International Journal of Creative and Open Research in Engineering and Management
ISSN: 3108-1754 (Online)

Volume 02 Issue 03 March-2026 | Impact Factor: 3.5 *y

The Impact of Emotional Bonding on Business Procurement Behavior

ThejasKumar J

Departmen Of Management Studies Saveetha Engineering College, Chennai- 600025

How to Cite this Article:

J, T. (2026). The Impact of Emotional Bonding
on Business Procurement Behavior. International
Journal of Creative and Open Research in
Engineering and Management, <i>02</i>(03).
https://doi.org/10.55041/ijcope.v2i3.124

License:

This article is published under the terms of the
Creative Commons Attribution 4.0 International
License (CC BY 4.0), which permits unrestricted
use, distribution, and reproduction in any
medium, provided the original author(s) and the
source are credited.

© The Author(s). Published by International

Journal of Creative and Open Research in
Engineering and Management.

BY

https://doi.org/10.55041/ijcope.v2i3.124

© 2026 The

. Published by

Abstract

While in business-to-business (B2B) markets, the standard assumption has
been rationality, with an overemphasis on price, performance, and logistics in
purchasing, recent studies indicate that emotional bonding, characterized by
attributes like trust, loyalty, empathy, and interpersonal rapport, significantly
affects organizational buying behavior. This study explores the extent to which
emotional factors influence procurement choices, supplier loyalty, and
negotiation outcomes. Using a mixed-method approach involving both
qualitative interviews and quantitative surveys across various industries, the
research identifies a strong correlation between emotional attachment and
supplier selection, partnership longevity, and even willingness to pay
premium prices. Emotional bonding not only humanizes the procurement
process but also builds resilience and adaptability in long-term partnerships.
The research emphasizes the significance of emotional intelligence and
relationship management as key strategic strengths in B2B sales and
marketing.
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1. Introduction

B2B deals have been thought to be rational and utilitarian. Nevertheless, company decision makers are human beings
whose decisions are affected by their emotions, experiences, and personal relationships. Emotional connection, with
characteristics such as trust, commitment,empathy, and shared values, has started gaining prominence as a key
determinant of procurement choices. As businesses move more towards relationship-based strategies, emotional
attachment presents a competitive edge by improving customer loyalty, communication effectiveness, and perceived
believability. This study intends to explore the role of emotional attachment among suppliers and corporate buyers in
informing purchasing decisions across industries.

2. Literature Review

Several studies attest to the impact of emotional bonding in B2B relationships:

* Doney & Cannon (1997) and Morgan & Hunt (1994) highlighted the significance of trust and relationship
commitment in supplier choice.

* Zaltman (2003) and Fournier (1998) underscored the emotional and subconscious factors involved in decision-
making processes.

* Ganesan (1994) found that trust, familiarity, and empathy play a critical role in supplier choice independent of price or
efficiency.

* Palmatier et al. (2006) located the emotional dimensions of relationship quality as a key driver in repeat business.
* Goleman (1995) pioneered the significance of emotional intelligence in strategic procurement and leadership.
* Lemon & Verhoef (2016) and Hollebeek et al. (2014) researched digital customer experience and its emotional

aspects in B2B environments.

All these studies agree on one thing: emotional connection increases customer retention, negotiation success, and
preferred suppliers.

3. Research Methodology
3.1 Research Design

This research employs a mixed-method design to offer holistic insights. Quantitative as well as qualitative methods were
utilized.

3.2 Data Collection

Primary Data: Guided surveys (Likert scale and MCQs) were administered to 108 procurement professionals from
various industries.

Qualitative Data: 10 senior procurement officers were interviewed through semi-structured interviews.

3.3 Sampling Technique

Purposive and stratified random sampling has been employed. Respondents have been chosen according to their work in
B2B decision-making.

3.4 Tools for Analysis

Quantitative: Percentage analysis, one-way ANOVA, and regression analysis.

Qualitative: Thematic analysis through NVivo software.
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1. One-Way ANOVA Analysis Between Age Group and Emotional Connection Loyalty

2. OBJECTIVE:

To analyze whether there is a significant difference among different age groups of respondents in terms of how likely
they are to stay loyal to a brand that makes them feel emotionally connected.

HYPOTHESIS:

» Null Hypothesis (Ho): There is no significant difference between age groups and their emotional connection-based
brand loyalty.

+ Alternative Hypothesis (Hi): There is a significant difference between age groups and their emotional connection-
based brand loyalty.

VARIABLES:
» Independent Variable: Age group (e.g., 18-24, 25-34, 3544, 45-54)

» Dependent Variable: Loyalty level (Likert scale — Very Likely, Likely, Neutral, Unlikely, Very Unlikely)

ANOVA Table:
Source of Variation |SS df MS [F P-value

Between Groups 423 3 141 [1.97 0.125

'Within Groups 74.12 104 0.713
Total 78.35 |107
INTERPRETATION:

Since the p-value (0.125) is greater than 0.05, we fail to reject the null hypothesis. Hence, there is no statistically
significant difference in emotional connection-based brand loyalty across different age groups.

3. One-Way ANOVA Between Educational Qualification and Influence of Emotional Advertisements on
Purchase Decisions

OBJECTIVE:

To determine whether the level of educational qualification of respondents influences their perception that emotional
advertisements affect their purchase decisions.
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HYPOTHESIS:
» Ho (Null Hypothesis): There is no significant difference among respondents of different educational levels regarding the

influence of emotional ads on their purchase decisions.

* Hi (Alternative Hypothesis): There is a significant difference among respondents of different educational levels
regarding the influence of emotional ads on their purchase decisions

VARIABLES:

 Independent Variable: Educational Qualification

(High School, Undergraduate, Graduate/Postgraduate, Doctorate)

* Dependent Variable: Opinion on emotional ads influencing purchase decisions (Likert scale: Strongly Disagree = 1,
Disagree = 2, Neutral = 3, Agree = 4, Strongly Agree = 5)

ANOVA Table:

Source ofSS |df MS F P-
'Variation value
Between 6.81 3 227 472 (0.004
Groups

'Within Groups  [50.02(104|0.48

Total 56.83/107

INTERPRETATION:

Since the p-value (0.004) is less than 0.05, we reject the null hypothesis. This means that educational qualification
significantly influences how respondents perceive emotional advertisements in affecting their purchase decisions.

3.5 Limitations

* Emotional bonding is personal and difficult to measure exactly.

* Results might not be generalizable across all industries.

4. Main Findings
*69.2% of participants said they selected a supplier based on emotional storytelling.

*More than 60% of participants were committed to suppliers that made them emotionally close.

*Participants with postgraduate qualifications were much more impacted by emotional advertising (ANOVA p <
0.005).

* Emotional considerations like trust, brand fit, and pleasant interactions were more highly prized than small cost
savings

*The digital interface also affected emotional attachment—those using customized AI/CRM systems were seen as more
emotionally smart.
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5. Recommendations

1. Empower Sales Teams with Emotional Intelligence: Organizations must invest in emotional intelligence training
to promote trust-building behaviors.

2. Apply Emotional KPIs: Metrics like trust index, customer sentiment score, and emotional recall can be used to
quantify relationship quality.

3. Brand Storytelling: Client-aligned stories create emotional connections and long-term involvement.

4. Automate Emotional Insights with Tech: CRM solutions must parse emotional signals and offer automated
personalized follow-ups.

5. Empathetic Negotiations: Salespeople must balance logic with empathy to maintain mutually rewarding
partnerships.

6. Conclusion

This research substantiates that emotional connection has a significant impact on company buying behavior. Though
economic considerations are still the bedrock, emotional bonds are tie-breakers and relationship builders in long-term
alliances. B2B sellers that foster emotional bonds experience better customer retention, lower churn, and higher brand
advocacy.

Emotional intelligence is now a strategic capability and not merely a soft skill in the digital and relational business era.
By making corporate transactions more personal, emotional bonding offers a pathway to sustainable business
relationships.
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