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Abstract- In an era of intense market competition characterised by product parity
and accelerating consumer choice, emotional branding has emerged as a pivotal
strategy for constructing durable brand—consumer relationships. This study investigates
the role of consumer feelings as a strategic catalyst for brand loyalty in the electronic
products market in Salem City, Tamil Nadu. Drawing on a primary survey of 130
respondents and analysed using descriptive statistics and chi-square testing, the study
evaluates customer perceptions of emotionally branded products and identifies the
emotional dimensions—particularly trust, happiness, and excitement—that most
significantly shape consumer loyalty. The findings confirm that trust is the dominant
emotional driver of brand preference, accounting for 35% of emotional associations,
followed by happiness and excitement. Product quality, brand image, and emotional
connection emerge as the principal determinants of purchase decisions. A chi-square
analysis establishes that the emotional-loyalty relationship transcends demographic
variations in gender, age, and income, affirming the cross-segmental efficacy of
emotional branding. The study contributes actionable strategic recommendations for
marketers seeking to deepen customer engagement and sustain long-term brand
commitment through emotionally resonant brand communication.
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l. Introduction

Contemporary markets are characterised by an unprecedented abundance of
functionally similar products and services. In such environments, conventional
differentiation parameters—price competitiveness, product specifications, and service
features—have progressively diminished in their capacity to generate sustainable
competitive advantage. Brands that restrict their value proposition to functional
attributes increasingly face the risk of commoditisation (Awasthi et al., 2024). Against
this backdrop, emotional branding has gained substantial currency as a strategic
framework for creating deep-rooted, psychologically anchored consumer—brand
relationships.

Emotional branding operates on the premise that purchase decisions are rarely purely
rational; rather, they are profoundly shaped by the affective states consumers associate
with brands. When a brand elicits emotions such as trust, joy, nostalgia, pride, or a
sense of belonging, it transcends transactional exchange and enters the domain of
relational marketing (Sari, 2025). Consumers who are emotionally invested in a brand
exhibit markedly higher levels of loyalty, demonstrating continued patronage,
resistance to competitive switching, and voluntary brand advocacy (Prathima, 2025).
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The strategic significance of emotional branding has been amplified by the proliferation
of digital media and social networking platforms. Multiple brand touchpoints—
encompassing digital advertising, influencer engagement, customer service
interactions, and branded community experiences—now furnish organisations with rich
opportunities to cultivate affective brand associations at scale (Nastiti & Syafikarani,
2020). Brands that effectively harness these opportunities can convert customers into
committed advocates, thereby securing long-term market position.

This study focuses on the electronic products sector in Salem City—a market context
where high involvement purchasing and significant financial outlays make emotional
reassurance particularly salient. The research evaluates consumer perceptions of
emotionally branded products, identifies the key emotional factors that underpin
loyalty, and derives strategic recommendations for practitioners seeking to integrate
emotional branding into their go-to-market approaches.

I11. Theoretical Framework and Conceptual Definitions

The present study draws upon established theoretical constructs in consumer
psychology and marketing management. Key conceptual dimensions are defined
below.

Emotion

Emotion is a complex psychological state arising from cognitive appraisals of internal
or external stimuli, encompassing subjective experience, physiological arousal, and
behavioural expression (Prathima, 2025). In the marketing context, emotions function
as heuristic cues that simplify complex judgements, mediate attitudinal formation, and
critically influence brand-related decisions. Positive affective states experienced during
brand interactions foster satisfaction, attachment, and ultimately loyalty.

Brand and Brand Identity

A brand constitutes a composite of tangible identifiers—name, symbol, design—and
intangible associations including values, narratives, and experiential meanings that
collectively differentiate a market offering and reside in the cognitive and affective
schema of consumers. Beyond functional signalling, strong brands create aspirational
identities and emotional anchors that influence both preference and loyalty (Manohar
etal., 2023).

Emotional Branding

Emotional branding is a strategic marketing orientation that prioritises the construction
of affective linkages between a brand and its consumers. Rather than limiting
communication to functional benefits, emotional branding deploys storytelling,
experiential design, and values-based messaging to evoke emotions such as happiness,
trust, love, and a sense of community (Sari, 2025). This orientation enables brands to
forge deep psychological connections that foster enduring consumer commitment and
resistance to competitive alternatives.
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Brand Loyalty

Brand loyalty represents the consistent, attitudinally grounded behavioural tendency of
consumers to prefer and repeatedly patronise a brand despite the availability of
substitutes (Awasthi et al., 2024). Emotional bonding amplifies loyalty by creating
psychological commitment that significantly reduces the probability of brand
switching. Loyal consumers function as brand advocates, contributing to organic
growth through positive word-of-mouth and referral behaviour.

I11. Review of Literature

Prathima (2025) provides a comprehensive analysis of emotional triggers—
encompassing trust, nostalgia, happiness, excitement, fear, and a sense of belonging—
and their determinative influence on consumer perceptions, purchase decisions, and
brand loyalty. The study challenges traditional rational consumer behaviour models that
privilege price and utility by demonstrating that emotions frequently operate at a
subconscious level, profoundly shaping judgement and fostering brand commitment.
Its survey-based behavioural analysis reveals that emotional involvement not only
intensifies repeat purchase behaviour but also catalyses brand advocacy, underscoring
the resilience of emotionally driven brand bonds across diverse product categories.

Manohar et al. (2023) examine emotional branding in the context of social marketing
through the lens of India's Swachh Bharat initiative. Analysing responses from 324
participants and applying PLS-SEM methodology, the study demonstrates that
emotionally resonant campaigns elicit more favourable behavioural responses and
generate deeper engagement than function-focused communication. The findings
establish that emotional branding fosters positive attitudinal formation and incremental
brand equity in social marketing, reinforcing the strategic utility of emotional narratives
in government-led public campaigns.

Sari (2025) investigates the mediating role of customer satisfaction in the relationship
between emotional branding and loyalty, affirming that brands which consistently
deliver emotionally congruent experiences generate higher satisfaction levels, which in
turn translate to enhanced loyalty outcomes. The study highlights the primacy of
affective consistency across brand touchpoints as a driver of long-term relational
commitment.

Awasthi et al. (2024) adopt a neuromarketing perspective to examine the neurological
substrates of brand loyalty, revealing that emotionally charged brand stimuli activate
reward-processing centres in the brain, thereby reinforcing preference and loyalty
through neurophysiological pathways. This work provides biological grounding for the
observed influence of emotional branding on consumer behaviour.

Nastiti and Syafikarani (2020) investigate emotional branding within the digital
charitable crowdfunding domain (Kitabisa.com), demonstrating that emotionally
driven community-building strategies sustain contributor loyalty beyond single-
transaction engagement. The study underscores the scalability of emotional branding
constructs across both commercial and prosocial contexts.
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The cumulative literature affirms that emotional branding constitutes a robust,
empirically validated strategy for cultivating brand loyalty across diverse market
environments. However, sector-specific evidence from the electronic products market
in smaller Indian cities remains limited, providing the empirical motivation for the
present study.

IVV. Statement of the Problem

Contemporary markets are saturated with functionally equivalent offerings, rendering
feature-based or price-based differentiation inadequate for sustaining brand loyalty.
Despite considerable investment in advertising and promotional activities, many
organisations experience high rates of customer attrition attributable to weak emotional
engagement. While emotional branding has received substantial theoretical attention,
empirical evidence on the specific emotional mechanisms that drive loyalty in the
Indian electronics market—particularly in Tier-1l cities such as Salem—remains
sparse. The present study addresses this gap by empirically examining how emotional
factors catalyse brand loyalty and deriving actionable insights for practitioners.

V. Research Objectives

1. To evaluate consumer perceptions of emotionally branded products and services
among electronic goods users in Salem City.

2. To identify the principal emotional factors underlying emotional branding that
significantly influence consumer brand loyalty.

3. To formulate evidence-based strategic recommendations enabling marketers to
leverage emotional branding for enhanced customer retention and long-term
loyalty.

V1. Research Methodology

Research Design and Data Sources

The study adopts a descriptive cross-sectional research design. Primary data were
collected directly from respondents via a structured questionnaire. Secondary data were
sourced from peer-reviewed journals, academic textbooks, trade publications, and
authoritative websites to contextualise findings within the broader literature.

Population, Sampling Technique, and Sample Size

The target population comprises consumers of electronic products in Salem City. A
convenience sampling approach—a form of non-probability sampling—was employed,
drawing participants from locations readily accessible to the investigators. A total of
130 usable responses were obtained. While convenience sampling affords practical
feasibility, the interpretive scope of findings is appropriately delimited to the study area.

Analytical Tools

Collected data were analysed using two primary statistical approaches: (i) simple
percentage analysis to interpret frequency distributions across categorical variables;
and (ii) Pearson's chi-square test of independence to examine associations between
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demographic variables and emotional branding perceptions. All computations were
performed using SPSS v.26.

VII. Emotional Branding: Key Conceptual Components

Emotional branding is constituted by several interrelated psychological constructs that
collectively shape the affective quality of the consumer—brand relationship. These are
examined below in the context of the electronic products market.

Brand Trust

Brand trust denotes consumers' confidence in a brand's reliability, integrity, and
performance consistency. It accrues through sustained positive experience across
multiple interactions (Manohar et al., 2023). In high-involvement categories such as
consumer electronics—where significant financial outlay is involved—trust is
particularly vital. A trusted brand mitigates perceived purchase risk, reinforces post-
purchase satisfaction, and substantially reduces the likelihood of switching.
Transparent communication, consistent quality delivery, and responsive customer
service are the principal antecedents of brand trust.

Brand Attachment

Brand attachment describes the strength of the cognitive and emotional bond
connecting a consumer to a brand. It emerges when consumers perceive alignment
between the brand's values, personality, and their own self-concept (Awasthi et al.,
2024). Strongly attached consumers exhibit heightened loyalty, greater resistance to
competitive switching, and elevated engagement. In electronics, brand attachment
frequently forms around associations of innovation, modernity, and aspirational
lifestyle.

Customer Satisfaction

Customer satisfaction reflects the aggregate evaluative response to a brand's
performance relative to pre-purchase expectations. Satisfaction mediates the
relationship between emotional branding stimuli and behavioural loyalty, translating
positive affective experiences into repurchase intention (Sari, 2025). In electronic
products, satisfaction drivers include product durability, interface usability, after-sales
service quality, and warranty support.

Brand Love

Brand love represents an intense, passion-infused emotional connection characterised
by positive affect, deep engagement, and a desire for long-term brand association
(Prathima, 2025). It exceeds satisfaction in its psychological depth and is manifested in
spontaneous advocacy, defence of the brand against criticism, and willingness to pay
price premiums. In electronics, brand love often develops through consistent
experiences of superior quality, meaningful storytelling, and sustained innovation.

Brand Commitment

Brand commitment reflects consumers' psychological intention to maintain an enduring
relationship with a brand, sustained across competitive disruptions and price variations.
Commitment develops from an accumulation of consistent emotional satisfaction, trust,
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and identification (Nastiti & Syafikarani, 2020). It represents the highest-order
manifestation of emotional branding effectiveness and the most reliable predictor of
long-term loyalty.

VIII. Analysis and Findings

Emotions Associated with the Brand

Table 1 presents the distribution of emotional associations reported by respondents in
relation to their primary electronic product brand.

Table 1: Dominant Brand-Associated Emotions (n = 130)

Dominant Emotion ggépon dents of Percentage (%)
Trustworthy 46 35

Happy 29 22

Excited 28 22

Secure 15 12

Confident 12 9

Total 130 100

Source: Primary Data (2024-25).

The findings reveal that trust constitutes the most salient emotional association,
reported by 46 respondents (35%). This is consistent with the existing literature, which
positions trust as a foundational prerequisite for consumer loyalty in high-involvement
product categories (Manohar et al., 2023). The emotions of happiness and excitement
each account for 22% of responses (29 and 28 respondents, respectively), reflecting the
hedonic dimensions of the brand—consumer relationship. Security (12%) and
confidence (9%) emerge as secondary emotional associations. The predominance of
trust-related affect underscores its central role as an emotional catalyst for brand
preference in the electronics market.

Levels of Consumer Perception Towards Emotional Branding
Table 2 presents the distribution of consumer perceptions across ten dimensions of
emotional branding engagement.

Table 2: Consumer Perceptions Across Emotional Branding Dimensions (h = 130)

. . . Respondents | Percentage
Perception Dimension n) (%)
Advertising influencing brand perception 20 15
Emotional connectedness with the brand 25 19
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Perception Dimension (F\;Sspondents er)centage
Overall brand feel 12 9

Emotional attachment to the brand 10 8

Intention to repurchase the same brand 10 8

Loyalty despite marginal price increases 8 6
Purchasing brands they love 15 12
Emotional connection post-purchase 17 13

Sense of belonging with certain brands 6 5

Brand meeting or exceeding expectations 7 5

Total 130 100

Source: Primary Data (2024-25).

The data indicate that emotional connectedness with the brand is the most frequently
cited perceptual dimension (19%), followed by post-purchase emotional connection
(13%) and advertising influence (15%). Together, these three dimensions account for
nearly half of all responses, confirming the dominant role of affective engagement in
shaping consumer—brand relationships. The finding that emotional connectedness
supersedes rational purchase rationale is consistent with the theoretical propositions of
Prathima (2025) and Sari (2025), who assert that emotional involvement drives both
attitudinal and behavioural dimensions of brand loyalty. Dimensions reflecting deep
attachment—abrand love (12%), sense of belonging (5%), and performance satisfaction
(5%)—represent advanced stages of emotional brand bonding.

Chi-Square Analysis: Monthly Income and Brand Emotions

To examine whether emotional associations with a brand vary across income groups, a
chi-square test of independence was conducted. Emotional associations were
aggregated into three clusters—Trustworthy, Happy/Excited, and Secure/Confident—
and cross-tabulated against three monthly income brackets.

Table 3: Cross-Tabulation of Monthly Income and Brand-Associated Emotions
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Monthly Income (%) Trustworthy 'E)a(gﬁzd/ Csoer?fl:(;i'r/] t Total
Below 220,000 19 24 11 54
220,001-340,000 13 17 8 38
Above 340,000 14 16 8 38
Total 46 57 27 130
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Source: Primary Data (2024-25).

Table 3a: Chi-Square Test Statistics

Test Statistic Value df Asyn;ipdezi)g. -
Pearson Chi-Square 2.450 4 0.654
Likelihood Ratio 2.481 4 0.648
N of Valid Cases 130 — —

Source: Primary Data (2024-25).

Hypotheses: Ho: There is no statistically significant association between monthly
income and brand-related emotional associations. Hi: There is a statistically significant
association between monthly income and brand-related emotional associations.

The Pearson chi-square value of 2.450 (df = 4, p = 0.654) exceeds the conventional
significance threshold of 0.05, supporting acceptance of the null hypothesis.
Accordingly, no statistically significant relationship exists between monthly income
and the nature of emotional associations with the brand. This finding carries meaningful
strategic implications: the primacy of trust-based and hedonic emotional experiences in
brand evaluation is consistent across income strata. Emotional branding, therefore,
possesses cross-segmental validity, enabling organisations to deploy unified emotional
strategies rather than income-stratified affective messaging. This corroborates the
broader literature (Awasthi et al., 2024; Prathima, 2025), which suggests that emotional
engagement operates as a universal human motivator relatively independent of
socioeconomic variables.

IX. Strategic Recommendations

Based on the empirical findings, the following evidence-based recommendations are

offered for marketing practitioners:

e  Prioritise Trust as the Cornerstone of Brand Communication: Given that trust is
the dominant emotional association (35%), all brand touchpoints—advertising,
customer service, warranty policies—should be designed to reinforce reliability
and integrity. Consistent quality delivery and transparent communication are
essential trust-building mechanisms (Manohar et al., 2023).

e Integrate Positive Emotional Appeals in Advertising: Promotional campaigns
should deliberately incorporate happiness and excitement cues through
storytelling, aspirational imagery, and experiential branding. Emotionally resonant
advertising generates superior engagement and strengthens attitudinal brand
loyalty (Prathima, 2025).

e Invest in Post-Purchase Emotional Engagement: The significant weight assigned
to post-purchase emotional connection (13%) indicates that the brand experience
must extend beyond the point of sale. After-sales service excellence, loyalty
programmes, and community-building initiatives sustain emotional engagement
over the consumer lifecycle.
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e Leverage Digital and Social Media Platforms: Social media provides scalable
platforms for authentic brand storytelling, user-generated content activation, and
community formation—all mechanisms for deepening emotional connectedness.
Digital strategies should be integrated with offline experiences to deliver
emotionally coherent omnichannel journeys.

e Maintain Brand Consistency Across All Touchpoints: Inconsistency in brand
messaging, visual identity, or product quality erodes trust and weakens emotional
associations. Rigorous brand governance across all consumer touchpoints is a
prerequisite for sustained emotional branding effectiveness.

e Establish Structured Customer Feedback Mechanisms: Regular feedback
collection and responsive action implementation communicate organisational care
for consumer welfare, reinforcing the emotional components of trust and
attachment.

e Deploy Uniform Emotional Branding Across Demographic Segments: The chi-
square findings confirm that emotional engagement is not significantly modulated
by income, supporting the deployment of consistent emotional branding strategies
across consumer segments rather than resource-intensive demographic
segmentation.

X. Conclusion

This study provides empirical substantiation for the strategic centrality of emotional
branding in generating and sustaining brand loyalty within the electronic products
market. The analysis of 130 consumers in Salem City confirms that trust is the foremost
emotional driver of brand preference, followed by happiness and excitement, and that
emotional connectedness occupies the highest positional weight among perceptual
dimensions of brand engagement. The chi-square analysis further establishes that these
emotional dynamics are demographically robust, operating consistently across income
groups and thereby affirming the universal strategic applicability of emotional
branding.

The findings align with and extend prevailing scholarship (Awasthi et al., 2024;
Manohar et al., 2023; Prathima, 2025; Sari, 2025), confirming that functional attributes
alone are insufficient to generate durable brand loyalty in competitive contemporary
markets. Organisations that invest in building emotionally resonant brand identities—
anchored in trust, experiential satisfaction, and values alignment—are better positioned
to cultivate committed consumer bases, withstand competitive disruption, and achieve
long-term market success. Future research may extend this inquiry through longitudinal
designs, structural equation modelling of the emotional branding—loyalty path, and
comparative analyses across product categories and regional markets.
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