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ABSTRACT

Emotional branding is increasingly being used by marketers to win customers for their products or 
services. And, social media has become a growing and popular forum where marketers use emotional 
branding. This paper/chapter explores the concept of emotional branding and the role of emotional 
branding in marketing contexts such as in social media. Positive and negative emotions are explored 
with practical examples of advertisements that use emotional appeals. The paper provides a literature 
review on emotions and emotional branding and offers theoretical perspectives on the emotional brand-
ing concept. The paper also provides a brief discussion on the theoretical and practical implications of 
emotional branding in the realm of marketing.

INTRODUCTION

In the current competitive marketplace, it is important for businesses to capture the attention of poten-
tial customers. But, how can businesses successfully gain the attention of customers and make them 
buy goods and services? Creativity and the generation of new ideas are essential in helping businesses 
to successfully compete and acquire new customers. As the business landscape evolves, marketers are 
generating new ideas and helping businesses find creative ways to successfully compete by highlight-
ing the emotional aspect of products or services. The highlighting of this emotional aspect falls under a 
concept known as emotional branding, which has been conceptualized as the successful attachment of 
a specific emotion to a brand (Rossiter & Bellman, 2012).
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Emotional branding is about a brand’s engagement with consumers on the level of senses and emotions; 
how a brand comes to life for people and forges a deeper, lasting connection (Gobe, 2009). Marketers 
can use emotional connections to develop a sense of loyalty and passion among consumers towards a 
brand (Gobe, 2009). This loyalty and passion can help brands to compete successfully in the marketplace. 
Researchers have argued that emotional branding usually appeals to consumers not through rational 
arguments related to the positives and negatives of using a product or service (Gobe, 2009). However, 
it appeals to consumers through the use of storytelling, narratives, and other tactics that demonstrate an 
empathetic understanding of customers’ inspirations, aspirations, and life circumstances (Thompson, 
Rindfleisch, & Arsel, 2006).

Research has suggested the importance of branding that takes into account people’s emotions or feelings 
(Holbrook & Hirschman, 1982). From the mid- 2000s on, influential brand consultants, researchers, and 
writers such as Kevin Roberts and Marc Gobé began educating marketers on the fact that brand aware-
ness and loyalty are not enough and managers now need to seek emotional commitment and create brand 
love among customers (Koiznets, 2014). Therefore, this chapter seeks to further develop and understand 
the role and usage of emotional branding in the marketing context. The objectives of this chapter are:

1.  To gain an understanding of emotional branding in the realm of social media marketing.
2.  To explore the usage of positive and negative emotions by marketers through practical examples.
3.  To provide theoretical and practical implications on the usage and role of emotional branding.

This chapter is organized into three sections. The first section of the paper provides a literature 
review on emotional branding, emotions, and emotional branding and social media. The next section 
offers practical and theoretical implications, followed by a section that provides concluding thoughts 
on emotional branding appeals.

LITERATURE REVIEW

This section provides a literature review and discussion on emotions, emotional branding, and emotional 
branding and social media. It also explores the positive and negative emotions that marketers often use 
to appeal to consumers. In addition, the section provides practical examples of advertisements that use 
these positive and negative emotions.

Emotional Branding

Emotional branding is defined as the consumer’s attachment of strong, specific, usage-relevant emotions 
such as love, hate or fear towards a brand (Roberts, 2004; Rossiter & Bellman, 2012). It suggests that 
customers form a strong bond with brands, which are meaningful to them, captivate them, and compel-
lingly enrich their lives (Merz, He, & Vargo, 2009). The emotional branding appeal generally involves 
the generation of warm feelings among customers for the brand. Emotional branding is based on the 
idea that beyond a product’s functional benefits, people wish to buy an emotional experience (Peterson, 
2006). Beyond promoting and building awareness and loyalty for the brand, emotional branding is about 
the creation of brand love among consumers. Emotional branding is based on emotions, which are an 
affective state of consciousness distinguished from cognitive and volitional states of consciousness 



 

 

12 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/emotional-branding-and-social-media/189582

Related Content

Roles of Interactivity and Usage Experience in E-learning Acceptance
Pui Nee Tan, Si Ming Chan, Guan Kheng Kang, Sit Wai Too, Mei Wey Ngand Tong Seng Liew (2017).

Handbook of Research on Leveraging Consumer Psychology for Effective Customer Engagement (pp. 116-

137).

www.irma-international.org/chapter/roles-of-interactivity-and-usage-experience-in-e-learning-acceptance/160458

Using Conjoint Methodology to Address Textbook Needs: A Case of Iranian EFL Context
Jaleh Hassaskhah (2013). International Journal of Technology and Educational Marketing (pp. 1-14).

www.irma-international.org/article/using-conjoint-methodology-address-textbook/76357

The Future of Sustainable Marketing: Stakeholder Perspectives on Sustainable Agricultural

Marketing
Sinothando Tshuma, Mercy Dube, Delight Rufaro Hungweand Reason Masengu (2024). Emerging

Technologies and Marketing Strategies for Sustainable Agriculture (pp. 88-100).

www.irma-international.org/chapter/the-future-of-sustainable-marketing/344376

Mitigating Food Waste and Loss in Malaysia's Food Service Industry: Strategies for Sustainable

Solutions
Aliffaizi Arsat, Muhammad Izzat Zulkifly, Mohd Salehuddin Mohd Zahari, Mohd Aliff Abdul Majidand Hairul

Nizwan Abd Majid (2025). Innovative Trends Shaping Food Marketing and Consumption (pp. 131-156).

www.irma-international.org/chapter/mitigating-food-waste-and-loss-in-malaysias-food-service-industry/368695

Why Do Iranians Avoid Shopping on the Internet?
Payam Hanafizadeh, Mehdi Behboudi, Maryam Asghari Ilaniand Ramineh Kalhor (2012). International

Journal of Online Marketing (pp. 44-56).

www.irma-international.org/article/iranians-avoid-shopping-internet/67102

http://www.igi-global.com/chapter/emotional-branding-and-social-media/189582
http://www.irma-international.org/chapter/roles-of-interactivity-and-usage-experience-in-e-learning-acceptance/160458
http://www.irma-international.org/article/using-conjoint-methodology-address-textbook/76357
http://www.irma-international.org/chapter/the-future-of-sustainable-marketing/344376
http://www.irma-international.org/chapter/mitigating-food-waste-and-loss-in-malaysias-food-service-industry/368695
http://www.irma-international.org/article/iranians-avoid-shopping-internet/67102

