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Abstract 

Emotional appeals have become a cornerstone of digital advertising strategies, significantly influencing consumer 

engagement and brand perception. This study investigates the role of emotions in shaping consumer behavior within the 

digital landscape, focusing on how various emotional triggers—such as humor, fear, nostalgia, and empathy—affect 

engagement metrics, including click-through rates, sharing behaviors, and purchase intentions. By reviewing empirical 

studies and contemporary advertising campaigns, the research identifies key factors that enhance the effectiveness of 

emotional appeals, such as audience segmentation, cultural relevance, and platform-specific strategies. The findings 

reveal that emotional advertisements foster deeper psychological connections with audiences, leading to increased brand 

affinity and loyalty. Humor drives virality and shareability, fear appeals motivate immediate action, nostalgia cultivates 

personal connections, and empathy strengthens trust. Moreover, the study emphasizes the importance of aligning 

emotional appeals with brand identity to maintain authenticity and avoid negative consumer responses. Additionally, the 

research explores how demographic variables—such as age, gender, and cultural background—moderate the impact of 

emotional appeals. The study highlights the necessity of leveraging advanced analytics and consumer insights to 

personalize emotional content for specific target audiences. The implications for marketers underscore the value of 

integrating emotional intelligence into digital advertising strategies to optimize engagement, foster brand loyalty, and 

drive conversions in a competitive marketplace. 

Keywords: Emotional appeals, Consumer engagement, Digital advertising, Brand perception,                   Emotional 

triggers, Humor in advertising, Fear appeals, Nostalgia marketing, Empathy in marketing, Audience segmentation, 

Consumer behavior, Personalization in marketing. 

 

Introduction: 

In the ever-evolving digital advertising landscape, capturing consumer attention has become increasingly 

challenging. With the sheer volume of advertisements competing for limited attention spans, traditional approaches 

focusing solely on product features or price are often insufficient to engage modern audiences. To cut through the noise, 

advertisers have turned to emotional appeals—strategies designed to evoke specific feelings in consumers. By creating 

emotionally resonant content, brands aim to establish stronger connections, drive engagement, and influence purchasing 

decisions. 

 

The Importance of Emotional Appeals in Digital Advertising: 

Emotional appeals leverage the psychological and emotional aspects of human behavior to influence consumer 

actions. Emotions are powerful drivers of decision-making; they not only shape preferences but also enhance memory 

retention and stimulate actions. Unlike purely rational appeals, emotional messages are more likely to be shared, 

remembered, and acted upon. This is particularly relevant in digital advertising, where the dynamic and interactive nature 

of online platforms provides fertile ground for emotionally charged campaigns. In the digital era, consumers encounter 

advertisements across a variety of platforms, including social media, search engines, video streaming services, and 

mobile applications. Each platform offers unique opportunities to craft and deliver emotionally appealing content. For 
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example, a humorous ad may gain virality on social media, while a fear-based message may encourage immediate action 

in search engine marketing. The ability to evoke specific emotions that align with the goals of the campaign is critical to 

driving engagement and fostering long-term brand loyalty. 

 

Theoretical Foundations: 

The effectiveness of emotional appeals can be explained through psychological theories such as the Affective 

Response Theory, which posits that emotional reactions to stimuli influence cognitive processes and behaviors. Similarly, 

Maslow's Hierarchy of Needs underscores the importance of addressing consumers’ emotional and psychological needs 

in advertising. For instance, fear appeals often tap into safety and security needs, while nostalgia appeals evoke feelings 

of belonging and identity. Moreover, neuroscience research has shown that emotional stimuli activate the amygdala, a 

brain region associated with memory and decision-making. This implies that emotionally charged content is more likely 

to be remembered and associated with the brand, creating a lasting impact on consumer attitudes. 

 

Types of Emotional Appeals: 

Emotional appeals in digital advertising can take various forms, each tailored to evoke specific feelings that align 

with the objectives of the campaign: 

1. Humor: Humor appeals create a sense of enjoyment and positivity, making advertisements more memorable 

and shareable. Humorous ads often go viral on social media platforms, enhancing brand visibility and 

engagement. For example, brands like Old Spice and Geico have successfully used humor to establish a unique 

identity in competitive markets. 

2. Fear: Fear appeals use anxiety-inducing messages to highlight potential risks or dangers, motivating consumers 

to take action. These appeals are particularly effective in public health campaigns or products related to safety 

and security. However, excessive fear can lead to avoidance behavior, making it crucial to strike a balance 

between concern and reassurance. 

3. Nostalgia: Nostalgia appeals evoke feelings of sentimentality and longing for the past, creating personal 

connections with consumers. By referencing cultural milestones, childhood memories, or iconic symbols, 

advertisers can tap into collective or individual experiences to foster emotional resonance. 

4. Empathy: Empathy appeals aim to create a sense of emotional alignment with the audience by addressing 

shared values or experiences. These appeals are often used in cause-related marketing or campaigns addressing 

social issues, enabling brands to position themselves as socially responsible and compassionate. 

5. Excitement and Joy: Advertisements that evoke excitement or joy aim to create a sense of happiness and 

enthusiasm around the product or service. These emotions are often used in campaigns for lifestyle brands, 

entertainment, and experiences, enhancing the aspirational value of the offering. 

The Role of Emotional Appeals in Consumer Engagement: 

Consumer engagement refers to the extent to which consumers interact with a brand’s content, including likes, 

shares, comments, click-throughs, and conversions. Emotional appeals significantly influence these behaviors by 

fostering a deeper psychological connection between the consumer and the brand. 

1. Brand Perception: Emotional appeals enhance brand perception by associating the brand with specific feelings 

or values. For example, a brand that uses empathy appeals to support environmental causes may be perceived as 

ethical and trustworthy. 

2. Memorability: Emotionally charged content is more likely to be remembered than purely informational 

messages. This is particularly advantageous in competitive markets, where brand recall can influence purchasing 

decisions. 

3. Virality: Emotions such as humor, awe, and joy increase the likelihood of content being shared, amplifying its 

reach and impact. Social media platforms, in particular, thrive on emotionally engaging content, making 

emotional appeals a critical component of successful campaigns. 

4. Action and Conversion: Fear and urgency appeals drive immediate actions, such as signing up for a service or 

making a purchase. Similarly, nostalgia or excitement appeals can influence impulse buying behaviors by 

tapping into consumers’ emotional states. 
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Challenges and Ethical Considerations: 

While emotional appeals can be highly effective, they also come with challenges and ethical considerations. 

Overusing or misusing emotional triggers can lead to consumer fatigue, skepticism, or backlash. For instance, excessive 

fear appeals may cause panic or avoidance, while inauthentic empathy appeals may be perceived as opportunistic. 

Moreover, cultural and demographic differences influence how emotional appeals are perceived. What resonates with one 

audience may be ineffective or even offensive to another. Advertisers must therefore consider cultural sensitivities and 

ethical guidelines when crafting emotionally driven campaigns. 

 

The Evolution of Emotional Appeals in Digital Advertising: 

The rise of data analytics and artificial intelligence (AI) has revolutionized the use of emotional appeals in 

digital advertising. With advanced tools for sentiment analysis, facial recognition, and consumer behavior tracking, 

advertisers can now tailor emotional content to specific audiences with unprecedented precision. AI-powered algorithms 

also enable real-time adjustments to campaigns, ensuring maximum engagement and relevance. Additionally, immersive 

technologies such as augmented reality (AR) and virtual reality (VR) offer new avenues for creating emotionally 

engaging experiences. These technologies allow consumers to interact with brands in dynamic and emotionally resonant 

ways, further enhancing the impact of emotional appeals. 

 

Review of Literature: 

The role of emotional appeals in advertising has been extensively studied in marketing and consumer behavior 

literature. Emotions are integral to decision-making, and emotional advertising capitalizes on this by creating a 

psychological connection with the audience. This section provides an overview of relevant studies and theoretical 

frameworks, focusing on the types of emotional appeals, their psychological underpinnings, their impact on consumer 

engagement, and the challenges of using emotional strategies in digital advertising. 

 

Emotional Appeals and Consumer Behavior: 

Research has consistently highlighted the importance of emotional appeals in influencing consumer attitudes 

and behaviors. According to Batra and Ray (1986), emotions significantly impact advertising effectiveness by enhancing 

cognitive processing and increasing message retention. Similarly, Holbrook and Batra (1987) found that positive 

emotions, such as joy and humor, lead to stronger brand associations and improved recall. These studies underline that 

emotional content fosters a deeper connection with consumers compared to rational appeals. 

 

Types of Emotional Appeals:  

Humor has been identified as a powerful tool for increasing ad engagement. Eisend (2009) conducted a meta-

analysis showing that humor enhances ad likability and attention, particularly in low-involvement products. However, the 

study also emphasized the need for alignment between humor and brand message to avoid confusion. Fear appeals are 

commonly used in public service announcements and safety-related products. Witte and Allen (2000) demonstrated that 

moderate levels of fear are most effective in motivating behavioral change, while excessive fear can lead to avoidance. 

Nostalgia marketing appeals to consumers’ longing for the past, creating emotional resonance. Pascal, Sprott, and 

Muehling (2002) found that nostalgic advertisements increase brand attachment and purchase intent by evoking personal 

and collective memories. Empathy-based appeals involve connecting with audiences on shared values or emotional 

experiences. Research by Small and Verrochi (2009) indicated that empathetic advertising is particularly effective in 

cause-related marketing, fostering trust and brand loyalty. 

 

Emotional Appeals in Digital Advertising: 

With the rise of digital platforms, the use of emotional appeals has evolved significantly. Social media, in 

particular, has become a hub for emotionally engaging content due to its interactive and shareable nature. Berthon, Pitt, 

and Campbell (2008) highlighted the role of user-generated content in amplifying emotional messages, as users often 

share ads that resonate with them emotionally. Emotional appeals also benefit from the visual and auditory capabilities of 

digital platforms. Video advertising, for example, leverages storytelling to evoke emotions more effectively than static 

images or text. Research by Teixeira, Wedel, and Pieters (2012) revealed that emotional engagement in video ads directly 

correlates with increased viewing time and ad effectiveness. 
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Psychological Foundations: 

The psychological theories underpinning emotional appeals provide insights into their effectiveness. The 

Affective Response Theory posits that emotions influence cognition and behavior, making emotional content more 

impactful. Additionally, Dual-Process Theories suggest that emotional appeals bypass rational deliberation, engaging 

consumers at a subconscious level. Neuroscience research supports these theories by demonstrating the role of the 

amygdala in processing emotionally salient stimuli. Studies by Damasio (1994) showed that emotional experiences are 

encoded more vividly in memory, explaining the higher recall rates of emotionally charged advertisements. 

 

Cultural and Demographic Influences: 

The effectiveness of emotional appeals varies across cultures and demographics. For instance, Zhang and Gelb (1996) 

found that individualistic cultures respond more positively to humor and self-expressive appeals, whereas collectivistic 

cultures are more influenced by empathy and family-oriented messages. Age and gender also play a role, as younger 

audiences may prefer humor and excitement, while older demographics respond more to nostalgia and empathy. 

 

Ethical Considerations: 

While emotional appeals can drive engagement, their use raises ethical concerns. Hastings, Stead, and Webb (2004) 

criticized fear-based advertising for its potential to manipulate vulnerable audiences, particularly in health campaigns. 

Similarly, inauthentic empathy appeals—such as “woke-washing”—can lead to consumer skepticism and backlash, as 

discussed by Vredenburg et al. (2020). Advertisers must strike a balance between emotional resonance and ethical 

responsibility to maintain consumer trust. 

 

Challenges in Emotional Advertising: 

The digital advertising landscape presents unique challenges for emotional appeals. Attention spans are shorter, 

and consumers are often overwhelmed by content. Research by Golan and Zaidner (2008) emphasized the importance of 

creating concise yet impactful emotional content to capture attention in competitive digital spaces. Additionally, 

advanced analytics and artificial intelligence have enabled hyper-targeting, but this also poses risks. Over-personalization 

or excessive emotional manipulation can alienate audiences, making it essential for advertisers to use data ethically. 

 

The Role of Technology: 

Emerging technologies, such as augmented reality (AR) and virtual reality (VR), offer new opportunities for 

emotional advertising. Beck and Crié (2018) explored how immersive experiences create stronger emotional connections 

by allowing consumers to interact with brands in novel ways. Similarly, AI-driven sentiment analysis enables advertisers 

to measure and optimize emotional engagement in real time. 

Objectives of the Study:  

1. To Assess the Effectiveness of Emotional Appeals on Consumer Engagement. 

2. To Analyse the Impact of Emotional Appeal Types. 

3. To Explore Demographic and Psychographic Variations. 

Research Methodology: 

This study assessed the effectiveness of emotional appeals (Humor, Fear, Nostalgia, Empathy, Happiness, 

Sadness, and Anger) in advertising through a survey-based experimental design involving 800 respondents (200 per 

appeal type). Participants evaluated ads on metrics like click-through rate (CTR), engagement rate (shares), purchase 

intent, emotional recall, and brand perception. Data were analyzed using T-tests and ANOVA to identify significant 

differences between groups. Additionally, demographic (age, gender, income) and psychographic factors 

(introversion/extraversion) were analyzed via Two-Way ANOVA to determine interaction effects. Post-hoc Tukey's HSD 

tests were conducted for pairwise comparisons where significant differences were detected. 
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Data Analysis and Interpretations:  

Table 1: Assessing the Effectiveness of Emotional Appeals 
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Humor 200 6.2% 3.1% 4.5 4.8 T-Test p < 0.01 Humor significantly 

higher than Fear and Empathy 

ads. 

Fear 200 3.5% 2.0% 3.4 4.2 T-Test Fear ads showed lower CTR but 

slightly higher recall than 

Humor. 

Nostalgia 200 4.8% 2.8% 4.3 4.6 ANOVA p < 0.05 Significant difference 

between Humor and Nostalgia. 

Empathy 200 3.9% 1.9% 3.7 4.1 ANOVA Empathy ads showed moderate 

engagement, but lower than 

Humor and Nostalgia. 

Control 

(Neutral) 

200 2.2% 1.1% 2.5 3.0 ANOVA Control group had lowest 

engagement across all metrics. 

Statistical Analysis: 

1. T-Test: 

➢ The T-test is used to compare the mean differences between two emotional appeal types (e.g., Humor 

vs. Fear). 

➢ Results: Humor ads significantly outperformed fear and empathy ads in click-through rate (CTR). 

Humor had a much higher engagement rate, while fear-based ads, although less engaging, produced 

slightly better emotional recall. 

2. ANOVA (Analysis of Variance): 

➢ Purpose: To compare means across multiple groups (e.g., Humor, Fear, Nostalgia, Empathy). 

➢ Results: The ANOVA test showed significant differences in consumer engagement between Humor 

and Nostalgia ads (p < 0.05). Humor consistently showed higher engagement metrics, while nostalgia 

also performed better than other emotional appeals. Control (neutral) ads showed the lowest 

engagement overall. 

3. Key Insights: 

➢ Humor: This appeal generated the highest engagement (6.2% CTR, 3.1% shares) and had the highest 

emotional recall (4.8), indicating it is a highly effective appeal type. 

➢ Fear: Although fear-based ads showed lower engagement (3.5% CTR), they scored higher in 

emotional recall (4.2), suggesting that they were memorable, albeit not as effective at generating 

interaction. 

➢ Nostalgia: Nostalgia-based ads were effective in driving engagement (4.8% CTR) and had moderate 

emotional recall (4.6), making it a compelling emotional appeal for engagement. 
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➢ Empathy: Empathy ads showed moderate engagement, but the CTR (3.9%) and shares (1.9%) were 

lower than humor and nostalgia, indicating that empathy may be more suitable for brand loyalty rather 

than immediate engagement. 

➢ Control Group: The neutral control ads had the lowest performance across all metrics, highlighting 

the importance of using emotional appeals to drive consumer behavior. 

Conclusion: 

➢ Humor emerged as the most effective emotional appeal, significantly outpacing other types in terms of both 

engagement and recall. It was the most successful in encouraging clicks and shares. 

➢ Nostalgia was also effective, though slightly less so than humor. It evoked strong emotional recall and a 

moderate level of engagement. 

➢ Fear and Empathy appeals performed less effectively in terms of click-through and share rates but had 

moderate to high emotional recall. 

➢ The Control Group with neutral ads showed the least engagement, reinforcing the idea that emotional appeals 

drive consumer interaction in digital advertising. 

Table 2.1: Analyze the impact of emotional appeal types on consumer behavior 

Emotional 

Appeal 

Type 

Purchase 

Intent 

(Mean) 

Emotional 

Response 

(Mean) 

Brand 

Perception 

(Mean) 

Standard 

Deviation 

(Purchase 

Intent) 

Standard 

Deviation 

(Emotional 

Response) 

Standard 

Deviation 

(Brand 

Perception) 

Fear 3.2 4.1 3.7 1.1 0.9 1.0 

Happiness 4.0 4.6 4.5 0.8 0.7 0.6 

Sadness 2.5 3.9 3.3 1.2 1.0 1.1 

Anger 3.8 4.3 4.1 1.0 0.8 0.9 

 

Statistical Analysis: 

We can use One-Way ANOVA to test if there are significant differences in the means of the emotional appeal 

types for each dependent variable (Purchase Intent, Emotional Response, Brand Perception). 

Table2.2: ANOVA for Purchase Intent 

Emotional Appeal 

Type 

Mean Standard 

Deviation 

p-value (ANOVA) Conclusion 

Fear 3.2 1.1 0.02 Significant 

difference between 

groups 

Happiness 4.0 0.8   

Sadness 2.5 1.2   

Anger 3.8 1.0   

 

Interpretation:  

The p-value for the ANOVA test for Purchase Intent is 0.02, which is below the standard significance level of 

0.05. This suggests that the emotional appeal types have a significant effect on purchase intent. 

Table 2.3: ANOVA for Emotional Response 

Emotional Appeal 

Type 

Mean Standard 

Deviation 

p-value 

(ANOVA) 

Conclusion 

Fear 4.1 0.9 0.03 Significant difference between groups 

Happiness 4.6 0.7   
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Sadness 3.9 1.0   

Anger 4.3 0.8   

 

Interpretation:  

The p-value for Emotional Response is 0.03, which is also less than 0.05. This indicates a significant difference 

in emotional response due to the emotional appeal type. 

Table 2.4: ANOVA for Brand Perception 

Emotional Appeal 

Type 

Mean Standard 

Deviation 

p-value 

(ANOVA) 

Conclusion 

Fear 3.7 1.0 0.09 No significant difference 

Happiness 4.5 0.6   

Sadness 3.3 1.1   

Anger 4.1 0.9   

Interpretation: The p-value for Brand Perception is 0.09, which is greater than 0.05. This suggests that the emotional 

appeal type does not have a statistically significant effect on brand perception. 

 

 Post-Hoc Analysis (if applicable): 

If ANOVA tests show significant differences (e.g., for Purchase Intent and Emotional Response), we can 

conduct a Tukey's HSD (Honestly Significant Difference) test to explore which specific groups differ from each other. 

 

Table2.5: Post-Hoc Analysis (if applicable) 

Comparison p-value Conclusion 

Fear vs. Happiness 0.01 Significant difference in purchase intent 

Happiness vs. Anger 0.03 Significant difference in emotional response 

Fear vs. Sadness 0.04 Significant difference in emotional response 

Conclusion: 

➢ Emotional Appeal Type has a significant impact on purchase intent and emotional response, with 

Happiness and Anger leading to the highest scores. 

➢ Brand Perception does not show significant variation across the emotional appeals. 

➢ Happiness is the most effective emotional appeal for generating positive emotions and influencing purchase 

intent, while Sadness and Fear are less effective in terms of purchase intention. 

Table 3: Explore how demographic and psychographic factors vary across emotional appeal types in 

terms of Purchase Intent, Emotional Response, and Brand Perception. 
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Age: 18-24 Fear 2.8 4.0 3.5 1.2 0.9 1.1 

Age: 18-24 Happiness 3.9 4.5 4.0 1.0 0.8 0.9 

Age: 18-24 Sadness 2.4 3.7 3.0 1.3 1.0 1.2 
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Age: 18-24 Anger 3.6 4.2 3.9 1.1 0.9 1.0 

Age: 25-40 Fear 3.0 4.2 3.8 1.1 0.8 0.9 

Age: 25-40 Happiness 4.2 4.7 4.6 0.9 0.7 0.6 

Age: 25-40 Sadness 2.7 3.8 3.4 1.2 0.9 1.0 

Age: 25-40 Anger 3.9 4.4 4.2 1.0 0.8 0.9 

Gender: 

Male 

Fear 3.1 4.0 3.6 1.0 0.8 1.0 

Gender: 

Male 

Happiness 4.0 4.4 4.3 0.9 0.7 0.8 

Gender: 

Male 

Sadness 2.6 3.6 3.2 1.1 0.9 1.0 

Gender: 

Male 

Anger 3.7 4.3 4.0 1.0 0.8 0.9 

Income: 

High 

Fear 3.4 4.3 3.9 1.1 0.7 0.9 

Income: 

High 

Happiness 4.4 4.8 4.7 0.8 0.6 0.7 

Income: 

High 

Sadness 2.8 3.9 3.5 1.2 0.9 1.1 

Income: 

High 

Anger 4.0 4.5 4.3 1.0 0.8 0.9 

Psychograph

ic: Introvert 

Fear 3.0 4.1 3.7 1.0 0.8 1.0 

Psychograph

ic: Introvert 

Happiness 3.8 4.6 4.2 1.0 0.7 0.8 

Psychograph

ic: Introvert 

Sadness 2.6 3.8 3.3 1.2 0.9 1.0 

Psychograph

ic: Introvert 

Anger 3.5 4.2 3.8 1.1 0.8 0.9 

 

Statistical Analysis: 

We will use Two-Way ANOVA (to account for the interaction between emotional appeal types and 

demographic/psychographic factors) to test for significant differences across demographic groups and emotional appeals 

for each dependent variable. 

Table3.1: Two-Way ANOVA for Purchase Intent 

Factor p-value 

(ANOVA) 

Conclusion 

Emotional Appeal Type 0.04 Significant difference in purchase intent 

Age 0.02 Significant difference in purchase intent 

Interaction (Appeal × Age) 0.03 Significant interaction effect 

Gender 0.05 Marginal significance 

Income 0.06 No significant effect 

Psychographic (Introvert/Extrovert) 0.07 No significant effect 

Interpretation: Both Emotional Appeal Type and Age significantly influence purchase intent. The interaction effect 

shows that age groups respond differently to emotional appeals, especially younger consumers who are more influenced 

by Happiness and Anger. 
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Table3.2: Two-Way ANOVA for Emotional Response 

Factor p-value 

(ANOVA) 

Conclusion 

Emotional Appeal Type 0.03 Significant difference in emotional response 

Age 0.01 Significant difference in emotional response 

Interaction (Appeal × Age) 0.05 Marginally significant interaction effect 

Gender 0.04 Significant effect of gender on emotional response 

Income 0.03 Significant effect of income on emotional response 

Psychographic 

(Introvert/Extrovert) 

0.08 No significant effect 

Interpretation: Emotional Appeal Type and Age both have significant effects on Emotional Response. Income and 

Gender also play a role, with higher-income and male participants showing stronger emotional responses, particularly to 

Happiness and Anger. 

Table3.3: Two-Way ANOVA for Brand Perception 

Factor p-value 

(ANOVA) 

Conclusion 

Emotional Appeal Type 0.09 No significant difference in brand perception 

Age 0.04 Significant difference in brand perception 

Interaction (Appeal × Age) 0.02 Significant interaction effect 

Gender 0.03 Significant effect on brand perception 

Income 0.01 Significant effect of income on brand perception 

Psychographic 

(Introvert/Extrovert) 

0.05 Marginal significance 

Interpretation: While Emotional Appeal Type does not significantly affect Brand Perception, Age, Gender, and 

Income all play a significant role. Younger and higher-income groups tend to have a more positive perception of the 

brand when exposed to positive emotional appeals. 

Table3.4: Post-Hoc Analysis (Tukey's HSD) 

Comparison p-value Conclusion 

Fear vs. Happiness (Age 18-24) 0.01 Significant difference in purchase intent 

Fear vs. Anger (Income: High) 0.03 Significant difference in emotional response 

Results: 

➢ Demographics (Age, Gender, Income) significantly affect responses to emotional appeals, especially purchase 

intent and emotional response. 

➢ Psychographics (Introversion vs. Extraversion) do not have as strong an impact, though introverts may have 

slightly different emotional responses to Happiness. 

➢ Younger consumers and higher-income groups tend to respond more positively to Happiness and Anger, 

while older consumers or those in lower-income brackets may be more influenced by Fear or Sadness. 

➢ Brand Perception is most positively affected by Happiness and Anger in younger and higher-income 

segments, while Sadness has less impact overall. 

 

Conclusion: 

The analysis revealed that humor is the most effective emotional appeal, generating the highest CTR, 

engagement, and emotional recall. Nostalgia also performed well, while fear and empathy were less effective for 
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engagement but higher in emotional recall. Demographics significantly influenced responses, with younger and higher-

income groups showing stronger reactions to positive appeals (Happiness and Anger). Emotional appeal types had 

limited impact on brand perception, which was more influenced by demographics and income. These findings suggest 

that tailoring emotional appeals to specific audience segments can optimize advertising effectiveness. 
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