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Unit 7: e-Portfolio activity 

In relation to the ‘Components of User Experience’ model from Van der Linden et al. 

(2019) (below), consider the ‘Emotional reactions’ of user experience. 

 

Figure: Components of User Experience Model (Van der Linden et al., 2019) 

Description of image 

On the highest level, system properties, user characteristics and context parameters 

feed into human-technology interaction. In the CUE model, the core aspects of the 

user experience are summarised in three distinct components: the Perceived 

instrumental qualities, the Perceived non-instrumental qualities and the Emotional 

reactions. These three make up User experience consequences: overall judgments, 

usage behaviour and choice between alternatives. 

Question: As a project manager, what might be your response to managing the 

emotional reactions of a customer? You should use at least three academic papers to 

support your response and write a minimum of 300 words as your response. 
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Managing Customer Emotional Reactions: A Project Manager's Perspective 

When managing any project, it is crucial to consider the impact of customer emotional 

reactions. The CUE model, introduced by Van Der Linden et al. (2003), provides a 

practical framework for analysing user experience (UX) and is instrumental in 

understanding the significant influence of emotional reactions on user judgment, usage 

behaviour, and decision-making. However, according to Da Silva & Alwi (2006), it's 

important to note that cognitive and affective branding are closely intertwined, with the 

emotional brain interacting with the cognitive brain. Yet, despite recent studies 

attempting to comprehend the interaction between cognition and emotion in branding, 

there is no consensus on the sequence or causality between the two. This lack of 

consensus underscores the complexity of the topic and the need for further research. 

In sum, as per Hornbæk & Hertzum (2017), UX models seek to comprehend the impact 

of user experience on product quality and satisfaction. 

Project managers must employ effective techniques to manage customers' emotional 

reactions. Here are some key tactics to consider: 

• Emphasis on perceived instrumental qualities: According to Mahlke’s (2008) 

research, perceived instrumental attributes play a crucial role in user 

experience. To minimise annoyance and unpleasant feelings, offering a product 

or service that is easy to use and fulfils user demands is essential. 

 

• Recognising and validating users' emotions: Acknowledging and validating 

customers' emotions is essential in managing their reactions. As Grieve (2023) 

highlights, listening to customers' concerns and acknowledging their feelings is 

vital, mainly when they express dissatisfaction or disappointment. 

 

• Expectation management: To effectively navigate relationships, it is crucial to 

consider factors such as cultural background, biases, and changing relationship 

dynamics. Constant negotiation and adjustment are essential for better 

understanding and cooperation in personal and professional contexts, fostering 

trust and averting unpleasant feelings resulting from unexpected setbacks 

(Shakeri & Khalilzadeh, 2020). 
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• Transparency and effective communication: Regularly updating the project's 

status and addressing any obstacles or delays can foster trust and prevent 

adverse emotional reactions resulting from unexpected setbacks (Sithambaram 

et al., 2021). 

 

• Positive reinforcement: Celebrating and recognising customer achievements 

and providing gratifying evaluations greatly influence emotional reactions, 

strengthen the value proposition, and foster community (Lonczak, 2019). 

 

• User Experience (UX): Prioritizing User Experience (UX) is imperative for 

successful customer emotions. Implementing UX principles, such as 

understanding client needs, co-creation, clear communication, prototyping, user 

testing, training, and post-implementation evaluation, can significantly enhance 

customer satisfaction, trust, and overall project success (Dyson, 2023). 
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