.‘*
7% ol
19% 61%
neutral joy manger fear surprise  mdisgust = sadness

4Ll Nike 4adlal jeliall £56 (50) J<al

dig SN Adghial) 4alsl) (ulid 3.4.3
ddshaiall AN b o8 Lopez et al, (2020) Caay ld daig SN A8 glatall AWK ebidl dacally
Glaaall sale] aae 3yl ey ¢(Favorites) dlcaid) chgdidl sae iyl e duig pSIY)
(oAlial) sganl) die 4ilia w3 D A5, coda (bl Ayl (1 3,545 «(Retweets)
Cagud Gpaliadl (e o€ 23e Al jsgdia Gadd 13 4l o lae¥l cpen 3B Y dahll o2 o V)
(Osann o ssina Y sl agghe e sl saaly RS Hpdiall OIS gl 8S Jelis e e Juany
Claaliall 2ae g Gaayaall Bygd DA (e Tt Lig i<l Zishaiall KN e oo Liils dasylall g
1205 Galadl) e € aae lgan delin of aldd) (e € ane laly A cpdia) o anlad
OIS 13 Mally cclaalid) se o sdnall delil) i i ASA o3a Jal (bl b cae
a1l 58 8 L lailly 2yl salels Joald add 205 coypdia e saalie 100 a4l Lads
Ll 5 0K sdiiall 13 ae lslelin (add 50 1) dayhall Guting 0.2 05 Wl ol daghiall
ol pasd ol aae Jelin ) ga (add Gl 100 edudl aali 13 W 0.5 ddghadl)
13 Ll 135 (8l op pLaiad Tyfie aing 5l dne cilelsn Al Galad) daws oY <0.02 oy5dia
Gind ol daaly daads Ll Llas e ge Lible dlad) cisiid) o ad ¢alaidl)

Sl L <0 Aaghaie 2l s Aol Slelis
s ga Luliia Iga58) Cun ¢« Mufioz-Exposito et al. (2017) 4 o8 L ao Llee (35 dxall o3ag
100 3 5 e (Impressions) cleblaY) e clelall ) dowts Cijed X e Jelil
s’ gl "delil) dayd lsite 3 coeball Cglad (it Wadhwa et al. (2017) axdiud < fiall
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oenleall (g g5l 138 Trunfio & Rossi (2021) ciuals clella¥) ae e loguke cle Ll
Al GaeSl il pe 8y AST jies S ¢ (Normalised Indexes) 5iaall cihydzall’ (yara

Al pans Ll canlgl) Gadall Ll duig S A8 haial) el (uld dinla o iy of su
e o as ki saalsll doylaall Al e 15lS5 () (alasY) aead A 5KV A8 i)
Al e g 33h e o deans Ml cdlatll Akl g 15aS5 cpdll Galad)
Al ol pe delin ) Galad) Ly ddylas Adle S g 15alS () (alasy aae

AAlat Adle J9 ¢ gdiall cilaali daal

U (20) Jsaadl 3 LW A ye dojladll cledlall dg SN 28 ghaial) 4K dliasna sl (3850

L5l 4y Al caldtall Ly €0 48 shaiall 2aS) (20) Jsand)

CalvinKlein 9721
Sephora 8562
BuzzFeed 7218
benandjerrys 6572
hinge 5447
Ferrari 5056
Nordstrom 4651
Carhartt 4481
AmericanExpres: 3715
dunkindonuts 3541
MichaelKors 3520
Citibank 3479
TheNorthFace 3479
UrbanOutfitters 3478
ChipotleTweets 3429
Marvel 3331

Ayl Adlal) draw (ubid 4.4.3

DUl padies il Y ik Bae ang ua ddlat Aadle IS daaws ol Ayl Bl 238 2 yd
B dias Jass Ablad) clhal) L aadiees W) 4if G (Rust, Zeithalm, Lemon, 2000)
5 daandl Jo¥) adll chaacdl CilSne 3 o s LY 138 deand) (uld dishay Jalse
Bagay c@ilall Bagag comadl) oy Jalse 3 @l 38 caat z)v Cus Value Driver dadl)
4 a3t z)ay s Brand Driver dylail) dadall diae o SBI eljadll o(daadd)
g9 @ Relationship Driver clBall diaay (dpasy A&l Jldy (3 cBpie) Jalse
(Aaadil) A8Mally caainally (ABlaall) Jalse 3 diea

038 (3haig Baaly dojlad Adle o Jlie (opaios maagilly ¢ SO JKEIL a5 deadd) (uld 400
ast lh (X (e lgalay Ll )edie (YT 4 Nike ddlad IS 13 cdoylail) cldladl 2y Ao 41V
Bl Juss Aoy« Other sl " AT duens aad 23l L JoY) ) sl Tty sitia JS Canieaty
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Bernie was feeling the Nike SB x Air Jordan 4s until he :(jeiical) nY L*,,Jl:d\ gl Wl
1) b ol Tl IS 1Y) adial 5 pd) 2ay (paa 7500 edial) 138 lé cfound out the price
sl ol lag o] Adle aphaed G pdiall 138 ie Lule OIS 135 1 Adle apkaes Lla) oS
ALY siiall (Y hea dal) (sdal Aeadl) Bagas el Basa Ol N e 5 peddl (e Ay
Baslsll dyylaill Adlall 8 ) gdite (S dalanll 03gs asiig . yrudll o OIS L S5y Hglaall clls e
Lyt Adle JBdl duw e o de dplaal) Adlall dasse Ao Juasil ciladlall sda aaaiy
e3d giall (Y ilie sl 138y desdl) 53 jsaa o dead) 8 Cajrea Spotify e duess
Jial 138 S (New Balance (& (1s¥) &bl Aadlall o (Laeadl) 2ol Lol alianide b
New Balance made these $250, Made in England leisure shoes that are «X daia o ) gdial
JGS cpretty much Mephistos. And tbh, they're my personal favorite sneaker this year (so far).
13 o Dol (Kar el 138 ey Gialy pdiall CalS o ) Lo e 4l pag eliall jou Sy
Hoka Speed sdiall 138 Ll jaud) aay b daidll @pme Ao dulay) 3l Glo Jeany siial)
438 c|oafer, $185...coming soon. | blame New Balance for opening this unsavory can of beans!
e dule dhai e dlaall Adlall deans cdplaill Adlall Shg ddes digay el (e alSy
Wil <0 ¢ppsdiall cpdel Alanall lin Sied da) paand Lalidl) paniy o pradl any 6 Aol &l e
el aay e goanall (8 (New Balance dadle Alls g edie YT duadd Jalanll 1o JaSs
1000 el (e dnlad) clygdiall 2o g (1080 L) (e Al cilysdiall dae (S 285 <80
geiiall Baga Aliana Cacend Aylall Lty ¢ yradl 2eal 80+ Alianal) (sS5 ulu) 30 ey ¢ )sdia
oda Al e o dlat Adle JS dlane Cipeil Clanall o3 panis dasdl) Bagag
Clsiial gsane of 5 896 (IS5 daitll i b dliane el (J Crew Adle ciaf dllal)
ol A gl e lgie Tagyhae la] IS8 Lestlly i) Bagag andl oo AlS5
Alanll Akall o3a oY @llyy dualaia daii sdag . e ad) 525 896 (sslen (ol I 2y 03
Ll g5 Mainline J Crew o Lo 525 Lgilaiia (pe Jg¥) Jadll deliva & dunnds L] p23%05
S e @AY daydll el Daelim Al (e padf dad mieay a6 LS (A0 )
el cllall ST e il g8 8y S Slead g a a5t Lesl LS (I Crew Factory4euls
sy yra Lpradl w3yall of Cus Value for money gsiaall JWl (hlie (o3ll Adle dad aas )
Ala) Aliane oot Ll Al ity el Akl (g la) (05 e dngy 4V dila

Auladll Adlal) diaag Bl diaa Lo 4l

lany) Jalail) 4.3
Oas Baa o Blat Adle < bl linas of ey gl sae Slean) dalaill duilly aadis
MUA\.«AQL\M\ a&@u@acL}M‘ ”M‘&L&f‘)\aﬂz\.ﬂv\& dsz\l«.auhmel
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il sas ccblall laSial bty agis Waas cdojlas Adle Jiar sl IS o Cus ¢Excel
Lad Jlail 138 ey ediblpdic Caady dualaia bl of St S cdiladl il 8 oSl
Gua o bl by Calary Ll 5 el LSS saaeie ol £l cllall ey Ciday
Cygdial) Lbdng ¢ edia 1000 o ST lgia b of adaiens ol Al &jlail) ldlall Cadas Lih
Cads Gk e @l Bots @ Ciye Lo sas Al Glileng Laaay Sllus e & g oy A
O il axe e L) Shilly celelin 55 clwlie 10 ge ST ella Y ) @)lgdial)
«Normalization aakai dalery ash ¢ jsdie 5000 Gas3 ol Al 4laill Gldlall l)gdiall axe
lgie 500 <McDonalds ASy& e sdia 4500 (53l SIS 13 Nia cclypiinall 2o o ausds G
chpial) A Llaall Guiy aghiy yuaiall 138 dliasa a5 %111 cdacdll w3l ()5 Bmns
bl il s Sia cdaaled) Jllasll Gaes 2Lall (|BM SPSS Statistics 25 gali p padies
8] Y 2 las culS Le 13 bl degla Ao JY 5] i€y (ula) 138 ey Normality Test
AW agball g5l s ol (21) Jsaadl L5 Bootstrapping byl duel) (e jral cilie
o AN (gginad Linsila gigia e el 18 of catl dain of ol ) A8l
+ellyy Ll dsa due 10000 33l <Bootstrapping dulest ki 6l <0.05
g S a8 kil 4alSl alal) ¢l Laal (21) Jsaad)

Tests of Normality
Kolmogorov-Smirnov® Shapiro-Wilk
Statistic df Sig. Statistic df Sig
eWOM 195 111 000 .846 111 .000
a. Lilliefors Significance Correction

Chiai ob oo Gall ¢ eliad) 38 rebnall GulE dinh o g ol Balel agh Ll LS
Al s Jany siall (5 of Llb it 5o (e dplad Adle IS S0 Al sl
L o5 o end aam V) bl ysadd) of slaladdl i ccasall of Cadll o cpall o cuanll
ladlell Ll sppenis Koy Bhaie 3gag are Wy AlaSiu¥) Jiaill 8 WY alalad) Cada,
SN cobin o Tl ol elylan) (e Jond 38 slaladdl e Jaad 3l gl o LS 2kl
Snow White’s reviews are bad, but I thought the «Disney ddle S L:l_"d\ Glygdiiall e Jla
ly <reviews were good? Oh it was only the Disney faithful pretty much? Big surprise there

Well isn't THIS something! Ll (ola) (e doany 530 JEal 130 51 ¢ Ale ples ime dany
Actually exciting Power Rangers news? And at Disney, no less?? I'll take it. now who do | talk
JS e Liall A giall dacatl) 330 ags 5 ¢l (e Epalial) clysdiall Cadas WS to get involved?

58 Jia ange juxie V) eagis (S W «<Normalization ankill Glblee (e g gi sa5 Alas Adle
Gy gty ¢ e Lial) 58 Jfiad e, yute e Joeanll joliall 3a goane 220 Wl e Lil)
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Ayl Al dadds dlad ara il gdiall il Gum dnylatl) Adlal) duadiil Lol Zoleal)
0o i (AT sad) dend Gudle aad ALRYL Sl s3a e Llat e JS dlana paniy
aaly yeie e Joasd 2l sda e dlasd) pend Ladiey ¢dyladll Akl duadd Ciaca

Agilalyy Galing dylaill Adkal) dadd 2Ll Aoy 4l cdylanl) Adkall duadl 888 (o am

el ¢ gana Gubd (3yh o Alad Adle XU Lgeasts Lals cp S0 23 glatal) ZSN Luailly Ll
o3y el e alaally cclaaliall dae e Logade djlad Adle JS) cypdiall puen e
Jelall dus (58 (Al o fia (gimall OIS 1M cdus 7SIV A8 shaial) dalSl) 568 455, 8 Akl
e Anlat Adle JS G cilsdiall sae b cpls Ll a3l V) S ISa LS inmy el das
Ly SN Aishiall oK e Juanid ccfypiiall e o d3ghidl LK1 568 acti (sl 138
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Jeantl Dlanall pan Koy el 38 eg (91 due ) 2D dulaall i ) S5 (Pizza
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ae o auiiy (EDAN GlSaal clans pan P e Al L)) drass JIa) (Ko
e clig s HlieY) e oAl dulal dedle IS draw o Jeasil 4)lad Adle JSI i)
Alat Adle J @) gdial)

oo Liall (gging 7 dgaiy ¢ aaill Clpaitie (5inn (o0 8 7 el ¢ Aall (gyhaill 3sail) dalaiy o5 LS
coangd yeed U0 il A1 dug ) ddual)

() zigalll Julai 1.4.3
O Lo oanall Wl Jasyig i T (63 aslid) - dgaill iy 631 (51) SN colial (yinyas
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i & clills 4 deadiea) Lduadll didaill (ailad (a)jeinig SEM 4Se ciYales
L)

| Relativereputation |

il (gylaill = 3gall (51) JS
s «(Maximum Likelihood (5»&1l ddlaia¥) 63 (e SEM 4l c¥alaall Jalas (ailad
cIndirect, direct &total effects s (spilaadl ey (apaluall )il Jdasl Lead
98 WS Standardized estimates & correlation of estimates ¢l yua@all Jalsilg ¢djlanall <l paiillg
g50 e Jaill oY Bootstrap ML ¢ gmadall aysill (3l bl (g due b e 381 Llany
Adlgde OeSal lalaas el dadg diis due 10000 S dall aas A5 ¢(6):S) dallaiay)

el £ agail) Julas A5 2.4.3
LS el s iz 39aill B3sa (22) Joaall 8 olial (3853 Lld - 3gail B3sn iyl duclly

sl a3 e gulaill o
Sl sl 835 (22) Jsaal)
Model Fit Summary
CMIN
Model NPAR CMIN
Default model 9 -687.149
RMR, GFI
Model RMR  GFI AGFI PGFI
Default model ~ .007 1.000
AIC
Model AIC BCC BIC CAIC

Default model -669.149 -668.291 -644.763 -635.763

109



GFl daf il Cus ¢ liae dadle (ggionar piaty z 3gaill of () i padlall 8 5a Ul 4l o)
) i Bl O ey Les Tas Lnidie 25 0.007 il RMR 4 of LS 1.000 (gles
BIC 5AIC = -669.149 4dlu BIC 5 AIC clydige il celly ) dalia) AL dadgially 53 gum yall

Jan am Z3saill o e sl 1385 = -644.763

die cDlalaally B Jia @3 (23) Jsaall slial 33y (zisaill 8 Il Gl Lad Ll

AN Al Gl g
Regression Weights: (Group number 1 - Default model)

Estimate SE. CR P Label
normalizedewom <--- Personality 012 .005 2.583 .010 npar 1
normalizedewom <--- Averageemotion 4207 731 5.754 ¥**  par 4
Relativereputation <--- normalizedewom -030 139  -218 827  par 2
Relativereputation <--- Personality -.005  .007 -678 498 par 3
Relativereputation <--- Averageemotion 6.268 1.217 5.151  *** par 5

Al 5y i Aaalyy Alalee dadas Ll Jls 3 Augsl) 5all oz 3saill jlant¥) cBlelan (g s
Ldke olat e Liall 5985 Ayylatll Aadlal) dpadds Alians Uije Jla daacd) ol 49 SV 285kt
Y @l Ll il Jeles Wil e Hlaai¥) cDlalas b aladiad Koo Y Wl Y) L 4l
oS S el Jasios S ol Ll Unstandardized Estimates dawld e ¢8 (ebidl) sl
e oall i lalae 33l Adlan) AVA (ggin Joaall 138 e 22l ol D lae jueis
Al Gy Y S oldl <l Standardized Estimates dylaall i cDlales (24) s

coebdll ilasg

Standardized Regression Weights: (Group number 1 - Default madel

Estimate
normalizedewom <--- Personality 211
normalizedewom <--- Averageemotion A70
Relativereputation <--- normalizedewom -.021
Relativereputation <--- Personality -.058
Relativereputation <--- Averageemotion 490
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G (dnaadly Akl L)) duaddy selial) dlad ) raiill z3gall B3l 238 Cparal
Y Slasy) dulail) 13gd ALANRingle et al (2024) SMART PLS4 zalin aladiu 1) lacal Ll
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clysxiall aladinl Ukl GlIA ((Undefined) cues axe Uad el zalipdl of G cdbuail)
I ¢ e i) 898 (el (sbad) g e Liall Augial) ocl) linan (e caaly ysiia (A dacaal
s2a ¥ &llig «OLS Ordinary Least Squares (w i)hg Partial Least Squares PLS 4kl Llad
sy gelind) O LS edayi€ xdall £ 5600l Wy il il e Yoy i) a2iies Akl
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uatl) 038 A9 u}ﬁ EIRN ‘u.&dlej é)ﬂ ProY Ja z\ﬁ)\aﬁ A ] AL 9na A2 Ladied Jd
Clad a Lae e liall agghal "L < clyrie ol dlad & eliadl o Adlal) duadd
el uadil) - 3gaill oliaf (52) JSN b 335 SMART PLS aladi

joy percentage

NaN

anger percentage
~

disgust percentage ™

0.000
0.000 0091 (0.337) 0.426 (0.000)
__0.000
fear percentage ;393
emotions 0.081(0.387) -0469 (0.000)
sadness percentage . Brand Driver
0.000
-0.158 (0.025) 0.000—» Relationship Driver
e eWOM 00—
Competence percentage . Value Driver
0122 (0.595) ewom brand reputation
Excitement percentage 0.909
Y
Ruggedness percentage 0846
0.938
Sincerity percentage 0.123 Brand Personality

Sophistication percentage
padiued) Liadill 3gall (52) IS
Zsalll dagdla Baga e

N aleall dadas sl 8 adiaal) uleall e 8 Algihe dadle Chdise Al 7 3sail) ekl
2o (SRMR) dpjlnall Bl gje Javasial (awill 53ad) s ey s PLS aladiuly $iSql
AL Jgaiall AoV aall (o0 s 43 V) €0.08 ALl Jal) aall 55las ) 25 0.096 Lalsia
Sial gy sdgall 138 o ) 5)LaY) jaa35 0.811 &y 38 (NFI) gylaall dedal dige Wi 0.12
W (e i 0.90 Aalld) Loal) 4ned abis Mills 8,00 daiell asaall I3 CB-SEM g 3lail
Jsaall (d gy Al Lahall &S Lucs e Gl PLS il (o Gl g dlonal

el LaDlag saga yulea oLl (25)

Fhaiil) 7 3saill Tadlag B39a ulaa (25) Jsaal

Saturated model

SRMR 0.096

168.794

Chi-square

NFI 0.811

ClEdlal) Julas

Alatll Akl draw e 55 daladly AuladY) e liall of JaadU eedlef (52) Jal ) laally
B=0426 s dulay) seliall Jlaad¥) daliay (L) JSo S5 duladY) Jelad) o cua)
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038 iy Ayl D)) o (51 B = -0.158 jlasiV) Jaleas 0.025 AV (ssine die Jiia (S
z35ails 7 35al) 138 Cp g Lol mn Il edlail) Adlal) Aracs & ) (g0 %54.2 il pasal
A a4l V) Apladll A dxaw o 55 Leishs L S0 Gl e lie g5 0l il
skl alSH 863l ysa Al aag Jalill 3sail 8 4l Cus Jidaall iy caadsail) (o
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adl alall ae cAighiall ZalSH 58 Ao 55 Y saball Ljlaall L)) dpaddy e liadl (laall
5alpal) dylaill Ledlall Lpadis gl (Laanall alasinl) Jased) 7 35ail) 3iyha (e Lguslid 23 Laxic
liiall aanty oot Loie Wy ol jusds (Sasg cABslatall LSl 558 e Ligina 131 e Lially
e laall s Y Tlad Ll el Gon e Liall ghal) coil) ¢ Jiall dss e canly yaiia (yara
Ll dpads e o Al (atd J58 (Sarg cEmotional Intensity e Lial) 858 (s 1) Jy ¢lgil ety
ST Aiad (el T o cdadad gl Al oda o Jolly caald) ueads 138 o ) edylal)
(93] 80 iRl Gl sales

luadill joliall aa zigaill Julad 453 4.4.3

oy Alall sda 4 (K1 (Lo lill 598S) ad e liall Juadt g zigalll (aje 353l 03gs g0
2 b daleall o3 o)y haially cAlfice CilyrieS dylas dAdle JS1 Hprd JS) dygiall )
b painall (il z3saill slial (53) JSa) et Aaand) S8 8 Hend S dealia
) il

normalizedewom Relativereputation

-
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bl e Lial) ALl ae gylaill 35l (53) JSaU
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Joaadl ) Jaa g diag eclalac ) Guig Ao ylall by alSon <V alee Jalaty o gt (ula) 130 e
calilay o gl i) (s alind 7 3gatl) 53 (e SSBU lial g 2all (26)
);LJMU M\ CA}AJ\ ATEN Q\)&jA (26) J}J;.“

Model Fit Summary

CMIN

Model NPAR CMIN

Default model 35  -2903.059

RMR, GFI

Model RMR GFI AGFI PGFI

Default model .000 1.000

AIC

Model AIC BCC BIC CAIC
Default model -2833.059 -2826.821 -2738.226 -2703.226

o J5 8 Allu a8 85 BCC=-2826 5 AIC =-2833 a o) Cum Tan i 35wl of LDl
ey Al Jalanl JaSs aidll 038 (g« liaa 1385 GFI =1 dige of WS 7 3salll Al
duatall e lial) 7 3sail Lilasy) @YYl (27) Jsaall
Maximum Likelihood Estimates

Regression Weights: (Group number 1 - Default model)

Estimate S.E. CER P Label
normalizedewom <=-—- fearpercentage -9.757 6.962 -1401 .161 oparl
normalizedewom - angerpercentage 5892 6461 912 362 par 2
normalizedewom -- joypercentage -2.795 2.889 -968 333 par 3
normalizedewom -- sadnesspercentage -10.078 13553 -744 457 par 4
normalizedewom - disgustpercentage -13971 24204 -577 564 par_ 5
normalizedewom -- Personality 147 077 1899 058 par 12
Relativereputation <--- fearpercentage -1.586 137 -11.578  ***  par 6
Relativereputation <--- normalizedewom 000 002 223 824 par 7
Relativereputation <--- angerpercentage -1.045 130 -8071 *** par 8
Relativereputation <-—- joypercentage 2.416 055 43815 *** par O
Relativereputation <--- sadnesspercentage -1.243 262 4739 ** par 10
Relativereputation =--- disgustpercentage 255 473 339 590 par 11

58 Ao Ll duhs vie jeliall Agidl il digies are (& clgale olal) Cuay ddaadle Jof
Ao SV RSl B8 e i eliall 88 of ol e (Karg ey 7SN d8shaial) i)
Ll e 55 anlanll Adlal) duads 88 ¢ Y1 gy ashi oangd jsad ag Y 4l V) ddshaidl
o il lgd G Ay 5SIY) A8ghaial Al P =0.058 of Cus ¢ chaly Ji g S A8 shaial)
(Siae Yo (Syina Casdll jord Baa e Hed IS CaiSini e il Wl cdlanll Lotall daews
> A3 (g5ie e (gyien 438 rmall duilly (Al Al pe 18l oY) 250,001 > ANy
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cBosedl 8 Dlee ) 038 dan st lagill aud 8 S Gl
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e il gl ae sleliny (Slgiuall o Al s3a ey hiallh ST J<E daliad)
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Jadfly ¢ Ag¥) daiil) me iaslaty Las duig SN Aghaial) dalSl) o 555 Y Ayladl) dadal)
Al S 7 3satll 3 (Lo digins 5f) Digien maal ol il Lagead (Al daaill 33 o
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Al Slaaall Ay e Gaangy 138 cdaalal) atla 3 4K ARk ey X daie e dllgio)
Ll alyall Al ey elmdi B (g gde aladiad (Saall (ag cPersona audsY! duadll
Cums 5o sl dxiae Al ys llginall gai dagill GISGEN as Wl LS cdlanll Ak dga
sda of Cus cArchetypes dola¥) z3lall alasia) o Al 4@l DA e jeed has il
Glas Salall e ok Lee clgd slaadl 5yie duads G e Lladll Gl selus kY|
pasn Lo s (elaa¥) dalgll adlse o lgie Cuaally e doliil] a2t Srae Clading
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o b s Claia) (gginall (IS e lan) daalsil) adlse i) s of Ll 138 )y dilaia
Dsdiall oy Lo Jof 4l Gus abile 5$ L Wle s aldVl a3 (ssiae 585 cPolarizing content
sedad dady o daeliial) Jualsill iy @iliallsa ld Y1 @B G Dlels S ol
Lible (padall (gginall o LS . Marino et al (2024) duslys g Gilsie 1oy oAl (alisl die
=l dualgll 8 ans Ml AY) Cplall diajlay S jpdiall (me i ) 505
L) vie el ) dila) . Tsfati, (2020)daid) (serdie abg Jshl clelu cpiyhll cli o
ol 1 ey sdiall aa cibleiy Sy () g 13¢8 Tan nle o Tan e padd
ol aladiuly B z3gail) of 3] Gl sder Lig i< A8 glatall AalSl) (he arig dne Jelity
z3sail xa (hualiia 12y Liig il ABghaial) AalSl) 35 o joliall AT angy ¥ il jglil Aluadal
Ay Ao AN, Al dacill 2al N (i juie 4 e jead OIS Ly Lavie Gullil)
H2 i @l i

S ) s e ladl 5 eV Gae a4l V) Jaall B Us lpasill (5 38 luagll
Donald alaaial (ie S Gans & Gld aiy 38 o8y e o djliaia ol Jaall 5yt
ool OIS (e 5T Lias adany Mg Al 3130 e e Lially Jaall 5,80 cilao s Trump
dissel Aleal) 3 SV of (Bagshaw, 2023) illamy) i sael e o laa¥) Jealsill gilse e
U ot A1SaY Jaall <o)l 3l (Sydney Sweeny dliaall ae American Eagle 4Sy& gy cueld )
G bl 138 oY) aS aladily o lia¥) daalgill allge Ao 538 Al Cand (gpaaic J<i
il ageadl yaes i olal (383 (Zilber, 2025) dislie ik %40 Mss A pger ya g i)
) pey Las (54) JSaN 3 ol amd) G bale pldil G 3 (Dle) 2 Aialidl)
.Every Publicity is good publicity Js& ‘é_‘d\ 2\:53);\1\ dxAlal) Y gaal)

aro.. American Eagle Ouffitters Inc
NYSE:AEQ

Market Summary > American Eagle Outfitters Inc

16.57 uso

+5.37 (47.95%) 4 past 6 months

Closed: 24 Oct, 7:39 PM GMT-4 - Disclaimer
After hours 16.79 +0.22 (1.33%)

1D 5D ™ 6M YTD 1Y 5Y Max

19.88 USD We

SleY) 2y ablall Jluady) o American Eagle Adle agu Jau 8 (54) J<a
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