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ABSTRACT

This study was conducted to know how the emotioaaketing strategies were impact on consumer bugettavior. This

paper also aims to assess the most influential didireg appeal that impacts the buying decisionshef consumers. This
is descriptive oriented study; the survey condudiased on questionnaires using a sample size oe§@ondents and
their response to different appeals like happy, $asbiring, surprise were recorded. Secondary dato used from the
deferent online sources. The objective of the stiedyknow about how emotional advertisements ar&enting

consumer’s purchasing decision and to provide ssuougestions based on the results of the paperrdhats shows that
positive impact of emotions like happy, inspiring influencing the purchase intention of the conssm&he study

confirms the positive relationship between emotiomarketing and consumer buying behavior.
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INTRODUCTION

The impact of mass communication is felt all ove globe through advertising, newspaper, intermeisic, films, and
multiple social media apps. Among these commurtdoatbols advertising is the most popularly usedhoétto capture
people’s attention and has a very good impact ewei’'s mind. As a social being, Human emotions plasital role in

every decision made by the individual. Human enmtiare considered while making buying decision.

Considering people’s emotion many companies adapt emotional marketing strategy and emotional

advertisements to grab customer’s attention ancerttadn feel to purchase such products.

Consumer behaviouris the study of individuals, groups, or organizasia@nd all the activities associated with
the purchase, use and disposal of goods and sen@mnsumer behaviour consists of how the consgneriotions,
attitudes and preferences affect buying behavi@gnsumer behaviour also investigates on the infleenon the
consumer, from social groups such as family, friersports, and reference groups, to society inrgéterand-influencers,

opinion leaders).
DEFINITION OF CONSUMER BEHAVIOUR

According toEngel, Blackwell, and Mansard “Consumer behaviour is the actions and the datiprocesses of people

who purchase goods and services for personal cqigant
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CONSUMER PERCEPTION

Consumer perception is the view or interpretatibnamsumers about something around them, maybtedeta products,
services, personal finance, job, or the economysGmer views are formed through direct experieadwertising, or
influencers around them.

PERCEPTION OVER COMPANY PRODUCTS

A positive perception brings benefits to the compamhich might be resulted into buying the companproducts.

Consumers want good quality of products at a resslerprice. That's how; they get good value foirtirerestment.

But, perception is not always related to price qudlity. It is also associated with other marketigments such

as availability, access to purchase, corporate émad supporting services.
ADVERTISEMENT

Advertising is a part within the marketing proctsat enables companies to promote their producteivices to potential
customers. Generally, advertising is paid and é®@aplished through media space owned by someoaetss can be a
TV channel, an influencer’s Instagram feed, a nepsp covers or more. The actual manifestationhede promotions
are referred to as “advertisements,” also knowrfaglwerts” or “ads. A paid announcement, as of gofmtssale, in
newspapers or magazines, on radio or televisiorgnothe internet’s public notice, pamphlets, théoacof making a

calling to the attention of the public in shoppmalls, etc. are forms of advertisement.

Advertising could be a set of promotion mix thabige of the 4 P’s in the marketing mix comprisirrgguct,
price, place and promotion. Advertising could bpramotional strategy utilized in making product a@veess within the
minds of shopper to require for decision makints & communication tool used by marketers. Adviergisnfluences
individual’'s attitudes, behaviour and lifestyle.idtone of the communication tools between the peed and the user of
product. For a company product to be a widely kndwend, they have to invest more on their promaiicactivities

particularly advertising.
EMOTIONAL MARKETING

Emotional marketing refers to marketing and adsertj efforts that primarily use emotion to make #uglience notice,
remember, share and buy. Emotional marketing tylgi¢aps into a singular emotion like, happinessjress, anger or

fear, to elicit a consumer response.
How Advertisement Effect on Human Emotions

Accordingly, both advertising and marketing compganiook for new or improved models, methodologiadijcators,
tools, and techniques that can evaluate and predittumer behaviour based on unconscious emotiesbnses, making

it difficult for customers to hide their true respe.

However, in 2014, the Institute of Neuroscience &sgchology published research stating that thiéndtsn
between four of these emotions were based on sotémhctions and constructs. Instead, human emdatitbased on four

basic emotions: happy, sad, afraid/surprised, agdy&isgusted.
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Based on these four categories, in the followingsMarands are using emotions to drive awarenessnaiuge

buying product:

* Happy

* Inspiration:

Afraid/Surprise:
* Angry/Disgusted:
REVIEW OF LITERATURE

Ganjawala (2016) this paper focused on impact of emotional manketin customer purchase decision to baby products
in Surath. In this paper it was found that emotilynadriven purchase comes with more risk of failamed bad experience

and customer purchase is not affected by emotjmnahase but rational decision as well.

Khoung and Tram (2015)in this research paper the authors found that théysto identify the impacts of
emotional marketing on purchase decision. It wamdbthat all factors of emotional marketing weraipjee association
with customers ‘purchase decision and so as teeaettiigh level of consumers’ purchase decision,paomes employing
emotional marketing should focus on symbols of éomatl advertising clips, concentrate on more ongenaf emotional

advertising, and create self-identification elersent

Mandina (2014)in this paper the author examined the effect of taamal marketing on brand loyalty and the
significance of emotional intelligence on relatibipscreation, as well as ascertaining the relevaricaistomer emotions
on buying decisions, the study was concludes é¢nadtional marketing had a positive impact on bréndlty and

customers will be turned to loyal disciples of tugporation.

Eckler and Bolls (2013)the study conducted to explore the emotional tadeasant, unpleasant coactive) of
viral video adds. In this study it was found thkggsant emotional tone elicits the strongest dtitioward the add attitude
toward the brand, and intention to forward. Andeafé were weaker for coactive tone and weakesidgative emotional

tone.
OBJECTIVES OF THE STUDY
e To understand consumer’s perception on advertisemen
e To identify the motive behind the buying behavioficonsumer.

« To know the relationship between consumers buyiabakiour and customer value, satisfaction, trugt an

retention.

* To understand how modern technologies are enaliatketers to better satisfy the needs and wantheof

consumers.
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RESEARCH METHODOLOGY

Data collection: This is the descriptive analy#li primary data was collected through a questioarsgnt to respondents

who watches T.V to understand the impact of ematiomarketing and their perceptions of buyer.

Secondary data also utilized for the study suctessarch papers and various online data. The saizgef 60
participants was taken through convenient randanpsiag techniques.

DATA INTERPRITATION AND ANALYSIS

Adverstisement Viewers
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]
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Source: Primary Data
Figure 1: No. of Advertisement Viewers.

In this survey it found that more than 90% of T.\aMhers are watching various advertisements whitehing T.V.

Perception over Advertisement

C)Think to try that product ]

B)Not altractive to that adverstisement
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Source: Primary Data
Figure 2: Perception of Audience over Advertisement

The above graph shows that most of the advertisemewers were thought to try that product wherytBaw
advertisement on different kinds of modes.

Feeling Connected to the
Advertisement
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Source: Primary Data
Figure 3: Audience Connections Over Advertisement.

NAAS Rating: 3.09— Articles can be senteditor@impactjournals.us




| A Study on Impact of Emotional Marketing on ConsumBerception of Products 35

The above diagram represents that most of the nelgmds are feeling connected when they saw adepréists.

Influence of Advertisement on
Buying a Product
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Source: Primary Data
Figure 4: Advertisement Influence Over Buying Deci®n.

The above graph shows that the advertisementsffuericing most of their consumers to buying a padvhich

was shown in a particular advertisement.

counQuouUnoLn

T o P P LA L e

Source: Primary Data
Figure 5: Survey Over Chocolate Users.

From the above graph we can notice that most ofébpondents are wanted to buy diary milk choccodditer

watching advertisement on diary milk.

Emotions convey the Message
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Source: Primary Data
Figure 6: Emotions Convey the Message.

Here it can be noticed that the Emotional adverieats are conveying the messages more effectively a

compared to other advertisements.
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SUGGESTIONS

e An advertiser should be aware of customer’s emsetiand also plan according to use human emotions in
advertisement.

» Advertisers should avoid using images or symbolsrtomote something that runs contrary to a beliefpaactice

such as alcoholic or gambling products.

» Religion also plays important role in consumer ppton. It leads to communal riots so the advertimuld be

aware of aware the religious matters.
* An advertisement should not involve too more emmtio
« A marketer should consider current scenario anlistieaapproach while using emotional advertisement
CONCLUSION

The results of this study have been successfultgindd, firstly to identify what factors of emotanmarketing affect
consumers perception on advertisements and bugaigidn through consumer’s product perception anddawareness,
secondly to measure direct and indirect effectsndeépendent variables on dependent variables afhpse decision
through brand awareness and consumer’s perceftiodly provide recommendation for improving ematé marketing

and how to increases the consumer’s brand awargmesiict perception and purchase buying decision.

Explanations and suggestions given were basederetliew of the literature and the findings of #tedy. The
implications of this study provide both theoretieaid practical contribution to the field of marketimanagement and
development.

Although this study can be considered as an iftiainto measuring the purchase decision througgriening
variables, the results of this study showed thatatidfactors have direct and indirect effects ba purchase decision for

several subjective and objective reasons.
REFERENCES

1. Aslam, S., Jadoon, E., Zaman, K., &Gondal, S. (ROEffect of word of mouth on consumer buying biav

Mediterranean Journal of Social Sciences, 2(3),-497.

2. Baron, S., Harris, K., Elliott, D., Schoefer, K.,Banew, C. (2005). The impact of perceived jusiiteonsumers'
emotional responses to service complaint expergenkmirnal of Services Marketing.

3. Bauer, H. H., Heinrich, D., & Martin, I. (2007). koto create high emotional consumerbrand relatigpsh The
causalities of brand passion. Proceedings of thstralian and New Zealand Market Acad, UniversityQtéago,
2189-2198.

4. Bowman, A. (2020, August 14). Emotional marketfgentifically proven ways to increase sales arduoce

churn. Retrieved February 13, 2021, from https:Mmevowdspring.com/blog/emotional-marketing/.

5. Bulttle, F. A. (1998). Word of mouth: understandiewgd managing referral marketing. Journal of strateg
marketing, 6(3), 241-254.

NAAS Rating: 3.09— Articles can be sentéditor@impactjournals.us




| A Study on Impact of Emotional Marketing on ConsumBerception of Products 37

6. Day, G.S. (1971) Attitude change, media and wonthadith. Journal of Advertising Research 11(6), 31-4

7. Decker, A. (n.d.). The ultimate guide to emotiomabrketing. Retrieved February 13, 2021, from

https://blog.hubspot.com/marketing/emotion-marlgetin

8. Edwardson, M. (1998). Measuring consumer emotiomssérvice encounters: an exploratory analysis.

Australasian Journal of Market Research, 6(2), 3-4

Impact Factor(JCC): 5.9723 — This article can be dowatted fromwww.impactjournals.us







