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ABSTRACT 

 

This article evaluates the existing theoretical position of emotions in marketing to investigate 

how well emotions of people impact the marketing propensity. Five marketing perspectives 

for emotions are discussed, together with the theoretical premises and traits of four 

significant psychological theories of emotions. The qualities of emotions in customer 

engagement are described and contrasted with the psychological view of emotions. The essay 

concludes with four theoretical recommendations for the future development of an emotion-

based marketing theory. 
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1.0 Introduction 
 

A genuine area of scientific investigation in the realm of marketing has been made 

possible by the research and theoretical advancements over the last two decades in the domain 

of emotions. Many resources have been used to research the function of emotions in 

marketing, drawing on psychological theories of emotions. The research of emotions in 

marketing has extensively relied on reference disciplines and has absorbed theories from 

other fields, most notably psychology, but has typically not integrated elements of marketing 

emotions to improve such theories. By exposing the theoretical assumptions behind theories 

of emotions drawn from psychology and outlining the features of emotions specific to 

marketing, this research aims to offer suggestions for creating a suitable theories and models 

of emotions in marketing. The four primary theories of emotions taken from the past research 

are assessed in the part that follows using specific theoretical claims and commercial success 

as criteria. After that, five perspectives of emotions in marketing are used to derive 

characteristics of emotions in marketing. Theoretical suggestions for creating a theory of 

emotions in marketing are made towards the end. 

 

1.1 Objectives of this study 

This research papers emphasizes upon the emotions in marketing in a conceptual 

theory. The objectives include the following: 
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 To understand emotions in marketing  

 To evaluate the different marketing theories and studies 

 To suggest the suitable emotions in the marketing as it has not been discussed much in the 

past in the field of marketing. 

 

2.0 Review of Literature 

 

Though there hasn’t been much articles or research on this topic there are very few 

studies that has been used for the review of literature and there has been studies that are 

mentioned below to make a proposition in new ways to the theories and studies based on old 

methodologies. The same has been updated and mentioned in this article. 

 

3.0 Important Emotion Theories Based on Psychology 

 

Two criteria are used to assess the four main theories of emotions that have been 

generated from psychological literature. Theoretical claims make clear the conceptual, 

empirical, or intuitive claims that are made in support of an argument (Murray & Evers, 

1989). A theory’s success or acceptability shows that it has endured the age of time and is 

widely accepted (Peter, 1992). 

 

3.1 Differential emotions theory 

Propositions: Izard (1977) bases his presentation of this theory on a number of 

important presumptions. First, the individual motivational system is made up of 10 basic 

emotions (2 positive, 7 negative, and 1 neutral). Second, essential emotions are necessary for 

human life. Third, these feelings communicate with one another. 

Marketing attainment: This idea was extensively used by Oliver, Westbrook, and 

others to study post-purchase feelings. Here, it was shown that a far more straightforward 

two- to three-dimensional representation—primarily positive vs. negative—was adequate to 

comprehend post-purchase contentment (Westbrook, 1987). 

Propositions: This theory offers a structural model outlining how emotions interact 

with one another. The following are the main postulates: (Plutchik, 1980). There are initially 

8 main emotions (2 positive, 4 negative, and 2 neutral). The core emotions are the building 

blocks for all other emotions. Second, emotions help us deal with survival-related challenges 

in an appropriate way. Third, main emotions are observable in several ways as polar opposing 

pairs. 

Marketing achievement: This hypothesis offers a sophisticated explanation for 

several kinds of advertisement emotions (Havlena et al., 1989). Although it’s postulated 

circular structure of emotions is difficult to associate with the satisfaction-dissatisfaction 

dimensions post-purchase reactions, its responsibility for consuming emotions is equivocal 

(Havlena & Holbrook, 1986). 
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3.2 PAD model of affect 

Propositions: The three aspects of pleasure-displeasure, arousal-non-arousal, and 

dominance-submissiveness are represented by the acronym PAD (Russell & Mehrabian, 

1977). These are how its main ideas are derived. Initially, all emotional states are described 

by the PAD dimensions. Secondly, emotional states encompass emotions, feelings, as well as 

additional ideas that have to do with feelings. Finally, the bipolar nature of the PAD 

dimensions implies that the potential of unhappiness is eliminated when pleasure is present. 

Marketing achievement: This theory has been deemed helpful for evaluating 

emotions during spending in retail settings and for catching the emotional aspect of the 

consuming experience (Mathur, & Smith, 1997). (Havlena & Holbrook, 1986). Although 

Holbrook and Batra (1987) reported favorable findings, and Havlena et al. (1989) presented 

the opposing position, it is unclear if it applies to advertising emotions. 

 

3.3 PANAS 

Propositions: The Positive and Negative Affect Schedule is known as PANAS. The 

research by Watson et al. make clear the main ideas of this paradigm (Watson & Clark, 1992). 

Initially, the two main emotional aspects are positive and negative impacts. Second, a mood 

scale is intended to be presented by this hypothesis. Finally, both good and negative effects 

exist independently of one another. 

Marketing achievement: The satisfaction/dissatisfaction evaluation is represented 

by a bi-dimensional measure of positive and negative affect provided by this model (Dube & 

Morgan, 1996). The relationship between the positive and negative affect, as evaluated by 

PANAS, and post-purchase behaviours (Mooradian & Olver, 1997), as well as negative affect 

in advertising, has been established (Huang, 1997). 

 

4.0 Important Emotional Marketing Concepts 

 

The properties of emotions in a marketing setting should be taken into account for the 

creation of a more thorough theory. Such traits would be a reflection of the social context in 

which they evolved and were used (Murray et. al 1995). The following examination of five 

empirical marketing perspectives focuses on the traits of marketing emotions. 

 

4.1 Consumption Emotions Set (CES) by Richins 

To deal with a variety of consumption circumstances, this account aspires for a 

complete range of consumption emotion indices (Richins, 1997). The set possesses the 

following features. It does this by measuring 17 consumption emotions (8 negative, 7 

positive, and 2 other), which allows for a more precise distinction between good and bad 

feelings. Second, it excludes vicarious feelings from advertising and solely counts emotions 

experienced directly from product use. Finally, it optimizes the variations in emotions 

utilizing a multidimensional scaling approach. 
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4.2 Ad feeling dimensions by Edell & Burke 

This three-dimensional approach was created by Burke & Edell (1989) to assess how 

consumers feel as opposed to how commercials are described. The following are some of this 

account’s salient features. First, these three dimensions of positive, negative, and warm 

sensations are the greatest at capturing the emotional reactions of consumers to 

advertisements. Second, emotions arise through exposure to advertisements rather than prior 

conditions like moods. Third, opposing emotions can coexist and are independent of one 

another. 

 

4.3 Ad feeling clusters by Aaker et al. 

Aaker et al. (1988) created this complete range ad emotion model with the underlying 

criteria in attempt to empirically build a list that covers the whole spectrum of sensations 

expected to be elicited by advertisements. Secondly, it finds 31 feeling clusters, 16 of which 

are good and 15 of which are negative, that encompass the whole spectrum of individual 

emotional reactions to advertising. Second, rather of emphasizing the more powerful 

emotions, it concentrates on the milder sentiments. Lastly, the cluster method presupposes 

that contrasts across emotional groups should be maximized. 

 

4.4 Affective responses to ad categories by Batra and Holbrook 

Affective response categories are provided with this account, which may be used to 

characterize the advertising collectively (Batra & Holbrook, 1990). It is the formalization of 

emotive reactions to advertisements (Batra & Ray, 1986), and it primarily exhibits the 

following features. Initially, 12 emotional reactions elicited by advertising notifications are 

listed. Second, it discusses emotive reactions to advertisements, such as moods, emotions, and 

urges. Finally, the aspects of pleasure, excitation, and dominance can be used to categorize 

emotional reactions. 

 

5.0 Analysis 

 

5.1 Theory-based proposals 

The debate that has just taken place inspires a number of ideas for the theory of 

emotions in marketing to be developed in the future. To emphasize the necessity for an 

emotion theory in marketing, Table 1 lists the features of emotions in marketing in 

comparison to the qualities of emotions as stated by psychology. Lastly, suggestions are made 

for the growth of the theory of emotions in marketing. 

The Characteristics: Whether or if emotions are viewed as consumer characteristics 

or marketing settings will determine the spectrum of emotions that may be expressed as an 

outcome of marketing. When creating marketing accounts for emotions from the sensory 

input side (such as by measuring context-specific consumer emotions or ad copy testing), they 

frequently showed that a variety of emotions were being perceived (e.g., Richins, 1997). 

Alternatively, when establishing such assessments from the response-side (such as by 
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measuring consumer satisfaction or emotional reactions to advertisements), just a limited 

number of emotional characteristics were often found to be necessary (e.g., Oliver, 1993). 

The Proposal: Emotions are connected to certain marketing settings (Richins, 

1997), yet consumers are inevitably exposed to these scenarios. While doing so in accordance 

with customer reactions would represent context-free emotions, building categorizing 

categories for marketing emotions in accordance with specific marketing contexts might 

capture context-specific emotions. Hence, P1a and P1b are offered to express this viewpoint. 

The context-free nature of marketing emotions may be reflected in a marketing 

account for emotions that captures customer responses, according to proposition 1a. 

The context-specific nature of marketing emotions may be captured by a marketing 

account for emotions based on marketing contexts, according to proposition 1b. 

 

5.2 Emotions’ intensity 

The Characteristics. Commercial emotions, like buying shoes or feeling the emotions 

of others through advertisements, are probably less intense than emotions that develop in the 

context of close, personal interactions (Richins, 1997). Because of their generally moderate 

intensity, researches of advertising emotions have preferred to refer to them as “feelings” 

rather than “emotions” (Edell & Burke, 1987). 

The Proposal: It is suggested to stop drawing lines between feelings, sensible nature, 

and emotions while discussing marketing emotions in order to conform to current practise. 

This low intensity reflects the fact that, contrary to the main psychological theories of 

emotions, emotions in marketing are rarely observed in their purest form (Plutchik, 1980). 

The majority of emotional states that are seen are combinations of two or more main emotions 

(Aaker et al., 1988). 

Proposition 2: The relatively low severity of marketing emotions can be reflected by 

a marketing consideration for emotions that blurs the lines between experiences, moods, and 

emotions. 

 

5.3 Emotions (Positive/Negative) 

The Characteristics: In marketing, it has been discovered that +ve & -ve emotions 

may exist independently, and the existence of one does not guarantee the absence of the other 

(West- brook, 1987). Since positive and negative feelings are essentially the two poles of the 

identical emotional dimension, several investigators have challenged the single bipolar 

emotive dimension theory (Nyer, 1997). 

Proposal: It is suggested that the idea of happy and negative emotions representing 

independent emotional dimensions, or dual unipolar emotive dimensions, is relevant for 

marketing emotions. This perspective benefits from the ability to distinguish between 

ambivalence and indifference (Westbrook, 1987), avoids the challenge of recognising 

emotional contrasts (Nyer, 1997), and allows for the co-occurrence of good and negative 

emotions (Edell & Burke, 1987). 
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Proposition 3: The co-existing +ve and negative-ve attribute of marketing emotions 

may be reflected by a marketing consideration for emotions that permits dual unipolar 

classifications of +ve and -ve emotions. 

 

6.0 Conclusion 

 

Past attempts have relied primarily on reference fields without adding aspects of 

emotions specific to marketing in hopes of facilitating theoretical connections for the 

refinement of marketing perspectives of emotions, and this has led to the establishment of 

emotions as a genuine subject of scientific investigation in marketing. This research offers 

recommendations for the subsequent advancement of the notion of emotions in marketing by 

highlighting the propositions and features of emotions as related to psychology and 

marketing. 

 

7.0 Limitations of the Study 

 

This type of study hasn’t been carried upon by authors recently. So review of 

literature consists of past studies evidences only. 
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