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Abstract 
Emotions are automatic, and cannot be evaluated as such emotional buying is synonymous with 
irrational thinking which is dangerous to every individual and organization. As rational beings, 
economists and business managements are concerned with acquisition of items with the highest 
contribution to concrete benefits and returns on investments hence the desire of every 
management is to invest wisely for the achievement of the overall benefit of the organization and 
the stakeholders. This paper, using relevant literature, revealed that emotional buying is driven 
by sentiments and negates business ethics. It also revealed that emotional buying does not always 
give satisfactory results but supplies speedy results. The paper recommends that it is most 
appropriate to adhere to already structured buying compass to avoid confusion in the market 
place and that, while certain individuals can indulge in emotional buying motives, organizations 
should resist the urge and consistently exhibit competitive tendencies in acquisition and 
utilization of resources.  
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Emotional buying is acquisition based on infatuation, irrespective of its 
economic consequences. Emotional buying is exhibited by both individuals and 
organizations at different times for different personal reasons for the satisfaction of 
perceived indescribable benefits hence, emotional buying can be defined as acquisition 
of products and services that instigates some feelings and emotions of accomplishment. 
The psychological understanding and concerted efforts to appreciate and generate 
products capable of meeting these needs provides substantial marketing openings into 
the purchasing choices of the people, especially the highly placed in the society who 



2 
 

attach importance to class differences. This accounts for why psychologically conscious 
salespersons that can quickly put such knowledge into profitable use are vital to the 
success of every marketing unit across organizations. Uncovering emotional buying 
motives focuses on determining the subjective, intangible and unverifiable criteria that 
appeals to the buyers’ heart. Though there are several obvious motives for emotional 
buying, the habit of emotional buying remains a dangerous inclination that desires 
effective evaluation and management in a world where every dine need to be expended 
on products that maximizes marginal benefits, devoid of sentiments.  
 

Emotions are automatic responses to previously formed generalizations. They 
are psychosomatic response to evaluations about the world which gives automatic and 
instantaneous response to imagination, based on previously formed judgments that are 
stored in the subconscious. Part of the dangers of emotions is that some judgments based 
on emotion may be mistaken, or left over from childhood, or simply forgotten about 
(Edge, 2008). They do not provide direct evidence about reality, especially as emotional 
responses are not volitional. Emotions can never be used as a substitute for logical 
thinking. While emotions and reason are naturally in harmony, they can sometimes seem 
to be in conflict. Reason and emotions do not in fact conflict; they only seem to do so. It 
is ideas that conflict. In any case where reason and emotion seem to conflict, the rational 
man uses reason as the final arbiter of truth, and the ultimate guide to his actions. He 
does this because reason is his only connection to reality.  
 

Emotions are neither good nor bad as they cannot be evaluated as such. Only 
ideas behind emotions can be evaluated. It must be stressed that Objectivism does not 
advocate emotional repression. The rational man does not ignore his emotions; he uses 
them as a guide to his own psychology because only the rational man can experience a 
life rich in emotional depth (Edge, 2008). Thus, emotional buying motives are devoid of 
objectivism as they may be satisfactory to the buyer but not acceptable in any normal 
human situation. 
 

In evaluating decision factors, both tangible factors like profits, Naira, labor-
hours, machine-hours, and other quantitative data and, intangible factors are considered. 
Emotional buying motive falls under intangible factors in decision making and are 
normally difficult to evaluate.  Thus, emotional buying motives must first be recognized, 
then ranked in terms of their importance, and finally relating same to their probable 
effect upon the ultimate results. However, there is need for restraint in hasty buying 
decision to improve on the benefits accruable to buying motives.  This implies managing 
emotional buying which focuses on the consideration of basic decision evaluation 
factors before reaching buying decisions. 
 

Management means the effective and efficient regulation of operations of any 
organization for the attainment of desired results. The management of rational emotional 
buying entails the observation of critical managerial decision evaluation factors like 
orderly thinking and systematic analysis of decisions based on marginal benefits 
analysis before taking buying decisions. This includes the identification and 
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measurement of the objectives; quantification of core variables in buying decision; use 
of decision tools and optimization of objective functions in every buying decision. It 
takes a rational mind to manage emotional buying motives. Management of emotional 
buying is the responsibility of the rational-minded and this is essential in every human 
endeavour and business organization because to stay in business successfully requires 
the continuous careful attention to the essential processes of management (Kogan, 
1977). 
 

Therefore, the objective of this paper is to evaluate emotional buying motives 
with a view to proffering workable management approaches to ameliorate the lasting 
pains of emotional buying motives.   
 
Emotional Buying Motives 

Scholastic works abounds on emotional buying motives. Each has classified 
emotional buying motives along their perception of the concept. According to 
Montelongo (2010), people buy products and services because the purchase initiates 
some feeling or some emotion. If you can tap these emotions, you can make a sale. 
Individuals and organizations are faced with emotional buying decisions at different 
times.  
Individual emotional buying motives include:   
 
i. Security: This is conceivably the most apparent emotional reason for the purchase of 
certain products. This includes buying motives in the fencing industry, electronic 
appliances, transportation etc. Thus, the safety and security features of products in such 
industries should be highlighted to create emotional buying. 
 
ii. Excitement: Any modification or origination of products that reflects customers’ 
sense of style and fashion based on latest technology, that could be something new to 
replace an existing product creates excitement in customers that can generate emotional 
buying motive. 
 
iii. Opportunity: Expectation of big events creates opportunity to showcase new assets 
to gain public attention is capable of creating emotional buying motives. 
iv. Fear: Customers have different fears at different times about different products so, 
any effort aimed at managing fears can exude emotional buying. Example is the fears 
that if certain products are not bought at a point in time, they might not be found again 
for a long while. 
 
iv. Fear: Customers have different fears at different times about different products so, 
any effort aimed at managing fears can exude emotional buying. Example is the fears 
that if certain products are not bought at a point in time, they might not be found again 
for a long while. 
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vi. Perceived Convenience. Buyers go for certain items to enjoy certain conveniences. 
This could be more freedom of time, less maintenance stress or chances of a higher 
return on investment. This is capable of creating emotional buying.  
 
vii. Orientation: Peer group influences can cause emotional buying decisions. 
Organizational emotional buying motives include:   
i. Psychological Satisfaction:  Managers sometimes make emotional buying decisions 

that are not economic; decisions relating to size and items for a private office and 
the acquisition of items for the personal satisfaction of a management member can 
be influenced by old uneconomic order that gives results. 

 
ii. Intuition:  These are buying decisions made by managers at times of exigency where 

the "inner feelings" or "sixth sense" comes to play.  
iii. Experience: Previous successful purchase can instigate emotional buying motive but 

this must be done with utmost caution due to changing times. 
 
iv. Tradition: A number of decisions are made based on previous leaders practices 

which could be caused by emotional attachment by the successes recorded by 
those leaders with contingency leadership style that cannot stand the test of time. 

Flowing from the above, emotional buying decisions can be attributed to psychological 
influences, intuition, experience, experimentation and desire to maintain precedents 
already established by past leaders of the organization.  
 
Business Perspective of Emotional Buying Motives 

Organizations tend to encourage emotional or buying decisions to maximize 
sales. Because Business organizations are established with well defined goals that focus 
on the satisfaction of individual, community and the society needs. These objectives are 
normally defined in the goal, mission and vision of every organization. The organization 
produce to meet market needs with the intention of making profit for the organization, 
creating job and social services to the community while ensuring the utmost welfare and 
security of the society. To emotionally influence the buying decision of target market, 
several strategies are designed and executed which includes understanding the 
psychology of the people with a view to understanding and satisfying the needs. Another 
effort at stimulating emotional buying decisions is the act of producing to arouse 
customers’ curiosity. In summary, organizations encourage emotional buying decisions 
by uncovering the dominant emotional factors that rules customers buying decision and, 
tactically harmonizing the perceived customers’ emotional “buying pull” with known 
benefits of the organizations product and services. The level of grip on the people’s 
buying decision explains the success of the harmonization. This is done for any of the 
following reasons: 

i.  Desire for More Money: To be successful, organisations want to sell and make 
more money by providing goods and services that can satisfy customers desire. 

ii.   Desire to Look Good: Producing goods and services that can make customers 
more attractive. 
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iii.   Desire to Save Time: Customers are attracted  to any product that can help them 
to save time hence they say speed and convenience sells. This explains why 
youths nowadays are attracted to fast fitting attires and musicians buy more of 
jeans and canvass. 

iv.   Desire to Learn: Products with carefully designed directives and mode of 
responding to deviations encourage customers to learn more hence these 
products arouse emotional buying. 

v.   Desire to Reduce Worries: Customers need security hence boldly spelt out 
guarantee or warrantee can attract customers to products thereby keeping them 
emotionally attached.  

vi.  Desire for Comfort: Customers value comfort so, any product that enhance 
customers comfort becomes highly attractive. 

vii.   Desire for Sense of Belonging: Customers want to have sense of belonging so 
any product that can give customers more acceptability will always be preferred.  

viii.  Desire to Stand Out: Every customer wants to be recognized and appreciated so 
any product that make customers feel appreciated will be preferred. 

ix.   Desire to Enjoy Life: Customers want to enjoy life though enjoyment is 
relative. Any product that will make customers live good life will be the best 
choice. 

 
Organizations encourage emotional buying motives by producing to ameliorate 

these psychological needs of the people. However, emotional buying has its peculiar 
benefits. 
 
Benefits of Emotional Buying 
Despite the irrationality of emotional buying, it has remained a part of man for decades. 
Even the wisest of men are occasionally engaged in emotional buying due to its inherent 
advantages. They include: 

i. Physical Acquisition of Properties: Whether emotionally or rationally acquired, 
emotional buying increases the number of assets of the buyer. 

ii. Psychological Satisfaction: Emotional buying allows individuals to enjoy the 
satisfaction of being able to express their inner-selves.  

iii. Class Establishment: Emotional buying decisions enable people to identify with 
certain classes of their choice which might not readily render economic 
advantages. 

iv. Utilization of Floating Cash: Emotional buying creates opportunity to put idle 
cash into physical assets. Though the choice of investment might not be the best, 
it prevents unnecessary wastage of cash at hand. 

v. Futuristic Investments: Most emotional buying decisions gives futuristic 
benefits as the individual or organization over time are identified with the items 
and are so treated with the newly acquired class. 

 
Managing Emotional Buying 

Management strategies define various ways individuals and organizations 
adopts towards the attainment of set goals. Any effort aimed at ameliorating the 
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incursion of emotions in buying motives promotes the concept of managing emotional 
buying motives.  Certain mechanisms need to be established to check the aggressive 
marketing strategies of marketers who want to sell and make profit by all means. While 
the government can legislate to protect consumers against unnecessary emotional buying 
motives through consumerism, there are obvious steps that individuals and managers can 
take towards managing emotional buying decisions. They are: 
i. Objectivism: Individuals and organizations should endeavor to be objective in 

their buying decisions. Objectivism does not advocate emotional repression rather 
emotions should serve as guide in decision making processes management for the 
speedy realization of set goals. 

ii. Informed Decision: Buying decisions should be made by persons who possess the 
ability, desire, and have access to the relevant information. Such a person is in a 
position to impartially weigh the factors as emotionally-clouded decisions are 
dangerous to the success of any organization. 

iii. Group Decisions: Group decisions are basically a reflection of the collective 
wisdom of the group and the group possesses much wider range of alternatives in 
the decision process than any individual member of the group such that chances of 
delicate emotional buying motives are drastically minimized. This explains why 
group decisions has gained widespread acceptance compared to individual 
decisions in organizations in modern times. Though most emergency situations are 
typically decided on an individual basis, collective reasoning remains a veritable 
tool against emotional buying motives. 

iv. Suppression of Self Congrats:  Congrats goes with every achievement. This 
impulse need to be conscientiously checked to avoid the temptation of speedy 
buying decisions which are, in most cases, products of emotional buying motive.  

v. Need for ‘Buyer’s Remorse’: Just after the self congratulatory impulse that urges 
consumers to buy, there should always be a second thought otherwise known as 
‘buyer’s remorse’ which entails responding to such questions like “Do I really 
need this item; is it not too expensive; should this be a priority at this stage of 
development”. Thus, buyers remorse enables consumers to concentrate on their 
needs and not their wants as needs are those things that cannot actually be done 
without whiles wants are luxuries. 

vi. Use of Buying Compass: Ensure the design of a well structured buying list which 
will serve as a ‘buying compass’ or reference point (Yamba, 2011). 

vii. Avoid Bad Groups: Ostentatious buyers should be avoided as friends to gain 
effective control over personal buying decisions.   

viii. Promotion of Consumerism: There should be concerted effort from government, 
individuals and organizations to protect customers in exchange relationships. 
Consumerism is the organized efforts of consumers aimed at promoting, 
protecting and enforcing the rights of consumers in their exchange relationship 
with all organizations and individuals. It represents a powerful influence for 
government to legislate, protect, promote and guarantee rights in the dealings 
between consumers and the business community (Agbonifoh, Ogwu, Nnolim & 
Nkamnebe, 2007). Consumerism operates through the activities of organized 
public interest groups and consumer associations. 
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ix. Establishment of Consumers Protection Councils: This body formulates, 
coordinates, and enforces consumers protection related policies. This will 
facilitate the realization of the objectives of consumer protection legislations.  
While there is already a Consumers Protection Council in Nigeria, each state need 
to be encouraged or directed to establish Consumer Affairs Department to 
understudy consumer problems, available products, propagate information to 
assist consumers to make informed choice and assist aggrieved consumers to seek 
redress at minimal cost.   

 
Conclusions 

Emotional motives are feelings experienced by a customer through association 
with a product hence love, guilt, fear, and social approval sometimes influence such 
buying decisions. Emotional buying negates the managerial dictates of analysis and 
profitability, rather, it is mainly psychological and not economical as it relates to the 
personal satisfaction of individuals and management members; intuitions due to inner 
feelings about an item of interest devoid of any known managerial pattern; unfathomable 
experience or the desire to follow precedents set by past leaders. Time has shown that 
satisfaction derived from emotional buying motives is as transient as the motive is 
momentary. Therefore, while emotional buying could boost organizational image, it is 
preferred for individual acquisition as they don’t have much at stake but detrimental to 
organizational reputation and returns on investment. There is no substitute to informed 
decisions in any capitalist economy where buying decisions are influenced by orderly 
thinking and logical methodology; identification and measurement of objectives and; 
quantification of all relevant variables for the optimization of core economic decision 
variables. Emotional buying should be resisted at all times to bring out the rational being 
in us as managers, especially because the rational man does not ignore his emotions but 
uses them as a guide to his psychology. 
 
Recommendations 

Emotional buying decision works with establishing effective relationship 
between the customer and the product hence, emotional buying has been established as a 
function of personal decisions on the acquisition of items to meet the interest of 
individual members of management or satisfy certain ego. Organizations target 
packaging of their products to lure or mislead consumers towards buying them even 
when they lack the acclaimed qualities hence, no reasonable government will leave the 
entire citizenry to the exploitative and deceitful caprices of shylock marketers. The 
government needs to institutionalize consumerism to protect the masses for the 
following recommendation to be more effective. 
i. Adhere to already structured buying compass to avoid confusion in the market 

place. 
ii. Avoid hasty acquisition decisions to make room for the purchase of item with 

more economic advantage as man by nature is an economic being. 
iii. Buying decisions should always be discussed to allow for group decision which 

generally gives aggregation of collective experiences. 
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iv. Managers should avoid the danger of taking unpopular buying decisions because it 
is an age long practice of the organization. 

v. Individual and collective ICT knowledge is essential to enable assess to 
information about trend and lasting satisfaction for every buying decision. 

vi. Avoid ready assess to huge floating cash for easy subjugation of intuition in 
buying decision.  
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