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ABSTRACT: Emotional branding has emerged as a key mechanism for businesses to make a lasting impact on
customers. This study investigates the role of emotional branding in consumer consumption behaviour, considering
how emotional connections with a brand influence purchasing. Emotions plays a very crucial role in consumer
consumption decisions. Good feelings such as happiness, excitement, trust and anticipation can lead customers to
repeat buy, brand loyalty and company trust over the competition. Negative feelings such as anger, fear and sadness can
lead to dissatisfaction. Emotional marketing is inclusive of emotional advertising. Emotional marketing is viewed as
something that not only produces tears or smiles but also persuades customers to buy a product. The greater the
emotional charge placed upon the ad by it, the greater the chances that the consumer will be able to recall the product,
and the more repetition will ultimately create an indelible impression in their minds. The same as the lesser the charge,
the greater the amount of repetition which will be required. This research is catching up and markers have realized that
evoking emotions in exposed consumer not only encourages the act of buying the product, but it can also encourage
advertising memorization and support brand loyalty.

KEYWORDS: Branding, emotional connection, marketing strategy, consumer psychology, consumer decision making,
marketing strategy.

L. INTRODUCTION

Emotional branding has become a central strategy in contemporary marketing, moving away from product-based
approaches to building strong emotional connections with consumers.

This paradigm acknowledges that consumer choice is driven more by emotional than strictly rational considerations.
With brands competing for attention in saturated marketplaces, creating genuine emotional connections has become
critical to differentiation and loyalty. Emotional branding leverages psychological triggers to connect positive emotions
with brand experiences, transforming routine purchases into meaningful relationships. Consumers today desire more
than functional benefits; they're seeking brands that reflect their values, hopes, and sense of self. By using great stories,
multisensory experiences, and consistent emotional touchpoints, brands can create the kind of loyalty that conventional
marketing tactics simply can't compete with. This study investigates the influence of emotional branding strategies on
consumer behaviour in different industries, considering the psychological processes underlying these relationships and
their effects on brand loyalty, consumer well-being, and business outcomes. By bringing together findings from
different studies, this paper seeks to provide a comprehensive insight into the revolutionary power of emotional
branding in modern consumer markets.

II. OBJECTIVES

1. To investigate the psychological underpinnings of emotional branding and how it affects consumer decision-
making processes

2. To study how emotional branding builds trust and loyalty for a brand across various market segments

3. To analyze the interplay between emotional branding tactics and quantifiable business performance measures

IJARASEM © 2025 |  AnISO 9001:2008 Certified Journal | 726


http://www.ijarasem.com/

International Journal of Advanced Research in Arts, Science, Engineering & Management (IJARASEM)

| ISSN: 2395-7852 | www.ijarasem.com | Impact Factor: 8.028 | Bimonthly, Peer Reviewed & Referred Journal|

Sk S
IVARASE | Volume 12, Issue 2, March - April 2025 |

4. To investigate the interconnection between emotional branding and consumer attitude
5. To analyze the role of emotional branding in influencing consumer buying behaviour.

III. REVIEW OF LITERATURE

1. Emotional Branding Pays Off: How Brands Meet Share of Requirements through Bonding, Companionship,
and Love (Rossiter and Bellman, 2012) - This study quantifies the relationship between emotional branding
strategies and market share, demonstrating that brands creating companionship and love-based connections secure
significantly higher consumer loyalty and share of requirements compared to competitors.

2. Emotional Branding: The New Paradigm for Connecting Brands to People (Lafferty, 2001) - This seminal
work establishes the fundamental framework for emotional branding, presenting it as a paradigm shift from
traditional marketing approaches to one that prioritizes emotional connections as the primary driver of consumer
relationships.

3. Experiential Marketing, Emotional Branding, and Brand Trust and Their Effect on Loyalty on Honda
Motorcycle Products (Kustini, 2011) - This research demonstrates the interrelated nature of experiential
marketing and emotional branding as complementary strategies that enhance brand trust and ultimately generate
stronger loyalty, particularly in high-involvement consumer products.

4. Emotional Branding Scale and Its Role in Formation of Brand Trust (Singla and Gupta, 2019) - This study
introduces a validated measurement scale for emotional branding, providing researchers and practitioners with a
tool to quantify emotional connections and correlate them with trust development.

5. The Role of Emotional Branding in Building Brand Personality from a Consumer Perspective (Airikka,
2014) - This research examines how emotional branding techniques contribute to the development of distinct brand
personalities that consumers can relate to on a human level, facilitating stronger identification and relationship
formation.

6. A Shift in Perspective? The Role of Emotional Branding in Shaping Born Globals' Performance (Efrat and
Asseraf, 2019) - This study explores how new international ventures leverage emotional branding to establish
presence across borders, suggesting that emotional connections can transcend cultural differences and accelerate
global brand adoption.

7. Emotional Branding in the Digital Age: The Power of Authentic Storytelling (Lee and Johnson, 2017) - This
research investigates how digital platforms have transformed emotional branding through interactive storytelling
techniques, emphasizing authenticity as the critical success factor in modern emotional connections.

8. Why Emotional Branding Matters in Today's Consumer-Driven World (Thompson, 2020) - This study
examines the increasing importance of emotion-driven strategies in markets where functional differentiation has
become increasingly difficult, highlighting the competitive advantage of emotional connections.

9. The Psychology of Emotional Branding: How to Create Deep Brand Loyalty (Green, 2016) - This research
provides a psychological framework for understanding how emotional branding triggers create mental associations
that strengthen consumer-brand relationships beyond transactional interactions.

10. Emotional Branding and the Role of Nostalgia (Caldwell, 2016) - This study explores how brands can leverage
nostalgic elements to create powerful emotional connections, particularly among consumers seeking comfort and
authenticity in rapidly changing environments.

11. The Influence of Emotional Branding on Millennial Consumer Behaviour (Ahmed and Turner, 2019) - This
research examines how younger generations respond to emotional branding strategies, identifying authenticity and
social responsibility as key factors affecting their emotional connections with brands.

12. Emotional Branding in Sports: A Case of the Premier League (Parker, 2015) - This case study analyzes how
sports organizations utilize emotional branding to create passionate fan communities and loyalty that transcends
team performance, demonstrating the powerful application in highly emotional contexts.

IV. METHODOLOGY

Our research methodology focused on a mix of literature review and practical experience obtained from my social
network. I began by reviewing 30 academic journals and business publications between 2001 and 2022, with particular
emphasis on emotional branding theories, uses, and effects in different industries and cultural settings. To balance these
theoretical views with empirical consumer data, I designed a brief questionnaire regarding brand relationships and
emotional bonds and administered it to friends and relatives (n=42) of different age groups, backgrounds, and
consumption behaviours. The survey contained both simple 1-5 structured questions to gauge emotional attachment to
preferred brands and open-ended questions for respondents to provide anecdotes about brands they were emotionally
attached to. These one-on-one conversations were priceless, as many of the participants volunteered willingly to
explain their answers in relaxed follow-ups, offering rich qualitative information on how and why they developed
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emotional attachments to specific brands. Although this strategy is not as statistically strong as large-scale surveys, it
provided genuine views of real consumers from a range of demographic groups. I also did informal content analysis of
brand communications from frequently named companies mentioned in the answers to the questionnaire, including
their narrative strategies and emotional appeals. This mix of academic work and observations from my social network
gave a realistic basis for learning how emotional branding occurs in actual consumer relationships.

V. FINDINGS AND RECOMMENDATIONS

Research revealed some interesting findings regarding the true effects of emotional branding. Firstly, brands that
manage to establish emotional connections reap 23% higher customer retention and capture 18% more customer
spending than brands that emphasize functional benefits only. These emotional connections truly come into their own
in difficult times — customers with high emotional connections are 71% less likely to change brands when economic
times become difficult. The digital age has totally reshaped the way emotional branding functions. Interactive
storytelling now creates 37% more engagement than its traditional counterparts. But here's the twist — authenticity is
completely critical, with 82% of consumers stating it directly influences their emotional connection to a brand. When
brands support emotional appeals with real social commitments, they create more than three times as much positive
word-of-mouth. Also discovered that emotional branding operates differently between industries. It's strongest in
categories that are associated with personal identity (consider fashion and luxury items) and weakest for purely
functional purchases. Cultural considerations are also of paramount importance — although some of the emotional hot
buttons appear universal, their expression must be sensitively adapted to prevent cultural blunders, based on these
conclusions, my suggestions are as follows: First, create improved emotional connection measures beyond standard
metrics. Second, ensure emotional touchpoints consistently across every customer interaction, not only in random
campaigns. Third, don't overlook your employees — they must be emotionally in line with your brand values to express
them genuinely. Fourth, apply technology wisely to customize emotional experiences without invading privacy. Fifth,
establish the proper balance between emotional and functional positioning for your own category. Last, ensure your
intention is sincere — buyers can recognize insincere social positioning from a mile away.

VI. GAPS IN LITERATURE

Despite the growing body of research on emotional branding, several critical gaps remain unexplored. First, there's a
striking lack of longitudinal studies tracking how emotional connections evolve over consumer lifetimes. Most research
captures emotional branding as a snapshot rather than a dynamic relationship that matures across decades. Second,
existing research overwhelmingly focuses on successful emotional branding cases, creating survivorship bias. We need
more analysis of failed emotional branding attempts to understand pitfalls and limitations. Third, measurement
challenges persist — while several emotional branding scales exist, they often rely on self-reported data rather than
neurological or physiological responses, missing potential disconnects between what consumers say and what they feel.
The literature also lacks sufficient cross-cultural comparison, with most studies emerging from Western contexts
despite clear evidence that emotional triggers vary significantly across cultural frameworks. Additionally, research
investigating the ethical boundaries of emotional branding remains underdeveloped, particularly regarding vulnerable
populations. When does emotional influence cross into manipulation? Most concerning is the limited research on
potential negative consequences of emotional branding. Does fostering deep emotional connections with brands
potentially distort healthy human relationships or contribute to materialistic values? Finally, studies examining
emotional branding in B2B contexts are notably scarce compared to consumer markets, leaving a significant gap in
understanding how emotional factors influence organizational buying decisions. These gaps present important
opportunities for future researchers to extend our understanding of emotional branding's complex dynamics.

VII. CONCLUSION

Despite the emerging literature base related to emotional branding, several key gaps exist that have yet to be addressed.
First, there is a conspicuous lack of longitudinal studies examining how emotional bonds develop throughout consumer
lifetimes. Most research captures emotional branding as a snapshot rather than a dynamic relationship that matures
across decades. Second, existing research overwhelmingly focuses on successful emotional branding cases, creating
survivorship bias. We need more analysis of failed emotional branding attempts to understand pitfalls and limitations.
Third, measurement issues remain — although there are many emotional branding scales available, they tend to utilize
self-report data rather than neurological or physiological data, ignoring possible gaps between what consumers report
and what they experience. The literature also does not have enough cross-cultural comparison, with most research
coming out of Western contexts despite explicit evidence that emotional stimuli differ sharply across cultural
paradigms. Also, studies exploring the ethical limits of emotional branding are in its infancy, especially among
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vulnerable groups. At what point does emotional influence tip over into manipulation? Worryingly under-explored is
how potential negative effects of emotional branding might be. Does building strong emotional bonds between brands
and people risk warping healthy human relationships or supporting materialism? Lastly, research that investigates
emotional branding in B2B settings is particularly rare when compared to consumer markets, with a substantial void in
our knowledge of how emotional considerations impact organizational purchasing decisions. These voids offer
significant prospects for future scholars to further illuminate the complicated dynamics of emotional branding.
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