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Abstract

The emotional value of products has become a significant factor influencing the consumption deci-
sions of Generation Z. Happy Socks, as an emerging fashion brand targeting Generation Z, has
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successfully achieved brand promotion and product marketing by delivering emotional value. Its
marketing approach primarily consists of four steps: First, use vibrant color designs to evoke positive
emotions in consumers, strengthen emotional connections with them, and enhance brand appeal. Sec-
ond, it engages in cross-border collaborations and co-branding with artists to deepen users’ interest
in the products. Third, it adopts a “ugly-is-beautiful” grotesque design strategy to satisfy Generation
Z’s curiosity and increase purchase intent. Finally, it employs an interactive model where consumers
participate in the design process, enriching their user experience and boosting purchasing motivation
and brand loyalty. These four pathways collectively construct Happy Socks’ mechanism for conveying
emotional value, offering practical insights for similar brands in their marketing efforts.
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