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Abstract 

Due to their potential to elicit powerful emotional reactions from customers, emotional advertising 

appeals have attracted a lot of attention in the world of marketing. This study looks at how emotional 

advertising appeals affect how consumers make decisions. The goal is to comprehend how consumer 

attitudes, preferences, and buying intentions are affected by the emotions elicited by commercials. 

This research examines numerous emotional appeals frequently employed in advertising, such as fear, 

happiness, sadness, anger, and nostalgia. It does so by drawing on a thorough assessment of the 

literature. It investigates the psychological processes that underlie emotional advertising and its 

effects on buying patterns. According to research, emotional advertising appeals have a significant 

impact on how consumers make decisions. A brand and its associated messages are more memorable 

when using emotional appeals to draw in customers. Additionally, the views, attitudes, and purchase 

intentions of consumers are substantially influenced by the emotions elicited by advertising. This 

study advances knowledge of emotional appeals in advertising and how they affect marketing. It 

offers insights on how to employ emotional appeals strategically to engage customers, foster brand 

loyalty, and ultimately influence purchasing decisions. Marketers can make use of these insights to 

develop compelling advertising campaigns that connect with consumers on an emotional level, 

resulting in more successful consumer decision-making and communication. 
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Introduction:  

Companies are continuously looking for novel approaches to grab consumers' attention and sway their 

purchasing decisions in today's cutthroat industry. Emotional appeals have become a potent tool for 

marketers to engage customers on a deeper level among the different advertising strategies used. To 

create an enduring and emotional connection between the company and its target audience, emotional 

advertising appeals try to arouse strong emotions like happiness, excitement, terror, or nostalgia. 

This paper investigates how persuasive emotional appeals in advertising can be on purchasing 

decisions. It explores the psychological processes that underpin consumers' emotional reactions and 

how these processes influence how they feel, which in turn shapes how they feel, what they like, and 

ultimately what they buy. Marketing professionals may create more persuasive advertising campaigns 

that connect with their target audience and influence consumer behavior by understanding the effects 

of emotional appeals. 

Consumers' basic emotions, which are key factors in their decision-making processes, are tapped into 

by emotional appeals. Emotions can have a big impact on how people evaluate and perceive goods 

and services, according to research. Joy and enthusiasm are examples of positive emotions that can 

foster a favorable attitude towards a business and improve purchase intention. Negative feelings, such 

as guilt or fear, on the other hand, might spur customers to act or steer clear of prospective dangers, 

influencing their decisions. 

Additionally, emotional advertising appeals have the capacity to create long-lasting bonds between 

brands and consumers. Customers are more likely to establish brand loyalty and make repeat 

purchases and favorable word-of-mouth referrals when they feel an emotional connection to a product 

or service. Additionally, emotional appeals have the power to improve brand recall and recognition, 

elevating the company's prominence in consumers' minds despite the crowded advertising 

environment. 

Moreover, Escalas and Bettman (2017) stated that emotional appeals have been seen to shape how 

consumers perceive the features and advantages of products, which has an impact on how they make 
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decisions. Consumers' perceptions of items can be skewed by emotions, making them seem more 

desirable, valuable, or superior because of the emotional experience they associate with marketing. 

Consumers' perceptions of a brand's personality can also be influenced by emotional appeals, 

portraying it as caring, dependable, or thrilling, which has an additional impact on how they make 

decisions. 

It is important to remember that emotional appeals may not always work in all situations. Jones and 

Johnson (2018) explain that campaigns that appeal to emotions will be more successful if they are 

consistent with the brand's image and the qualities of the target audience. Marketing professionals 

must be aware of these contextual aspects to make sure that emotional appeals support the desired 

message and connect with the target audience. 

In conclusion, emotional appeals in advertising have a significant influence on how consumers make 

decisions. Marketers may establish enduring relationships with customers, shape their perceptions and 

attitudes, and eventually influence their purchasing decisions by stirring up strong emotions in them. 

Understanding the intricacies of emotional appeals is becoming more and more important for 

businesses looking to connect with and resonate with their target audience as the advertising 

landscape changes. 

Literature Review: 

Advertisers work hard to grab consumers' attention and sway their decisions in today's fiercely 

competitive market. The use of emotional advertising appeals is a potent marketing technique. 

Evoking emotional reactions from consumers is the goal of emotional appeals, which are used to build 

brand ties and influence purchasing behaviour. This study of the literature analyses how emotional 

advertising appeals affect consumer choice, taking conclusions from several studies carried out by 

experts in the field. 

In their investigation on the effects of emotional advertising appeals on consumer behaviour, Schmitt, 

Hagtvedt, and Koo (2019) discovered that these appeals have a significant impact on customers' 

views and purchase intentions. Their research showed that emotional content in commercials was 

more potent at grabbing consumers' attention and fostering favourable brand connections than rational 

appeals. 

Parker and Peterson (2018) investigated how emotional advertising appeals affected consumers' 

heuristics for making decisions. Their research showed that affective decision-making mechanisms 

were engaged by emotional appeals, resulting in a rise in impulsive and emotionally motivated 

purchasing decisions. These results show that emotional appeals in advertising can persuade 

consumers to rely more on emotional cues than on rational factors. 

Escalas and Bettman (2017) investigated how emotional advertising appeals affected how 

consumers processed information. According to their research, emotional appeals can grab customers' 

attention and make it easier for knowledge about a brand to be stored in memory, which increases 

recall. This shows that emotional advertising appeals can effectively sway consumers' decision-

making processes during the cognitive processing stage. 

Vlachos, Vrechopoulos, and Ntalianis (2018) looked at the connection between emotional appeals in 

advertising and customer engagement. Their research showed that emotional appeals had a beneficial 

impact on customers' emotional involvement and active brand participation, which improved brand 

advocacy and loyalty. Emotional connections and the development of long-lasting consumer 

relationships were found to be facilitated by emotional advertising appeals. 

To create a bond between the brand and the target market, emotional advertising appeals are made to 

evoke emotional responses from consumers. According to Shavitt and Brock (2017), emotional 

appeals have a big impact on how consumers feel about products and how likely they are to make a 

purchase. 

It is possible for emotional advertising appeals to influence how consumers perceive information and 

make decisions. According to Tsiotsou and Ratten (2018), emotional appeals draw customers' 

attention, make it easier for them to store and retrieve information, and enhance their likelihood of 

making a purchase. 

Consumer brand loyalty is also facilitated by emotional appeals in advertising. According to Aaker 

and Keller (2019), emotional appeals build a powerful emotional tie between a business and its 

customer, increasing brand advocacy and loyalty. 



International Journal of Early Childhood Special Education (INT-JECS) 

DOI: 10.48047/intjecse/v14i4.425 ISSN: 1308-5581 Vol 14, Issue 04 2022 
 

3108 

 

Smithson and Wilson (2019) investigate how emotional advertising appeals affect how consumers 

perceive information. They contend that emotional appeals draw attention and affect the processes 

involved in information encoding, retrieval, and decision-making. Emotional marketing has the power 

to alter how consumers view a product's features and affect how they decide to act. 

Jones and Johnson (2018) contend that emotional appeals in advertising can increase customer brand 

loyalty. People develop strong emotional connections with a brand when emotional appeals are in line 

with their beliefs, needs, and aspirations. Recurring purchases and long-term brand loyalty may be 

influenced by these linkages. 

Smith (2017) contends that emotional appeals in advertising have a significant influence on customer 

behaviour. Consumer attention, memorability, and brand recall are all increased when emotional 

appeals are used. Such appeals have the potential to elicit a favourable affective reaction, which may 

strengthen brand perceptions and purchase intentions. 

Objective 

To investigate theinfluence of emotional advertising appeals on consumer decision making 

Methodology 

This research is a descriptive type that collected data from 201 participants, including consumers who 

are most likely to be interested in or affected by the advertised product or service. The data were 

analyzed using a checklist question, which required respondents to answer with either a "Yes" or a 

"No" for each question. 

Data Analysis and Interpretations 

Table 1 The Influence of Emotional Advertising Appeals on Consumer Decision Making 

SL 

No.  

The Influence of Emotional Advertising 

Appeals on Consumer Decision Making 

Yes % 

Yes 

No % No Total  

1 By tapping into consumers' emotions, 

advertisers can create a strong connection 

and resonance with their target audience. 

167 83.08 34 16.92 201 

2 Emotional appeals evoke feelings, such as 

happiness, sadness, fear, or nostalgia, 

which can influence consumers' attitudes, 

beliefs, and behaviors.  

183 91.04 18 8.96 201 

3 Emotional advertising appeals have been 

shown to enhance brand recall and 

recognition.  

157 78.11 44 21.89 201 

4 Positive emotional appeals, such as humor 

or joy, can create a positive association 

with a brand and its products.  

169 84.08 32 15.92 201 

5 Negative emotional appeals, such as fear or 

sadness, can be effective in creating a 

sense of urgency or highlighting potential 

risks or problems.  

159 79.10 42 20.90 201 

6 When consumers have an emotional 

connection with a brand, they are more 

likely to choose it over other alternatives. 

179 89.05 22 10.95 201 

7 By appealing to consumers' emotions, 

advertisers can create a sense of 

authenticity and empathy, making 

consumers feel understood and valued. 

153 76.12 48 23.88 201 

8 Emotional appeals can also influence 

consumers' perception of the product's 

value.  

189 94.03 12 5.97 201 

 

Table 1 shows the influence of emotional advertising appeals on consumer decision making. It was 

found that around 94.0% respondents accept that emotional appeals can also influence consumers' 

perception of the product's value. Additionally, emotional appeals evoke feelings, such as happiness, 
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sadness, fear, or nostalgia, which can influence consumers' attitudes, beliefs, and behaviors (91.0%). 

Moreover, when consumers have an emotional connection with a brand, they are more likely to 

choose it over other alternatives (89.0%). Positive emotional appeals, such as humor or joy, can create 

a positive association with a brand and its products (84.0%). Furthermore, by tapping into consumers' 

emotions, advertisers can create a strong connection and resonance with their target audience (83.0%). 

In addition, negative emotional appeals, such as fear or sadness, can be effective in creating a sense of 

urgency or highlighting potential risks or problems (79.1%). However, emotional advertising appeals 

have been shown to enhance brand recall and recognition (78.1%). Lastly, by appealing to consumers' 

emotions, advertisers can create a sense of authenticity and empathy, making consumers feel 

understood and valued (76.1%). 

Conclusion: 

In conclusion, it is impossible to overestimate the impact of emotional advertising appeals on 

customer choice. Consumers can be drawn in, have their emotions stirred, and ultimately have their 

purchasing decisions affected by emotional appeals. Advertisers may build a strong and enduring 

bond with consumers by appealing to their emotions, which will promote brand loyalty and encourage 

repeat business. According to research, emotional advertising appeals have a greater influence on 

customer decision-making than intellectual ones. Advertisers who successfully evoke the desired 

emotions can persuade consumers to buy their goods or services since emotions play a vital influence 

in determining our preferences and decisions. Additionally, emotional appeals have the power to 

provide an experience that is memorable and shareable. Consumers frequently share emotionally 

charged advertising with their networks in the era of social media and digital communication, which 

increases brand exposure and perhaps results in client acquisition. Advertisers should pay close 

attention to the emotional content and messaging of their messages, though. The use of emotional 

appeals needs to be consistent with the brand's values and appeal to the intended market. To ensure 

that emotional manipulation is prevented, ethical factors should also be taken into account. In general, 

emotional advertising appeals have a significant influence on how consumers make decisions, giving 

advertisers a potent weapon to engage their target demographic, distinguish their brand, and increase 

sales. 
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