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Abstract

Emotional marketing is a strategy that leverages consumers' emotions to create an
affective connection with brands, influencing their purchasing decisions.
This article presents a review of the use of emotions in advertising and product
promotion, highlighting the effectiveness of emotional strategies in building strong
brands and fostering customer loyalty. The study discusses how emotions are
employed to engage the target audience, particularly in the digital context. It also
analyzes how brand identity and the personalization of advertising messages
contribute to the success of campaigns. Furthermore, it explores the ethical
implications of emotional marketing, emphasizing the importance of balancing
emotional appeal with corporate social responsibility.

Keywords: emotional marketing, advertising, emotional strategies, customer loyalty,
brand identity, digital marketing.

1. Introduction

We live in an era in which consumers do not merely purchase products but
seek experiences, sensations, and emotional connections with brands. In this
context, emotional marketing emerges as a key strategy for establishing deeper
bonds with the audience, transcending the functional attributes of products and
reaching subjective dimensions such as feelings, memories, and values. According
to Gobé (2002), brands that succeed in creating these connections become part of
consumers' lives, influencing behaviors and purchasing decisions in a lasting and
meaningful way.

The influence of emotions on consumer behavior is not a recent phenomenon
but has gained prominence amid increasing market competition and saturation.
Kotler and Keller (2012) argue that marketing has evolved from a promotional tool
into a behavioral science, which deeply investigates the psychological factors that
drive consumers. Within this framework, emotion stands out as one of the primary
motivational drivers.
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Consumers are influenced by both reason and emotion. As Schiffman and
Wisenblit (2015) point out, consumer behavior is shaped by a complex set of factors,
with emotions playing a central role. Although rationality has its place, it is often
overshadowed by feelings such as belonging, nostalgia, happiness, fear, or desire.
Therefore, it is essential that organizations understand these emotions and
strategically integrate them into their advertising campaigns.

According to Robinette and Brand (2001), emotional marketing aims to trigger
affective responses in consumers, fostering long-term connections with brands. This
approach is reflected in campaigns that use touching narratives, impactful
soundtracks, and symbolic imagery capable of evoking deep feelings. These
strategies are supported by research in consumer behavior and neuroscience, going
beyond mere aesthetic appeal.

Goleman (2009), in his work on emotional intelligence, emphasizes the direct
impact of emotions on human behavior, including consumption. For the author,
recognizing, understanding, and managing emotions constitutes a competitive
advantage, especially in marketing, since emotions shape perceptions, memories,
and purchasing decisions.

Thus, the decision-making process in purchasing is not limited to a logical
cost-benefit analysis. Leite et al. (2016), in their study of consumer behavior in
emotionally charged contexts such as the funeral services sector, confirm that
emotional factors are decisive in service selection, reinforcing the central role of
emotions in persuasion and customer loyalty strategies.

Schmitt (1999), in turn, introduced the concept of experiential marketing as a
branch of emotional marketing, aiming to create memorable and engaging
experiences. This approach seeks to involve the consumer on multiple levels,
sensory, emotional, cognitive, and relational, breaking away from traditional models
focused solely on product functionality.

Another relevant aspect of emotional marketing is its influence on brand
identity construction. Budelmann, Yang, and Wazniak (2010) highlight that visual,
narrative, and symbolic elements are fundamental to fostering emotional
identification with the target audience. The coherence between these elements and
the brand’s values is essential to maintain authenticity and credibility, attributes that
are increasingly valued by consumers.

Aaker (2014) supports this perspective by stating that effective branding
depends on the ability to communicate emotional values consistently. Successful
brands are those that transcend product functionality, creating emotional bonds
based on empathy, trust, and cultural relevance.

The advent of digital technologies and social media has amplified the reach of
emotional marketing. Kingsnorth (2019) argues that digital platforms enable real-time
interactions with consumers, facilitating message personalization and the
construction of visual and audiovisual narratives that evoke feelings such as joy,
nostalgia, hope, and resilience.

Complementarily, Adolpho (2016), in his discussion of the 8 Ps of digital
marketing, emphasizes that personalization and relationship-building are central
pillars of digital communication. In this context, emotions are essential tools for
generating engagement, retention, and loyalty, helping brands stand out in a highly
competitive and saturated environment.

The cultural and social transformations driven by the Fourth Industrial
Revolution have also shaped contemporary consumer behavior. According to Silva
(2018), digitalization and expanded access to information have resulted in more
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demanding, conscious consumers who are emotionally connected to causes and
values. In this scenario, brands that ignore these factors risk becoming irrelevant.

Kotler, Kartajaya, and Setiawan (2021), in Marketing 5.0, argue that
technology must serve humanity by promoting a human-centered approach in all its
dimensions, including the emotional. The use of artificial intelligence, data analytics,
and automation should, therefore, foster experiences that generate emotional and
social value.

To be effective, the use of emotions in advertising requires a solid scientific
and methodological foundation. Gil (2008) and Richardson et al. (2015) emphasize
that the study of consumer behavior demands methods capable of capturing the
subjectivity and complexity of emotional factors. Qualitative research is particularly
suitable in this regard, as it enables an in-depth exploration of consumer motivations
and feelings.

Amado (2017) reinforces this approach, highlighting the importance of
qualitative inquiry for understanding the meanings attributed to consumption
experiences. As social and cultural constructs, emotions must be analyzed within
specific contexts, considering language, symbols, values, and interpersonal
relationships.

Organizational communication also benefits from an emotional approach.
Diniz, Santana, and Rodrigues (2012) point out that emotional communication
strengthens institutional image and stakeholder relationships. The alignment between
organizational discourse and practice is essential to ensure authenticity and build
trust.

Emotional advertising campaigns, in this sense, require strategic planning,
sensitivity, and creativity. Pinho (2008) observes that the effectiveness of marketing
communication depends not only on content but also on emotional tone, the choice
of channels, and the form of expression, all of which must be carefully selected to
provoke the desired emotional response without compromising brand credibility.

Emotions used in advertising can be classified into basic categories such as
joy, sadness, fear, anger, surprise, and disgust, as noted by Casanova, Sequeira,
and Silva (2009). These universal emotions, with strong appeal, can be used
individually or in combination, depending on the campaign's objectives and target
audience profile.

Palmer (2015) and Ryder (2018), in their exploration of emotional intelligence
in marketing, emphasize that the success of emotional strategies depends on the
ability to interpret consumers’ desires, pains, and aspirations. This requires empathy,
data analysis, and active listening, core competencies in today’s marketplace.

Emotional marketing, therefore, goes beyond mere commercial persuasion: it
constitutes a form of communication aimed at building human connections,
promoting meaningful experiences, and establishing long-term relationships. A deep
understanding of the role of emotions in consumption is a strategic advantage for
organizations seeking to stand out in a competitive and emotionally saturated
environment.

As Kotler and Keller (2016) succinctly put it, “brands that succeed in provoking
positive and lasting feelings in their consumers not only sell products, they build
loyalty, reputation, and meaning.” This review thus aims to explore how emotions are
employed in advertising and product promotion by analyzing their theoretical
foundations, practical applications, and behavioral implications.
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2. Methodology
This study is characterized as a qualitative, exploratory research based on a
bibliographic review. Its objective is to analyze the application of emotional marketing
in advertising and product promotion strategies, drawing upon a theoretical
framework that supports the correlation between emotional aspects and consumer
behavior.

1. Type of Research

According to Gil (2010), bibliographic research is characterized by the use of
previously published materials, such as books, scientific articles, and other
documentary sources, and is suitable for theoretical construction on a given topic. In
this study, this method was adopted with the purpose of identifying and analyzing the
main concepts and applications of emotional marketing, particularly within the context
of contemporary advertising.

The research follows a qualitative approach, as emphasized by Minayo (2009)
and Marconi and Lakatos (2008), who state that this type of approach seeks to
understand the meanings individuals assign to their actions and to social reality. This
perspective is especially relevant for investigating the impact of emotions on
consumer behavior, as it encompasses the subjective and symbolic dimensions of
the consumption experience.

2. Methodological Procedures
2.1. Literature Review

Data collection was carried out through the reading and critical analysis of the
following works:

o« AAKER, D. A. Building Strong Brands (2007);

COBRA, M. Basic Marketing: A Brazilian Approach (2009);

GAD, T. Branding: How Smart Companies Win Customer Loyalty (2002);
GAD, T. The Four-Dimensional Brand (2001);

KOTLER, P.; KELLER, K. L. Marketing Management (2006);

LARAIA, R. B. Culture: An Anthropological Concept (2001);

LODI, J. B. Advertising and Promotion: How to Use Advertising and Promotion
to Increase Sales (2011);

« SANT'ANNA, A. S. Advertising: Theory, Technique, and Practice (2009).
These references were selected for their relevance in the fields of marketing,
advertising, branding, and consumer behavior, all of which are directly related to the
development of strategies based on emotions.

2.2. Selection Criteria
The inclusion criteria were as follows:
o Authors recognized in the fields of marketing and advertising;
o Works that directly address the influence of emotions in brand communication;
o Publications analyzing the relationship between consumer behavior and
emotional stimuli.
As an exclusion criterion, opinion pieces, non-academic sources, and works that did
not directly or indirectly address the use of emotions in marketing were disregarded.
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2.3. Analysis Technique

The analysis of the selected material was conducted through exploratory and critical
reading, as proposed by Marconi and Lakatos (2008), identifying in the works the
main concepts related to:

o Emotion as a decision-making factor in purchasing;

« Emotional experiences provided by brands;

o Application of sensory and symbolic marketing;

» Advertising strategies with emotional appeal.
Similar ideas were grouped into thematic categories and discussed in an integrated
manner throughout the development of the study.

3. Justification of the Methodological Choice

The use of bibliographic review is justified by its ability to enable the
researcher to systematize existing knowledge about a given phenomenon. According
to Marconi and Lakatos (2008), this type of investigation allows for the identification,
organization, and discussion of established theories, serving as a foundation for
critical analyses and the formulation of new theoretical perspectives. Additionally, Gil
(2010) emphasizes that bibliographic review is a fundamental step in the scientific
process, as it provides the necessary background for the researcher to become
familiar with the state of the art in the field and to position themselves in a
theoretically grounded manner within the area of study.

4. Limitations of the Study

As it is based on a theoretical analysis, this research is delimited by its
reliance on the available literature, without incorporating primary data or empirical
measurement procedures. Therefore, the results presented are analytical reflections
derived from the selected theoretical corpus, which may imply limitations regarding
the generalizability of the conclusions to specific contexts or different realities.

5. Ethical Considerations

As this is an exclusively bibliographic study, there was no direct involvement of
human subjects, thus waiving the need for submission to research ethics
committees, in accordance with current regulations. It is noteworthy that all sources
used were properly referenced, in compliance with ethical principles and legislation
related to copyright and intellectual property rights.

3. Results and Discussion

1. The Influence of Emotions on Consumer Behavior

Specialized literature highlights that emotions play a decisive role in
consumers’ purchasing decisions. Goleman (2009) argues that emotional intelligence
may be more influential than intelligence quotient (1Q) in various situations, including
consumer behavior, by considering individuals’ ability to recognize, understand, and
manage emotions as a decisive factor in their interactions with brands and products.
This view is corroborated by Leite et al. (2016), whose findings indicate that
emotional factors significantly affect purchasing decisions, even in sensitive contexts
such as funeral services, demonstrating the scope and depth of this influence.

In this regard, Robinette and Brand (2001) emphasize that emotional
marketing seeks to establish deep and lasting connections with consumers, going
beyond the functional attributes of products. This approach aims to create emotional
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bonds that foster brand identification and enhance customer loyalty by acting upon
subjective dimensions such as feelings, values, and memories.

2. Emotional Marketing Strategies in Advertising

Various strategies have been employed by organizations with the aim of
eliciting emotional responses from consumers. Schmitt (1999) introduced the concept
of experiential marketing, which proposes consumer engagement through sensory,
affective, and cognitive experiences, aiming to create positive and lasting memories
associated with the brand. This perspective broadens the role of advertising by
considering consumption as a subjective experience rather than merely a functional
transaction.

Kotler and Keller (2012) reinforce the importance of deeply understanding
consumers' needs, desires, and values, advocating for the use of emotional appeals
that align with these elements. The personalization of advertising messages, when
tailored to the aspirations of the target audience, tends to enhance the impact and
effectiveness of marketing campaigns.

Additionally, brand visual identity has a significant influence on the
construction of emotional bonds. According to Budelmann, Yang, and Wazniak
(2010), visual components such as colors, typography, and design directly affect
consumers’ sensory and emotional perceptions, contributing to the formation of a
coherent, attractive, and emotionally engaging brand image.

3. The Role of Emotions in Building Strong Brands

The construction of strong brands is directly linked to the ability to evoke
positive and meaningful emotions in consumers. Aaker (2014) argues that brands
capable of establishing deep emotional bonds tend to demonstrate greater resilience
in adverse market conditions, in addition to fostering higher levels of consumer
loyalty. This emotional connection contributes to the consolidation of long-term
relationships and the competitive differentiation of brands.

Complementarily, Gobé (2002) introduces the concept of "citizen brands"
those that align with the values, aspirations, and emotions of their audience,
promoting a sense of belonging, identification, and affective engagement. This
perspective emphasizes the importance of marketing strategies oriented toward the
subjective dimensions of consumption, recognizing the role of emotions as central
elements in the construction of brand identity and value.

4. Emotions and the Digital Environment

With the advent of digital marketing, emotions remain central elements in
communication strategies, adapting to the new dynamics of interactions within virtual
environments. Adolpho (2016), in presenting the "8 Ps of digital marketing,"
emphasizes the importance of message personalization and emotional engagement
on digital platforms, highlighting that affective connection is essential to attract and
retain audiences in an increasingly competitive and dynamic landscape.

Similarly, Kingsnorth (2019) argues that, in the digital context, brands must
invest in creating meaningful experiences that emotionally resonate with consumers.
To achieve this, the strategic use of data and insights becomes indispensable,
enabling the personalization of interactions and the strengthening of emotional bonds
with users. This approach reinforces the continued centrality of emotions, even within
a technology and algorithm-driven environment.
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5. Ethical Considerations in the Use of Emotional Appeals

Although emotional marketing proves to be highly effective in building
consumer relationships, it is essential to consider the ethical implications involved in
its application. Kotler, Kartajaya, and Setiawan (2021) warn of the importance of
employing technology in a humanized manner, fostering respectful interactions that
preserve individuals’ privacy and emotional well-being. In a context where personal
and behavioral data are widely used to personalize strategies, ethical commitment
must guide marketing practices.

Within this same context, Goleman (2009) emphasizes the importance of
empathy and social responsibility as foundations for more conscious communication
actions. According to the author, brands should transcend purely commercial
objectives, directing their strategies toward consumer well-being and the promotion
of positive social values. Thus, emotional marketing should not only serve as a tool
for persuasion but also as an instrument for building ethical and sustainable
relationships with the public.

4. Conclusion

This study aimed to analyze the impact of emotional marketing on advertising
strategies and product promotion, highlighting its growing relevance in the
contemporary consumer landscape. The theoretical evidence gathered demonstrates
that emotions play a central role in purchasing decisions, often influencing
consumers more significantly than rational arguments based solely on product
functionality.

Emotional marketing seeks to create experiences aligned with the values,
desires, and needs of the audience, establishing lasting affective connections with
brands. Strategies involving sensory, affective, and cognitive stimuli have proven
effective not only in enhancing the impact of advertising campaigns but also in
consolidating strong and resilient brands capable of fostering loyalty through
consistent emotional bonds.

Visual identity and message personalization emerge as key strategic
components, especially in a highly competitive and saturated market. With the advent
of digital marketing, these strategies have been further enhanced, enabling closer
and more personalized interactions with consumers and expanding the possibilities
for emotional engagement.

However, the application of emotional marketing must be grounded in ethical
principles, taking into account respect for consumers’ privacy, emotional integrity,
and the promotion of social responsibility in advertising practices. Brands that
incorporate empathy and social commitment tend to strengthen their positioning and
build more genuine relationships with their audience.

It can be concluded, therefore, that emotional marketing constitutes a highly
powerful strategic tool, not only for stimulating consumption but also for building
authentic connections, enhancing brand value, and fostering sustainable
relationships between companies and consumers.
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