
INTRODUCTION

Emotions have a significant position throughout the

span of our lives for the reason that they enhance almost

all of our tricky moments by means of any lovely or

horrible features (Larsen et al., 2001). Emotions are

considered as a comprehensive experience that consists

of the consequent means: behavioral responses,

significant results, physiological reactions, and subjective

feelings (Desmet, 2002). The psychological definition of

a emotion is that it is a complex state of feeling that results

in physical and psychological changes that influence

thought and behavior. Emotionality is associated with a

range of psychological phenomena including

temperament, personality, mood and motivation.

The major theories of motivation can be grouped

into three main categories: physiological, neurological and
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ABSTRACT

Psychology is not only a tool to better understand those around you—it can also lead to increased influence. And

while these persuasion skills are typically put toward research or counseling, they can also be useful in fields outside
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environment which have a significant effect upon the behaviors and identified as precipitating factors for emotional

state of individuals. Such types of factors come through media or through some other electronic mode and advertisement

is one of them, which influences human behavior a lot. The present paper aims to highlight how advertising effects our

emotions and how they are under the same rubric.
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cognitive. Physiological theories suggest that responses

within the body are responsible for emotions. Neurological

theories propose that activity within the brain leads to

emotional responses. Finally, cognitive theories argue that

thoughts and other mental activity play an essential role

in the formation of emotions.

Emotions and marketing:

The generation of emotion is crucial for successful

marketing. Many brands benefit from an association with

positive emotions. However, the fact that the most

successful brands tend to have a balanced set of

associations and rational strengths, should not be ignored.

Advertising that generates a strong emotional response

has two benefits. Firstly, it can help the emotions transfer

to the brand, shaping the brand perceptions. Secondly, it

can help generate engagement and memorability. While
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advertising can generate negative emotions to help create

drama, for most brand advertising this needs to ultimately

result in a positive emotional takeout.

Advertising and emotions:

The researchers have reported that neuroscience

has found the emotional content of advertising to be more

powerful than any rational information. As per

Neuroscience information about objects is stored in three

main networks:

• Knowledge: The concrete information associated

with an object (shape, colors and material properties).

• Experience: The actions associated with the object

(how we handle or use it, the object’s function).

• Emotion: The value of the object along multiple

dimensions (e.g., good/bad, attraction/disgust,

satisfaction/ frustration).

Advertisements play a major role in modern life.

They shape the attitudes of the society and the individual

and inevitably influence customer behavior. Advertising

is a non-personal paid form where ideas, concepts,

products or services, and information, are promoted

through media (visual, verbal, and text) by an identified

sponsor to persuade or influence behavior (Ayanwale et

al., 2005). Advertising is to create understanding, liking,

and selection of product or services. The most influencing

theory in marketing and advertising research is attitude-

towards-the-ad. However, the attitude that is formed

towards the ad helps in influencing consumer’s attitudes

toward the brand until their purchase intent (Goldsmith

and Lafferty, 2002). The major aim of advertising is to

create positive attitude towards the ad and the brand until

consumer purchases that product and through this positive

attitude create emotional response in the mind of

consumer (Goldsmith and Lafferty, 2002). That is why

basic aim of advertising is to encourage people to buy

things and creates awareness (Bijmolt et al., 1998).

According to the traditional attitude theory consumer,

behavior is predicted from consumer attitude when

consumers buy the brand, which they like the most.

An attitude may be defined as “acquire behavioral

disposition” (Smith and Swinyard, 1983). However

Adelaar et al. (2003) explained that behavior is produced

by emotional response, which is created by three factors:

Pleasure: the state in which person feel good, happy,

or joyful in a particular situation.

Arousal: the state of feeling that is varying from

person to person in different situations i.e. feeling of

excitement, active, bored, or sleepy.

Dominance: this defines individual feelings, which

are in control of or free to act in a particular situation.

The terminology for ‘actual buying behavior’ is that

consumer in real sense purchase the product or services

(Adelaar et al., 2003). The objective of consumer buying

behavior is to determine the factor that influence consumer

to act in a particular way but in different situation

(Ayanwale et al., 2005).

A number of most important theories of feelings

(Izard et al., 1984) have conferred three phases of an

emotion: the communicative, the empirical or personal

and the physiological. Some researchers have identified

that expressive feelings can be structured into two general

portions, one aspect is valence in term of affirmative,

depressing or pleasing, unlikable and the other is passion

which can be spoken in phrase of high or low in arousal

(Lang et al., 1993, Russel, 1980). The variety of separate

emotions such as pleasure, horror, grief, irritation etc.

consists of emotional characteristics enlightened by these

two sides. The relationship of the individual and the

emotional conditions or stimulus can be illustrated by

encouraging (positive) or adverse (negative) valence at

several stages of concentration (high or low) .Favorable

or positive emotions are related with consummatory

behavior aimed at some objective or reason and

unconstructive sensation is associated with extraction or

defensive performance aimed at the direction of treating

stimulus (Schneirla, 1959).

Burke and Juli (1986) propose that research is

required to compare alternative ways to capture affective

reaction to advertisement. Emotion both positive and

negative can influence attitude toward advertisement

(Bagozzi and Moore, 1994; Stayman and Aaker, 1988).

On the other hand, persons may possibly differ greatly in

the concentration of emotions with which they respond

to advertising and the intensity of emotions could have

the same persuasion on attitude construction (Moore et

al., 1995).

An advertisement plays a part in influencing brand

attitudes when association with the message is high (Batra

and Stephens, 1987; Gardner, 1985; Lutz et al., 1983).

This appears to propose that consumers’ primary interest

with an advertised message might play an important part

in shaping the effect which may be ad-induced reactions

such as brand belief or attitude toward the advertisement

which may lead to develop brand attitudes (Muehling and

Russell, 1988).
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Cathy et al. (1995) found that advertising which

gives information regarding object’s attributes like pricing

and features of brand will lead toward brand associations.

Advertisers are concerned with creating advertisement

for communicating and convincing the consumer, but

ultimately it leads to buying objective of the consumer.

However, scope of advertising effectiveness is generally

taken immediately subsequent to advertising experience,

whereas the consumer might recall the brand at the time

of purchase (Muehling and Russell, 1990).

The density of emotions and the complexity come

across in investigating and computing them is a universal

proposal in literature. However emotional contents provide

only a supporting role in information processing.

Advertising should develop some emotions in order to be

valuable and eye-catching. Advertising can be a

constructive basis for enhancement of these emotional

responses. Emotional substance in promotion is shown

as being not immediately a support to amplify

contemplation and maintain message statement, but a

significant contact process in its own right. In addition,

emotional matter is considerably incompatible and is

therefore more basically made unique to the brand. Brand

can have emotional substance in a manner that is usually

no longer promising with an accurate message (Heath,

2007).

Most of studies have focused on positive affective

responses such as joy, peaceful relaxation and social

affection (Batra and Ray, 1986; Holbrook and Batra,

1987), warmth and tenderness (Aaker et al., 1986). The

general conclusion emerging from there investigations is

that positive affective responses do have a positive

influence on attitude toward the ad, as well as attitude

toward the brand (Holbrook and Batra, 1987). In other

words, a positive emotional appeal is likely to enhance

the persuasive impact of an advertising message

(Holbrook and O’Shaughnessy, 1984).

Much has already been written about the

classification of positive and negative emotions by both

social scientists (Izard, 1977; Plutchik, 1980) and

consumer behaviorists (Allen et al., 1988; Batra and Ray

1986; Havlena Morris and Holbrook, 1986). Izard (1977)

identified ten fundamental emotions; interest, joy, surprise,

sadness, anger, disgust, contempt, fear, shame, and guilt.

Holbrook and O’Shaughnessy (1984) attempted to

develop a positive/negative typology of emotional

responses. This typology draws heavily on Mehrabian’s

(1977) three emotional dimensions: pleasure, arousal and

dominance and Osgood et al. (1957) studies on the

semantic differential (evaluation, activity and potency).

In Holbrook and O’Shaughnessy’s work, for example,

joy (positive) versus sadness (negative) are the bipolar

representations of the emotional dimension classified as

pleasure. According to Holbrook and O’Shaughnessy, the

systematic classification of typologies of emotions should

help marketing researchers to improve their understanding

of the role of emotional content in advertising and may

also help to clarify the underlying strategic managerial

issues.

In their empirical investigation of the role of feelings

in understanding advertising effects, Edell and Burke

(1987) reported a wide range of both positive and negative

emotions. Subjects’ negative emotions were described

as: angry, annoyed, critical, depressed, disinterested, fed-

up, irritated etc. Interestingly, Edell and Burke found that:

(1) both negative and positive feelings toward advertising

appeals can co-occur; for example, individuals may

experience both sad and happy feelings during exposure

to different parts of the same advertisement; and (2) both

categories of emotions play a significant role inpredicting

the effectiveness of the ad.. Although researchers have

made reasonable progress in exploring the mediating role

of emotions in the consumer’s responses to advertising,

most of this work has focused on positive feelings (see

also Aaker et al., 1986; Batra, 1986; Batra and Ray,

1985; Holbrook and Batra, 1987; Holbrook, 1986;

Holbrook and Westwood, 1988). Recognizing the need

for future research, Batra and Ray (1986) suggested that

“a wider sample of commercials needs to be studied that

includes negatively valences affective responses such

as fear and anxiety, among others”. Allen et al. (1988)

expressed the sentiment that negative emotion, given its

cognitive complexity, may prove to be more difficult to

evoke than positive emotion (Isen, 1984). Consequently,

ads designed to produce negative emotions such as fear

and guilt may not “work as often or as reliably as those

designed to yield joy or interest”. For these and other

reasons, Allen et al. (1988) emphasized the need for

additional advertising research on the role of negative

emotions.

Conclusion:

In the light of the above stated articles it can be said

that emotional state influences individual action with

reference to selecting items of need from daily markets.

The way of presentation of items in forms of
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advertisement will have significant association with the

market value of a product and its need in the market.

There is a dearth of literature, which deals with the

negative state of emotion and advertisement, therefore,

some research is needed in this regard to explore such

relationships as well.
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