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Web Appendix
Table A1
Comparative Overview Theories of Emotions in Marketing and the Unique Position of the Broaden-and-Build Theory
	Theory
	Developers
	Core Concept
	Application in Marketing
	Distinction about BBT

	Mood Management Theory
	Clark & Isen (1982), Zillmann (1988)
	Individuals modify their mood towards favorable states.
	Used in retail environments and digital marketing to influence consumer mood and behavior.
	Focuses on short-term mood alterations, unlike BBT's long-term emotional impact.

	Feelings as Information Theory
	Schwarz & Clore (1983), Pham (1998)
	Emotional states act as cues for decision-making.
	Influences how consumers respond to advertising and online reviews.
	Centers on immediate emotional states as informational, while BBT emphasizes long-term emotional development.

	Mood Congruency Theory
	Blaney (1986)
	Judgments align with current mood states.
	Applied in advertising and store atmospherics to align with consumers’ moods.
	Addresses immediate mood-congruent evaluations, whereas BBT focuses on broader emotional growth.

	Circumplex Model of Affect
	Russell (1980), Russell & Barrett (1999)
	Emotions are categorized by valence and arousal.
	Used to study emotional antecedents of behaviors like impulsive purchases.
	More focused on categorizing emotions, BBT is about building enduring resources through positive emotions.

	Appraisal Tendencies Framework
	Learner & Keltner(2001) 
	Cognitive appraisals influence emotions.
	Explores how specific emotions influence consumer decisions and brand loyalty.
	Examines immediate cognitive evaluations of emotions, in contrast to BBT’s long-term focus.

	Discrete Emotion Models
	Ekman (1992a)
	Emotions are unique states evoked by stimuli.
	Used to understand specific emotional responses in marketing campaigns.
	Focuses on distinct emotional reactions, while BBT looks at the cumulative effect of positive emotions.

	Broaden-and-Build Theory (BBT)
	Fredrickson (2001)
	Positive emotions broaden cognition and build lasting resources.
	Applied to foster long-term customer loyalty and engagement.
	Its focus on the long-term, accumulative benefits of positive emotions in consumer behavior is unique.


Source: Authors' own creation

Table A2
Integration of Broaden-and-Build Theory with Other Theoretical Frameworks
	Authors & Year
	Combined Theory
	Purpose of Integration

	Azab et al. (2018)
	Emotion Contagion Theory
	To explain the influence of frontline employee positivity on customer outcomes.

	Barclay & Kiefer, (2014)
	Fairness Theory
	To explore how different types of justice contribute to overall perceptions of fairness.

	Barnes et al., (2014)
	Emotion Contagion Theory
	To examine the impact of employee perception of customer delight on their positive affect.

	Bilgihan et al., (2016)
	Theory of Reasoned Action (TRA)
	To understand gambler loyalty in casinos by integrating service attributes and loyalty dimensions.

	Cole et al. (2013)
	Objectification Theory
	To explore self-objectification in men and its impact on relationship development.

	Cooper et al. (2018)
	Social Exchange Theory
	To examine leader humor's role in enhancing organizational citizenship behaviors.

	Flicker et al., (2022)
	Self-Expansion Theory
	To study how compersion strengthens relationships through self-expansion.

	Jäger & Rüsseler, (2016)
	Quartet Theory of Human Emotions
	To provide evidence for the non-causality assumption linking the amygdala and activation-inhibition phenomena.

	Kawamoto, (2020)
	Attachment Theory
	To discuss how attachment promotes the Broaden-and-Build cycle of secure attachment.

	Liu et al. (2016)
	Conservation of Resources Theory (COR)
	To understand crossover and spillover processes in couples.

	Løvoll et al., (2017)
	Self-Determination Theory (SDT)
	To suggest a relationship between intrinsic outdoor motivation, positive emotion, and behavioral choice.

	Malhotra et al., (2023)
	Theory of Reasoned Action (TRA), Human Capital Theory
	To understand the impact of customer satisfaction on the firm through customer engagement behaviors and human capital outcomes.

	Mao et al. (2021)
	Coping Theory
	To demonstrate how gratitude can inhibit situational envy.

	Nivedhitha & Manzoor, (2020)
	Social Cognitive Theory
	To explore the mediation effect of user experience on game dynamics and creative ideation.

	Palmer et al., (2020)
	Promotion-and-Prevention Focus
	To examine the influence of positive and negative effects on investment decision risk.

	Rivkin et al., (2015)
	Self-Determination Theory
	To justify how affective commitment satisfies basic psychological needs, restoring regulatory resources.

	Schutte, (2014)
	Self-Efficacy Theory
	To examine self-efficacy's role in the broaden-and-build process.

	Seaton & Beaumont, (2015)
	Hedonic Surplus Theory, Maslow's Theory of Self-Actualization
	To explore how positive affect and awe experiences contribute to self-improvement goals and self-actualization.

	Shevchenko & Bröder, (2018)
	"Mood-as-Information" Theory
	To understand mood's impact on decision-making strategies.

	Thanh Le et al., (2023)
	Contagion Theory
	To argue that founders' entrepreneurial passion, as intense positive emotions, transfers to employees.

	Waugh & Fredrickson, (2006)
	Self-Expansion Theory
	To explain how the sense of self broadens in the context of forming new relationships.

	Zhong & Mitchell, (2012)
	Cognitive Tuning Theory
	To explain the influence of subjective well-being on consumer spending on hedonic products.


Source: Authors' own creation

Table A3
Untapped Theoretical Synergies with Broaden-and-Build Theory and Other Theories in Marketing
	Theory
	Key Authors
	Potential Contribution to Understanding Positive Emotions

	Prospect Theory
	Kahneman & Tversky, (2012)
	This could elucidate how positive emotions influence consumer choices under risk and uncertainty, potentially reducing risk aversion.

	Reciprocity Theory
	Gouldner, (1960)
	It may provide insights into how positive emotions impact social exchanges and consumer loyalty, particularly in trust-based market interactions.

	Dual-Process Theories of Cognition
	Evans & Stanovich, (2013)
	It could reveal the role of positive emotions in cognitive processing, differentiating between intuitive and deliberative thinking.

	Flow Theory
	Csikszentmihalyi, (1990)
	It can illuminate how positive emotions contribute to optimal consumer experiences and states of 'flow,' enhancing satisfaction and brand loyalty.

	Transformational Leadership Theory
	Bass & Riggio, (2006)
	It might explore how positive emotions foster motivational leadership styles, impacting organizational outcomes and customer service.

	Attribution Theory
	Weiner, (1985)
	Could examine how positive emotions influence consumers' perceptions and attributions regarding products or services, affecting their decision-making.


Source: Authors' own creation

Table A4
Summary of Categories and Themes in Research
	Themes/Category
	Consumer Behavior
	Digital or Social Media Marketing
	Educational Marketing
	Sales
	Services Marketing
	Tourism and Hospitality Marketing
	Grand Total

	Emotional Resilience and Brand Loyalty
	10
	
	
	
	
	
	10

	Emotional Triggers and Decision-making
	11
	
	
	
	
	
	11

	Customer-Brand Interactions
	
	
	
	
	5
	
	5

	Emerging and Specialized Contexts
	
	
	
	
	4
	
	4

	Ethical Choices and Sustainability
	1
	
	
	
	
	
	1

	Organizational and Employee Dynamics
	
	
	
	
	9
	
	9

	Self-Identity and Self-Regulation
	9
	
	
	
	
	
	9

	Social and Interpersonal Dynamics
	12
	
	
	
	
	
	12

	Not Applicable
	
	1
	5
	4
	
	4
	14

	Grand Total
	43
	1
	5
	4
	18
	4
	75


Source: Authors' own creation

[bookmark: _GoBack]Table A5
Summary of Variables (and Their Frequency of Use) in analyzed literature 
	No.
	Independent Variable
	Times Used

	1
	Affect
	7

	2
	Affective Commitment
	1

	3
	Ambience
	1

	4
	Amusement
	1

	5
	Anger
	1

	6
	Attitude
	1

	7
	Awe
	2

	8
	Body Posture (Expanded or Contracted)
	1

	9
	Body Surveillance
	1

	10
	Cannabis Use Condition
	1

	11
	Collaboration
	1

	12
	Contentment
	1

	13
	Customer Positivity
	1

	14
	Customer Satisfaction
	2

	15
	Daily Job Performance
	1

	16
	Daily Positivity Resonance
	1

	17
	Elevation
	1

	18
	Emotions
	3

	19
	Pride
	1

	20
	Role Conflict
	1

	21
	Love
	1

	22
	Empathetic Concern
	1

	23
	Family-to-Work Enrichment
	2

	24
	Flow
	3

	25
	Gratitude
	5

	26
	Humor
	2

	27
	Initial Event Valence
	1

	28
	Interest
	2

	29
	Job Satisfaction
	1

	30
	Joy
	1

	31
	Leisure Nostalgia
	1

	32
	Location of the Changing Item in the Change Detection Task
	1

	33
	Loving-Kindness Meditation
	1

	34
	Mood
	1

	35
	Motivation
	3

	36
	Motives
	1

	37
	Negative Affect
	2

	38
	Network Exposure
	1

	39
	Overall Justice
	1

	40
	Passion
	1

	41
	Perceived Entrepreneurial Passion
	1

	42
	Perception of Customer Delight
	2

	43
	Place Attachment
	1

	44
	Positive Affect
	8

	45
	Psychological Capacities
	1

	46
	Psychological Resourcefulness
	1

	47
	The ratio of Positive to Negative Affect
	1

	48
	Resilience
	1

	49
	Sadness
	1

	50
	Self-Control Demands
	1

	51
	Self-Esteem
	1

	52
	Service Climate
	1

	53
	Rapport
	1

	54
	Smile Intensity
	1

	55
	Spa Experience
	1

	56
	Subjective Well-Being (SWB)
	4

	57
	Techno-Stressors
	1

	58
	Time Pressure
	1

	59
	Type of Information Search (Open Information Board or Closed Mouselab)
	1

	60
	Work-to-Family Enrichment
	1



	No.
	Dependent Variable
	Times Used

	1
	Accuracy (Percentage Correct) to Detect the Changes
	1

	2
	Adaptive Behaviors
	1

	3
	Applicability of Signature Character Strengths
	1

	4
	Awe
	1

	5
	Breadth of Attention
	3

	6
	Cardiovascular Response
	1

	7
	Commitment
	3

	8
	Complex Understanding of the Roommate
	1

	9
	Coping Strategies
	3

	10
	Creative Ideation
	2

	11
	Cross-Cultural Empathic Responding
	1

	12
	Customer Satisfaction
	2

	13
	Daily Creative Performance
	1

	14
	Ego Depletion
	1

	15
	Employees' Taking Charge Behavior
	1

	16
	Ethical Behaviour Intention
	1

	17
	Ethical Selling
	1

	18
	Executive Functioning
	1

	19
	Experience of Compersion in CNM Relationships
	1

	20
	Fading Affect
	1

	21
	Holistic Processing
	1

	22
	Incivility
	1

	23
	Job Satisfaction
	1

	24
	Life Quality
	1

	25
	Life Satisfaction
	3

	26
	Loyalty
	1

	27
	Marital Satisfaction
	1

	28
	Materialism
	1

	29
	Monetary Giving
	1

	30
	Moral Identity
	1

	31
	Motivation
	1

	32
	Net Wealth
	1

	33
	Number of Publications
	1

	34
	Objective Performance
	1

	35
	Organizational Citizenship Behaviors (OCBs)
	1

	36
	Outcomes of Direct and Indirect Benefits to the Universities
	1

	37
	Performance
	3

	38
	Personal and Social Outcomes
	1

	39
	Personal Growth
	1

	40
	Personal Resources
	1

	41
	Positive Affect
	1

	42
	Pro-Environment Behaviour
	1

	43
	Problem-Solving Adaptability
	1

	44
	Psychological Capital
	1

	45
	Psychological Resources
	1

	46
	Psychological Well-Being
	1

	47
	Psychological Withdrawal
	1

	48
	Psychosocial Flourishing
	1

	49
	Recognition of Black and White Faces
	1

	50
	Relationship Satisfaction
	1

	51
	Response Latency
	1

	52
	Return Patronage
	1

	53
	Riskiness Investment Decision
	1

	54
	Sales Creativity
	1

	55
	Salesperson Performance
	2

	56
	Scope of Attention
	1

	57
	Selection of Decision-Making Strategies
	1

	58
	Self-Concept Clarity
	1

	59
	Self-Concept Size
	1

	60
	Situational Envy
	1

	61
	Social Support
	1

	62
	Spending on Hedonic Products
	1

	63
	State Joviality
	1

	64
	State Sociability
	1

	65
	Subjective Well-Being
	2

	66
	Subordinate Performance
	1

	67
	Thought-Action Repertoires
	2

	68
	Tourism Experience Enjoyment
	1

	69
	Trait Agency
	1

	70
	Trust
	1

	71
	Work Engagement
	1

	72
	Work Satisfaction
	1

	73
	No Dependent Variable (Correlational Studies)
	2



	No.
	Mediator Variable
	Times Used

	1
	Body Shame
	1

	2
	Burnout
	1

	3
	Creative Process Engagement
	1

	4
	Customer Participation
	1

	5
	Customer-Oriented Behaviors
	1

	6
	Ego Resilience
	2

	7
	Emotional Exhaustion
	1

	8
	Emotional Well-Being (EWB)
	1

	9
	Evening Relaxation
	1

	10
	Financial Knowledge Network Intensity
	1

	11
	General Self-Efficacy
	1

	12
	Gratitude
	4

	13
	Information Sharing
	1

	14
	Intention to Return
	1

	15
	Life Satisfaction
	2

	16
	Meaning in Life
	2

	17
	Moral Disengagement
	1

	18
	Moral Identity
	1

	19
	Perceived Competence
	1

	20
	Perception of Greater Schedule Control
	1

	21
	Positive Affect
	2

	22
	Positive Emotions
	7

	23
	Positive Interpretation of Life Circumstances
	1

	24
	Positive Performance Feedback
	1

	25
	Pride
	1

	26
	Psychological Capital
	1

	27
	Rapport
	1

	28
	Salesperson Coping Behavior
	1

	29
	Salesperson Creativity
	1

	30
	Self–Other Overlap
	1

	31
	Sharing Tourism Experience on MSM
	1

	32
	Social Connectedness
	1

	33
	Spouse's Social Support
	1

	34
	Spouse's Undermining
	1

	35
	Transcendent Experience
	1

	36
	Work Engagement
	3



	No.
	Moderator Variable
	Times Used

	1
	Affective Commitment
	1

	2
	AI-Enabled Service Quality
	1

	3
	Attachment Anxiety
	1

	4
	Authenticity of Positive Emotions
	1

	5
	Levels of Self-Control
	1

	6
	Mindfulness
	1

	7
	Organizational Identification (OI)
	1

	8
	Perception of Caring as an Asset
	1

	9
	Personality
	1

	10
	Perspective-Taking
	1

	11
	Psychological Ownership
	1

	12
	Relationship Age
	1


Source: Authors' own creation


