Vilakshan -

Emotional marketing and sustainable , . <"
consumption: a comprehensive Management
review and future research directions

Rajeev Kumar
School of Management, Doon University, Dehradun, India

Received 10 February 2026

P.B Narendra Kiran Revised 26 May 2026
7 July 2026

School of Business and Management, Christ University, Bengaluru, India Accepted 4 August 2026

Vineet Prabha
Department of Management, Graphic Era Hill University, Dehradun, India

Prateek Negi

Department of Management, Shri Guru Ram Rai University, Dehradun, India

Ankur Kukreti

Mittal School of Business, Lovely Professional University, Phagwara, India, and

Arun Kant Painoli
School of Management Studies, Baddi University of Emerging Sciences and Technology,
Baddi, India

Abstract

Purpose — This paper aims to present a comprehensive systematic literature review (SLR) that examines the
intersection of emotional marketing and sustainable consumption in the context of building a sustainable future.

Design/methodology/approach — The study adopts a SLR approach to analyze 240 research articles to
understand the relationship between emotional marketing and sustainable consumption using the TCCM
(Theory—Context—Characteristics—Methodology) framework. Rigorous inclusion and exclusion criteria were
applied to select Scopus-indexed articles published between 2010 and 2025.

Findings — As consumers increasingly seek products aligned with ethical and environmental values,
understanding the emotional dimensions that drive sustainable consumption has become imperative. By
synthesizing existing knowledge, this study contributes to the ongoing discourse on integrating emotions into
sustainable consumption practices for the creation of socially responsible societies.

Practical implications — The study provides valuable insights for practitioners and stakeholders. These
insights can be utilized to design targeted interventions and marketing strategies aimed at fostering sustainable
consumption.

Social implications — The study enhances theoretical understanding by elucidating the relationship between
emotional marketing and sustainable consumption and highlighting its role in advancing sustainability-
oriented consumer behavior.
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XM Originality/value — This study extends existing academic literature by systematically consolidating
knowledge on the role of emotional marketing in sustainable consumption. It is particularly relevant for
marketers, policymakers and practitioners engaged in neuromarketing and consumer behavior research.

Keywords Emotional marketing, Sustainable consumption, Systematic literature review,
Consumer behavior, TCCM framework, Neuromarketing, Emotional appeals

Paper type General review

1. Introduction

The modern business environment has undergone a substantial shift in consumer
preferences, driven by growing awareness of sustainability and environmental responsibility.
Emotional marketing and sustainable consumption are closely connected within the broader
framework of societal marketing, collectively shaping consumer behavior. Contemporary
consumers seek not only functional value but also emotional satisfaction, psychological
identification, and alignment with social objectives. As a result, emotional marketing has
become a critical tool for building brand image and supporting sustainable development
(Bin, 2023). Consumer emotions significantly influence decision-making processes, making
emotional marketing increasingly relevant in encouraging sustainable consumption choices
(Sharma et al., 2023). By engaging emotional and psychological dimensions, emotional
marketing fosters deeper consumer—brand relationships through emotions such as empathy,
joy, fear and concern.

Within sustainable consumption, emotional marketing emphasizes the environmental and
social benefits of eco-friendly choices, reinforcing consumers’ sense of responsibility. This
study examines the relationship between emotional marketing and sustainable consumption
through a systematic review of the literature. Societal marketing further strengthens this
relationship by integrating emotional cues that promote long-term sustainable behaviors.
When emotional marketing strategies are aligned with societal marketing objectives,
brands can influence enduring changes in consumption patterns. Although prior research
indicates that weaker brands are more likely to adopt sustainability-oriented marketing
strategies than stronger brands, emotional marketing remains effective in promoting
sustainable consumption and facilitating new product adoption (Zhang et al., 2022). The
primary challenge for firms lies in effectively linking emotions with sustainable consumption
to support sustainable societies.

Technological advancements such as artificial intelligence, augmented reality and virtual
reality have enhanced firms’ ability to analyze consumer needs and emotional responses.
Tools, including eye-tracking, data analytics and feature extraction, enable firms to assess the
behavioral and economic impacts of emotional marketing on sustainable consumption
(Talafubieke et al., 2021). These technologies support the transition from a product-centric to
a customer-centric paradigm, emphasizing emotional engagement and consumer psychology
(Rini and Absah, 2017). Social media platforms further amplify emotional influence, as
consumers share emotionally driven experiences that shape purchasing behavior
(Bheekharry, 2022).

Recent studies highlight the psychological and contextual factors influencing sustainable
behavior. Valor et al. (2018) describe sustainability as a morally desirable yet emotionally
demanding responsibility, often leading to cognitive dissonance. Royo et al. (2018)
demonstrate that emotionally engaging narratives and sustainable product designs generate
stronger cognitive and affective responses, enhancing receptivity toward sustainable
products. Wilkie et al. (2024) further argue that sustainability campaigns are more persuasive
when aligned with evolutionary motives such as self-preservation, social status and
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belongingness. Hartmann and Apaolaza-Ibafiez (2013) emphasize the importance of Vilakshan -
contextual adaptation, showing that emotionally framed green advertising is more effective  XTMB Journal of
when tailored to local environments.

Consumer emotions also moderate satisfaction and demand based on product attributes
(Xu, 2020). Empirical evidence confirms that emotional marketing significantly influences
purchase behavior (Hartani et al., 2020). Emotions such as pride, fear, compassion and
achievement enhance brand attachment and promote sustainable consumption (Wang and
Wu, 2016; Staton et al., 2012). Firms that integrate emotional considerations into their
strategies tend to achieve superior performance outcomes (Zhu et al., 2022).

Overall, emotional marketing, supported by societal marketing principles, plays a pivotal
role in shaping sustainable consumption behaviors. Accordingly, this study examines the
antecedents, outcomes, mediators and moderators of emotional marketing and sustainable
consumption through a Theory—Context—Characteristics—Methodology (TCCM)-based
systematic literature review (Paul and Rosado-Serrano, 2019).

The study focusses on the following research questions to fulfill the objectives, as
follows:

Management

RQ1. What is the current literature about emotional marketing and sustainable consumption?

RQ2. What are the existing studies on the topics of emotional marketing and sustainable
consumption?

RQ3. What theories, contexts, concepts, and techniques have been studied related to
emotional marketing and sustainable consumption, and what are future directions
in research?

2. Conceptual background

Emotional marketing focuses on creating emotional connections between brands and
consumers, recognizing that purchasing decisions are strongly influenced by emotions. By
fostering trust, loyalty and meaningful brand relationships, emotional marketing shapes
consumer behavior and enhances long-term engagement. Robinette and Brand (1999) define
emotional marketing as the development of dependable relationships that make consumers
feel valued, thereby strengthening brand loyalty and purchase intentions. Sustainable
consumption, by contrast, has its roots in broader debates on consumption and consumerism
and gained prominence following the Rio Earth Summit in 1992 (Jackson, 2004). It refers to
consumption patterns that minimize environmental harm while enhancing individual and
societal well-being. Rather than consuming less, sustainable consumption emphasizes
consuming more efficiently and responsibly to improve quality of life (United Nations
Environment Programme, 1999). Ofstad (1994) further describes it as meeting basic needs
while reducing waste, emissions, and the use of toxic materials without compromising future
generations. Rising awareness of environmental and social issues has increased demand for
sustainable alternatives, prompting organizations to integrate sustainability into marketing
strategies. Emotional marketing plays a critical role in this process by appealing to
consumers’ values, emotions and aspirations. Techniques such as storytelling make
sustainability messages more relatable and engaging, reinforcing pro-environmental
attitudes. Thus, the intersection of emotional marketing and sustainable consumption
highlights how emotional drivers can be strategically leveraged to promote responsible
consumption behaviors and support sustainability goals. Recent studies have contributed to
the theoritical development on emotional marketing and has conceded that emotional
marketing is a catalyst for sustainable consumption by emphasizing the role of both positive
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XM and negative emotions in shaping environmentally responsible consumer behavior. Recent
systematic reviews suggest that emotions such as pride, hope, guilt, empathy and eco-anxiety
significantly influence consumers’ sustainable purchase intentions and long-term behavioral
change, although positive emotions need further exploration (Sadiq et al., 2026). Reviews
have also highlighted that digital marketing, Al-enabled personalization, and social media
campaigns can effectively accelerate sustainable consumption when emotional appeals are
bundled with authenticity and consumer trust (Roséario and Dias, 2025; Tiwari et al., 2025).
Contemporary studies further indicates that sustainable consumption is driven by mindful
and responsible consumption orientations rather than purely economic considerations (De et
al., 2025). Moreover, literature reviews emphasize the need to integrate emotional,
psychological and contextual factors into unified theoretical frameworks for understanding
sustainable consumer behavior (Bergianti, 2025). These studies reinforce the importance of
emotional marketing as a strategic tool for promoting sustainability while highlighting
promising avenues for future research on cross-cultural contexts, Al-mediated consumer
engagement, and emotionally driven sustainable consumption.

3. Methodology

This study employs a systematic literature review (SLR) to examine research on emotional
marketing and sustainable consumption. Following PRISMA guidelines (Chauhan et al.,
2023), a comprehensive keyword-based search was conducted using the Scopus database.
After applying clearly defined inclusion and exclusion criteria, 240 relevant studies were
selected for analysis. The review integrates the TCCM framework to systematically map the
literature, identify research gaps, and propose future research directions, consistent with
prior SLR methodologies (Paul and Rosado-Serrano, 2019; Tobon et al., 2020). Keywords
were identified through a multi-stage process, including an exploratory review of seminal
and highly cited studies, followed by refinement based on titles, abstracts and author
keywords. Terms related to emotional marketing (e.g. emotional branding, brand attachment,
emotional appeals) and sustainable consumption (e.g. green consumption, ethical
consumption, circular economy) were combined using Boolean operators to capture
interdisciplinary studies. Retrieved articles were iteratively evaluated and refined to ensure
relevance. Synthesized findings inform overarching insights and research implications, with
additional details presented in Figure 1. To maintain the rigor, relevance and quality of the
review process, a few exclusion criteria were used during screening and selection of articles.
Those studies that were not directly involving emotional marketing or sustainable
consumption were excluded, as were those studies that did not make a theoretical or
empirical contribution, and those that worked on unrelated marketing fields. To keep the
material uniform and academically sound, non-English publications, conference abstracts,
editorials, book reviews, dissertations and unpublished manuscripts were not included. Also,
duplicate records among databases were eliminated in the initial screening phase. Most
articles that did not provide full texts or lacked methodological detail were excluded, to
guarantee the validity and transparency of the analysis. In addition, studies that took place
outside of the specified time frame and studies that did not specifically investigate the
emotional appeals and sustainable consumption were excluded. These exclusion criteria
aided to attain high quality and contextually relevant studies, appropriate for the objectives
of the review, for the final data set.

Table 1 shows the number of articles on emotional marketing and sustainable
consumption from the time period 2012—2025 from the Scopus database. Table 1 illustrates
the distribution of research articles across journals that contributed two or more papers to the
present systematic literature review. Journals such as Sustainability (Switzerland), Journal of
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Figure 1. PRISMA Protocol
Source: Authors’ own work

Cleaner Production, Frontiers in Psychology, International Journal of Consumer Studies,
and Sustainable Production and Consumption emerge as the most prominent publication
outlets, indicating their strong scholarly focus on emotional marketing and sustainable
consumption. To maintain clarity and avoid overcrowding, journals with only one published
article were excluded from the figure. In total, 44 additional journals contributed one article
each, collectively accounting for 44 articles out of the 240 articles reviewed. Instead, we
have now explicitly noted in the text that 44 additional journals contributed one article each,
accounting for 44 articles (approximately 0.4% per journal) out of the total 240 articles
included in the review.

4. Emotional marketing

Drawing on brand equity theory, Zhang et al. (2022) propose an emotional branding
communication model in which storytelling strengthens emotional appeals and promotes
sustainable consumption. Storytelling emphasizes symbolic and emotional meaning over
functional attributes and, consistent with consumption value theory, significantly influences
sustainable consumption behaviors (Kim et al., 2019). Prior research highlights emotional
marketing as a key mechanism for strengthening consumer—brand relationships through
brand attachment, self-expression and emotional appeals, ultimately fostering loyalty and
positive brand attitudes (Choi, 2019; Platania et al., 2020; Bou Saada et al., 2022). Digital
platforms further enhance emotional marketing by enabling interactive and personalized
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engagement (Tymchenko et al., 2023). Emotional value often outweighs economic and Vilakshan -
cultural factors in purchase decisions, positioning emotional marketing as a critical driver of ~ XIMB Journal of
sustainable consumption and customer loyalty in contemporary markets (Rytel, 2010; He Management
etal., 2022).
5. Sustainable consumption
Sustainable consumption seeks to influence purchasing behavior while advancing
Sustainable Development Goals (SDGs) by reducing the ecological, social and economic
impacts of goods and services (Salido-Andres et al., 2022). Although consumer
environmental awareness is increasing, it does not always result in sustainable behavior due
to multiple interrelated drivers, including behavioral, sociodemographic, contextual and
product-related factors (Pretner et al., 2021). The concept remains multidimensional and
somewhat ambiguous but has gained growing academic and policy attention. Governments
play a critical role through regulation, incentives and policy frameworks, while consumers
are central to the circular economy via sustainable purchasing, recycling and innovation.
However, further research is needed on product use, recycling and upcycling behaviors
(Vidal-Ayuso et al., 2023). Digital technologies also present significant opportunities to
promote sustainable consumption, although regulatory frameworks often lag behind these
developments (Pellegrino et al., 2023; Gossen and Lell, 2023). Coordinated communication,
data analytics, education and multi-stakeholder collaboration are essential for fostering
sustainable consumption and achieving long-term environmental and societal benefits.
Table 2 highlights the findings from recent articles on sustainable consumption.

In Figure 2, the salient features and characteristics of sustainable consumption and
emotional marketing, as derived from the literature review, are presented.

6. Research agenda

Previous research on emotional marketing and sustainable consumption has predominantly
relied on quantitative methodologies and systematic literature reviews, respectively. In the
domain of sustainable consumption, systematic literature reviews and bibliometric analyses
have emerged as the most frequently employed research approaches (Table 2). Existing
studies in this area have extensively examined themes such as the circular economy, the
SDGs, technological innovation and sustainable development. In contrast, research on
emotional marketing has largely focused on constructs including trust, brand love and
attachment, emotional appeals, ethics and consumer behavior across diverse contexts
(Table 3). The empirical evidence further indicates that the majority of studies on emotional
marketing and sustainable consumption have been conducted in developed economies,
particularly in Europe and North America. This geographic concentration highlights the need
for broader contextual exploration. Future research should therefore seek to unravel the
complex interplay between emotional appeals embedded in marketing strategies and the
promotion of sustainable consumption patterns across varied sociocultural and economic
settings. In addition, researchers should investigate the psychological mechanisms through
which emotional marketing influences sustainable consumer behavior and explore the role of
different marketing channels—both traditional and digital-in amplifying these effects.
Insights derived from such investigations can provide actionable guidance for marketers
aiming to foster sustainable consumption practices. Based on the research gaps identified in
the existing literature, directions for future research are proposed using the TCCM
framework (Paul and Rosado-Serrano, 2019). The following section elaborates on theory
development, contextual dimensions, study characteristics and methodological approaches.
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EMOTIONAL MARKETING

Emotional marketing is defined as the

DEFINITIONS

SUSTAINABLE
CONSUMPTION

N
Sustainable consumption refers to

the use of goods and services that
have least impact on the environment
s0 as not to compromise the ability of

loyalty and influences purchase
behaviour (Robinette, et al., 2000).

future generations to meet their own
needs (Salido-Andres N., et al., 2022).

into their campaigns.

pursuit of developing a dependable

link that makes consumers feel valued
@ and cared for which enhances brand

Industries which recognize the

power of emotions in influencing ~ f-----{  }---

consumer behaviour & have

incorporated emotional marketing

INDUSTRIES
| S —

}

ICT & Fashion.

Tourism, Microblogging, Advertising, FIRMS

e e = o

Banking, Marketing Companies,
ﬁﬂ Ethical Brands, Luxury Brands, ~  L----..|  L___
R e S

Companies which are involved in
making choices that have a minimal
impact on the environment and society;
prioritize eco-friendly and socially
responsible products and services.

Fashion and Apparel, Automotive,

@ Travel and Tourism, Energy, Retail,
Circular Economy, Beauty and
Personal Care, etc.

Figure 2. Salient features of emotional marketing and Sustainable consumption
Source: Authors’ own work

Table 3. Methods and variables used in emotional marketing research

Methods/theory used

Variables used

Authors

Brand equity theory /system

dynamics method; surprise box

model

Qualitative methods
(Concept mapping)

(Case studies)

(Micro blog marketing)
(Normative ethics)
(Anthropological research)
Quantitative methods
(SD-Logic & social exchange
theory)

(Sentiment analysis)

(5C Model)

(LDA model)

(Technology acceptance
Model-TAM)

Social media environment,
online reviews

Brand, emotions, fun touching,

cognitive structures, ethics,
feelings, bonds, virtual reality,
ethics, behaviour theories

Trust, brand love and
attachment, customer value,
compassion & pride,
nationalist ads, brand identity,
corporate image & reputation,
behavioural characteristics

Zhang et al. (2022); Xu (2020)

Choi (2019); Grebitus and Bruhn (2011);
Kagendo-Kiarie (2022); Horyslavets

et al. (2018); Moshe (2014); Talafubieke
etal. (2021); Qiu (2014); Zhang and
Zang (2022); Lutz (2015); Chen (2020)

Rini and Absah (2017); Platania et al.
(2020); Abdullah and Aziz (2019); Staton
et al. (2012); Srivastava et al. (2023);
Jiang et al. (2023); Bou Saada et al.
(2022); Aledo-Ruiz et al. (2022);
Nimitha et al. (2023), Patwa et al. (2023);
Zhang et al. (2019); He et al. (2022);
Vrtana et al. (2021); Shayegan and
Keshavarzian (2023); Zhou and Tong
(2022); Hakkak et al. (2016)

6.1 Theory development (T)

From a theoretical perspective, the literature reveals diverse frameworks for examining
emotional marketing and sustainable consumption. Studies on emotional marketing apply
brand equity theory (Zhang et al., 2022), empathy-based models (Xu, 2020) and sentiment
analysis to capture consumer emotions across digital contexts (Nimitha et al., 2023; Meena
et al., 2023). In sustainable consumption research, the Theory of Planned Behavior explains
sustainability-oriented awareness (Agu et al., 2022), while Social Practice Theory offers a
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holistic view of consumption as socially embedded routines (Ariztia, 2017). Future research Vilakshan -
should integrate advanced approaches such as predictive modeling, neuro-marketing XTMB Journal of
techniques, the satisfaction—dissatisfaction continuum (Kano, 2018), and the 5C model to Management
deepen understanding of emotional responses and consumer decision-making.

6.2 Context (C)

From a geographical perspective, the literature reveals that most empirical studies have been
conducted in developed countries and are largely based on single-country analyses,
particularly in the UK, the USA, Germany and China (Figure 3). In contrast, a substantial
number of studies on sustainable consumption have been conducted in India, reflecting
growing scholarly interest in sustainability-related issues within developing economies.
However, apart from India, limited research has examined the intersection of emotional
marketing and sustainable consumption in other developing countries. This highlights
significant opportunities for future research in emerging and developing economies. Greater
collaboration between researchers from developed and developing countries could help
bridge existing contextual gaps and generate more inclusive and globally relevant insights.
With respect to application areas, emotional marketing research has been conducted in
domains such as ethical marketing and financial services (Hartani et al., 2020), luxury brands
(Platania et al., 2020), spa and wellness services (Abdullah and Aziz, 2019), and tourism
(Talafubieke et al., 2021).

In contrast, the majority of studies on sustainable consumption have predominantly
focused on broader themes such as sustainable development and the circular economy. This
imbalance suggests the need for more integrative research that applies emotional marketing
perspectives to sustainability-oriented consumption contexts across a wider range of
industries and geographical settings.

6.3 Characteristics (C)

Emotional marketing research primarily emphasizes the emotional and psychological
dimensions of consumer behavior, whereas sustainable consumption studies focus on
broader themes such as the circular economy and sustainable development. Prior studies
have explored diverse variables to explain the interaction between emotional marketing and

Country wise Publications on Emotional Marketing& Sustainable Consumption
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Figure 3. Geographical context of studies
Source: Authors
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XM sustainable consumption. Emotional marketing research highlights factors such as brand-
related emotions, trust, consumer—brand relationships, ethical considerations, and emerging
technologies like virtual reality. In contrast, sustainable consumption research concentrates
on demographic, psychographic, behavioral and psychological variables influencing eco-
friendly choices. The integration of emotional marketing and sustainable consumption is
valuable in aligning consumers’ emotions and values with environmentally responsible
behaviors, thereby encouraging sustainable attitudes and actions.

The key antecedents and consequences associated with the relationship between
emotional marketing and sustainable consumption identified in the literature are summarized
in Table 4.

6.4 Methodologies (M)

Table 3 includes the research methods used in 240 papers used in this study for review. The
review shows that some of the well-known methods used in the studies on emotional
marketing and sustainable consumption includes include correlation, qualitative research,
systematic literature review, case studies, sentiment analysis and behavioral studies.
Emotional marketing and sustainable consumption have become an advanced form simple
case studies (Kim et al., 2019); Agyeiwaah (2020); Kagendo-Kiarie (2022) to literature
reviews and meta-analysis (Chen, 2020); Carletto, Ferriani and Silva (2023); Scalco,
Noventa, Sartori and Ceschi (2017).Empirical studies conducted by Jiang et al. (2023); Lee
(2021); da Silveira et al. (2022) contributed in the theoretical development in the field of
emotional marketing. The qualitative methods progressed from Qualitative methods
(Chamberlin and Callmer, 2021) to Qualitative content analysis (Jacob-John et al., 2023).
However, the future researches can possibly focus on methods such as thematic analysis,
mixed methods, Cluster analysis and longitudinal studies for profound understanding of
emotional appeals and sustainable consumption. Figure 4 illustrates the conceptual
framework; it demonstrates the relevance of consumer behavior and sustainable marketing
theories in integrating emotional marketing with sustainable consumption. The framework is
based on the theories of Consumer Behavior and Sustainable Marketing Theories that
describe the influence of consumers’ emotional state, values and environmental awareness
on purchasing. The following independent variables were found: Emotional marketing and
Sustainable consumption. Brand Storytelling, Brand Personality and Emotional Appeals are

Table 4. Characteristics in emotional marketing & sustainable consumption literature

Theme Antecedents Consequences  Impact
Interplay between Brand image and values ~ Customer Creates a foundation for emotional
emotional marketing loyalty marketing and encourages sustainable
and sustainable consumption
consumption Emotional appeals in Long-Term enhancement of consumers’ positive
marketing: Storytelling,  brand resilience emotions
empathy etc
Consumer knowledge and Positive word ~ Informed consumers are more likely to
awareness of mouth positively respond to emotional
marketing
CSR initiatives Market More emotionally connected with
differentiation  brands that demonstrate a commitment
to CSR

Source(s): Authors’ own work
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Emotional ¢ Brand storytelling

Marketing ¢ Brand personality

¢ Emotional appeals

A Measurement Metrics
Integration of

Emotional
Marketing
&
Sustainable
Consumption

Pre-purchase stage Consumer Behaviour

Theories
+
Sustainable
Marketing Theories

Purchase stage

!

Post-purchase stage

Opportunities &
Future Trends

¢ Environmental aspects

Sustainable

Consumption ¢ Social aspects

¢ Economic aspects

Figure 4. Conceptual framework for interplay of Emotional Marketing and Sustainable Consumption
Source:Authors’ own work

part of emotional marketing to build an emotional connection and shape the consumer’s
attitude. Sustainable consumption is depicted by the three elements: the environmental,
social and economic aspects, indicating consumers’ awareness of sustainability and ethical
consumption. Consumer buying behavior is the dependent variable, which is measured by
the various stages of buying behavior. Furthermore, the measurement metrics and
opportunities & future trends serve as supporting variables to assess the effectiveness and the
future potential of integration of emotional and sustainable marketing. The framework’s
overall findings support the idea that a strong emotional connection and sustainability efforts
can positively impact consumer buying decisions and long-term brand relationships.

7. Discussion and future research agenda

This study underscores the multifaceted role of emotional marketing in shaping sustainable
consumption patterns and synthesizes existing research in this domain. It highlights how
emotional appeals such as fear, joy and empathy influence consumers’ perceptions, attitudes
and purchasing decisions toward sustainable offerings. The proposed conceptual framework
(Figure 4) illustrates the integration of emotional marketing elements with environmental,
social and economic dimensions to promote pro-environmental behavior. By mapping the
evolution of theories, methodologies and variables over the past two decades, the study
guides future research directions. It further calls for examining moderating factors, long-term
behavioral effects, and ethical considerations to deepen understanding of emotional
marketing’s role in sustainable development.

8. Theoritical and managerial implications

This study brings a multitude of aspects of emotional marketing to the surface to create
sustainable consumption patterns and offers an extensive overview of the research efforts
that have been conducted in a variety of other sectors including retail, fashion, food and
beverage, tourism, renewable energy and consumer goods. It provides evidence of the

Vilakshan -
XIMB Journal of
Management
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XM differential effect of specific emotional appeals, such as fear appeals about climate risk,
positive framing of green lifestyles, empathy-driven storytelling, evoking feelings of
nostalgia, pride and guilt on consumers’ perceptions of the environment, their attitudes
toward sustainability, trust in brands, and their purchase intentions for products and services
that support the environment. The study also explores the use of these strategies in the
context of digital advertising campaigns, social media, cause-related marketing, green
packaging communication, corporate social responsibility (CSR) and experiential marketing
that adopts a sustainability approach. The proposed conceptual framework is designed to
show how emotional marketing components interact with the environmental, social
and economic sustainability aspects, facilitating pro-ecological actions, responsible
consumption, participation in recycling, saving energy and brand loyalty in the long-term to
sustainable brands. Furthermore, the study reviews the dominant theories, research methods
and key variables over the last 2 decades: Theory of Planned Behavior (TPB), Value-Belief-
Norm (VBN) theory, Stimulus-Organism-Response (SOR) framework, consumer
environmental consciousness, emotional engagement, green perceived value and sustainable
purchase intention. The review also reveals new trends in methodology like
“neuromarketing,” “sentiment analysis,” “personalization” by Al, “big data” and cross-
cultural comparisons. In addition, the study highlights the importance of future research on
moderating and mediating variables, including culture, age, income, digital literacy,
environmental awareness and social norms and the effects of emotional marketing
interventions over the long-term. It also focuses on key ethical issues about emotional
manipulation, greenwashing, authenticity, data privacy and consumer well-being to enhance
the impact, trustworthiness and societal value of emotional marketing to the cause of
sustainable development.

9. Conclusion

To sum up, the present review offers a thorough overview of the ever-expanding literature on
the study of emotional marketing and sustainable consumption. The TCCM framework is
used to systematically uncover the recurring themes, theoretical underpinnings, situational
contexts and methodological approaches that pervade the existing research in this field. The
results illustrate the significant role of emotional marketing in influencing consumers’
sustainable purchasing behaviors, which have been found to increase the psychological
involvement, value congruence and pro-environmental decision-making of consumers. In an
era of growing environmental and social pressures around the world, the use of emotional
marketing in sustainability efforts is a research opportunity and a practical need for both
organizations and policymakers that are striving to encourage responsible consumption
patterns. This review points out how crucial it is to craft messages that evoke emotion by
matching beliefs, ethics and personal values to consumers to elicit meaningful, lasting
behavioral change. Although this area has received a growing amount of academic interest,
there are several areas that remain unfilled. Little work has been undertaken, however, that
investigates the role of emotional marketing in achieving other social sustainability goals,
including social equity, community health and well-being, and societal environmental
responsibility. In addition, the use of digital technologies, social media platforms, artificial
intelligence and immersive communication tools is on the rise, offering new possibilities and
challenges that need to be explored further to understand digitalization’s role in increasing
emotional engagement in sustainable consumption settings. The review also highlights the
importance of longitudinal and cross-cultural research to better reflect the dynamic qualities
of emotional reactions and their lasting impacts on attitudes and behaviors. Further
research is needed on the various emotional aspects, new technological situations, and
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cross-disciplinary analysis to build up a better theoretical and practical understanding. In Vilakshan -
conclusion, this review contributes to the literature by summarizing current knowledge, XIMB Journal of
highlighting gaps in the research, and outlining a future research agenda. It highlights the
role of emotional marketing as a strategy for influencing positively sustainable consumption
and toward a more socially and environmentally responsible future.

Management

Data declaration
To avoid data discrepancy and ensure the ethical viability, transparency and reproducibility
of the research, the authors hereby provide the following data declaration details.

Data collection source

The bibliographic data used in this study were collected from the Scopus database, which is a
recognized and widely used abstract and citation indexing platform for peer-reviewed
literature.

Data collection time period
The data for this study were collected covering publications from the period 2010 to 2025.

Data collection methodology

The data were retrieved systematically using relevant keywords, search strings, inclusion and
exclusion criteria, and subject-specific filters within the Scopus database. Duplicate records,
incomplete entries, and irrelevant documents were screened and excluded to ensure data
accuracy and reliability. The collected dataset was then organized and analyzed according to
the objectives of the study using appropriate analytical and bibliometric methods.

Copyright and data usage

The data used in this research were obtained from the Scopus database for academic and
research purposes only. No copyrighted full-text content was reproduced in this manuscript
without proper citation or permission. The authors acknowledge that Scopus content remains
the intellectual property of its respective publishers and database providers. Any required
permissions or institutional access necessary for data retrieval were duly complied with
during the research process. The authors confirm that the data presented in this manuscript
are authentic, ethically collected, and accurately reported to the best of their knowledge.

References

Abdullah, N. and Aziz, N.A. (2019), “Do malaysian consumers participation behavior leads to
attitudinal loyalty in spa and wellness services? ”, Malaysian Journal of Consumer and Family
Economics, Vol. 22 No. 7, pp. 114-127.

Agu, A.G., Etuk, S.G. and Madichie, N.O. (2022), “Exploring the role of sustainability-oriented
marketing education in promoting consciousness for sustainable consumption”, Sustainability,
Vol. 14 No. 13, p. 8077.

Agyeiwaah, E. (2020), “Over-tourism and sustainable consumption of resources through sharing: the
role of government”, International Journal of Tourism Cities, Vol. 6 No. 1, pp. 99-116.

Aledo-Ruiz, M.D., Martinez-Caro, E. and Santos-Jaén, J.M. (2022), “The influence of corporate social
responsibility on students’ emotional appeal in the HEIs: the mediating effect of reputation and
corporate image”, Corporate Social Responsibility and Environmental Management, Vol. 29
No. 3, pp. 578-592.

Downloaded from ftp.nowpublishers.com/xjm/article-pdf/doi/10.1108/XJM-02-2026-0005/11798933/xjm-02-2026-0005en.pdf by guest on 23 September 2026



XM Al-Nuaimi, S.R. and Al-Ghamdi, S.G. (2022), “Sustainable consumption and education for
sustainability in higher education”, Sustainability, Vol. 14 No. 12, p. 7255.

Ariztia, T. (2017), “Manufacturing the consumer’s truth: the uses of consumer research in advertising
inquiry”, In Markets and the Arts of Attachment, Routledge, pp. 38-54.

Bergianti, F. (2025), “Sustainable consumption promotion: a comprehensive literature review”, Journal
of Consumer Behaviour, Vol. 24 No. 6, doi: 10.1002/cb.70018.

Bheekharry, N. (2022), “Moving on with digital innovation: the Always-Connected customer”, In
Proceedings of the 6th International Conference on Advance Computing and Intelligent
Engineering: ICACIE 2021, Springer Nature Singapore, Singapore, pp. 557-571.

Bin, S. (2023), “Social network emotional marketing influence model of consumers’ purchase
behavior”, Sustainability, Vol. 15 No. 6, p. 5001.

Bou Saada, R., Bou-Hamad, I. and Harajli, D. (2022), “Influence of emotional marketing on consumer
behavior towards food and beverage brands during the COVID-19 pandemic: a study from
Lebanon”, Journal of Marketing Communications, Vol. 29 No. 8, pp. 1-18.

Carletto, F.C., Ferriani, L.O. and Silva, D.A. (2023), “Sustainability in food service: a systematic
review”, Waste Management and Research: The Journal for a Sustainable Circular Economy,
Vol. 41 No. 2, pp. 285-302.

Chamberlin, L.C.J. and Callmer, A. (2021), “Spark joy and slow consumption: an empirical study of the
impact of the KonMari method on acquisition and wellbeing”.

Chauhan, A., Parmar, M., Dash, G.C., Solanki, H., Chauhan, S., Sharma, J., ... Pati, S. (2023), “The
prevalence of tuberculosis infection in India: a systematic review and meta-analysis”, Indian
Journal of Medical Research, Vol. 157 Nos 2-3, pp. 135-151.

Chen, C.L. (2020), “Cross-disciplinary innovations by taiwanese manufacturing SME:s in the context of
industry 4.0, Journal of Manufacturing Technology Management, Vol. 31 No. 6, pp. 1145-1168.

Choi, M.-W. (2019), “Meaning and future of emotion-based marketing communication in new
marketing era”, International Journal of Recent Technology and Engineering, Vol. 8 No. 2S6,
pp. 36-41, doi: 10.35940/ijrte.B1008.0782S619.

Da Silveira, A.B., Levrini, G.R.D. and Ertz, M. (2022), “How digital platforms materialize sustainable
collaborative consumption: a Brazilian and Canadian bike-sharing case study”, Journal of
International Consumer Marketing, Vol. 34 No. 1, pp. 51-71.

De, T., Singh, N., Ibrahim, B.S.K.S.M.K. and Dikkatwar, R. (2025), “Mindful, responsible, and
sustainable consumption: a hybrid review of evolving research trends”, Discover Sustainability,
Vol. 6 No. 1, p. 512, doi: 10.1007/s43621-025-01343-1.

Fischer, D., Reinermann, J.L., Mandujano, G.G., DesRoches, C.T., Diddi, S. and Vergragt, P.J. (2021),
“Sustainable consumption communication: a review of an emerging field of research”, Journal of
Cleaner Production, Vol. 300, p. 126880.

Gossen, M. and Lell, O. (2023), “Sustainable consumption in the digital age”, How Sustainable is the
Digital World?, Vol. 614 No. 7947, p. 71.

Grebitus, C. and Bruhn, M. (2011), “A way to more effective marketing strategies: analyzing
dimensionality of cognitive structures quantitatively”, Sage Open, Vol. 1 No. 2,
p. 2158244011418380.

Hakkak, M., Vahdati, H. and Sharifinasab, A. (2016), “Investigate the role of customer attitude in the
process of emotional marketing impact on savings and life insurance buy intention (case study:
Iran insurance agency in ahvaz city)”, International Business Management, Vol. 10 No. 10,
pp- 1799-1808.

Hartani, N.H., Ridwan, A.M. and Asnawi, N. (2020), “The moderating role of religiosity to determine
the influence of halal awareness and emotional marketing strategy for shariah based banking in

indonesian”, International Journal of Innovation, Creativity and Change, Vol. 10 No. 10,
pp. 378-387.

Downloaded from ftp.nowpublishers.com/xjm/article-pdf/doi/10.1108/XJM-02-2026-0005/11798933/xjm-02-2026-0005en.pdf by guest on 23 September 2026


http://dx.doi.org/10.1002/cb.70018
http://dx.doi.org/10.35940/ijrte.B1008.0782S619
http://dx.doi.org/10.1007/s43621-025-01343-1

Hartmann, P. and Apaolaza-Ibéfiez, V. (2013), “Desert or rain”, European Journal of Marketing, Vol. 47 Vilakshan -

Nos 5-6, pp. 917-933. XIMB Journal of
He, X., Zhu, L., Sun, L. and Yang, L. (2022), “The influence of brand marketing on consumers’ emotion Management
in mobile social media environment”, Frontiers in Psychology, Vol. 13, p. 962224.

Herrera Burstein, Y.E. and Gofii Avila, N.M. (2023), “Promoting sustainable consumption among
university students: a systematic literature review”, International Journal of Sustainability in
Higher Education, Vol. 25 No. 2.

Ho, M.X. and Yanagisawa, H. (2023), “Design for Well-Being and sustainability: a conceptual
framework of the peer-to-peer sharing and reuse platform in the circular economy”,
Sustainability, Vol. 15 No. 11, p. 8852.

Horyslavets, P., Plonka, M. and Trynchuk, V. (2018), “Experience marketing and its tools in promoting
the insurance services”, Innovative Marketing, Vol. 14 No. 1, pp. 41-48, doi: 10.21511/im.14(1).
2018.05.

Jackson, T. (2004), “Negotiating sustainable consumption: a review of the consumption debate and its
policy implications”, Energy and Environment, Vol. 15 No. 6, pp. 1027-1051.

Jacob-John, J., D’Souza, C., Marjoribanks, T. and Singaraju, S. (2023), “Sustainable development
goals: areview of SDG 12.3 in food supply chain literature”, Benchmarking: An International
Journal, Vol. 30 No. 9, pp. 3465-3481.

Jiang, Y., Sun, Y. and Tu, S. (2023), “Economic implications of emotional marketing based on consumer
loyalty of mobile phone brands: the sequential mediating roles of brand identity and brand trust”,
Technological and Economic Development of Economy, Vol. 29 No. 4, pp. 1318-1335.

Jouzi, F., Koistinen, K. and Linnanen, L. (2021), “Time as a subject in sustainable consumption”,
Sustainability, Vol. 13 No. 6, p. 3331.

Kagendo-Kiarie, R. (2022), “Ethical marketing: concepts and reasons”, In Products for Conscious
Consumers, Emerald Publishing Limited, pp. 15-33.

Kano, N. (2018), “The Kano model”, Konstantin Kumynsky.

Kim, J.H., Bae, K. and Hong, J.Y. (2019). “Consumption value system and storytelling for digital
advertising”, In Proceedings of the 9th International Conference on Web Intelligence, Mining
and Semantics, pp. 1-4

Lee, J.K. (2021), “Emotional expressions and brand status”, Journal of Marketing Research, Vol. 58
No. 6, pp. 1178-1196.

Liu, Y., Zhao, R., Xiong, X. and Ren, X. (2023), “A bibliometric analysis of consumer neuroscience
towards sustainable consumption”, Behavioral Sciences, Vol. 13 No. 4, p. 298.

Lutz, C. (2015), Marketing Car Love in an Age of Fear: An Anthropological Approach to the Emotional
Life of the World of Automobiles. Etnogrdfica. Revista Do Centro Em Rede De Investigacdo Em
Antropologia, Vol. 19 No. 3, pp. 593-603.

Meena, G., Mohbey, K. and Kand Kumar, S. (2023), “Sentiment analysis on images using convolutional
neural networks-based Inception-V3t transfer learning approach ”, International Journal of
Information Management Data Insights, Vol. 3 No. 1, p. 100174.

Milfont, T.L. and Markowitz, E. (2016), “Sustainable consumer behavior: a multilevel perspective”,
Current Opinion in Psychology, Vol. 10, pp. 112-117.

Nimitha, N., Bala, S., Satheeswaran, V., Janani, M., Selvanayaki, S. and Ramasami, S. (2023), “Deep
learning based sentiment analysis on images”, In 2023 2nd International Conference on Edge
Computing and Applications (ICECAA), IEEE, pp. 568-575.

Ofstad, S. (1994), “Symposium: Sustainable Consumption”, Ministry of Environment, Oslo.

Qiy, Y., Colson, G. and Grebitus, C. (2014), “Risk preferences and purchase of energy-efficient
technologies in the residential sector”, Ecological Economics, Vol. 107, pp. 216-229,
doi: 10.1016/j.ecolecon.2014.09.00.

Downloaded from ftp.nowpublishers.com/xjm/article-pdf/doi/10.1108/XJM-02-2026-0005/11798933/xjm-02-2026-0005en.pdf by guest on 23 September 2026


http://dx.doi.org/10.21511/im.14(1).2018.05
http://dx.doi.org/10.21511/im.14(1).2018.05
http://dx.doi.org/10.1016/j.ecolecon.2014.09.00

XM Patwa, N., Hamelin, N. and Tarabasz, A. (2023), “Emotionally engaging customers through
storytelling”, In Promoting Consumer Engagement Through Emotional Branding and Sensory
Marketing, IGI Global, pp. 178-200.

Paul, J. and Rosado-Serrano, A. (2019), “Gradual internationalization vs born-global/international new venture
models: a review and research agenda”, International Marketing Review, Vol. 36 No. 6, pp. 830-858.

Pellegrino, A., Stasi, A. and Wang, R. (2023), “Exploring the intersection of sustainable consumption and
the metaverse: a review of current literature and future research directions”, Heliyon, Vol. 9 No. 9.

Platania, S., Morando, M. and Santisi, G. (2020), “Psychometric properties, measurement invariance,
and construct validity of the italian version of the brand hate short scale (BHS)”, Sustainability,
Vol. 12 No. 5, p. 2103.

Pretner, G., Darnall, N., Testa, F. and Iraldo, F. (2021), “Are consumers willing to pay for circular
products? The role of recycled and second-hand attributes, messaging, and third-party
certification”, Resources, Conservation and Recycling, Vol. 175, p. 105888.

Rini, E.S. and Absah, Y. (2017), Rational, Emotional, and Spiritual Marketing Strategies in Shariah
Banking in Medan, Indonesia. Banks and Bank Systems, Vol. 12, pp. 68-77.

Robinette, S. and Brand, C. (1999), “The power of emotion: Winning the battle for customer loyalty”,
Journal of Integrated Communications, 2000.

Rosério, A.T. and Dias, J.C. (2025), “The role of digital marketing in shaping sustainable consumption:
insights from a systematic literature review”, Sustainability, Vol. 17 No. 17, p. 7784, doi: 10.
3390/sul7177784.

Royo, M., Chulvi, V. and Galan, J. (2018), “Users’ reactions captured by means of an EEG headset on
viewing the presentation of sustainable designs using verbal narrative”, European Journal of
Marketing, Vol. 52 Nos 1-2, pp. 159-181.

Rweyendela, A.G. (2022), “Getting closer to SDG12: incorporating industrial ecology principles into
project EIA”, Journal of Environmental Planning and Management, Vol. 65 No. 6, pp. 953-974.

Rytel, T. (2010), “Emotional marketing concept: the new marketing shift in the postmodern era”,
Verslas: teorija ir Praktika, Vol. 11 No. 1, pp. 30-38.

Sadiq, M., Murdy, S., Fazal-e-Hasan, S.M., Ahmadi, H. and Dann, S. (2026), “Role of emotions in
sustainable consumption behaviour: a systematic review and future research agenda”, Business
Strategy and the Environment, doi: 10.1002/bse.70921.

Salido-Andres, N., Garcia-Rodriguez, N. and Cachero-Martinez, S. (2022), “Connecting social
enterprises and sustainable consumption: Systematic review, bibliometric analysis, and
conceptual framework”, Sustainability, Vol. 14 No. 20, p. 13428.

Scalco, A., Noventa, S., Sartori, R. and Ceschi, A. (2017), “Predicting organic food consumption: a
meta-analytic structural equation model based on the theory of planned behavior”, Appetite,
Vol. 112, pp. 235-248.

Sharma, K., Trott, S., Sahadev, S. and Singh, R. (2023), “Emotions and consumer behaviour: a review
and research agenda”, International Journal of Consumer Studies, Vol. 47 No. 6.

Shayegan, M.J. and Keshavarzian, M. (2023), “Evaluating the impact of emotional advertisement on
customers and its relationship with brand value”, International Journal of Internet Marketing
and Advertising, Vol. 19 Nos 3-4, pp. 350-368.

Srivastava, S.K., Mishra, A., Singh, S. and Jaiswal, D. (2023), “Household food waste and theory of
planned behaviour: a systematic review and meta-analysis”, Environmental Science and
Pollution Research, Vol. 30 No. 43, pp. 97645-97659, doi: 10.1007/s11356-023-29141-0.

Staton, M., Paharia, N. and Oveis, C. (2012), Emotional Marketing: How Pride and Compassion Impact
Preferences for Underdog and Top Dog Brands, ACR North American Advances.

Talafubieke, M., Mai, S. and Xialifuhan, N. (2021), “Evaluation of the virtual economic effect of

tourism product emotional marketing based on virtual reality”, Frontiers in Psychology, Vol. 12,
p. 759268.

Downloaded from ftp.nowpublishers.com/xjm/article-pdf/doi/10.1108/XJM-02-2026-0005/11798933/xjm-02-2026-0005en.pdf by guest on 23 September 2026


http://dx.doi.org/10.3390/su17177784
http://dx.doi.org/10.3390/su17177784
http://dx.doi.org/10.1002/bse.70921
http://dx.doi.org/10.1007/s11356-023-29141-0

Testa, F., Pretner, G., Iovino, R., Bianchi, G., Tessitore, S. and Iraldo, F. (2021), “Drivers to green Vilakshan -
consumption: a systematic review”, Environment, Development and Sustainability, Vol. 23 XIMB Journal of
No. 4, pp. 4826-4880.

Tiwari, S.K., Haque, M. A., Kirmani, M.D. and Kumar, S. (2025), “How social media advertising
influences sustainable purchase intentions in the digital age”, Discover Sustainability, Vol. 6
No. 1, p. 889.

Tobon, S., Ruiz-Alba, J.L. and Garcia-Madariaga, J. (2020), “Gamification and online consumer
decisions: is the game over? ”, Decision Support Systems, Vol. 128, p. 113167.

Management

Torma, G. and Thagersen, J. (2021), “A systematic literature review on meta sustainability labeling—
what do we (not) know? ”, Journal of Cleaner Production, Vol. 293, p. 126194.

Tripathi, A. and Singh, M.P. (2016), “Determinants of sustainable/green consumption: a review”,
International Journal of Environmental Technology and Management, Vol. 19 Nos 3-4,
pp. 316-358.

Tymchenko, Y., et al., (2023), “Determining the role of emotions in the customer journey for culture
industries under conditions of information and communication technologies development”,
Eastern-European Journal of Enterprise Technologies, Vol. 2 No. 13 (122).

United Nations Environment Programme (1999), “Changing consumption patterns”, Industry and
Environment, Special Issue, Vol. 22 No. 4.

Valor, C., Antonetti, P. and Carrero, 1. (2018), “Stressful sustainability: a hermeneutic analysis”,
European Journal of Marketing, Vol. 52 Nos 3-4, pp. 550-574.

Vidal-Ayuso, F., Akhmedova, A. and Jaca, C. (2023), “The circular economy and consumer behaviour:
literature review and research directions”, Journal of Cleaner Production, Vol. 418.

Vrtana, D., Rosnerova, Z. and Krizanova, A. (2021), “Behavioral model of business change
management in relation to building competitiveness in market economy conditions”, Business:
Theory and Practice, Vol. 22 No. 2, pp. 493-503.

Wang, J. and Wu, L. (2016), “The impact of emotions on the intention of sustainable consumption
choices: evidence from a big city in an emerging country”, Journal of Cleaner Production,
Vol. 126, pp. 325-336.

Wilkie, D.C.H., Hill, S.R. and Mirzaei, A. (2024), “Survival of the greenest: how evolutionary motives
affect sustainability campaign message persuasiveness”, European Journal of Marketing, Vol. 58
No. 12, pp. 2705-2731.

Xu, X. (2020), “Examining the role of emotion in online consumer reviews of various attributes in the
surprise box shopping model”, Decision Support Systems, Vol. 136, p. 113344.

Zhang, H., Nie, J. and Ruan, Z. (2019), “The users emotional study of netease cloud music based on
LDA model”, In 2019 4th International Conference on Cloud Computing and Internet of Things
(CCIOT), IEEE, pp. 20-23.

Zhang, H. and Zang, Z. (2022), “A bioethical examination of the use of human emotions
as a film marketing tool on short video platforms: normative morality applicable to film
marketing matrix”, Acta Bioethica, Vol. 28 No. 2, pp. 301-309, doi: 10.4067/S1726-
569X2022000200301.

Zhang, Y., Tu, Z., Zhao, W. and He, L. (2022), “Design of emotional branding communication model
based on system dynamics in social media environment and its influence on new product sales”,
Frontiers in Psychology, Vol. 13, p. 959986.

Zhou, R. and Tong, L. (2022), “A study on the influencing factors of consumers’ purchase intention
during livestreaming e-commerce: the mediating effect of emotion”, Frontiers in Psychology,
Vol. 13, p. 903023.

Zhu, L., Gao, Y., Chen, W. and Ren, H. (2022), “Consumer satisfaction-oriented emotional marketing in
foreign trade”, Frontiers in Psychology, Vol. 13, p. 9600.

Downloaded from ftp.nowpublishers.com/xjm/article-pdf/doi/10.1108/XJM-02-2026-0005/11798933/xjm-02-2026-0005en.pdf by guest on 23 September 2026


http://dx.doi.org/10.4067/S1726-569X2022000200301
http://dx.doi.org/10.4067/S1726-569X2022000200301

XJIM Further reading

Khalili, N.R. (2011), “Theory and concept of sustainability and sustainable development”, In Practical
Sustainability: From Grounded Theory to Emerging Strategies, Palgrave Macmillan US,
New York, NY, pp. 1-22.

Naidoo, D., Nhamo, L., Lottering, S., Mpandeli, S., Liphadzi, S., Modi, A.T. and Mabhaudhi, T.
(2021), “Transitional pathways towards achieving a circular economy in the water”,
energy.

Saxena, N., Kumar, R., Singh, N., Bisht, K., Chaudhary, S., Semwal, R. and Chaudhary, S. (2023),
“Bridging the attitude-behavior gap in sustainable consumption for electric vehicles in India ”,
(In Press).

Vargas-Merino, J.A., Rios-Lama, C.A. and Panez-Bendezu, M.H. (2023), “Sustainable
consumption: conceptualization and characterization of the complexity of “being a
sustainable consumer: a systematic review of the scientific literature”, Sustainability, Vol. 15
No. 10, p. 8401.

Xu, S., Chu, C., Zhang, Y., Ye, D., Wang, Y. and Ju, M. (2018), “Entangled stakeholder roles and
perceptions of sustainable consumption: an evaluation of sustainable consumption
practices in Tianjin, China”, Journal of Environmental Management, Vol. 223,
pp- 841-848.

Wang, Z., Xue, M., Wang, Y., Song, M., Li, S., Daziano, R.A. and Zhang, B. (2019), “Big data:
new trend to sustainable consumption research”, Journal of Cleaner Production, Vol. 236,
p. 117499.

Corresponding author
Rajeev Kumar can be contacted at: ranjanrajeev87@gmail.com

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Downloaded from ftp.nowpublishers.com/xjm/article-pdf/doi/10.1108/XJM-02-2026-0005/11798933/xjm-02-2026-0005en.pdf by guest on 23 September 2026


mailto:ranjanrajeev87@gmail.com
https://www.emeraldgrouppublishing.com/licensing/reprints.htm
mailto:

	Emotional marketing and sustainable consumption: a comprehensive review and future research directions
	Introduction
	Conceptual background
	Methodology
	Emotional marketing
	Sustainable consumption
	Research agenda
	Theory development (T)
	Context (C)
	Characteristics (C)
	Methodologies (M)

	Discussion and future research agenda
	Theoritical and managerial implications
	Conclusion
	Data declaration
	Data collection source
	Data collection time period
	Data collection methodology
	Copyright and data usage
	References




