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EXECUTIVE SUMMARY  

The voice of the consumer is the guiding principle for most market activity. Marketing 

strategies rely heavily on market research qualitative and quantitative to find out what the 

customer desires.  However, the French-born researcher Clotaire Rapaille claims that this 

voice of the customer essentially can’t be believed and that the only way to truly understand 

what the customers want is to ignore what they say and look at the context of their stories 

instead. The theory behind his statement is that what consumers relate during focus groups is 

only what the conscious mind produces. However, decisions are almost exclusively made 

unconsciously, many governed by culture-specific imprints from early childhood. In order to 

elicit these unconscious responses Rapaille has developed a method called Archetypes 

Discovery which comprises a series of qualitative research methods. The results of an 

Archetypes Discovery leads to cultural archetypes and a Culture Code, which are according to 

Rapaille the keys to consumers unconscious minds, hence to their decision making. This 

master thesis set out to investigate what lies behind the provoking theory of Rapaille. In this 

subsequent study the fields of psychology, neurology and marketing research are united 

providing a unique context for understanding and interpreting qualitative research data. To 

achieve this goal, first the theoretical basis for Rapaille’s theory is assessed in psychological 

and neurological terms, resulting in the confirmation that consumer’s decision making is 

ultimately orchestrated by the unconscious. Secondly Rapaille’s method of Archetypes 

Discoveries is compared to conventional focus groups indicating clear benefits in the multi-

strand approach of the former. Finally the heart of this research project is to scientifically test 

Rapaille’s theory and method by means of an empiric case study for privately-owned 

perfumeries in Germany. The empiric study had been divided into two parts first conducting 

the Archetype Discovery for perfumeries in Germany and extracting the German archetypes 

and Culture Code. Secondly by testing a print advert designed according to the Culture Code 

versus a print advert contrary to it by means of an online survey in order to assess the 

preference, hence the validity of Rapaille’s theory. Resulting from the first part of the 

empirical research the Culture Code for perfumeries in Germany was determined to be ‘by 

invitation only’ referring to the archetypical tension between restricted exclusivity and 

desirability perfumeries in Germany evoke in their customers. However, when conducting the 

Validity Test comparing the two adverts based on advertising liking the theories and 

effectiveness of the Culture Code postulated by Rapaille could not be scientifically proven. 

Nevertheless at the very least they served as thought-provoking impulses leading to 

implications for both marketing research theory and marketing perfumeries in Germany.  
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Part 1: Setting the Scene 

 

1 INTRODUCTION 

“I have learned, based on my experience, that everything is dominated by the market. So 

whenever we are struck with any obstacle or difficulties, I always say to myself: ‘Listen to the 

market, listen to the voice of the customer. ’That’s the fundamental essence of marketing.” 

Yoshio Ishizaka, Executive Vice President, Member of the Board, Toyota Motor Corporation 

in ‘Lovemarks’(Roberts, 2005) 

 

“You can’t believe what people say […] the only effective way to understand what people 

truly mean is to ignore what they say.” 

Clotaire Rapaille (2006a) 

 

Yoshio Ishizaka states what most marketing courses at universities teach: Listen to the 

customer, look closely at the market! Therefore, it is intriguing to read Clotaire Rapaille’s 

bold statement, that what the customer says cannot be believed. The immediate question that 

comes to mind is: What does this imply for all the marketing research that has ever been 

conducted or is conducted in this particular second around the globe? The basic assumption 

which Rapaille’s statement implies is that conventional market research cannot reach the 

depths of the consumer’s mind where the true meaning of her words is hidden but, elicits only 

what is already on the surface. 

This thesis sets out to investigate what lies behind the provoking statement of Clotaire 

Rapaille. First, by comparing his proposed approach to marketing research: “Archetypes 

Discovery and the discovery of the Culture Code”, to conventional marketing research 

methods, like focus groups. Second, by researching the current literature on both, the theory 

that lies behind the approach of Archetypes and Culture Codes, as well as the neurological 

basis on which these theories are grounded assessing their validity and their potential to add 

value to the current marketing research theories. Third, by empirically testing, if the approach 

mentioned by Clotaire Rapaille yields results and if so whether they are usable as a baseline 

for the creation of a marketing strategy. For this a two-step approach has been chosen: 

Initially conducting several discovery sessions as described by Clotaire Rapaille with the aim 

of discovering a cultural Archetype and Culture Code and in the second step testing the results 

from the Archetype Discovery by creating a sample print ad that is ‘on code’ versus an advert 
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not being ‘on code’ and comparing advertising liking. From this implications will be drawn 

about the validity and usability of Clotaire Rapaille’s approach.  

 

For the empirical part a case study has been chosen investigating the privately-owned 

perfumeries in Germany. The motive behind the choice is that although, the fragrance and 

cosmetics market in Germany relies heavily on market research for creating and marketing 

their products, the market research is driven by the suppliers. Hence, one particular sector of 

the market equaling one part of the buyer side has been neglected so far: the privately-owned 

perfumeries. This is due to the fact that there is not one united body driving for example 

marketing research but all act as individual market players. Moreover, the lack of leveraging 

synergies in the market led to the situation that the fragrance and cosmetics retailing in 

Germany is currently experiencing a historical change: the privately-owned perfumeries are 

jeopardized by the market penetration of national drug store chains. This development might 

alter the face of the market extensively over the course of the next few years if the 

perfumeries can’t find a way to position themselves new and thoroughly in the market.  

 

Finally, if the method of Archetype Discoveries yields usable results for marketing practice, 

the thesis will conclude by pointing out the implications for marketing of perfumeries in 

Germany.   

 

The following sections will present the theoretical and empirical problem statement as well as 

give an overview of the German perfumery market followed by the case related problem 

statement. In conclusion it will point out the purpose of the thesis in detail, its research value, 

focus and limitations which will lead to the research aim, objectives and the corresponding 

research questions. 

 

1.1 THEORETICAL AND EMPIRICAL PROBLEM STATEMENT 

Marketing research forms the backbone of all marketing and branding efforts. While 

quantitative research has mostly the purpose to validate facts or predictions and receive hard 

numbers e.g. what a marketing campaign has achieved or how many percent of the target 

group would be willing to buy a new product at which price, qualitative research is more 

commonly used to understand what consumers desire, identify new ideas or gain preliminary 

insights (Hair et al 2006). However, there is a school of thought who proposes that 

conventional marketing research methods especially qualitative research techniques like focus 
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groups and in depths interviews are not actually delivering true insights but unreliable output 

instead. This school of thought evolves from the background of behavioral economics which 

examines the behavior of humans in economical settings, mainly challenging the concept of 

the rational agent, the ‘homo economicus’, developed by the founding fathers of neo-classical 

economic theories. Surprisingly, despite the advances in neuroscience, economics and 

psychology most marketing research is still following the assumption that the consumer 

consciously knows what she wants, is able to communicate it to researchers and acts upon it 

when later in the purchase situation. This school of thought however claims that “most human 

choice is not made deliberately and consciously by weighing up and evaluating all possible 

variables and permutations. People make choices (both big and small) comparatively rather 

than absolutely […] in terms of ‘how this makes me feel’ (emotionally, instinctively, rather 

than rationally)” (Gordon, 2011, p.173). Clotaire Rapaille, a French-born US psychologist 

and founder of the marketing research company Worldwide Archetype Discoveries, follows 

this line of thought and claims to have developed a method to elicit true responses from 

research participants which are rooted in a part of the brain where also the instincts are 

located (Rapaille, 2006a). In his opinion research participants share during the research 

processes what they believe is true, but, not what actually moves them. According to Rapaille 

(2006a) the reason for this behavior is that they might have ‘learned’ to have this opinion for 

example because it is the accepted view within their social network. This implies that the 

participants are not actually trying to deceive the researcher. Gordon (2006, p.9) argues in a 

similar way stating that “words are poor tools” being imprecise, lacking objective meaning 

and describing it as especially hard for people to voice “thoughts and feelings (internal milieu 

processes) when they are asked”. Having made similar observations Rapaille (2006a) claims, 

that each product, brand, company or even an intangible concept such as ‘love’ has a different 

meaning at a deeper level, which is covered in the unconscious and is the same for all people 

within a certain culture. He calls this underlying meaning the collective, cultural unconscious 

or cultural archetype which results from a multitude of imprints that have taken place during 

childhood. The key to these archetypes are the so called Culture Codes, which can also be 

seen as the ways in which members of a given culture interpret the cultural archetypes 

(Archetypes Discoveries Worldwide, 2011a). 

 

However, although Rapaille has been practicing his method all around the globe for over 30 

years it seems like this method has not picked up any scientific attention. Actually if his claim 

about the existence and validity of cultural archetypes and its key, namely the Culture Codes, 
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was true this could be, with a little heretical notion, compared to the holy grail of marketing 

research negating traditional efforts of qualitative marketing research. As the concept has an 

interesting edge in its roots it needs scientific and empirical backup in order to proof it right or 

wrong. 

 

1.2 OVERVIEW OF THE GERMAN PERFUMERY M ARKET 

The German fragrance market is characterized by a static non-development fluctuating only 

by about one percent over the past ten years (Datamonitor 2010c).  According to Datamonitor 

(2010a) the German fragrance market is the second largest in Europe accounting for 16.2 % 

just behind France with 18.8 % market share.  

The main characteristic of the German market, compared to the rest of Europe, is that 

specialist retailers play a major role in bringing the products to market. In Europe department 

stores are the number one point of sale with approximately 34 % of the market value 

(Datamonitor 2009). However, in Germany, similar to France, specialist retailers take this 

position with 61.5 % of the German market value. The key characteristic of this distribution 

scheme is that there is a rich diversity of players in the German cosmetics and fragrance retail 

market with a majority of privately-owned perfumeries. However, there is one player owning 

a position that comes close to resembling the state of a monopoly. Douglas is the only 

specialist retailer which has a distribution throughout Germany with its 445 stores and 

belongs with its perfumeries to a larger holding group (Parfümerie Douglas GmbH 2011). The 

other major players in market on second, third and fourth position, are all family-owned 

perfumeries which however, only operate locally. Stadtparfümerie Pieper, second after 

Douglas, has 110 stores and operates exclusively in western Germany in North Rhine-

Westphalia and Lower Saxony (Stadtparfümerie Pieper 2011), Parfümerie HC ranges on third 

place with approximately 80 stores, which are located mainly in northern and mid Germany 

(Parfümerie HC 2011) and the Schwanen Parfümerie Becker taking the fourth position runs 

its 56 perfumeries mainly in north-western Germany (Schwanen Parfümerie Becker 2011).  

 

1.3 CASE RELATED PROBLEM STATEMENT 

Currently the traditional sector of privately-owned perfumeries is experiencing a challenge as 

more and more national drugstore chains like Müller, dm and Rossmann as well as regular 

supermarkets are entering into the market. Due to their relative size and national distribution 

network they are increasing the pressure on the specialist retailers with a destructive pricing 
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strategy adding not only mass-market fragrances but since 2009 also more often premium 

fragrances to their assortment. According to Burghard Jepsen, the Chief Marketing Officer of 

Parfümerie HC, this becomes evident especially during the holiday seasons like Christmas 

and Easter but also for occasions like Mother’s Day, forming a threat which cannot be 

neglected for long. Therefore the perfumery sector is in need for new consumer insights on 

which they can not only base their marketing strategy on but also counter the new price-

aggressive competitors. As the perfumery industry is aiming to position itself thoroughly in 

the market and securing a future next to the newly invigorated competitors, the business 

sector is in need of a fresh approach. They need to know what is exactly happening in their 

customers’ minds in order to find out what the consumers are looking for in specialist retailers 

for perfume & cosmetics. 

 

1.4 PURPOSE OF THE THESIS &  RESEARCH VALUE  

Marketing research in general, hence not only within the perfumery sector, has been utilizing 

qualitative tools like in-depth interviews and focus groups to understand the consumer 

perceptions about brands, products or companies. However, the basic assumption in this thesis 

is that these research methods have been merely scratching the surface of the actual consumer 

perceptions and wants, i.e. not delivering true insights that will hint on how the consumer will 

behave in a purchase situation.  

 

Taking the above mentioned considerations as a vantage point the purpose of this thesis and 

correspondingly its research value is twofold. Its primary purpose is to investigate and test the 

research method proposed by Clotaire Rapaille for its scientific validity and usability as a 

research method. The literature review serves to shed light onto the interesting but hard to 

come by area where the unconscious mind is at work. By illuminating the neurological 

aspects of decision making and marketing research in combination with analyzing the 

concepts of the unconscious, introduced by the distinguished psychologists Siegmund Freud 

and later by Carl Jung, who was also the first to introduce the concept of archetypes to 

psychology, this study unites the fields of psychology, neurology and marketing research and 

provides a unique context for understanding and interpreting the empirical findings. 

Combined with the empirical research and findings it gains importance because it offers a 

deeper, scientific and empirically tested picture of the concepts behind Archetypes Discovery 

than Clotaire Rapaille has given in his publications. Therefore it shows a more comprehensive 

picture and coherent perspective of the subject. 
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The secondary purpose of this thesis, serving rather as means to the end, is to conduct a 

qualitative study of the German perfumery market approaching the issue from a new angle by 

using Rapaille’s research method. This clearly adds value by going beyond the research that is 

regularly conducted within the sector by the major suppliers. Moreover, this is to my current 

knowledge the first methodological research approach taken from the side of the privately-

owned perfumeries in Germany.  According to Burghard Jepsen own research is not or only 

rudimentarily conducted as there is 1) usually no budget allocated for that purpose, 2) the 

owners of the perfumeries don’t have the understanding for the benefit of marketing research 

or 3) the means to conduct a proper research themselves and 4) they rely solely on the 

suppliers to give them insights into the results and analysis of their research.   

 

1.4.1 RESEARCH FOCUS  

The research focus of this thesis is to put the research method proposed and used practically 

for several decades in marketing research by Clotaire Rapaille on a scientific test stand and 

assess the validity of the method on a theoretical and empirical basis. Therefore the principles 

and theories on which Rapaille bases his methodology will be compared to regular qualitative 

research methods and critically challenged by the current neuro-scientific and behavioral 

economic findings and theories. Moreover, the method of Archetype Discoveries, created by 

Clotaire Rapaille (2006a), will be applied using the example of perfumeries in Germany and 

the key findings of the analysis will be tested. Overall this approach holds the challenge of 

going beyond the insights gained by focus groups and in depths interviews but digging deeper 

and trying to enter the unconscious level on which our choices are based. Hence this means 

uncovering the unconscious forces which precondition our emotions and instincts and 

consequently the purchase decisions that drive consumers. The reasoning behind Clotaire 

Rapaille’s approach is based on the notion that consumers of any given culture act 

unconsciously according to codes and cultural archetypes that are imprinted from the early 

days of childhood in our so called reptilian brain. However, although the concept of the 

reptilian brain is acknowledged within the neuro-scientific community the definition and 

functionality is being debated e.g. whether it is part of the limbic system or not. This is one 

touch point on which Rapaille’s theory will be challenged and investigated.  

As the paragraph above implies, this study will be conducted using perfumeries in Germany 

as case study and persons, who were raised and grew up in Germany thus, are firmly 

embedded in the German culture, as research objects. The motivation for this choice is 

twofold. First the author has been working for over two years in this line of business and has 
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gained an in depth insight into the issues and challenges currently faced by the perfumery 

sector. Second there are major shifts within the sector at the current time which jeopardize the 

existence of this almost unique market setting of fragrance and cosmetics retailing, namely 

the existence of specialized perfumeries. 

 

1.4.2 L IMITATIONS  

In order to put Archetype Discovery into a theoretical perspective it will be, as mentioned 

above, briefly compared with current qualitative research methods. However, the scope of this 

comparison will be limited to focus groups. This choice is justified on the one hand because 

focus groups are among the most commonly used qualitative research technique (Calder 1977, 

Hair et al 2006 and Milena & Dainora 2008). And on the other hand it provides a similar 

setting and nature as the Archetypes Discovery method facilitating a valid comparison. 

 

Moreover, the number of discovery sessions will be limited to two to three sessions each with 

a minimum of five and a maximum of ten participants in order to gain a valid sample but still 

stay within the feasible frame of a master thesis. 

 

1.4.3 OVERALL RESEARCH A IM AND RESEARCH OBJECTIVES 

The overall aim of this research is to illuminate the unconscious forces that drive consumer’s 

purchase decisions by investigating an uncommon marketing research method on both a 

theoretical and empirical basis using perfumeries in Germany as a test case.  

 

Given the above specified research focus and in accordance with the overall research aim the 

following five concrete research objectives have been specified in order to achieve the aim of 

this thesis. 

1) Identify the unconscious forces that drive consumer behavior. 

2) Examine Archetypes Discovery as a marketing research technique and critically assess 

the differences between conventional qualitative research methods, specifically focus 

groups. 

3) Discover if cultural archetypes and ultimately a Culture Code for perfumeries in Germany 

can be derived from an Archetypes Discovery.  

4) Test whether ads that are designed based on cultural archetypes and the Culture Code 

experience a preference over ads that are designed contrary to these archetypes. 
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5) Formulate recommendations for marketing research and potentially for marketing 

perfumeries in Germany. 

 

1.4.4 RESEARCH QUESTIONS 

From the aforementioned research objectives the following four corresponding research 

questions have been deduced. 

RQ1:  How do unconscious forces drive consumer behavior? 

RQ2:  How can the method Archetypes Discovery be distinguished from 

conventional Focus Groups? 

RQ3: Do cultural archetypes and consequently a Culture Code for Perfumeries in 

Germany exist? 

RQ4: Are ads designed according to the findings of the Culture Code preferred by 

the target group? 

RQ5: How do the implications of the findings of research question RQ1, RQ2, RQ3 

and RQ4 add value to marketing research theory and marketing perfumeries in 

Germany? 
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2 METHODOLOGY 

The theoretical background of this study will be based on the critical review of secondary data 

including various literary sources like relevant books, journals, newspaper articles and 

publications of renowned market research institutes e.g. Datamonitor. Moreover, several 

medial sources like podcasts and online-based content will be referenced as well especially 

due to the novelty of the topics around neuroscience.  

The empirical part of the thesis will follow a clear research design comprising a research 

philosophy, approach and strategy as well as corresponding research tactics complementing 

the literary research in answering the research questions. Therefore the empirical part will 

generate primary data which will form the basis of the data analysis. The aforementioned 

methodological elements of the empirical research will be outlined in the following 

subsections. 

 

 

2.1 RESEARCH PHILOSOPHICAL CONSIDERATIONS 

The following section is concerned with the epistemological and ontological considerations 

applied in this thesis. Hereby the author follows the definitions by Saunders et al. (2007, p102 

& p 108) where epistemology is concerned with “what constitutes acceptable knowledge in a 

field of study” whereas ontology “is concerned with [the] nature of reality”.  

Starting with the epistemological consideration this study follows the neuroscientific aspects 

in the theoretical part that hold a positivistic notion where for example brain scans deliver in a 

value-free way observable phenomena which according to Saunders et al (2007) is the only 

possibility to receive credible data. This data led to today’s knowledge of the brain its specific 

areas and their contribution to individual functions of human mind and body. Moreover, this 

neuroscientific part is intertwined with a touch of critical realism following the theory that 

“there is a reality quite independent of the mind” (Saunders et al, 2007, p. 104) hence, one’s 

senses are often deceived by mental processing. Therefore from the positivistic perspective 

brain scans are necessary to produce valid data since a recollection of the experiences or 

sensations by a research subject are neither value-free nor based on externally observable 

facts but on subjective impressions.  

While the afore mentioned aspects of the theoretical part are mainly based on positivism the 

theoretical and empirical parts related to Clotaire Rapailles method of Archetypes Discovery 

as well as imprinting, consciousness and emotions rather follow the interpretivist parameters 
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of epistemology. Saunders et al (2007, p.107) note “the researcher has to adopt an 

empathetic stance” and see the challenge in the process of entering the social world of the 

research subjects, seeing this world with their eyes hence, understanding the world from their 

point of view. Because interpretivism follows the notion, that “it is necessary for the 

researcher to understand differences between humans in our role as social actors” (Saunders 

et al. 2007 p106). This is particularly true for the methods applied in answering research 

question RQ3 where a tripartite discovery session is conducted in order to allow the 

researcher to enter the world of the research subjects and elicit an understanding of their 

world which has not been achieved by other qualitative research methods. This will become 

more evident upon describing the details of each part in the following sections. However, as 

Clotaire Rapaille (2007) argues that there is only one Culture Code for each particular thing 

within a culture, in this case perfumeries in Germany, it could be argued that the outcome of 

the research is once again influenced by positivism as it is highly generalized. Although this is 

a valid argument the process in which this outcome is reached seems more important as a 

determinant of the general philosophic orientation than the outcome itself. As this process is 

characterized by a repeated interpretation of the social world of the research subjects a close 

alignment to the construct of symbolic interactionism becomes evident which Saunders et al. 

(2007) term a strand of interpretivism.  

Taking the ontological considerations into account complementing this research philosophical 

discourse this study follows the subjectivist school of thought, in the shape of social 

constructionism. While subjectivism is characterized by social phenomena being created from 

perceptions and the interconnected actions of social actors, in social constructionism reality is 

seen as being socially constructed by them (Saunders et al. 2007). Therefore these 

philosophical ideologies are often closely linked to epistemological interpretivism, as in all 

three notions it is deemed necessary to investigate the feelings, perceptions and underlying 

meanings, which are all highly subjective, in order to understand the actions of the research 

objects and what motivates them (Saunders et al. 2007). This is in essence what a discovery 

session is aiming at investigating in each of the three parts of a session. 

 

In conclusion it is difficult to assign only one clear research philosophy to this study but it 

will rather be influenced by several notions. However, the main influence will be that of 

epistemological interpretivism and ontological social constructionism with touches of 

positivistic traits as outlined in the preceding discourse. 
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2.2 RESEARCH APPROACH 

As the description of the chosen research philosophy as well as the outline of the thesis 

suggests this study will follow an inductive research approach. Considering that the research 

topic is relatively new and the related literature is still limited this choice seems to be the most 

appropriate in order to answer the research question RQ5. Although it would be possible to 

construct a hypothesis in order to answer research question RQ1, RQ3 and RQ4, and therefore 

adapt the study's research approach to follow deductive or inductive processes accordingly, 

the author decided to base the whole thesis on an inductive approach. The main reason 

supporting this decision was that the focus of the study is to reach an understanding of the 

underlying meanings the research objects have towards perfumeries, which strongly suggests 

an inductive approach. Moreover, the characteristics of the empirical part of this study are  

1) to understand the context rather than the actual content of the stories the research 

objects tell,  

2) to collect qualitative data through various methods, which are semi-structured and 

flexible in their design,  

3) to permit the author to be an integral part of the research process,  

4) generalizations only play a minor role, being limited to answering research question  

RQ3 and RQ4, and  

5) the theory will be deduced from the data collected during the research process. 

In conclusion according to Saunders et al. (2007) the summary of the aforementioned points 

are in their nature characteristics of an inductive approach and therefore this will be the 

guiding principle of this thesis. 

 

2.3 RESEARCH STRATEGY 

The overall purpose of the research, driving the research strategy is in this case both 

descriptive and exploratory. Initially a descriptive approach will be applied endeavoring to 

answer research question RQ1 and RQ2. In this sense the first, descriptive part is to be 

understood as being a means to setting the scene and forming a sound basis for the second 

research part which is focusing on the primary data collection and its consecutive analysis.  

As the data collection approach of ‘Archetypes Discovery‘ might suggest, the second part, 

answering research question RQ3, RQ4 and RQ5, will be of exploratory nature. Finally the 
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discussion will bring together these two parts and create linkages that will provide 

implications and valuable insights for marketing research as well as for the marketing of 

private perfumeries in Germany. Therefore the guiding principle for the adopted research 

strategy in the first part will be following grounded theory. The main advantage is that 

grounded theory is a general method that can be used on any kind of data (Glasner, 2010). As 

‘Archetypes Discovery’ provides the researcher with a plethora of qualitative output being 

rich in meaning, grounded theory seems to be the most appropriate strategy to adopt for this 

research purpose. However, while grounded theory is going to be the guiding principle it will 

not be used dogmatically but might be adapted to fit the requirements of Archetypes 

Discovery when necessary. In addition, the second part of the empirical research assessing the 

preference of the ads, which are designed based on the findings of the Archetypes Discovery, 

will be conducted in terms of a survey strategy. This second part is used to test the validity of 

the outcomes of the Archetypes Discovery session and its usability.  
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Part 2: Theoretical Background 

 

3 CONSUMERS:  DRIVEN BY UNCONSCIOUS FORCES 

Researchers of both fields decision-making and marketing have invested highly to investigate 

the rationale behind the human decision making process. Over the past decades they were 

endeavoring to find determining factors like 1) the price of a product, 2) the consumer’s 

familiarity with a product, 3) the consumer’s involvement and 4) the purchasing frequency, to 

name a few (Solomon et al 2006). From these factors the amount of effort going into a 

decision could be deduced and the related decision-making scheme from ‘routine response 

behavior’ to ‘extensive problem solving’ could be determined (Solomon et al 2006). At the 

same time the idea manifested that consumers are not purely rational agents but also driven by 

other forces. Burciu and Hapenciuc (2010) provide a comprehensive overview of the 

development of this notion within the field of decision making theory from Kenneth Arrow’s 

‘impossibility theorem’ to Karl Popper’s ‘non-rational moment’ which he claims to be “based 

exclusively on the purest intuition” (p 153). However, Schwarz (2000) states at the turn of the 

millennium, that “the complex interplay of emotion, cognition, and decision making has 

received limited systematic attention in empirical research” (p 433) and that “systematic 

collaborations between emotions and decision researchers are rare” (p 438). In recent years 

the integration of emotions in marketing strategies has become a trend and marketing research 

as well as decision making theory has shifted its focus. Finally marketing research has arrived 

at the conclusion that consumers are driven not only by conscious forces. However, how these 

other unconscious forces can be grasped and brought to light, maybe even decoded, is still 

debated. Hubert and Kenning (2008) compare the human organism in classical consumer 

research to a ‘black box’ into which no direct insights could be gained. In this light qualitative 

research has become the key for most marketing researchers trying to see into the consumers’ 

minds and also outside the academic world many marketing decisions, strategies and concepts 

are based on what the consumers say in focus groups and in-depth interviews.  

In recent years the advances in neuroscience have added new insights from brain research and 

on the one hand leveraged the notion of the unconscious but, on the other hand also began to 

illuminate the black box of the human mind. Despite this advances in marketing research 

Robin Wight (2008) claims in a podcast lecture at the University of Warwick that “there is 

still a huge split between the conscious world that drives advertising practices and market 
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research and the unconscious world that drives most decision making brain processes”. 

Moreover, Wight (2008) emphasizes that the underlying model continues to be that of the 

rational consumer cognitively and consciously processing information and being able to play 

back that information to an interviewer. Consequently Wight (2008) argues that humans are 

“in fact not rational creatures but rationalizing creatures”. He bases his argumentation on 

studies within brain science referring to mirror neurons in the brain. Mirror neurons get 

activated according to Wight (2008) by simply observing for example facial expressions or 

movements and elicit responses in our limbic system, the home of our emotions, as if the 

expression was done by ourselves, meaning we actually feel the emotion elicited by that 

expression or movement. Discussing the location of the mirror neuron activity in the brain 

Wight (2008) connects emotional response to decision making and states that “reports of 

people on their conscious choices prove to be highly unreliable” as “peoples’ brains tell a 

different story than peoples’ mouths”. These statements underline the quote in the 

introduction of this thesis made by Clotaire Rapaille (2007) who also claims that the stories of 

people, heard during research sessions cannot be believed.  

Rapaille however goes even a step further and refers not to emotions as the key to the 

unconscious decision making process but, to instincts which are enforced by so called 

imprints. In order to create these imprints emotions are a substantial factor and the sum of all 

imprints, define us as individual human beings. Rapaille uses the term imprint, which was 

first introduced by Konrad Lorenz on behavioral studies of young grey geese, as a basis for 

his theory. According to Rapaille imprints condition us, form our thought processes and create 

a programming for our future behaviors influencing us on an unconscious level. Furthermore, 

Rapaille (2007) touches upon the theories of the psychologists Siegmund Freud and Carl Jung 

who refer in their studies to the Freudian individual unconscious and the Jungian collective 

unconscious guiding us in Freud’s case in unique ways and in Jung’s case as part of the 

human race. However, Rapaille (2007) introduces a third level of the unconscious: the cultural 

unconscious that all members of a particular culture share. By accessing the cultural 

unconscious Rapaille aims at discovering the Culture Code for a product, brand, country etc. 

which can be used for marketing and branding purposes. Using the Culture Code as a strategic 

baseline for marketing campaigns Rapaille claims that people’s instincts are addressed and the 

decision making will ultimately not be based on rational or emotional considerations but on 

what our instincts dictate us. 
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In the following sections the above mentioned topics of consumer perceptions, imprints and 

the different views upon the unconscious will be critically examined from a theoretical 

perspective in order to illuminate the theoretical concepts behind Archetypes Discoveries. 

 

3.1 CONSUMER PERCEPTIONS 

The process in which a consumer’s perception is formed is the first touch point a consumer 

has with marketing stimuli or any other stimulus in her surroundings. Solomon et al (2006, 

p.36) define perceptions as “the process by which […] stimuli are selected, organized and 

interpreted”. Since ‘sensations’, which are responses to for example visual, olfactory or 

acoustic stimuli, are received as raw data they need to be processed consciously or 

unconsciously. By the means of processing one adds meaning and interprets them in a certain 

way leading to perceptions as outcomes which are individual of everyone. According to Belch 

and Belch (2007) the processing of perceptions depends highly on internal factors like the 

beliefs and experiences, needs, moods and expectations a person holds as well as external 

factors such as the context in which a stimulus is received. Although this explains the process 

on how consumer perceptions are formed exactly the part concerning the interpretation of 

sensations and the internal and unique assignation of meaning to sensations is what lies 

hidden and remains unexplained in detail in the current consumer behavior literature. 

However, it is well believed that this process is driven by the unconscious. 

 

3.2 I MPRINTS 

Where the explanatory nature of theory concerning consumer perceptions fails to elaborate 

the theory of imprinting offers clues about what might trigger them.  

‘Imprinting’ is a term that has been given distinction to by Nobel Prize winner Konrad Lorenz 

in the mid-1930s. It describes an ethological process where a certain knowledge, stimulus or 

behavior is imprinted to a human or animal as opposed to being learned. Lorenz (1935) 

himself describes the main characteristics of imprints that this knowledge or behavior has not 

been innate but occurs due to a singular exposure to which one is only receptive during a 

certain period in life. Imprinting is sometimes also termed ‘irreversible learning’ however, the 

main difference between learning and imprinting is that learned experiences might be 

forgotten over time; imprints on the other hand will be retained after the imprinting-sensitive 

time as if they were innate (Lorenz, 1935). As soon as an imprint has occurred it conditions 
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the conscious and unconscious thought processes, influences behavior and forms future 

actions (Rapaille, 2006a). While Lorenz based his findings on experiments with young grey-

geese, which would imprint the first moving object they saw after hatching to be their parent, 

Rapaille describes the process of imprinting with human beings slightly different. His 

definition is influenced by the works of the French scientist Henri Laborit and Rapaille 

describes the formation of an imprint as “the combination of the experience with its 

accompanying emotion. […] The stronger the emotion the more clearly an experience is 

learned.” (Rapaille, 2006a, p.6). Through his work with autistic children in the 1970s 

Rapaille reinforced this notion that for humans’ emotions play a vital part in general learning 

as well as in imprinting especially the emotions connected to the first experience with 

something or someone (Rapaille, 1999, 2006a). 

 

3.3 CONSCIOUSNESS 

When discussing the theories and studies circling around the unconscious minds it is also 

imperative to understand the concept of consciousness. The working of the mind has 

fascinated scientists throughout the ages. While however the famous Greek philosophers 

Socrates, Plato and Aristotle were concerned about the mind as a whole it took over 1500 

years until Descartes introduced the study of consciousness to the study of the mind with his 

famous quote “Cogito ergo sum” which translates to “I think therefore I am” (Descartes, 

1644, p.25). Following this notion Descartes proclaims that our perceptions are not to be 

trusted as our senses deceive us in numerous occasions and for example in dreams we 

perceive things that don’t exist. According to Descartes (1644) the only reliable way to 

consciousness is thinking by the means of doubting everything we perceive through our 

senses. Descartes (1644, p.26) defines thought as “all that […] takes place in us that we […] 

are immediately conscious of”. However, according to Antonio Damasio (2006) Descartes 

committed an error in his theories where he claims that body and mind are functioning strictly 

independent from each other. For Damasio (2006) the graveness in this error lies in the self-

evidence by which Descartes’ views are often seen until today which would deny the need of 

reexamination. However, this would mean that “if mind can be separated from body, perhaps 

one can try to understand it without any appeal to neurobiology, […] neuroanatomy, 

neurophysiology, and neurochemistry.” (Damasio, 2006, p.621). Therefore Damasio (2006) 

strongly supports the notion that the conscious mind is inevitably related to a whole organism, 
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hence body and brain, which is interacting with a physical and social environment without 

relinquishing its most refined levels of operation: its soul and spirit.  

To conclude this excerpt into the study of consciousness one should not neglect to consider 

the definition of consciousness proposed by William James, who is often said to be, along 

with Sigmund Freud and Wilhelm Wundt, one of the forefathers of psychology. According to 

James (2007, p.239) “Consciousness […] does not appear to itself chopped up in bits. […] A 

‘river’ or a ‘stream’ are the metaphors by which it is most naturally described. In talking of it 

hereafter, let us call it the stream of thought, of consciousness, or of subjective life.”  

 

3.4 THREE L AYERS OF THE UNCONSCIOUS M IND  

In the following section the author will discuss along the historical route which the theory 

evolving around the unconscious mind has taken since Freud introduced the subject to the 

general public approximately 100 years ago. Since then the study around the unconscious has 

come a long way especially benefitting from the advances in neuroscience, which will come 

into focus in the subsequent section. Today Gordon (2006, p 5f) claims that “it is now widely 

accepted by scientists involved in studying the brain that most mental functioning operates 

unconsciously and that consciousness is of very little importance in our mental life” 

concluding that “95 percent of our actions are unconsciously determined”. 

However, relating to the theories of Freud and Jung it is important to point out that while they 

are considered as a relevant background knowledge along the historical path to our knowledge 

today about the workings of the unconscious mind it has to be stressed that the methods 

introduced by Freud and Jung are not seen without skepticism by scientists and psychologist 

today. The most striking criticism is against the reliability of their studies doubting that the 

results can be reproduced as there is too much room for interpretation to be reliable and valid 

scientific research methods. Nevertheless, in order to fully understand the concepts behind the 

forces which drive consumers today their initial findings still hold some merits which will be 

discussed in the consecutive sections of this thesis. 

 

3.4.1 THE FREUDIAN INDIVIDUAL UNCONSCIOUS 

The essence of Freud’s work is that the human spirit is the natural result of evolution which is 

in large parts hidden internally in the unconscious and can only become known to us through 
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the small window of consciousness (Damasio, 2011). Freud’s approach to the unconscious 

was through dreams which he thought reveal the desires of the unconscious mind and as 

“dreams are always about the self” Freud’s theories were constructed around an individual 

unconscious of human beings (Butler-Bowdon, 2010, p.112). Freud deduced his theories from 

observations during his clinical work with psychotic patients. He parted from the, at the time 

established, scientific view that dreams were results of sensory stimulations like a dream of 

flying was induced by the rising and falling of the torso while breathing (Butler-Bowdon, 

2010). Instead Freud introduced the view that it was possible to incorporate sensory stimuli 

into one’s dreams but that there were other determinants to be considered as well. Freud 

decided to interpret dreams like other symptoms of an illness during a diagnostic process and 

when he wrote his book ‘The interpretation of dreams’ he had analyzed well over 1,000 

dreams. Among his most significant conclusions regarding the study of the unconscious were 

as in parts mentioned above that: 1) dreams are always about the individual who is dreaming 

or about the ‘self’, 2) dreams process experiences from the past day(s) but also quite often use 

memories from as far back as early childhood and 3) these memories are selected in a 

different way than the conscious or waking mind would select them hence also unnoticed 

situations might be processed in dreams (Freud, 1920). However, Freud (1920, p.146) adds 

that “the dream never occupies itself with trifles. But […] the dream gathers up the indifferent 

remnants from the day, and […] not until it has in some measure withdrawn itself from the 

waking activity can an important event of the day be taken up by the dream.”  

Although Freud’s views of the unconscious have been dominated by themes of sexuality he 

seemed to have been well aware of the importance of the underlying mental processes which 

are working below the surface of consciousness (Damasio, 2011). This view is supported for 

example by Freud’s statement in one of his earlier works where he claims that “we have 

found proof that the dream thoughts represent a most complicated intellectual activity, 

employing almost every means furnished by the psychic apparatus” (Freud, 1920, p.147).  

 

3.4.2 THE JUNGIAN COLLECTIVE UNCONSCIOUS 

Being a colleague of Freud in the early days of his professional and scholarly life Carl Gustav 

Jung was in agreement with Freud’s theories of the unconscious being an individual concept 

related only to the self of a human being. However, in the beginning of the 20th century Jung 

parted from Freud’s ideas and pursued his studies independently from his fellow scholar 
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proposing a theory beyond the individual unconscious. One could also say that Jung added a 

second underlying layer to the Freudian individual unconscious claiming the existence of a 

collective unconscious. According to (Butler-Bowdon, 2010, p.169) Jung “saw the personal 

unconscious mind as sitting atop the collective unconscious” which was contrary to the 

individual unconscious an “inherited part of the human psyche that was not developed from 

personal experience”. Instead, Jung (2010) believed the collective unconscious to be storing a 

primordial knowledge inherent to the human psyche which has been shaped by experiences 

throughout the process of evolution. “While the personal unconscious is made up essentially 

of contents which have at one time been conscious but which have disappeared from 

consciousness through having been forgotten or repressed, the contents of the collective 

unconscious have never been in consciousness, and therefore have never been individually 

acquired but owe their existence exclusively to heredity.” (Jung, 2010, p.43).  Furthermore, 

Jung (2010) considered the collective unconscious to be culturally independent, of a universal 

nature, applicable to all human beings disregarding their upbringing and race and 

consequently beyond being individual. Moreover, the cultural unconscious manifests itself 

throughout history by the means of symbols or motives in stories, myths, dreams or visions 

which Jung classified in their entirety as archetypes (Butler-Bowdon, 2010). These archetypes 

are influencing according to Jung both the collective and the individual unconscious and 

shape a human’s thoughts, actions and relationships in life (Bulter-Bowdon, 2010). Jung 

(2010, p.43) concludes his definition of archetypes and the collective unconscious with the 

remark that archetypes “can only become conscious secondarily and […] give [a] definite 

form to certain psychic contents.” 

 

3.4.3 THE RAPAILLEIAN CULTURAL UNCONSCIOUS 

After several decades of academic, practical and initially clinical work in the field of 

psychology focusing on autistic children Rapaille later shifted to marketing research studying 

consumers of various companies. Being familiar with the works of Freud and Jung, he created 

the notion that a third layer to the unconscious existed: the cultural unconscious.  The concept 

of the cultural unconscious is that every human being is guided by unconscious forces 

depending on the culture in which one was raised (Rapaille, 2006a). The thesis will later 

describe in detail the principles that guide that notion, when the research methods are 

explained; therefore here the focus lies on providing the general picture. The basic idea, as 

was the one of the Freudian and the Jungian unconscious, is that “the cultural unconscious 
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affects our personal lives, the decisions we make as consumers, and the way we operate as 

citizens of the world” (Rapaille, 2006a, p27f). As the collective unconscious the cultural one 

has been created and evolves over time; however the changes are at best happening at glacial 

speed - before the times of global warming - and are caused, as they are in human brains, by 

strong and significant imprints to a whole people of a certain culture (Rapaille, 2006a). In 

Germany the experience of the 3rd Reich and the Second World War has certainly been such a 

powerful imprint and for the French the French Revolution most likely was such an epochal, 

culture-changing event, so strong that it also influenced most other European cultures. 

Rapaille (2006, p. 29) concludes this with the following words “these powerful imprints alter 

the ‘reference system’ of the culture, and the significance is passed down to subsequent 

generations”. 

 

3.5 CULTURAL A RCHETYPES 

Derived from Jung’s concept of archetypes Rapaille constructed the notion of cultural 

archetypes adherent to the cultural unconscious. Cultural archetypes are the cultural forces 

that drive the behavior of members of that culture unconsciously (Rapaille, 1999). They are 

according to Rapaille (1999, p.20) a culmination and manifestation of several cultural 

imprints which are “inherited, deeply emotional, and represent the culture’s recipe for 

survival. They are what a culture will fight and die for.” However, as every culture holds a 

countless number of archetypes and they are such strong elements of human life tensions 

inevitably arise between them (Rapaille 2006a). A common area of conflict are the archetypes 

of ‘freedom’ and ‘prohibition’ towards which especially the American culture is inclined 

equally strong; considering for example the individual freedom as a basic and absolute right 

but at the same time cherishing the strong restrictions regarding alcohol (Rapaille, 2006a).  

Continuing the previous line of thought Rapaille (1999) further describes cultural archetypes 

as ‘a collection of recurring patterns’ in which the members of a culture unconsciously lead 

their lives and act rather automatically according to them as they have been imprinted onto 

them. This is especially noticeable when a person experiences the daily life of another country 

even when the culture might seem similar or familiar at a superficial glance the interpretation 

of certain stimuli and the meaning attached to certain behaviors and objects often differ 

severely. The proximity to Jung’s concept of archetypes becomes evident when reading the 

general definition Rapaille provides by summarizing: “Cultural archetypes are the 

unconscious models that help us make sense of the world: they are the myths, narratives, 
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images, symbols, and files into which we organize the data of our life experience” (Rapaille, 

1999, p.20). Christine Robinson (2010, p.15) adds to Rapailles concept that “a culture’s 

archetypes are neither right nor wrong” but give insights into the differences in cultural 

behavior and concludes by stating that “it is the near-permanence and incorruptibility of 

archetypes that give them their predictive value and benefit” indicating that the knowledge of 

a culture’s archetypes on certain subjects can help to foresee the behavior of its members in 

this respect. 

 

3.6 THE CULTURE CODE 

As the deciphering of ancient symbols and codes has been a quest for scholars of many 

academic fields from theology to archeology and philosophy the suggestion that the key to the 

unconscious mind might be hidden in a mental code seems not so far-fetched. 

According to Rapaille (2006a, p.5) “the Culture Code is the unconscious meaning we apply to 

any given thing […] via the culture in which we are raised”. Just as cultures are differing 

from one another also the information processing differs across cultures although the 

physiological process is the same. The brain works the same for all healthy human beings 

however; the stimuli selected by the brain, consciously or unconsciously, for further 

processing might differ greatly. Rapaille (2006a) proposes that the culture of our childhood 

has a highly formative and significant effect on this neurological process related to the 

theories of imprints mentioned earlier. Through his early work with the consumer goods 

company Nestlé on the perception of coffee in various countries on different continents 

Rapaille noted that imprints and their strength differed across cultures. “The fact that the 

Japanese did not have a strong imprint for coffee while the Swiss […] obviously did made it 

clear that imprints vary from culture to culture” (Rapaille, 2006a, p. 9). The Culture Code, as 

Rapaille terms it, offers a key to ‘decode’ the elements of a given culture by uncovering the 

emotions and meanings attached to human perceptions and thus providing insights into the 

behavior of consumers stemming from different cultural backgrounds. Since, just as biology 

dictates that when two people have a child it will be a human being, the cultural upbringing in 

the first vital years dictates whether it will become a Russian, Chinese or Egyptian (Rapaille, 

2006a). This is due to the imprints made during that time which shape future behavior. 

Rapaille (2006a) compares an imprint and its Code to a lock and its combination, revealing an 

understanding to why humans behave as they do across cultures. 
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4 NEUROLOGICAL ASPECTS 

As brain science is advancing many psychological theories and early hypothesis have been 

investigated by empirical studies fueled by new technologies. Finally, what Freud, Jung and 

their fellow scholars always suspected was proven right by neurobiologists: “It is a fact that 

98% of what the brain does, it does outside of conscious awareness” claims Michael 

Gazzaniga (2002, p.204). 

Since, Clotaire Rapaille follows in his methodology and analysis of an Archetypes Discovery 

the neurological model proposed by Paul MacLean a similar approach is taken in order to 

structure the of necessity succinct assessment of the neurological aspects in this thesis. 

MacLean’s theory is widely known as the “triune brain theory” or the theory of the “three 

brains”. It is based on the assumption that the human brain consists in fact of three brains, 

each forming a separate layer, which were developed successively during the evolutionary 

process responding to “new” needs for survival (Caine and Nummela, 1990). These three 

brains are termed according to MacLean the reptilian brain, or R-complex, the limbic system, 

and the neo-cortex (Caine and Nummela, 1990).   

 

   

FIGURE 1 THE TRIUNE BRAIN  

Source: Nigel Kerner (2010) 

 

These regions indicated in Figure 1 are also referred to by MacLean (1990) as proto-reptilian, 

paleo-mammalian and neo-mammalian as they are supposed to have developed in the 
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evolutionary order from reptiles, to early mammals to humans. MacLean (1990) suggests that 

to the basic instincts, routine and dominance behavior observed in reptiles the trait of 

emotional caring for offspring by means of audio-vocal communication was added in the 

evolutionary step from reptiles to early mammals and the development of the neo-mammalian 

cortex added problem-solving, learning and memory capacities to the repertoire which are 

unique to mammals and humans. However, the theory has been heavily debated and has not 

only been doubted but proven wrong by other neurologists. Still, if not the theory as a whole, 

then the basic model holds some merits which might also explain why it is still widely used. 

While MacLean might have misinterpreted the sole functions of the brain areas that belonged 

to each one of the “three brains" it was he who first introduced the acknowledged concept of 

the limbic system, which will be elaborated on in the following sections. Moreover, the 

simplicity of the model facilitates an easy structuring of a complex field and holds high 

explanatory value. Even basic models of information processing and attitude formation, the so 

called “hierarchy of effects” refer in an abstracted way to the structure of MacLeans model 

(Solomon et al, 2006). Therefore, following in the spirit of George E. P. Box’s infamous 

quote: “Essentially, all models are wrong, but some are useful”, MacLeans model will still be 

adopted to structure the neuro-scientific considerations that provide a framework to the 

subsequent analysis of the Archetypes Discoveries.  

Although, we now know for a fact what used to be a mere suspicion, that almost all processes 

in the brain are happening unconsciously, we are today even a quantum leap further ahead. 

Neuroscientists have located during the past decades where the origins of our human action 

and thought processes are. Applying the model of MacLean the following parts will 

illuminate the major areas scientist consider unanimously, although with different 

emphasizes, important for decision making and which are also adopted by Clotaire Rapaille in 

his approach to marketing research. However, although different areas have been associated 

with certain functions, the brain can only work if all areas interact. This might have been the 

biggest flaw in MacLean’s initial theory trying to separate each layer decidedly from the other 

and denying the necessity of interaction and cross-functionality between them.  

The following discourse will approach the model in reverse order beginning with the neo-

cortex or “thinking part” of the brain. Therefore the consecutive analysis will look at 

MacLean’s model from the Outside-In. 
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4.1 NEO-CORTEX – HOME OF OUR I NTELLIGENCE  

The neo-cortex is, as indicated by the name, the evolutionary youngest part of the brain and 

unique to all mammals (Bear et al, 2007, Damasio, 2006). In total the human brain and 

especially its most prominent structure, the neo-cortex, might be considered rather distorted as 

it has experienced a selective over proportional growth during the past three million years 

within the confinement of the human skull, causing it to fold and wrinkle to its now 

distinctive structure (Bear et al, 2007). Following this notion the brains of our early ancestors 

from the Australopithecus africanus to the Homo erectus used to weigh approximately one 

fourth to one half of the average human brain of today’s homo sapiens, who has with about 

1.4 kg the largest brain of all mammals in relative terms to its body weight (Epstein, 2012, 

Häusel, 2010). Making up approximately five-sixths of our brain (Caine and Nummela, 1990) 

it is the neo-cortex to which humans owe the fact that they are able to speak, see, hear, taste 

and feel as well as move voluntarily, think and reason (Bear et al, 2007). In short it is the size 

and density of nerve cells of the neo-cortex which separates humans from their fellow 

mammals, as for example humans still share 98.5 % of their genes with chimpanzees although 

evolution separated the two races more than seven million years ago (Häusel, 2010). The neo-

cortex is divided into two hemispheres of which the left is dedicated to logical and analytical 

thinking whereas the right hemisphere is concerned with spatial and intuitive matters (Häusel, 

2010). As the brain grew through the course of evolution it was particularly the neo-cortex 

which grew the most. However, as Figure 2 below shows it was not the areas attributed to 

visual, motoric, auditory, somatic-sensory or olfactory abilities that grew the most but the 

regions in between: the regions where reasoning, cognition and personality in short the human 

mind and the unique ability to interpret behavior of oneself or others lies (Bear et al, 2007).  

 

 

FIGURE 2 L ATERAL VIEW OF THE CEREBRAL CORTEX IN THREE SPECIES  

Source: Bear et al (2007) 
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These areas are attributed by Bear et al (2007) as secondary sensory areas, mainly located in 

the parietal lobe and responsible for analyzing sensory information, as well as the association 

areas of the neo-cortex, mainly located in the frontal and temporal lobes and responsible for 

the interpretation of behavior, mental states, desires and beliefs. In conclusion the healthy 

neo-cortex of a human being provides with the interplay of its functions the ‘home to our 

intelligence’. 

 

4.2 L IMBIC SYSTEM – HOME OF OUR EMOTIONS 

As mentioned earlier it was Paul MacLean who manifested the term limbic system for a group 

of structures in the human brain. This group comprises of the cingulated gyrus, which is part 

of the cortex, as well as several individual structures like the amygdala, hippocampus and 

hypothalamus to name the most prominent ones (Bear et al, 2007).  Together they form a sort 

of ring around the brainstem and are in turn enveloped by the cortex and neo-cortex, which 

probably has lead Mac Lean to his theory of the ‘three brains’. The limbic system houses 

according to Caine and Nummela (1990) the primary centers of emotion and Bear et all 

(2007) add that these structures govern both the sensation and expression of emotion. By 

taking a closer look at the most significant of the individual elements of this group the 

importance of the limbic system for the execution of our daily life becomes apparent.  

The amygdala is responsible for emotion processing and learning in regards to fear triggering 

for example the fight-or-flight response or eliciting other feelings like pity, disgust or anger 

(Caine and Nummela, 1990). Most significant is that all information from every sensory 

system feeds into the amygdala (Bear et al, 2007) which is interconnected with the cognitive 

and perceiving neo-cortex, the memory-forming area of the hippocampus and the areas 

controlling the “lower” metabolic responses governed by the hypothalamus and the brain 

stem. The hippocampus supports the amygdala in its capacity to convert information into 

short term and long term memory and select which information should be retained (Caine and 

Nummela, 1990). Finally the hypothalamus regulates the vegetative physical processes and 

behavioral responses to the information relayed by the amygdala (Bear et al, 2007). Bear et al 

(2007) list among the functions which the hypothalamus controls: hunger and thirst, 

attachment to other people and parenting behavior as well as sexual activity and together with 

the brainstem also homeostatic activities like the blood temperature, breathing, heart rate and 

blood pressure.  
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With these functions the different brain structures of the brain link behavior with emotion 

both in situations where split second responses are required and where there is more time to 

process. Bringing back to mind the theory of imprinting this is the area where imprints are 

formed attaching experiences to emotions and storing them in our conscious or unconscious 

memory. 

 

4.3 REPTILIAN BRAIN – HOME OF OUR I NSTINCTS 

The reptilian brain, or R-Complex, is also an arrangement of brain structures consisting of the 

brain stem and the cerebellum. They are deeply embedded in the brain and form according to 

Bear et al (2007, p.171) the “most primitive part of the mammalian brain” but, “also the most 

important to life” considering that damage to the brain stem usually results in rapid death 

while injuries to other parts of the brain can be survived. The brain stem is the region where 

the vital functions to life are controlled like digestion, reproduction, circulation and breathing 

as well as the execution of the fight-or-flight response, when triggered by the amygdala. The 

cerebellum on the other hand is monitoring and orchestrating motor behavior, both where 

automatic and voluntary movements are concerned (Bear et al, 2007). However, it does not 

initiate movement but carefully calculates and fine-tunes it in terms of accuracy, timing and 

coordination, which means that damage to the cerebellum manifests in uncoordinated, 

inaccurate movements (Bear et al, 2007). In this respect the interaction with the motor 

cortices located in the neo-cortex is essential.  

Together these two structures are “primarily concerned with physical survival” and the 

resulting behaviors can be compared to instinctual behaviors of animals (Caine and Nummela, 

1990). According to Caine and Nummela (1990) the behaviors triggered by the reptilian brain 

characterized as highly automatic with a ritualistic quality, change-resistant and concerned 

with social dominance.  

The reptilian brain received its name from the resemblance of the structure to the brains of 

present-day reptiles which according to Abedon (1997) preceded mammals by approximately 

100 million years. Due to the fact that it is responsible for the basic functions of physical 

survival and automatic, ritualistic behaviors it might be called the ‘home of our instincts’ 

although in scientific literature the term ‘instinct’ is usually not used in respect to humans. 

However, whether the term ‘instinct’ is appropriate or not in scientific discussions is actually 

of very little matter. The essential part is the underlying message; that although the human 



 
34 

race likes to differentiate itself distinctly from all animal life as superior in intelligence the 

fact that at least “99.9 % of human development took place in macro-molecules, cells and 

animals in order to produce the ‘homo sapiens’” (Häusel, 2010, p. 76) puts this in perspective. 

Moreover, it explains why our behavioral patterns especially in extreme situations where 

rational thinking is put on hold by shortcuts in the brain still resemble those of animals. 

Häusel (2010) concludes that the behavioral programming of both animals and humans has 

not been changed essentially over the course of the billion years of evolution but adapted to 

the vital requirements of the individual races. 

 

4.4 L IMBIC SYSTEM EQUALS REPTILIAN BRAIN? 

As mentioned in the introduction to the neuro-scientific aspects of this thesis MacLean’s 

theory has been not only heavily debated but our righteously proven wrong. Taking the 

discourse above into account, which followed the still considered useful basic structure of 

MacLean’s model, the same observations were made. This is especially evident considering 

the necessity of interaction between the limbic system and MacLean’s reptilian brain which is 

required in order to carry out the functions that MacLean inaccurately attributed solely to the 

R-complex. Therefore, some neuro-scientists and scholars use the terms limbic system and 

reptilian brain synonymously attributing also the brain stem and cerebellum under the 

umbrella of the limbic system. However, while this approach is understandable due to the 

strong interaction of both systems and the inaccuracies in MacLeans initial theory, the author 

will refrain from doing so and remain using the terms separately in order to achieve a clearer 

structure of consecutive analysis. Nevertheless it is imperative to note that even when the 

interaction is not always mentioned explicitly in the following sections of this paper the 

author is aware of the brain areas triggering certain behaviors which might, according to the 

outline of the brain functions above, might lay outside of the system responsible for carrying 

out the stimuli. 
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5 DECISION MAKING : RATIONAL , EMOTIONAL OR 

INSTINCTUAL? 

Closing the circle initiated in the introduction to the theoretical part of this thesis the focus 

now shifts towards the decision making process which ultimately is the last step before the 

actual choice is made leading for example to a purchase or an opinion being formed. In this 

sense the decision making part of this thesis is going to focus on choices regarding purchases 

or decisions influenced or triggered by advertising.  

Recollecting the basic concepts of perceptions, imprints, archetypes and the Culture Code, 

mentioned earlier, as well as the discourse considering the neurological aspects relevant in 

this context the answer to the following question seems obvious: How are our decision 

making processes governed: conscious & rational, sub-conscious & emotional or unconscious 

& instinctual? The answer lies somewhere between the blurry lines of the sub-conscious & 

emotional and the unconscious & instinctual. However, why is it then; that human kind firmly 

believes to make decisions consciously and on a rational basis and even the advertising and 

marketing experts who should know better still target the conscious world in advertising 

practices? The true reason is probably hidden in what Häusel (2010) terms the ‘neocortical 

affront’ being the reluctant realization that we are in fact driven by unconscious forces and not 

governed by our self-determining rational mind. Häusel (2010) describes the ‘neocortical 

affront’ as one of four such affronts mankind had to bear, borrowing a term introduced by 

Freud. Freud had used the term to betoken the cut backs humans were forced to accept 

regarding their centric position in the world first with the ‘cosmologic affront’, 

acknowledging the change from the geocentric system to the heliocentric system, second with 

the ‘biological affront’, realizing the truth in Darwin’s theory of evolution and third the 

‘psychological affront’, with Freud’s discovery of the unconscious or the “It” within us 

(Häusel, 2010). The last affront described by Häusel (2010) could be seen as the final blow, 

connecting the unconscious with the theory of evolution, and which might take just as long to 

settle and be acknowledged, maybe be even fought against, as it had taken the other, at the 

time, outrageous theories. Having explained why still the target of advertising seems to be 

rather on the conscious than the unconscious mind the following section will focus on 

illuminating the basic instruments of decision making and how they are tied to the concepts 

and theories above. 
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5.1 I NFORMATION PROCESSING THE WAY TO DECISION M AKING  

The concept of information processing has been referred to several times in this thesis, as 

information processing is one of the key activities executed by the brain in order to come to 

any decision, big or small, instinctual, emotional or rational. While the author earlier 

described perceptions as “the process by which […] stimuli are selected, organized and 

interpreted” (Solomon et al, 2006, p.36); information processing is the essence of this 

processing activity in the brain. Here, information processing refers to the response 

hierarchies the consumer experiences when faced with advertisements or marketing 

communications. While innumerous response models have been developed they all share 

three distinct underlying stages: the cognitive stage, the affective stage and the conative or 

behavioral stage. These stages show remarkable connections to the model of the Triune Brain 

used in this thesis each stage referring to one of the most basic functions the three brain areas 

attributed to.  

 

5.2 DECISION M AKING PROCESS 

The first step to initiate the decision making process is that an individual is confronted with a 
set of at least two alternative options requiring her to make a choice which is triggering a set 
of activities in the brain. In this sense decision making can be considered as a form of 
problem recognition and problem solving. However, the basic decision making model 
depicted in  
Figure 3 shows that each stage in the decision making process has a corresponding internal 

psychological process which is relevant to see the process through (Belch and Belch, 2007).  

In moving from the first to the second stage the way the motivation to solve a problem occurs, 

usually influences the following stages of the process. In the second stage the consumer 

engages in an internal information search and if the information stored in memory does not 

suffice she will seek additional information from external sources where perceptions come 

into play, selecting and interpreting the available information for example from advertising 

messages. In the following third stage the consumer compares the options: different brands, 

products or services based on the extent to which they might satisfy the need or solve the 

problem and forms a certain attitude, which are “a summary construct that represents an 

individual’s overall feelings toward or evaluation of an object” (Belch and Belch, 2007, p. 

117). 
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Stages in the Consumer Decision Making Process 

 

Corresponding Internal Psychological Processes 

 

 

FIGURE 3   BASIC M ODEL OF CONSUMER DECISION M AKING  

Source: Belch and Belch (2007) 

As an outcome of the evaluation of alternatives the consumer will arrive at a purchase 

decision which might not necessarily translate to a purchase in the end. At first it is a 

purchase-intent at best, and if an extended time lies between the purchase decision and the 

purchase situation this intent might change in favor of some other product, brand or service. 

This act of integration where product knowledge, meanings and beliefs are combined, 

evaluating several alternatives, translates at last into the real purchasing behavior and is the 

final step toward the actual purchase. Concluding the process in the last stage, after the 

purchase has been completed, the post-purchase evaluation of the product, brand or service is 

taking place leading to a learning effect which will be stored in memory again and support 

future decision making processes.  

This process can take from a split second to several weeks depending on the type of decision a 

consumer is facing. Routine purchase decisions are usually made quite fast, and are based on 

so called ‘heuristics’, which are mental rules of thumb of which the people are mostly 

unaware of using. For more infrequent, costly or unusual purchases a more sophisticated 

integration process is taking place where each attribute of a possible choice is weight against 

the other (Belch and Belch, 2007).  
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5.3 DECISION MAKING:  NOT CONSCIOUS &  RATIONAL BUT UNCONSCIOUS ,  

EMOTIONAL &  INSTINCTUAL 

While the above outline of decision making behavior sounds like a distinctly conscious and 

rational process it is advisable to bring back to mind what has been discussed in the 

theoretical problem statement. According to the theories of behavioral economics people 

don’t make their choices based on extensive rational consideration but emotionally and 

instinctively from what is currently available in the purchase situation (Gordon, 2011). 

Gordon (2011, p.173) further argues that “within the behavioural economics model of 

thinking behaviour is king. People’s intentions […] are not valid evidence that consequent 

behaviour will follow.” Instead “people have to be presented with a choice that makes the 

decision feel easy and automatic – ‘a no-brainer’” in order to elicit a certain behavior 

(Gordon, 2011, p. 173). With this Gordon (2011) refers to a concept called ‘choice 

architecture’ by Thaler & Sunstein which supports the fact that no choice can be presented in 

a neutral way and that very little effort goes into the decision making process but choices are 

rather made by the means of ‘heuristics’. In the light of comparative over absolute choice 

Gordon (2011, p.174) stresses that context plays a major role in any decision-making situation 

as “each time a decision has to be made it is newly constructed and depends on context – 

who, how, when, where”.  

Norbert Schwarz (2000) however, offers a slightly different view on this subject in his article 

on emotion, cognition and decision making. Schwarz (2000, p. 433) argues that “individuals 

are more likely to recall information from memory that is congruent with their current 

feelings” using “their apparent affective response to a target as a basis of judgment, 

essentially asking themselves: How do I feel about this?”. He concludes that the emotional 

state influences the type of information processing adopted by the decision maker: in a happy 

frame of mind the decision maker usually adopted a heuristic processing strategy relying on 

preexisting knowledge; whereas a systematic, more extensive bottom-up processing strategy 

was mostly adopted from people in a sad mood.  

Häusel (2011) provides a third explanatory model along similar lines. He attributes three 

limbic instructions to form the parameters for every decision determining our choices 

unconsciously. These biologic instructions have according to Häusel (2011) evolved 

throughout evolution from the first living cell of protozoon to the human species today. He 

describes them as: balance, dominance and stimulation linking the following processes and 

behaviours to these imperatives.  The balance instruction relates to security, stability and 
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continuity as well as homeostasis; the dominance instruction governs power, status and 

territorial behaviours; finally the stimulation instruction is directing risk, lust and the constant 

search for new stimuli (Häusel, 2011). All these functions are orchestrated by an interplay of 

the limbic system and the reptilian brain in our brain basing the main decision making power 

within this area accessed by emotional triggers.  

In conclusion these three different approaches to providing an explanation to our decision 

making all arrive at the same bottom line backing up the concept that consumers are in fact 

driven by unconscious forces. In answering research question RQ1 this provides a scientific 

basis linking the neuro-scientific aspects with the concept of unconscious processes and 

decision making theory. While Häusel (2011) denies a cultural influence on decision making 

as suggested by Rapaille’s paradigm of the Culture Code, which was described in section 3.6, 

Gordon (2011) and Schwarz (2000) do not exclude this notion from their theories but rather 

support the possibility of its existence. Nevertheless, most certainly there are thought 

processes that are rational and consciously executed such as a simple sample calculation like 

2x2=4 displays. However, most thought processes leading to decisions are not that simple and 

are therefore, as the literature widely explains, almost exclusively not rational and conscious 

but rather unconscious, emotional and instinctual. This underlines the legitimacy of 

behavioural economics as it rather focuses on actual human behavior than on attitudes, 

opinions and beliefs. 
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Part 3: Methods & Research 

 

6 METHODS 

In order to meet the research aim described in section 1.4.3 the author has decided on a two-

step approach. The first step aims at ascertaining if cultural archetypes for Perfumeries and 

consequently their German Culture Code exist or can be derived from Clotaire Rapaille’s 

method of ‘Archetypes Discovery’. To achieve this, the method will be applied as described 

by him, encompassing several research methods which will be outlined in detail in the 

following section. In the second step, these findings will be challenged by means of a 

quantitative survey testing advertising preference or likability of ads which are designed 1) in 

accordance and 2) in negation of the findings of the Archetypes Discovery.  

However, in order to put the methods of Archetypes Discovery into the perspective it is 

imperative to first distinguish them from classical qualitative research methods. In this context 

focus groups have been chosen as the set up between the two is similar. After having clearly 

outlined the determining parameters of focus groups and Archetypes Discovery sessions, a 

more detailed description of each, the qualitative and quantitative step, of this study will be 

given including a critical analysis of the guiding principles of Archetypes Discoveries. 

 

6.1 D ISTINGUISHING CLASSICAL FOCUS GROUPS FROM 

ARCHETYPES D ISCOVERY SESSIONS 

As the research method ‘Archetypes Discovery’ is until this date neither widely known nor 

applied it is essential in this context and in order to answer research question RQ2 to put it 

into perspective by comparing and outlining it against well-known qualitative research 

methods. For this purpose focus groups have been chosen as comparative counterpart due to 

their similarity in nature and general setting. Moreover focus groups are among the most 

commonly used research methods in current times. 

However, before commencing the analysis of these two qualitative research methods the 

author will point out some critical considerations regarding the use of classical qualitative 

methods. Because, as wide as the usage of these methods is as big is the criticism of their 

output. As the author will point out in the subsequent sections the method of Archetypes 
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Discovery addresses some of these criticisms in a mediating way by using alternative 

techniques to both collect and analyze data.   

For the comparison of focus groups and Archetypes Discovery the analytical framework of 

comparing points of parity to points of difference has been chosen. Although usually used in 

marketing and brand management to position brands it suites as well to point out the 

distinction between the two methods. According to Keller (2008) a brand needs to have both 

points of parity, in order to belong to a certain group of brands, and points of difference, in 

order to have unique characteristics that differentiate the brand from the others and become its 

unique selling proposition. Applying this framework to distinguish classical focus groups 

from Archetypes Discoveries first the points of parity and secondly the points of difference 

between the two research methods will be discussed. This section will conclude with a short 

summary of the results of the discussion and in the answering of research question RQ2. 

 

6.1.1  CRITI CA L CON SI D ER ATI ONS  R EGA R DIN G TH E USE O F TR ADI TION AL 

QU A LIT ATIV E METH OD S  

Although behavioural economics and qualitative research are generally believed to be the 

perfect match, as they work along similar lines, there has been much criticism regarding the 

validity of the outcome of the classical qualitative techniques. According to Gordon (2011) all 

qualitative techniques depend heavily on asking the ‘why’ question directly at the research 

objects. With this they fall back into the error of assuming that people can articulate and 

replay consciously why they behave the way they do as well as why they make the choices as 

they do. They further assume that the research objects can even foretell a choice they will be 

making in a real purchase situation from the artificially conjured image in a sterile interview 

room. An assumption that has been proven false in the discussion related to decision making 

in section 5.2. Gordon (2011, p.177) further criticizes that “it is simply not possible to observe 

heuristics in action from the comfort of a chair behind a one-way mirror”. The trouble is that 

the presumed way out, applying more extensive probing and intensified questioning 

techniques, is leading onto even shallower ground as the following example illustrates. 

Wilson and Schooler (1991) asked expert jam testers to rank 45 different kinds of strawberry 

jam according to their quality. As a result five jams, the ones ranked on first, eleventh, 

twenty-fourth, thirty-second, and forty-fourth place, were selected and given to a group of 

college students with the task to also rank them based on their quality. The aim of Wilson and 

Schooler (1991) was to determine if there was a correlation between the findings of the 
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experts and the ones of just regular persons. The resulting correlation was fairly significant 

with 0.55. In parallel a second group of college students were presented with the same task 

but, in addition they were asked to fill out a questionnaire elaborating on their reasons for 

preferring one kind of jam over the other. As a result the correlations dropped down to 0.11, 

having next to nothing in common with the results of the experts or the students of the first 

group. 

The implications of this example are intriguing displaying the main problem of regular 

qualitative techniques. When people are asked to elaborate on the reasons for their choices 

they start thinking about irrelevant variables and lose touch with their emotional and sensory 

judgments (Wilson & Schooler, 1991). To put it bluntly: by making people think consciously 

and rationally about their choices their actual ability to make a normal choice or judgment is 

temporarily suspended. In addition extensive probing holds another danger to validity of the 

outcome. With long and intensive probing questions the researcher might manipulate the 

participant and ‘guide’ him to the desired answers in a conscious or unconscious way to 

provide the clients with the answers they were expecting.  

 

6.1.2  POINTS  O F P ARIT Y  B ET WEEN  FO CUS  GRO UPS  A ND  AR CH ETYP ES  D I S CO VER Y  

The most apparent points of parity are certainly quantitative ones. First, the timeframe in 

which it is possible to receive a set of analyzable data can be kept rather short compared to 

quantitative studies for focus groups and Archetypes Discoveries as well as most qualitative 

methods. Second, the personnel involved can in both cases be limited to the moderator of the 

sessions; consequently costs are in both cases relatively low. Moreover, the group sizes are 

usually between seven and twelve can however go up to 25 in case of the discovery sessions 

which is unpractical for focus groups and has a negative effect on the outcome, as not every 

person would be able to voice their opinion. Both focus groups and discovery sessions focus 

on a particular topic which might be a certain issue, person, product, service or concept. Also 

both methods are investigating “why” questions instead of asking “how many” which 

characterizes quantitative methods. Especially this clearly classifies Archetypes Discoveries 

within qualitative methods like focus groups as it also derives the meaning of the data through 

words instead of numbers, data is received in a non-standardized fashion requiring 

classification into categories and analysis is conducted via conceptualization instead of 

diagrams or statistics (Saunders et al, 2007). Finally for both methods there is a certain degree 
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of difficulty to generalize the data without a further quantitative research to back up the 

findings.  

 

6.1.3  POINTS  O F D I FFER EN CE B ETW EEN  FOCU S GRO UP S AN D  AR CH ETYP ES  D IS COV ERY  

Having analyzed the similarities of characteristic between the two research methods the focus 

now shifts onto the points of difference between the two in order to distinguish them clearly. 

First, the selection of participants is more freely with Archetypes Discoveries as the only 

prerequisite is that participants have grown up in the culture in which the topic is researched. 

With focus groups participants are often hand-picked based on certain knowledge of the topic, 

controversial attitudes and opinions or usage schemes in order to encourage a lively 

discussion around the topic (Saunders et al, 2007). Moreover, the discussions of focus groups 

are closely guided even in highly unstructured focus group sessions in order to maintain the 

correct focus. However, discovery sessions follow a different approach. They are divided in 

three parts, each lasting for one hour. The first part resembles most the setup of the 

conventional focus groups but, the moderator is more interested in letting the thoughts of the 

participants float freely surrounding and describing the topic without concrete intervention 

and guidance on certain aspects. The second part uses association techniques producing 

collages with words also surrounding the topic at hand and the third part asks the participants 

to write down their personal memories and experiences after some time to calm down and 

relax. As the techniques will be described in more detail later the author won’t go deeper into 

this subject at this moment. However, the intention is to point out the usage of different 

techniques and consequently the richer or more diverse data selection which is derived from a 

discovery session compared to focus groups. This implies two benefits: first, the results of 

data from discover sessions can be cross checked between the different data sources and 

where focus groups usually remains with analyzing only the spoken words discovery sessions 

are letting the outspoken facts aside and concentrate on the context the different data sources 

provide. In addition the third type of data collection gives the participants an anonymous way 

to provide the researchers also with sensitive data which might make him or her 

uncomfortable sharing in an open discussion usually resulting in the fact that these insights 

are not shared at all. While as mentioned above both focus groups and Archetypes discoveries 

focus on “why” questions in focus groups the moderator actively probes to elicit responses 

which answer the questions at hand. In contrary to this, the moderator never probes during the 

research process but is letting statements in spoken or written form stand as they were made. 
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Finally Archetypes Discoveries is attempting to generalize their output by reducing the data to 

a set of cultural archetypes with one common denominator called the Culture code. However, 

still for a proof of the successful generalizability quantitative measures are still required. 

 

6.1.4  RES ULTIN G D IS TIN CTI ON B ETW EEN  FO CUS  GROUP S  AND  AR CH ET YP ES  

D IS COV ERY  

In answering research question RQ2 the resulting distinction between focus groups and 

Archetypes Discoveries can best be summarized in Table 1 below. While it is clear that 

Archtypes Discoveries has similarities in nature to focus groups and other qualitative research 

techniques it addresses their weak spots by applying different techniques in eliciting 

responses within each session and focusing during the analysis on their common grounds, the 

context of it, without paying too much attention to the spoken words of the participants. With 

this Archtypes Discoveries circumvents and alleviates the difficulty that people cannot 

express why they do or buy something but interprets the unspoken clues of the participants. 

This also tackles the issues of generalizability by literally boiling the common grounds down 

to the culture code.   

 

TABLE 1  DISTINCTION BETWEEN FOCUS GROUPS AND ARCHETYPES DISCOVERIES  

Points of Parity 
with Focus Groups

•Short timeframe

•Little personnel required

•Low costs

•(Group size)

•Topics

•Investigating “why” questions

•Difficulty of generalization

Points of Difference 
to Focus Groups

•Selection of participants based only on 
parameter culture - no 'hand-picking' 
required

•Less guidance in discussions

•Usage of three different techniques in 
each session

•Richer and more diverse data output 
(collages, spoken & written form)

•Possibility to cross check  results

•Analysis of 'context in the data' instead of 
'data as facts'

•Sensitive information more likely to be 
provided anonymous & in written form

•No active probing but free trains of 
thought

•Culture Code as form of generalization
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6.2 CRITICAL ASSESSMENT OF THE GUIDING PRINCIPLES FOR ARCHETYPES 

DISCOVERY SESSIONS  

After classifying Archetypes Discoveries within the spectrum of qualitative research methods 

on a high level; the intention of this section is to critically assess the guiding principles of 

discovery sessions as outlined by Clotaire Rapaille (2006a) in order to understand the method 

in all aspects and link it to the theoretical discourse of Part 2. This will form the basis for the 

collection and later analysis of the empirical data. 

 

6.2.1  PRIN CIP LE 1:   YOU  CA N ’T  B ELIEV E W HA T PEO P LE SA Y  

The first principle relates to the quote stated in the beginning of the thesis. It is a particularly 

provoking statement and applies especially to the analysis of the data collected during the first 

part of the session. According to Rapaille (2006a, 2011) it is not that people intentionally lie 

during sessions but they are trying too hard to please the moderator and tend to respond what 

they believe one wants to hear. Linking this to the theoretical consideration in Part 2 it is that 

people tend to think about the best answer trying to use their intelligence and activating 

cortical areas in their brain rather than following limbic or reptilian instructions like the will 

later in the purchase situation. Therefore, what is being stated in a session rarely translates 

into actual behavior. The same has been observed by Gordon (2011, p. 179) during her studies 

of behavioral economics: “What people say about intended behavior is not what happens in 

the real world”. Gordon further claims that outspoken purchase intentions during qualitative 

research sessions serve at best as an indication of a generally positive or negative perception 

towards a brand or product than predict actual behavior. In conclusion the answers given to 

probing questions during interviews or focus groups will sound logical maybe even what the 

questioner or the customer behind the survey expected however, they don’t reveal the 

unconscious forces which precondition our actions (Rapaille, 2006a). In addition words are 

poor tools as people’s vocabulary is often limited making it especially hard for participants of 

the general public to articulate their inner thoughts and feelings (Gordon, 2011). This means 

these participants need help to elicit and express these parts of their mind in which the true 

answer to purchasing behavior and consumer decision-making lies. 
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6.2.2  PRIN CIP LE 2:  EMO TIO N I S  TH E EN ER G Y R EQU IRED  TO  LEA RN  A NYT HI NG  

This second principle ties back to the theory on imprints and the connection to the limbic 

system in the brain made earlier. Emotions are the forces that govern strong or split-second 

imprinting processes as well as regular learning. Emotions create in combination with other 

stimuli an array of mental connections which are reinforced by constant repetition 

conditioning our behavior providing us with a useful approach to lead our lives (Rapaille 

2006a). While most of these connections are made during early childhood and both imprinting 

and learning is accelerated during this time in life emotions continuously provide us with new 

imprints.  Moreover, the rule continues to be that the stronger the emotions, no matter whether 

they are positive or negative, the stronger the corresponding imprint will be.  

 

6.2.3  PRIN CIP LE 3:  TH E STR U CTU R E ,  NOT  T H E CON TEN T ,  I S  T HE MESS A GE  

Principle 3 relates to the analysis of the data from Archetypes Discovery sessions. As 

mentioned above all qualitative research methods share the same challenge: a valid and 

reliable generalizability of results. Clotaire Rapaille attempts to surpass this problem by 

following this principle meaning that rather than the content or the actuals words, that have 

been spoken or written down during sessions, the underlying structure is being analyzed. 

Because just as Shakespeare’s literary masterpiece Romeo & Juliet and the musical Westside 

Story tell essentially the same story the content they feature are very different by using 

different words even a different language, media and backgrounds. Staying with this example 

for a moment longer it becomes apparent that for the Capulet’s & Montague’s as well as the 

Jet’s & the Shark’s their fights are both about defending honor. This is the common 

denominator no matter whether they use swords, knifes or pistols as in the movie remake of 

Romeo and Juliet. “What is important is the stories structure the connection between the 

different elements” as “the key to understanding the true meaning behind our actions is to 

understand the structure” (Rapaille, 2006a, p.20). One can bring up many more examples to 

make this concept clear: be it a melody which is not defined by the instrument on which it is 

played nor the speed but the notes and the spaces in between, or a necklace is not defined by 

the pearls or gem stones but the golden chain or knots holding them together. Therefore, the 

essential part during the analysis of the data from each discovery session is to concentrate 

solely on the structure and as difficult as it may be to tune out the actuals words paying no 

attention to the content.  
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According to Rapaille (2006a) for all human action three distinct structures can be identified: 

the biological, the cultural and the individual. The biological structure refers to the DNA, 

meaning again that although, the DNA of all life on earth essentially contains the same 

elements, it is their unique structure in which they are arranged that classifies them as dogs, 

lions, plants or humans. The second structure is the culture which is formed out of the 

arrangement of elements like language, cuisine, art, history, climate and habitat. Finally the 

third, the individual structure, is based on our unique experiences and relationships with 

family, friends and maybe even enemies. All of these are embedded in the distinct 

architecture of our human DNA making us not only human beings but unique persons. For 

this reason, even identical twins sharing the same DNA will inevitably form their own 

character and identity. As one was born first they are never at exactly the same place at the 

same time and although they might start out with the same content they develop step by step 

different structures (Rapaille, 2006a). 

 

6.2.4  PRIN CIP LE 4:  TH ER E I S  A  W IN DOW  IN  T I ME FO R IMP RINTIN G  AN D TH E 

MEA NIN G O F T H E IMPR INT V A RIES  FRO M ON E CU LT UR E TO  ANOT H ER  

This principle refers to a prerequisite of all discovery sessions; the imprints which people of a 

certain culture share and which usually take place during early childhood. While according to 

Konrad Lorenz (1935), who as mentioned earlier pioneered the psychological phenomenon of 

imprinting with his studies on young geese, the imprinting-sensitive time for grey-geese 

usually only lasts until a few hours after hatching; Rapaille (2006a) defines the imprinting-

sensitive time for humans until approximately the age of seven. He further claims that most 

meanings for objects and behaviors are imprinted by then as during early childhood the 

central and determining force are emotions not logic, which only becomes more dominant 

thereafter. In addition most children are only exposed to influences of one culture, spending 

the chief portion of their time in close proximity to their local environment. “Therefore, the 

extremely strong imprints placed in their subconscious at this early age are determined by the 

culture in which they are raised” (Rapaille, 2006a, p. 22). The mental structures built during 

that time determine whether the child will become a Spaniard, Indian, American or Dane and 

therefore react in a typical Spanish, Indian, American or Danish way to certain stimuli. With 

this analysis principle 4 ties back directly to what has been described in principle 2. This 

concept not only implies that the meaning of an imprint depends on the culture in which it 

was created but the strength of an imprint for the same object or behavior can vary as well.  
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Looking at an example will show the logic behind this. Rapaille explained in an interview that 

he identified in discovery sessions held for P&G the American culture code for coffee to be 

AROMA and this particular smell is for Americans tied to home or being home (Böttcher, 

2010). On the contrary Rapaille was asked by Nestlé to discover the Japanese culture code for 

coffee during the 1970s in order to open the market for instant coffee. The result of multiple 

discovery sessions was that in fact there was no culture code to be found. As Japan is a 

culture deeply rooted in tea serving traditions no real imprints on coffee existed as most 

Japanese only were introduced to coffee when travelling abroad and during the 1970s only 

very few did. Therefore the task at hand was to create favorable memories and imprints first 

before it was possible to tab into them from a marketing perspective. As a consequence 

Rapaille (2006a) suggested introducing decaffeinated deserts and snacks with coffee flavor 

targeting children. Today Nescafé is one strong bastion in the Japanese instant coffee market 

which accounts for two thirds of all coffee consumed in Japan making it the largest instant 

coffee market in the world of which Nestlé owned 60% of the market share in 2009 (Mintel, 

2010).  

 

6.2.5  PRIN CIP LE 5:   TO A CCES S  T H E MEANI NG  O F AN  IMPRI NT  WIT HIN  A  P A RTI CU LAR  

CU LT UR E ,  YO U  MU ST  LEARN  T H E CO D E FOR  T H AT  IMPRIN T  

Having talked about imprints and how they and their corresponding meaning vary across 

cultures this fifth principle is quite straight forward. If one wants to access and understand the 

meaning of an imprint to people of a certain culture one has to learn the key which decodes 

that imprint in a meaningful way called the culture code. Rapaille (2006a) compares this code 

to a combination that unlocks a door where not only a certain number of digits are required 

but the correct ones in the right order with the correct speed and the correct rhythm. While our 

brain provides these codes unconsciously whenever a decision has to be made, like what to 

eat, what to wear, which road to take or who to vote for in an election, there is the possibility 

to discover the codes behind our actions and to gain a deeper understanding of human 

behavior (Rapaille, 2006a). Rapaille further suggests that the method behind the uncovering 

of the codes for certain things in particular cultures is conducting discovery sessions and the 

consecutive analysis of the data by seeking out the common messages in the stories of the 

participants. 
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6.3 EMPIRIC RESEARCH STEP 1:  ARCHETYPES DISCOVERIES  

In order to be able to answer the third research question RQ3 Clotaire Rapaille’s non-

traditional approach to qualitative research is employed. As the following depiction of an 

Archetypes Discovery session will illustrate several methods are combined and the structure 

follows both the theoretical model of the triune brain as well as the principles outlined in the 

previous section. The following section will give a short but comprehensive outline of the 

methods in use by already applying the topic of the case study in an exemplary way namely 

perfumeries in Germany.  

 

6.3.1 A RCHETYPES D ISCOVERY SESSIONS  

Focusing on the first step ‘Archetypes Discovery’ suggests to have several ‘Discovery 

Sessions’ on the same subject each subdivided into three individual, one-hour long parts 

(Rapaille, 2006a). As “understanding human behavior is best achieved through 

‘triangulation’”  (Gordon, 2011, p.179), each part of the sessions contributes uniquely, 

providing different perspectives on the research topic and targeting different areas of the 

brain. With this approach the method of Archetypes Discovery plays out the advantages of 

multi-strand research to its full extent and at the same time tries to mitigate the issues 

qualitative research holds like the fact that people are rarely able to voice the true meaning of 

their thoughts or the manipulation of the researcher to probe in certain directions until the 

desired responses are finally given. 

 

6.3.1.1 PART 1:  ELICITING RESPONSES FROM THE CEREBRAL CORTEX – 

INTELLIGENCE HAS THE WORD 

The first part is directed to eliciting responses which traditional qualitative techniques would 

also evoke. In this part the researcher takes on the role of a “professional stranger” (2006a, 

p15), as Rapaille terms it. By adopting the personality of a visitor from another planet the 

researcher asks the research objects to explain to her what the research topic, perfumeries in 

this case, is, does, looks, feels, smells and tastes like as well as what it means or what one can 

do with it. This sequence is targeted at the cerebral cortex, which hosts as outlined before the 

home of human intelligence. Consequently in this first part the presumably conscious and 

rational answers are elicited and are recorded by a voice recorder. However, this part is less 

about gathering data for the later analysis but, to give the research objects the chance to free 
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their minds and talk about everything they can think of in regards to perfumeries (Rapaille, 

2010). In most cases this data will not even be used to the full extent but is, like the second 

part, rather a preparation for the final sequence where the unconscious mind will be targeted. 

 

6.3.1.2 PART 2:  ELICITING RESPONSES FROM THE LIMBIC SYSTEM – 

EMOTIONS HAVE THE WORD 

Consequently, in the second part projective fantasy measures, association and storytelling 

techniques are used to support the preparation process to enter the unconscious by opening the 

sub-conscious dimensions related to perfumeries in the participant’s minds. For this the 

research objects are equipped with pieces of paper, scissors, glue and a stack of magazines 

and asked to create collages with words, cut from the magazines, which they relate in this 

context to perfumeries. The objective of this exercise is to receive stories from these words 

about perfumeries that provide further indications for the decoding of the Culture Code 

(Archetypes Discoveries Worldwide, 2011b). This part of the session is targeted at the limbic 

system, the center of our emotions. 

 

6.3.1.3 PART 3:  ELICITING RESPONSES FROM THE REPTILIAN BRAIN – 

INSTINCTS HAVE THE WORD 

The third part however, is the core of each Discovery Session and targeted at the reptilian 

brain which is as we recall from an evolutionary standpoint the oldest part of the brain and 

home of our instincts. This third hour is therefore dedicated to entering the unconscious parts 

of the brain eliciting the essential clues that lead to the Culture Code. In this part of each 

session the research objects are asked to stretch out on the floor with pillows and blankets. In 

order to make them comfortable and relax the lights are dimmed and soothing music is played 

in the background. The aim is to calm the active brainwaves, hence the body and mind, of the 

participants until they reach a state just before drifting off to sleep which is comparable to the 

state achieved by meditation. At this point the researcher starts speaking, guiding them in a 

meditative journey from today step by step back to the early days of their childhood. Having 

mentally arrived at this point the researcher asks them to slowly come back to the present by 

recalling 1) their first memory related to perfumeries, 2) the first time they consciously had an 

experience related to a perfumery and 3) the most significant memory related to a perfumery. 

After arousing the research objects from their meditative state the researcher asks them to 
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write down these memories, providing paper and pen. These memories form the core of the 

analysis leading in conclusion to the cultural archetype and the Culture Code of perfumeries 

in Germany. (Rapaille, 2006a)  

 

6.3.2 RESEARCH OBJECTS 

Other than with focus groups participants of an Archetypes Discovery session do not have to 

be carefully selected to represent different opinions or backgrounds in order to contribute to a 

lively discussion but basically need to have only one key characteristic in common: they all 

need to have grown up in Germany. Therefore the demographic and socio-graphic 

composition of the conducted Archetypes Discovery sessions consisted of both male and 

female participants between the age of 20 and 54. Among the participants were students and 

house wives as well as working mothers and singles with high, mid-range and low incomes. 

Most of the participants lived in rural areas only some in bigger cities within Germany. In 

total two discovery sessions were conducted to answer research question RQ3 in which eight 

and five research objects participated. 

 

6.3.3 DEVELOPMENT OF THE SESSION GUIDELINES 

The session guidelines consist of three parts: introduction, discovery and conclusion. A copy 

of the session guidelines can be found in the appendix in section 0.  

In the introduction the participants are welcomed, the researcher, in this case the author, 

introduces herself and the purpose of the research project and the sessions as well as the 

consecutive course of events during the sessions is briefly explained. Then the participants are 

asked for their permission to record the first hour of the session on an audio device. Moreover 

the participants are informed for which purpose the audio feature as well as the data gathered 

during the sessions would be used.  

As outlined before the discovery is divided into three parts each lasting for approximately one 

hour. In the first hour, which is captured on an audio device, the researcher starts by taking on 

the new role and introducing herself as a visitor from another planet trying to find out all there 

is to know about perfumeries. Then the participants are free to speak about anything related to 

the subject that comes to their minds with the researcher only asking open questions if the 
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discussion is coming to a halt. In order to encourage the participants to elaborate and go into 

depths of what they know about perfumeries it is crucial that only open questions are asked.  

In the second hour a session document is handed out to each participant with two basic 

questions regarding age and sex on the top page as well as a blank page required for the 

projective techniques employed in the second hour. Moreover the researcher equips the 

participants with a stack of magazines and scissors and glue and explains the task to put down 

words found in the magazines related to their perception of perfumeries. During the second 

hour the researcher is available for questions however does not intrude on the participants 

unasked. This part ends by closing the activity after maximum one hour’s time.  

In the final hour of the discovery the second part of the session document is handed out which 

features three questions. However before looking at them the participants are first asked to 

take a blanket and pillow and make themselves comfortable on the floor. Soothing music is 

played in the background, the lights are dimmed and the researcher calms the participants by 

speaking in low tones. The mental journey the participants can also be retrieved from the 

appendix section 0. After the participants are brought back on their journey the lights are 

turned on again and they are asked to answer the question in a written form. After they have 

completed their stories the researcher collects the session documents from each participant 

and staples them together in order to prevent a later mix-up of the documents. 

Each discovery session is concluded by asking the participants if they felt comfortable during 

the sessions, if they have questions and finally by thanking them for their time and handing 

out a small gift. 

 

6.3.4 RESEARCH QUALITY – A RCHETYPES D ISCOVERIES 

As the empirical part of the study itself is split up into two parts also the research quality has 

to be discussed separately. In the methodology section discussing the research philosophy an 

approach of epistemological interpretivism and ontological social constructionism has been 

adopted and the resulting issues regarding research quality common for all qualitative 

research have been pointed out. Hence, the three most common elements to determine 

research quality in positivistic studies which are generalizability, validity and reliability are 

only applicable to a limited extend in relation to Archetypes Discoveries. However, as 

discussed in the sections above one underlying aim of this thesis is to overcome the general 

issues of qualitative research with the method of Clotaire Rapaille. For this reason the validity 
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test in step two of the empirical research is conducted in order to assess the quality of the 

result. Nevertheless, it is necessary to also apply some measures of research quality in this 

step of the research. Therefore, the author adopts a different set of measures to assess the 

quality suggested by Saunders et al (2007) including the transparency of the research process, 

a clear match between theory, methodology and analysis and the absence of bias and 

respondent errors. 

Regarding the transparency of the research process the author described in detail the steps of 

the research as well as the individual methods used in this process. Moreover, the author 

clearly introduced the theory related to the individual steps of the research providing a 

transparent and logic trait. Finally, all research data conducted during the research process are 

available in the appendix. 

In order to obtain a clear match between theory, methodology and analysis the structure of 

this thesis along its three main parts: Theoretical Background, Methods & Research and 

Analysis; is architected to facilitate this match. In addition in each section the key parameters 

of Archetypes Discovery are clearly highlighted and discussed how they tie into each specific 

part. To conclude this point the collected data is assessed and interpreted by applying these 

parameters. 

The risk of tampered results or data due to bias or respondent errors can be neglected as the 

absence of probing questions during the first hour and the anonymity of the written answers 

during the second and third hour of the sessions is neither leading the participant towards 

certain answers the researcher would like to hear nor will the participants fear to embarrass 

themselves, are influenced by or follow the voiced opinions of the opinion leaders of the 

group. 

 

6.4 EMPIRIC RESEARCH STEP 2: VALIDITY TEST 

In the second step, after the analysis of the results of the Archetypes Discovery and the 

deduction of the cultural archetypes for perfumeries in Germany with their corresponding 

Culture Code has been completed, two print advertisements are designed for a fictitious 

perfumery in Germany. The first advert is in accordance to the findings of the Archetypes 

Discovery using the cultural archetype and Culture Code as a guiding principle for the design. 

The second advert will be designed in disagreement with the findings but similar in its nature, 

look and feel to the common print advertisements used by perfumeries in Germany. Then 
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these adverts will be presented to the target group in an online survey rating the advertising 

likability, based on a questionnaire, testing several attributes in order to confirm or falsify the 

following hypothesis regarding the preference of the adverts ‘on code’. This will enable the 

researcher to gain knowledge about the preference and at the same time about the validity of 

the research findings tied to cultural archetypes and the Culture Code based on appropriate 

statistical tests.  

 

6.4.1 HYPOTHESIS FORMATION AND DEVELOPMENT OF APPROPRIATE 

STATISTICAL SET UP 

In order to answer research question RQ4 regarding the preference of print adverts designed 

‘on code’ versus adverts designed contrary to the code it is required to establish a quantitative 

and scientific set up. In accordance with the approach outlined by Hair et al (2006) as well as 

Schmidt (2010) first a set of sharp and testable hypothesis is formed, followed by the 

specification of the level of significance against it is tested, the direction of the test and the 

appropriate statistical tests. 

Conceptualizing the theoretical and methodological considerations the author postulates in 

two sets of mutually exclusive hypothesis that   

 

H0[1]:  on average the preference for the advert ‘on code’ is equal or lower than for 

the advert ‘contrary to the code’ 

HA[1]:  on average the preference for the advert ‘on code’ is higher than for the 

advert ‘contrary to the code’ 

and 

H0[2]:  the preference for the advert ‘on code’ is less than 60% 

HA[2]: the preference for the advert ‘on code’ is equal to or greater than 60%. 

 

As required by the falsification concept of quantitative research the rejection of the null 

hypothesis H0 will automatically lead to the acceptance of HA which represents the desired 

situation (Hair et al, 2006; Schmidt, 2010). The construct of preference is going to be 

determined by the likeability of the adverts by means of testing several attributes suggested by 
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Biel and Bridgewater (1990). Gordon (2006) concluded referring to several studies that the 

likeability of an advertisement was the best predictor of later sales activities and effectiveness. 

Likeability unexpectedly exceeded other common pre-testing measures like day-after recall, 

persuasion, overall commercial reaction and content recall (Gordon, 2006). In the present case 

preference is therefore not seen as a totally synonymous term to likeability but as determined 

by it. The attributes selected for testing will be discussed in more detail in the following 

section regarding the questionnaire design.  

Looking now at the second part of each hypothesis; the first set of hypothesis H0[1] and HA[1] 

aim at discerning whether a preference for the advert ‘on code’ can be found at all. In the 

second set of hypothesis H0[2] and HA[2]  the chosen percentage of 60% is based on the notion 

that significantly more than half of the respondents should prefer the advert on code in order 

to validate the effectiveness of designing marketing campaigns ‘on code’ as Rapaille claims it 

does. These are both important aspects which will influence the answer to research question 

RQ5 regarding the implications to marketing research and marketing perfumeries in 

Germany.  

The level of significance chosen for the validity test is set to 0.05 indicating an accepted error 

rate of 5% regarding Type I errors (α) which are associated with falsely rejecting the null 

hypothesis H0 hence, equally erroneously accepting the alternative hypothesis HA.  

As the formulation of the hypothesis and the case outlined above suggest the test performed 

will be unidirectional, as this validity test has its only focus on validating if adverts ‘on code’ 

are preferred over adverts designed contrarily. The consequence is that the higher the 

preference for the advert ‘on code’ is the higher is the validity of Rapaille’s method.  

Finally the appropriate statistical test has to be selected. For this set up a Z-test will be used, 

due to the fact that the sample size will be above 30, which is in statistical terms considered a 

large sample. Therefore and according to the central limit theorem it is assumed that the 

sample shows a normal distribution. In addition to the point estimate of the consumer’s 

preference a 95% confidence interval will be calculated which is a range surrounding the 

point estimate or more correctly in which the point estimate of this and possible other 

measures would fall in 95% of the cases (Schmidt, 2010).  

In order to comply with the aspects of scientific research quality this study is aiming at a total 

return of a least 140 questionnaires.  
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In conclusion the following table summarizes the statistical set up of the validity test. 

 

Validity Test - Statistical Set up 

Study type 

Construct to be tested 

Population (N) 

Sample size (n) 

Level of significance (s) 

Direction of the test  

Statistical test 

Sampling distribution 

online survey, questionnaire based 

preference = likeability 

Germans raised in a German-cultural surrounding 

≥ 140 

0.05 

unidirectional 

z-test (point estimate | confidence interval) 

normally distributed 

 
TABLE 2  SUMMARY OF THE STATISTICAL SET UP OF THE VALIDITY TEST 

 

6.4.2 DESCRIPTION OF THE TARGET POPULATION 

In the present case the target population (N) from which the sample will be drawn consists in 

accordance with the target population for the Archetypes Discoveries of all Germans which 

have spent the majority of their childhood in Germany and have grown up in a German-

cultural surrounding. This excludes second, third and fourth generation immigrants which are 

presumably still raised in an environment strongly influenced by their cultural heritage of 

their forefather’s homeland. As the survey is online based the sample drawn from the target 

population will have to have access to internet and an email account. However this is not 

considered a disadvantage, as a study, performed by the German market research company 

Marketintelligence in 2009 for Germany’s second largest privately-owned perfumery chain, 

showed that the majority of perfumery customers with over 60 % had a high affinity to the 

internet. Further limitations to the target population in reference to age, socio-economic status 

or other demographic aspects are not made, as the same logic applies here as it did for 

selecting the participants in the Archetypes Discovery. 
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6.4.3 DESIGN OF THE ADVERTISEMENTS 

Based on the findings of the Archetypes Discovery Session, which will be discussed in detail 

during the analysis in part four of this thesis, two print adverts were designed.  

The advert designed ‘against code’ is a typical advert of a perfumery in Germany prominently 

depicting a product in this case of the fragrance category at center stage and referring to its 

availability in the store. To derive an indication of typical perfumery adverts both the internet, 

as well as various magazines have been used as a source of reference with the aim to create an 

advert with a similar look and feel but for a fictitious perfumery. 

The advert designed ‘on code’ is created in accordance with the findings of the analysis 

relating the message suggested by the determined culture code. It shows an invitation for a 

visit to the perfumery and a complimentary 15-minutes consultation in regards to fragrances 

with the promise to present the customer with a VIP card listing all fragrances they liked to 

take home with a copy in the store, so their loved ones would know where to go and what 

they can buy as a present next time.  

 

 

 

 

 

 

 

 

 

 

 

 

  

Advert A ‘against code’ 

 

Advert B ‘on code’ 
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6.4.4 DEVELOPMENT OF THE QUESTIONNAIRE  

As indicated by the research question RQ4 as well as in the hypothesis development the 

constructs to be tested by means of the questionnaire is going to be the respondents’ 

preference for one of the fictitious adverts determined by the attributes of likeability defined 

and tested by Bridgewater and Biel (1990). Brigewater and Biel applied these attributes 

testing the likeability of TV commercials in the US in a study with over 1200 participants 

each rating on average 4.7 commercials by means of these attributes and making up for a total 

of 6,062 questionnaires. Based on their large-scale quantitative research they operationalized 

the complex construct of likeability in five main areas. Table 3 shows these areas in line with 

their German translations, as the online study for the validity test and hence the questionnaire 

will be in German. Based on the main factors and their corresponding attributes a 

questionnaire has been designed which can be viewed in the appendix section 12.1. The 

questionnaire is divided into three parts: part 1 asks six demographic questions regarding age, 

sex, nationality as well as the parent’s and grandparent’s nationality and if the respondents 

have spent their core portion of their childhood in Germany, at least until the age of seven, in 

order to later ensure that only data is considered of persons which have grown up in Germany 

with a German cultural background. The second part the respondents are introduced to the 

adverts: first to the advert ‘not on code’; then to the advert ‘on code’. For each advert the 

respondents are asked to provide answers to 24 statements. The first two statements were 

directly targeted at the liking of the ad and are in the nature of ‘My first impression of the 

advert was…’ with possible responses which are based on a five-point Lickert scale: liked a 

lot = 1; liked somewhat = 2 neutral = 3; disliked somewhat = 4 and disliked a lot = 5. With 

these two questions a direct indication of the liking for the advert can be derived. However, 

the following 22 statements are based on the attributes developed by Bridgewater and Biel 

(1990) and are termed for example “It is worth to remember this advert” with possible 

responses also based on a five-point Lickert scale: fully agree = 1; somewhat agree = 2; 

neutral = 3; somewhat disagree = 4; fully disagree = 5. Nine out of the 22 statements are 

however reversed, in order to ensure that the respondents truly read the statements and give 

their answers not automatically but after internal consideration. Also the reversed questions 

are evaluated based on the Likert scale and an example statement would be “To me this advert 

is simply boring” with the scale being: fully agree = 5; somewhat agree = 4; neutral = 3; 

somewhat disagree = 2; fully disagree = 1.  After the respondents have rated each advert 

based on these 22 statements the final question in part 3 is posed. For this the respondents see 

both adverts side by side for the first time. The final question again asks a direct question 
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namely “Which of these adverts do you prefer?” where the respondents are asked to mark the 

preferred advert. 

 

Main Factors Attributes Translations 

Ingenuity (I) Clever 

Imaginative 

Original 

Silly 

Not dull 

Einfallsreichtum  

 

Raffiniert 

Fantasievoll 

Originell 

Albern 

Nicht langweilig 

Meaningful (M) Worth remembering 

Effective 

Not pointless 

Not easy to forget 

True to life 

Convincing 

Informative 

Believable  

Bedeutsamkeit Erinnerungswürdig 

Effektiv 

Nicht sinnlos 

Nicht leicht zu vergessen 

Lebensecht 

Überzeugend 

Informativ 

Glaubwürdig 

Energy (E) Lively 

Appealing 

Well done  

Energie Lebendig 

Ansprechend 

Gut gemacht 

Warmth (W) Gentle 

Warm 

Sensitive  

Wärme Einfühlsam 

Warm 

Sensibel 

Doesn’t rub  

the wrong  

way (R) 

Doesn’t rub  

the wrong way 

Not worn out 

Not phony 

Not irritating 

Nicht störend Nicht störend 

 

Nicht verbraucht 

Nicht scheinheilig 

Nicht irritierend 

 
TABLE 3 M AIN FACTORS AND ATTRIBUTES OF TO DETERMINE ADVERT L IKING (B IEL &  BRIDGEWATER , 1990) 

 

With this approach the author provides three different measures to determine the preference of 

the advert ‘on code’ against the advert ‘not on code’. First by the initial two questions of part 
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2 regarding the liking of the adverts, second by the liking scores derived from the responses to 

the remaining statements of part 2 and third by the responses to the final question in part 3. 

With this approach the validity of Clotaire Rapailles claim can be tested thoroughly and 

research question RQ4 will be answered based on quantitative data. 

 

6.4.5  RES EA R CH QUA LIT Y  –  VA LI DIT Y TEST  

Contrary to the difficulties described regarding the assessment of the research quality of 

Archetypes Discoveries, the first step of the empirical research, here the general quality 

measures: generalizability, validity and reliability can be applied for the Validity Test.   

 

Generalizability refers to the extent to which the results of the study drawn from the sample 

can be generalized to the target population (Saunders et al, 2007). As described above several 

statistical tests like the calculation of a confidence interval are applied assessing whether or 

not the data from the sample can be generalized to the target population.  

 

According to Hair et al (2006) validity refers to the extent to which the study is measuring 

what it is intended to. In choosing a test based on a set of attributes that have been well tested 

in advance by Bridgewater and Biel (1990) the content validity regarding the attributes and 

the related construct of advertising liking can be considered as high.  

 

Finally reliability refers to the extent to which the study if replicated would produce 

consistent results. Hair et al (2007, p. 373f) refer regarding reliability particularly to scale 

reliability which is “the extent to which a scale can reproduce the same measurement results 

in repeated trials” as well as internal consistency which is “the degree to which the various 

dimensions of a multidimensional construct correlate with the scale” i.e. whether the set of 

items making up the scale are internally consistent. Again the advantage of pre-tested plays 

out ensuring a high reliability in both areas. 

 

However, although the above described constructs are the three main elements measuring 

research quality there are several others which should not be disregarded. Again transparency 

of the research process undertaken plays a major role to guarantee research quality. Therefore 

the questionnaire development has been described in detail in the preceding section and the 

results and analysis will be presented in a clear and structured way. In addition, the 
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respondent errors are tried to be keep to a minimum as first, only fully completed 

questionnaires are evaluated, second only questionnaires from people with a German-based 

cultural background are analyzed and third the reversing of certain statements ensures valid 

and reliable records. 

 

In conclusion, the limited scope and timeframe of a master thesis in general as well as the 

purpose of this Validity Test are the main reasons why a pre-tested construct with related 

variables have been chosen and the possibility of developing, pre-testing and finally using 

own variables has been dismissed. With this approach and with the other measures undertaken 

described above a high scientific quality is ensured without going beyond the scope of this 

project. 
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Part 4: Analysis 

 

7 RESULTS OF THE EMPIRIC RESEARCH PART 1 AND 2 

In the following section the results of the qualitative and quantitative empiric research will be 

presented and analyzed.  

First the focus lies on the results of the Archetypes Discoveries sessions aiming at answering 

research question RQ3. The structure will again be in line with the triune brain model outlined 

in the theoretical discussion. According to this structure first the cortical responses, second the 

limbic responses and third the reptilian responses are presented i.e. what intelligence, 

emotions and instincts are telling. Following this presentation of the bare facts the analysis 

will triangulate the data focusing exclusively on their context. During this process particular 

attention is given to the stories from the third hour in order to uncover the hidden archetypes 

in the stories as well as their corresponding culture code.  

Upon completing the analysis of the data derived from the Archetypes Discovery the focus 

will shift to the results of the Validity Test in order to answer research question RQ4 and 

provide proof or counterevidence for Rapaille’s method leading to either the acceptance or 

rejection of  either one or both  null hypotheses (H0[1]; H0[2]) .  

 

7.1 PART 1: PRESENTING THE RESULTS OF THE A RCHETYPE 

D ISCOVERY  

As outlined above, this section will show the results of the first part of the empirical research: 

the Archetypes Discovery sessions. The structure will be as introduced in the theoretical and 

methodological parts following the cortical, emotional and instinctual lines. For further 

reference the complete compendium of the data from each part of the sessions can be found in 

the appendix sections 12.3.2 and 12.3.3.  

 

7.1.1 PART 1: WHAT INTELLIGENCE TELLS US? 

Listening to the participants during the first hour of each session revealed what their cortical 

and conscious responses was regarding the topic perfumeries. According to the methodology 

of Clotaire Rapaille I introduced myself as a visitor from a foreign planet who came to earth 
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in order to find out what perfumeries were. The first responses were describing what a 

perfumery are like using terms like “a house of fragrances” or “it always smells nice” and 

“the experts of beauty work there”. When I asked the question why people would go there the 

answer was almost as expected that there is a rich assortment giving a lot of choice and the 

staff working there giving advice. Moreover, only perfumeries offer fragrances from 

particular brands which people buy not necessarily because they like the fragrance but they 

identify themselves with that brand. “Mainstream fragrances can be bought at drug stores 

but special fragrances can only be bought at perfumeries” – 20-year old woman. Another 

participant added that perfumeries however, offered more than just fragrances but also skin 

care and make up which particularly women use to beautify them, refresh them and relax. She 

further stated that the purchase and the ritual of using products from perfumeries have an 

effect that is felt outwardly and inwardly – a treatment for body and soul, a reward. While the 

beginning of the first hour in both sessions was dominated by comments with a positive 

context the connotation changed during the second half in both sessions. Comments were 

made like “one has to face their own personal flaws and admit that one is not perfect and 

seeks these products as a remedy: to smell better, look more attractive or look younger and in 

a way to enhance your appearance and create a new identity. You need to have a lot of self-

confidence to go in there face your flaws and then go back out in the street – especially when 

the staff seems to be absolutely flawless and perfect” . Several participants described a queasy 

feeling when entering a perfumery because the staff seems to be impeccable, true beauty 

experts very polite but also strict and judgmental who see through you and know exactly 

where your flaws are, if you can afford the products or not. “I don’t go there often, basically 

only if I know exactly what I want to buy, because you cannot just look around on a shopping 

spree or get a casual consultation. I always feel pressured to buy something – it is like a 

really chic boutique” says a female participant. Another female participant stated along 

similar lines “I don’t just go into a perfumery. Before I go there I think about what to wear 

and dress accordingly, apply extra make-up and I’m very conscious how I look”. And a third 

said “you need to have the correct lifestyle to fit in there otherwise everyone knows that you 

don’t belong”.  

Especially the male participants agreed that they only entered a perfumery if they wanted to 

buy something for their mothers, wives, girlfriends or children. “Beauty is the department of 

women; men are in charge of money. If I’d go into a perfumery to get something for myself I 

would show a female side which I would not be comfortable with” stated a male participant. 

Summarizing the responses from the first hour of the session perfumeries are considered as 
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exclusive shops frequented by women or in some cases men wanting to buy something for a 

woman. In perfumeries ne feels rather uncomfortable due to a perceived imperfectness or a 

feeling of not belonging and therefore a very specific reason to go in a perfumery is required. 

Nevertheless people tend to go there usually with a plan to buy gifts for friends, family or 

themselves because it means something if you present someone or yourself with a gift from a 

perfumery since these products are special compared to toiletry articles from a drug store. 

 

7.1.2 PART 2: WHAT EMOTIONS TELL US? 

Looking at the data produced during the second hour of each session the results are not 

surprising. With this part, targeted at activating the emotional parts of the brain in the limbic 

system, the participants created collages with words they associated with perfumeries. After 

reviewing the results it became evident that the responses can be clustered in four different 

categories. The categories are: beauty, luxury, illusion and barrier; and will be briefly 

elaborated on in the following. 

The first category that could be identified was BEAUTY; where words were used like: MAKE 

UP, FLAWLESS, LOOK GREAT, BEAUTY, NEW COLORS, SKIN CARE, FRAGRANT, FEMALE, PERFECT 

STYLE, PERFECT COMPLEXION, NEW LOOKS, SEXY, WOMEN, MOMENTS OF BEAUTY, BEAUTIFUL SKIN, 

OUT OF THE DULL GREY, PINK, AM I DOING ENOUGH FOR MYSELF?, PERFECT APPEARANCE, SAY 

GOODNIGHT TO WRINKLES, ANTI-AGING. The term beauty to describe the category was chosen 

because on the majority of the collages the term appeared in one form or another often it was 

used in several different ways. 

The second category was described with words like: NOBLESSE, GOLDEN, ELEGANCE, MILLIONS, 

649 €, PRECIOUS, BRILLIANT SILVER GLOW, VISIBLY VALUABLE, HERE YOU ARE THE STAR, LUXURY 

AND FEELINGS, RICH, EXPERTS, GLAMOUR, PROFESSIONAL, EXCLUSIVE, CLASSIC, CHANEL, DIOR, 

HERMES, PRADA, MAGIC MOMENTS, BEST OF BEAUTY, PRINCE, HIGH-CLASS GIFTS, PRȆT-A-PORTER, 

VALUE, MONEY, THE MAGIC OF NOBLE FRAGRANCES, VIP STATUS. Therefore the term LUXURY 

was chosen embracing the whole concept. 

In the third category, that is summarized by the term ILLUSION, the tone changes slightly. It 

is described by words like: TRANSFORM, SHOWTIME, EVERYTHING UNDER CONTROL, CHANGE, 

TRANSFORMATION, FAKING BEAUTY, GET THE YOUTH OF YOUR SKIN BACK, WHY LOOK OLDER?, 

CHEMICALS, ILLUSION, DOING MAGIC, REJUVENATION, EVERYTHING IS FAKE, CORRECT THE 

SIGNS OF AGE, DECOY. 
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The final category was even more subtle almost hidden between the terms which were 

clustered in the other categories. Nevertheless they did not really fit in and by taking a closer 

look practically stood out as if misplaced and therefore opened a significant new segment 

termed BARRIER. The few words that caught the eye during the analysis were: FEAR, 

EMBARRASSMENT, WELCOME!?, BARRIER, PRIDE, OLD FASHIONED, UNNECESSARILY HARD. 

In conclusion the stories told are quite consistent with the results of the first part of the 

session. While the big portions of the collages presented stories of beauty, happiness and 

well-being, there are undertones that don’t quite fit. When just looking cursorily at the 

collages one would think the participants see perfumeries as wonderful, magical places. 

However, on a second glace one can see that there are evidently issues surrounding 

perfumeries and the relationship the participants have with them. 

 

7.1.3 PART 3: WHAT INSTINCT TELLS US? 

With closing the presentation of the results from the Archetypes Discovery sessions the 

stories from the third hour of each session will be presented. According to Rapaille and as 

mentioned before this is the crucial element of each session, where supposedly the culture 

code is embedded in the stories the participants write down after a short meditative journey. 

Again the results were quite consistent in both sessions; however, the stories told here differed 

greatly from the data gathered during the first two hours. 

Reading the first memories the participants had in relation to perfumeries was very interesting 

as the situations described were ripe with awkwardness and insecurity but also related a sense 

of growing up. 

A 52-year old woman relates about here first memory of a perfumery: “I was 

approximately 14 years old, the perfumery was small and the showroom was divided by 

a curtain in the back. I sit behind the curtain and listen to the conversations in the front 

of the shop. I’m glad that I have a place to wait where it is warm. (My sister is the 

saleslady and I wait there frequently until it is time for me to catch my bus.)”. The same 

woman wrote regarding her most impressive memory “I sit behind the curtain and the 

customers don’t know that someone is listening”. 
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A 54-year old male wrote: “When I was in primary school we only went very rarely to 

the perfumery. For me as a child it smelled extremely artificial. My mother was more 

insecure than she normally was. We bought gifts there – usually for others. Only women 

worked there, who were dressed in white coats and looked like Christmas angels 

without wings.” 

A 45-year old woman wrote: “When I was shopping with my aunt (I was 7 at the time) 

in Salzburg, she and I went into a perfumery and I remember that I hardly dared to 

breathe - that impressed was I. Everything glittered, sparkled and was “perfect”, so 

different from my familiar surroundings, our apartment, where always something was 

lying about, like my toys.” 

Similar stories were written by most of the other participants who were 35 or older. What was 

standing out however was the fact that, from the five participants who were in their twenties, 

only two had a memory to tell, the other three had no memory at all of their first visits to a 

perfumery.  

A 20-year old female wrote: “I went with my grandma to buy a Chanel perfume for her 

and for my mom’s birthday a perfume from Biotherm. I did not feel in the wrong place 

because my grandma was accompanying me and she was always very secure. However, 

the salesladies seemed rather old and perfume was only something for “grown-ups” 

and mature ladies.” 

A 22-year old woman wrote: “On my first visit to a perfumery I was approximately 

twelve and went with a friend into town to buy a present. In front of the perfumery was a 

rack with bath bombs which we had never seen before. We entered the perfumery with 

the ones we had picked. It was really beautiful, smelled really good, but it was very 

quiet and we were a bit afraid to break something. Immediately a blond, very dapper, 

slightly older sales lady approached us. She was probably very nice but we were too 

timid and paid as fast as possible our bath bombs and left. Although we did not spend 

too much money we got some samples which we found awesome.”  

When asked about the memory that affected the participants most it was the three male 

participants who did not really have anything to tell. For the female participants over the age 

of 35 it seemed that the purchase of their first fragrance affected them most. 

A 52-year old woman wrote: “The purchase of my first own fragrance when I was in my 

mid-twenties. I entered the perfumery with a slightly awkward feeling as I didn’t want to 
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be judged as an inexperienced provincial. A very friendly and competent sales lady 

showed me several fragrances and I chose one. I left with a good feeling and was even a 

bit proud of myself as I had just mastered a small challenge.” 

A 45-year old woman related: “When I earned my first money I needed with the first 

cloth I bought for myself also my first own fragrance and I went into a perfumery. The 

fragrance I chose was really tragic and I used it only once, because everyone 

approached me and told me that it smelled unpleasant. Therefore the still full bottle 

went into the trash at some point.” 

And a 52-year old woman wrote: “When I bought my first expensive Eau de Perfume 

and got a consultation regarding the aroma in the fragrance I felt really good. I had the 

feeling that I was now acknowledged to be a grown-up woman in the prime of life.” 

Finally coming to the end in the presentation of the third-hour results the participants related 

their most recent memories in regards to perfumeries. Here it was obvious that most 

participants have not been in a perfumery for some time but rather frequented a drug store, the 

beauty area of a department store or the chain the Body Shop which two of the participants 

acknowledged to be “not a real perfumery”. All participants however, shared in their stories 

that they either knew exactly what they wanted to buy, in most cases presents, and therefore 

the experience was described as “easy” or “not unpleasant”. Or in the other case the 

participants entered the perfumery in a group of two to three people which made the sales 

ladies back off. A 22-year old related: “We were approached immediately from a sales lady 

but as we were in a group and didn’t want a consultation we were left alone and could try 

everything we wanted. All in all it was quite funny but we tried to blend in and not to create 

too much noise”. In all stories the sales personnel was described as very friendly and 

competent. 

 

7.2 D ISCOVERING WHETHER A CULTURE CODE FOR PERFUMERIES 

IN GERMANY EXISTS 

Having presented the results of the first part of the empiric research this section will now 

focus on extracting the German archetypes for perfumeries and consequently the German 

culture code for perfumeries. Thereby the research question RQ3 will be answered which 

asked whether cultural archetypes and a Culture Code for Perfumeries in Germany exist. In 

the following first the context of the data gathered during the three hours of each session will 
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be scrutinized by means of triangulation. Finally the cultural archetype and the culture code 

will be identified.  

 

7.2.1 THE CONTEXT OF THE RESULTS FROM THE D ISCOVERY SESSIONS’  

PART 1, 2 &  3 

As outlined in the methods section the main focus during the triangulation of the presented 

data has its main focus on the third hour stories, as in that period the participants were able to 

access their unconscious mind and recall memories, thoughts and feelings that usually remain 

unspoken during qualitative research sessions. Triangulating the results presented above 

shows that perfumeries are for Germans places of beauty, luxury and perfection. Traits which 

are also strongly associated with women but also with a world that is out of reach for most 

people. Particularly the first and second hour results showed that in a world of perfection one 

cannot be herself because who deems herself perfect but non-the-less no one likes to admit the 

opposite either. The question of belonging always came up in the context of all three sessions 

be it in terms of money or attractiveness or knowledge. Meaning, that if one is not perfect 

what right does that person have to be in such a place, hence just causally enter a perfumery? 

Another aspect is the rite of passage that was associated with the purchase of the first perfume 

like an initiation into the next stage of life like womanhood, the first job or becoming a wife 

to someone. These were occasions where particularly strong imprints were created, being 

highly emotional. Consequently another motive to enter a perfumery that appeared in all 

sessions was the purchase of a gift. In this case one could more easily enter because they did 

not need to fit in or belong since they were only picking up something for someone else. 

 

7.2.2 THE GERMAN A RCHETYPE FOR PERFUMERIES 

Based on the analysis above the German archetypes for perfumeries are angled along an axis 

which creates considerable tension. On the one side perfumeries stand for DESIRABLE BEAUTY 

which forms the first archetype and which German women would like to possess and men 

connect to women. On the other side stands the archetype of RESTRICTED EXCLUSIVENESS also 

associated with perfumeries. The tension that builds between these archetypes can only be 

relieved by using the correct code at least when speaking about the general public. The reason 

is obvious since very few people already possess a degree of beauty or exclusiveness that 

allows them to enter the perfumeries without an awkward feeling. 
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7.2.3 THE GERMAN CULTURE CODE FOR PERFUMERIES  

As a result of the described archetypical tension between desirable beauty and RESTRICTED 

EXCLUSIVENESS a clear picture of the German culture code for perfumeries materialized in the 

data of the third hour stories. The culture code that could be finally identified is BY 

INVITATION ONLY .  

This code is the very essence of all the moments, memories, experiences and feelings 

described during the sessions. What could be learned from the participants was that 

perfumeries can almost be compared to exclusive clubs where one only enters with an explicit 

invitation for example a special occasion like a wedding, a new job or a new stage in life that 

served as a sort of a self-issued permission or invitation. Another possibility was that someone 

who is ‘already a member’, like the mother, grandmother or aunt, invites the novice to 

accompany them for the first time introducing the member-to-be to the club and showing 

them around as long as the novices behave themselves. The third option for a self-issued 

invitation was to pick up something for someone else like a present for Christmas, birthdays 

or a special occasion. With these invitations in hand also the regular people, who usually are 

not a rightful part of this exclusive but yet desirable club in terms of excessive money or 

outstanding beauty, dare to enter the premises. This notion also incorporates the aspect of the 

rite of passage some participants described because once one mastered the first appearance 

gracefully one has a good chance to be accepted to the club. Maybe still eyed with suspicion 

by the ‘old hands’, giving the newcomers a queasy feeling from time to time but, nevertheless 

acquiesced.  

 

7.3 PART 2: PRESENTING THE RESULTS OF THE VALIDITY TEST 

The following section will present the results of the second part of the empirical research: the 

quantitative Validity Test. First the results of the data collection will be shortly presented, 

second the processing of the data will be explained and finally the results of the statistical 

tests evaluating the data will be described and the research question RQ4 will be answered. 

For the processing of the raw data and consecutive analysis the program IBM SPSS Statistics 

20 has been utilized. For further reference the complete data set containing of raw data as well 

as the processed data at different stages is available on a CD in the appendix section 12.2.  
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7.3.1  DAT A  CO LLECTIO N  

After having completed the data collection for the validity test via an online survey, running 

for 19 days 253 participants logged into the questionnaire. This resulted in 140 completed 

questionnaires; 35 times the questionnaire was stopped before completion and 75 times the 

questionnaire was not started. Therefore only 140 questionnaires were retained for further 

analysis. 

The demographics of the survey showed that 81 % of the retained questionnaires had been 

submitted by women and the overall age distribution was between 70 and 20 years with a 

mean of 43 years and a standard deviation of 13.402. As nationality of the respondents as well 

as their first and second generation’s ancestors has been determined as one of the crucial parts 

to ensure a valid outcome of this test, the nationality of the respondents has been analyzed. Of 

the 140 questionnaires only 123 respondents were German with German parents and 

grandparents for both the maternal as well as the paternal side. In this context ‘Sudeten 

German’ and ‘Silesian’ were considered as German, since these parts of Europe, which now 

belong to the Czech Republic, were still German at that time and most Germans of that region 

relocated to Germany before the second world war. Moreover, the place where the respondent 

was raised up to the seventh birthday had been defined as a second important determinant. 

Two respondents of the remaining 123 submitted questionnaires checked ‘no’ when asked if 

he had grown up the majority of the first 7 years in Germany. Therefore a final set of 121 

questionnaires was retained for further processing of the data and consecutive analysis.  For 

further reference please compare the attached statistical data in appendix 12.2.1. 

 

7.3.2  DAT A  P RO CES SIN G  

In order to proceed with the required analysis a certain degree of processing of the data was 

required in order to obtain a consistent data set. Therefore, by the means of the SPSS software 

each question of the questionnaire was transformed into a variable which was labeled 

according its location within the questionnaire. The questionnaire in the appendix in section 

12.1 shows both, the regular number and the corresponding variable name as well as its label 

used in SPSS. As the analysis is based on variables the questions will in the further 

description be referred to by their variable name.  

 

As 20 questions had been posed in a negative form the corresponding variable and its answers 

were reversed to the general direction of the likert scale. Therefore, the variables P2Q7A, 
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P2Q8A, P2Q12A, P2Q13A, P2Q20A, P2Q22A, P2Q25A, P2Q26A, P2Q27A, P2Q28A, 

P2Q7B, P2Q8B, P2Q12B, P2Q13B, P2Q20B, P2Q22B, P2Q25B, P2Q26B, P2Q27B, 

P2Q28B needed to be recoded before further processing was possible. 

 

Further it was noted that several values for each variable were missing. However, in order to 

properly evaluate the data and carry out the required statistical test to accept or reject the 

postulated null hypothesis and answer research question RQ 4 a complete data set was 

required. Therefore, the method of Estimation Maximization was applied to complete the 

missing entries. In order to carry out this method first Little’s MCAR1 Test was used to 

determine whether the missing values were missing randomly and not based on a certain 

scheme. The results of Little’s MCAR Test showed that they were not significant with a level 

of significance being 0.621 meaning the values were indeed missing randomly. As this test 

result was positive the Estimation Maximization technique was applied creating four different 

subsets of data without missing values which were then merged back into one complete data 

set. 

 

The final step in the data processing stage was to combine the variables into groups 

representing each of the main factors: INGENUITY, MEANINGFUL, ENERGY, WARMTH and 

DOESN’T RUB THE WRONG WAY, as described by Bridgewater and Biel (1990). This was done 

separately for advert A and advert B and finally a combination of all factors for advert A and 

advert B into two groups termed LIKING A and LIKING B in order to later obtain the possibility 

to evaluate the overall liking of each advert. Initially in this step the following variable groups 

were created for both adverts indicated by the letter A or B.  

 

VARIABLE :  C1AGroupI   LABEL : C1AGroupI_Ingenuity A  

 C2AGroupM  C2AGroupM_Meaningful A  

 C3AGroupE  C3AGroupE_Energy A 

 C4AGroupW  C4AGroupW_Warmth A 

 C5AGroupR  C5AGroupR_Doesn't rub the wrong way A 

 C6AGroupIMEWR  C6AGroupIMEWR_Liking A 

 C1BGroupI  C1BGroupI_Ingenuity B 

 C2BGroupM  C2BGroupM_Meaningful B 

 C3BGroupE  C3BGroupE_Energy B 

                                                 
1  MCAR stands for ‘Missing Completely At Random’ 
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 C4BGroupW  C4BGroupW_Warmth B 

 C5BGroupR  C5BGroupR_Doesn't rub the wrong way B 

 C6BGroupIMEWR  C6BGroupIMEWR_Liking B 

 

However, as later analysis showed the variables in group C5AGroupR and C5BGroupR 

referring to the factor “Doesn’t rub the wrong way” in the assessment of liking, did not bring 

up statistically significant results. Therefore another two groups needed to be created in order 

to make further analysis possible excluding the fifth factor. 

 

VARIABLE :  C7AGroupIMEW LABEL : C7AGroupIMEW_Liking 4 main factors A 

 C7BGroupIMEW  C7BGroupIMEW_Liking 4 main factors B 

 

With this final step in processing of the raw data the preparation for the analysis and 

evaluation of the Validity test was completed. For further reference related to the data 

processing please compare the statistical data on the appended CD in file Master Thesis 

STH_29.06.2012_v4.0_no missing.sav. 

 

 

7.3.3  DAT A  EVA LU ATION  AN D RES U LT S  

As outlined in the statistical set up in section 6.4.1 the construct of likability is to be evaluated 

by means data from the Validity Test. Likeability being in this case the measure of preference 

for one advert over the other. The chosen method for the evaluation with the SPSS software 

was the comparison of means through the use of a Paired-Samples T-Test employed for either 

single variables or of variable groupings which have been portrayed in the previous section. 

The Paired-Samples T-Test is the equivalent of a statistical Z-Test for variables from the same 

sample. 

In order to answer research question RQ4 the hypothesis will be tested in consecutive order 

starting with the first set of hypothesis: 

H0[1]:  on average the preference for the advert ‘on code’ is equal or lower than for 

the advert ‘contrary to the code’ 

HA[1]:  on average the preference for the advert ‘on code’ is higher than for the 

advert ‘contrary to the code’ 
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The results of the Paired-Sample’s T-Test for the first variables which were directly targeted 

at ‘likeability based on first impression’ (P2Q1A, P2Q1B) and ‘likability based on overall 

impression’ (P2Q2A, P2Q2B) showed that advert A (‘against code’) was preferred over 

advert B (‘on code’) in both cases. However, while the first set of variables ‘likability based 

on first impression’ showed significant results (Sig. 0.041) the second set of variables 

regarding ‘likability based on overall impression’ tested to be statistically not significant (Sig. 

0.194). Nevertheless, although this first assessment is an indication of preference these first 

results are still too weak to accept or reject H0[1]. Therefore, the already mentioned construct 

of likeability comprising its five main factors was tested by means of the Paired-Samples T-

Test using the grouped variables described in the previous section. An overview of the results 

is depicted in Table 4. Proceeding with the analysis, the variable set comprising all five 

factors (C6AGroupIMEWR, C6BGroupIMEWR) was tested first. The ensuing results were in 

accordance to the ones of the first two variable sets. Again a slight preference for advert A 

(‘against code’) was shown when comparing the two means. However, the level of 

significance was extremely high with 0.476 indicating a strong uncertainty and disqualifying 

the results as not significant. Therefore, the individual factors were tested in the same manor 

in order to assess whether all factors lacked statistical significance or if one area was solely 

responsible. The results showed that for three groups advert A (‘against code’) was preferred 

and in two groups advert B (‘on code’) received better scores. In the areas INGENUITY 

(C1AGroupI, C1BGroupI), ENERGY (C3AGroupE, C3BGroupE) and WARMTH, 

(C4AGroupW, C4BGroupW) advert A received better liking scores whereas in the areas 

MEANINGFUL (C2AGroupM, C2BGroupM) and DOESN’T RUB THE WRONG WAY (C5AGroupR, 

C5BGroupR) the scores were the other way round. When assessing the levels of significance 

it showed that all groups had highly significant results between Sig. 0.013 and 0.000 except 

for one. The level of significance for the result of group 5 DOESN’T RUB THE WRONG WAY 

(C5AGroupR; C5BGroupR) however, was far off limits with Sig. 0.232. For this reason again 

the individual variables of group 5 were tested in order to assess if one single or several 

variable sets caused the result. The analysis showed that only one variable set (P2Q26AU; 

P2Q26BU) related to the attribute NOT WORN out displayed significant results the other three 

variable sets DOESN’T RUB THE WRONG WAY (P2Q25AU; P2Q25BU), NOT PHONY (P2Q27AU; 

P2Q27BU) and NOT IRRITATING (P2Q28AU; P2Q28BU) were statistically not significant. The 

detailed analysis can be viewed in the appendix in section 12.2.2.4. With this background the 

author decided to exclude the fifth factor of the liking construct DOESN’T RUB THE WRONG 

WAY  summarized in group 5 from the analysis in order to receive a statistically significant 
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result. This decision was backed by the fact that the factor DOESN’T RUB THE WRONG WAY 

showed one of the lowest contributions to the construct of likeability (Biel and Bridgewater, 

1990), hence the whole construct was in its validity with only four factors not essentially 

impaired. 

Paired Samples Test 

 

 

Pair 

Paired Differences  

 

t 

 

 

df 

 

Sig.  

2-tailed 

 

Mean 

Std. 

Dev. 

Std. Error 

Mean 

95% Confidence Interval 

Lower Upper 

1 
P2Q1A_First Impression A -

P2Q1B_First impression B 
-,314 1,668 ,152 -,614 -,014 -2,070 120 ,041 

2 
P2Q2A_Overall Impression A - 

P2Q2B_Overall impression B 
-,195 1,643 ,149 -,491 ,101 -1,305 120 ,194 

3 
C6AGroupIMEWR_Liking A - 

C6BGroupIMEWR_Liking B 
-,064 ,979 ,089 -,240 ,113 -,715 120 ,476 

4 
C1AGroupI_Ingenuity A - 

C1BGroupI_Ingenuity B 
-,294 1,288 ,117 -,526 -,062 -2,513 120 ,013 

5 
C2AGroupM_Meaningful A - 

C2BGroupM_Meaningful B 
,542 1,037 ,094 ,356 ,729 5,752 120 ,000 

6 
C3AGroupE_Energy A - 

C3BGroupE_Energy B 
-,644 1,303 ,118 -,879 -,410 -5,438 120 ,000 

7 
C4AGroupW_Warmth A - 

C4BGroupW_Warmth B 
-,864 1,232 ,112 -1,086 -,642 -7,713 120 ,000 

8 

C5AGroupR_Doesn't rub the 

wrong way A - 

C5BGroupR_Doesn't rub the 

wrong way B 

,100 ,913 ,083 -,064 ,264 1,202 120 ,232 

9 

C7AGroupIMEW_Liking 4 main 

factors A - 

C7BGroupIMEW_Liking 4 main 

factors B 

-,315 1,061 ,096 -,506 -,124 -3,265 120 ,001 

TABLE 4 RESULTS OF THE PAIRED SAMPLES T-T EST TESTING HYPOTHESIS SET 1 (H0[1];  H 0[A] ) 

 

As a consequence the newly formed group 7 consisting of the first four factors of likeability 

(C7AGroupIMEW, C7BGroupIMEW) were tested, using again the Paired-Samples T-Test 

comparing the means. The result showed, as indicated by the results of the individual factors, 

a statistically highly significant (Sig. 0.001) preference for advert A with 0.315 points over 

advert B. This final assessment leads to the acceptance of H0[1] and consequently the rejection 

of HA[1] meaning that the Validity Test could in this context not confirm the theory of Clotaire 

Rapaille. The complete analysis can be viewed in appendix 12.2.2. 
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After having rejected H0[1] the focus shifts to the second set of hypothesis which will 

contribute to the final answer of research question RQ4. The second set of hypothesis 

postulated that  

H0[2]:  the preference for the advert ‘on code’ is less than 60% 

HA[2]: the preference for the advert ‘on code’ is equal to or greater than 60%. 

In order to either accept or reject H0[2] the variable P3Q101 was used by means of a frequency 

analysis. The results showed, as it was indicated by the results of the first analysis that again 

advert A (‘against code’) was preferred over advert B (‘on code’) by over 60 %, as depicted in 

Figure 4. 

 

FIGURE 4 PREFERENCE ADVERT A  VERSUS ADVERT B  BASED ON VARIABLE P3Q101 

 

A cross tabulation showed for both genders the same tendency towards advert A with 60% of 

the female and 62 % of the male participants preferring advert A over advert B. Therefore 

also H0[2] was accepted and HA[2] accepted again not being able to confirm Rapaille’s theory. 

For the details of the statistical analysis please refer to appendix section 12.2.2.6. 
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Part 5: Discussion & Conclusion 

 

8 IMPLICATIONS FOR MARKETING RESEARCH THEORY AND 

FOR MARKETING OF PERFUMERIES IN GERMANY  

On the basis of the presented results in this thesis the final question to be answered is what the 

implications of the findings are from a scientific point of view for marketing research theory 

and from a practical point of view for the marketing of privately-owned perfumeries in 

Germany. Referring to the findings of research question RQ1 marketing research theory needs 

to adapt to the neurological breakthroughs made during the last decade. Moreover, it requires 

an effort to truly embrace the concept of the unconscious forces which drive human behavior 

at all times and not fall back into the common trap to simply believe what research objects 

state during focus groups and interviews. Be it behavioural economics or neuroscience or a bit 

of both to which marketing research theory will turn to, it actually doesn’t matter since both 

are very closely aligned when it comes to better understand the consumers’ minds. Although 

Clotaire Rapaille’s suggested constructs of cultural archetypes and the Culture Code could not 

be proven from a scientific standpoint in this current set up, the general method of eliciting 

results does hold several advantages as elaborated on in the comparison between Archetypes 

Discoveries and conventional focus groups. It offers all benefits of a multi-strand research 

providing different perspectives on the same topic from the same sample and in a single 

session. Moreover it allows the participants of a qualitative research study to express 

themselves in different ways and doesn’t depend as much on the skill of the moderator 

mitigating researcher biases. As mentioned the construct of cultural archetypes and the 

Culture Code does not add much value to marketing research theory at this point however; the 

general logic behind these constructs cannot be easily brushed aside. The theoretical 

background in this thesis shows from a psychological and neuro-scientific perspective that the 

unconscious mind is the key to our decision-making and that consumers are indeed driven by 

unconscious forces. Whether they are in the end imprints, cultural archetypes, heuristics or 

genetic instructions may yet to be determined.  

Therefore the second part of the initial question remains: What are the implications for 

marketing privately-owned perfumeries in Germany? Recapitulating the results of the 

discovery session it is evident that they paint a dire picture. While the products perfumeries 
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sell are highly attractive and desirable for the customers the shopping experience itself 

however is related to strong negative feelings and uneasiness. Rarely someone enters a 

perfumery just to shop around but is waiting for a very good reason. A few decades ago this 

might not have been a real issue in Germany, since perfumeries were the only place where 

fragrances, make up, skin care and products of personal hygiene could have been purchased. 

However, nowadays this fact challenges their very existence. Instead of visiting perfumeries 

consumers frequent the ever-spreading drugstore chains in order to test new products and look 

around without being under the scrutinizing eyes of a perfectly attired sales lady. In the end 

most consumers end up buying their products in the drugstore except for the occasional gift 

that needs to be professionally wrapped telling the presentee that her gift came from an 

exclusive perfumery. With the current perceptions and experiences the customers hold 

towards perfumeries in Germany it is only a question of time until most of the privately-

owned shops will disappear from the market. The results of the sessions imply that 

perfumeries need to create occasions for customers to frequent their shops giving them good 

reasons to do so not only for Christmas. Moreover the privately-owned perfumeries need to 

target the customers-to be already at a very young age for example by offering mother-

daughter experiences, or by hosting birthday parties for little girls including cake, candles and 

lots of make-up to try out and feel like little ‘grown-up’ princesses. Through this, positive 

imprints will be created and slowly the awkwardness of the hallowed halls that perfumeries 

currently hold in the consumers’ minds might fade. Still the question remains if the 

turnaround can be achieved in time to preserve the unique market set up of specialized 

retailing in Germany.  
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9 FUTURE RESEARCH 

As both posed null hypothesis were accepted in the quantitative Validity Test there is 

evidently room for further research. The theoretical background study pointed towards the 

conclusion that Rapaille’s theory in fact had some merit with his claims regarding the 

unconscious as well as related to cultural archetypes and the concept of the Culture Code. In 

this case however, the Validity Test could not confirm this tendency. Therefore the open 

question remains if the correct Culture Code had been derived from the data of if the scope 

manageable within the context of a master thesis was providing sufficient data to be analyzed 

and finally boiled down to a Culture Code. It might well be that with more sessions conducted 

in several other areas in Germany the context of the stories changes, which however would 

require a successive study. Another area for further research would be to investigate if the 

chosen construct of advertising liking is actually an appropriate measure to predict subsequent 

behavior. A roll-out of advert B for one of the privately-owned perfumeries in one test area in 

Germany could serve as a test ground for a mid- to long-term study investigating if a higher 

number of customers are frequenting the perfumery after the advert has been published. In 

addition this study could provide evidence if a change in the mental perception towards 

perfumeries has occurred as well as measure the behavioural change.  

Moreover the advances in neuroscience could be utilized to investigate further if the concept 

of a Culture Code exists or if the correct one has actually been found as opposed to a wrong 

Culture Code by measuring brain waves and monitoring the brain activity when studying an 

advert ‘on code’ versus an advert ‘against code’. For this several existing codes and adverts 

designed ‘on code’ versus adverts designed ‘against code’ should be part of this research 

project. 

Finally also the advert B ‘on code’ could be tested further, refining it with help of a graphic 

designer or art director. By creating several adverts ‘on code’ which are ranked in a pre-test 

the same basis would be created for the advert ‘on code’ before conducting another Validity 

Test against the already familiar adverts of type A.   
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10 CONCLUSION 

This thesis has set out to investigate what lies behind the provoking statement of Clotaire 

Rapaille cited in the introduction. While the theories of cultural archetypes and the 

effectiveness of the Culture Code postulated by Rapaille could not be scientifically proven in 

the context of this master thesis they served at the very least as a thought-provoking impulse. 

As described in the future research section above there is still room for further investigation of 

the concept. Nevertheless marketing and branding should keep an open mind for the 

unconscious which is beyond a doubt the key to every consumer’s actions. However, how to 

open this lock and tap into the consumer’s mind could not be ultimately answered here. Yet, 

the diverse and to some extend contradictory results retrieved as data from each part of a 

discovery session, which were similar in both cases, will leave every market researcher with 

the desire to follow up and investigate further. Especially since the critics of qualitative 

research become more frequent and start voicing their concerns louder. In addition it stays 

extremely interesting what neuroscience will be able to contribute to this topic in the future 

enriching qualitative research with scientifically hard facts. In this context also the method of 

Archetypes Discoveries might be more widely applied since the benefits of a multi-strand 

research illuminating a topic from various angles are not negligible. Likewise the consistence 

of the third hour results which were written down individually by each participant completely 

separated from the group implies that there is more to it. What can be questioned however is, 

if the results can be boiled down to a Culture Code. Though this question will only be able to 

be answered with a more extensive study.  

For perfumeries in Germany the results indicated that they are already down for the count. In 

order to keep this unique market set up with privately-owned perfumeries a real mind shift 

needs to take place. Shopping experiences in perfumeries need to be linked with pleasant and 

enjoyable experiences which are just as desirable as the products they sell. Therefore 

marketing campaigns need not only to be targeted at the direct customer base but also include 

future customers like children and teenage girls. Whether the Culture Code for perfumeries in 

Germany is really ‘by invitation only’ or not does not matter much at this point. The 

important message is that without a good reason - an invitation - the customers will currently 

rather avoid perfumeries instead of walking readily through the door. 
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12 APPENDIX  
 

12.1 VALIDITY TEST QUESTIONNAIRE  

 

E I N L E I T E N D E R  T E X T  

Herzlichen Dank, dass Sie sich die Zeit nehmen mich bei meiner Masterarbeit unterstützen. 
Die Dauer der Umfrage ist ungefähr 15-20 Minuten, ist in drei Teile unterteilt und komplett 
anonym.  

Teil 1: Sechs Fragen zur Erhebung demografischer Daten und um Muster in den Antworten 
zu erkennen in Bezug auf Alter, Geschlecht und kulturellem Hintergrund.  

Teil 2: Bewertung von zwei Anzeigen anhand von je 24 Aussagen zu der Sie bitte jeweils die 
zutreffende Antwort markieren. 

Teil 3: Eine Abschlussfrage 

 

T E I L  1 :  D E M O G R A F I S C H E  D A T E N  

P1Q101:  Geschlecht:  �  männlich �  weiblich 

P1Q201: Alter:  ____ Jahre 

P1Q301: Nationalität: ___________________________ 

 Nationalität der Eltern:  

P1Q401 Mutter: _____________________________ 

P1Q402  Vater: _____________________________ 

 Nationalität der Großeltern: 

Mütterlicherseits  Väterlicherseits: 

P1Q501 Großmutter:  ______________ P1Q503 Großmutter:  ______________ 

P1Q502 Großvater: ______________ P1Q504 Großvater: ______________ 

P1Q601: Haben Sie mindestens die ersten sieben Jahre Ihrer Kindheit 
hauptsächlich in Deutschland verbracht?  
�  ja �  nein 
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T E I L  2 :  B E W E R T U N G  D E R  A N Z E I G E N  

Bitte beantworten/bewerten Sie die folgenden Aussagen, in dem Sie die zutreffende Antwort 

markieren. 

P2Q1A/B: Mein erster Eindruck der Anzeige war: 
gefällt mir sehr gut   gefällt mir etwas neutral gefällt mir eher nicht gefällt mir gar nicht 

P2Q2A/B: Wenn ich über die Anzeige als Ganzes nachdenke, dann würde ich 
sagen sie… 

gefällt mir sehr gut gefällt mir etwas neutral gefällt mir eher nicht gefällt mir gar nicht 

P2Q3A/B: Diese Anzeige zeugt von Einfallsreichtum. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q4A/B: Die Anzeige ist raffiniert. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q5A/B: Das ist eine fantasievolle Anzeige. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q6A/B: Die Anzeige ist originell. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q7A/B: Insgesamt ist Anzeige doch ziemlich albern. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q8A/B: Ich finde die Anzeige einfach langweilig. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q9A/B: Das was diese Anzeige aussagt ist von Bedeutung von mich. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht  

P2Q10A/B: Es lohnt sich, sich diese Anzeige zu merken. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q11A/B: Ich glaube diese Anzeige ist effektiv. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q12A/B: Der Sinn dieser Anzeige erschließt sich für mich nicht. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q13A/B:  Ich habe das Gefühl, dass ich diese Anzeige nicht lange im Kopf behalten 
werde. 

stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q14A/B:  Diese Anzeige spiegelt auch Teile meines Lebens wieder bzw. ist so wie ich 
mir mein Leben manchmal vorstelle. 

stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 
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P2Q15A/B:  Diese Anzeige hat mich überzeugt wieder einmal in eine Parfümerie zu 
gehen. 

stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q16A/B:  Die Anzeige ist informativ. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q17A/B:  Ich kann der Anzeige Glauben schenken. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q18A/B: Diese Anzeige strahlt positive Energie aus. 

stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q19A/B: Diese Anzeige strahlt Lebensfreue aus. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q20A/B: Insgesamt spricht diese Anzeige mich nicht an. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q21A/B: Die Anzeige ist einfach gut gemacht. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q22A/B: Die Anzeige wirkt auf mich kalt. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q23A/B: Die Ausstrahlung der Anzeige ist sanft. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q24A/B: Wenn ich die Anzeige betrachte fühle ich mich wohl – sie ist einfühlsam. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q25A/B: Das was diese Anzeige ausdrückt stört mich. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q26A/B: Anzeigen wie diese habe ich schon tausend Mal gesehen – die sind doch 
alle gleich. 

stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q27A/B: Ich habe das Gefühl die Aussage der Anzeige ist scheinheilig. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 

P2Q28A/B: Diese Anzeige irritiert mich irgendwie. 
stimmt völlig stimmt etwas neutral stimmt eher nicht stimmt überhaupt nicht 
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T E I L  3 :  A B S C H L U S S F R A G E 

PQ101: Wenn Sie die beiden Anzeigen vergleichen, welche gefällt Ihnen besser? 

       

 

 

 

 

 

 

 

 

 

 

12.2 STATISTICAL RESULTS OF THE VALIDITY TEST  

12.2.1  DEMO G RAP HI C IN FOR MATION  

12.2.1.1  GEND ER  

P1Q101_Gender 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

weiblich 113 80,7 80,7 80,7 

männlich 27 19,3 19,3 100,0 

Total 140 100,0 100,0  
 

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

 
12.2.1.2 B IRT H  Y EAR  

Statistics 

P1Q201_Birthyear 

N 
Valid 140 

Missing 0 

Mean 1969,42 

Anzeige A 

 

Anzeige B 
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Median 1969,50 

Mode 1954a 

Std. Deviation 13,402 

Range 50 

a. Multiple modes exist. The 

smallest value is shown 

 

 

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

12.2.1.3 NATIONALITY  

P1Q301_Nationality 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

D 3 2,1 2,1 2,1 

Dänisch 1 ,7 ,7 2,9 

deutsch 87 62,1 62,1 65,0 

Deutsch 43 30,7 30,7 95,7 

deutsh 1 ,7 ,7 96,4 

dt 3 2,1 2,1 98,6 

kroatisch 1 ,7 ,7 99,3 

spanisch 1 ,7 ,7 100,0 

Total 140 100,0 100,0  

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

 

P1Q401_Mother's Nationality 

 Frequency Percent Valid Percent Cumulative 

Percent 
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Valid 

/ 1 ,7 ,7 ,7 

D 5 3,6 3,6 4,3 

Dänisch 1 ,7 ,7 5,0 

deutsch 82 58,6 58,6 63,6 

Deutsch 41 29,3 29,3 92,9 

dt 5 3,6 3,6 96,4 

kroatisch 1 ,7 ,7 97,1 

leibl. 1 ,7 ,7 97,9 

Rumänien 1 ,7 ,7 98,6 

spanisch 1 ,7 ,7 99,3 

türkisch 1 ,7 ,7 100,0 

Total 140 100,0 100,0  

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

 

P1Q402Father's Nationality 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

D 5 3,6 3,6 3,6 

Dänisch 1 ,7 ,7 4,3 

deusch 1 ,7 ,7 5,0 

deutsch 81 57,9 57,9 62,9 

Deutsch 41 29,3 29,3 92,1 

dt 5 3,6 3,6 95,7 

kroatisch 1 ,7 ,7 96,4 

Mutter 1 ,7 ,7 97,1 

Schweiz 1 ,7 ,7 97,9 

spanisch 1 ,7 ,7 98,6 

Tschechisch 1 ,7 ,7 99,3 

türkisch 1 ,7 ,7 100,0 

Total 140 100,0 100,0  

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

 

P1Q501_Maternal Grandma's nationality 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

(sudetendeutscher) 1 ,7 ,7 ,7 

D 5 3,6 3,6 4,3 

Dänisch 1 ,7 ,7 5,0 

deutsch 74 52,9 52,9 57,9 
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Deutsch 37 26,4 26,4 84,3 

Deutschp 1 ,7 ,7 85,0 

dt 5 3,6 3,6 88,6 

dt. 1 ,7 ,7 89,3 

kro. 1 ,7 ,7 90,0 

polnisch 2 1,4 1,4 91,4 

Polnisch 1 ,7 ,7 92,1 

rumänisch 1 ,7 ,7 92,9 

Schlesier 1 ,7 ,7 93,6 

schweiz 1 ,7 ,7 94,3 

Schweiz 1 ,7 ,7 95,0 

spanisch 1 ,7 ,7 95,7 

sudentendeutsch 1 ,7 ,7 96,4 

türkisch 1 ,7 ,7 97,1 

unbekannt 1 ,7 ,7 97,9 

ungarisch 1 ,7 ,7 98,6 

Ungarisch 2 1,4 1,4 100,0 

Total 140 100,0 100,0  

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

 
 

P1Q502_Maternal Grandpa's nationality 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

D 3 2,1 2,1 2,1 

Dänisch 1 ,7 ,7 2,9 

deutsch 77 55,0 55,0 57,9 

Deutsch 41 29,3 29,3 87,1 

deutschd 1 ,7 ,7 87,9 

dt 5 3,6 3,6 91,4 

dt. 1 ,7 ,7 92,1 

Egerländer 1 ,7 ,7 92,9 

kro. 1 ,7 ,7 93,6 

leibl.Vater 1 ,7 ,7 94,3 

rumänisch 1 ,7 ,7 95,0 

Schlesier 1 ,7 ,7 95,7 

spanisch 1 ,7 ,7 96,4 

sudetendeutsch 1 ,7 ,7 97,1 

türkisch 1 ,7 ,7 97,9 
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ungarisch 1 ,7 ,7 98,6 

Ungarisch 1 ,7 ,7 99,3 

USA 1 ,7 ,7 100,0 

Total 140 100,0 100,0  

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

 

P1Q503_Paternal Grandma's nationality 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

D 4 2,9 2,9 2,9 

deutsch 80 57,1 57,1 60,0 

Deutsch 42 30,0 30,0 90,0 

dt 5 3,6 3,6 93,6 

dt. 1 ,7 ,7 94,3 

kro. 1 ,7 ,7 95,0 

Rumäniendeutsch 1 ,7 ,7 95,7 

Schweiz 1 ,7 ,7 96,4 

spanisch 1 ,7 ,7 97,1 

tschechisch 1 ,7 ,7 97,9 

Tschechisch 1 ,7 ,7 98,6 

türkisch 1 ,7 ,7 99,3 

unbekannt 1 ,7 ,7 100,0 

Total 140 100,0 100,0  

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

 
 

P1Q504_Paternal Grandpa's nationality 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

D 4 2,9 2,9 2,9 

Dänisch 1 ,7 ,7 3,6 

deutsch 78 55,7 55,7 59,3 

Deutsch 41 29,3 29,3 88,6 

dt 5 3,6 3,6 92,1 

dt. 1 ,7 ,7 92,9 

französisch 1 ,7 ,7 93,6 

kro. 1 ,7 ,7 94,3 

Österreich 1 ,7 ,7 95,0 

polnisch 1 ,7 ,7 95,7 
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Schweiz 1 ,7 ,7 96,4 

spanisch 1 ,7 ,7 97,1 

tschechisch 1 ,7 ,7 97,9 

Tschechisch 1 ,7 ,7 98,6 

türkisch 1 ,7 ,7 99,3 

unbekannt 1 ,7 ,7 100,0 

Total 140 100,0 100,0  

Source: [DataSet2] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v2.sav 

 

 

12.2.1.4 GROWN UP AND RAISED IN GERMANY FOR THE FIRST 7 YEARS 

 

P1Q601_Spent first 7 years in GER 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

ja 121 98,4 98,4 98,4 

nein 2 1,6 1,6 100,0 

Total 123 100,0 100,0  
 

Source: [DataSet3] C:\Users\Stefanie Thuermer\Downloads\Master Thesis STH_29.06.2012_v3.sav 
 

 

12.2.2STATISTICAL A NALYSIS  

12.2.2.1 ESTIMATED STATISTICS:  L ITTLE ’ S MCAR  TEST 

 
 
Source: [DataSet3] C:\Users\Stefanie Thuermer\Downloads\SPSS Data Processing\Master Thesis STH_29.06.2012_v3. 
Sav 
 
Note:  As the complete table is too extensive to be depicted here only a screenshot with the 

relevant data of the significance is shown here. The complete table can be viewed on 

the appended CD in the file Little’s MCAR Test. 
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12.2.2.2 Paired-Samples T-Test Group 6 LIKING OVERALL  

 

Paired Samples Statistics 

 Mean N Std. Deviation Std. Error Mean 

Pair 1 
C6AGroupIMEWR_Liking A 3,13 121 ,724 ,066 

C6BGroupIMEWR_Liking B 3,19 121 ,741 ,067 

 

Paired Samples Correlations 

 N Correlation Sig. 

Pair 1 

C6AGroupIMEWR_Liking A 

& C6BGroupIMEWR_Liking 

B 

121 ,107 ,241 

 

Paired Samples Test 

 Paired Differences t df Sig. (2-

tailed) Mean Std. 

Deviation 

Std. Error 

Mean 

95% Confidence Interval of 

the Difference 

Lower Upper 

Pair 

1 

C7AGroupIMEW_Likin

g 4 main factors A - 

C7BGroupIMEW_Likin

g 4 main factors B 

-,31505 1,06149 ,09650 -,50611 -,12399 -3,265 120 ,001 

 
Source:  [DataSet2] C:\Users\Stefanie Thuermer\Downloads\SPSS Data Processing\Master Thesis STH_29.06.2012 

_v4.0_no missing.sav 

12.2.2.3 Paired-Samples T-Test Groups 1 to 5 

Paired Samples Statistics 

 Mean N Std. Deviation Std. Error Mean 

Pair 1 
C1AGroupI_Ingenuity A 3,05 121 ,986 ,090 

C1BGroupI_Ingenuity B 3,34 121 ,949 ,086 

Pair 2 
C2AGroupM_Meaningful A 3,68 121 ,745 ,068 

C2BGroupM_Meaningful B 3,14 121 ,862 ,078 

Pair 3 
C3AGroupE_Energy A 2,76 121 ,923 ,084 

C3BGroupE_Energy B 3,40 121 ,895 ,081 

Pair 4 
C4AGroupW_Warmth A 2,54 121 ,921 ,084 

C4BGroupW_Warmth B 3,40 121 ,901 ,082 

Pair 5 

C5AGroupR_Doesn't rub the 

wrong way A 
2,83 121 ,747 ,068 

C5BGroupR_Doesn't rub the 

wrong way B 
2,73 121 ,711 ,065 

Pair 6 
C6AGroupIMEWR_Liking A 3,13 121 ,724 ,066 

C6BGroupIMEWR_Liking B 3,19 121 ,741 ,067 
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Paired Samples Correlations 

 N Correlation Sig. 

Pair 1 
C1AGroupI_Ingenuity A & 

C1BGroupI_Ingenuity B 
121 ,115 ,209 

Pair 2 
C2AGroupM_Meaningful A & 

C2BGroupM_Meaningful B 
121 ,173 ,057 

Pair 3 
C3AGroupE_Energy A & 

C3BGroupE_Energy B 
121 -,028 ,760 

Pair 4 
C4AGroupW_Warmth A & 

C4BGroupW_Warmth B 
121 ,085 ,353 

Pair 5 

C5AGroupR_Doesn't rub the 

wrong way A & 

C5BGroupR_Doesn't rub the 

wrong way B 

121 ,217 ,017 

Pair 6 

C6AGroupIMEWR_Liking A 

& C6BGroupIMEWR_Liking 

B 

121 ,107 ,241 

 
 

Paired Samples Test 

 Paired Differences t df Sig. (2-

tailed) Mean Std. 

Deviation 

Std. 

Error 

Mean 

95% Confidence Interval 

of the Difference 

Lower Upper 

Pair 

1 

C1AGroupI_Ingenuity A - 

C1BGroupI_Ingenuity B 
-,294 1,288 ,117 -,526 -,062 -2,513 120 ,013 

Pair 

2 

C2AGroupM_Meaningful A - 

C2BGroupM_Meaningful B 
,542 1,037 ,094 ,356 ,729 5,752 120 ,000 

Pair 

3 

C3AGroupE_Energy A - 

C3BGroupE_Energy B 
-,644 1,303 ,118 -,879 -,410 -5,438 120 ,000 

Pair 

4 

C4AGroupW_Warmth A - 

C4BGroupW_Warmth B 
-,864 1,232 ,112 -1,086 -,642 -7,713 120 ,000 

Pair 

5 

C5AGroupR_Doesn't rub the 

wrong way A - 

C5BGroupR_Doesn't rub the 

wrong way B 

,100 ,913 ,083 -,064 ,264 1,202 120 ,232 

Pair 

6 

C6AGroupIMEWR_Liking A - 

C6BGroupIMEWR_Liking B 
-,064 ,979 ,089 -,240 ,113 -,715 120 ,476 

 
Source:  [DataSet2] C:\Users\Stefanie Thuermer\Downloads\SPSS Data Processing\Master Thesis STH_29.06.2012 

_v4.0_no missing.sav 
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12.2.2.4 Paired-Samples T-Test Attributes of Group 5 DOESN’ T RUB 

THE WRONG WAY 

Paired Samples Statistics 

 Mean N Std. Deviation Std. Error Mean 

Pair 1 

P2Q25AU_Doesn't rub deht 

wrong way A_umcodiert 
2,27 121 1,245 ,113 

P2Q25BU_Doesn't rub deht 

wrong way B_umcodiert 
2,43 121 1,270 ,115 

Pair 2 

P2Q26AU_Not worn out 

A_umcodiert 
3,66 121 1,004 ,091 

P2Q26BU_Not worn out 

B_umcodiert 
3,27 121 1,064 ,097 

Pair 3 

P2Q27AU_Not phony 

A_umcodiert 
3,06 121 1,192 ,108 

P2Q27BU_Not phony 

B_umcodiert 
3,03 121 1,150 ,105 

Pair 4 

P2Q28AU_Not irritating 

A_umcodiert 
2,32 121 1,112 ,101 

P2Q28BU_Not irritating 

B_umcodiert 
2,19 121 1,043 ,095 

 

Paired Samples Correlations 

 N Correlation Sig. 

Pair 1 

P2Q25AU_Doesn't rub the wrong way 

A_umcodiert & P2Q25BU_Doesn't rub the 

wrong way B_umcodiert 

121 ,031 ,739 

Pair 2 
P2Q26AU_Not worn out A_umcodiert & 

P2Q26BU_Not worn out B_umcodiert 
121 ,051 ,577 

Pair 3 
P2Q27AU_Not phony A_umcodiert & 

P2Q27BU_Not phony B_umcodiert 
121 ,212 ,020 

Pair 4 
P2Q28AU_Not irritating A_umcodiert & 

P2Q28BU_Not irritating B_umcodiert 
121 ,141 ,124 
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Paired Samples Test 

 Paired Differences t df Sig. (2-

tailed) Mean Std. 

Deviation 

Std. Error 

Mean 

95% Confidence Interval 

of the Difference 

Lower Upper 

Pair 1 

P2Q25AU_Doesn't rub 

the wrong way 

A_umcodiert - 

P2Q25BU_Doesn't rub 

the wrong way 

B_umcodiert 

-,157 1,751 ,159 -,472 ,158 -,986 120 ,326 

Pair 2 

P2Q26AU_Not worn out 

A_umcodiert - 

P2Q26BU_Not worn out 

B_umcodiert 

,391 1,425 ,130 ,135 ,648 3,020 120 ,003 

Pair 3 

P2Q27AU_Not phony 

A_umcodiert - 

P2Q27BU_Not phony 

B_umcodiert 

,032 1,471 ,134 -,232 ,297 ,243 120 ,808 

Pair 4 

P2Q28AU_Not irritating 

A_umcodiert - 

P2Q28BU_Not irritating 

B_umcodiert 

,132 1,414 ,129 -,122 ,387 1,029 120 ,306 

 
Source:  [DataSet2] C:\Users\Stefanie Thuermer\Downloads\SPSS Data Processing\Master Thesis STH_29.06.2012 

_v4.0_no missing.sav 

 

 
 
12.2.2.5 Paired-Samples T-Test Attributes of Group 7 LIK ING OVERALL 

EXCLUDING GROUP 5 
 

Paired Samples Statistics 

 Mean N Std. Deviation Std. Error Mean 

Pair 1 

C7AGroupIMEW_Liking 4 

main factors A 
3,0057 121 ,77326 ,07030 

C7BGroupIMEW_Liking 4 

main factors B 
3,3208 121 ,78873 ,07170 

 
 

Paired Samples Correlations 
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 N Correlation Sig. 

Pair 1 

C7AGroupIMEW_Liking 4 

main factors A & 

C7BGroupIMEW_Liking 4 

main factors B 

121 ,076 ,404 

 
 

Paired Samples Test 

 Paired Differences t df Sig. (2-

tailed) Mean Std. 

Deviation 

Std. Error 

Mean 

95% Confidence Interval 

of the Difference 

Lower Upper 

Pair 

1 

C7AGroupIMEW_Liking 4 

main factors A - 

C7BGroupIMEW_Liking 4 

main factors B 

-,31505 1,06149 ,09650 -,50611 -,12399 -3,265 120 ,001 

 
Source:  [DataSet2] C:\Users\Stefanie Thuermer\Downloads\SPSS Data Processing\Master Thesis STH_29.06.2012 

_v4.0_no missing.sav 

 
 

12.2.2.6 FREQUENCY TEST AND CROSS TABULATION FOR PREFERENCE 

(P3Q101) 

 

Statistics 

P3Q101_Preference 

N 
Valid 121 

Missing 0 

Mean 1,39 

Std. Deviation ,489 

 
 

P3Q101_Preference 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Anzeige A 74 61,2 61,2 61,2 

Anzeige B 47 38,8 38,8 100,0 

Total 121 100,0 100,0  
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Source:  [DataSet2] C:\Users\Stefanie Thuermer\Downloads\SPSS Data Processing\Master Thesis STH_29.06.2012 
_v4.0_no missing.sav 
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