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The correlation and perception of advertising on adolescents have been shown to be a key factor in the survival of
subjective emotional states, as emotions are evaluation patterns that influence consumer behaviour.
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1. Introduction

Any effective advertising should appropriately generate affective responses that can support the customer—brand
relationship. Stout and Leckenby’s W research confirms the well-known fact that advertising using different emotions is
more popular and influences consumer decision-making processes. The main goal of emotional advertising is to create
and perceive the intensity of connections between the product, brand, and customer 21, However, the most intensive
connection occurs in the case of television advertising, regardless of age category. However, social networks also have an
intense influence, which are now key in influencing adolescent behavior B!, There are numbers of emotional expressions
that businesses seek to promote in their advertisements. One of them may be the emotional appeal of the story, which
may be completed by nostalgia. A typical period when it is possible to use the nostalgia associated with the story as an
emotional appeal is Christmastime 4.

Quantitative studies determining the importance of emotional attitudes when watching advertising developed as early as
the 1980s 5. Research conducted in this area was conducted with adolescents, who seemed more emotional. The
randomness of selected advertisements has led to potential interest from adolescents Bl The problem in this area,
however, was that the research focused on specific advertisements, not on adolescents’ reactions. This showed a
problem in evaluating adolescents’ attitudes and perceptions. Since the 1980s, the focus on the subject area of research
into emotions in advertising and the assessment of positive and negative attitudes toward the evaluation of advertising
with an emotional appeal has declined considerably Bl. As there are currently decreases in the subject area of research
into the impact of emotions in advertising on adolescents, we decided to examine this issue in the Slovak Republic. The
credibility of the research is also proved by the lack of information, as similar research has not been carried out in the
Slovak media market. According to the research, adolescents are more impulsive and conscious when watching
advertisements than adults [,

2. The Impact of Advertising on Adolescents

The impact of emotional activity through advertising on adolescents is crucial in influencing shopping behavior. The
research by Barve et al. [d shows that adolescents are intensely aware of the influences and effects of emotional appeals,
which can also influence their behavior. The authors’ research problem was to analyze the negative and positive effects of
television advertising on adolescents. Using questionnaire methods and structured interviews, the authors found more
emotional reactions in girls and higher rationality in boys. The result was the finding that adolescents watched
advertisements to create gender stereotypes and fostered aggressive behavior and social apathy 4.

Similar to Barve et al. [, Sinigh and Pandey & also analyzed the impact of advertising on adolescents. The results of
their research were identified with the statements of Barve et al. [d. They found that TV advertisements with an emotional
appeal have the greatest impact on the female segment. Research has also shown that adolescents are exposed to
400,000 advertisements a year, with various emotional influences 8, Evidence of the influence of emotions in advertising
space is also verified by the studies of Nadanyiova & and Kliestikova 9. They argue that the use of emotions in
advertising can lead to higher customer—business interaction. The research findings have generalized this statement, and,
therefore, their view is acceptable in companies with different production sectors.

Adolescents are also intensely affected by social networks. They seek to promote products and services through
influencers to support shopping behavior and strengthen engagement. Emotions are a key factor in strengthening
adolescents’ engagement or behavior change. Therefore, according to the authors, it is necessary to evaluate the impact



of emotions on young people 1. Berne-Manero and Marzo-Navarro 1 show that not only television commercials but
also social media commercials can change adolescents’ behavior. Naskar et al. 12 also agree with this opinion. The
research of Zollo et al. 18 and Gratiela 24 demonstrates that cognitive, personal integration, and social integration
benefits mediate the relationship between the marketing impact of social media advertising and consumer brand
awareness. Zollo et al. 13! also declare that emotional brand experiences can also help strengthen customer loyalty. It is
possible to agree with the above statement, as advertisements with an emotional appeal can also affect the overall loyalty
to the brand. Advertisements’ originality and appeal can lead to higher feedback 2. Properly utilizing emotion in
advertising can lead to a more positive attitude toward advertising and branding 28],

3. Conclusions

It is possible to claim that emotions are of fundamental importance in advertising space. They can evoke not only positive
but also negative emotions in the customer. These can be associated with the loss of a family relative or friend, or other
misfortune. It is all the more difficult to perceive such emotions during holidays such as Christmas, when people should be
with each other and spend time together. Advertisements that emphasize negative emotions during the Christmas holiday,
for example, can also make a customer feel brand-detached. Therefore, it is always necessary to consider what emotion
in the advertising space the company will use.
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