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Abstract
This dissertation has investigated the strategic impact of emotional branding on the development of long-term consumer loyalty within the global retail industry. Apart from the functional utility model, the research has examined independent tactics like multi-design or narrative storytelling, along with the implications of artificial intelligence for better personalisation and stimulation of the psychological mediator for creating attachment and trust with the consumers. The findings have further confirmed that the subconscious emotion and trigger can directly enhance the consumer lifetime value and relational efficiency against the brand crisis. The utilisation of the PRISMA framework within this research has been effective in synthesising the recent empirical literature and analysing the key challenges, such as digital authenticity or cross-cultural boundary conditions. Ultimately, the research presents an integrated conceptual model that can offer actionable guidance for global retail organisations and also provide a balanced approach through the data-driven AI efficiency, having authentic and human-centric experiences. 
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Glossary 
Emotional Branding: Marketing through the deep emotional connection building
Storytelling in Marketing: Utilising the narrative techniques for the organisations to create emotional engagement and meaning for consumers. 
Sensory Marketing: Marketing approach including the influence of the consumers’ senses.
Social Identity: Sense of self for any individual from the societal perspective.
Brand Love: Strong Affection towards any brand

[bookmark: _Toc230736288]: Introduction  
[bookmark: _iz2e9eeaohmv][bookmark: _Toc230736289]1.1 Background to the Study
The traditional functional advantages, like the product feature, competitive pricing and basic service, are no longer sufficient for the modern organisation to compete in the global retail marketplace. The strategies are more inclined towards an emotionally driven approach of branding for long-term consumer relationship strengthening. Challoumis (2024) has mentioned that the rapid competition and technical advancement have influenced these changes in the market.  The rapid development in the global retail competition, digital commerce, and consumer preferences alteration towards multiple brands has significantly reduced the effectiveness of these marketing approaches. As a result, brands are having the challenge of consumer churn where people are considering other brands even for minor differences in price or any promotional incentive. The emotional branding, like storytelling, sensory marketing or any personalised communication, along with nostalgia-based advertisement, has gained preference for improving the retention and loyalty in such an environment (Subramaniam and Rathnapriya, 2024). For navigating this hyper-competitive environment, the paradigm of marketing is shifting from transactional to relationship-driven emotional marketing strategy for building better relationships and providing long-term loyalty opportunities with the organisation.  
[image: ]
[bookmark: _Toc230732293]Figure 1.1: Perception of the Adults regarding the Emotional Connection in Business
(Source: Statista, 2026)
Handique and Sarkar (2024) have indicated that emotional experiences connected with the brands can strongly influence repeat purchase behaviour and advocacy for any particular brand, focusing on consumers' commitment over time. The ideology of emotional branding refers to the consumer's purchase, not only based on rationality or calculated utilities, but from a deep and affective bond with the brand that is mainly driven by trust, brand preferences and self-identities, along with other emotional aspirations. This transformation has already encouraged global brands like Apple, Nike or Starbucks to adopt emotionally engaging campaigns, focusing on the local values, authenticity and lifestyle presentation of the consumers (Bensalem and Benouhiba, 2025). The base of this understanding is, however, focusing on the cognitive evaluation where emotional branding aims to establish long-term loyalty, manifesting it as a structural backbone for repeat purchase behaviour. This research investigates how the strategies of emotional branding increase the long-term consumer loyalty within the global retail sector by evaluating relational mechanisms involvement within the approach. 
[bookmark: _j6wfvxo72jc5][bookmark: _Toc230736290]1.2 Problem Statement 
Despite having increasing adoption of the strategies related to emotional branding within the retail sector worldwide, the firms are struggling to maintain consistency and translate the short-term emotionally engaged strategy towards a long-term and measurable loyalty of the consumers. The traditional loyalty-building approaches based on quality pricing and functional satisfaction are becoming less capable of consumer retention due to the saturated market and increasing competition, which is changing the expectations of the consumer (Bing et al., 2024). Many retailers implemented isolated emotional techniques like localised market campaigns or temporary emotional engagement campaigns without appropriately understanding how these mechanisms can interact with the cognitive mediator, like affective commitment to long-term brand, sustainability or loyalty.  As modern consumers increasingly look forward to having emotional engagement and personalised experiences, these values need to be in line with the product and marketing campaign development of the brands. However, although the businesses invest heavily in emotional branding, there is uncertainty regarding the emotional branding mechanism for contributing towards the sustainable consumer loyalty in the long run. Reyes, (2023) has also mentioned that there is a significant challenge due to the lack of a unified strategic framework for maintaining accountability and integrating conditions like cultural variation or product category, which is affecting the market reach of the brands. Emotional branding also focuses on the isolated branding dimension, like sensory marketing, brand attachment, without any comprehensive understanding and storytelling for collectively influencing long-term loyalty. The development of the AI-driven retail system within the digital market platform has also complicated the correlation between consumer trust and emotional branding due to constant communication and an increasing rate of public acknowledgement regarding different challenges as well as new developments (Saratian, Efendi and Utami, 2024). The development of AI in marketing platforms has complicated the correlation between emotional branding and consumer trust. The research directly addresses these problems through a systematic evaluation of the empirical literature for evaluating the pathway through which emotional branding can establish long-term consumer loyalty in the global environment. 
[bookmark: _mox0ti9e1ijv][bookmark: _Toc230736291]1.3 Research Aim, Objectives, and Questions 
[bookmark: _r3aiqqlxi53a][bookmark: _Toc230736292]1.3.1 Research Aim
This research aims to evaluate how the strategies of emotional branding can influence the long-term customer loyalty among retail consumers globally through the development of emotional attachment and brand trust. 
[bookmark: _p965bh1b0pgn][bookmark: _Toc230736293]1.3.2 Research Objectives 
· To critically examine the theoretical foundations linking emotional branding to long-term customer loyalty.
· To evaluate the impact of the specific emotional branding techniques through the theoretical perspective on consumer loyalty 
· To analyse moderating factors such as cultural context and product category that affect the emotional branding loyalty relationship.
· To recommend effective and evidence-based emotional branding practices that can help in consumer churn retention with loyalty development 
[bookmark: _z8aganrr82it][bookmark: _Toc230736294]1.3.3 Research Questions 
· How do existing theories conceptualise the link between emotional branding and long-term customer loyalty?
· How do the specific emotional branding techniques affect consumer loyalty?
· In what ways do cultural contexts and product categories moderate the effectiveness of emotional branding on long-term loyalty??
· What are the effective and evidence-based emotional branding practices that can help in consumer churn retention with loyalty development?
[bookmark: _tt4ccmgmic4l][bookmark: _Toc230736295]1.4 Significance and Rationality of the Study  
The research is academic and practical as it can address the increasing necessity of emotional branding within the competitive global retail industry. The study further helps introducing the gap between the concept of emotional marketing and operational retail strategy. Zhang et al., (2022) have mentioned that in recent years, consumer loyalty has become difficult to gain due to the rapid expansion of the market, including a number of competitors within the retail brand, providing easy alternatives to consumers and no cost of switching. As a result, companies are now focusing on the emotional branding techniques to develop an effective and robust emotional and psychological bond. Theoretically, the study is also effective in the development of the marketing for the development of the concept and integrate this with the help of the emotional branding theory and brand attachment theory and combining them in a framework for the retail sector in the world. Additionally, the study is also effective in supporting the current academic debate on the effectiveness of emotional branding and the ability of emotional branding to create long-term consumer loyalty simultaneously. Furthermore, the poor strategy of creating emotional branding is impacting businesses impact on the market, as mentioned by Saratian, Efendi and Utami (2024).  The study thus extends this knowledge by exploring the moderating factors, e.g., cultural differences in the product category in the digital retail setting.
The research from a practical perspective is a strategic guide for international retail executives and brand managers. These insights can be leveraged for storytelling tactics, improvement, and emotive marketing campaigns. Furthermore, the study has a rational aspect because as Bilgihan et al. (2025) have also stated that the emotional branding is developing as one of the as a crucial strategy for the development of the business within the AI-powered retail environemtn, necessitating a deeper understanding of the dynamics behind these branding relationships. The findings of this research can help to develop better structures and practices to curb consumer attrition and boost the lifetime value of consumers, which can be achieved by creating sustainable competitive advantage to attract customers and retain them for the long term. 
[bookmark: _pr5jgwdbyvoi][bookmark: _Toc230736296]1.5 Overview of Methodology 
For achieving a comprehensive evaluation, the study focuses on qualitative systematic literature review research where the methodological choice is justified due to the fragmented nature of current emotional branding. The study primarily depends on secondary, qualitative information collected from the peer reviewed Journal article that have been published recently to ensure the inclusion of current and relevant academic sources (Cheong et al., 2023). The sources of academic databases include Scopus, Web of Science, Google Scholar, and so on, which will be used for the identification of the relevant literature. Following a PRISMA framework, the study ensures structural appropriateness and transparency to minimise the researcher bias and maintain the efficiency of the data collection procedure. The potential keywords for this study include “emotional branding,” “brand attachment,” “customer loyalty,” and so on, so that the selected articles are relevant to the topic and can provide relevant arguments for the development of this study. 
[bookmark: _k4rlmtdjbnvm][bookmark: _Toc230736297]1.6 Structure of the Dissertation  
The dissertation is designed around six significant chapters that are closely in line with the requirements of this study. The introduction chapter presents the background, aim and objective of the research by establishing the foundation and rationale of the study. On the other hand, the chapter 2 has represented the current literature regarding this topic, where it has critically evaluated the existing literature and focused on the theoretical aspect of brand trust, consumer loyalty, authenticity, and so on. The 3rd chapter is prepared for discussing the methodology that has been effective in data collection and analysis, and the fourth chapter represents. The findings were collected from the selected literature through SLR. This fifth chapter discusses the findings in relation to the current literature and the objective of this dissertation. The sixth and final chapter is the conclusion that provides a comprehensive summary of the study and provides recommendations for future development. 


[bookmark: _hex8hg63j8pf][bookmark: _Toc230736298]: Literature Review 
[bookmark: _27pz6npjw2am][bookmark: _Toc230736299]2.1 Chapter Introduction 
This chapter has critically examined the current academic data regarding emotional branding and how it can directly impact the loyalty of consumers over time within the global retail industry. The aim of this chapter is to develop a solid theory-based and conceptual framework that can further help in understanding the influence of emotional branding strategy for building a strong brand position within the market and analyse its consumer behaviour (CB). The chapter also aims to evaluate the current literature from the perspective of emotional attachment and deployment of emotional loyalty within the retail industry. Organisations like Nike, Unilever, or Tesco have moved away from functional marketing strategy and adopted a more emotionally driven branding strategy for the improvement of consumer retention and their enhancement of sustainable competitive advantage as mentioned by Narayanan and Das (2022). Therefore, the emotional branding strategy is essential in the creation of loyalty within the emerging and competitive market of the retail industry for consumer retention. 
This chapter further explains the key theories related to emotional branding, which include Emotional Branding Theory, Brand Attachment Theory, Self-Congruity Theory, and Social Identity Theory for the identification of psychological and emotional factors for driving consumer loyalty. Further, it also evaluates the cultural and product category differentiation that can directly impact the successful emotional branding for any organisation through emotional loyalty, self-identity development and brand love generation through nostalgia marketing. It further states the necessity of maintaining authenticity, trust, and AI enhancement in brand development. 
[bookmark: _ge5l2b65yxzq][bookmark: _Toc230736300]2.2 Theoretical Foundations of Emotional Branding and Customer Loyalty 
[bookmark: _cmoyqp3f2fsh][bookmark: _Toc230736301]2.2.1 Emotional Branding Theory
The Theory of Emotional Branding represents the fundamental move from the classical economic model by the utility of experiential and relational perspectives regarding consumer behaviour (Shahid et al., 2022). From the historical perspective, the marketing framework can be conceptualised from the evaluation of rationality in the complex culture and emotional symbols that can establish a deep, effective bond with individuals. The theory helps in outlining the way in which an organisation can develop a strong psychological and emotional connection with consumers through the engagement of experiences, symbols and value driven framework of communication.  
Recent studies like Bishnoi and Singh, (2022) have shown that emotional branding within the modern retail market can have a direct impact on the companies for establishing more emotional bonds that can have a direct and positive impact on the correlation among the consumers and brand while also influencing the repeat purchase habits and long-term brand commitment. Emotional branding in this aspect is not only a traditional approach of transactional marketing based on the feelings, memories, aspirations, and emotional experiences of consumers regarding a brand. Rather, this is a strategy of developing strong brand resonance for the long run. Hence, storytelling, sensory branding, personalised engagement and experiential marketing are currently essential for the emotional differentiation. Shahid et al., (2022) have further stated that it has been shown that when it comes to fashion and lifestyle retailers like Nike, the way that they connect with the customer emotionally can be an example of excellent market communication with differentiation, building better attachment and emotional satisfaction.
This theoretical framework highlights that emotional branding is more of a systematic approach regarding the capability of a brand being emotionally connected to its consumers through their lifestyle and social identification of the consumers (Zhang et al., 2022). Additionally, the experiential consumption view reinforces the argument by stating the literature related to the psychological loyalty and experiential consumption for reinforcement of the argument. Emotional branding, therefore, is a communication strategy for the relationship development between the consumer and brand through emotional trust and psychological loyalty that can directly influence the pattern of consumption.
[bookmark: _n2swldnvra00][bookmark: _Toc230736302]2.2.2 Brand Attachment Theory
This theory describes the psychological and emotional correlation that develops over time between any brand and consumer. According to Handique and Sarkar, (2024), consumers are more likely to remain loyal to a brand due to their emotional connection, which might result in repeated purchases and brand loyalty, along with emotional commitment. Brand enhancement in this aspect is essential for the prediction of consumer loyalty and emotional attachment for strengthening attachment to the product and service. Ahmadi and Ataei (2024) have also stated that emotional attachment is established when repeated positive interactions and emotional satisfaction are established within the brand. Therefore, to remain more perceived as a reliable brand, it is essential for retail organisations to develop a greater emotional commitment and mitigate the chances of failure or reputational crisis to safeguard their brand value. 
[bookmark: _r6uz7lcx8upy][bookmark: _Toc230736303]2.2.3 Self-Congruity Theory
This theory suggests that CB can be influenced by the psychological comparison between the self-concept and the symbolic message of a brand. Therefore, consumers prefer the brands that are in line with their self-concept and personal identities regarding the social image. Singh et al., (2023) have further stated that individuals are more emotionally attracted to the brands which reflect their values, personality, lifestyle and aspirations, along with other multiple dimensions. According to the self-congruency theory, consumers not only value products based solely on objective technical performance, but they also prefer to purchase for self-expression and social representation. Therefore, selecting retail brands that have the inclusion of diverse perceived personality and cultural value are more capable to gain attention from diverse consumers. As mentioned by Zhu et al., (2024), emotionally expressive brands significantly influence the preferences of consumers through symbolic identification. The retail environment is increasingly encouraging identity-based consumption. Consumers are purchasing products that have social representation alignment. It further influences positive emotional response, causing response to the brand operating in different industries like luxury fashion and lifestyle, particularly benefiting them with social identity reinforcement and emotional self-presentation development. 
[bookmark: _cp01qczbc0sv][bookmark: _Toc230736304]2.2.4 Social Identity Theory
Social identity theory explains how consumers understand emotional attachment and develop it for long-term loyalty through group membership, social belonging and collective identity formation. Ummi, Majid and Alkautsar, (2025) further stated that the individual psychological processes for collective social interaction are essential. The theory states that individuals derive a meaningful portion of their self-concept and social validation from their perceived membership in a specific group.  When the global retailers use emotional branding for developing a unique brand such as specialised consumer clubs or interactive online forum, or a collaborative social media space, they help in developing social identity through the brand interaction. The theory supports the understanding of community-based emotional loyalty that can have a direct impact on emotional belonging rather than shared identity as a functional satisfaction. Zhang et al., (2022), however, argued that the excessive dependency on identity-based branding can create exclusionary brand communities and reduce the broader market accessibility. 
[image: ]
[bookmark: _Toc230732294]Figure 2.1: Consumer-Based Brand Equity
(Source: Zhang et al., 2022)
[bookmark: _a5fj8ny0lq1y][bookmark: _Toc230736305]2.3 From Functional Satisfaction to Emotional Loyalty 
The alterations of the classical transactional marketing and development towards relationship-based framework are a significant evolution in the contemporary management strategy. The traditional model of consumer loyalty has been primarily based on functional satisfaction, where consumers remained loyal to any brand due to their product, quality or affordability, as mentioned by Singh et al., (2023). In the modern business environment of the recent time the expectations of the consumer have altered with the gradual approach to shift from general transactional loyalty to influencing more to value driven loyalty. Therefore, the focus has been emphasised on the experiential value while focusing on the emotional loyalty and affective commitment maintaining a commitment to the organisation, despite getting better offers from the alternative companies. Clement and Kayode (2025) also represented that the emotional loyalty can be translated towards the long term and powerful loyalty rather than having only satisfaction-based loyalty. In the modern times, consumers are looking forward to having a better and differentiation of the experience in their purchase journey, emotional engagement and maintaining a better image of the brand portfolio within the market through the symbolic value of the brand should shift its gears to storytelling and creating better store experiences through sensory marketing. Shaheed et al., (2022) stated that sensory branding has become a must in emotional marketing because of its environmental component such as lighting, music, packaging, and fragrance of the store. Likewise, Ardjomandi (2025) have further stated that storytelling is also essential for the emotion stimulation, to address the customers satisfaction. Overall, the digital shift to emotional loyalty collaboratively can impact the preference direction of consumers  and provide them with a more personalised and emotionally relevant experience.
[image: ]
[bookmark: _Toc230732295]Figure 2.2: Correlation among Sensory Marketing and Brand Experience
(Source: Shahid et al., 2022)
The study by Clement and Kayode (2025) has further stated that emotional loyalty is stronger or more stable than satisfaction-based loyalty. However, Singh et al., (2023) have mentioned that purely emotional consumption models overemphasise the effective attachment while ignoring the structural failure in the quality of the product and transparency maintenance in the pricing. Despite a significant advantage, the emotional loyalty may fluctuate depending on the trend, emotional state or social influence of the organisation, making it unstable in certain conditions. Additionally, intense emotional branding creates realistic expectations among the consumers, and emotional dependency has also been mentioned by Ahmad, Ahmad and Siddique, (2024). Therefore, it also highlights the necessity of balancing functional and emotional benefits at the same time for any brand, rather than replacing one aspect with another. 
[bookmark: _jfbsrtnh3wbi][bookmark: _Toc230736306]2.4 Brand Love, Emotional Attachment, and Relational Resilience
Brand love has established itself as one of the most effective concepts in the emotional branding field, that has the ability to account for the close emotional association of consumers with a brand over time, which has emerged. This also includes different factors such as the symbolic appeal and profound emotional reaction in a positive manner, which concerns the significant need of experiencing a relationship based on long-term aspects. This is closely related to the brand attachment and affective commitment, in which the attachment of consumers to a certain brand is not based on the economic switching cost but rather on the desire for supporting a brand and share the core values of the brand (Chi and Phan, 2025). For, it is also indicative of a concentrated emotional state that has the ability to impact the actions of consumers even after they have assessed their functional utility and aligned with the brand, at the same time brand love is temporary. This has given a new spin to current retailer, who has derived to prioritize a compelling experience of brand, which results in building emotional connection, and thus retaining the connection with the customers. 
Study carried out by Nawaz and Rasool, (2025) has indicated that emotional attachment have the ability to play a significant role in improving the trust of the consumers and intention of loyalty, as well as emotional commitment. However, developing an attachment might be observed as an extension of their identity and emotional lifestyle, thus conflict of the brand. They are required to be emotionally attached, along with consistently demonstrate competency, and necessitates the trust both in the digital and physical landscape for the purpose of building high relationship quality. Halloway et al., (2024) have also stated that in the times of the product failure, problem in supply chain, or public relations crisis, the emotionally attached consumers are more likely to be accommodating to the recovery process of brand if they maintained their personalised communication and experience. 
Therefore, organisations are increasingly interested in using transparent communication and ethical practices in the development of experiences based on the consumers, in order to build emotional trust and a long-term relationship. The researchers in Sun et al.,(2024) have noted that a positive emotional attachment will impact on a positive level in the willingness of consumers. Thus, during the situation, it is also the brand communities that focus on playing an important role in the process of ensuring continuity in emotional resilience. The loyal customers tend to justify any issues or blunders in brand, and they will preserve the relationship without compromising with the emotional connection. As mentioned by Sudbury-Riley et al., (2024), some consumers are highly passionate and can become emotionally vulnerable. However, the capability of long-term consumer loyalty through emotional attachment and relational resilience properly communicated, through the literature, has been an active and prominent notion in recent years, as stated by Sun et al., (2024). 
[bookmark: _qqs04741t9n][bookmark: _Toc230736307]2.5 Nostalgia and Storytelling as Emotional Loyalty Mechanisms 
The storytelling and nostalgia has become important in the emotional branding process in an increasing manner for the types of retail marketing. It has the ability to offer an opportunity for an organisation for creating a bond based on emotion, memory and identity (Tiiri, 2024). These two are extremely effective techniques that might support the global retailers in the process of stimulating the emotions of the consumer, recall and also results in building brand attachment.  The use of a retro-themed branding for any organisation will stimulate in the feelings and sense of comfort, security and warmth because of the positive memories they have in their minds of the past. 
These themes can also be used to complement classical product design or historical imagery development in branding elements for the perceptions of the consumers in a better manner, and authenticity of incorporating stability. The study by Ummi, Majid and Alkautsar (2025) developed a nostalgic emotional approach that might be employed for the purpose of attracting the emotional trust and engagement of consumers that often suggest nostalgia memories with their positive, emotional experiences and psychological stability. Retro advertising and packaging also served as a symbolism for retail brands as they used to practice nostalgic advertising and retro packaging for generating the narrative familiar and evoking emotions through storytelling. 
Furthermore, Zaman et al., (2025) have emphasised storytelling as a strategic aspect of emotional branding, with the ability to make the brands emotionally stable rather than commercialised brands. As modern consumers are seeking emotional, authenticity and narrative based on purpose when engaging with the retail brand, it is further essential for the purpose of developing a sense of social responsibility, narrative, and the founder's story that might result in generating a stronger engagement with these individuals. The level of engagement, empathy, personal identification, or deep reflection can also help to further improve the psychological bond between the brand and the consumers. However, Manohar et al., (2023) have suggested that there is a significant deal of disparity between the consumption of identity and storytelling based on nostalgia. The historical and communal nostalgia helps in resonating with the Gen-Z consumers, whereas the personal nostalgia and marketing story that helps in resonating with their childhood or past memories expands strongly with the millennials. 
Wang et al., (2023) further shared that one cannot be emotionally relevant through an emotional branding strategy unless it is widely adopted.  Despite having such advantages, the nostalgia marketing also has some criticism as excessive utilisation of nostalgic branding and limit innovation and reduces the contemporary relevancy within the market, as also mentioned by Zaman et al., (2025). The abandonment of consumers is equivalent to a brand exploiting a historical theme for financial profit and can affect the confidence of consumer in the brand in a direct manner. Thus, forming a clear historical brand cultural limitation, such as historical themes, symbols and history, which are cultural phenomena that may differ from country to country. 
[bookmark: _csfzsnsx5bf7][bookmark: _Toc230736308]2.6 Authenticity and Trust in the AI-Driven Marketplace 
The global retail industry is having the situation of the digital transformation, and this is changing the relationship among the emotional branding and consumer loyalty. The study by Paul et al., (2024) in relation with the emotional branding strategies have stated that the industry is experiencing a significant digital revolution and this is also changing the procedure of the emotional branding and communication among the brand and consumer. From the digital marketing landscape this is common to find sophisticated algorithms and tools within the e-commerce platforms machine learning for making better recommendations for providing a customised environment for the modern organisation. 
From the perspective of the predictive analysis the utilisation of the automated recommendation systems, and digital experiences in the retail market to develop emotionally tailored experiences across various channels (Patil, 2024).  Therefore, the current technologies have become one of the most critical aspects of emotional branding strategy to help in the measurement of the organisation to analyse CB and preferences.  
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[bookmark: _Toc230732296]Figure 2.3: Real-time AI decision loop in customer touchpoints
(Source: Igwe-Nmaju, Gbaja and Ikeh, 2023)
However, as Gupta (2024) have also stated that, the authenticity of any is heavily dependent on the n transparency, sincerity, and empathy of the brand towards the consumers to maintain the corporate values. The primary opportunities of using AI in the emotional branding is the capability of recommending algorithms and targeting advertising with a chatbot communication. The personalised digital content and these technologies, however, offer an emotionally relevant experience to boost emotional engagement. AI technologies can also help to improve the customer experience by incorporating efficiency and answers in a human backup system, according to Igwe-Nmaju and Gbaja (2023).  Social media platforms are also effective in the critical component development as the platforms of the social media can establishes a strong, emotional bond and perceived authenticity related to the brand with their followers. Maintaining emotionally authentic relationships while also depending on the AI-driven system has created a significant challenge for the modern organisation in recent times (Igwe-Nmaju, Gbaja and Ikeh, 2023). Retailers, on the other hand also needs to establish an ethical guideline about how data privacy and make sure to prevent over-personalisation and keep a human touch in the system while offering emotionally engaging and effective content without overemphasising on the personal brand level. These privacy issues are also connected with the linked with the emotional data collection and behavioural monitoring at the same time in the context of data protection laws, such as GDPR, to uphold ethical business practices (Gupta, 2024). Despite these concerns, the emotional branding with AI based framework is highly influential within the contemporary environment as it can provide a capable emotional engagement for different audiences.
[bookmark: _dsfa59i67du1][bookmark: _Toc230736309]2.7 Conceptual Framework and Variable Discussion 
[image: ]
[bookmark: _Toc230732297]Figure 2.4: Conceptual Framework 
(Source: Self-generated)
The conceptual framework of this study represent the emotional branding as one of the prime strategies of influencing long-term consumer loyalty through several psychological factors while being affected by the contextual variable. The framework points to dependent emotional branding not only to insurance but also to long-term consumer loyalty directly. Rather, its operational efficiency is dependent on the activation of sequences in series for internal psychological mediators, as also mentioned by Zuo, Huang and Qi (2024). The independent variable, on the other hand, consists of deliberate, strategic input, controlled by detailing like storytelling, sensory design and nostalgia mechanisms, which stimulate the core mediating variable.  The brand attachment also satisfies the requirement of the consumers for identity verification while also ensuring psychological safety and confidence in the integrity of the organisation. Together, the factors effectively maintain commitment for defining a deep and non-economic desire for sustaining within the continuous relationship building. Overall, the strategies are developed for stimulation of the emotional engagement and memory enhancement through psychological identification among the consumers. 
The framework for the proposal suggests that the emotional branding strategy cannot only directly create loyalty, but also operate through the mediating psychological variables, reflecting an emotional and psychological connection with a deep connection to the consumer brand. As the trust of consumers is dependent on the reliability and authenticity. Effective communication represents an emotional desire to maintain long-term relationships within this brand. The moderating variables further influence this relationship and include the cultural variations, along with maintaining the cultural product category and AI-driven digital retail environment.  Similarly, the retail environment and AI-driven communication system further influence the perception of authenticity and emotional trust at the same time. The framework demonstrated that emotional branding is dependent on emotional attachment and contextual influences, along with sustained trust development.
[bookmark: _isucfs4piuua][bookmark: _Toc230736310]2.8 Literature Gaps and Research Justification  
Despite having discussions regarding the emotional branding within the contemporary market literature, the necessity of a theoretical, practical and methodological gap is insufficient. Wang et al., (2023) have provided a basic understanding regarding the current emotional branding. However, the evaluation of sensory marketing and brand performance cannot be completely evaluated without providing an integrated framework is not possible.  Additionally, there is a clear differentiation of comparative evidence regarding how these mechanisms can perform across different cultural landscapes and product categories. As a consequence, the literature also remains fragmented and lacks a unified framework for the relationship explanation between emotional branding and emotional attachment at the same time.  Many studies also focus on the region or demographic group regarding the emotional branding, limiting the comparative evaluation of how cultural variation can actually influence the effectiveness of this branding. The rapid digital transformation has also introduced concerns related to AI-based emotional branding (Tiiri, 2024). The limited research addressing how these algorithms and personalised recommendation can impact perceived brand authenticity requires intensive research and comprehensive evaluation. The existing findings regarding emotional loyalty are also inconsistent in some studies. Suggest emotional branding strongly being predictable towards loyalty, but does not completely focus on the functional value and trust.  The methodological aspect of systematically evaluating literature is also limited in addressing the theoretical fragmentation and practical strategy implications of these brands. 

[bookmark: _gxxu9zejlha][bookmark: _Toc230736311]2.9 Chapter Summary 
Overall, this chapter has provided a structured and critical evaluation on the basis of theory and contemporary themes developed regarding the emotional branding and consumer loyalty. This chapter also critically evaluated the contemporary literature that is connected with the emotional branding and long-term consumer loyalty within the retail sector globally. The discussion has further established the theoretical perspective of emotional branding with a relevant theoretical framework by examining the transition from functional satisfaction towards emotional loyalty by analysing the attachment. The identity-based branding, brand love, and nostalgia marketing have been evaluated against the AI-driven emotional engagement and their capacity for influencing the perception of consumers. The discussion has critically evaluated the tactic of mechanism specifically in nostalgia and narrative storytelling, while analysing the challenges to maintain authenticity and trust within the modern digital retail environment. Overall, the chapter has clearly outlined the mediating factors and also represented a conceptual framework that can identify the variables that are having direct impact on the market capability of modern organisations and their design of preparing advanced technology for emotional branding.  That will now transition towards chapter 3 for detailed evaluation of qualitative systematic literature review, finding and designs by following the protocol of theme-based analysis technique required to answer each of the research questions.


[bookmark: _Toc230736312]: Methodology 
[bookmark: _Toc230736313]3.1 Chapter Introduction 
This chapter presents the methodological framework that has been used to analyse and understand the effect of emotional branding on long-term loyalty from customers in the retail industry at a global level. It focuses on the processes considered for collection and analysis of data by presenting the philosophy, approach, strategy, as well as the methodological choice.
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[bookmark: _Toc230732298]Figure 3.1: Research Onion Framework
(Source: Saunders, Lewis and Thornhill, 2023)
This chapter is further structured and organised according to the Research Onion framework as proposed by Saunders, Lewis and Thornhill (2023), which helped to offer a systematic approach for choosing methodological layers, that is coherent with the research aim, objectives thus upholding a systematic literature review design based on the PRISMA 2020 guidelines.
[bookmark: _Toc230736314] 3.2 Research Philosophy 
The research in this study is interpretivist in nature as the study is focused in understanding the influence of emotional branding on the long-term customer loyalty which is based on the subjective experience, emotion and perception of the consumer in the retail environment. It was found that interpretivism was appropriate because it was a study using existing secondary qualitative data from literature, which enabled interpretation of socially constructed meaning of the subject matter (Mwita, 2025).   
However, the method of positivism, on the other hand was not chosen since the research did not aim to test numerical hypotheses or determine objective causal relationships by statistical analysis (Kaluarachchi, 2025). In the similar manner, realism and pragmatism were deemed less suitable as the study was mainly an interpretation of the consumer experiences and did not attempt to incorporate different types of evidence or explore objective realities. Hence, the interpretivism approach was found to be compatible with the thematic synthesis approach as further stated by Mwita (2025) and thereby helped to achieve a more comprehensive understanding of emotional branding in various cultural and retail settings. 
[bookmark: _Toc230736315]3.3 Research Approach
The study further adopted an inductive method of research approach, since the study was intended to find the holistic understandings and themes from the literature based on the subject matter concepts such as emotional branding and customer loyalty. The study identified interpretative evidence on emotional branding strategies and their implications for brand loyalty in retail from a pattern analysis of concepts and common characteristics found in selected studies. The study aimed to explore and synthesise different perspectives, therefore an inductive approach was deemed suitable as it allowed for a deeper understanding of the subject matter thus, considering a new, collective interpretation (Antonovsky, Olswang and Vaandrager, 2022). 
On the other hand, the deductive approach was not used or considered because the research did not aim to test a given theory in a quantitative or statistical manner. The inductive approach also helped to support the interpretivist philosophy as well as thematic synthesis method, which helped to provide and uphold flexibility in interpreting the data that were qualitative (Ehwi et al., 2022). As a result, this allowed to pinpoint themes that arose from the storytelling, sensory triggers, cultural impact and consumer emotional attachment analysis of the retail sector.
[bookmark: _Toc230736316]3.4 Research Strategy
The study was conducted considering the adoption and usage of a grounded theory-oriented research design in the format of SLR to create a conceptual understanding of the studies that have been carried out on the research topic thus upholding concepts of emotional branding and customer loyalty. Such an approach was selected to capture repetitive patterns and develop thematic explanations based on the reviewed literature, rather than solely on predispositions (Khan and Khan, 2024). Thus, grounded theory was chosen because it was deemed appropriate for research designed to investigate the role emotional branding tactics play in loyalty development in various retail and cultural settings.   
Since this research was not a study that used primary quantitative data collection or controlled testing, alternative methods such as surveys were not considered. On the other hand, a case study strategy was also not employed as the research was conducted to analyse how the various studies could be synthesised together rather than to investigate one single organisation (Cloutier, 2024). The grounded theory orientation made the analysis more in-depth, advanced the theme generation and theory development process based on systematic analysis of qualitative evidence (Saunders and Darabi, 2024). 
[bookmark: _Toc230736317]3.5 Methodological Choice 
The study considered a mono-method choice based on qualitative design as it used only qualitative secondary data retrieved from the SLR process (Saunders and Darabi, 2024). The qualitative choice was suitable for this research because the focus was into concepts that are subjective, such as emotional branding, brand attachment, storytelling, and customer loyalty in retail environments, considering the subject matter of this paper. On the other hand, a quantitative method was not chosen because there was no numerical measurement, statistical testing or data collection from surveys. 
Likewise, the research objectives could be achieved without having to use a mixed-method approach as qualitative thematic synthesis was found sufficient by itself (Dawadi, Shrestha and Giri, 2021). The mono-method qualitative method improved the suitability of the study, as it allowed for the in-depth interpretation of theoretical and empirical literature from varied contexts (Dehalwar and Sharma, 2024). In addition, the approach helped to adhere to the interpretivist philosophy as well as the inductive reasoning based on the research onion framework, which helped to maintain methodological consistency during the study.  
[bookmark: _Toc230736318]3.6 Time Horizon
The study used a cross-sectional time frame since the literature review was a SLR of studies published considering a limited timeframe from 2021 to 2026 at a single point of study. At the same time, such a method was chosen because this time horizon allows to particularly study evidence from the present day thus taking into regard the contexts for the subjects in a manageable time frame (Chirico, 2023). On the other hand, a longitudinal time horizon was not picked since the study did not focus on following a long time or using primary data. 
Further, it can be noted that longitudinal designs are required to have a lot of time and repeated observations, which were not feasible for the present dissertation (Pandey and Pandey, 2021). Therefore, the cross-sectional horizon was chosen due to the ease of synthesising the existing theoretical and empirical results from a number of studies at once. This also helped to enhance the capacity of the study to uncover the dominant aspects such as emotional brand trends, loyalty trends and influences that apply to today's retail landscape.
[bookmark: _Toc230736319]3.7 Techniques and Procedures 
[bookmark: _Toc230736320]3.7.1 Data Collection - Data Sources and Search Strategy 
The study used a secondary qualitative method of data collection which was SLR, to select 60 articles and this approach used was to search and study existing peer-reviewed academic articles regarding the subject matter which, in this case, focuses on emotional branding and customer loyalty in retail industry (Refer to Appendix 1). This approach was further deemed suitable because it allowed to consolidate and consider a variety of theoretical and empirical research from different contexts around the world without doing first-hand research in the field (Lim, 2024). In addition, the SLR method improved transparency, replicability, and academic rigor, systematically identifying, screening, thereby also evaluating relevant studies (Mishra and Mishra, 2023).
Application of PRISMA: The process of screening through the application of PRISMA was used to make sure that the relevant studies that were included in the review were selected in a transparent and systematic way. Lastly, the 60 studies were used in the qualitative thematic synthesis. 
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[bookmark: _Toc230732299]Figure 3.2: PRISMA Framework Applied
(Source: Self-created)
Sources used: To gather the sources, consideration of relevant academic literature as well as peer-reviewed journal articles were done and has been retrieved from well-known electronic databases such as ScienceDirect, Research Gate, Scopus, Web of Science, and EBSCO. These databases were chosen due to their offering of reliable peer-reviewed journal articles relating to marketing, CB and retail management. 
Keywords used: In this study, keywords were used which were particularly related to emotional branding and customer loyalty to thereby ensure systematic identification of relevant studies and were thereby developed based on the research objectives as well as already established study questions. Keywords used in the search process included “emotional branding,” “brand attachment,” “customer loyalty,” “storytelling,” “cultural context.” Additional related terms, such as “brand love,” “consumer loyalty,” and “sensory cues,” were also incorporated to broaden search coverage.
Search Strings used: At the same time, varied search strings were also applied across the selected databases using Boolean operators such as “AND” and “OR”. For instance, In Scopus, the search included: TITLE-ABS-KEY (“emotional branding” OR “brand attachment”) AND TITLE-ABS-KEY (“customer loyalty” OR “consumer loyalty”) AND TITLE-ABS-KEY (retail). In Web of Science, the string used was: TS=(“emotional branding” AND “customer loyalty” AND retail). In Business Source Complete, the search combined emotional branding, long-term loyalty, and cultural context using Boolean operators to improve relevance and retrieval accuracy. 
[bookmark: _Toc230736321]3.7.2 Inclusion and Exclusion Criteria
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[bookmark: _Toc230732300]Table 3.1: Inclusion and Exclusion Criteria
The applied considerations for inclusion and exclusion criteria helped to guarantee and uphold that the SLR only included studies and articles which are credible, high quality and relevant. Such a process gave more consistency as well as academic rigour in the findings of the research.
[bookmark: _Toc230736322]3.7.3 Quality Appraisal (CASP)
The study used the CASP Qualitative Checklist framework (Critical Appraisal Skills Programme) for quality appraisal of the selected studies. The checklist assessed aspects such as research aims, methodological suitability, data collection quality, bias consideration, clarity of findings, validity, and applicability of results to ensure the credibility and reliability of the systematic literature review.
	Quality Assessment Criteria
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13
	14
	15
	16
	17
	18
	19
	20
	21
	22
	23
	24
	25
	26
	27
	28
	29
	30

	Clearly focused aim
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Right methodology used
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Clear and suitable data source
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Controls selected appropriately
	Y
	Y
	Y
	CT
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Bias avoidance considered
	Y
	Y
	Y
	CT
	Y
	Y
	N
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Confounding factors considered
	Y
	Y
	Y
	N
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Results clearly presented
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Results precise
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Clear statement of findings
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Applicable to general population
	Y
	Y
	Y
	CT
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Total (out of 10)
	10
	10
	10
	6
	10
	10
	5
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	6
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10


[bookmark: _Toc230732301]Table 3.2: Applying CASP tool (I)
	Quality Assessment Criteria
	31
	32
	33
	34
	35
	36
	37
	38
	39
	40
	41
	42
	43
	44
	45
	46
	47
	48
	49
	50
	51
	52
	53
	54
	55
	56
	57
	58
	59
	60

	Clearly focused aim
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Right methodology used
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Clear and suitable data source
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Controls selected appropriately
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	CT
	Y
	Y
	Y
	Y
	CT
	CT
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Bias avoidance considered
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	N
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Confounding factors considered
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	N
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Results clearly presented
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Results precise
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Clear statement of findings
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Applicable to general population
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	CT
	Y
	CT
	Y
	Y
	Y
	Y
	Y
	Y
	Y
	Y

	Total (out of 10)
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	6
	10
	6
	10
	10
	10
	10
	9
	4
	10
	5
	10
	10
	10
	10
	10
	10
	10
	10


[bookmark: _Toc230732302]Table 3.3: Applying CASP tool (II)
[bookmark: _Toc230736323]3.7.4 Data Analysis 
A six-step approach of thematic synthesis, as proposed by Braun and Clarke (2022), was chosen for this study due to it allowing to interpret the qualitative results of various retail-oriented studies in a systematic manner. The method also helped to facilitate identifying frequent brand emotional practices and how they are connected to loyalty behaviours in various cultural along with product contexts (Christou, 2022). 
	Thematic Analysis Stages
	Application to the Present Study

	Familiarisation with Data
	Selected journal articles were repeatedly read to understand how emotional branding practices influence long-term customer loyalty in retail settings.

	Generating Initial Codes
	Key concepts such as storytelling, sensory branding, brand attachment, emotional engagement, repeat purchase behaviour, and cultural influence were coded from the extracted studies.

	Searching for Themes
	For this, consideration of similar codes were classified into larger themes such as emotional connection strategies, retail outcomes of loyalty and moderating influences in the retail setting.

	Reviewing Themes
	Themes were compared across studies to ensure consistency and relevance to the research objectives and questions.

	Defining and Naming Themes
	Final themes were further developed into categories including techniques of emotional branding, drivers of customer loyalty, and followed by cross-cultural differences.

	Producing the Report
	The findings were synthesised in a critical manner and analysed accordingly to provide evidence-based recommendations that can be used by retailers interested in establishing sustainable customer loyalty.


[bookmark: _Toc230732303]Table 3.4: Applying Thematic Approach by Braun and Clarke 
The study employed two approaches to synthesizing and linking fragmented literature that is considering thematic coding followed by synthesis to thereby create coherent analytical themes that were directly relevant to the already established research questions of the study, including storytelling, sensory cues, brand attachment and long-term customer retention within the global retail sector.
[bookmark: _Toc230736324]3.8 Ethical Considerations
This study used only secondary data, and no human participants were involved in the study, however considerations within the ethical landscaped were important throughout the research process. In this case, all reviewed studies were sourced from reputable academic databases and cited correctly to ensure that there were no plagiarism and academic integrity upheld (Mulenga and Shilongo, 2024). The research followed institutional ethical guidelines by ensuring that there was no manipulation or misrepresentation of data with respect to the findings from the authors, and that representation was accurate and interpretation was correct, in line with the guidelines set out by GOV.UK (2026).
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[bookmark: _Toc230732304]Table 3.5: Aspects for Validity Measurement
All sources were peer reviewed and reliable academic sources were used to improve reliability and minimise bias. In addition, the study kept transparency in the formulation of the article selection followed by the screening process by applying the PRISMA guidelines and having an appropriate definition of the inclusion and exclusion criteria (Mishra and Mishra, 2023). At the same time, the risks to confidentiality were low as no personal or sensitive information of the participants were collected firsthand throughout the research process. 
[bookmark: _Toc230736325]3.9 Chapter Summary 
The methodological framework used to investigate the relationship between emotional branding and long-term customer loyalty in the retail sector was explained in this chapter in a thorough manner. The study also resulted in the use of interpretivism, inductive reasoning, grounded theory strategy, mono-method qualitative design and cross-sectional time horizon by following the guidelines of the Research Onion by Saunders. This chapter also outlined the PRISMA-guided SLR design and process upholding aspects of CASP and inclusion criteria, followed by a thematic synthesis approach, and ethical considerations. These methodological choices contributed to transparency, credibility and work towards the research objectives and overall dissertation aim.

[bookmark: _Toc230736326]: Findings and Analysis
[bookmark: _Toc230736327]4.1 Chapter Introduction
In this chapter, the results and thematic analysis of the SLR are discussed regarding emotional branding and the loyalty of customers in the retail business. After processing with PRISMA, 60 selected articles published during the period 2021-2026 were critically analysed for the purpose of identifying the cohesions, theory and practical implication. The chapter results in taking evidence from four major themes including the emotional branding and loyalty of customer, advertising through storytelling, cultural effects and personalised emotional branding strategies, for assessing the role of emotional connections on the behaviours of consumer loyalty in a variety of scenarios related to retail and consumer landscapes.
[bookmark: _Toc230736328]4.2 Findings 
The results reveal that the prominence of emotional connections and attachments has been shown in a consistent way for the purpose of improving the intentions of repeat purchase, word-of-mouth in a positive manner, willingness to pay prices that are premium, along with driving engagement with the customer (Osmanova et al., 2023; Wong and Hung, 2022; Meyer-Waarden et al., 2023). Emotional attachment was identified and recognised as a mediator for loyalty relationships in the fields of endorsement with celebrity, programmes based on loyalty, and sensory branding (Özer et al., 2022; Zha et al., 2025) (referred to appendix 1). The love and trust of the customers for a particular brand is considered and termed as a key factor that is most likely to forecast and expect both loyalty and commitment, especially among the customers who are younger and more emotionally involved (Handique and Sarkar, 2024). The identified important factors such as trust, authenticity, satisfaction, personalization and perceived quality, helps in the process of forming emotional connections with buyers based on its long-term aspects (Patil et al., 2025; Naini et al., 2022; Rodrigues et al., 2024) (referred to appendix 1). The results also demonstrates that emotions such as nostalgia, happiness and trust results in triggering the subconscious behaviours based on its loyalty (Awasthi et al., 2024). Further, emotional loyalty is affected by sustainability, social responsibility and engagement with community in a positive manner, which also focus on aligning the values of brand with the beliefs and trust of consumers (Agu et al., 2024; Saeedi, 2025). The effectiveness based on emotional branding also changes as per the categories and preferences of the product along with cultural differences under retail stores (Shahid et al., 2025; Jin, 2025; Zhao and Tsubaki, 2025; Gusty et al., 2025; Cruz-Ros et al., 2024) (referred to appendix 1). 
The findings demonstrates that storytelling advertising is effective in the process of building consumer loyalty through providing the experiences of brand that are emotionally engaging and authentic. Narratives that helps in aligning with the values of consumer and cultural relevance results in strengthening the brand image, increasing the intentions of purchase, suggesting emotional influences, and developing the loyalty of customer (Chang, 2025; Suryana, 2024; Sapre and Longani, 2024) (referred to appendix 1). The impact of emotional storytelling was particularly pronounced in digital and social media marketing, and contexts based on retail industry, where authenticity and emotional connections improved greater emotional engagement from the audiences (Mahmoud et al., 2021; Mandung, 2025; Rao et al., 2024) (referred to appendix 1). Research also exhibits that storytelling with emotional appeals has an effect in a positive manner on CB, loyalty and engagement in FMCG, luxury retail and segment of QSR (Dave et al., 2025; Varma, 2025; Mushtaq et al., 2025). The storytelling driven through AI and sensory branding further focused on facilitating the immersive experiences of the customers and improved levels of consumer loyalty (Manoharan, 2024; Kumar and Thankachan, 2025; Zha et al., 2025) (referred to appendix 1).
The findings derived from the literature helped show that emotional branding has a significant impact on the customer’s long-term loyalty, when emotional engagement strategies correspond to the cultural values along with preferences and experiential expectations of consumers. The literature reviewed helped to reveal the emotional attachment, trust, and relational commitment as core mechanisms that impact upon loyalty outcomes in retail settings. One of the most salient moderators of emotional branding effectiveness was cultural context. Research by Alexandra, Ehrhart and Randel (2021) as well as Charinsarn, Diallo and Lambey-Checchin (2023) revealed that the cultural orientations of long-term oriented and collectivist cultures are more favourable to relational and socially embedded emotional branding strategies (Refer to Appendix 1). Emotional loyalty was shown to rely on two factors thus considering branding communication, but also on social proximity, interpersonal trust and culturally appropriate engagement. At the same time, in a similar vein, Qi et al.,(2023) reached the same conclusion after conducting a meta-analysis and finding uncertainty avoidance, masculinity and individualism to be significant cultural dimensions that would impact the strength of customer loyalty relationships. Luo and Hamlin (2022) also showed that the concept of brand love varies between western and eastern cultures and thus cannot be standardised (Refer to Appendix 1). Furthermore, the emotional branding as mentioned by authors such as Godefroit-Winkel, Schill and Diop-Sall (2022) based on aspects on the landscape of sustainability triggered various emotional reactions between cultures, especially when collectivist consumers linked the environmental responsibility to their emotional expectations and moral values.
The results also show that personalised emotional branding tactics increasingly rely on digital technologies and experiences. As highlighted by a number of researchers consideration of aspects such as digital marketing, hyper-personalisation with AI, VR experiences, and Metaverse interactions were observed to enhance emotional connection, satisfaction, as well as loyalty by providing customised experiences according to the needs of each consumer (Lee, 2023; Rane, Choudhary and Rane, 2023a) (Refer to Appendix 1). There was also an improvement in trust and long-term emotional engagement with brands through emotional storytelling and immersive customer experiences (CX) (Umoren et al., 2022). Moreover, trust, service quality, and satisfaction were always found as the mediators that form loyalty, where it is seen that the formation of loyalty is most effective when combined with emotional branding that is most effective by using symbolic emotional appeals with a high level of customer value and reliability in providing services to customers (Djamaludin and Fahira, 2023; Singh et al., 2023) (Refer to Appendix 1). In general, it can be stated that the literature reviewed indicates that successful emotional branding in retailing is most effective when retailers adopt a combination of cultural sensitivity, technological personalisation, authenticity and experiential value into their longer-term strategies for a relationship with the customer.
[bookmark: _Toc230736329]4.3 Thematic Analysis
[bookmark: _Toc230736330]4.3.1 Theme 1: Emotional Branding and Its Impact on Long-Term Customer Loyalty
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[bookmark: _Toc230732305]Table 4.1: Code Generation for Theme 1
The reviewed studies confirm the importance of emotional branding in building the long-term loyalty of customers by the process of increasing their emotional attachment, confidence, identification of brand and involvement with the consumer. The emotional branding helps the organisations in the process of creating the relationships with consumers at a psychological level and fosters repeat buying, positive word of mouth and loyalty based on long-term aspects by connecting functional value of the product towards more emotional associations. Osmanova et al., (2023) has demonstrated that the symbolism of brand impacts the positive referrals of brand and intentions of purchase in a great manner, which involves brands that involves emotionally symbolic helps in motivating the customers for the purpose of becoming the brand advocates. 
Similarly, Wong and Hung (2022) have resulted in identifying the trust and affection of the brand in a significant way affects brand commitment and brand loyalty. It was found that emotional aspect including trust, quality of brand, affection have positive effect on the willingness of the customers for the purpose of repurchasing and recommending it to other consumers. Handique and Sarkar (2024) also found a major correlation between brand affection and loyalty of customer, which results in demonstrating that emotional engagement have the ability to motivate customers for spending high prices and maintaining the loyalty to their preferred brands. 
The important factors such as trust, quality of services along with the satisfaction of the customer that helps in reinforcing the emotional loyalty. The uniqueness of the product, the responsiveness of the service and the attention of the employees are the major factors that helps in explaining the level of satisfaction of the customer along with the establishment and the intention to return in restaurants (Naini et al., 2022). Similarly, Patil et al., (2025) has focused on demonstrating that emotional attachment and trust are the most insightful psychological considerations which is affecting the loyalty of brand. 
It has been identified that sensory and experiential branding plays an important role in the process of creating emotional connection and loyalty. Zha et al (2025) found that sensory cues including visual, auditory, and taste cues which results in affecting the satisfaction, attachment, and affection of the customer, which in turn focuses on increasing the customer loyalty in a positive manner. Likewise, Awasthi et al., (2024) showed that emotions such as nostalgia and trust suggest behaviour based on subconscious loyalty such as repeated purchases and deterring competing brands. 
According to Meyer-Waarden et al., (2023) customers who have a positive perception of perceived emotional value in a loyalty programme are willing for the purpose of engaging in the programme and consequently in the brand, which is an effect in a positive manner on the engagement with customer and brand loyalty. Gusty et al., (2025) also claimed that personalised communication in live commerce decreases the psychological distance between consumers and brands, which results in leading to a sense of emotional closeness. Adding to that, Saeedi (2025) stated that emotional branding aspects such as storytelling, social responsibility, and community development helps in contributing to brand loyalty in a long-term aspect by making brands relatable to the values of consumers. This argument has been supported by Agu et al., (2024) who have found that sustainability and ethical management of business strengthen the trust and loyalty of consumer in a positive manner.
Lastly, it was determined that the attachment with celebrity in a positive manner affected the attachment and loyalty of the British consumer, however the effects of cultural and contextual differences on the outcomes of emotional branding were revealed (Özer et al., 2022) Additionally, Jin (2025) and Zhao and Tsubaki (2025) emphasised the role of emotional value, psychological well-being, and perceived value as factors for the purpose of maintain the relation with the customer based on its long-term aspects. 
[bookmark: _Toc230736331]4.3.2 Theme 2: Storytelling Advertising and Its Effect on Consumer Loyalty in Retail
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[bookmark: _Toc230732306]Table 4.2: Code Generation for Theme 2
According to Chang (2025), the implementation of storytelling marketing has an influence on the intention of purchase in a positive manner with the mediating variable of brand image. The study discovered that credibility, resonance and extensibility are scale dimensions of storytelling that have the ability to impact the perceptions and emotions of consumers. The narrative that was most prospective to guidance the image of brand and intention of purchase was the one that was credible, which results in meaning that authenticity and believability are fundamental factors for the purpose of developing both trust and loyalty. Similarly, Suryana (2024) stated that the strength of the brand image is strengthened through their stories, as it helps in creating the emotional connections, evoking the positive emotions, along with generating the brands more conspicuous in competition. 
Emotional storytelling have the ability to improving the willingness of the customers in a successful manner for the purpose of buying and especially in the fast-food industry, where emotional involvement is identified as a key driver of decisions results in consumer purchase, as shown by Dave et al., (2025). It also revealed that emotional branding is a key factor in building the connections with brand and consumer with products with functional appeal in the categories of FMCG based on its long-term aspects. Emotions play a similar role in the decisions of purchase and consumer engagement as they implemented in emotional stories, with empathy, nostalgia, self-identity, and family values having positive correlations (Varma, 2025). They discovered that reliability, responsiveness and assurance have an effect on the perception of brand and emotional brand loyalty in a positive manner. 
The literature also shows that storytelling is an important influence in the digital and social media context. Mahmoud et al., (2021) concluded that authenticity, interaction with influencer and personalised storytelling on social media have an impact on consumer behaviour in the fashion retail sector. The study showed that digital storytelling is effective in improving engagement and emotional connection if the content is aligned with the preferences and identities of consumers. Mandung (2025) additionally stated that storytelling in digital marketing helps in improving the loyalty of brand by evoking emotions, genuine, and resonating in cultural manner. 
Furthermore, new technology is existing adopted in storytelling for the purpose of improving the retention of customer, including AI and sensory branding. Manoharan (2024) studied the effects of storytelling driven through AI and revealed that there is a strong correlation between personalised digital relations and emotional connection and buying intent. The study highlighted, however, that there should be no loss of true human experiences in order for the purpose of creating the effective stories. The sensory branding and visual semiotics provide an immersive and emotionally satisfying experience, which results in improving a sense of loyalty through the combination of symbolism, and emotional engagement, as noted by Kumar and Thankachan (2025). These results indicate that emotional branding is not merely a mental phenomenon, but a true neurological and experiential one. 
According to Sapre and Longani (2024) the narratives, emotions and characters that are relatable help with the retention of customer and also results in improving the relationship between both customers and brands. Similarly, Rao et al., (2024) reported that the emotional and cognitive responses were found to be more effective with consumer generated storytelling as the consumers believe such story as more authentic and relatable. Furthermore, Shimul (2022) and Mushtaq et al., (2025) identified that sensory experiences and the perception of brand prestige are important factors for the purpose of inducing emotional loyalty and satisfaction of customer in retail environments. Overall, it was concluded that the reviewed literature supports that emotional branding is an important factor impacting the engagement based on long-term aspects of the customer and loyalty because of emotional attachment, and customer relationships based on value.
Together these results indicate that practices based on emotional branding that results in evoking the affection and emotional closeness are identified as the key factors for the purpose of maintaining the loyalty of customer within the competitive retail settings. The study also confirmed that brand symbolism was identified for the purpose of impacting the identification of consumer brand in a positive manner, which in turn resulted in impacted the behaviours related to loyalty. Thereby, it results in highlighting the role of emotional attachment in the process of improving the relationships with the customers and the brand in a positive manner.
[bookmark: _Toc230736332]4.3.3 Theme 3: Cultural Context as a Moderator of the Emotional Branding–Customer Loyalty Relationship
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[bookmark: _Toc230732307]Table 4.3: Code Generation for Theme 3
The research reviewed in this landscape shows that cultural context stands as an important factor in shaping the success of emotional branding approaches to building customer loyalty over time. While emotional branding has a positive effect on attachment, trust and loyalty however it also depends on cultural values and norms, including collectivism, uncertainty avoidance, power distance, and long-term orientation. In this context, several studies highlight the influence of collectivist and long-term oriented cultures on emotional loyalty formation. For instance, Alexandra, Ehrhart and Randel (2021) found that cultural intelligence strengthened trust, commitment, and cooperation more effectively in cultures characterised by low individualism and strong long-term orientation. This suggests that emotional branding strategies focusing on relationship-building and interpersonal trust are more effective in collectivist societies where long-term relational exchanges are culturally valued. In a similar manner, researchers such as Charinsarn, Diallo and Lambey-Checchin (2023) helped to identify and thus indicate that uncertainty avoidance and long-term orientation positively influenced retail loyalty behaviour in specific countries, while social proximity significantly mediated this relationship. The findings also critically indicate that emotional loyalty in emerging retail markets is not solely dependent on branding messages but also on socially embedded customer interactions.
On the other hand, cross-cultural variations in consideration of emotional attachment are further evident in comparative study by Luo and Hamlin (2022). The study revealed that Chinese consumers demonstrated collective forms of brand love, whereas Western consumers exhibited more individualistic emotional attachments. Therefore, in this case, it helps to challenge the assumption that emotional branding constructs are universally interpreted. The moderating influence of culture is also reinforced by Qi et al., (2023), whose meta-analysis confirmed that the cultural dimensions as developed by Hofstede altered the strength of antecedent-loyalty relationships across countries in a significant manner. The study provides strong empirical evidence that cultural heterogeneity directly shapes loyalty formation, thereby questioning the applicability of standardised global emotional branding models.
At the same time, Godefroit-Winkel, Schill and Diop-Sall (2022) showed that, in a retail-specific environment, environmental CSR is capable of evoking distinct emotions in specific considerations. On the other hand, in some contexts, positive sustainability perceptions led to loyalty, and in collectivist cultures, negative emotions such as shame for instigating mediated responses. As a result, retailers who want to use emotional branding through a sustainability factor should tailor the campaigns to the target the emotional needs as well as norms of cultures. In a similar manner, researchers such as Aboul-Dahab, Agag and Abdelmoety (2021) established that cultural values had a positive impact on ethical perceptions of online retailing, which in turn, had a positive effect on customer loyalty. For regard into this, ethical reassurance and trust building was more significant for consumers with a high level of uncertainty-avoidance culture. This means that in digital retail, emotional branding should include an ethical communication that is culturally relevant to maintain loyalty relationships.
Other studies support and thereby reinforce the contextual and experiential cultural influences as Hwang et al., (2021) and Suttikun and Meeprom (2021) revealed that the consideration of conformity to global consumer culture was a positive and significant influence on the emotional commitment of cosmetic branding, especially on consumers who were less experienced. Within this however, on the other hand, considerations of aspects such as social prestige did not have as great an influence and its effectiveness in emotional branding may vary between consumer maturity and consumption cultural patterns. The same can be said for authors such as Shahid et al., (2022) and Lee (2021), who found that sensory marketing and luxury brand experiences were more effective in building emotional connection in a high-end retail setting, demonstrating the interplay between cultural symbolism and retail positioning. On the other hand, researchers such as Liu et al., (2022) as well as Nyamekye et al., (2023) also noted that emotional experiences and place attachment is culturally and socially mediated. The emotional reactions to environmental stimuli, hospitality environment and restaurant experience were shown to be significant factors in predicting loyalty behaviours. Furthermore, Farías, Reyes and Pelaez (2023) noted and thereby reported that there were disconnections between brand equity dimensions of online retailers, specifically in terms of emotion and quality of the online experience. In the meantime, according to studies by Lang et al., (2023) and Nguyen (2025), consideration of emotional values such as emotional trust, empathy, authenticity, and local consumer values supports the effectiveness of emotional branding when integrated into branding strategies.
[bookmark: _Toc230736333]4.3.4 Theme 4: Personalised Emotional Branding Strategies for Sustaining Long-Term Customer Loyalty
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As per the review done, personalised emotional branding tactics are considered in a clear manner takes into consideration for a crucial aspect to maintain long-term customer loyalty in the ever digital and competitive retail landscape, as indicated by the literature. According to Lee (2023), consideration for digital marketing helped significantly enhanced the emotional attachment to the brands and brand attitude in the insurance industry. However, it is part of a larger trend towards emotional branding where emotional personalisation has replaced traditional mass communication approaches. In a similar way, authors such as Jiang, Sun and Tu (2023) pointed out that brand identity and brand trust were the sequential mediating factors in emotional marketing. The results considered helped to indicate that emotional personal branding strategies are effective only if the trust of the consumers is created and reinforced through a personal identification with the brand. This is important in more competitive technology markets where there is little functional product differentiation. 
On the other hand, technology innovation is always counted as one of the enablers of personalised emotional branding. Brands can use hyper-personalisation with AI and also thereby considering predictive analytics, with respect to machine learning to create personalised experiences that deepen the connection and loyalty, as argued by Rane and Choudhary (2023a). However, there is also a growing reliance on consumer information brings an ethical issue about privacy and over-personalisation, not sufficiently discussed in the literature. While, on the other hand, Metaverse is considered as a personalised emotional branding environment by Rane, Choudhary and Rane (2023b) further supports the role of immersive technologies in the emotional loyalty formation process. At the same time, the use of tailored avatars, gamification, virtual and augmented realities was found to enhance belongingness, emotional immersion, and loyalty behaviours. In a similar manner, consideration of personalised as well as gamified virtual fashion experiences proved to be effective in boosting purchase intent and sustainability of platform engagement, as shown by Lau and Ki (2021). The results show that the emotional branding is moving toward experiential and interactive virtual environments as a whole. 
However, these technologically advanced approaches may not be equally available to everyone, and this could cause a restriction in the inclusivity of using emotional branding. When digital stories resonate with the values of generations and share their identities as consumers, the emotional effect and the trust they build is significant, according to Umoren et al., (2022). On the other hand, results indicate that authentic storytelling helps to build emotional loyalty in several demographic segments. Likewise, He et al., (2022) concluded that emotional marketing tactics via mobile social media had a positive effect on emotional engagement and customer retention. But with the rise in emotional consideration for digital content, there are threats of aspects such as consumer scepticism as well as emotional fatigue, with implications for the sustainability of emotionally driven branding campaigns. Trust and satisfaction continue to be important mediators in personalised emotional branding approaches. Researchers such as Djamaludin and Fahira (2023) result showed that brand trust and customer satisfaction were significant factors affecting customer loyalty of generation Z customers in cosmetic products. In a similar manner, author Singh et al., (2023) found that service quality positively affects trust, emotional satisfaction, and customer retention. These results indicate that if the product is not backed by its reliability, quality, and experience, emotional branding is not enough. This is a refutation of overly symbolic branding that focuses on emotional imagery and insignificant value delivery. 
Emotional branding for sustainability is also becoming more popular and is linked to the development of personalised loyalty. At the same time, researcher Buallay (2022) connected sustainability reporting to performance of the retail while authors such as Khandai et al., (2023) and Youn (2022) helped to indicate and state that sustainable marketing practices increased brand trust, affect and behavioural loyalty. The research presented also indicated that with the changing times, the consumers who are associated are increasingly emotionally attached to brands that align with their moral and environmental beliefs. Other research also helped to supports the notion of customer-focused experiences. In this context, the findings of Marques (2021) showed that loyalty programmes that integrated value-added personalised solutions led to an increase in emotional involvement and long-term retention. As well, Behera et al., (2023) revealed that through personalised retail interactions, emotional experiences and shopper behaviour could be enhanced by the inclusion of retail atmospherics and cognitive computing.  
[bookmark: _Toc230736334]4.4 Chapter Summary
This chapter presented the results of a SLR search and aimed to discuss the principal results of the literature review which focused on emotional branding and customer loyalty. The results further helped to show that emotional branding has a significant impact on loyalty via emotional attachment, trust, storytelling, and experiential engagement. These strategies, though, succeed very much in connection to cultural context and consumer expectation, as well as technological personalisation. It also highlighted that digital marketing, personalisation using AI technology, sustainability and immersive CXs are driving long-term loyalty and that the risk of cultural uniformity and ethical concerns with tech-based branding are the prospective challenges.



[bookmark: _Toc230736335]: Discussion of Findings
[bookmark: _Toc230736336]5.1 Expected Outcomes vs. Actual Findings
The study had the following primary hypothesis including emotional branding strategies have a positive effect in the loyalty of the customers in retail environments based on long-term aspects. It was expected that emotional brand elements such as storytelling, experiences based on sensory aspects, brand love and personalised communication would improve the attachment of customer, repeat buying and word-of-mouth in a positive way. The review also expected cultural context and product category for the purpose of moderating the effectiveness of emotional branding strategies in a significant way.
In most studies, emotional branding affects the level of customer loyalty for the reason that customers have emotional attachments, trust, identification of brand, and engagement with the brand in a positive manner (Wong and Hung, 2022). Moreover, storytelling and sensory branding were identified as being effective in creating emotional ties and improving intention of purchase and loyalty results in different retail sectors (Chang, 2025). Furthermore, brands were able for the purpose of building the emotional closeness with consumers through personalised and interactive communication strategies.
Some moderating factors, such as generation and personality, yielded non-significant findings across studies (Osmanova et al., 2023). Additionally, although emotional branding was mostly successful, there were research emphasised that business tangible value and authenticity were also important to maintain the customers of loyalty in the long term.
[bookmark: _Toc230736337]5.2 Linking Findings to Research Objectives and Questions
Foundations of Emotional Branding and Long-Term Customer Loyalty
In their study, researcher Osmanova et al., (2023) came to the conclusion that the purchase intention and customer advocacy were significantly influenced by symbolic branding and customer brand identification, while the emotional identification is still important in increasing customer loyalty, thereby supporting Emotional Branding Theory. Similarly, Wong and Hung (2022) explained that brand love, brand trust and perceived brand quality positively impacted the customer's commitment and willing to pay a high price by emphasizing the Brand Attachment Theory. Moreover, Awasthi et al., (2024) also noted, on the other hand, that emotions such as nostalgia, trust and happiness prompted subconscious loyalty-related behaviours as well as re-purchase intentions. Altogether, researchers Hwang et al., (2021) also determined that emotional involvement is significantly contributing to brand loyalty. These aspects helped to define the Self-Congruity Theory and Social Identity Theory and the overall findings corroborate that the core of emotional branding is mostly relationship-based and psychologically motivated than transactional value. 
Impact of Emotional Branding Techniques on Consumer Loyalty
The results also helped to meet the RO2, as they demonstrated the direct impact of certain emotional branding elements on the customer's loyalty actions in the retail setting, while also highlighting RQ2. In this case, authors Tiiri (2024) and Chang (2025) all reported that customers were more likely to trust and emotionally connect with authentic stories and that the stories they heard created long-term loyalty on customer touchpoints. Similarly, the effects of sensory branding were found to be highly beneficial on emotional attachment and emotional loyalty outcomes. On the other hand, research conducted by Shahid et al., (2022) as well as Mushtaq et al., (2025) found that sensory cues, immersive experiences, and prestige-oriented atmospherics positively impacted the customer satisfaction and emotional involvement. Moreover, an enhanced sense of emotional immersion and engagement through AI, VR which is followed by Metaverse technologies strengthened customer loyalty (Lau and Ki, 2021; Rane, Choudhary and Rane, 2023). However, the results indicate that the use of emotional branding is most effective when combined with authenticity, trust and service quality 
Identity-Based Factors Affecting Emotional Branding Loyalty
The results are definitely related to the RO3, as they showed that identity-related elements which focused on aspects such as cultural variation, social orientation as well as product category indeed have a significant moderating effect on the effect of emotional branding thereby helping to demonstrate RQ3. Cultural factors, such as uncertainty avoidance and power distance, influenced loyalty relationships between countries (Qi et al., 2023). Likewise, Luo and Hamlin (2022), for instance, found that the individuals from different country fluctuate in brand love, which indicates their different collective and individual emotional orientations. At the same time, Rodrigues et al., (2024) additionally found that the effect of an emotional brand experience was different between perceived authenticity in countries such as Japan, India, and Portugal. Product category had an impact on loyalty results as well where the luxury retail, cosmetics, hospitality and fashion industries showed higher emotional attachment because of their high experiential and symbolic consumption (Shahid et al., 2022; Nyamekye et al., 2023). The results show that there is no one size fits all approach to emotional branding and suggest that it needs to be culturally and product-specific adapted.
Evidence-Based Emotional Branding Practices for Loyalty Development
The results also clearly responded to the RO4 as they featured evidence-based practices that can enhance customer retention and build long-term customer loyalty which also helped to showcase RQ4. The benefits of personalised customer engagement, loyalty programmes that offer an emotional experience, sustainable branding, and immersive digital experiences were all mentioned regularly as effective practices. In this instance, Meyer-Waarden, Bruwer and Galan (2023) identified that there was a significant relationship between emotionally rewarding loyalty programmes and the engagement and retention of customers. Likewise, Marques (2021) noted that Loyalty Programs and value-added services also contributed to the establishment of a more durable relationship between customers and brands. Emotional branding, with a sustainability focus, also positively contributed to customer trust and loyalty (Agu et al., 2024; Khandai et al., 2023). Furthermore, emotional engagement and customer satisfaction were significantly enhanced by using AI for personalisation, emotional story-telling and empathetic communication (Lee, 2021; Manoharan, 2024). Hence, the results indicate that retailers are recommended to integrate varieties of emotional engagement, technology personalisation, service quality, and sustainability efforts to create a stronger bond with customers and establish a long-lasting loyalty relationship. 
[bookmark: _Toc230736338]5.3 Results in Line with the Literature Review 
The empirical findings consistently support the theoretical and practical establishment, confirming that emotional branding have separate classical functional utility of the marketing in a long drive for loyalty development within the global and retail sector. The literature highlighted that emotional branding could operate through the process of psychology, like emotional attachment or self-congruity (Shahid et al., 2022). These attachments are connected with identity-based belonging. The theoretical foundation has further stated that emotional trust, satisfaction, and brand attachment can consistently emerge as a prediction of long-term loyalty across multiple retail sectors. Djamaludin and Fahira (2023) have also stated that the retail organisations need to take care of the further approach of maintaining transparency within the framework. 
The primary content of the current literature is from transactional satisfaction functionality for having an effective and emotional loyalty. The research by Handique and Sarkar (2024) have also stated that brand love and deep emotional connection highly influence the consumer loyalty and willingness to buy, which supports the structural transition. Similarly, with emotional involvement, Patil, Stalin and Jain (2025) have confirmed quantitative analysis. Long term brand loyalty can be significantly enhanced through trust and service quality. Overall, these results support the need to consider more than just the objective attribute of the product and to prioritize the development of a secure and sustainable market position. 
Another essential critical aspect was the storytelling nostalgia and sensory experiences that can trigger the emotional aspect of individuals. The studies by Shahid et al., (2022) have indicated that these factors can stimulate emotional memory and authenticity perception along with the identity reinforcement. The neurological perspective is further supported by the work of Shimul (2022), who have stated that multisensory experiences directly improve consumer satisfaction, brand attachment, and trust. Additionally, Behera et al., (2023) have confirmed that the physical and atmospheric cues, including the pleasant scent and effective interior layout, can significantly optimise the emotional experiences of individual shoppers for better retention. This is in line with the current literature that states that validation, demonstrating sensory marketing acts as a way of in-depth emotional branding experiences and long-term attachment. The cultural variations can significantly influence the emotional response and brand love, as mentioned by Singh et al., (2023). The findings have also contributed to the understanding towards empirical support regarding the emotional branding outcome, having differentiation across collectivist and individualist cultures. Rane, Choudhary and Rane (2023) highlighted hyper-personalisation strategies need to be adopted for culturally diverse customers. This alignment can enhance the position of LR, as emotional branding cannot be universally applied. Rather, it needs to be culturally responsible to generate an authentic emotional connection. 
The technical advancement is also another area of essential finding that is closely aligned with the LR. The literature has argued that technologies like AI and digital personalisation enable and pose a risk to emotional authenticity (Rane, Choudhary and Rane, 2023). The findings also represented a similar duality, while AI-driven personalisation can strengthen the engagement, excessive automotive may dilute the perceived authenticity of any brand if it is not completely balanced with human empathy (Khandai et al., 2023). The marketing campaign focusing on empathy, nostalgia and self-identity can significantly improve the audience engagement across different consumer segments. This also matches the current literature that highlights cross-generalisation of consumer trust and loyalty, depending heavily on the personal and authentic digital storytelling. Finally, the challenges and opportunities within the modern AI based marketplace have also been highlighted from both the literature and the findings, emphasising the role of psychological factors like trust, involvement and perceived authenticity within the reinforcement of Brand trust and emotional branding. Overall, the findings are largely consistent with the current literature and also the emphasise the central argument regarding emotional branding having its influence throughout the psychological and cultural mediate mechanism on personalise consumer expectation. 
[bookmark: _96a3vhb57j4b][bookmark: _Toc230736339]5.4 Unique Contribution  
[bookmark: _n90ec6359a06][bookmark: _Toc230736340]5.4.1 Theoretical Perspectives
The study has provided a unique theoretical contribution through the synthesis of emotional branding theory, brand attachment theory, self-congruity theory, and social identity theory within the context of the contemporary retail environments. Studies like Shahid et al., (2022) and Singh et al., (2023) have addressed these theories individually and addressed their capability of demonstrating how the framework can interact simultaneously for shaping emotional loyalty from the perspective of Brand Attachment Theory including the factors like trust and attachment. The study further represents that emotional attachment, identity alignment, and cultural self-expression operate connectedly as a mechanism for constructing brand perception. The findings further support Self-Congruity Theory and enhance the existing literature in terms of authenticity. The Emotional Branding Theory have also been supported through the symbolic, experiential and social identity level of individuals. Moreover, the study is also towards the theoretical understanding of digital emotional branding by representing how an AI-based environment can reshape emotional authenticity. While the identified potential requires the literature to provide an overview of the issue, the contemporary evidence shows that digital emotional interaction can strengthen the attachment when balanced with a transparent human element from the perspective of Social Identity Theory. 
[bookmark: _lr26oq98la9y][bookmark: _Toc230736341]5.4.2 Practical Implications
The study has provided meaningful practical contributions towards the international retail businesses for executives and brand managers through an actionable and evidence-based strategy for guiding and minimising the consumer churn. From the evaluation of the study, it can be stated that retailers need to use data-driven marketing without making it manipulative, and brand managers need to combine AI-driven predictive analysis for an authentic human-based story.  Behera et al., (2023) have further highlighted that the utilisation of emotional loyalty, which is further conceptualised as the discussion of the literature review into an actionable managerial strategy. The study has also provided guidance regarding the cultural adaptation within the emotional branding and supported the cultural variations in developing brand love and generalisation of the differences through the trigger of emotions (jamaludin and Fahira, 2023). This overall understanding can help the retailers to design, sensitive and psychological tailored effective emotional experiences for the long-term development of the organisation.
[bookmark: _Toc230736342]5.5 Reasons for Differences/Similarities of the Findings
The similarities with the findings that have the ability to be found in the literature are due to the fact that both sources are based on the latest research that highlights the psychological and cultural bases of emotional branding. The conclusions drawn in many SLR studies are similar to those in the literature review, such as those of Jiang et al., (2023), He et al., (2022), and Nguyen (2025), in the contexts of retail and digital environments, with the specifics naturally aligning with concepts of literature review which is linked to emotional attachment, identity of brand, and trust. Also, the systematic literature review brings together the importance of personalisation based on technological aspects (Rane, 2023), storytelling (Umoren et al., 2022) and engagement based on sensory (Behera et al., 2023) in both theoretical and empirical literature.
Challenges arose due to the factors such as cultural, demographic and contextual diversity of emotional branding research. For instance, the influence of brand affection and trust on products varied across cultures (Luo and Hamlin, 2022) and emotional initiation for different generations differed (Djamaludin and Fahira, 2023). The variations based on methodological aspects among the studies of systematic literature review are also a challenge, which is ranging from qualitative to quantitative and mixed methods, and resulting in differences in both constructs and measurement. Furthermore, it was found in the study of Rane (2023) and Marques (2021), that the digital emotional branding is highly dynamic and also results presented by this literature are not always corresponding with the previous one that focuses on authenticity issues.

[bookmark: _Toc230736343]Chapter 6: Recommendation and Conclusion 
[bookmark: _Toc230736344]6.1 Overall Conclusion
It is concluded that emotion branding plays an important role in achieving the loyalty of the customers in the retail sector for the long-term aspects based on this research. The research has employed a SLR procedure for the purpose of consolidating the results of 60 peer-reviewed papers, and for the purpose of evaluating the effects of the strategies based on emotional branding on the behaviour and loyalty of consumer in different retail settings and landscapes. The results showed and demonstrated that emotional attachment, love and affection of brand, storytelling, sensory branding and personalised communication have positive effects on the process of strengthening the engagement of customer, intention and loyalty of repeat purchase in the long-term aspects.
The study also discovered that storytelling advertising and sensory experiences helps for the purpose of building strong emotional ties between consumers and brands, thereby promoting image of brand and the retention of customer. In addition, cultural factors, authenticity and product category are moderating variables towards different extents and impact the success of the strategies of emotional branding in markets. The review also highlighted the existing significance of digital engagement, personalisation with AI, and sustainable branding in the process of improving the relationships of emotional consumer.
In conclusion, the study helps in demonstrating that in the highly competitive retail market helps in retailing to achieve sustainable competitive advantage are required to focus on emotionally involving, authentic and branding strategies centred through customer, which has the ability to help in the process of building loyalty, lower turnover of customer and maintaining the relationships of customer.
[bookmark: _Toc230736345]6.2 Conclusions Linking with the Objectives
[bookmark: _Toc230736346]6.2.1 Linking with RO1
The study concludes that emotional branding is essentially about emotional attachment, trust, brand identification and psychological connection and these all play an important role in creating the possibility of long-term customer loyalty. The results uniformly showed that consumers are more likely to be loyal when a brand establishes a strong emotional bond with them rather than emphasizing only functional value or exchange-based relations. The emotional branding elements of storytelling, empathy, symbolic identity and emotional commitment positively affected purchase intention, customer advocacy and repeat purchasing behaviour in both retail and non-retail settings. The review also confirmed that it is still all about emotion, with consumers looking for emotional brand experiences in the most competitive markets. Hence, the study is able to validate that emotional branding is a relationship-based approach which helps to maintain customers' loyalty for a long period of time on the emotional and psychological level.
[bookmark: _Toc230736347]6.2.2 Linking with RO2
Concluding into this, the study finds that emotional branding is in essence about emotional attachment, trust, brand identification and psychological connection are all important factors that constitute the possibility of long-term customer loyalty. The results were consistent in showing that consumers are more likely to be loyal when a brand has created a strong emotional bond with the consumer rather than focusing on the functional value or exchange relationships. The emotional branding aspects of narratives, empathy, symbolic identification and emotional involvement had positive impacts on purchase intention, customer advocacy and repeat purchases in both retail and non-retail contexts. It was also confirmed in the review that it remains an emotional brand, and that in the most competitive markets, consumers are seeking emotional brand experiences. Hence, the study is able to validate that emotional branding is a relationship-based approach which helps to maintain customers' loyalty for a long period of time on the emotional and psychological level.
[bookmark: _Toc230736348]6.2.3 Linking with RO3
Based on the study results, the conclusion is that the emotional branding and customer loyalty relationship is moderated by identity-based factors of cultural variation, social orientation and product category. The results indicated that people of collectivist cultures are more positive about the relationship-oriented and socially embedded emotional branding approaches while people of individualistic cultures are more positive about the personal identity and self-expression in emotional consumption. Additionally, emotional trust and emotional loyalty results were strongly impacted by cultural dimensions for uncertainty avoidance and social proximity. Product category was also found to be a significant moderating influence; the product groups that were found to have stronger emotional attachment and loyalty relationships were those that had a symbolic and experiential nature, such as luxury retail, cosmetics, fashion and hospitality. In conclusion, the study shows that there is no universal standardisation of emotional branding strategies; instead, they need to be tailored to the expectations of different cultures, the emotional orientations of consumers and the product-specific behaviours of consumers.
[bookmark: _Toc230736349]6.2.4 Linking with RO4
The study reveals five key evidence-based emotional branding practices within the context of long-lasting customer loyalty: personalised engagement, authentic communication, emotional storytelling, sustainability integration and CX through technology. The findings showed a strong influence of loyalty schemes that resonated with the emotions, AI-driven personalisation, immersive retail atmospherics, and empathetic digital communication on customer loyalty and emotional bond. Consumer ethics values and social values also positively affected the sustainability-oriented branding strategies on the trust and behavioural loyalty. Furthermore, the review showed that the initiatives of emotional branding work best when they manage to get the balance right between emotional engagement and quality of the service, authenticity and value creation for the customers. For retailers looking to reduce churn and create meaningful, long-lasting customer loyalty, culturally-sound, emotionally relatable, tech-customised branding focusing on trust, transparency and CXs are considered accrdingly.
[bookmark: _Toc230736350]6.3 Recommendations
The retail companies are required to focus on branding strategies driven through emotional aspects for the purpose of building the loyalty and gaining the edge of its competitiveness in the long term. The campaigns of authentic storytelling that helps in aligning with the values of the customers, feelings and experiences were identified as a key factor in the process of improving the emotional attachment and consumer trust which are strongly recommended for the development of business in a repeated manner. Another key consideration for retailers is to incorporate sensory branding features, such as sight, sound, smell, and experiences, into their interactions of customer for the purpose of making them truly memorable and immersive.
In addition, companies are required to leveraging digital technologies such as personalization driven through AI and engagement for the purpose of improving emotional connection and retention of customer. Beyond reward points and cash back from loyalty programmes, there should be value added to the consumer and emotional value. Furthermore, the retailers are required to integrate the business practice that are both sustainable and ethical in their branding strategies, however socially responsible branding has a positive effect on consumer trust and loyalty. Last, companies that are doing business in international markets are required to modify their emotional branding to the preferences of consumers and the nature of their behaviour patterns in order to be more relevant and effective in different retail markets.
[bookmark: _Toc230736351]6.4 Limitations
There were a number of limitations to this study. First, the research used a secondary qualitative approach using a Systematic Literature Review, thus relying entirely on previously published studies and not primary consumer data. This caused limitations in the study due to the quality, size, and differences in the methodological approaches of the articles that were selected. Second, this is because only studies published in English in 2021-2026 were included, however may not include relevant studies from previous years or studies published in other languages.
Another constraint is that the sample of studies reviewed is comprised of a select number of sectors and geographic areas of retail. Some findings may be less generalisable due to the varying perceptions of emotional branding across culture, industry and demographic groups. Also, certain studies concentrated on digital or luxury retail locations that might not reflect traditional retail shopping. Lastly, as a result of time constraints and access to some databases and full-text articles, the review may not have included all the relevant research available around the world that is related to emotional branding and long-term customer loyalty.
[bookmark: _Toc230736352]6.5 Future Scope
The further investigation of emotional branding strategies should be conducted with the support of primary research techniques, namely the interview, the survey and the experimental study, to obtain direct consumer insights in various retail environments. Online vs offline comparative studies might give a better insight into the difference in the effectiveness of emotional branding in online vs offline environments. Further, emotional branding are required to be studied in emerging markets and in underrepresented cultural contexts to further improve the global applicability of the results.
The potential scope for examining the in-depth into how artificial intelligence, augmented reality, and virtual reality technologies impact long-term emotional consumer engagement and loyalty building is also huge. Further studies could explore the implications of AI personalization on emotional engagement, concerns on privacy, and customer trust in the digital retail landscape. Moreover, the influence on emotional loyalty in younger consumers by sustainability, ethical branding and social responsibility are required to be explored. Last, future research could explore emotional branding strategies that are specific to industry applicable to the fashion, hospitality, food retail and e-commerce industry, for the purpose of understanding the difference based on industry in the mechanisms of loyalty development.
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	Serial no.
	Source
	Methodology
	Findings
	Practical Implications

	1
	Osmanova et al., (2023)
	Quantitative SEM analysis of 323 Starbucks consumers using SmartPLS.
	Brand symbolism significantly influenced purchase intention, positive referrals, and oppositional referrals through consumer brand identification. Emotional engagement remained central across competitive retail environments.
	Retailers should strengthen symbolic branding and emotional identification to encourage advocacy and repeat purchasing.

	2
	Wong and Hung (2022)
	Online survey of 265 smartphone users examining brand relationships.
	Brand love, trust, and quality positively affected commitment, purchase intention, word-of-mouth, and willingness to pay. Emotional engagement remained central across competitive retail environments.
	Brands should develop emotional trust and quality perceptions to sustain long-term loyalty.

	3
	Meyer-Waarden, Bruwer and Galan (2023)
	Consumer-centric behavioural study with 593 loyalty-program users across industries.
	Perceived loyalty-program value improved loyalty engagement, brand loyalty, and customer engagement. Emotional engagement remained central across competitive retail environments.
	Retailers should create emotionally rewarding loyalty programmes to improve retention and engagement.

	4
	Naini et al., (2022)
	Mixed-method study using questionnaires and interviews in restaurant settings.
	Product uniqueness, employee attention, and service responsiveness strongly influenced customer satisfaction and loyalty. Emotional engagement remained central across competitive retail environments.
	Businesses should personalise service experiences and improve responsiveness to strengthen emotional loyalty.

	5
	Özer et al., (2022)
	Mixed-method celebrity endorsement study with 626 respondents from two countries.
	Celebrity attachment positively influenced brand attachment and loyalty across cultural contexts. Emotional engagement remained central across competitive retail environments.
	Brands should use emotionally relatable celebrities and influencers to strengthen customer attachment.

	6
	Awasthi et al., (2024)
	Neuromarketing research using neuroimaging techniques including fMRI and EEG.
	Emotions such as joy, nostalgia, and trust triggered subconscious loyalty behaviours and repeat purchases. Emotional engagement remained central across competitive retail environments.
	Marketers should design emotionally stimulating campaigns to enhance consumer attachment and loyalty.

	7
	Saeedi (2025)
	Qualitative analysis using case studies of major global brands.
	Emotional branding dimensions including trust, storytelling, and community-building increased long-term loyalty. Emotional engagement remained central across competitive retail environments.
	Companies should humanise brands through emotional storytelling and social responsibility initiatives.

	8
	Handique and Sarkar (2024)
	Consumer behaviour analysis examining emotional ties and brand love.
	Brand love influenced the loyalty of the customer and willingness to pay premium prices in a positive manner. Emotional engagement remained central across competitive retail environments.
	Firms are required to  strengthen emotional engagement strategies to improve customer commitment and loyalty.

	9
	Tiiri (2024)
	Qualitative thesis analysing storytelling across the customer journey.
	Storytelling has focused on creating emotional experiences that strengthened trust, differentiation, and long-term loyalty. Emotional engagement remained central across competitive retail environments.
	Retailers should maintain authentic storytelling across customer touchpoints to improve loyalty outcomes.

	10
	Patil, Stalin and Jain (2025)
	Quantitative analysis using regression, factor, and correlation analysis on 147 respondents.
	Emotional attachment, trust, and service quality significantly enhanced brand loyalty. Emotional engagement remained central across competitive retail environments.
	Businesses are required to improve reliability and responsiveness to develop stronger emotional consumer relationships.

	11
	Jin (2025)
	Literature review examining emotion, perceived value, and loyalty relationships.
	Emotional resonance and perceived value jointly strengthened customer attachment and loyalty. Emotional engagement remained central across competitive retail environments.
	Marketers should combine emotional appeals with value-driven offerings to increase retention.

	12
	Gusty et al., (2025)
	Systematic literature review exploring live-commerce interactions in Indonesia.
	Personalised interaction reduced psychological distance and strengthened emotional loyalty among consumers. Emotional engagement remained central across competitive retail environments.
	The firms based on e-commerce should improve interactive communication to build long-term customer relationships.

	13
	Agu et al., (2024)
	Literature review investigating sustainability and brand loyalty relationships.
	Sustainability, transparency, and ethical engagement positively influenced trust and loyalty. Emotional engagement remained central across competitive retail environments.
	Firms are required to integrate sustainable practices into branding strategies to improve consumer commitment.

	14
	Zhao and Tsubaki (2025)
	Algorithmic marketing study using machine-learning analysis of department-store consumers.
	Psychological well-being and emotional loyalty significantly affected customer retention and satisfaction. Emotional engagement remained central across competitive retail environments. Predictive analytics additionally improved managerial understanding of personalised customer expectations globally today.
	Retailers should use data-driven approaches to improve emotional experiences and customer well-being.

	15
	Shimul (2022)
	Mixed-method sensory-branding study with surveys, interviews, and focus groups.
	Sensory experiences improved satisfaction of the customer, brand attachment, and customer loyalty and trust which is leading to loyalty. Emotional engagement remained central across competitive retail environments.
	Brands are required to utilise multisensory experiences for the purpose of strengthening the emotional attachment and customer loyalty.

	16
	Chang (2025)
	Quantitative questionnaire and mediation analysis using PX Mart consumers.
	Storytelling credibility, resonance, and extensibility improved image of brand and purchase intention among retail consumers in a significant manner. 
	Retailers are required to develop credible narratives strengthening emotional loyalty, trust with customer, and overall perception of brand across competitive markets. 

	17
	Dave et al., (2025)
	Exploratory design with ANOVA and willingness-to-purchase measurement scales.
	Emotional storytelling increased willingness to purchase, particularly within quick-service restaurant sectors and emotionally engaging advertisements. 
	Marketers are required to balance emotional and practical appeals in a careful manner within promotional campaigns targeting different consumer categories. 

	18
	Mahmoud et al., (2021)
	Case-based social-media marketing study focused on fashion retail consumers.
	Authenticity, collaboration with influencer, and personalised storytelling improved engagement, emotional attachment, and online behaviour of the consumer in an effective manner.
	Fashion retailers should apply strategies of storytelling specified through platform for stronger engagement and sustainable digital customer relationships. 

	19
	Varma (2025)
	Mixed-method research using surveys, focus groups, and statistical interpretation.
	Emotional focuses on the process of appealing involving empathy, nostalgia, and self-identity improved the intentions of purchase and audience engagement across markets in a significant manner.  
	Brands should create culturally relevant narratives encouraging emotional consumer connections and meaningful marketplace differentiation successfully. 

	20
	Suryana (2024)
	Qualitative descriptive research examining storytelling and corporate branding strategies.
	Storytelling strengthened emotional bonds, trust, differentiation, and memorable brand identity among highly competitive retail businesses. 
	Companies should implement customer-led storytelling strategies improving loyalty, differentiation, and long-term emotional consumer attachment in a consistent manner. 

	21
	Sapre and Longani (2024)
	Mixed-method approach including surveys and storytelling campaign case studies.
	Authentic narratives, relatable characters, and emotional arcs created stronger engagement, retention, and brand loyalty among audiences. 
	Advertisers should use relatable stories and authentic experiences strategically within integrated promotional campaigns for loyalty development. 

	22
	Mandung (2025)
	Systematic literature review using thematic coding and consumer psychology perspectives.
	Authentic and culturally adaptive storytelling strengthened psychological consumer-brand connections, trust, and emotional loyalty within digital environments.
	Digital marketers are required to prioritise culturally relevant narratives and authentic communication for the purpose of improving the outcomes of loyalty globally in a long-term aspect. 

	23
	Manoharan (2024)
	Mixed-method study combining interviews, surveys, and AI-marketing analysis.
	AI-driven storytelling improved emotional attachment, personalised experiences, and online purchasing behaviour among digital consumers worldwide in an effective manner. 
	Businesses should combine AI personalisation with authentic human-centred storytelling strategies for sustainable emotional branding success online. 

	24
	Rao, Ali and Rubab (2024)
	Experimental research involving 384 participants exposed to different storytelling narratives.
	Consumer storytelling generated stronger emotions, cognition, and favourable brand attitudes compared with storytelling approaches generated through firm in a significant manner.
	Brands are required to encourage consumer-generated stories enhancing authenticity, emotional resonance, and deeper psychological customer engagement across platforms in a continuous manner. 

	25
	Kumar and Thankachan (2025)
	Review integrating semiotics, consumer psychology, aesthetics, and neuromarketing literature.
	Sensory branding and visual aesthetics strengthened emotional experiences, symbolic meaning, and processes of customer loyalty formation in a long-term aspect. 
	Retailers should design immersive multisensory experiences reinforcing symbolic brand meaning and emotionally engaging consumer experiences strategically. 

	26
	Mushtaq et al., (2025)
	Quantitative SOR-model study using SmartPLS analysis and 329 respondents.
	Sensory marketing improved prestige perceptions, emotional attachment, and brand loyalty significantly within luxury retail environments in an international manner. 
	Luxury retailers should emphasise prestige-building sensory experiences across important physical and digital customer touchpoints globally in a consistent manner. 

	27
	Zha et al., (2025)
	Mixed-method research using surveys, interviews, and focus-group discussions among consumers.
	Sensory experiences enhanced attachment, customer satisfaction, loyalty and trust, and overall brand loyalty outcomes through emotional stimulation mechanisms.
	Brands should utilise visual, auditory, olfactory, and tactile cues to increase emotional loyalty and satisfaction effectively. 

	28
	Rodrigues et al., (2024)
	Cross-cultural quantitative study involving consumers from Japan, India, and Portugal.
	Perceived authenticity mediated relationships between brand experience and brand love effectively across cultural consumer contexts internationally. 
	Global brands should maintain authentic experiences carefully adapted across different cultural contexts and emotional consumer expectations.

	29
	Shahid et al., (2025)
	Cross-cultural PLS-SEM analysis among Indian and Canadian masstige consumers.
	Brand prestige and identification strengthened brand love, engagement with customer, and emotional loyalty across cultural retail markets. 
	Masstige marketers should tailor emotional-branding strategies according to cultural preferences and varying customer engagement expectations internationally. 

	30
	Cruz‐Ros, Miquel‐Romero and Yee (2024)
	PLS-SEM and fsQCA analysis among luxury social-media consumers and followers.
	Brand rituals, traditions, and materialistic values contributed to luxury brand love and purchase intention formation in a significant manner. 
	Luxury brands are required to preserve symbolic traditions encouraging emotional consumer attachment and stronger social-media engagement activities in a consistent manner. 

	31
	Hwang et al., (2021)
	Quantitative survey in botanic cosmetics industry
	The findings of this paper presented that emotional commitment significantly influenced brand loyalty, while behavioural commitment had stronger effects on loyalty outcomes.
	Retail cosmetic brands should strengthen emotional engagement through quality perception and consumer trend alignment.

	32
	Alexandra, Ehrhart and Randel (2021)
	Survey of 262 Greek exporters using Emotion Regulation Theory
	Aspects such as cultural intelligence can allow to improve trust, satisfaction, cooperation, as well as long-term relationship orientation across cultures as presented in this article. 
	Retailers should train employees in cultural intelligence to improve customer relationships internationally.

	33
	Shahid et al., (2022)
	Three empirical studies using surveys in luxury retail stores
	As per this author, sensory marketing followed by brand experience enhanced emotional attachment and increased brand loyalty.
	Luxury retailers should invest in sensory cues and immersive store experiences to build loyalty.

	34
	Liu et al., (2022)
	Empirical study using S-O-R model in Chinese tourism accommodation
	The consideration of emotional experiences can help to mediate and thereby understand the relationship between environmental stimuli and customer loyalty.
	Retailers should create emotionally engaging physical and social environments to improve loyalty.

	35
	Qi et al., (2023)
	Meta-analysis of 35 hospitality and tourism studies
	According to the authors aspect focusing on cultural values such as power distance and uncertainty avoidance moderated loyalty relationships.
	Global retailers should adapt emotional branding strategies according to cultural differences.

	36
	Nyamekye et al., (2023)
	Questionnaire survey with restaurant customers using SEM
	This paper helped to present that emotional attachment significantly helps to focus and thus enhance brand loyalty in restaurant settings.
	Restaurant retailers should strengthen emotional and identity-based attachment through customer experiences.

	37
	Charinsarn, Diallo and Lambey-Checchin (2023)
	Empirical investigation with 636 Thai retail customers
	The findings for this paper helped to highlight that consideration of social proximity mediated cultural influences on retail loyalty behaviour.
	Retailers should encourage staff-customer social interactions to improve customer loyalty.

	38
	Godefroit-Winkel, Schill and Diop-Sall (2022)
	Survey research using S-O-R framework in France and Morocco
	As per the mentioned authors, positive and negative emotions mediated the impact of environmental CSR on loyalty.
	Retailers should align sustainability communication with local cultural expectations to strengthen loyalty.

	39
	Aboul-Dahab, Agag, and Abdelmoety (2021)
	Quantitative study using AMOS with 797 online retail consumers
	According to the researchers, the focus on ethical perceptions can help to positively influenced customer loyalty in online retailing.
	Online retailers should promote ethical and transparent practices to build emotional trust and loyalty.

	40
	Lang et al., (2023)
	Mixed-methods study with surveys and focus groups on Vietnam
	As per the authors of this article, aspects such as advertising, store image, and distribution intensity influenced global brand loyalty.
	FMCG retailers should combine emotional advertising with strong store image strategies.

	41
	Suttikun and Meeprom (2021)
	Survey research using PLS-SEM among Thai souvenir consumers
	This paper helped to present the findings that perceived quality and satisfaction positively affected loyalty and word-of-mouth intention.
	Retailers should improve service quality and customer satisfaction to encourage repeat purchasing.

	42
	Lee (2021)
	Inductive qualitative analysis of retail banks’ social media communication
	According to the researcher of this paper, it was stated that positive emotional tone and empathy enhanced customer engagement and trust.
	Retail brands should use empathetic communication and emotional storytelling on digital platforms.

	43
	Farías, Reyes and Pelaez (2023)
	Cross-cultural content analysis of retail websites
	As per this study, emotional connection and trust improved online retail brand equity and engagement.
	Online retailers should improve website responsiveness and emotional user experience.

	44
	Luo and Hamlin (2022)
	Semi-structured interviews with Chinese and New Zealand students
	The findings of this research helped to present that brand love differed across cultures, reflecting collective and individual emotional orientations.
	Global retailers should customise emotional branding approaches for culturally diverse consumers.

	45
	Nguyen (2025)
	Mixed-methods study using PLS-SEM in Vietnam’s B2B logistics sector
	Consideration of aspects such as brand image which is followed by brand love significantly help in strengthening brand loyalty.
	Retail and B2B firms should integrate emotional and functional branding to sustain long-term loyalty.

	46
	Lee (2023)
	Structural Equation Modeling (SEM) in insurance industry
	According to the author of this research, digital marketing positively influenced brand emotional attachment and brand attitude. Emotional attachment mediated the relationship between digital marketing and customer attitudes.
	Insurance and retail firms should strengthen digital media engagement to create emotional attachment and positive brand perceptions among consumers.

	47
	Djamaludin and Fahira (2023)
	Cross-sectional survey with 318 Generation Z cosmetic consumers using SEM
	The findings of this paper stated that brand trust and satisfaction significantly influenced customer loyalty among Generation Z consumers.
	Cosmetic retailers should improve transparency, trust, and customer satisfaction to encourage repeat purchases and long-term loyalty.

	48
	Buallay (2022)
	Quantitative regression analysis using ESG data from 38 countries
	According to the findings of this research, sustainability reporting significantly improved operational, financial, and market performance in the retail sector.
	Retailers should integrate sustainability practices into branding strategies to enhance reputation and customer loyalty.

	49
	Umoren et al., (2022)
	Systematic literature review on digital storytelling and consumer trust
	The findings of the paper helped to present that emotional resonance, personalization, and authentic storytelling strengthened cross-generational consumer trust and loyalty.
	Retail brands should adopt authentic digital storytelling strategies aligned with generational preferences to improve emotional connection and loyalty.

	50
	Rane, Choudhary and Rane (2023)
	Conceptual review of hyper-personalization in CRM systems
	Consideration of aspects such as hyper-personalization which is AI-driven can help to improve areas which focus on customer satisfaction, engagement, and emotional connection with brands.
	Retailers should utilise AI, machine learning, and customer data platforms to deliver personalised experiences that foster loyalty.

	51
	Rane, Choudhary and Rane (2023)
	Mixed-methods research on Metaverse customer engagement
	The findings of the paper, in this case, helped to present and thereby state that Immersive virtual environments and gamification strengthened emotional bonds and customer loyalty.
	Retailers should adopt Metaverse technologies, virtual events, and augmented reality to create engaging customer experiences.

	52
	Rane (2023)
	Conceptual analysis of AI, IoT, and Big Data integration
	Aspects such as AI, IoT, as well as technological integration for Big Data help to focus on the enhancement of customer satisfaction, engagement, trust, and long-term loyalty.
	Retail firms should integrate emerging technologies into CRM systems to strengthen emotional relationships with customers.

	53
	Marques (2021)
	Mixed-methods consulting project with surveys, interviews, and focus groups
	The focus and consideration for loyalty programs and value-added solutions increased customer engagement and long-term loyalty.
	Insurance and retail brands should design customer-centric loyalty programs to improve emotional engagement and retention.

	54
	Jiang, Sun and Tu (2023)
	Survey research with 647 Chinese mobile phone consumers
	According to the research conducted for this paper helped to present that emotional marketing significantly strengthened consumer loyalty through brand identity and trust.
	Mobile and retail brands should invest in emotional marketing campaigns to enhance trust and customer attachment.

	55
	Khandai et al., (2023)
	Qualitative analysis of sustainable marketing practices in hospitality
	As per the authors of this study, it has been stated that sustainable marketing enhanced brand trust, affect, and behavioural loyalty.
	Hospitality and retail firms should combine sustainability initiatives with emotional branding to sustain customer loyalty.

	56
	Youn (2022)
	Comparative and theoretical analysis in hotel industry
	Taking into regard the areas of personalization, sustainability, and technology adoption positively influenced customer retention and loyalty.
	Hotels and retailers should align technological innovation with customer-centric experiences to improve loyalty outcomes.

	57
	Singh et al., (2023)
	Systematic literature review of 19 studies
	Consideration of service quality, which is strongly influence aspects for customer satisfaction, trust, as well as long-term loyalty.
	Retail and financial service managers should improve service quality to enhance emotional satisfaction and loyalty.

	58
	Behera et al., (2023)
	Quantitative study using cognitive computing and shopper analytics
	The paper helped to present the findings bases on retail contexts in regard to atmospherics such as smell and design improved emotional experience, purchase intention, and store loyalty.
	Brick-and-mortar retailers should optimise atmospheric stimuli to enhance emotional engagement and shopper retention.

	59
	Lau and Ki (2021)
	Online survey using Structural Equation Modeling in VR fashion apps
	According to the authors of this study it was stated that gamified, personalized, and engaging VR experiences increased purchase intention and continued app usage.
	Fashion retailers should integrate VR technologies and gamified experiences to strengthen emotional engagement and customer loyalty.

	60
	He et al., (2022)
	Quantitative study on emotional marketing in mobile social media
	The consideration of emotional marketing and brand marketing positively influenced consumer emotions and customer retention.
	Retail brands should adopt emotional social media campaigns to attract new customers and maintain long-term loyalty.
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