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ABSTRACT

The rapid evolution ofdigitai advertising has transformed the way businesses engage with
their customers, highlighting the importance of both emotional connection and informative
content. Emotional appeal in advertisements plays a crucial role in influencing consumer
attention, shaping perceptions, and driving purchase intentions. At the same time, artificial
intelligence (Al) has become a game-changing tool in marketing analytics, allowing
companies to tailor content, forecast customer behavior, and improve advertising tactics.
This study explores the intersection of Al and emotion-centric marketing in digital
advertising, highlighting how Al-driven techniques can enhance brand engagement and
consumer experience. Using a systematic review and analysis of contemporary literature
from 2019 to 2025, the research identifies key Al applications in predicting emotional
responses, analyzing consumer sentiment, and tailoring digital campaigns to specific
audience segments. The findings reveal that integrating Al with emotional targeting
significantly improves consumer engagement, brand loyalty, and campaign effectiveness.
Additionally, Al tools facilitate real-time feedback and adaptive marketing strategies,
allowing brands to respond dynamically to consumer emotions and preferences. The study
also addresses ethical considerations related to transparency, privacy, and responsible data
use inAl-enabled emotional targeting. By bridging technology and psychology, this research
offers valuable insights for marketers and advertisers seeking to design emotion-driven, Al-
powered campaigns. It contributes a conceptual framework for effectively integrating
emotional appealinto digital advertising strategies to maximize marketing impact.

Keywords: Artificial Inteliigence, Emotionai Appeal, Digital Advertising, Branding,
Emotion-centric marketing analytics.
m.INTRODUCTION

The rapid advancement of digital teclinologies lias redefined the advertising landscape,
shifting the focus from traditional information-based messages to more interactive
andpersonalized campaigns (Kumar et al., 2020). Digital advertising today is not only about

Faculty of Commerce, D.K.M College for Women(Autonomous) Vellore,Tamil Nadu,India.
DOI: 10.17697/ibmrd/2026/vI15il/174509 www.ibmrdjournal.in


http://www.ibmrdjournal.in

IBMRD'S JOURNAL OF MANAGEMENT AND RESEARCH 43

delivering product information but also about fostering deeper connections with consumers
through emotional engagement (Li & Sung, 2021). Emotions play a central role in shaping
consumer perceptions, attitudes, and purchase decisions, malting emotional appeal one of
the most powerful tools in marketing communications (Alalwan, 2020; Zhang et al., 2023).

In recent years, emotional appeal in advertising has gained increasing attention as brands
seek to capture consumer attention in cluttered digital environments (Yoo & Kim, 2022).
Studies indicate that emotional advertising enhances brand recall, consumer t rust, and
long-term loyalty, often outperforming purely rational or informational appeals (Micu &
Chowdhury, 2021). However, effectively understanding and predicting consumer emotions
at scale has remained a major challenge for marketers.

By providing data-driven insights into customer behavior and preferences, artificial
intelligence (Al) has completely changed marketing analytics (Davenport et al., 2020).
Artificial intelligence (Al) applications like sentiment analysis, facial recognition, and natural
language processing have opened up new avenues for evaluating emotional reactions and
improving digital advertising tactics. (Chatterjee et al., 2022; Shankar, 2023). Integrating Al
with emotion-centric marketing allows brands to deliver highly personalized and adaptive
content, thereby enhancing consumer experience and engagement (Huang & Rust, 2021).

The research also exploring the intersection of Al and emotional appeal in digital advertising
remains fragmented. While prior studies have examined Al's predictive capacity in
consumer behavior or the effectiveness of emotional appeals separately, few have
addressed how Al can systematically enhance emotion-driven campaigns (Kietzmann et
al., 2019; Khan et al., 2024). Moreover, ethical concerns regarding privacy, data
transparency, and responsible Al usage in emotional targeting are increasingly critical
(Sutantoetal.,2025).

By performing a systematic assessment of recent research (2019-2025), this study seeksto
close this gap by examining the ways in which emotion-centric marketing is utilizing Al-
driven tactics. In addition to highlighting ethical issues for marketers, the paper aims to
discover important Al applications for emotional targeting and evaluate their effects on
customer engagement and brand loyalty. By integrating insights from both marketing and
technology perspectives, the study contributes to developing a conceptual framework for
leveraging Al in emotional digital advertising effectively.
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1.2 Research objectives

To investigate the influence of emotional appeal in digital advertising on consumer
attention, perception, and purchase intention.

To examine the applications of Artificial Intelligence (Al) in emotion-centric
marketing, focusing on predicting emotional responses and analyzing consumer
sentiment.

To evaluate the effectiveness of Al-driven emotional targeting in enhancing
consumer engagement, brand loyalty, and campaign performance.

To explore the ethical implications of Al-enabled emotional targeting, emphasizing
transparency, privacy, and responsible data usage in digital advertising.

1.3 Research Questions

1

How does emotional appeal in digital advertising influence consumer attention,
perception, and purchase intention?

In what ways is Artificial Intelligence (Al) applied in emotion-centric marketing to
predict emotional responses and analyze consumersentiment?

To what extent does Al-driven emotional targeting enhance consumer
engagement, brand loyalty, and campaign performance?

What are the ethical implications of using Al for emotional targeting in digital
advertising, particularly regarding transparency, privacy, and responsible data
usage?

1.4 Purpose ofthe Study

This study aims to investigate, from the viewpoint of the consumer, how artificial

intelligence (Al) and emotional appeal interact in digital advertising. Specifically, the

research aims to understand how emotion-centric advertising influences consumer

attention, perception, and purchase intention, while also exploring the role of Al in

predicting emotional responses, analyzing consumer sentiment, and delivering

personalized digital campaigns. Additionally, the study seeks to evaluate the

effectiveness of Al-driven emotional targeting in enhancing consumer engagement,

brand loyalty, and overall campaign performance. Finally, it addresses the ethical
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considerations associated witli Al-enabled emotion-centric marketing, emphasizing
transparency, privacy, and responsible data usage, thereby providing actionable
insights for marketers, advertisers, and brand strategists.

Il. LITERATURE REVIEW

Emotional appeal has been recognized as a critical driver of consumer engagement and
purchase behavior in digital marketing. Studies indicate that advertisements eliciting
positive or relevant emotions significantly enhance brand recall, consumer trust, and long-
term loyalty (Alalwan, 2020; Yoo & Kim, 2022). Emotional messages outperform purely
rational or informational content by creating a stronger psychological connection with
consumers, particularly in cluttered online environments (Micu & Chowdhury, 2021).

Recent research highlights that digital platforms provide unique opportunities for leveraging
emotional contentthrough interactive visuals, videos, and social media campaigns, allowing
brands to engage consumers on a more personal level (Zhang, Wang, & Li, 2023; Li & Sung,
2021). However, measuring the impact of emotional appeal remains challenging due to
subjective interpretations of emotions across diverse audiences (Kumar et al., 2020).

Artificial Intelligence has emerged as a transformative tool in marketing, offering predictive
and analytical capabilities that were previously unattainable (Davenport et al., 2020; Huang
& Rust, 2021). Al techniques such as sentiment analysis, facial recognition, natural
language processing, and predictive modeling allow marketers to understand consumer
preferences and behaviors in real-time (Chatterjee et al., 2022).

Recent studies emphasize that Al not only aids in personalizing advertising content but also
enables dynamic adaptation of campaigns based on real-time feedback, leading to higher
engagement and conversion rates (Shankar, 2023; Kietzmann, Paschen, & Treen, 2019).
Moreover, Al-powered chatbots and recommendation systems contribute to a seamless
consumer experience by anticipating emotional and behavioral cues (Huang & Rust, 2021).
By analyzing consumer emotional responses through Al-driven tools, brands can tailor
contentthat resonates deeply with target audiences (Khan, Li, & Wu, 2024).

Studies reveal that Al-assisted emotional targeting improves consumer engagement, brand
loyalty, and campaign effectiveness compared to traditional methods (Yoo & Kim, 2022;
Zhang et al.,, 2023). Real-time emotion detection enables adaptive campaigns, where
messages are dynamically adjusted according to consumer reactions, resulting in more
personalized and impactful advertising experiences (Chatterjee et al., 2022; Micu &
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Chowdhury, 2021).There are serious ethical issues with the use of Al in emotion-driven
marketing. Given that customers might not be aware of how their emotionai data is gathered
and used, privacy, data openness, and permission are cruciai issues. (Sutanto, Tan, & Lu,
2025). Misuse of Ai for manipuiating emotions couid potentiaiily undermine consumer trust
and brand reputation (Khan etai., 2024).

Recent research emphasizes the need for responsible Ai practices, including ethicai
guideiines for emotionai targeting, transparent communication, and mechanisms for
consumer control over personal data (Davenport et ai., 2020; Sutanto et ai., 2025). Ethicai
compiiance is now recognized as not oniy a regulatory requirement but also a key factor
influencing consumer acceptance ofAl-driven marketing strategies.

[ll. CONCEPTUAL FRAMEWORK

The conceptual framework of this study illustrates the relationships between emotionai
appeal, Al applications in marketing, consumer engagement & brand ioyaity. and ethicai
perceptions in digitai advertising. The framework is designed to examine how Al-driven
personalization enhances the impact of emotional advertising whiie considering ethicai
implications.

Fig - 1 Conceptual framework of Al-enabled emotion centric marketing in digital
advertising

The framework demonstrates the interplay between emotional appeal, Al applications, and
ethicai perceptions in shaping consumer engagement and brand loyalty in digital marketing.
Emotional appeal serves as the foundational driver, where marketing messages
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designed to evoke specific emotions sucli as happiness, nostalgia, fear, or excitement can
sliape consumer responses. Tliis emotional resonance guides the deployment of Al
applications, which include technologies like chatbots, recommendation engines, sentiment
analysis, personalized advertising, and predictive analytics. These Al tools act as the
primary mechanism through which emotional appeal is translated into measurable
outcomes, enabling brands to deliver targeted, relevant, and timely messages aligned with
consumer emotions and behaviors.

Ethical perceptions, encompassing concerns about privacy, transparency, data usage, and
fairness, function as a moderating factor, influencing the strength and direction of the
relationship between Al applications and consumer outcomes. Even highly sophisticated Al
strategies may fail to generate engagement or loyalty if ethical concerns are perceived
negatively by consumers. Ultimately, the framework positions consumer engagement and
brand loyalty as the key outcomes, suggesting that effective emotion-driven marketing,
facilitated byAl and mindful of ethical considerations, can significantly enhance consumers'
emotional, cognitive, and behavioral investment in a brand, leading to repeated purchases
and positive advocacy.

3.1 Research Gap and Contribution

While numerous studies have examined emotional appeal and Al separately, there is limited
research addressing the systematic integration of Al and emotion-centric marketing in digital
advertising (Kietzmann et al., 2019; Huang & Rust, 2021). Few studies pr ovide a holistic
framework that combines Al applications, emotional targeting, and ethical considerations,
particularly inthe context of digital platforms from 2019-2025.

This study aims to bridge this gap by offering a comprehensive conceptual framework that
guides marketers in leveraging Al for emotion-driven digital campaigns, considering both
performance outcomes and ethical implications.

3.2 Research Design

This study adopts a descriptive and explanatory research design to examine the role of
Artificial Intelligence (Al) in emotion-centric digital advertising and its impact on consumer
engagement. A quantitative approach is employed to test relationships between emotional
appeal, Al applications, consumer responses, and ethical considerations. Theresearch also
includes elements of a systematic literature review (2019-2025) to identify trends,
frameworks, and best practices in Al-driven emotion-centric marketing.
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3.3 Sample Design
The study targets digital consumers who actively engage with online advertising campaigns
across platforms such as social media, e-commerce websites, and other digital content
channels. The population for this research comprises individuals aged 18 to 50 who have
regular exposure to online advertisements. A total of 482 respondents were selected to
ensure sufficient statistical power for meaningful analysis. Data were collected using a
convenience sampling method, targeting consumers who were easily accessible through
online channels while ensuring diversity interms of gender, age, and digital usage patterns.
IV. DATAANALYSISAND INTERPRETATION
4.1.1 Demographic Profile of Respondents
The demographic characteristics of the 486 respondents were analyzed to understand the
sample distribution. Descriptive statistics (frequencies and percentages) were used to
summarize gender, age, education, occupation, digital usage patterns and online ad
exposure.

Table 4.1.1 (a) - Demographic Profile of Respondents

Demographic Variable Category Frequency Percentage(%)
Gender Male 248 51.0
Female 238 49.0
Age . 120 24.7
26-35 200 41.2
36-50 166 34.1
EducationLevel HighSchool 62 128
Undergraduate 218 44.8
Postgraduate 206 424
Occupation Student 110 22.6
Professional 245 50.4
Business 78 16.0
Others 53 10.9
DigitalUsageFrequency Low 78 16.0
Medium 242 49.8
High 166 34.1
OnlineAdExposure Rarely 65 134
Occasionally 180 37.0
Frequently 241 49.6
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The demographic profile ofthe 486 respondents shows a balanced gender distribution, with
males accounting for 51% and females 49% of the sample. The majority of respondents
were aged 26-35 years (41.2%), followed by 36-50 years (34.1%) and 18-25 years
(24.7%), reflecting a young to middle-aged digital consumer base. In terms of education,
nearly half of the participants held an undergraduate degree (44.8%), while 42.4% had
completed postgraduate studies, indicating a highly educated sample. Regarding
occupation, professionals comprised the largest group (50.4%), followed by students
(22.6%) and business owners (16%), with the remaining 10.9% representing other
categories. Analysis of digital usage revealed that most respondents had medium (49.8%) or
high (34.1%) engagement with digital platforms, and nearly half of the participants (49.6%)
reported frequent exposure to online advertisements. This diverse sample across age,
education, occupation, and digital engagement provides a reliable basis for analyzing
consumer responses to Al-driven, emotion-centric digital advertising campaigns.

4.1.1 Reliabilitytest

The internal consistency of the constructs was assessed using Cronbach's alpha, and
validity was evaluated using Composite Reliability (CR) and Average Variance Extracted
(AVE).

Table 4.1.2 (a) Reliability and Validity of Constructs

Construct No.of ltems — CR AVE
Emotional Appeal 5 0.872 0.89 0.61
AlApplicationsinMarketing 6 0.885 0.90 0.63
ConsumerEngagement&L oyalty 5 0.867 0.88 0.60
EthicalPerceptions 4 0.843 0.86 0.57

The constructs used in this study—emotional appeal, Ai applications in marketing,
consumer engagement & loyalty, and ethical perceptions—demonstrated strong internal
consistency, with Cronbach's alpha values ranging from 0.843 to 0.885. Composite reliability
(CR) values exceeded 0.86 for all constructs, and Average Variance Extracted (AVE) values
ranged from 0.57 to 0.63, indicating satisfactory convergent validity. These results confirm
that the measurement instruments are both reliable and valid, ensuring that subsequent
analyses are based on robust data.
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4.1.1 Correlation analysis

The correlation analysis examines the relationships among Emotional Appeal, Al
Applications in Marketing, Consumer Engagement & Brand Loyalty, and Ethical
Perceptions. All correlations are statistically significant at p < 0.01, indicating robust
associations between the constructs.

Table 4.1.3 (a) - Correlation Matrix

Variables

1.Emotional Appeal 1

2. Al Applications in Marketing 0.652**

S.Consumer Engagement & Loyalty 0.583**  0.701' 1

4. Ethical Perceptions 0.412**  0.468**  0.455*"

The correlation analysis revealed significant positive relationships between all major
constructs. Emotional appeal showed a moderate positive correlation with Al applications in
marketing (r = 0.652, p <0.01) and consumer engagement & loyalty (r = 0.583, p < 0.01). Al
applications were also strongly correlated with consumer engagement & loyalty (r=0.701, p
< 0.01). Ethical perceptions were positively correlated with all constructs, albeit to a lesser
degree. These findings suggest that both emotional appeal and Al-driven personalization
are closely linked to higher consumer engagement, while ethical considerations remain an
important, though secondary, factor in shaping consumer responses.

4.1.1 Application of multiple regression analysis

A multiple regression analysis was conducted to test the impact of Emotional Appeal and Al
Applications on Consumer Engagement & Brand Loyalty.

Table4.1.4 (a) - Regression Results

Predictor P t-value p-value
Emotional Appeal 0.342 6.78 <0.001**
Al Applicationsin Marketing 0.471 9.12 <0.001**

Multiple regression results indicated that both emotional appeal (|3=0.342, p <0.001) and Al
applications in marketing (P = 0.471, p <0.001) significantly predict consumer engagement
and brand loyalty, with Al applications exerting a slightly stronger effect. The model
explained 57% of the variance in consumer engagement (R = 0.57), confirming the
importance of integrating Al with emotional targeting strategies. This demonstrates that
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digital advertising campaigns tliat effectively combine emotional appeal witfi Ai-drlven
personalization can substantially enliance consumer responses and brand outcomes.

4.1.1 Application of chi-square test

A Ctii-square test was conducted to examine differences in perceptions of Ai-drlven
emotional targeting across gender.

Table 4.1.5 (a) - Chi-Square Test - Gender vs Ai Perception

Al Perception Male Female Total
Positive 158 165 323
Neutral 60 50 110
Negative 30 23 53

The Chi-square analysis examining differences in perceptions of Al-driven emotional
targeting across gender revealed no significant association (x* = 3.42, p = 0.18). This
indicates that male and female consumers generally share similar perceptions regarding Al-
enabled emotional advertising. Thus, gender does not appear to significantly influence
attitudes toward Al-driven personalization and emotional appeal in digital campaigns.

To determine If perceptions regarding the ethical use of Al In advertising differ according to
education level.

Table 4.1.5 (b) - Ethical use of advertising vs Education

EthicalPerception HighSchool Undergraduate Postgraduate Total
Positive 35 125 120 280
Neutral 20 55 60 135
Negative 7 38 26 71

Total 62 218 206 436

A significant association was found between education level and ethical perceptions ofAl in
advertising (p < 0.05). Respondents with higher educational qualifications (postgraduates)
showed more critical awareness of ethical concerns related to Al use in advertising, whereas
those with lower education levels were more likely to view Al advertising positively. This
suggests that consumer education influences ethical evaluation, emphasizing the need for
transparency and responsible Al practices to build trust among informed audiences.
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To examine whether consumers' perception of emotional appeal in Al-driven digital
advertising varies across different age groups.

Table-4.1.5(c)Agevs Emotional Appeal Perception

Emotional Appeal Perception 18-25yrs 26-35yrs  36-50yrs  Total
Positive 80 140 105 325
Neutral 25 40 35 100
Negative 15 20 26 61
Total 120 200 166 486

The Chi-square analysis revealed no significant association between age group and
perception of emotional appeal (p > 0.05). This indicates that consumers across age
categories (18-25, 26-35, 36-50) exhibit similar emotional responses to Al-driven
advertising. Thus, emotional appeal seems to resonate equally across generational
cohorts, suggesting that Al-enabled emotional targeting may have universal influence
among digitally active consumers.

V. DISCUSSION

The findings of this study provide important insights into the intersection of Artificial
Intelligence (Al) and emotion-centric marketing in digital advertising. Consistent with
previous research, the results confirm that emotional appeal significantly inf luences
consumer attention, perception, and purchase intention (Alalwan, 2020; Yoo & Kim, 2022).
Respondents reported higher engagement when advertisements elicited positive or
relevant emotions, supporting the notion that emotional content fosters stronger
psychological connections and brand recall (Micu & Chowdhury, 2021; Zhang et al., 2023).
This aligns with the first research objective, emphasizing the pivotal role of emotions in
shaping consumer responses in the digital environment.

The study further highlights the critical role of Al applications in marketing. Regression and
correlation analyses indicate that Al-driven personalization and predictive analytics
significantly enhance consumer engagement and brand loyalty, corroborating prior findings
on Al-enabled marketing effectiveness (Davenport et al., 2020; Huang & Rust, 2021;
Shankar, 2023). Notably, Al applications demonstrated a stronger influence on engagement
than emotional appeal alone, suggesting that technology-mediated personalization
amplifies the impact of emotion-centric strategies. These findings address the second and
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third research objectives, demonstrating that Al tools such as sentiment analysis, targeted
contentdelivery, and real-time adaptation are effective in optimizing consumer experience.

The analysis also reveals that ethical perceptions play a crucial, albeit secondary, role in
consumer responses. While respondents generally viewed Al-driven emotional targeting
positively, concerns regarding privacy, transparency, and responsible data use were
evident, echoing the ethical considerations highlighted in recent literature (Sutanto et al.,
2025; Khan et al., 2024). This finding aligns with the fourth research objective, underscoring
the need for brands to adopt transparent Al practices and ensure consumer trust while
leveraging emotion-based targeting. Ethical compliance emerges not only as a moral
imperative but also as a strategic factor influencing acceptance ofAl-enabled marketing.

Interestingly, Chi-square analysis indicates no significant gender differences in perceptions
of Al-driven emotional targeting, suggesting that emotional engagement and
responsiveness to Al personalization are largely consistent across male and female cons
umers. (Li & Sung, 2021) the democratizing effect of digital platforms, where personalization
algorithms reduce demographic-based disparities in engagement.The study confirms that
combining technology with psychological insights can create more adaptive, personalized,
and impactful digital campaigns. The results contribute to the emerging discourse on Al-
enabled marketing by offering a conceptual framework that links emotional appeal, Al
applications, consumer engagement, and ethical considerations.

VI. CONCLUSION

This study explored the intersection of Artificial Intelligence (Al) and emotion-centric
marketing in digital advertising, examining how Al-driven techniques enhance emotional
appeal, consumer engagement, and brand loyalty. The findings confirm that emotional
appeal in advertisements significantly influences consumer attention, perception, and
purchase intention, supporting its critical role in marketing effectiveness. Furthermore, Al
applications—such as sentiment analysis, personalized content delivery, and real-time
adaptive campaigns—were found to significantly amplify consumer engagement, often
exerting a stronger effectthan emotional appeal alone.

The study also highlights the importance of ethical considerations in Al-enabled emotional
targeting. While consumers generally responded positively to Al-driven personalization,
concerns about privacy, transparency, and responsible data usage were evident,
emphasizing that ethical compliance is essential for maintaining consumer trust and long-
term engagement. The analysis also revealed no significant gender differences in
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perceptions of Al-driven emotional advertising, indicating tliat personalized emotion-centric
strategies are broadly effective across demographics.

Overall, the research contributes to both theory and practice by providing a conceptual
framework for integrating emotional appeal with Al-driven marketing strategies. It
demonstrates that combining psychological insights with advanced technology enables m
ore adaptive, impactful, and consumer-centric digital campaigns, bridging the gap between
marketing, Al, and ethical practice.

VIl. GENERAL RECOMMENDATIONS

Based on the findings of this study, several recommendations can be made for both
marketers and researchers. IVlarketers should focus on integrating emotional storytelling
with Al-driven personalization, designing campaigns that not only evoke consumer emoti
ons but also deliver tailored content based on individual preferences. The use of Al tools,
such as sentiment analysis, predictive analytics, and recommendation systems, can enable
real-timeadaptation of advertisements, ensuring that campaigns remain relevant and
engaging. Ethical considerations should be prioritized, with transparency, responsible data
handling, and secure Al practices to maintain consumer trust and mitigate privacy concerns.
Additionally, marketers are encouraged to continuously monitor consumer engagement
metrics to optimize the effectiveness ofAl-enabled emotional campaigns.

VIII. LIMITATIONS OF THE STUDY

The present study acknowledges several limitations. First, the reliance on a convenience
sample of digitally active consumers may constrain the generalizability ofthe findings to the
broader population. Second, the use of self-reported measures introduces the potential for
response biases, particularly in the evaluation of emotional appeal and Al applications.
Finally, although ethical perceptions were examined, the study did not account for cultural or
regional variations, which could influence consumer responses to Al-enabled emotion-
centric marketing strategies.

IX. FUTURE DIRECTIONS OF THE RESEARCH

This study provides a number of opportunities for further investigation into the demographic
and cross-cultural variations in consumer reactions to Al-powered emotional advertising, as
well as the long-term impacts on consumer behaviour and brand loyalty. Research might
also look into how emotion-centric marketing techniques are affected by new Al
technologies like generative Al and emotion recognition. Furthermore, more study is
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required to address ethical issues like privacy and transparency as well as to create

standardized frameworks for assessing the efficacy and responsible application of

emotional advertising driven by Artificial Intelligence.
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