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Abstract - This study analyzes how emotional branding is an emerging marketing trend in India. It throws light on 
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I. INTRODUCTION 
 
The emerging concept of emotional branding has 
gained importance in recent times. Emotions are 
defined as mental states of readiness that arise from 
judgements of situations or one’s own views. 
Establishing a strong brand is closely linked to 
creating an emotional connection with your 
consumers – this is called emotional branding. 
Emotions matter more than ever in branding today, 
especially considering the general decline in brand 
loyalty. Involving customers in emotional branding 
can help demonstrate that you care about customers, 
and that you understand how they feel and what they 
believe in. Emotional branding relies on consumer 
interaction and how they influence their life stories 
and experiences. 
 
The old marketing paradigm think-do-feel has shifted 
to feel-do-think.  People now think subconsciously 
with their emotions and make decisions based on 
those thoughts. 
It is highly evident that intense psychological bonds 
with the brands referred as emotional brand 
connections lead to higher levels of firm performance 
and competitive advantage. The emotional linkages 
between consumers and the brand result in increased 
commitment, customer satisfaction, loyalty, and 
repurchase intention. 
 
II. THE POWER OF EMOTIONAL BRANDING 
 
Ads that make people react are emotional in nature.  
According to a study by Psychology Today, people 
rely on emotions instead rather than information to 
make brand decisions. Emotional responses to an 
advertisement are more influential on a person’s 
intent to buy than the content of the advertisement. 
Consumers feel their way to reason.  Emotions are the 
the base layer of neural reactions supporting even 
rational consideration. Emotions don’t hinder 
decisions. They constitute the foundation on which 
they’re made. Historically, people have recognized 
six core emotions: happy, surprised, afraid, disgusted, 
angry, and sad. 

However, in 2014, the Institute of Neuroscience and 
Psychology published research stating that the 
distinction between four of these emotions were 
based on social interactions and constructs. 
Instead, human emotion is based on four basic 
emotions: happy, sad, afraid/surprised, and 
angry/disgusted. 
 

 
 

Figure 1: Components of human emotion that brands are using 
to drive connection and awareness 

 
Brands are using these emotions to drive connections 
and awareness. 
Brands want to be associated with happy customers. 
Positivity has been known to increase consumer 
engagement. A study in 2010 of New York Times 
Articles found that positive posts were shared more 
that negative posts. 
 
This can be exemplified by the ‘Lift the feeling’ 
campaign by Coca-Cola. In this campaign, the 
product plays the ice-breaker between famous 
celebrities and their ardent fans. The Indian ad film is 
a localized version of its foreign counterpart featuring 
David Guetta and exudes happier vibes than its 
foreign counterpart.  
 
The film is goofy and happy withDeepikaPadukone 
in the lead. Celebrity association with the brand is 
heightened when they play themselves, making it 
easier to influence consumers. The ad gets everything 
right in terms of music and product placement. The 
film was further hyper localized with DiljitDosanjh in 
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the lead as 30% of the Cola consumption happens in 
North India.  
 
Brands are harnessing the power of strong emotional 
content and have come up with inspirational and 
moving ads. This can be exemplified by the ‘Voice 
Forever’ campaign of Samsung to advertise the 
capabilities of Bixby, its digital voice assistant 
through a powerful narrative that strikes a chord with 
the viewers. The film is inspired by the life of a Motor 
Neuron Disease patient, Sonalwho agreed to let 
Samsung work on a pilot project to help preserve 
her voice forever for her daughter. 
 
Brands use scare – vertising tactics to touch a raw 
nerve in the consumer’s mind. This creates urgency 
and prompts the consumer to take action. It motivates 
them to buy something that will prevent the disaster 
in the offing. This can be exemplified by the 
advertisements that use graphic imagery to convey 
the harmful effects of smoking. This was found in a 
survey by World Lung Foundation in ten countries 
including India as part of the Bloomberg initiative to 
reduce tobacco smoke.  
The graphic imagery had a strong emotional impact 
on the respondents with common reactions of fear, 
disgust and shock.  
 
Anger is considered a negative emotion but brands 
capitalize on this emotion to incite people to take 
action when they are hurt or fight injustice. This can 
be exemplified by ‘Like A Girl’ campaign by 
Whisper, India’s leading feminine care brand. It 
highlights the fact that phrases such as ‘Like A Girl’ 
was being used in a mean and a hurtful manner that 
added to the feeling of being pressurized. With this 
campaign, Whisper bought India’s attention to the 
impact that such phrases could have on a girl’s 
confidence.  
 
III. DEVELOPING AN EMOTIONAL 
BRANDING STRATEGY 
 
Emotional branding needs to be a strategic part of the 
marketing plan. It should focus on developing a user 
experience that both feeds emotions and feeds off 
emotions.  
 
This can be illustrated in the recent ‘BadhteChalein’ 
campaign by Uber in which they say that each trip 
represents more than just a physical journey. It tries 
to portray as a culturally progressive enabler of 
movement. Using ViratKohli as the brand’s voice, it 
tells the story of a visually impaired rider, an 
expectant mother being rushed to the hospital,a young 
female doctor and an independent mother taking her 
daughter to an early morning Judo class. According 
to Tweet Binder, the campaign has garnered 
5,192,161 impressions with over 2000 people 
participating in the conversations on Twitter. 

 
Figure 2: Six stages of emotional branding 

 
The brands must follow the six stages of emotional 
branding. They must capture the attention of their 
target audience and understand what emotions their 
customers might respond to. 
The brands must understand the emotions that 
encourage purchase decisions. They have to build 
emotions related to the brand. 
They have to develop a relationship with the 
consumers at this stage and reassure them that they 
have made the right decision by investing in the 
brand. 
Brands have to develop customer loyalty by ensuring 
that regular purchase increases the lifetime value of 
the customer to the business and can be done via 
incentives and loyalty offers.  
The brand must focus on developing a long lasting 
engagement with the customer by becoming an 
integral part of his life.  
The brand must invest in customer service as this 
influences his emotional memory and the word of 
mouth referrals. 
 

I. CONCLUSION 
 
The company can work on building its emotional 
branding by using the consumer data that it captures 
to understand them better. It needs to know what 
questions to ask and how to interpret the results.  
Today’s consumer base is better educated and better 
equipped to research what they don’t know. They are 
flooded with a plethora of advertisements daily. So 
the brand can stand out in this busy market 
environment if it targets the major component of 
consumers’ attention span and purchase decision – 
emotion. 
Emotional marketing should be measured just like 
any other marketing effort. But here the emotional 
response has to be gauged. The brand can run surveys 
for feedback during a campaign. This open ended 
quantitative approach will give it an honest audience 
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feedback. Another way to measure the audience’s 
emotional response to the marketing campaign is to 
decipher how their emotions manifest as actions. 
Depending up on the emotion stirred through the 
campaign, it will see a corresponding jump in the 
emotions targeted by the campaign.  
Emotional marketing is a secret weapon in the arsenal 
of the brands to win hearts and influence people’s 
purchase decisions.  
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