Volume 4/Issue 11/ November 2026 International Journal of Modern Science and Research Technology

ISSN :2584-2706 DOI: https://doi.org/10.5281/zenodo.24098977

The Emotional Afterlife of Advertising: Post-
Exposure Mood, Brand Recall, Purchase Regret,
and Repeat Consumption

Md. Tahsin Sami
BBA Marketing, North South University

Abstract: Advertising effects may persist beyond exposure through changes in mood, brand memory, and subsequent
consumer decisions. Ad-evoked feelings contribute to brand evaluations, while advertising exposure can also serve a mood-
repair function. Emotional arousal and its fit with the advertisement shape memory, underscoring that recall is not a
uniform indicator of advertising effectiveness. Integrating research on post-consumption emotion and purchase regret,
this article frames the emotional afterlife of advertising as a temporal process linking post-exposure mood and brand
recall with regret and repeat-consumption intentions. The framework highlights the need to distinguish immediate
affective responses from delayed evaluations when assessing how advertising may relate to later consumer behavior.
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L INTRODUCTION

Advertising research has often treated emotion as an immediate response that shapes advertisement attitude, brand evaluation, or
purchase intention. A longer view asks what remains after exposure: whether affect persists into memory retrieval, changes the
interpretation of a later purchase, and influences subsequent consumption. Large-scale evidence shows that ad-evoked feelings
affect brand evaluations through both direct routes and changes in attitude toward the advertisement, with stronger effects for
hedonic than utilitarian products. The emotional afterlife therefore connects three episodes: exposure, purchase and consumption.

Defining Post-Exposure Mood Across Advertising, Purchase, and Consumption Episodes

Post-exposure mood refers here to the affective state carried forward from an advertisement or its surrounding context into a later
judgment or behavior. It differs from emotion depicted in an advertisement, because depicted emotion is a stimulus property
whereas mood is the viewer’s experienced state. This distinction matters because positive mood can induce imagery-based
processing, while negative mood can increase attention to specific claims [2]. After purchase, mood is further reconstructed
through consumption, payment, comparison with alternatives, and perceived confirmation of expectations. Delayed assessments
can therefore diverge from immediate assessments: excitement for hedonic products may intensify, whereas confidence associated
with utilitarian products may fade [1].

Research Questions Linking Mood Persistence to Recall, Regret, and Repetition

The literature supports three linked questions. First, when does affect improve brand accessibility, and when does emotional
intensity distract from brand encoding? Second, can advertising-generated mood alter regret by changing how consumers compare
the chosen product with foregone alternatives? Third, under what conditions does a positive or negative residue affect repeat
consumption rather than merely an immediate intention?[2] These questions require temporal designs because immediate recall,
delayed evaluation, post-consumption emotion, and later repurchase are distinct endpoints. They also require separating
advertising exposure from actual brand experience, since experience, trust, attachment, and satisfaction can independently shape
recall and loyalty [3], [4].

Emotional Advertising and the Formation of Brand Memory

Valence, Arousal, and Emotional Fit as Predictors of Advertisement Recall

Valence and arousal should be treated as separable dimensions of advertising affect. Positive feeling can improve advertisement
and brand attitudes, but high arousal can consume attentional capacity and weaken immediate brand encoding. During emotionally
intense sports programming, strong program reactions inhibited recall of advertisements and brands, a pattern consistent with
intensity-based accounts of attention [5]![6] This does not establish that emotional advertising is generally poorly remembered. A
review of recall evidence concludes that well-executed emotional commercials can perform well, particularly when retrieval cues
match their experiential content [7].
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The timing of the memory test changes the observed effect. Across three experiments, arousal communicated in an advertisement
inhibited immediate memory but enhanced delayed memory when the arousal fit the advertising claim; arousal that was
incongruent with the claim did not produce this pattern [8]. Fit therefore supplies a boundary condition. A dramatic execution for
a dramatic claim can organize encoding around the advertised meaning, whereas unrelated excitement may be remembered as
entertainment without strengthening the brand trace. Emotional fit also concerns product meaning. Emotional appeals performed
better for some product types than others, but the evidence did not show harmful effects for the tested categories when appeals
were product-congruent [9].

The relationship between affect and attitude is similarly mediated by execution. For emotional formats, increasing positive
feelings and reducing negative feelings improved perceived advertising credibility, which then affected advertisement and brand
attitudes [10]. Emotional responses can therefore support memory indirectly by increasing engagement and favorable processing,
but the evidence does not justify treating emotional intensity as a universal memory enhancer. A small free-recall study reported
stronger recall for negative and high-intensity appeals [11], yet its student sample and limited design do not resolve the broader
conflict between immediate distraction and delayed consolidation.[12]

Explicit, Implicit, and Low-Attention Memory Pathways

Explicit memory requires deliberate retrieval of a brand, claim, or advertisement. Implicit memory appears in facilitated
responses or accessibility without a conscious report of remembering. Emotional advertising may leave a trace that is accessible
but insufficiently diagnostic for explicit attribution. Experiments using an accessibility and diagnosticity framework found that
emotional appeals exerted a larger effect on implicit than explicit memory, although intense emotion improved explicit
performance when the emotional experience was diagnostic of the advertised product [13]. This distinction explains why
emotional advertising may influence preference without producing confident unaided recall.

Low attention does not imply absent processing. Affective advertising can operate at relatively low attention and may be
underestimated by claimed-awareness measures when effectiveness is inferred only from recall [14]. Divided attention and delay
impair explicit retrieval, whereas implicit retrieval is more resistant to both conditions [15]. Recognition, response latency, choice,
and brand preference can therefore reveal effects that free recall misses. The measurement consequence is substantive: an
advertisement may establish a feeling or accessibility cue that later guides choice without being retrievable as a verbal episode.
[16]

The retrieval task must also match the encoded representation. Emotional commercials often contain characters, settings, music,
and narrative transitions rather than product facts. Free recall or executional cues can consequently recover more information than
category-based questions, which may favor semantic rather than episodic retrieval [13]. Recall should therefore be interpreted
alongside recognition and implicit measures rather than treated as a single sufficient index. The evidence supports a dual-pathway
account in which conscious memory depends on accessibility and diagnosticity, while automatic influence depends more heavily
on accessibility.

Attention Capture, Brand Familiarity, and Prior Usage as Memory Moderators

Attention is allocated unevenly across an advertisement. Eye-tracking analysis of 1,363 print advertisements tested with more than
3,600 consumers found that pictorial elements captured attention strongly, text attracted attention in proportion to surface area,
and brand elements transferred attention toward other elements [17]. These findings imply that attention to an appealing image
does not guarantee attention to the brand. Brand visibility must be integrated with the execution rather than appended after
emotional engagement has occurred. [18]

Prior familiarity changes the value of repetition and attention. Two experiments using television and Internet advertising found
that repeated exposure to an unfamiliar brand produced declining effectiveness, whereas familiarity postponed wearout; negative
thoughts about tactic inappropriateness were especially associated with repetition for unfamiliar brands [19]. Prior use also
changes the attention-recall relationship. Infrared eye-tracking across nearly 700 participants and 64 video executions showed
similar levels of visual attention among users and non-users, but greater attention improved recall among light and non-users and
not among heavier users [20]. Existing users may retrieve the brand from established knowledge, reducing the marginal memory
benefit of additional visual attention. [21]

Brand awareness can also condition attitude change. In fashion sportswear advertising, emotional strategies produced greater
attitude change than informational strategies, while the direction of change depended on brand awareness [22]. Survey evidence
further indicates that exposure more strongly establishes recall for fast-moving consumer goods, whereas personal experience
matters more for durable goods, with brand trust mediating both relationships [3]. Memory is thus jointly formed by executional
affect, attention, familiarity, and accumulated usage. This provides the basis for examining how the same emotional trace can be
reinterpreted after time has passed.
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Time, Mood Shifts, and the Delayed Reinterpretation of Advertising

Immediate Versus Delayed Effects of Mood on Brand and Extension Evaluations

Mood affects the style through which consumers elaborate advertising and brand information. Positive mood encourages relational
processing, linking a product to a broader brand meaning, whereas negative mood encourages item-specific processing. Two
experiments found that positive mood generated more favorable evaluations of brand extensions and extension fit immediately
after exposure and after a one-week delay [23]. The persistence of the effect indicates that mood can influence the structure of
encoded knowledge rather than merely biasing an immediate rating.

A similar temporal distinction appears in imagery advertising. Positive preexisting mood increased positive affect, encouraged
mental imagery, and improved brand attitudes; negative mood reduced imagery but promoted more detail-oriented processing and
more accurate memory for specific claims [2]. These outcomes are not equivalent. Positive mood may support broad brand
evaluation while negative mood can preserve claim-level information. The effect of a mood state therefore depends on whether
the endpoint is extension fit, attitude, claim memory, or later choice. [24]

The delay itself can change the emotional meaning of consumption. In experiments involving cellphone purchases and biscuit
consumption, higher-hedonic products generated excitement and cheerfulness that intensified over time, while utilitarian products
generated confidence and security that gradually weakened [1]. Delayed evaluation is therefore not a noisier version of immediate
evaluation. It can reflect consolidation, reinterpretation, fading affect, and the accumulation of consumption evidence.

Emotional Transitions Within Advertisements and the Placement of Positive Affect

An advertisement’s emotional trajectory can matter as much as its final valence. A negative-to-positive transition produced greater
recall of both brand and advertised information than a neutral-to-positive transition or an advertisement without an emotional shift
[25]. A second study reproduced the effect in a buyer-seller encounter, where the seller’s facial expression changed from negative
to positive. The transition may provide a distinctive episodic boundary and make the positive resolution more diagnostic than an
uninterrupted positive presentation.

This finding qualifies simple advice to place positive affect at the beginning or throughout an execution. Positive resolution may
be particularly memorable when it follows an identifiable negative state, but the mechanism remains tied to recall rather than
demonstrated repurchase. Emotional transitions can also influence brand evaluation through transfer. In a factorial experiment
involving valence, arousal, and brand attitude, an unfamiliar positive brand placed in a highly arousing positive scene produced
the greatest purchase intentions, while valence affected brand attitude and purchase intention more generally [26]. The execution
must therefore connect the emotional shift to the brand rather than leave the affect attached to the surrounding scene. [27]

Advertising Repetition, Wearout, and the Reversal of Annoyance Over Time

Repeated advertising demonstrates why immediate affect is an incomplete performance criterion. A field study found greater
annoyance with a frequently advertised brand at the time of exposure but greater preference for that brand several weeks later. A
longitudinal online experiment attributed the reversal to decay in annoyance while brand memory remained relatively stable; the
reversal occurred when the product category became relevant at the later consideration point [28]. Repetition can therefore
produce an adverse short-term mood residue and a favorable delayed accessibility effect.

Familiarity changes the timing of this process. For unfamiliar brands, repeated exposure can trigger thoughts that the tactic is
inappropriate and reduce effectiveness, while familiar brands experience postponed wearout [19]. The two findings are compatible
because annoyance, memory stability, familiarity, and category relevance need not change at the same rate. A brand may be
disliked during an exposure burst yet remain cognitively available when a purchase occasion arises. Longitudinal measurement
must consequently record both affect and memory at multiple intervals rather than infer delayed preference from immediate
irritation. [29]

Post-Purchase Emotion: Regret, Mood Repair, and the Reconstruction of Consumption Experience

Purchase Regret, Foregone Alternatives, and Post-Consumption Emotional Change

Purchase regret arises when consumers compare the chosen option with a foregone alternative and judge the decision
unfavorably. It is therefore distinct from dissatisfaction with product performance alone. In a study of online shoppers, satisfaction
and regret predicted post-purchase behaviors differently: regretting consumers were less inclined to repurchase and more likely to
switch, while online reviews were associated with satisfied rather than regretting shoppers [30]. A cross-sectional study of
purchases made under a steadily increasing discount strategy similarly found that alternative attractiveness and price
consciousness were associated with greater regret, and regret harmed repurchase intention [31].

Mood at the decision point can alter the comparison process. Experimental evidence indicates that negative mood increases

variety seeking and regret; when consumers later find that a switched-to brand performs worse, loyalty to the original brand can
increase [32]. This pattern suggests two temporal consequences. Regret can initially encourage switching or reduce repurchase,
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yet a disappointing alternative can generate comparative revaluation of the original brand. Loyalty is therefore not a direct
opposite of regret; it can emerge after regret has supplied information about the quality of alternatives.[33]

Consumer-brand identification moderates this process. Scenario experiments involving participants’ favorite brands found that
identification attenuated regret’s negative effects on satisfaction and behavioral intentions, reduced behavioral regret coping, and
strengthened the association between satisfaction and repurchase or recommendation intent [34]. Identification appears to provide
a favorable interpretive frame through which an unfavorable purchase outcome is regulated. It does not remove the comparison
with the foregone brand, but it can reduce the likelihood that regret becomes switching.

Advertising can enter this reconstruction after consumption. Experiments on post-experience advertising found that false cues,
when undetected, were processed similarly to truthful cues and could influence recollection of prior product experience [35]. The
implication is not that advertising determines every memory of consumption. Rather, advertising may supply imagery or
interpretive material that becomes incorporated into later recollection, especially when the original experience is ambiguous or
retrieval is reconstructive. Evaluations of the product can thus reflect both what was consumed and how the experience was
subsequently represented.

Mood Management Through Consumption and Advertising-Induced Mood Repair

Consumption may be selected as a strategy for managing an existing affective state. A model of advertising and consumer
emotion management found that favorable responses to an advertisement for a hedonic product improved advertisement attitudes,
encouraged hedonic rationalizations, and increased behavioral intentions; guilt associated with purchasing or consuming the
product was also mitigated [36]. The advertisement therefore affects more than product appraisal. It can make an anticipated
consumption episode seem emotionally appropriate and reduce an obstacle to action. [37]

Mood repair can occur through the media context as well as the advertisement. Research on exposure to advertising after negative
news examines advertising as a possible means of repairing the affective consequences of the preceding content [38]. The broader
implication is that incidental mood and ad-evoked feeling may combine. A positive execution may be evaluated differently after
distressing content than after an already pleasant program, and the resulting response may reflect relief, repair, persuasion, or all
three.

Preexisting mood also changes processing. In a study using induced positive and negative moods, positive mood produced more
favorable attitudes toward advertised products and stronger intentions to try them [39]. Yet mood does not uniformly increase
persuasion. Forewarning of persuasive intent produced negative attitudinal effects regardless of prior attitude or affect intensity,
and participants with already negative brand attitudes were not influenced by ad-induced affect [40]. Mood repair is therefore
conditional on perceived intent, prior evaluation, and the consumer’s willingness to treat the advertisement as a source of
emotional experience.

The discrete emotion matters as well. In environmental advertising, gain framing elicited hope and loss framing elicited guilt; both
emotions improved attitudes toward the cause, but only hope improved attitudes toward the company [41]. This distinction
cautions against treating all positive or negative affect as interchangeable. Hope may connect the consumer to an organization,
whereas guilt may remain directed toward the social issue. Emotional residue can consequently travel to different objects
depending on the appraisal embedded in the execution. [42]

Price Promotions, the Pain of Payment, and Delayed Consumption Experience

Price promotions alter the emotional meaning of consumption through two opposing mechanisms. A discount can improve mood
and reduce the pain of payment, but it can also reduce attention during later consumption by weakening the perceived need to
recover the expenditure. Four experiments involving real spending and consumption found that discounts increased enjoyment
when consumption followed payment immediately, whereas the pattern reversed when consumption was delayed [43]. The result
separates immediate payment affect from later experiential attention.

This temporal reversal has implications for advertising that frames a promotion as emotional relief. A positive advertisement may
make the deal feel rewarding at purchase, yet the resulting consumption experience can be weaker if delay reduces engagement.
Conversely, a full-price purchase may carry greater payment pain but also sustain attention to the product during later use. The
relevant outcome is not simply perceived value at checkout; it is the sequence from payment, waiting, consumption, and
retrospective evaluation.

The same logic applies to regret. If a delayed experience fails to justify the purchase, consumers may reinterpret the promotion as
evidence of low value or a missed alternative. If consumption is enjoyable, the deal may become a positive autobiographical cue.
Advertising and pricing therefore interact with temporal distance, and post-purchase research should measure emotion at payment
and consumption rather than collapse them into one satisfaction score. These processes connect mood repair and regret to the
repeated-use question, because the memory of enjoyment or disappointment becomes a basis for the next choice. [44]
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From Emotional Response to Repeat Consumption and Brand Loyalty

Brand Attachment, Trust, Affective Commitment, and Loyalty Formation

Brand loyalty includes repeated purchase and favorable attitudinal commitment, which are related but distinct outcomes.
Aggregate evidence from 107 brands found that brand trust and brand affect jointly predicted purchase loyalty and attitudinal
loyalty after product- and brand-level controls; purchase loyalty was associated with market share, while attitudinal loyalty was
associated with relative price [45]. Advertising affect can therefore contribute to loyalty, but the route generally runs through trust,
affect, satisfaction, and accumulated experience rather than through exposure alone.

Brand attachment gives emotional response a more durable relational form. Field research in wine tasting rooms found that store-
evoked pleasure and arousal affected brand attachment through satisfaction, and attachment was associated with loyalty and
willingness to pay a price premium [46]. A follow-up experiment in juice bars supported the interaction between affective
environment, brand personality, and consumer personality. These results indicate that emotional response is more likely to persist
when the consumption setting confirms the brand’s personality and produces satisfaction.

Brand love, trust, and commitment provide related mechanisms. Among buyers of Toyota, Ford, and Renault, attachment was
positively related to brand love, while brand love reinforced trust, interest in continuing the relationship, and faith in the brand’s
future [47]. Survey evidence across cars, laptops, and sneakers found that brand experience affected loyalty through affective
commitment rather than through a direct experience-to-loyalty path [48]. Emotional advertising may initiate a relationship, but
repeated use and credible performance determine whether the relationship becomes commitment. [49]

Regret, Variety Seeking, and Repurchase Intentions

Regret can interrupt loyalty by making an alternative salient. The immediate response may be switching, reduced repurchase
intention, or reluctance to recommend, particularly when the alternative seems attractive [30], [31]. Negative mood can intensify
this process by increasing variety seeking and post-choice regret [32]. Variety seeking should therefore be distinguished from
simple disloyalty. A consumer may switch because of exploratory motivation, then return after the alternative performs poorly.

Identification protects against some consequences of regret, but it does not make performance irrelevant. Consumers who strongly
identify with a brand can regulate regret more favorably, preserving satisfaction and repurchase intentions [34]. This protective
effect suggests that loyalty includes an interpretive component: the same disappointing outcome can be explained as an isolated
failure by one consumer and as evidence of a bad brand choice by another. Advertising can influence the available explanation by
strengthening identity, trust, or expectations before use.

Expectation confirmation remains a central bridge. In online retail, price transparency, service quality, and firm sincerity were
associated with satisfaction, whereas firm sincerity was the only characteristic associated with regret in the reported model [30]. In
mobile advertising, involvement and interactivity contributed to perceived usefulness and satisfaction, which mediated product
loyalty [50]. Emotional response may attract attention and create approach motivation, but repurchase depends on whether the
subsequent interaction confirms what the advertising led consumers to expect.

Brand Experience as the Bridge Between Advertising Affect and Repeated Use

Brand experience encompasses sensory, affective, intellectual, and behavioral responses to brand-related stimuli, including
communications, packaging, design, and environments [4]. This construct links advertising residue with actual use because it
treats communication as one element in a wider stream of brand contact. Six studies established the measure as distinct from
brand evaluation, involvement, attachment, delight, and personality, while also linking experience to satisfaction and loyalty [4].
Adpvertising affect is therefore best interpreted as an antecedent or component of experience, not as a substitute for it.

Smartphone evidence supports this mediated pathway. Among 278 users in Lebanon, experiential brands generated loyalty
through passion, self-brand connection, and affection [51]. Social media evidence likewise found that marketing activities were
associated with sensory, affective, behavioral, and intellectual experience, which in turn related to continued usage and brand
loyalty among 309 respondents [52]. These survey designs establish patterned associations but cannot demonstrate that an
advertising-induced mood caused later use.

The experience bridge also explains why an emotionally strong advertisement can fail. If the consumption episode contradicts the
promised feeling, regret or distrust may replace attachment. If the episode confirms the emotional expectation, satisfaction can
consolidate the brand memory and increase commitment. Advertising evaluation should therefore follow consumers beyond
exposure, recording whether the expected affect appears during use, how it is remembered later, and whether the next purchase
occurs. That sequence distinguishes emotional persuasion from emotional loyalty. [53]

Boundary Conditions in the Emotional Afterlife of Advertising

Product Category, Service Type, and Hedonic Versus Utilitarian Consumption

Product category changes both the strength and meaning of advertising affect. Analysis of 1,070 television commercials, 1,576
consumer responses, and more than 150 product categories found that ad-evoked feelings affected brand evaluations directly and
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through advertisement attitude, with stronger effects for hedonic products than utilitarian products [54]. The effects did not
depend on involvement, durability, service status, or whether the product was a search or experience good. Category differences
therefore concern affective diagnosticity rather than a simple emotional versus rational division.

Experiments on four product types found that emotional advertising was more effective for some categories, but did not produce
negative effects when appeals were product-congruent [9]. Service research gives a sharper distinction: emotional appeals
generated higher purchase intention for experience services such as restaurants, whereas rational appeals were more effective for
credence services such as dentists, airlines, or hospitals [55]. High affect-intensity individuals responded more favorably to
emotional appeals, strengthening the need for consumer-level matching.

Consumer Mood, Affect Intensity, Brand Identification, and Persuasion Knowledge

Preexisting mood changes the processing mode brought to the advertisement. Positive mood encourages imagery and broad
evaluation, while negative mood encourages analytic attention to claims [2]. Affect intensity further moderates appeal fit: high-
intensity consumers showed more favorable brand responses to emotional advertising, while rational appeals did not produce
comparable differences [55]. The same execution can therefore generate different memory and attitude outcomes without any
change in its content.

Brand identification can protect positive evaluations and reduce damage from negative advertising. Online experiments found that
highly identified consumers evaluated positive advertising more favorably and were less harmed by negative advertising, whereas
weakly identified consumers were more likely to share negative content [56]. Identification also attenuated the effects of purchase
regret [34]. Prior relationship strength thus moderates both the encoding of advertising and the later interpretation of consumption.
Persuasion knowledge introduces another boundary. In an advergame experiment with 127 participants, disclosure activated
persuasion knowledge, increasing brand recall but producing more negative game and brand attitudes; the mediated effect
appeared among participants in positive moods, whereas negative-mood participants were already processing critically [57].
Emotional positivity can therefore increase openness while also making a disclosure more consequential.

Executional Contexts: Television, Mobile, Social Media, Advergames, and Brand Placement

Media context determines attention, agency, and retrieval. Television studies show that emotional programming can compete with
advertisements for attention [5], while eye-tracking work demonstrates that visual elements distribute attention unevenly [17].
Mobile advertising adds personalization, involvement, and interactivity, with perceived usefulness and satisfaction mediating
product loyalty [50]. Social media adds sharing and community participation; emotional and rational brand experiences both
predicted loyalty and awareness among luxury-fashion followers [58].

Advergames embed persuasion in play, making disclosure and mood especially relevant [57]. Brand placement embeds the
product in an emotional scene, where arousal and valence can transfer from the surrounding narrative [26]. These formats differ in
interruption, control, social visibility, and memory retrieval. A single estimate of “emotional advertising effectiveness” cannot
represent these distinct exposure conditions, so temporal studies should identify the medium and the consumer’s activity during
exposure. [59]

How the Evidence Has Been Generated: Experimental, Field, Survey, and Attention-Based Approaches

Controlled Experiments on Valence, Arousal, Timing, Regret, and Repurchase

Controlled experiments provide the clearest tests of emotional causation. Mood induction experiments manipulate positive versus
negative states before exposure and measure attitudes, intentions, imagery, or claim memory [2], [39]. Advertising experiments
independently vary valence, arousal, emotional fit, or emotional transition, allowing researchers to distinguish the effect of
intensity from the effect of message meaning [8], [25]. Delay experiments then test whether immediate effects survive or reverse
after hours, days, or a week [1], [23].

Experimental work also captures post-purchase mechanisms. Real spending and consumption experiments show that the effect of
a discount reverses when consumption is delayed [43]. Scenario manipulations test whether brand identification changes
responses to regret [34]. These designs support mechanism claims, but many use short exposures, hypothetical decisions, student
samples, or brief follow-up periods. Their behavioral outcomes often remain intentions rather than observed repeat purchases.

Large-Sample Commercial, Field, and Administrative Evidence

Commercial and field evidence improves external validity. The television-commercial database spanning 1,070 executions and
1,576 consumers shows that ad-evoked feelings predict brand evaluation across many categories [54]. A field study of wine
tasting rooms connects naturally occurring store affect with satisfaction, attachment, loyalty, and willingness to pay [46]. The
repetition study combines a field design with longitudinal online experiments, showing that annoyance and preference follow
different time courses [28].

Survey and administrative-style evidence extends the outcome range but is mainly associational. Models using 367 online
shoppers, 278 smartphone users, 309 social-media respondents, and 107 brands connect satisfaction, experience, commitment,
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trust, or attachment with loyalty-related outcomes [30], [45], [51], [52]. These studies provide broad structural patterns, yet cross-
sectional measurement cannot determine whether mood preceded loyalty, resulted from it, or was confounded by prior usage. The
strongest evidence will combine commercial scale with temporal and behavioral measurement. [60]

Eye Tracking, Explicit Recall, Implicit Memory, and Self-Reported Emotion as Complementary Measures

The main methods capture different stages of the proposed process:

Method Primary endpoint Main contribution Limitation
Eye tracking Fixations and visual attention Identifies attention Attention does not guarantee
allocation across brand, encoding

text, and pictorial
elements [17]

Explicit recall Deliberate retrieval Measures accessible Sensitive to delay, divided
and diagnostic brand or attention, and retrieval cue
claim memory [7]
Implicit memory Automatic accessibility Detects effects that Does not identify conscious
survive low attention or source memory

weak conscious
recollection [15]

Self-report emotion Experienced valence and Measures mood, Vulnerable to demand and
arousal feeling, guilt, hope, or retrospective reporting
satisfaction [41]
Behavioral purchase data Choice, repurchase, or Establishes practical Often lacks direct measurement of
switching consequences beyond ad-evoked mood

intention [30]

Eye tracking, recall, implicit tests, self-report, and purchase records should therefore be treated as complementary rather than
interchangeable. Eye-tracking research involving nearly 700 participants and 64 video executions shows why attention must be
modeled as a moderator of recall rather than as recall itself [20]. A multimethod design can test whether mood changes attention,
whether attention changes explicit and implicit memory, and whether either memory pathway predicts regret or repeated
consumption. That sequence is necessary for evaluating advertising’s emotional afterlife rather than its immediate persuasive
response.

Synthesis: A Dynamic Pathway from Ad-Evoked Emotion to Recall, Regret, and Repeat Consumption

Integrating the Stimulus—Organism—Response, Affect Transfer, Regret, and Memory Perspectives

The evidence supports a dynamic pathway in which advertising stimuli alter affect, affect changes attention and memory
accessibility, and these traces influence later evaluation after consumption. Within the Stimulus—Organism—Response (S-O-R)
framework, executional features constitute stimuli, experienced emotion and processing constitute organismic states, and brand
evaluation, purchase, regret, or repurchase constitute responses. Emotional responses can affect brand evaluation directly and
indirectly through attitudes toward the advertisement, with stronger effects for hedonic than utilitarian products [54]. The pathway
therefore extends beyond immediate persuasion: an advertisement may remain consequential when its explicit content is forgotten
but its affective accessibility persists. [61]

Affect transfer explains why feelings generated by a program, scene, store, or advertisement can become associated with a brand.
Yet transfer is conditional. Positive and negative advertising emotions influence attitudes through distinct cognitive routes, while
emotional and informational executions depend on different credibility and feeling judgments [10]. Memory research adds a
temporal distinction: arousal can inhibit immediate memory while enhancing delayed memory when it fits the claim [8].
Emotional appeals may also produce stronger implicit than explicit memory, particularly under delay or divided attention, because
implicit accessibility survives conditions that impair deliberate retrieval [15].

The post-purchase stage introduces regret theory and reconstructive memory. Regret arises through comparison with foregone
alternatives and can reduce satisfaction, switching, and repurchase intention [30], [31]. Consumer-brand identification attenuates
these effects by regulating regret and reducing behavioral coping [34]. Advertising can also modify how prior consumption is
remembered when later cues alter reconstructed experience [35]. Repeat consumption consequently depends on the interaction of
remembered affect, actual product experience, alternative comparisons, and relationship strength rather than on exposure alone.
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Comparative Evidence Matrix of Emotional Inputs, Temporal Outcomes, and Moderators

The literature compares emotional inputs across distinct endpoints rather than measuring one unified afterlife. The matrix below
makes those differences explicit.

Emotional input or condition Immediate outcome Delayed outcome Moderator or boundary
Positive or negative ad More favorable brand Not directly established Hedonic products show stronger
feelings evaluations through effects [54]

direct and ad-attitude
pathways [54]

Arousing appeal Weaker immediate Stronger delayed Claim-arousal fit
memory memory when arousal
fits the claim [8]
Negative-to-positive Greater brand and Persistence was tested Placement of positive affect
emotional shift message recall through recall rather than
repurchase [25]
Repeated exposure Greater annoyance Preference can rise after Later category relevance

during exposure [28] several weeks as

annoyance decays and
memory remains

Purchase regret Lower satisfaction and | Switching becomes more Brand identification [34]
repurchase intention [30] likely
Hedonic consumption affect Excitement and Intensifying positive Product hedonicity and delay [1]
cheerfulness emotion and loyalty
Discounted purchase Greater enjoyment after Lower enjoyment when | Attention and payment-consumption
immediate consumption consumption is delayed interval [43]

These findings resist a single valence rule. Positive affect commonly improves evaluation, but negative or mixed emotion can
increase diagnostic recall when it creates distinctive transitions or claim-relevant arousal [8], [25]. Repetition likewise has
opposite effects across time: annoyance is contemporaneous, whereas preference may improve later if the category becomes
relevant [28]. The evidence is therefore more consistent with time-dependent accessibility and evaluation than with a stable
immediate-to-later effect.

Conceptual Pathway Diagram: Exposure, Mood Carryover, Memory Accessibility, Post-Purchase Evaluation, and Loyalty
The proposed pathway distinguishes felt mood from stored memory and from the later consumption experience. Prior usage,
attention, product category, identification, and consumption delay can modify transitions between stages [9], [20], [34], [43].
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The diagram implies several testable routes. Mood may carry forward directly into purchase and consumption, or indirectly by
changing the accessibility and interpretation of brand memory. Affective brand experience then converts episodic responses into
attachment, commitment, and loyalty; surveys of smartphones, cars, laptops, and sneakers associate experience with emotional
attachment or affective commitment before loyalty emerges [48], [51]. The strongest synthesis is thus a conditional chain:
advertising affect creates an opportunity for later influence, but actual repeat consumption requires congruent memory,
satisfactory experience, and manageable regret.

Research Gaps and Future Tests of Advertising’s Emotional Afterlife

The Missing Longitudinal Link Between Post-Exposure Mood and Actual Repeat Consumption

The central empirical gap is the absence of a sustained, person-level test connecting post-exposure mood to observed repeat
purchasing. Existing studies establish immediate attitudes, delayed recall, later extension evaluations, or repurchase intentions, but
these endpoints remain separated. The delayed mood studies show that hedonic excitement can intensify while utilitarian
confidence fades, with corresponding changes in loyalty judgments [1]. Repetition research similarly follows annoyance and
preference across time, yet it does not measure the intervening mood state and actual transactions together [28]. Future panels
should collect mood immediately after exposure, memory at multiple delays, consumption evaluations, and verified purchases
over subsequent category-relevant occasions.

Separating Advertising Effects from Preexisting Mood, Brand Experience, and Consumption Context

Causal attribution is difficult because mood precedes advertising, brand experience precedes exposure, and consumption context
shapes both affect and recall. Preexisting positive mood increases imagery processing and brand attitudes, whereas negative mood
supports more detail-oriented claim processing [2]. Prior brand usage also changes how visual attention translates into recall,
particularly among light and non-users [20]. Researchers should therefore randomize advertising valence and arousal while
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measuring baseline mood, affect intensity, brand identification, prior usage, category involvement, and contextual relevance.
Multilevel models can separate within-person mood changes from between-person differences in loyalty.

Needed Multimethod Designs Combining Physiological, Behavioral, Memory, and Purchase Data

A stronger design would combine self-reported valence and arousal with facial, cardiovascular, or other physiological indicators,
eye tracking, explicit recall, implicit accessibility, experience sampling, and transaction records. Eye tracking identifies allocation
of attention but does not establish encoding, while implicit memory can persist when explicit retrieval fails [15], [17]. A
preregistered field experiment could randomize exposure frequency and emotional execution, measure mood before and after
exposure, test memory after delays, and link participants to consented purchase data. Mediation models should compare direct
mood carryover with memory-mediated and experience-mediated paths, while qualitative prompts can identify regret, mood
repair, and reconstructed consumption narratives.

II. CONCLUSION

Conclusion: Why the Emotional Residue of Advertising Matters Beyond Immediate Persuasion

Implications for Advertising Evaluation, Creative Strategy, and Consumer Research

Adpvertising evaluation should treat immediate attitude and delayed memory as distinct outcomes, then connect both to
consumption and loyalty. Emotional execution can improve brand evaluation, but arousal, fit, attention, repetition, product
relevance, and prior usage determine whether affect becomes accessible memory or transient reaction. Creative testing should
therefore include delayed implicit and explicit memory, post-exposure mood, and category-relevant behavioral measures rather
than relying on same-session recall alone. Researchers should also assess regret and reconstructed experience, because advertising
may influence how consumers interpret consumption after purchase. The practical question is not whether an advertisement is
remembered immediately, but whether its emotional residue remains available when consumers choose, consume, compare, and
decide whether to return.
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