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A Research on Emotional Marketing Strategy in the New Era:
Taking “Nanfang” Black Sesame Paste as an Example
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Abstract

With the changes of living and working environment, the pursuit of living quality
of modern people gradually tends to prefer simple and return to nature. In order to
occupy the market, the manufacturers have tried their best to pay attention to the
emotional trend of modern people, and launched emotional marketing, which has
gradually become a major strategy. This study analyzes the emotional marketing
strategy of Nanfang Black Sesame Paste to show the important position of emotional
marketing in today’s marketing strategy.
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