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Busy work puts a lot of pressure on young parents, which has led to some 

problems in regulating their emotions and parenting styles, such as the lack of 

scientific parenting knowledge. In the current era of information explosion, the 

high frequency and variety of advertising information make the effective 

transmission of parenting advertising information face great problems. This 

study is part of a larger study designed to investigate the different effects and 

characteristics of emotional resonance generated by different emotions in 

parenting advertisements using a literature review. This study reported results 

from a systematic literature review synthesis process to understand how busy 

parents could gain more parenting knowledge through emotionally contagious 

parenting advertisements in public spaces. The results led to the development 

of an alternative approach to communicating an emotional resonance parenting 

training model for parenting advertising. The proposed parenting advertisement 

would attract audiences from different cultural environments and help them 

generate basic emotions from the advertising messages based on their 

experience, thinking styles, physiology, and psychological being. These 

antecedents were expected to be affected differently by emotions thus leading 

to beneficial and progressive actions, which had the potential to mediate 

memory generations and trigger emotional resonance. This study was expected 
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to benefit designers in designing parenting advertisements with emotional 

appeal and for parents to create a happier family atmosphere for children. 

Future study is recommended to develop public advertising communication 

modules for healthy family well-being. 

Keywords: 

Parenting Training Advertisement, Emotion Types, Emotional Resonance, 

Public Advertising Communication, Healthy Family Well-Being 

 

 

Introduction 

Ting & Ibrahim (2022) mentioned that the increasing pressure of work makes many busy 

parents lack scientific knowledge of parenting, which forces many children to live in unhappy 

and even violent home environments. Therefore, this study mentioned it is necessary to help 

parents acquire parenting knowledge through some parenting advertisements with high 

communication effects in their fragmented time. With the continuous growth of science and 

technology, people actively or passively receive a lot of information through communication 

devices or display carriers, such as commodity advertising information and social news that 

pop up from mobile phones every day. Due to the high frequency and variety of information, 

effective transmission of information in parenting advertising faces great problems. 

Montgomery et al. (2017) mentioned that empathy enables the audience to understand and 

share others' psychological states, which is crucial for regulating social interaction. In addition, 

Preston’s (2007) "Perceptive action model" mentioned that emotions are the basis of the 

empathic mechanism. Therefore, this study argued that when designing parenting 

advertisements for busy parents who lack parenting skills, if they could emotionally resonate 

and be persuaded during fragmented time, it would have a positive impact on their families and 

allow the children of these families to have a happy living environment. Therefore, this paper 

will start with several common emotions such as sadness and happiness, fear and anger to 

understand the role of different emotional information in resonating with the audience. 

 

Research Methodology 

The literature review in this study follows the unique "Systematic Literature Review Synthesis 

Process." (Luo Na et al., 2022; Shasha et al., 2023). According to Rousseau et al. (2008), this 

procedure is a stand-alone literature review typology that helps make sense of a chosen body 

of current literature and helps determine the theoretical framework at the early stages of 

research ideation. When constructing a core research question, Ibrahim (2011) recognized the 

construct classification approach as RQ Constructs—'WHO', 'WHAT', and 'HOW'.  'WHAT' is 

the information or body of knowledge required to address the problem; ‘HOW' is the research's 

intended effect; and 'WHO' is the element being affected by the study. 

 

The RQ construct "encourage emotional resonance" was chosen for consideration in this 

investigation. This study used keywords like "sadness emotions and happiness, fear emotions, 

and anger", and the Scopus and Google Scholar databases were searched to find the academic 

articles. Through the title retrieval and abstract screening of all research papers from 1996 to 

now, 26 journal papers were identified. After being evaluated, the abstracts were divided into 

three smaller topics: the impacts of sad and happy, fear, and anger on emotional resonance. 

The abstracts were reviewed in terms of the major findings of previous scholars, how their 

work could support future studies, and what aspects need to be improved.  

https://creativecommons.org/licenses/by/4.0/?ref=chooser-v1
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The study's findings led to the creation of a synthesised summary for each subthem, which 

underwent additional cross-analysis, integration of potential solutions, and prioritisation of the 

synthesised summary towards highly likely fixes for variables influencing parents' attention 

spans when watching commercials. In Figure 1, the 'Point of Departure (POD) Tree Diagram', 

which is derived from Ibrahim & Mustafa Kamal (2018), provides important synopses. The 

systematic review synthesis procedure was documented in this work using the web-based 

EAGLE system. 

 

Encouraging Emotional Resonance in Public Parenting Advertisement 

The following section covers the review process for 'sadness and happiness', 'fear', and 'anger' 

to understand the characteristics of these emotions and their relationship to increase emotional 

resonance. 

 

Effects of Sadness and Happiness on Emotional Resonance  

Many scholars' studies have mentioned that different types of emotional advertising can create 

different resonance effects and let users experience corresponding emotional changes. Vieillard 

et al. (2008) mentioned that sadness, happiness, fear, and anger are common emotions that are 

easy to express and recognize. Larsen et al. (2001)  mentioned that sadness and happiness are 

a group of opposite emotions, which are also basic emotions that people can easily understand 

in daily life. They have opposite effects in many cases, so they are often discussed together. 

 

Advertisements that used basic emotions (happiness, love, and sadness) generated more similar 

emotional responses among views worldwide than those that evoked social emotions (humor, 

warmth, and surprise) (Huang, 1998). Many studies have shown that sad faces have an 

advantage in eliciting empathic emotional responses. Sergerie et al. (2007) found that when 

advertising design shows sad emotions, it is more likely to make users feel familiar with or 

have seen before. Kang et al. (2022) also mentioned that the use of images of sad (as opposed 

to happy or neutral) faces can evoke empathy in the audience. Such as the sad image of the 

victim in the charity advertisement would cause the audience's sadness and then generate 

sympathy.  

 

However, sadness in advertising has not always been so advantageous. Sergerie et al. (2007) 

showed that sad emotions in advertisements are more likely to make people feel familiar, 

sympathetic, and emotionally infected. Kang et al. (2022) also mentioned that sadness may 

also make viewers reflect on the "manipulative intention" of advertisements. Therefore, this 

study recommends carefully considering sadness when eliciting emotional resonance in 

parenting advertisements, as it can also cause parents to provide negative reactions. 

 

Many scholars have also found that happy emotions can generate better attention and emotional 

infection in advertisements. Sergerie et al. (2007) found that when advertisements convey 

happy emotions, they are more likely to make users feel novel. Li & Atkinson (2020) found 

that consumers are more willing to help when viewing advertisements for happy children than 

for sad children. In addition, Matsumoto & Ekman (1989) said that happy emotions in 

advertisements will make people feel novel and easier to recognize and recall. Therefore, this 

study believes that the positive role of happy emotions in parenting advertising cannot be 

ignored. 
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It is worth noting that Matsumoto & Ekman (1989) mentioned that there would be cross-

cultural differences in the use/experience of emotions in different contexts. Therefore, this 

study believes that when emotional stimuli are used to arouse the emotional resonance of the 

audience of parenting advertisements from different cultural backgrounds, the influence of 

cross-cultural differences should be considered. In summary, sadness and happiness can both 

elicit emotional resonance and attention from parents from parenting advertisements. On the 

other hand, this study cannot ignore the disadvantages of the "operational intention" of sadness 

and the differences in parenting advertisements in cross-cultural backgrounds. The details are 

shown in Table 1. 

 

Table 1: Effects of Sad and Happy on Emotional Resonance 

Emotion Type Emotional Characteristics 

Sad Sad expressions tend to be familiar to viewers. 

 Negative emotions can strengthen the audience's memory. 

 Easy-to-understand emotions in life. 

 Sadness can elicit a strong empathic emotional response. 

 Sad emotions tend to make people question their "operational intentions." 

Happy Easy-to-understand emotions in life. 

 Happiness is prone to memories and novelty. 

 Happiness tends to produce donations. 
Source: (This study) 

 

Effects of Fear Emotions on Emotional Resonance 

Mostafa (2020) mentioned that fear is a negative emotion caused by a perceived substantive 

threat. Many scholars have mentioned that there are many ways to express fear in advertising. 

Keum & Shin (2019) mentioned that fear can occur when the line of sight is blocked, such as 

when an opaque black screen is used to prevent the audience from seeing the threat in the 

advertisement. Furthermore, the study by Carrillo et al. (2019) also found that the looming light 

at the top of the advertisement and the simulated scene that can be touched will cause the 

audience to have a strong fear. Maister et al. (2013) mentioned that some people feel touched 

when they observe others being touched, which can enhance their understanding of fear. 

Furthermore, Maister et al. (2013) also found that attention to advertising messages could be 

enhanced by using terror to stimulate viewers to pay attention to ongoing harm. However, this 

study believes that excessive fear can also make the audience feel scared and resistant. 

Therefore, this study suggests that the use of fear must be mindful of the actual situation.  

 

The research of Brattico et al. (2011) shows that the painful reactions caused by advertisements 

can indicate that advertisements have emotional resonance with the audience. Especially when 

viewers see painful emotions in the advertisement, the neurons in the viewer's brain will 

activate the empathy response and self-pain. Therefore, this study notes that such painful 

emotions can quickly introduce parents to the environment constructed by parenting 

advertisements and consider behavioral changes to reduce distress by the pain elimination 

guidelines in the advertisements. Therefore, this study suggests that a multisensory approach 

can be used to increase the emotional resonance effect of fear or other emotions in advertising. 

 

Domínguez-Borràs et al. (2017) mentioned that the stimulation of salient emotions (such as 

violent graphic images, terrified expressions, or irate shouts) in advertisements was stronger 

than that of neutral emotions and that fearful faces were thought to be more negative and alert 



 

 

 
Volume 9 Issue 53 (March 2024) PP. 259-268 

  DOI 10.35631/IJEPC.953022 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

263 

 

than neutral faces. Yang et al. (2007) showed that advertisements with fear imagery enhanced 

the audience's brain processing power and recall power within 3 weeks. Therefore, this study 

believes that fear has certain advantages in deepening the audience’s impression. However, as 

discussed earlier, fear in public service announcements is only better at promoting positive 

behavior change in the audience when it is appropriate. This is also proved by the study of 

Mostafa (2020), which states that advertisements with low or high fear will lead to low 

persuasion because the audience will generally be willing to resort to the defense or solution in 

the advertisement, rather than succumb to the threatening message in the advertisement. In 

addition, their study also mentioned that information about highly emotional fear can promote 

memory and recall. Therefore, this study believes that moderate fear in advertising can produce 

better persuasion. Based on the above analysis, appropriately expressed fear can have an impact 

on the audience's emotional empathy, memory, and persuasion. The details are shown in Table 

2. 

 

Table 2: Effects of Fear Emotions on Emotional Resonance 

Emotion 

Type 

Emotional Characteristics Ways to Evoke 

Emotions 

Fear Users empathize with fear when they see pain 

happening to others. 

Visual occlusion, 

jumping action, and 

faint light from 

overhead can all 

produce fear.  

Pain leads to fear. 

Visual and tactile 

stimulation will give 

users an enhanced 

somatosensory 

resonance and promote 

the generation of fear. 

Fear is a negative 

emotion caused by 

threats. 

In emotional music, music of joy and fear produces 

auditory signals that are more easily activated. 

Emotional stimuli such as violent scenes, fearful 

faces, or angry voices can promote the activation of 

sensory areas. 

Fearful faces make people feel more negative and 

alert. 

Fear imagery leads to increased brain processing and 

better memory. 

Threat information describing injury enhances 

information recall. 

People who are threatened with their health are prone 

to turning on their defense mechanisms out of fear. 

Low fear leads to the least persuasion, very high fear 

leads to the least persuasion, and moderate fear can 

act as a motivational driver. 

 

Effects of Anger on Emotional Resonance 

Fuchs & Koch (2014) found that emotions were experienced through physical resonance. As 

mentioned by Keum & Shin (2019), the association of body resonance, consciousness 

awakening, and muscle activation would make viewers ready for action immediately after 

emotional stimulation. From their examples, viewers would attack when they feel anger. 

Viewers may run away when they feel fear, and they may want to hide or disappear when they 

feel shame. On the other hand, viewers may want to approach and be approached when they 

feel love. Therefore, this study supports the use of appropriate anger in advertisements that can 

lead to generated targeted expected actions.   
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Fuchs & Koch (2014) found that the emotion of fear can cause the audience to have the same 

painful physical sensation, such as burning cheeks due to shame, fear, and rapid heart rate due 

to the painful feeling of exposure and humiliation. They also suggested that when a face in an 

advertisement shows an angry expression, it can enhance the viewer's short-term memory of 

that face. Mostafa (2020) agreed that the generation of such emotional resonance is related not 

only to emotional stimuli but also to the cultural background of the target audience. 

Additionally, O’Shaughnessy & O’Shaughnessy (2003) also found that younger people can 

judge positive and negative emotions more accurately in visual advertisements. However, this 

study found a limitation of the effect of a study by Jackson et al. (2008) that people with social 

anxiety disorder were less sensitive to people who expressed negative emotions. 

 

Montagne et al. (2006) also said that the tired body and the drunk body are more permeable 

than the sober body. Therefore, this study recommends considering cultural background, age, 

and mental and physical states when designing parenting advertisements for busy parents. For 

example, the advertiser may want to consider sending parenting advertisements to young busy 

parents when they are tired, such as when they commute to work or pick up children, for a 

better emotional resonance effect. In summary, individuals in different situations could be 

affected by negative anger information differently due to their memory and physical 

performance state. The details are shown in Table 3. 

 

Table 3: Effects of Anger on Emotional Resonance 

Emotion Type Emotional Characteristics 

Anger Those individuals with social anxiety disorder do not perceive 

negative emotions well. 

Those younger individuals were able to identify and judge 

negative emotions in advertisements more accurately than older 

individuals. 

Visual short-term memory (VSTM) was significantly enhanced 

when the information represented anger. 

A tired body penetrates more easily than an awake body. 

The individual's heart pounded when he felt fear, his face blushed 

when he felt shame, and he felt pain when he felt humiliated. 

 

Discussion on Encouraging Emotional Resonance 

Based on the above study, the information about various emotions in advertisements is believed 

to affect the audience's psychology and physiology differently. From the effects of sad and 

happiness on emotional response, this study found that sadness and happiness can elicit 

emotional resonance and attention from parents from parenting advertisements. However, 

effective sadness is recommended with additional consideration of the cross-cultural 

background of the targeted parents and the operational intent of the parenting advertisement. 

From the effect of fear emotions on emotional resonance, this study found that appropriately 

expressed fear can have an impact on the audience's emotional empathy, memory, and 

persuasion. From the effects of anger on emotional resonance, this study found that individuals 

in different situations could be affected by negative anger information differently due to their 

memory and physical performance state.  
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The prioritization process leads to this study that proposes that audiences in different cultural 

environments could help obtain basic emotions from advertising messages based on their 

experience, thinking styles, physiology, and psychological being. These antecedents were 

expected to be affected differently by emotions, thus leading to beneficial and progressive 

actions, which had the potential to mediate memory generations and trigger emotional 

resonance. The results were presented in a Point of Departure Tree Diagram (adapted from 

Ibrahim & Mustafa Kamal (2018) in proposing the communication of an emotional resonance 

parenting training model in Figure 1. Figure 2 illustrates the conceptual framework proposed 

for the same. 

 
Figure 1: Point of Departure (POD) Tree Diagram for Communicating Emotional 

Resonance Parenting Training Model  
Source: (Adapted from Ibrahim & Mustafa Kamal, 2018) 
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Figure 2: Conceptual Framework for Communicating Emotional Resonance Parenting 

Training Model 

 

Conclusions 

This study documented a systematic review synthesis process to understand how busy parents 

could gain more parenting knowledge through emotionally contagious parenting 

advertisements in public spaces. The results led to the development of an alternative approach 

to communicating an emotional resonance parenting training model for parenting advertising. 

The proposed parenting advertisement would attract audiences from different cultural 

environments and help them generate basic emotions from the advertising messages based on 

their experience, thinking styles, physiology, and psychological being. These proposed 

antecedents were expected to be affected differently by emotions thus leading to beneficial and 

progressive actions, which had the potential to mediate memory generations and trigger 

emotional resonance. This study was expected to benefit designers in designing emotional 

appeal parenting advertisements and for parents to create a happier family atmosphere for their 

children. Future studies are recommended to develop public advertising communication 

modules for healthy family well-being. 
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