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ABSTRACT 

 

 

Considering the substantial role emotions play in organisational buying and selling and the 

presence of emotive advertising in business-to-business marketing communication, the 

purpose of this paper is to examine the existing body of knowledge in order to reveal if and 

how emotionality in non-personal business-to-business marketing communications matches 

emotions experienced by members of buying centres in purchasing situations. Emotionality in 

terms of emotional advertising content is used in this paper to describe the portrayal of 

emotions in non-personal promotional tools, not the emotions evoked by advertising and felt 

by recipients. Further research is requested to identify emotions in organisational buying 

situations and to detect the strategic use of emotion-laden content of non-personal 

communication suitable to the target audience and complementing personal communication 

by salespeople in business-to-business contexts. 
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DOES EMOTIONALITY IN NON-PERSONAL BUSINESS-TO-BUSINESS 

COMMUNICATIONS MATCH EMOTIONS EXPERIENCED IN 

ORGANISATIONAL BUYING? 

 

 

 

THE RELEVANCE OF EMOTIONS IN BUSINESS-TO-BUSINESS MARKETING 

 

Building relationships and communicating emotionally between buyers and sellers can lead to 

differentiation of increasingly comparable offers and augment purchase intentions (Bagozzi, 

2006; Erevelles and Fukawa, 2013; Geiger and Finch, 2011; Gupta, Melewar and Bourlakis, 

2010; Kroeber-Riel, 1984; Zehetner et al., 2012). Thus, linking products and services to 

emotions by using emotional content in non-personal communication tools can enhance 

emotional differentiation from competitors and thus target branding receptive organisational 

buyers (Bausback, 2007; Gelbrich, 2007; Lynch and de Chernatony, 2007; Mudambi, 2002). 

Stimuli in advertisements are seen as an influential factor in organisational purchasing 

decisions (Gilliland and Johnston, 1997), although Fill (2006) states that rather than 

advertising it is sales promotion and personal selling which deliver persuasion and 

differentiation. Backhaus and Voeth (2010) again recognise the necessity to create target-

group specific communication and incorporating emotional and rational appeals in advertising 

messages and in early models of organisational buying behaviour, for example of Shet (1973) 

or Webster and Wind (1972), advertising plays a role in terms of creating perceptual 

distortion regarding offers of selling organisations. However, it is unclear, if the portrayal of 
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emotions in advertising is employed strategically and reflects emotions experienced by 

organisational buyers in purchasing situations.  

 

Webster and Keller (2004) point out that by purchasing products and services buying centre 

members not only aim to solve their organisation’s problem but, in addition, aim to achieve 

their own individual goals. Consequently, organisational buying serves rational and emotional 

needs, and recent research emphasises the role of emotions in personal selling (Erevelles and 

Fukawa, 2013), and in organisational buying behaviour and in business relationships 

(Bagozzi, 2006; Gupta, Melewar and Bourlakis, 2010; Lynch and de Chernatony, 2007; 

Paulssen, 2009; Schafmann, 2000; Tähtinen and Blois, 2011; Zehetner et al., 2012). In 

accordance, the presence of emotional components in business-to-business print advertising 

can be confirmed (Salander, 2010; Voeth and Niederauer, 2008). Conversely, little is known 

about if and how emotions experienced by buying centre members during the decision 

making processes and in relation to purchases are reflected employing emotional components 

in promotional tools. While interpersonal buyer-seller-communication allows an assessment 

of the buyer’s emotional information and for the salesperson to adapt accordingly (Drollinger 

and Comer, 2013; Wiatr Borg and Johnston, 2013), an adaptation of non-personal marketing 

messages to emotions experienced by organisational buyers in the context of purchasing 

decisions is yet unclear (Salander, 2010). In order to detect research findings which contribute 

to an understanding of intentional employment of emotionality in non-personal 

communicational tools, literature will be reviewed concerning emotions experienced by 

buyers in organisational purchasing situations and the use of emotional stimuli in business-to-

business print advertising. 
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EMOTIONAL CONTENT IN PROMOTIONAL BUSINESS-TO-BUSINESS 

COMMUNICATION 

 

To begin with, a clarification of terms seems necessary, since emotions in advertising are 

frequently used to express emotions evoked by advertising or even affective responses to 

advertising (e.g. Erevelles, 1998; Poels and Dewitte, 2006; Stewart, Morris and Grover, 

2007). However, emotional characteristics of advertising messages must be distinguished 

from the elicitation of emotions through advertising stimuli. The former are conveyors of 

emotions in advertising. They refer to the portrayal of emotions or emotion-laden components 

as part of the advertising execution and are termed emotionality in this paper (Salander, 

2010). Rather than focusing on the elicitation of emotion, emotionality delineates “what is 

happening in the film” (Agres, 1990, p. 7) and is used by others referring to advertising 

execution (Brader, 2006; Ray and Batra, 1983; Zeitlin and Westwood, 1986). 

 

Non-personal communication tools such as online and print advertising in trade journals are 

important in business-to-business marketing communications and are, in addition to personal 

forms of communication like selling and trade fairs, commonly used in organisational 

marketing (Backhaus and Voeth, 2010; Fuchs, 2012; Reinecke and Hoeft, 2012). 

Organisational customers rely on impersonal, commercial information sources like 

advertisements during early stages of the purchasing process and also when searching for 

alternative suppliers or when facing challenging purchase decisions (Johnston and Lewin, 

1996; Moriarty and Spekman, 1984). Marketing communications can build awareness of, and 

knowledge about, the business-to-business product and evoke brand preferences related to 

knowledge about the brand (Baumgarth, 2012; Gilliland and Johnston, 1997; Gupta, Melewar 

and Bourlakis, 2010; Lasogga, 1998; Mitchell and Olson, 1981). For example, positive 
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emotions experienced by the audience during exposure to films scenes with placement of 

business-to-business brands led to recall effects and cognitive responses (Lord and Gupta, 

2010). Despite these insights, technical or service advantages of industrial products and 

services are frequently seen as the main possibility to achieve differentiation in business-to-

business markets (Gawantka, 2006), even though informational business-to-business 

advertising is being regarded as more and more interchangeable (Kroeber-Riel and Esch, 

2011). Contrastingly, research indicates that intangible aspects of industrial offers such as 

reputation or low risks and emotional dimensions are important (McDowell Mudambi et al., 

1997; Michell et al., 2001; Shaw et al., 1989) and that advertising with primarily 

informational content fails to successfully build brands (Gilliland and Johnston, 1997; Heath 

et al., 2009) and is less effective in business terms than emotional content, even for more 

‘rational’ products (Geuens, de Pelsmacker and Faseur, 2011). However, several authors (e.g. 

Cutler and Javalgi, 1994; Turley and Kelley, 1997) refer to the former picture of the rational 

organisational buyer and recommend the use of rational appeals only. Hence, extensive 

research is required since communications research has largely neglected emotional 

components in business-to-business advertisements (Erevelles, 1998; Gilliland and Johnston, 

1997; Kroeber-Riel, 1980; LaPlaca and Katrichis, 2009; Young, 2006). 

 

Recent research indicates that business-to-business print advertising predominantly employs 

emotional stimuli like humour, trustworthiness/reliability and pride/success (Salander, 2010). 

The employment of emotional stimuli like trustworthiness and reliability or pride and success 

reflect their relevance in an organisational context (Lasogga, 1998; Schafmann, 2000; 

Zehetner et al., 2012). However, fear as an advertising stimulus does not play the role that 

others (e.g. Gelbrich, 2007; Naccarato and Neuendorf, 1998) attributed to it.  
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EMOTIONAL ELEMENTS IN ORGANISATIOAL BUYING AND SELLING 

 

Organisational purchasing targets the organisation’s needs and serves not individual 

consumption. However, in the business-to-business context buying decisions are determined 

by rational as well as emotional elements (e.g. Bagozzi, 2006; Bausback, 2007; Gelbrich, 

2007; Lynch and de Chernatony, 2007, 2004; Schafmann, 2000; Zehetner et al., 2012). 

Emotional motives in organisational decision-making can involve the need for friendship and 

social needs, for prestige and career security (Gelbrich, 2007; McPhee, 2002; Schafmann, 

2000; Webster and Keller, 2004; Weinberg, 1995). Accordingly, a successful communicative 

positioning of business-to-business brands could use emotional values such as a charismatic 

image, trustworthiness, tradition and security as well as rational values (Bausback, 2007).  

 

Organisational purchasing contains antecedent activities such as determining the supplier-

base, confirming a bidding competition, creating tools for managing buying activities, for 

minimising risks, for the evaluation and comparison of potential business partners, and finally 

forming contracts (Svahn and Westerlund, 2009, p.174), with accompanying feelings of 

happiness and excitement about challenging projects and anger and negative tension in cases 

of high-risk projects (Zehetner et al., 2012). The frequency of buyer-seller contact 

significantly affects the buyer’s perception of trust and expertise of the salesperson and 

credibility of the supplier can be supported by advertising (Belonax, Newell and Plank, 2007). 

Moreover, actively building trust reduces the vulnerability of buyer-seller relationship 

(Friend, Hamwi and Rutherford, 2011). Research indicates the importance of emotional 

aspects when evaluating suppliers and in establishing long-term supplier-relationships, 

specifically when organisational buyers miss rationality in terms of calculability and 

predictability (Zehetner et al., 2012, p. 224). Intrapersonal and interpersonal emotions 
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experienced by buying centre members during decision making processes have impact on 

buyer-seller relationships and include positive emotions like pride, empathy, emotional 

wisdom in terms of managing interpersonal relationships, and attachment, while negative 

emotions refer to social anxiety, guilt, shame, embarrassment, envy, and jealousy (Bagozzi, 

2006). The positive – negative dichotomy is also used by Zehetner et al. (2012), who 

observed feelings of personal and corporate success, pride and positive excitement as positive 

aspects of emotions perceived in organisational buying situations, and anger, annoyance, 

mistrust, nervousness and fear as negative aspects. In addition, the authors report emotional 

aspects found in organisational buying behaviour to be relevant for organisational selling in 

terms of supportive appeals in non-personal marketing communications. Thus, on one hand 

these insights shed a light on the role of emotions in organisational buying and selling, and on 

the other hand point out that the investigation of emotionality in business-to-business 

marketing communications, with a focus on print advertisements for products and services, 

deserves more attention. 

 

 

CONCLUSION AND EMERGING DIRECTIONS OF FUTURE RESEARCH 

In terms of intentional employment of emotional themes relevant to the target audience, this 

paper highlights the presence of emotionality in organisational purchasing and in business-to-

business promotional tools. However, the issue of matching emotionality in non-personal 

marketing communications with emotions perceived in organisational buying has previously 

received little attention. This is surprising, considering the importance of advertisements in 

the promotional mix of business-to-business marketing communications and the recognition 

of the relevance of emotions in organisational purchasing. Consequently, this paper postulates 

an agenda for future research addressing the following issues: 
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- More insight is needed to detect emotional techniques employed in business-to-

business print advertising and the type and style of stimuli used in emotion-laden 

advertisements.  

- How does emotionality in non-personal business-to-business marketing 

communications relate to emotions perceived in organisational buying situations, and 

how can business-to-business marketers identify them in accordance with their 

promotional concept? 

- Do different aspects of buyer-seller relationships like frequency of contact, duration of 

the relationship, interpersonal and intrapersonal emotions, and attachment affect the 

choice of advertising stimuli? 

- Does consistency of emotions experienced and emotional components displayed play a 

role in information processing? 

The substantial presence and relevance of emotions in organisational buying behaviour and in 

non-personal marketing communications call for future research, addressing emotions used in 

communication tools and emotions experienced during the buying process. Conclusively, the 

question of emotional stimuli that matter to organisational buyers and reflect their purchasing 

experience aims at understanding the strategic employment of emotionality and should be 

investigated systematically. 

 

 



8 

REFERENCES 

Agres, S.J. (1990). “Emotion in Advertising: An Agency Point of View”, in: Agres, S.J., Edell, 
J.A. and Dubitsky, T.M. (eds.): Emotions in Advertising: Theoretical and Practical 
Implications, Westport (Connecticut), London: Quorum Books, 3-18. 

Baaken, T., Kesten, T., Kliewe, T. and Pörner, R. (eds.): Business-to-Business Kommunikation. 
Neue Entwicklungen im B-to-B-Marketing, 2nd edn., Berlin: Erich Schmidt Verlag. 

Bagozzi, R.P. (2006), “The Role of Social and Self-Conscious Emotions in the Regulation of 
Business-to-Business Relationships in Salesperson-Customer Interactions”, Journal of 
Business and Industrial Branding, 21 (7), 453-457. 

Backhaus, K. and Voeth, M. (2010). Industrieguetermarketing, 9th edn., Muenchen: Vahlen 
Verlag. 

Baumgarth, C. (2012). Markenorientierung als Nucleus einer Erfolgreichen B-to-B-
Markenkommunikation, in: Baaken, T., Kesten, T., Kliewe, T. and Pörner, R. (eds.): Business-
to-Business Kommunikation. Neue Entwicklungen im B-to-B-Marketing, 2nd edn., Berlin: 
Erich Schmidt Verlag, 129-150. 

Bausback, N. (2007). Positionierung von Business-to-Business Marken. Konzeption und 
Empirische Analyse zur Rolle von Rationalität und Emotionalität, Wiesbaden: Deutscher 
Universitätsverlag. 

Belonax, J.T., Newell, S.J. and Plank, R.E. (2007). “The Role of Purchase Importance on Buyer 
Perceptions of the Trust and Expertise Components of Supplier and Salesperson Credibility in 
Business-to-Business Relationships“, Journal of Personal Selling and Sales Management, 27 
(3), 247-258.  

Brader, T. (2006). „Campaigning for Hearts and Minds“, London, Chicago: The University of 
Chigao Press. 

Cutler, B.D. and Javalgi, R.G. (1994). “Comparison of Business-to-Business Advertising: The 
United States and The United Kingdom”, Industrial Marketing Management, 23 (2), 117-124. 

Drollinger, T. and Comer, L.B. (2013). “Salesperson’s Listening Ability as an Antecedent to 
Relationship Selling”, Journal of Business and Industrial Marketing, 28/1, 50-59. 

Erevelles, S. (1998). “The Role of Affect in Marketing”, Journal of Business Research, 42 (3), 
199-215. 

Erevelles, S. and Fukawa, N. (2013). “The Role of Affect in Personal Selling and Sales 
Management”, Journal of Personal Selling and Sales Management, 33 (1), 7-24. 

Fill, C. (2006): Marketing Communications. Engagement, Strategies and Practice. 4th edn., 
Harlow: Pearson Education.  

Friend, S.B., Hamwi, A. and Rutherford, B.N. (2011). “Buyer-Seller Relationships within a 
Multisource Context: Understanding Customer Defection and Available Alternatives”, 
Journal of Personal Selling and Sales Management, 31 (4), 383-395. 

Fuchs, W. (2012): “Instrumente der B-to-B-Kommunikation”, in: Baaken, T., Kesten, T., Kliewe, 
T. and Pörner, R. (eds.): Business-to-Business Kommunikation. Neue Entwicklungen im B-to-
B-Marketing, 2nd edn., Berlin: Erich Schmidt Verlag, 13-35. 

Gawantka, A. (2006). Anbieterzufriedenheit in Industriellen Geschäftsbeziehungen: Das Beispiel 
Automobilindustrie, Wiesbaden: Deutscher Universitätsverlag. 

Geiger, S. and Finch, J. (2011). “Buyer-Seller Interactions in Mature Industrial Markets: Blurring 
the Relational-Transactional Selling Dichotomy“, Journal of Personal Selling and Sales 
Management, 31 (3), 255-268. 

Gelbrich, K. (2007). Innovation und Emotion. Die Funktion von Furcht und Hoffnung im 
Adoptionsprozess einer Technologischen Neuheit für die Kunststoffbranche, Goettingen: 
Cuvillier Verlag. 



9 

Geuens, M., De Pelsmacker, P. and Faseur, T. (2011). ”Emotional Advertising: Revisiting the 
Role of Product Category”, Journal of Business Research, 64 (4), 418-426.  

Gilliland, D.I. and Johnston, W.I. (1997). “Toward a Model of Business-to-Business Marketing 
Communications Effect”, Industrial Marketing Management, 26 (1), 15-29. 

Gupta, S., Melewar, T.C. and Bourlakis, M. (2010). “Transfer of Brand Knowledge in Business-
to-Business Markets: A Qualitative Study”, Journal of Business and Industrial Marketing, 25 
(5), 395-403. 

Heath, R.G, Nairn, A.C. and Bottomley, P.A. (2009). “How Effective is Creativity? Emotive 
Content in TV Advertising Does Not Increase Attention”, Journal of Advertising Research, 
49 (4), 450-463. 

Jodlbauer, H., Olhager, J. and Schonberger, R.J. (eds.): Modelling Value. Selected Papers of the 
1st International Conference on Value Chain Management, Heidelberg: Physica Verlag, 
Springer. 

Johnston, W.J. and Lewin, J.E. (1996). “Organizational Buying Behavior: Toward an Integrative 
Framework”, Journal of Business Research, 35 (1), 1-15. 

Kroeber-Riel, W. (1980). “Advertising through the Emotions – for Capital Goods too”, European 
Journal of Marketing, 14 (9), 37. 

Kroeber-Riel, W. (1984). “Emotional Product Differentiation by Classical Conditioning (With 
Consequences for the “Low-Involvement Hierarchy”)”, Advances in Consumer Research, 11, 
Thomas C. Kinnear (ed.): UT.: Association for Consumer Research, 538-543. 

Kroeber-Riel, W. and Esch, F.-R. (2011). Strategie und Technik der Werbung, 7th edn., Stuttgart: 
Kohlhammer. 

LaPlaca , P.J. and Katrichis, J.M. (2009). “Relative Presence of Business-to-Business Research in 
the Marketing Literature”, Journal of Business To Business Marketing, 16 (1&2), 1 – 22. 

Lasogga, F. (1998). Emotionale Anzeigen- und Direktwerbung im Investitionsgueterbereich: eine 
exploratorische Studie zu den Einsatzmöglichkeiten von Erlebniswerten in der 
Investitionsgueterwerbung, Frankfurt am Main: Peter Lang. 

Lord, K.R. and Gupta, P.B. (2010). “Response of Buying-Centre Participants to B2B Product 
Placements”, Journal of Business and Industrial Marketing, 25 (3), 188-195.  

Lynch, J. and de Chernatony, L. (2007). “Winning Hearts and Minds: Business-to-Business 
Branding and the Role of the Salesperson”, Journal of Marketing Management, 23 (1-2), 123-
135. 

Lynch, J. and de Chernatony, L. (2004). “The Power of Emotion: Brand Communication in 
Business-to-Business Markets”, Brand Management, 11 (5), 403-419. 

McDowell Mudambi, S., Doyle, P., and Wong, V. (1997), “An Exploration of Branding in 
Industrial Markets”, Industrial Marketing Management, 26 (5), 433-446. 

McPhee, N. (2002). “Gaining Insight in Business and Organisational Behaviour: The Qualitative 
Dimension”, International Journal of Market Research, 44 (1), 53-70. 

Michell, P.; King, J., and Reast, J. (2001). “Brand Values Related to Industrial Products”, 
Industrial Marketing Management, 30 (5), 415-425. 

Mitchell, A.A. and Olson, J.C. (1981). “Are Product Attribute Beliefs the Only Mediators of 
Advertising Effects on Brand Attitudes?”, Journal of Marketing Research, 18 (3), 318-332. 

Moriarty, R.T. and Spekman, R.E. (1984). “An Empirical Investigation of the Information 
Sources Used During the Industrial Buying Process”, Journal of Marketing Research, 21 (2), 
137-147. 

Mudambi, S. (2002). “Branding Importance in Business-to-Business Markets: Three Buyer 
Clusters”, Industrial Marketing Management, 31 (6), 525-533. 

Naccarato, J.L. and Neuendorf, K.A. (1998). “Content Analysis as a Predictive Methodology: 
Recall, Readership, and Evaluations of Business-to-Business Print Advertising”, Journal of 
Advertising Research, 38 (3), 19-33. 



10 

Paulssen, M. (2009). “Attachment Orientations in Business-to-Business Relationships”, 
Psychology and Marketing, 26 (6), 507-533. 

Poels, K. and Dewitte, S. (2006). “How to Capture the Heart? Reviewing 20 Years of Emotion 
Measurement in Advertising”, Journal of Advertising Research, 46 (1), 18-37. 

Ray, M.L. And Batra, R. (1983). “Emotion and Persuasion in Advertising. What We Do and 
Don’t Know About Effect”, Advances in Consumer Research, 10, Richard P. Bagozzi and 
Alice M. Tybout (eds.), Ann Abor, MI: Association for Consumer Research, 543-548. 

Reinecke, C. and Hoeft, U. (2012). “Die Fachzeitschrift in der B-to-B-Kommunikation”, in: 
Baaken, T., Kesten, T., Kliewe, T. and Pörner, R. (eds.): Business-to-Business 
Kommunikation. Neue Entwicklungen im B-to-B-Marketing, 2nd edn., Berlin: Erich Schmidt 
Verlag, 57-88. 

Salander, B. (2010). Emotionality in Business-to-Business Marketing Communications, PhD 
thesis, Northumbria University. 

Schafmann, E. (2000). Emotionen in Industriellen Kaufentscheidungen. Aachen: Shaker-Verlag. 
Shaw, J., Giglierano, J., and Kallis, J. (1989). “Marketing Complex Technical Products: The 

Importance of Intangible Attributes”, Industrial Marketing Management, 18 (1), 45-53.  
Shet, J.N. (1973). “A Model of Industrial Buyer Behavior”, Journal of Marketing, 37 (4), pp. 50-

56. 
Stewart, D.W., Morris, J. and Grover, A. (2007). “Emotions in Advertising” in: Tellis, G.J. and 

Ambler, T. (eds.) The Sage Handbook of Advertising. London, Thousand Oaks, New Delhi, 
Singapore: Sage, 120-134. 

Svahn, S. and Westerlund, M. (2009). “Purchasing Strategies in Supplier Relationship”, Journal 
of Business and Industrial Marketing, 24 (3/4), 173-181. 

Turley, L.W. and Kelley, S.W. (1997). “A Comparison of Advertising Content: Business-to-
Business Versus Consumer Services”, Journal of Advertising, 26 (4), 39-48. 

Voeth, M. and Niederauer, C. (2008). „Der Einsatz von Testimonials in der Business-to-Business 
Kommunikation“, transfer – Werbeforschung und Praxis, 2, 8-17. 

Webster, F.E. and Keller, K.L. (2004). ”A Roadmap for Branding in Industrial Markets”, Brand 
Management, 11 (5), 388-402. 

Webster, F.E. and Wind, Y. (1972).“A General Model for Understanding Organizational Buying 
Behavior”, Journal of Marketing, 25 (2), pp. 12-19. 

Weinberg, P. (1995). “Emotional Aspects of Decision Behavior. A Comparison of Explanation 
Concepts”, in: European Advances in Consumer Research, 2, Flemming Hansen (ed.): Provo 
UT: Association for Consumer Research, 246-250. 

Wiatr Borg, S. and Johnston, W.J. (2013). “The IPS-EQ Model: Interpersonal Skills and 
Emotional Intelligence in a Sales Process”, Journal of Personal Selling and Sales 
Management, 33 (1), 39-51.  

Young, L. (2006). “Trust: Looking Forward and Back”, Journal of Business and Industrial 
Marketing, 21 (7), 439-445. 

Zehetner, A., Engelhardt-Nowitzki, C., Hengstberger, B. and Kraigher-Krainer, J. (2012). 
“Emotions in Organisational Buying Behaviour: A Qualitative Empirical Investigation in 
Austria”, in: Jodlbauer, H., Olhager, J. and Schonberger, R.J. (eds.): Modelling Value. 
Selected Papers of the 1st International Conference on Value Chain Management, Heidelberg: 
Physica Verlag, Springer, 207-229. 

Zeitlin, D.M. and Westwood, R.A. (1986). “Measuring Emotional Response”, Journal of 
Advertising Research, 26 (5), 34-44. 

 
 


