Appendix 1: Worth Evaluation Criteria
	                                                                           Status
Criteria
	0: absent
	1: low
	2: medium
	3: high

	The main used theory/model
	Insufficient information
	Poor development
	Initial development
	comprehensive insight

	Materials and methods
	Insufficient information
	Poor development
	Widely appropriate
	Robust evidence

	Adaptability of findings and concepts
	Insufficient information
	Slightly relevant
	Widely appropriate
	Synthesis of results, methodology, and conceptual frameworks

	Theoretical and practical contributions
	Insufficient information
	Poor development
	Incorporating ideas to the development of the current theory
	Exploring complex issues

	Limitations and recommendations for future studies
	Insufficient information
	Slightly relevant
	Widely appropriate
	Clear and complete evidence






Appendix 2: Final pool of papers (136 articles analysed)

	Title
	Authors and Year
	Source title

	Brand experience and brand loyalty: is it a matter of emotions?
	(Mostafa & Kasamani, 2021)	Asia Pacific Journal of Marketing and Logistics

	Investigating of the influence process on consumer’s active engagement through emotional brand attachment and brand love
	(Choi et al., 2024)	Asia Pacific Journal of Marketing and Logistics

	The impact of virtual influencer advertising on consumer response: a moderated chain mediation model based on mind perception and parasocial interaction
	(Yan et al., 2024)	Asia Pacific Journal of Tourism Research

	Critical decisions in new product launch: Pricing and advertising strategies on consumer adoption of green product innovation
	(B. C. Y. Lee, 2014)	Asian Journal of Technology Innovation

	From satisfaction to loyalty: the role of emotional structures in the process of transition from satisfaction to loyalty
	(Ghorbanzadeh, 2021)	Asia-Pacific Journal of Business Administration

	Emotional Cues’ Effects on Grotesque Advertising
	(Bandyopadhyay et al., 2023)	Australasian Marketing Journal

	Mouse tracking and consumer experience: exploring the associations between mouse movements, consumer emotions, brand awareness and purchase intent
	(Liakou-Zarda & Tzafilkou, 2024)	Behaviour and Information Technology

	Dimensions of Brand Equity: A Hybrid Approach
	(G. N. Srivastava et al., 2024)	Business Perspectives and Research

	Luxury-cruise travellers’ brand community perception and its consequences
	(Shim et al., 2017)	Current Issues in Tourism

	Examining the role of emotion in online consumer reviews of various attributes in the surprise box shopping model
	(Xu, 2020)	Decision Support Systems

	Be rational or be emotional: Advertising appeals, service types and consumer responses
	(Zhang et al., 2014)	European Journal of Marketing

	Consumer emotional brand attachment with social media brands and social media brand equity
	(Dwivedi et al., 2019)	European Journal of Marketing

	Cool brands and hot attachments: their effect on consumers’ willingness to pay more
	(Koskie & Locander, 2023)	European Journal of Marketing

	Hallowed be thy brand: measuring perceived brand sacredness
	(C. L. Wang et al., 2019)	European Journal of Marketing

	Moral identity centrality and cause-related marketing: The moderating effects of brand social responsibility image and emotional brand attachment
	(He et al., 2016)	European Journal of Marketing

	Online brand attributes and online corporate brand images
	(Da Silva & Alwi, 2008)	European Journal of Marketing

	The brand authenticity effect: situational and individual-level moderators
	(Guèvremont & Grohmann, 2016)	European Journal of Marketing

	The role of ideal self-congruence and brand attachment in consumers’ negative behaviour: Compulsive buying and external trash-talking
	(Japutra et al., 2018)	European Journal of Marketing

	Influence of Emotional Branding on Consumers’ Purchase Intention: A Study on Scale Development and Mediating Role of Celebrity Endorsement
	(Niharika & Yadav, 2023)	FIIB Business Review

	A Study on the Influencing Factors of Consumers' Purchase Intention During Livestreaming e-Commerce: The Mediating Effect of Emotion
	(R. Zhou & Tong, 2022)	Frontiers in Psychology

	How Positive and Negative Emotions Promote Ritualistic Consumption Through Different Mechanisms
	(Song et al., 2022)	Frontiers in Psychology

	Exploring Relationship among Brand Experience Dimensions, Brand Evaluation and Brand Loyalty
	(Bapat & Thanigan, 2016)	Global Business Review

	Neurophysiology of sensory imagery: An effort to improve online advertising effectiveness through science laboratory experimentation
	(Y. L. Wu & Chen, 2024)	Information and Management

	On the effectiveness of ego- and other-focused ad-evoked emotions The moderating impact of product type and personality
	(Faseur & Geuens, 2012)	International Journal of Advertising

	Chinese viewers' perception of informative and emotional advertising
	(Chan, 1996)	International Journal of Advertising

	Computerized emotional content analysis: empirical findings based on charity social media advertisements
	(Kwon et al., 2022)	International Journal of Advertising

	How are we tempted into debt? Emotional appeals in loan advertisements in UK newspapers
	(Czarnecka & Mogaji, 2020)	International Journal of Bank Marketing

	Emotional brand attachment: a factor in customer-bank relationships
	(Levy & Hino, 2016)	International Journal of Bank Marketing

	Impact of brand familiarity on brands experience dimensions for financial services brands
	(Bapat, 2017)	International Journal of Bank Marketing

	Service quality and brand loyalty: The mediation effect of brand passion, brand affection and self-brand connection
	(Hemsley-Brown & Alnawas, 2016)	International Journal of Contemporary Hospitality Management

	The effect of nostalgia on hotel brand attachment
	(Y. Li et al., 2019)	International Journal of Contemporary Hospitality Management

	Feelings of uncertainty and powerlessness from Covid-19: Implications for advertising appeals in the restaurant industry
	(B. Yang et al., 2021)	International Journal of Hospitality Management

	Customer brand co-creation behavior and brand sincerity through CSR interactivity: The role of psychological implications in service-dominant logic
	(K. S. (Kyong) Sung & Lee, 2023)	International Journal of Hospitality Management

	Affective responses to movie posters: Differences between adolescents and young adults
	(Baumgartner & Laghi, 2012)	International Journal of Psychology

	Temperature and emotions: Effects of physical temperature on responses to emotional advertising
	(Bruno et al., 2017)	International Journal of Research in Marketing

	The differential effect of cognitive and emotional elements of experience quality on the customer-service provider’s relationship
	(Alnawas & Hemsley-Brown, 2018)	International Journal of Retail and Distribution Management

	Comparing young adult responses to rational and emotional sports product advertisements: the moderating role of product type and gender
	(Ghasemi Siani et al., 2021)	International Journal of Sports Marketing and Sponsorship

	Emotional information management and responses to emotional appeals
	(Taute et al., 2011)	Journal of Advertising

	Affect intensity and the consumer’s attitude toward high impact emotional advertising appeals
	(Moore & Harris, 1996)	Journal of Advertising

	Emotional branding pays off: How brands meet share of requirements through bonding, companionship, and love
	(Rossiter & Bellman, 2012)	Journal of Advertising Research

	Why older adults show preference for rational over emotional advertising appeals: A U.K. brand study challenges the applicability of socioemotional selectivity theory to advertising
	(Sudbury-Riley & Edgar, 2016)	Journal of Advertising Research

	Reconsidering recall and emotion in advertising
	(Mehta & Purvis, 2006)	Journal of Advertising Research

	Examining the antecedents and consequences of brand experience dimensions: implications for branding strategy
	(Bapat, 2020)	Journal of Asia Business Studies

	Increasing purchasing intention of eco-efficient products: the role of the advertising communication strategy and the branding strategy
	(Lopes & Veiga, 2019)	Journal of Brand Management

	Counterfeit versus original patronage: Do emotional brand attachment, brand involvement, and past experience matter?
	(Bian & Haque, 2020)	Journal of Brand Management

	Love for logos: Evaluating the congruency between brand symbols and typefaces and their relation to emotional words
	(Salgado-Montejo et al., 2014)	Journal of Brand Management

	Modeling brand immunity: The moderating role of generational cohort membership
	(Saju et al., 2018)	Journal of Brand Management

	Revisiting the effects of inward negative emotions on outward negative emotions, brand loyalty, and negative WOM
	(Kurtoğlu et al., 2022)	Journal of Brand Management

	The effects of affective and utilitarian brand relationships on brand consideration
	(Leung et al., 2014)	Journal of Brand Management

	When does customer CSR perception lead to customer extra-role behaviors? The roles of customer spirituality and emotional brand attachment
	(Hur et al., 2020)	Journal of Brand Management

	The AI-authorship effect: Understanding authenticity, moral disgust, and consumer responses to AI-generated marketing communications
	(Kirk & Givi, 2025)	Journal of Business Research

	Customer value anticipation, product innovativeness, and customer lifetime value: The moderating role of advertising strategy
	(Zhang et al., 2016)	Journal of Business Research

	Emotional advertising: Revisiting the role of product category
	(Geuens et al., 2011)	Journal of Business Research

	The impact of cognitive and/or affective processing styles on consumer response to advertising appeals
	(Ruiz & Sicilia, 2004)	Journal of Business Research

	Emphasizing brand heritage: Does it work? And how?
	(Rose et al., 2016)	Journal of Business Research

	Identifying moderators of brand attachment for driving customer purchase intention of original vs counterfeits of luxury brands
	(Kaufmann et al., 2016)	Journal of Business Research

	Materialism, cosmopolitanism, and emotional brand attachment: The roles of ideal self-congruity and perceived brand globalness
	(Fastoso & González-Jiménez, 2020)	Journal of Business Research

	Can human brands help consumers eat better? Influence of emotional brand attachment, self-identification, and brand authenticity on consumer eating habits
	(Guèvremont, 2021)	Journal of Consumer Behaviour

	The rosy side and the blue side of emotional brand attachment
	(Hung & Lu, 2018)	Journal of Consumer Behaviour

	Age-related differences in responses to emotional advertisements
	(Williams & Drolet, 2005)	Journal of Consumer Research

	Gender differences in responses to emotional advertising: A social desirability perspective
	(Fisher & Dubé, 2005)	Journal of Consumer Research

	Affect Intensity - An Individual Difference Response to Advertising Appeals
	(Moore et al., 1995)	Journal of Consumer Research

	The impact of fear on emotional brand attachment
	(Dunn & Hoegg, 2014)	Journal of Consumer Research

	Exploring a new typology of emotional appeals: Basic, versus social, emotional advertising
	(Huang, 1997)	Journal of Current Issues and Research in Advertising

	Emotional brand communication on Facebook and Twitter: Are DMOs successful?
	(Lalicic et al., 2020)	Journal of Destination Marketing and Management

	Leveraging minority language in destination online marketing: Evidence from Alta Badia, Italy
	(Lonardi et al., 2024)	Journal of Destination Marketing and Management

	Emotional branding on fashion brand websites: harnessing the Pleasure-Arousal-Dominance (P-A-D) model
	(K. Yang et al., 2020)	Journal of Fashion Marketing and Management

	Older female consumers’ environmentally sustainable apparel consumption: The impact of time perspective and advertising appeals
	(G. Kim & Jin, 2019)	Journal of Fashion Marketing and Management

	Magazine online advertising in France and the United States
	(Lascu et al., 2016)	Journal of Fashion Marketing and Management

	Repositioning luxury fashion brands as intentional agents: the roles of consumer envy and admiration
	(Joo & Kim, 2020)	Journal of Fashion Marketing and Management

	The effect of sensation seeking and emotional brand attachment on consumers’ intention to consume risky foods in restaurants
	(J. Kim et al., 2017)	Journal of Foodservice Business Research

	Deliver knowledge or touch the mind? The effect of informational and emotional advertisement strategy on fashion sportswear brand attitude and recall
	(J. J. Lee & Davis Burns, 2014)	Journal of Global Fashion Marketing

	Communicate like humans? Anthropomorphism and hotel consumers’ willingness to pay a premium price
	(F. Li et al., 2023)	Journal of Hospitality and Tourism Management

	Impact of functional/cognitive and emotional advertisements on image and repurchase intention
	(Han et al., 2019)	Journal of Hospitality Marketing and Management

	American Girl and the Brand Gestalt: Closing the Loop on Sociocultural Branding Research
	(Diamond et al., 2009)	Journal of Marketing

	Emotional branding and the strategic value of the doppelgänger brand image
	(Thompson et al., 2006)	Journal of Marketing

	Emotional brand attachment and brand personality: The relative importance of the actual and the ideal self
	(Malär et al., 2011)	Journal of Marketing

	To what extent do conspicuous consumption and status consumption reinforce the effect of self-image congruence on emotional brand attachment? Evidence from the Kingdom of Saudi Arabia
	(Klabi, 2020)	Journal of Marketing Analytics

	Understanding the viability of three types of approach of advertising in emerging markets
	(R. K. Srivastava & Dorsch, 2020)	Journal of Marketing Communications

	Customer service quality, emotional brand attachment and customer citizenship behaviors: findings from an emerging higher education market
	(Sharif & Sidi Lemine, 2024)	Journal of Marketing for Higher Education

	The role of brand authenticity for higher education institutions
	(Girardin et al., 2023)	Journal of Marketing for Higher Education

	‘Your comments boost my value!’–the mediator role of emotional brand attachment between brand equity and social media engagement
	(Brandão & Ramos, 2023)	Journal of Marketing for Higher Education

	Emotionality and semantic onsets: Exploring orienting attention responses in advertising
	(Nielsen et al., 2010)	Journal of Marketing Research

	Valuable virality
	(Akpinar & Berger, 2017)	Journal of Marketing Research

	Big trouble in little places: understanding the complexities of place micro-brands
	(Fernandez de Osso Fuentes et al., 2024)	Journal of Place Management and Development

	The role of brand gratitude in consumer relationships with cool brands
	(Koskie et al., 2024)	Journal of Product and Brand Management

	Investigating the emotional appeal of fake news using artificial intelligence and human contributions
	(Paschen, 2020)	Journal of Product and Brand Management

	Is love really blind? The effect of emotional brand attachment on the perceived risk of really new products
	(Aboulnasr & Tran, 2020)	Journal of Product and Brand Management

	Emotional intelligence, external emotional connections and brand attachment
	(Vredeveld, 2018)	Journal of Product and Brand Management

	Making the brand appealing: advertising strategies and consumers’ attitude towards UK retail bank brands
	(Mogaji & Danbury, 2017)	Journal of Product and Brand Management

	Consumer brand engagement, satisfaction and brand loyalty: a comparative study between functional and emotional brand relationships
	(Fernandes & Moreira, 2019)	Journal of Product and Brand Management

	Do all brand CSR initiatives make consumers happy? The role of CSR-brand (mis)fit and sense of relatedness
	(Gilal et al., 2023)	Journal of Product and Brand Management

	Small sounds, big impact: sonic logos and their effect on consumer attitudes, emotions, brands and advertising placement
	(Scott et al., 2022)	Journal of Product and Brand Management

	The effect of brand identity-cognitive style fit and social influence on consumer-based brand equity
	(Alvarado-Karste & Guzmán, 2020)	Journal of Product and Brand Management

	The role of co-creation experience in engaging customers with service brands
	(Hussain et al., 2021)	Journal of Product and Brand Management

	The phenomenon of brand hate: a systematic literature review
	(Taqi et al., 2024)	Journal of Marketing Theory and Practice

	Emotion and advertising effectiveness: A novel facial expression analysis approach
	(Hamelin et al., 2017)	Journal of Retailing and Consumer Services

	Comparing the three types of approach of advertising in brand building in emerging markets
	(R. K. Srivastava, 2021)	Journal of Strategic Marketing

	Examining the moderating role of rational-versus emotional-focused websites: The case of boutique hotels
	(Lwin et al., 2014)	Journal of Vacation Marketing

	Gen Y consumers' brand loyalty: a brand romance perspective
	(Rathnayake, 2021)	Marketing Intelligence and Planning

	Investigating the relationship between the content of online word of mouth, advertising, and brand performance
	(Gopinath et al., 2014)	Marketing Science

	The semiotics of emojis in advertising: An integrated quantitative and qualitative examination of emotional versus functional ad dynamics
	(Madadi et al., 2024)	Psychology and Marketing

	An appraisal framework of the determinants and consequences of brand happiness
	(Schnebelen & Bruhn, 2018)	Psychology and Marketing

	Demystifying the link between emotional loneliness and brand loyalty: Mediating roles of nostalgia, materialism, and self-brand connections
	(Loh et al., 2021)	Psychology and Marketing

	The role of actual, ideal, and ought self-congruence in the consumption of hedonic versus utilitarian brands
	(Huber et al., 2018)	Psychology and Marketing

	Media multitasking, advertising appeal, and gender effects
	(Garaus & Wolfsteiner, 2023)	Review of Managerial Science

	Modulation of attention and urgent decisions by affect-laden roadside advertisement in risky driving scenarios
	(Megías et al., 2011)	Safety Science

	Can brand anthropomorphism trigger emotional brand attachment?
	(Ma et al., 2023)	Service Industries Journal

	Emotional Brand Attachment and Attitude toward Brand Extension
	(Vahdat et al., 2020)	Services Marketing Quarterly

	Examining the effect of emotional branding in building brand equity of social marketing campaigns: a case on Swachh Bharat, India
	(Manohar et al., 2023)	Society and Business Review

	Analyzing the influence of celebrities’ emotional and rational brand posts
	(Ahmadi et al., 2023)	Spanish Journal of Marketing - ESIC

	Exploring the relative effectiveness of emotional, rational, and combination advertising appeals on sport consumer behavior
	(S. Lee & Heere, 2018)	Sport Marketing Quarterly

	Assessing the value of real-life brands in Virtual Worlds
	(Barnes et al., 2015)	Technological Forecasting and Social Change

	Antecedents and consequences of destination brand love — A case study from Finnish Lapland
	(Aro et al., 2018)	Tourism Management

	The effects of social media on emotions, brand relationship quality, and word of mouth: An empirical study of music festival attendees
	(Hudson et al., 2015)	Tourism Management

	Luxury fashion goods ownership and collecting behavior in an omni-channel retail environment: Empirical findings from affluent consumers in the US
	(J. Kim, 2019)	Research Journal of Textile and Apparel

	Emotional and rational advertising appeal on children’s wellbeing: assessing the moderating role of parental support
	(Mehmood et al., 2022)	SN Social Sciences

	The effects of social support and social media influencers’ credibility on emotional brand attachment: The mediating roles of trust in multichannel
	(Abdul Aziz et al., 2023)	Social Sciences and Humanities Open

	The impact of advertising appeals and advertising spokespersons on advertising attitudes and purchase intentions
	(Long Yi, 2011)	African Journal of Business Management

	The role of emotional structures in the relationship between satisfaction and brand loyalty
	(Ghorbanzadeh & Rahehagh, 2020)	Cogent Psychology

	For the love of sport: Examining sport emotion through a Lovemarks lens
	(Ruihley & Pate, 2017)	Communication and Sport

	Communicating the right emotion to generate help for connected versus unconnected others
	(Faseur & Geuens, 2010)	Communication Research

	From screens to carts: the role of emotional advertising appeals in shaping consumer intention to repurchase in the era of online shopping in post-pandemic
	(Alshohaib, 2024)	Frontiers in Communication

	Automatic facial coding predicts self-report of emotion, advertisement and brand effects elicited by video commercials
	(Höfling & Alpers, 2023)	Frontiers in Neuroscience

	Want to make me emotional? the influence of emotional advertisements on women's consumption behavior
	(Majeed et al., 2017)	Frontiers of Business Research in China

	Effects of advertising strategy on consumer-brand relationships: A brand love perspective
	(Pang et al., 2009)	Frontiers of Business Research in China

	User reactions to destination brand contents in social media
	(Huertas & Marine-Roig, 2016)	Information Technology and Tourism

	Which emotional brand values do my followers want to hear about? An investigation of popular European tourist destinations
	(Lalicic et al., 2019)	Information Technology and Tourism

	Investigating the moderating role of sport service type and personality on audiences' emotional responses to hedonic vs. cognitive advertisements
	(Lim et al., 2013)	Journal of Global Scholars of Marketing Science: Bridging Asia and the World

	Consumer Brand Engagement Fostered by Cause-Related Marketing in Emotional and Functional Brands
	(Pereira et al., 2024)	Journal of Nonprofit and Public Sector Marketing

	Redefining Rational and Emotional Advertising Appeals as Available Processing Resources: Toward an Information Processing Perspective
	(Gong & Cummins, 2020)	Journal of Promotion Management

	Impact of Dance in Advertisements on Emotional Attachment Towards the Advertised Brand: Self-Congruence Theory
	(Manyiwa*, 2020)	Journal of Promotion Management

	User-generated content’s influence on tourist destination image: a generational perspective
	(Correia et al., 2025)	Consumer Behavior in Tourism and Hospitality

	Emotions in service research: evolutionary analysis and empirical review
	(Arici et al., 2022)	Service Industries Journal

	The Customer Experience is a Key Factor at Every Stage of the Transaction: Before, During, and After
	(Mejía & Curras-Perez, 2024)	Journal of Sustainable Marketing

	The impact of human and virtual endorsements on advertising effectiveness: a comparative analysis based on different information appeals
	(Y. Liu & Lei, 2025)	Humanities and Social Sciences Communications







Appendix 3: Publication status based on AJG Ranking Journals 2024

	Field
	Publisher
	Journal
	4*
	4
	3
	2
	1
	No Rank

	MKT
	OXFORD UNIV PRESS
	Journal of Consumer Research
	4
	
	
	
	
	

	MKT
	Sage Publications
	Journal of Marketing
	3
	
	
	
	
	

	MKT
	Sage Publications
	Journal of Marketing Research
	2
	
	
	
	
	

	MKT
	INFORMS
	Marketing Science
	1
	
	
	
	
	

	SECTOR
	Elsevier
	Tourism Management
	
	2
	
	
	
	

	MKT
	Elsevier
	International Journal of Research in Marketing
	
	1
	
	
	
	

	MKT
	Emerald
	European Journal of Marketing
	
	
	8
	
	
	

	ETHICS-CSR-MAN
	Elsevier
	Journal of Business Research
	
	
	7
	
	
	

	MKT
	Wiley
	Psychology and Marketing
	
	
	4
	
	
	

	MKT
	The Advertising Research Foundation
	Journal of Advertising Research
	
	
	3
	
	
	

	MKT
	Taylor and Francis
	Journal of Advertising
	
	
	2
	
	
	

	SECTOR
	Elsevier
	International Journal of Hospitality Management
	
	
	2
	
	
	

	SECTOR
	Emerald
	International Journal of Contemporary Hospitality Management
	
	
	2
	
	
	

	INFO MAN
	Elsevier
	Information and Management
	
	
	1
	
	
	

	INNOV
	Elsevier
	Technological Forecasting and Social Change
	
	
	1
	
	
	

	MKT
	Springer Nature
	Journal of Brand Management
	
	
	
	7
	
	

	MKT
	Taylor and Francis
	International Journal of Advertising
	
	
	
	3
	
	

	MKT
	Wiley
	Journal of Consumer Behaviour
	
	
	
	2
	
	

	SECTOR
	Taylor and Francis
	Service Industries Journal
	
	
	
	2
	
	

	MKT
	Emerald
	International Journal of Retail and Distribution Management
	
	
	
	1
	
	

	MKT
	Elsevier
	Journal of Retailing and Consumer Services
	
	
	
	1
	
	

	MKT
	Taylor and Francis
	Journal of Strategic Marketing
	
	
	
	1
	
	

	SECTOR
	Elsevier
	Journal of Hospitality and Tourism Management
	
	
	
	1
	
	

	SECTOR
	Taylor and Francis
	Current Issues in Tourism
	
	
	
	1
	
	

	SOC SCI
	Emerald
	Society and Business Review
	
	
	
	1
	
	

	SOC SCI
	Elsevier
	Safety Science
	
	
	
	1
	
	

	REGIONAL STUDIES, PLANNING AND ENVIRONMENT
	Emerald
	Journal of Place Management and Development
	
	
	
	1
	
	

	INFO MAN
	Elsevier
	Decision Support Systems
	
	
	
	1
	
	

	INFO MAN
	Taylor and Francis
	Behaviour and Information Technology
	
	
	
	1
	
	

	ETHICS-CSR-MAN
	Springer Nature
	Review of Managerial Science
	
	
	
	1
	
	

	MKT
	Emerald
	Journal of Product and Brand Management
	
	
	
	
	10
	

	MKT
	Emerald
	Journal of Fashion Marketing and Management
	
	
	
	
	4
	

	MKT
	Taylor and Francis
	Journal of Marketing for Higher Education
	
	
	
	
	3
	

	MKT
	Emerald
	International Journal of Bank Marketing
	
	
	
	
	3
	

	MKT
	Emerald
	Asia Pacific Journal of Marketing and Logistics
	
	
	
	
	2
	

	MKT
	Emerald
	Marketing Intelligence and Planning
	
	
	
	
	1
	

	MKT
	Emerald
	Spanish Journal of Marketing - ESIC
	
	
	
	
	1
	

	MKT
	Taylor and Francis
	Journal of Marketing Communications
	
	
	
	
	1
	

	MKT
	Taylor and Francis
	Journal of Marketing Theory and Practice
	
	
	
	
	1
	

	MKT
	Taylor and Francis
	Services Marketing Quarterly
	
	
	
	
	1
	

	MKT
	Springer Nature
	Journal of Marketing Analytics
	
	
	
	
	1
	

	MKT
	Taylor and Francis
	Journal of Global Fashion Marketing
	
	
	
	
	1
	

	MKT
	Taylor and Francis
	Journal of Current Issues and Research in Advertising
	
	
	
	
	1
	

	MKT
	Sage Publications
	Australasian Marketing Journal
	
	
	
	
	1
	

	ETHICS-CSR-MAN
	Sage Publications
	FIIB Business Review
	
	
	
	
	1
	

	ETHICS-CSR-MAN
	Sage Publications
	Global Business Review
	
	
	
	
	1
	

	ETHICS-CSR-MAN
	Sage Publications
	Business Perspectives and Research
	
	
	
	
	1
	

	SECTOR
	Elsevier
	Journal of Destination Marketing and Management
	
	
	
	
	2
	

	SECTOR
	Sage Publications
	Journal of Vacation Marketing
	
	
	
	
	1
	

	SECTOR
	Fitness Information Technology
	Sport Marketing Quarterly
	
	
	
	
	1
	

	SECTOR
	Taylor and Francis
	Asia Pacific Journal of Tourism Research
	
	
	
	
	1
	

	SECTOR
	Emerald
	International Journal of Sports Marketing and Sponsorship
	
	
	
	
	1
	

	SECTOR
	Taylor and Francis
	Journal of Hospitality Marketing and Management
	
	
	
	
	1
	

	SECTOR
	Taylor and Francis
	Journal of Foodservice Business Research
	
	
	
	
	1
	

	IB&AREA
	Emerald
	Asia-Pacific Journal of Business Administration
	
	
	
	
	1
	

	IB&AREA
	Emerald
	Journal of Asia Business Studies
	
	
	
	
	1
	

	INNOV
	Taylor and Francis
	Asian Journal of Technology Innovation
	
	
	
	
	1
	

	PSYCH (GENERAL)
	Frontiers Media S.A.
	Frontiers in Psychology
	
	
	
	
	2
	

	PSYCH (GENERAL)
	Wiley
	International Journal of Psychology
	
	
	
	
	1
	

	No field
	Taylor and Francis
	Journal of Promotion Management
	
	
	
	
	
	2

	No field
	Springer
	Information Technology and Tourism
	
	
	
	
	
	2

	No field
	Springer Singapore
	Frontiers of Business Research in China
	
	
	
	
	
	2

	No field
	Taylor and Francis
	Journal of Global Scholars of Marketing Science: Bridging Asia and the World
	
	
	
	
	
	1

	No field
	ACADEMIC JOURNALS
	African Journal of Business Management
	
	
	
	
	
	1

	No field
	Emerald
	Research Journal of Textile and Apparel
	
	
	
	
	
	1

	No field
	Frontiers Media S.A.
	Frontiers in Neuroscience
	
	
	
	
	
	1

	No field
	Elsevier
	Social Sciences and Humanities Open
	
	
	
	
	
	1

	No field
	Taylor and Francis
	Cogent Psychology
	
	
	
	
	
	1

	No field
	SAGE Publications
	Communication and Sport
	
	
	
	
	
	1

	No field
	Emerald
	Communication Research
	
	
	
	
	
	1

	No field
	Taylor and Francis
	Journal of Nonprofit and Public Sector Marketing
	
	
	
	
	
	1

	No field
	Emerald
	Consumer Behavior in Tourism and Hospitality
	
	
	
	
	
	1

	No field
	Frontiers Media SA
	Frontiers in Communication
	
	
	
	
	
	1

	No field
	Luminous Insights LLC
	Journal of Sustainable Marketing
	
	
	
	
	
	1

	No field
	Springer Nature
	Humanities and Social Sciences Communications
	
	
	
	
	
	1

	No field
	Springer Nature
	SN Social Sciences
	
	
	
	
	
	1

	Total
	
	-----
	10
	3
	30
	25
	48
	20
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Appendix 5: Topic Analysis based on LDA (top terms for each topic - Gamma)

	Topic
	Article Title
	Year
	Authors
	Gamma
	Author Keywords
	Top terms per topic (R)
	Top terms 
(R and Keywords)

	T1:
Message processing
	Media multitasking, advertising appeal, and gender effects
	2023
	Garaus M.; Wolfsteiner E.
	0.9999
	Advertising appeal; Gender effects; Heuristic processing model; Media multitasking
	rational; appeal; emotional appeals; media; information; processing; brand attitude; message; rational appeals; cognitive
	emotional appeals,
rational appeals,
information processing,
resource allocation,
heuristic processing

	
	Redefining Rational and Emotional Advertising Appeals as Available Processing Resources: Toward an Information Processing Perspective
	2020
	Gong Z.; Cummins R.G.
	0.9999
	appeals; processing; recall; relevance; resource allocation; STRT
	
	

	
	The rosy side and the blue side of emotional brand attachment
	2018
	Hung H.-Y.; Lu H.-T.
	0.9999
	____
	
	

	T2:
Emotional temperature
	Temperature and emotions: Effects of physical temperature on responses to emotional advertising
	2017
	Bruno P.; Melnyk V.; Völckner F.
	0.9999
	Ambient temperature; Emotional advertising; Environmental effects; Homeostasis; International advertising
	csr; temperature; happiness; purchase intention; image; cold;
socialmedia; warm; emotional attachment; spirituality
	emotional match,
cold and warm,
Ambient temperature
environmental effects,
homeostasis

	
	Do all brand CSR initiatives make consumers happy? The role of CSR-brand (mis)fit and sense of relatedness
	2023
	Gilal F.G.; Gilal N.G.; Martinez L.F.; Gilal R.G.
	0.9999
	Brand CSR programs; Consumer happiness; CSR mis(fit); Emotional brand attachment; Sense of relatedness
	
	

	
	Computerized emotional content analysis: empirical findings based on charity social media advertisements
	2022
	Kwon J.; Lin H.; Deng L.; Dellicompagni T.; Kang M.Y.
	0.9999
	Charity emotion advertisement; computerized automatic emotional content analysis; emotional match; emotional valence; multi-modal content analysis; post timing; social media; text length by emotional type
	
	

	T3:
Peer influence
	Investigating the relationship between the content of online word of mouth, advertising, and brand performance
	2014
	Gopinath S.; Thomas J.S.; Krishnamurthi L.
	0.9999
	Advertising; Attributes; Dynamic hierarchical model; Emotions; Endogeneity; Online word of mouth; Recommendations
	word-of-mouth; image; information; nostalgia; user-generated content; attribute; content; cognitive; valence; negative
	word-of-mouth
user-generated content,
information,
cognitive valence
generations

	
	User-generated content’s influence on tourist destination image: a generational perspective
	2025
	Correia R.; Aksionova E.; Venciute D.; Sousa J.; Fontes R.
	0.9999
	Cognitive and affective appeals; Destination image; Destination marketing; Generations; User-generated content
	
	

	
	Mouse tracking and consumer experience: exploring the associations between mouse movements, consumer emotions, brand awareness and purchase intent
	2024
	Liakou-Zarda M.; Tzafilkou K.
	0.9999
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