






The process of developing and completing a master’s thesis is long and demanding, and 



preparing this master’s thesis, an artificial intelligence tool

“Proofread the following text and revise it only for grammar, spelling, clarity, 

all citations, quotations, and references remain unchanged and in their original positions”. 







In today’s increasingly competitive consumer markets, brands face growing challenges in 

product benefits or rational appeals are no longer sufficient to capture consumers’ attention. 

—

—

evoking flavors like “caramel” or “mocha,” and fashion campaigns referencing shades such as 

“cherry red” or “champagne rose” illustrate how brands are increasingly blurring category 



positioning strategies remains underexplored in the academic literature. Considering Gen Z’s 

capture Gen Z’s attention and differentiate themselves through food

Developed in the context of the Master’s in Management at Católica

are addressed, together with the study’s limitations and suggestions for future research. Finally, 



In today’s increasingly saturated consumer markets, brands face the challenge of 



cues, allowing them to “feel” qualities such as warmth, smoothness, or creaminess without 



judgments about a product’s desirability, often outside conscious awareness (Pham, 2004).



Ciocodeică et al., 2025). 

and sensory pleasure (Macht, 2008). Scholars have long argued that food is “fundamentally tied 

to emotion” (Macht, 2008, p. 1), serving not only biological needs but

related cues triggers sensory imagery that allows consumers to imaginatively “taste” or “feel” 



— —



—

—



shift consumers’ willingness to buy (Zhang & Huang, 2024).



oriented responses and increases consumers’ inclination to buy 

purchase intention relative to neutral cues, motivating the study’s third hypothesis.

—



what makes a beauty product “good” (Elder & Krishna, 2012).



Finally, Gen Z’s cultural context is shaped by the widespread circulation of food

linked imagery and may further increase Gen Z’s receptivity 

for the study’s three hypotheses



inspired visual cues, compared to neutral cues, influence consumers’ evaluations of products in 

understand the underlying “what,” “why,” “when,” “where,” “who,” and “how” of individuals’ 



the investigation of crucial themes (Lim, 2024), thereby aligning with the study’s goal of 

–

a combination of methods, including the researcher’s personal network, social media outreach, 



information prior to their interview about the study’s purpose, the voluntary nature of their 



Word’s Dictate tool. As some participants preferred to speak in Portuguese, transcripts were 

comparison of participants’ perspectives.

participants’ subjective experiences, quantitative research is grounded in a positivist 



—

—

effects and other possible interfering factors, such as “time influences, maturation processes, 

and measurement effects” (Raithel, 2008, p. 52). Participants could not reco





All stimuli were created through ChatGPT’s image generator, which allowed precise 

verified whether respondents belonged to Gen Z (“Are you 

–28?”). Those who selected “No” were screened out.



–
“To what extent does 

related?”

–

–

“Based on this 

believe this is?” 

“This product seems 

quality.”
“This product 

made.”

–



“This product seems 
premium.”
“This product feels 

pleasant.”
“This product gives 
me a ‘feel good’ or 

impression.”
“This product feels 

appealing.”

–

“I would consider 
buying this product.”
“I would like to try 
this product.”
“I am likely to 

in the near future.”

–

–





—

– —

providing contextual insights into participants’ perceptions of foo



taste, smell, texture, and atmosphere. Several described them as “warm,” “cozy,” or “inviting,” 

and connected specific cues such as vanilla or caramel to “cream tones,” “sweetness,” or 

“comforting” experiences. In other words, the image was not only seen but mentally “tasted” 

and “felt,” indicating that food cues readily activat

neutral cues. Participants referred to them as “cuter,” “more fun,” or “more attractive,” and a 

“plain,” “standard,” “cold,” or “functional.” One participant captured this contrast by 

commenting that neutral versions “have no emotional tone.”

–

the lip balm with “softness” or “creaminess” and felt that a flavor like name or image “made 

sense” because beauty products are already experienced 

inspired shoe “creative” or “different,” many others perceived a mismatch between 

the cue and the product. Words such as “weird,” “childish,” “gimmicky,” or “not cohesive” 



that the cue looked “added on top” rather than integrated into the design, and some questioned 

–

inspired balm to feel “richer,” “more pleasant to use,” or “better tasting,” and several 

explicitly said they would be “more likely to buy” a product with a food

imagery, especially when it looked “cohesive” with th

product seem “childish” or “less serious.” This tension was even more p

Together, these themes highlight the main patterns in participants’ interpretations of the 



–



– –

–



< .001, ηp² = .470, demonstrating that mean e

< .001, ηp² = .141, with beauty products receiving higher emotional appeal than 
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η

η

η

η



As shown in Appendix D1, participants’ evaluations of perceived quality were 



As shown in Appendix D1, participants’ emotional reactions to the stimuli varied across 







inspired visual cues influence Gen Z’s evaluations of 

shaped participants’ impressions.

associations can “spill over” onto non

a product; they were also implicitly “feeling” and “tasting” the idea of food, and this enriched 



inspired cues significantly increased consumers’ willingness to buy across both 



authenticity suggests that such cues are most effective when they fit the brand’s positioning and 



measure captured participants’ subjective interpretation of the stimuli, 

–

inspired visual cues influence Gen Z’s evaluations 





–

–

–

–

–

–
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Master’s Thesis Topic:

– Master’s student, Católica Lisbon School of Business & 

This interview is part of a Master’s thesis in Marketing and aims to understand how 

•

• –

•

•

•

•

•

Participant’s Name: 



Researcher’s Signature: 



“Sneaker
s.”

“Comfort 
+ brand.”

“Warm, 

ts.”

“Neutra

cold.”

“Can seem 

premium.”

“Vanilla = 
cream tones.”

“Yes—

beauty.”

“Beauty 

better.”

“Expect 

beauty.”

“‘Cher

heel’ 

”

“More 

”

“Higher 

natural.”

“Never 

bought.”

“Natur

trust.”

“Cues 

vibe.”

“Lip 
gloss.”

“Color + 

”

“Cute, 

.”

“Neutra

boring.”

“Food 

childish.”

“Red/cherry 
tones.”

“Yes.” “Beauty 

natural.”

“Expect 

textures.”

“Good 

p.”

“More 
likely.”

“Higher 

natural.”

“Avoid 

scents.”

“Natur

trust.”

“No 

s.”
“Skincare
.”

“Routine 
needs.”

“Evocativ

ric.”

“Neutra

nal.”

“Food can 

artificial.”

“Clear color 
imagery.”

“React 

tly.”

“Both 

ly.”

“Expect 

s.”

“‘Vani
lla’ 

well.”

“Yes, if 

strong.”

“Higher 

”

“Has 

to cue.”

“Simpl

trust.”

“Names 

stories.”

“Perfume
.”

“Scent + 
bottle.”

“Warm, 
inviting.”

“Neutra

al.”

“Food = 

dish.”

“Warm 
tones.”

“Yes—

.”

“Beauty 

logical.”

“Expect 
scent.”

“Cherr

d.”

“Yes.” “Premiu

cue.”

“Avoid 

food cues.”

“Natur

trust.”

“Cues 

ons.”

“Shirt.” “Fit + 
color.”

“Someti

s weird.”

“Neutra

.”

“Food can 

childish.”

“Brown/crea
m tones.”

“Yes—

better.”

“Beauty 

ate.”

“Expect 

beauty.”

“Saw 

‘caram

shoe’.
”

“Less 

”

“Higher 

beauty.”

“Avoid 

scents.”

“Natur

trust.”

“Nothing 
else.”

“T shirt.” “Comfort.
”

“Healthy 

cues.”

“Neutra

plain.”

“Food can 

(matcha).”

“Matcha/coff
ee tones.”

“Yes.” “Beauty 

serious.”

“Expect 
scent.”

“Matc

d.”

“More 

cue.”

“Higher 

‘superfoo
ds’.”

“Avoid 

cues.”

“Healt

trust.”

“No 

s.”

“Blush.” “Color 
payoff.”

“Helps 

product.”

“Neutra

”

“Food can 

”

“Matcha 

red.”

“Yes.” “Beauty 

ate.”

“Expect 

beauty.”

“Cherr

good.”

“More 

”

“Mid

ons.”

“Avoid 
childish.”

“Natur

trust.”

“Nothing 
to add.”

“Sneaker
s.”

“Aesthetic 
+ brand.”

“Memora
ble.”

“Neutra

d.”

“Can be 
childish.”

“Strong 

links.”

“Yes 

”

“Fashion 

g.”

“Expect 

scent.”

“Food 

d.”

“Not 

ce.”

“No big 
effect.”

“Never 

ded.”

“Doesn
’t 

”

“No 

s.”

“Lipstick.
”

“Shade + 
brand.”

“Informat

sensory.”

“Neutra

flat.”

“Natural = 
premium.”

“Chocolate 
tones.”

“Beauty “Beauty 

fitting.”

“Expect 

change.”

“Some “More 

”

“Higher 

on.”

“Has 

cues.”

“Natur

trust.”

“Nothing 
else.”



.” off.”
“Shoes.” “Material 

+ design.”
“Depends

childish.”

“Neutra

”

“Food can 

premium.”

“Clear color 
imagery.”

“React 

tly.”

“Fashion 

fun.”

“Expect 

.”

“Some 

d.”

“Depen

on.”

“Higher 

”

“Avoid 

cues.”

“Natur

trust.”

“Cues 

identity.”

“Foundat
ion.”

“Shade 
match.”

“Natural, 

”

“Neutra

plain.”

“Food = 

natural.”

“Warm 
tones.”

“Yes—

beauty.”

“Beauty 

ate.”

“Expect 
scent.”

“Vanil

d.”

“More 

”

“Higher 

on.”

“Avoid 

cues.”

“Natur

trust.”

“No final 
remark.”

“Cream.” “Scent + 
feel.”

“Positive 

s.”

“Neutra

”

“Food = 

artificial.”

“Brown/red.” “Yes.” “Beauty 

”

“Expect 

ure.”

“Good 

cues.”

“More 
likely.”

“Higher 

natural.”

“Avoid 

cues.”

“Natur

trust.”

“No 

add.”

“Mascara
.”

“Performa
nce.”

“Fun, 

nal.”

“Neutra

d.”

“Food = 

premium.”

“Olive/cherry
/butter tones.”

“Beauty 

”

“Beauty 

ate.”

“Expect 

s.”

“Saw 

n cue.”

“More 

”

“Higher 

ons.”

“Avoid 

scents.”

“Natur

trust.”

“Nothing 
else.”

“T shirt.” “Price + 
comfort.”

“Fun, 

”

“Neutra

boring.”

“Food = 
playful.”

“Warm 
tones.”

“Yes.” “Both 

.”

“Expect 

beauty.”

“Food 

d.”

“More 

both.”

“Higher 

strong.”

“Has 

to cue.”

“Simpl

trust.”

“Cue 

product.”



—

Levene’s Test of Equality of Error Variances for H1





. Levene’s Test of Equality of Error Variances for H2



Levene’s Test of Equality of Error Variances for H3
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—
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