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ABSTRACT 

u n,' e ' huve begun to engage with their consumers in new ways in rerrnt yrus. 1 muejis urr u'u 

hune u's in their marketing cumpaigns. In today's social mediu adwrlisimg, 'mujis ure widey 

Dyilr this, there is litle research on its impact on customer purrhuse intentins. 1he purpo 
his luly is to lowk into marketers' ue of enojis and their impuct on ewnsumers. onsume'r 

s of murketers' use of emoji are lowked ut, as well as the extent to which ud personalizing 
ue intrusiveness to the point of impacting huyers' intentions. From the s/andpont 

wluhle marketing, the findings of this study reveal hoth theoretical and manugeriul cuseyuences 

th fn of emojis, as well as the reasons why their use infuences the turgeled ad goals when 

wd n Spousored Ads on social media. The reults of the study reveal that brands will benefit from 
th. t her moticons sinee they will rereeive more personalized datu und will be uble to conduct 

ntim nt rrearch on their audience. 

A r lmojis, Murketing, Emoji Murketing, Users, Social Media 

l'yr npe: Empiricul Reseurch Paper 

in n organization's success cannot be 

4a 1 ajo goal of marketing operations is to 

4 't oununication. It is critical to building 

flat and lifeless text. Emojis make digital conversations 
more human and colourful. It is no surprise that brands 
have taken note and begun to use emoticons in their 

g I Itween businesses and consumers to marketing campaigns. Emoji can convey the appropriate 
mood and even shift the conversation's tone. Seeing an qucnce, companies are searching for 

ach their target audiences. Firms have emoji triggers the same mental responses as seeing a real 
wilh consumers in different innovative person. The brain treats emoticons as a real face. That's 

why emojis have greater user engagement than text or other 
material. Patel (2015) in his blog cautions about carcful use 
and not crossing the line. Marketers should use them 

eicians. Companies that can better selectively to enhance consumer interaction or to be on top 
of the communication trends. The increasing use of social 

media for customer marketing has led to the emergence of 
new language forms (Ge & Gretzel, 2018). Textual para- 
language cues are the written manifestations of non-verbal 
audible, tactile and visual elements that supplement or 
replace the written language and can be conveyed through 
words, symbols, images, punctuation, demarcations, or any 
pairing of these (Luangrath & Barger, 2017). Emoji are 

graphic symbols, ideograms that present not only face 
emotions but also thoughts and ideas, as per Novak et al. 
(2015). Emojis were created in Japan in the 1990s to 

tW t Vears. Emojis are used by businesses in 

Ma i uigns. As a result, new notion "emoji 

Jl volved and has been a popular research 

Aw t. nd services will have a grealer chance 
tngi petitive market. Communication with 
ne ellective and efficient manner is 
bdes with consumers has evolved in 

Iesult of technology advancements. 
eveopcd digital marketing campaigns 

i l da to engage with potential customers, 

M th natetnet advertising. Emoji marketing is a 
'it l marketing that has developed rapidly.

: ulilizcd in marketing to communicate 
nl.n tNtuon to consumers. As a result, a new 
th emerged and been adopted by facilitate computer-mediated communicatioy 

1.2 Emojis and Emoji Mayketin A D wit ol E moji 

otm of human comnunication on the n i ell for adding a proper feeling to a 

Marketers work in a world yhsKislSdecAadrskk and emoji ar@eperime conygNAahdgsrde 
Using wordsdouty of.Commerte Mahigoo ot 

Nai. V agesOHALan be 

931 



Cgre istet 

he usage cr tea ct 

martcting ha pawne eumarkcting du stmes ae nredkiminantl empl 

hoth ompanie andust mers emoy mrketiny th the primar purpise f e 

akCting the fastest method expres their deas n rcase onsumer onmection eszke 

in 77A1chonald s (ocad ola and Pepsi are estigated the use of emotons amun 

TCw Chamies of companies that use ermoticons and and it wabser ed that emyi pla a d 

m ark cting WwW smartinsights com mons have determining ucr denmgraphr char h 

hegun f he favored in vaT KOUs marketing initiatives sch age and gender in ct al conductel r 

as hca, and hevrolet t attract the attention of popular1ts f hrand psts and it w foum h 

target customers mojs began in 2011 and have just onverh.al communiaton plav ed a vital roh fn 

ecently gained near-uhiquity very millennia now Wang et a (016) it was mentune tht 
ommunicates with text messages and progressively, with in luding emois are extremely handy mtin adh y 

emmojs, a they have become a native in the digital 

agr uaee mos are heing used hy brands to engage with 

the taret audience infiltrate their mobile phones. show 

tht the arc up to date on the newest communicat ion 
It nd Cre messages in beautifully smpie and tei hne on1 Suers 

Based on the re\Iew abuNCi lead t n 

queston whih has surtacedie 

R THo e ful ure emoj fodmar Aclin. u h4 

f w n imes, Cven omplex thoughts or 
mojis are being used by businesses amd ne 

4 pis eprevsed through the mojis 

d umrhetn ampaigns,brands have 
uler ha the udcne nteracts. consurmes, and 

a le co h nceds to be mobile 

current stle o! communicaton and narketin# 

prevalent, but there Isn't muh addtonal nrat 

organi/athons could benefit trom using cm 

e l hpfnnd np.at on cnjoy ment. personal 
t ru t ned normalon richness in the 

l the words that m.atter but the emotional 

Cl ofiuuaton 

3 METiIODS 

This study 1s exploratory natuc o 

descriptive research methodology ulleting 
analy 7ing primary data The data was lec ted voe 

convenient and quota samplng technque thrug 

mode using a web survey tool (wyle 

HOR 

archla ct al (2019) nvestigated the influence of emoji on 

ane reactons to advertisemernts, and it was found that 
thie advertiscrs havc been increasingly adopting emojis in 

administering a wel-structured, sequcntlly rpe 
questionnaire The study ams to ex.a e mwe 

perceptions of brands that use emojis in then marhee 

strategyhe goal was to understand the mad 
nnovative communication and adverts1ng strategiu 
research questionnaire elicited respone ad 

iiportance of emojis in the minds of conuner 

1 50 responses were rcceived within the peitied 
trame 

hcr promotional messaging in recent years. The presence 

femo caused consumers to experience more positive 

eflects. leading to higher buy intentions, according to two 

empirical studies Another research was conductingg on 

evaluating perceptions and attitudes towards emoji use in 

digital marketing campaigns by Oya & Yakin (2019). They
concluded that since most tre quent users of onl1ne devices 

afe young people and by lar the most active users of social 

media, advertisers want to engage with newer generations 

and extensively employ digital marketing tools. Dainas & 

Herring (2020) in their study discuss how gender and age 
have an inpact on how enoji functionalities are 

interpreted. An online survey was conducted using a 

customized version of the taxonomy of tunctionalities to 

see how Facebook users comprchend the operational 

purposes of emoji n cases drawn from public online 

comments. The most common interpretation amongst these 

responses was voice change, followed by diital activity. In 

another study by Jones et al (2020) looked at the gender 
differences in emoji usage. familiarity and valence The 
results indicated that women used more coIs and were 

3.1 RESEARCH OBJECTIVVE 

To study the use ot emojis by m.ukct 

npact on consumers 

3.2 Hypothesis 

: There Is a poslive perception ot comers 

marketn

4RESULIS AND DISCUSSION 

In answerng the research questions abut ue t e 

arkcters and its inpact on consume the 

caleulations were carried out. The lidug 
hypothesis lest are sunmarized here an 

acoppany ing tables and esplanations more familiar with them than males 

HBAD 
artment of Buslmess 

Admlnletratie 

Outty of Commerce 
Managemen! 

Studte 

J' Narain Vyis l rivgrsity. 
J00HPUR 
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ablei. Response of Participants on Do vou like eos 

requene Vaivd PerCent 

26 

tiitgarding if the consumers enjoyed emojis. pndents (73.1%) responded in positive 
the r iiked the emojis commonly employed by 

marketers. as given in IableIWke , t 
responded didn't like the cmoji ed bynhathcier 

Table 2: Response for 'What do you think about brands using emojis? 
Cumulative Percent 

5 
262 

Frequency Percent Valid Percent 
leilaining 185 

I ier-end 

4 315 -protessional 

68 5 68 5 1000 89 

130 199 

h regarding the use of emojis by brands. 
th Ic pondents believe that emojis are stylish and 

the respondents believe that emojis are 
entertaining. Only 13.1% of the respondents believe that 
emojis are non-professional and lower-end. 

ae esponse for Would you be more likely to open a mail including an emoji in the message than one 
without?" 

Valid Percent 
66 2 

Cumulative Percent Percent 
66 2 

Frequency 

66 2 
Yes 
No 44 33.8 33 8 1000 Total 130 100 0 100 0 

ih qrion relating to opening a mail which included 
i th message, 66.2% responded that they would 

nch mail whereas 33.8% respondents were of 
rgN pinion that they would not open such type of readily than one without. 
cn in Table 3. It can be assumed that if a 

consumer really likes emojis. he'll be more responsive to 
them, and if they see one in a mail or elsewhere. and will 
open an email with an emoJi in tie subject line more 

Ialle 1: Response for 'Would you be interested in obtaining things with your favourite emoji on them?" 

FrequencCy Percent Valid Percent Cumulative l'ercent 
Yes 91 700 70 0 
No 9 30 0 300 Total 130 100.0 1000 

ws the question relating to interest in 
tc things having favorite emojis on the same, 

fherespondent answered in positive while 30% 
"tive opinion. The results show that the 

cople enjoy and are fascinated by emoji, and 

that they have a positive opinion toward its use. They're 
also interested in the things that are based on their favorite 
emoji on a derived product, they'll be more likely to open it 
or purchase it. 

Table 5: Correlations 

What do you Would you be more 
likely to open a mail 
including an emoji in 
the message than one 

Do 
Would be you 
interested 

you 
like think about 

obtaining things with 
your favorite emoji 

on them? 

emoji? brand Using 

HBAD without?? 

culty of Commerce Manapement 
Studte 

1 

95 3epertment of Buslness 
Adminletretie 

gi'y00HPJO 
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12 Sgtailed 

187 What uo vou think aboutPearson Correlation 

Drands uSing emoiS 
195 

Sig 2-tailed 120 

.031 14 Would you be more likely 

to open a mail including 
Pearson &orrelation 

Sig (2-ta:led 726 T9 

an emoj1 in the message 
130 130 N 

than one wIthout 738 
Pearson Correlation 019 - 155 

Would you be interesied in 
obtain1ng things with your 

tavorite emoji on them 
078 O00 

Sig (2-tailed 

N 
** Correlation is signiticant at the 0 01 level (2-tailcd) 

831 
130 130 1 30 

emoji marketing Since it allows tli 

effortlessly with their target consumer I 
The initial set of results as shown in Table 5, was evaluated 

o develop a picture of an average consumer who 

1rccates utilizing emoticons. Companies should be and visible. drawing businesses and cuto 
inlorcd of the target audience for which they can employ 

cmos mojis n internet advertisements are not perceived individuals has become easier and oIC 

1 the sae manner by people of all ages and genders. It is 

I1l. or busnesses to succecd in tailoring their 

atun tr:ateey to their target audience. In fact, 

Cnor ha the potental to influence customer Furthermore, it has become much easicr to prde 

hehav i te lom run. A correlation was established to participate in company marketing c.ampaigna 

the emergence of emojis. graspinethe ni 

result, both sides have begun to commun t n 4 

language. Attracting customers' attentuon a 

goods and services may be easier with the hely d 

have taken the place of slang. Brands will eiween Un cojs as a iemoriZing tool, as mentioned 

thc analy sis nojis in private conversations, online these richer emoticons since they will eev

d ertrnent. and derived items help customers personalized data and will be able to comda s 

rcncber the brad and, as a result, consume more of it. 

Turtherore, it was noticed that using emojis in email 

nessage lines might help firms improve this figure when 

Cvamning at marketing metrics like the letter's conversion 

rales. Emojis are a marketing strategy that could be used to 

strengthen a brand's image, gain customer interest in the 

company, and increase brand responsiveness. The majority 

of respondents had a favorable perception of emojis and 

thus the Hypothesis is accepted. 

research on their audience. It's tedious to real plain 

fails to portray one's passion and emotiun I 
help humanize the brand and set the tone lr the ne 

A few recommendations are being made tn ho 
take a firm decision on using emoji-marketimy uw 

be used in push notifications to reveal (:and it 
sales. Emojis tailor advertising, improve the int i 
of the message, and appropriately comnunn at 

Thus, should be used wisely. Additionally. by 
number of words, these small, visually appealny s 
will save space. Using these to play visu.al l t 

and tag people next to them to calch tu hu 
comments, it will boost open rates by 
symbols in the email subject lines. 

5 CONCLUSION AND RECOMMENDATIONS 

A new digital marketing trend known as emoji marketing 
has evolved alongside digital marketing operations. It is, 
without a doubt, the latest way for businesses to 
communicate with their consumers. Many firms must use 

3 Ge. J & Gretzel. U. (2018). Emoj1 rlhet 
intluencer perspective. Journal of muinke n 

34(15-16), 1272-1295 
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