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Abstract: In the digital media environment, the relationship between consumers and brands is no longer limited
to product transactions but has gradually shifted toward long-term relationship building involving emotional
experiences, value identification, and interactive participation. As an important approach for enterprises to
connect with consumers, content marketing enhances consumers’ understanding and recognition of brands
through storytelling, emotional shaping, and value communication. Among various forms of content marketing,
emotional content marketing places greater emphasis on consumers’ psychological experiences and improves
brand communication effectiveness through warm narratives, everyday scenarios, and emotional resonance.
Based on literature review and case analysis, this paper examines the mechanism through which emotional
content marketing influences brand—consumer relationship building. It further discusses the current challenges
faced by enterprises in emotional content production, including superficial emotional expression, content
homogenization, and excessive dependence on short-term traffic. To address these issues, this paper proposes
several improvement strategies, including strengthening content authenticity, enhancing the alignment between
emotional expression and brand values, and improving consumer interaction mechanisms. The study argues that

emotional content marketing is not simply about creating emotional appeals; rather, it builds consumer trust,
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identification, and emotional connections through continuous value communication, thereby promoting the

transformation of brand—consumer relationships from short-term attention to long-term engagement.

Key words: emotional content marketing; brand—consumer relationship; brand trust; consumer emotional

experience; content communication
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