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Abstract

This paper presents a comprehensive literature review of Feel Data as an emerging concept in marketing, with a particular focus on under-
standing and quantifying consumer emotions. The study explores definitions of emotions within consumer psychology and details methods
currently used to measure emotional responses in marketing contexts, including self-reported surveys, neuromarketing tools, and physio-
logical monitoring techniques. Through a critical examination of these methodologies, the paper highlights both the opportunities Feel
Data presents for enhancing emotional insights in marketing and the limitations of current tools. The review also identifies key research
gaps, including the need for standardized approaches to Feel Data, ethical considerations in emotional data collection, and the importance
of assessing emotion’s long-term impact on consumer behavior. These findings suggest pathways for future research and emphasize the
potential of Feel Data to deepen marketers' understanding of consumer behavior, ultimately aiding in the creation of more resonant and
effective marketing strategies. Furthermore, the paper explores the economic implications of Feel Data, such as its role in optimizing return
on investment (ROI), enhancing campaign efficiency, and reducing the cost of failed marketing initiatives.
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1. Introduction

In recent years, the study of consumer emotions has gained significant momentum within the field of marketing, as understanding consumer
feelings can reveal vital insights into their decision-making processes and behaviors. Emotions drive consumer choices, often operating at
a subconscious level, which makes them a crucial aspect of how individuals respond to brands, advertisements, and marketing stimuli.
Traditionally, consumer behavior theories focused heavily on rational decision-making models; however, with the rise of consumer psy-
chology and advancements in neuroscience, there is a growing recognition of the need to incorporate emotional data into marketing strat-
egies. Researchers have identified that emotions not only influence but often predetermine the likelihood of a consumer engaging with or
remaining loyal to a brand, highlighting the substantial impact emotions have on brand-customer relationships.

This evolving interest in consumer psychology has led to innovative methodologies that capture and analyze emotional data, often referred
to as "Feel Data." Feel Data leverages both physiological and neurocognitive tools to provide marketers with a more nuanced understanding
of how emotions can be quantified and strategically used to shape consumer experiences. Such approaches have positioned emotional data
as a powerful metric, offering insights that transcend the limitations of traditional data collection methods like surveys and focus groups,
which may fail to capture genuine emotional reactions.

The objective of this paper is to present a comprehensive literature review on the concept of Feel Data, exploring its foundations in emo-
tional research and its potential applications in the marketing field. Through this exploration, this paper seeks to underscore the importance
of Feel Data as an innovative approach that enriches consumer insights and supports the development of emotionally resonant marketing
strategies, ultimately enhancing brand engagement and consumer satisfaction.

2. Literature review

2.1 Defining emotions and feel data

In the literature on psychology and neuroscience, there is a consensus on the plurality of definitions of emotion. Indeed, each body of work
in neuroscience, psychobiology, and neuropsychology includes a section that provides a summary of emotions. Despite the significant
amount of research conducted, there is still no widespread agreement on a unanimous definition of emotions (Celeghin, Diano, Bagnis,
and Viola, 2017). In our attempt to formulate a definition of emotion within the context of our research, we identified several definitions
of the concept in neuroscientific and psychological literature. According to Hess and Thibault (2009), emotions are regarded as short-term
intentional states that induce behavioral, physiological, and cognitive changes from an evolutionary perspective. Griskevicius et al. (2010)
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consider emotions to be superordinate neural programs that activate a sequence of existing “sub-programs” and coordinate their effects.
These programs are thought to exist to facilitate adaptive behavior in response to a paradigmatic and relevant opportunity or threat related
to a given physical condition. Ortony (1988) adopted a much simpler definition, describing emotion as a reaction to external stimuli that
results in an action (Sharifi, 2014). According to Lee and Hong (2016), emotion refers to a person’s affective state, which can be either
positive (e.g., love, joy) or negative (e.g., fear, anger, sadness). Kleinginna and Kleinginna (1981) provided a comprehensive and holistic
definition after reviewing several definitions in use at the time: (1) an emotion results from a complex series of interactions between
subjective and objective components, regulated by brain and hormonal systems. These interactions have the potential to produce affective
emotions of excitement, pleasure, and aversion; (2) emotions generate cognitive processes, including perceptual effects related to emotions,
appraisals, and categorization processes; (3) emotions induce significant physiological changes in response to stimulating conditions; and
finally, (4) emotions lead to actions that are often expressive, goal-oriented, and adaptive, characterizing specific behaviors.

In conducting our literature review, we observed that different terms are used interchangeably, potentially to describe the same concept.

For example, the term affect has been used as a generic category to denote all affective states, including emotions, moods, feelings, and

emotional qualities (Frijda and Mesquita, 1994), given that the word affect originates from the Latin affectus, meaning "feeling". In this

approach, affect is considered more as an umbrella encompassing various emotional states. Affect can take many different forms, one of
which is emotions. Distinguishing between feelings and emotions is not difficult. According to Kleinginna and Kleinginna (1981), the
expression of an emotion through subjective feelings is one way an emotion can be experienced. Consequently, sensations are simply one
component that constitutes an emotion, which is primarily the conscious experience of feeling the emotion (Frijda, 1986). Moods and
emotions are affective states, but there are significant conceptual distinctions between them. Emotions are faster reactions, typically lasting
minutes rather than hours, while moods persist for a longer period. Making this distinction is crucial to the progress of our research, as in
our conceptual framework, we view emotion as data, an integral part of the advertising persuasion process, and a potential factor in trig-
gering purchase intention. It would be advisable to adopt an integrative definition of emotion that encompasses emotion as an independent
and basic term, as well as mood states and attitudes. Thus, when we refer to emotions, we mean a mental state of readiness resulting from
cognitive evaluations of events or thoughts, which has a phenomenological tone accompanied by physiological processes, is often expressed
physically (e.g., in gestures, posture, features), and may lead to specific actions (behavior) to affirm or manage the emotion, depending on

its nature and significance to the person experiencing it (Bagozzi, 1999; Brown, 2011; Mazaheri et al., 2012; Poels et al., 2019).

Data is the result of any observation and measurement that can be analyzed, conditioned, and used for various purposes in different formats

(Loukides, 2011). Since we can now observe, measure, analyze, and interpret consumer emotions in a marketing context, we believe it is

appropriate to consider emotion as a form of data. Thus, we propose to define the concept of Feel Data as a collection of consumer data

categorized according to the type of affective reactions, which can be divided into three types:

e Declarative: This relies on the oral or written description of what the consumer feels. Due to cost and practicality, questionnaire or
interview-based measurement remains the most used method. However, this type of measurement faces several limitations, including
social desirability bias and the limited capacity for retrospection and introspection.

o Physiological: Here, affective reactions are gathered through direct observation of the consumer’s affective responses when exposed
to a marketing stimulus.

¢ Neurological: Brain activity is observed in real time using brain imaging technology, allowing for the identification of sequential
responses to stimuli.

The automatic and unconscious nature of emotions is particularly important for marketers and within the scope of our research. This

characteristic of emotions underscores the limitations of conventional methods (such as questionnaires and focus groups) for collecting

and measuring consumer emotions in response to various marketing stimuli. Often, this data arises automatically and unconsciously; to
observe and analyze it, we need tools and techniques capable of monitoring individuals' neurological, psychological, and physiological
responses, hence the importance of the range of neuroscientific methods that neuromarketing proposes (Mouammine and Azdimousa,

2021). As Ekman and Davidson (1994a) detailed, the sensory processing of stimuli and triggering events, as well as the manifestation of

associated responses, does not necessarily rely on the person’s conscious awareness of the situation or condition. It is a well-established

fact that only a small portion of sensory input contributes to the formation of conscious perceptions. For example, stimuli that we do not

fully attend to do not form part of our conscious mind's content (Celeghin, Diano, Bagnis, Viola, et al., 2017; Deak, 2011; Frijda, 1986).

2.2 The role of emotions in marketing

Numerous studies have been conducted on the role emotions play in advertising; however, Binet and Field (2009) The study was one of
the largest and most in-depth on the subject. The dataset included information from many advertisements from well-known brands and
covered a wide range of issues. A total of 880 “case studies” of advertising campaigns were reportedly submitted to the IPA (Institute of
Practitioners in Advertising) in the UK for consideration in the study. Each of these case studies outlined business objectives and measur-
able outcomes (e.g., sales, market share, price sensitivity, profit). One of the study's goals was to shed light on the role of “emotional”
versus “logical” emphasis in advertising about business outcomes. Marketers have gradually embraced the idea of using emotional appeals.
However, conventional wisdom held that a “balance” between logical and emotional appeals was necessary for success. According to the
study's findings, the importance of an advertising campaign to a company was directly proportional to the extent to which it appealed to
consumers' feelings and emotions. Notably, the authors found that advertising efforts with the least rational content were the most success-
ful (the only exception was direct-response advertising, which required some rational appeal to be effective).

Several other researchers have explored consumer emotions and their role in shaping behavior, purchase intentions, satisfaction, brand
loyalty, and perceptions of advertising messages. Ruiz and Sicilia (2004)In their study on the influence of cognitive and emotional pro-
cessing models on consumer responses to advertising appeals, they reported that cognitive and affective processing systems can influence
individuals independently and interactively, with marketing effectiveness increasing when people are exposed to advertisements tailored
to their unique processing preferences. Yiiksel and Yiiksel (2007)In their study on emotions and tourist satisfaction, they demonstrated that
positive emotions, such as excitement and pleasure, have a beneficial impact on purchase satisfaction and loyalty intentions. Another study
in the field of tourism by Del Bosque and Martin (2008) showed that emotion creation is influenced by cognition, while emotional state
impacts a person’s satisfaction level.

Jang and Namkung (2009), in their assessment of the impact of emotions and perceived quality on consumer behavioral intentions, con-
cluded that product quality negatively influences negative emotions, while service quality positively influences behavioral intentions.
Moreover, positive emotions had a major impact on behavioral intentions, whereas negative emotions had only a minor effect. Walsh et al.
(2011), in a retail context, found that excitement and pleasure affect both satisfaction and loyalty to the store. Uhrich (2011), to explain the
link between shopper emotions (interest, joy, anger, and apprehension) and behavioral intentions, concluded that the type of emotion
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experienced by the consumer has a direct causal effect on behavior: positive emotions positively influence behavioral intentions, and
negative emotions negatively influence them.

Another interesting study by Suwelack et al. (2011) focused on the mental, emotional, and behavioral effects of money-back guarantees
on consumers. It found that consumer reactions to money-back guarantees are often emotional, with these guarantees reducing clients’ risk
perceptions, strengthening positive feelings, and lessening negative ones, and that consumer appreciation for a product positively affects
purchase intention, while feelings of regret do not. Lastly, a study by Kabaday1 et Alan (2012) also demonstrated that positive emotions
have a beneficial impact on purchase intention.

It has been shown that the greater the intensity of an emotion, the stronger the advertising impact and memory retention that can be achieved
(Baraybar-fernandez et al., 2017; Hamelin et al., 2017). Thus, knowing certain emotional triggers activated in a consumer allows for easier
identification of those that generate a stronger somatic marker, serving as a positive marker for brand positioning and memory. Indeed,
those that generate a stronger somatic marker could be recognized as a positive indicator for brand positioning and memory, underscoring
the importance of treating emotion as genuine data in a marketing context. Marketers increasingly incorporate emotional experiences into
product advertising messages to capture consumer curiosity, evoke positive emotions, and ultimately drive purchase actions (Baraybar-
fernandez et al., 2017). Consumer emotions rely on an unconscious mechanism that gives a unique meaning to the advertisements they
have encountered (Pradeep, 2010).

Similar studies in the field of communication identify emotion as a crucial factor that can significantly influence the persuasive strength of
a message (Lee and Hong, 2016). Findings support the theory that decision-making is influenced by emotional signals (or somatic sensa-
tions) created in anticipation of future events (Bechara, 2004; Brown, 2011; Naqvi et al., 2006) and that emotions play a vital role in
information processing, retention, attention, and the persuasive effectiveness of an advertisement. Recent attention to studying consumer
emotions has enabled marketers to predict television ad viewership, assess online consumer expressions, and, in some cases, evaluate and
predict purchasing behavior (Naqvi et al., 2006; Y. Wang et al., 2015).

In addition to these behavioral and psychological findings, researchers and practitioners are increasingly examining the economic implica-
tions of emotional marketing. Emotion-driven campaigns, particularly those informed by Feel Data, have demonstrated stronger return on
investment (ROI) metrics compared to rational or informational campaigns. (He et al., 2022; Jiang et al., 2023). Emotional marketing
captures consumers' emotional needs, integrating "emotion" throughout the entire marketing process to resonate with their intrinsic desires
(He et al., 2022). Positive emotions like happiness and excitement can foster customer loyalty by enhancing satisfaction and creating strong
emotional connections with a brand (Jiang et al., 2023). Conversely, negative emotions can decrease customer satisfaction and increase the
likelihood of customers switching brands (Jiang et al., 2023). Organizations are increasingly engaging with consumers at an emotional
level, using emotional appeals in advertising to build long-term connections (Gokarna, 2021). This focus on emotions can lead to a greater
market share and a competitive advantage (He et al., 2022). Studies emphasize the importance of emotions in marketing (Akgiin et al.,
2013; Bagozzi et al., 1999), demonstrating that managing consumer feelings can enhance brand trust and loyalty, ultimately impacting ROI
(Reeck and Onuklu, 2022).

The studies presented in Table 1 cover a broad spectrum of domains, including retail, tourism, advertising, and technology, showcasing
the multidimensional nature of emotional influences. Each study employs distinct methodologies—ranging from experimental designs to
observational techniques—highlighting the versatility of emotion research in marketing contexts. For example, Binet and Field (2009)
focus on large-scale advertising campaign data to demonstrate the effectiveness of emotional appeals, revealing that campaigns relying on
emotional triggers outperform rational ones in generating ROI and brand recall. Yiiksel and Yiiksel (2007), in the tourism sector, apply
psychometric tools to assess the link between perceived risk and emotional satisfaction, offering insights into the role of positive affect in
customer loyalty.

In addition, studies such as Suwelack et al. (2011) incorporate experimental manipulations of guarantees to isolate emotional and cognitive
responses, while others like Hamelin et al. (2017) use facial expression analysis to objectively capture emotional intensity and its effect on
message retention. The methodological diversity in Table 1 reflects a growing interest in both subjective and objective approaches to
emotion measurement, ranging from self-reporting to physiological and neurocognitive techniques.

Conlflicting findings also emerge. While some studies (e.g., Jang and Namkung, 2009) suggest that positive emotions dominate behavioral
intention formation, others (e.g., Ruiz and Sicilia, 2004) argue that cognitive and affective processing co-occur and may vary depending
on individual differences, contextual factors, or the type of marketing stimulus. Uhrich (2011), for instance, shows how retail density
modulates emotional experiences, implying that environment-specific cues may influence emotional outcomes. These discrepancies em-
phasize that emotions are not universally predictable and must be interpreted within context-sensitive frameworks. Collectively, these
findings reinforce the need for nuanced segmentation, context-aware messaging, and personalization of emotional appeals in marketing
strategies to ensure resonance and effectiveness.

2.3 Measurement Techniques for Emotions in Marketing

Through this comprehensive literature review, we found that consumer emotions play an important role in shaping purchasing decisions
and preferences among the various products and brands they encounter daily. Human emotions act as behavioral regulators that operate
based on the brain’s response to various stimuli. Whether in reaction to a perceived threat, a perceived reward, or any other stimulus, an
individual’s body responds physically and instinctively. Emotional responses are crucial for understanding the processes related to actions,
thoughts, and memories of the target group in commercial and academic research on consumer behavior.

2.3.1 Traditional methods

Self-assessment tools such as surveys (questionnaires) and focus groups are examples of traditional measures. In this context, emotions are
evaluated by analyzing participants' word choices and the context in which they are used. Traditionally and historically, marketers have
relied on self-reports as part of an empirical approach to measure emotional responses (i.e., unipolar or bipolar items on questionnaires)
(Bagozzi, 1999; Li et al., 2017). The standard practice is to measure responses to a stimulus with a battery of items covering a wide range
of positive and negative emotions. Then, using techniques such as factor analysis, multidimensional scaling, or cluster analysis, researchers
can identify the underlying emotional dimensions of their sample. As described earlier, participants in conventional studies report their
emotional responses after being exposed to commercial stimuli by rating a series of words, phrases, or statements (Hamelin et al., 2017; Li
et al., 2017). The questions and descriptions used in interviews and focus groups focus on whether the emotional experience was more
pleasant or unpleasant and to what degree (Bagozzi, 1999; Hamelin et al., 2017; Li et al., 2017, 2018).



48 International Journal of Accounting and Economics Studies

Relying solely on these so-called conscious measures of emotions presents a twofold challenge for market researchers. First, the reporting
or indication of emotion occurs after the experience and exposure to the stimulus studied. This can introduce certain well-known biases in
cognitive psychology and neuroscience, potentially compromising the reliability of the data (Plassmann et al., 2015; Pradeep, 2010a; Vec-
chiato et al., 2011). Second, emotional processing does not always occur at a conscious level, as suggested by both fundamental emotion
models (basic emotions) and psychological construction models. These challenges and limitations faced by traditional methods in measur-
ing Emotional Data, highlighted by numerous researchers (Baraybar-fernandez et al., 2017; Heath and Feldwick, 2017; Holbrook and
Shaughnessy, 1982; Li et al., 2017, 2018; Ohme et al., 2011; Wiles and Cornwell, 2012), have contributed to the rise of neuromarketing
and the adoption of techniques and tools from cognitive psychology and neuroscience. This allows marketers to measure the unconscious
levels of Emotional Data, thereby providing new insights into consumer behavior.

Table 1: Summary of selected studies on the role of emotions in marketing

Research subject

Relevant results

Studies

(Binet and Field,
2009)

(Yiksel and

Yiiksel, 2007)

(Ruiz and

Sicilia, 2004)

(Walsh et al.,
2011)

(Del Bosque and
Martin, 2008)

(Suwelack et al.,
2011)

(Jang and
Namkung, 2009)

(Uhrich, 2011)
(Kabaday1 and
Alan, 2012)

(Baraybar-
fernandez et al.,
2017)

(Hamelin et al.,
2017)

(Lee and Hong,
2016)

Analysis of the Best Strategies to
Improve Advertising Effective-
ness in Terms of Sales, Profit, and
Performance

The impacts of purchase risk per-
ceptions on emotions (pleasure
and excitement), satisfaction, and
expressed loyalty intentions.

The impact of cognitive and affec-
tive processing styles on con-
sumer response to advertising per-
suasion.

Effects of Emotions (Excitement
and Pleasure) on Marketing.

The Role of Cognition and Emo-
tions in Tourist Consumer Satis-
faction.

The Cognitive, Affective, and Be-
havioral Effects of Money-Back
Guarantees on Consumers

The effects of perceived quality
and emotions (both positive and
negative) on behavioral inten-
tions.

The link between emotions and
consumers' behavioral intentions.
The effects of consumer emotions
on their purchase intentions.

Emotional reactions to television
ads analyzed through neuromar-
keting

Analyzing advertising effective-
ness through reactions and facial
expressions.

The roles of emotional appeal, in-
formation, and creativity in adver-

Influencing consumers on an emotional rather than a rational level is among the strategies
highlighted by the study.

Excitement has a positive effect on purchase satisfaction, pleasure has a positive effect on loy-
alty intentions, and pleasure positively impacts both.

When people see advertisements that align with how they process information, the ads are more
effective. People’s cognitive and emotional processing systems can impact them both inde-
pendently and together.

Consumers are more satisfied and loyal to a store when they experience positive emotions.

The creation of emotions is influenced by cognition, and a consumer’s level of satisfaction is
influenced by their emotional state.

Consumer reactions to money-back guarantees can be influenced by their emotions. This type
of assurance has a cognitive effect by reducing customers' perception of risk, and it also en-
courages the development of positive emotions while diminishing negative feelings.

Positive emotion has a significant effect on behavioral intentions, while negative emotion has
anegligible effect; product quality negatively impacts negative emotions, while service quality
has a positive effect on behavioral intentions.

Positive emotions positively and negative emotions negatively influence behavioral intentions.

Positive emotions and a technology-oriented approach have a beneficial impact on intentions;
word-of-mouth also positively influences the association between positive emotions and inten-
tion.

Consequently, we can deduce that incorporating emotional cues in advertising enhances brand
and message recall. Compared to more logical messages, these advertisements have proven to
be more effective.

Advertisements that elicit strong emotions have a more lasting impact on consumer attitudes
than those that are less emotional; this includes effects on attitudes and attitude changes result-
ing from exposure to high- or low-emotion ads. Respondents exposed to intense feelings while
viewing high-emotion ads reported higher levels of commitment to safe driving (the behavioral
measure in this study).

The category of goods and products can act as a moderator between emotional appeal and
consumer opinion.

tising effectiveness

2.3.2 Neuromarketing method

To collect and analyze non-conscious responses, numerous companies and academic institutions have developed market-ready tools that
utilize algorithms and systems based on artificial intelligence and computer science. These tools enable the collection and analysis of
unconscious reactions, with a particular focus on capturing the initial stages of the emotional process (Zaltman, 1997; Zaltman and Kosslyn,
2000). The technologies used (detailed in the first chapter) include biometric tools (such as psychophysiological measures like skin con-
ductance response, heart rate, and respiration), EEG, facial coding, implicit measures, and functional magnetic resonance imaging (fMRI).
Each of these instruments provides a non-invasive method for measuring an individual’s underlying emotional response, and they are often
combined in a single study to give marketers actionable insights into consumer behavior analysis, prediction, and advertising effectiveness.
By indirectly measuring brain reactions, biometric tools monitor embodied responses and components of affect by tracking the autonomic
nervous system. One of the advantages of biometrics is its ability to record "upstream" emotional reactions, even when these emotional
experiences are not consciously perceived. Somatic markers (Damasio, 2001, 2012) play a crucial role in the development of emotional
experiences and memories, and biometric assessments are among the best methods for capturing this information. The technology used in
biometric approaches is also cost-effective and portable, which is a major advantage. In marketing research, the two most common bio-
metric measures are skin conductance and heart rate (Cartocci et al., 2017).

The electroencephalogram (EEG) is another widely used neuroscientific measure, reflecting direct electrical activity in the neurons of the
brain's upper cortex as cells become active (Pradeep, 2010). Although high-quality EEG is somewhat more invasive than biometric
measures, it has proven to be one of the best methods for assessing emotional motivation (Costa et al., 2006; Ohme et al., 2011; R. W. Y.
Wang et al., 2016; Wiles and Cornwell, 2012).

Facial coding is also another tool for measuring Emotional Data, recording an individual’s expressions while viewing a video or image
(such as a television ad). This technique is based on the Facial Action Coding System (Ekman and Davidson, 1994, 1994). Implicit tests
are another method used to assess semantic associations and emotional reactions that people may hesitate or be unable to express explicitly
through verbal methods (Cerf and Garcia-Garcia, 2017; Fugate, 2007). The basic principle of this technique is that any stimulus, such as a
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brand or product name, is associated with a multitude of semantic word associations that influence how a person perceives this stimulus.
Although fMRI is the most suitable technology in terms of spatial precision for analyzing and measuring emotional processes in the human
brain, it remains infrequently used in literature due to cost and logistical limitations.

While neuromarketing tools have opened new frontiers in consumer insight, they are not without limitations. Techniques such as EEG,
fMRI, and facial coding, though promising, face questions of reliability and validity across diverse contexts. EEG, for example, is highly
sensitive to noise and environmental interference, requiring expert handling to ensure data accuracy. fMRI, though excellent for spatial
resolution, is costly, immobile, and impractical for routine marketing applications. Facial coding, while user-friendly and cost-effective,
may be prone to cultural bias and limited in detecting subtle emotional nuances. Furthermore, many of these tools still lack standardized
validation protocols, which complicates cross-study comparisons and broader generalizations. In addition to technical and methodological
limitations, the high cost and scalability challenges restrict widespread adoption, particularly among small and medium-sized enterprises.
As such, while neuromarketing methods provide powerful insights into non-conscious processes, marketers must remain cautious in inter-
preting and applying findings without a robust understanding of each tool’s limitations.

A 2024 mixed-method analysis systematically evaluated existing neuromarketing techniques (EEG, fMRI, eye tracking, facial coding) and
identified significant validation gaps and practical constraints in their use for market research (Bhardwaj et al, 2024). Meanwhile, an
emerging 2025 perspective on Al-powered neuromarketing underscores risks of algorithmic bias and misinterpretation of neural signals,
especially in cross-cultural settings (Alsharif et al, 2025).

3. Identified Gaps in Literature

Despite substantial progress in understanding consumer emotions and the emergence of Feel Data as a promising concept in marketing
research, several limitations and unexplored areas remain. This section identifies key gaps within the existing literature that highlight
opportunities for future research and the refinement of current methodologies.

3.1 Limitations of Traditional Emotional Measurement Techniques

Traditional methods, such as surveys and focus groups, rely on self-reported data, which can introduce biases, including social desirability
bias and recall limitations. These methods capture conscious emotional responses but often miss the unconscious reactions that are pivotal
to understanding true consumer behavior. Although neuromarketing tools, like EEG and facial coding, address some of these challenges,
they are not yet fully reliable or accessible enough for widespread adoption in everyday marketing practices.

3.2 Lack of Standardized Approaches to Feel Data

While the concept of Feel Data presents promising avenues for collecting emotional data, there is no established framework to systemati-
cally categorize and analyze Feel Data across different marketing contexts. This lack of standardization makes it difficult to compare
studies, validate findings, or apply Feel Data insights consistently in practical settings. More research is needed to develop unified protocols
for measuring and utilizing Feel Data effectively in marketing.

3.3 Ethical and Privacy Concerns in Emotional Data Collection

Collecting emotional data, particularly unconscious or physiological responses, raises significant ethical questions regarding consumer
consent and privacy (Mouammine and Azdimousa, 2023). Current research lacks a thorough exploration of these ethical dimensions,
especially in contexts where consumers may not be fully aware of how their emotional data is being collected or used. Transparency,
informed consent, and clear communication about data usage are essential to ensuring that marketing practices remain respectful of indi-
vidual autonomy. Furthermore, the increasing reliance on Al-driven neuromarketing tools necessitates the development of comprehensive
regulatory frameworks. These frameworks should address issues such as biometric surveillance, misuse of emotional profiling, and cross-
border data sharing, which are critical as firms expand digital and global marketing strategies. Some countries have already started propos-
ing policies that align with GDPR standards to manage such concerns, but international harmonization is still lacking. Addressing these
ethical concerns is essential for building trust and ensuring responsible use of Feel Data in marketing (Damasio, 2007; Javalgi and Toya,
2015; Luna-Nevarez, 2018; Thomas et al., 2016).

A very recent rapid review (2025) highlights seven ethical dimensions in neuromarketing: privacy, autonomy and informed consent, per-
sonhood and dignity, risks of ‘mind control, vulnerability of certain groups, scientific limitations, and gaps in public policy (Ferrel et al,
2025). This structured analysis reinforces the need for stronger regulatory frameworks to guard against misuse of emotional profiling—
especially where Al-driven personalization and unconscious data collection are involved. These concerns echo current discourse in neuro-
ethics literature, calling for dedicated consent protocols and governance mechanisms to protect vulnerable populations and uphold con-
sumer autonomy within emotionally driven marketing practices.

3.4 Gaps in Understanding Emotion’s Long-Term Impact on Consumer Behavior

Most studies focus on the immediate effects of emotions, such as their impact on ad recall or purchase intent. However, there is limited
research on the sustained influence of emotions on long-term consumer behavior, loyalty, or brand perception. Future research could
investigate how Feel Data might be used to assess and strengthen consumer relationships over extended periods.

4. Conclusion

This review underscores the pivotal role of emotions in shaping consumer behavior and illustrates how Feel Data can enhance marketing
strategies through a deeper understanding of consumer responses. By examining current methodologies, the study reveals that while sig-
nificant advances have been made, challenges remain in reliably capturing and applying Feel Data across diverse marketing contexts.
Traditional methods are often limited to conscious self-reports, and while neuromarketing techniques offer valuable insights into subcon-
scious reactions, they are not yet accessible or standardized for widespread use.
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Additionally, ethical and privacy concerns associated with emotional data collection must be addressed to ensure responsible and transpar-
ent use of Feel Data. A standardized framework for measuring Feel Data, along with further exploration of its long-term impact on con-
sumer loyalty and brand relationships, would strengthen its application in market research.

As Feel Data continues to evolve, its potential to enrich consumer insights holds promise for brands aiming to foster genuine, emotion-
driven connections with their audiences. This review encourages future research to explore these areas, contributing to an ethical, nuanced,
and impactful approach to emotional marketing.
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