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Abstract  

 

This paper tries to answer the effect of the universal emotions on customer behavior in retail store 

environment, examining how far happiness, in particular, influences customers´ purchases and product 

evaluation by considering can universal emotions should be managed to increase revenue.  Overall, this paper 

explores the essence of universal emotions, assesses the role of emotions in decision making, and introduces the 

emotions management process. It uses the empirical study a combination of quantitative and qualitative 

research techniques. This study may interest retail companies, particularly their marketing and sales 

professionals, as it demonstrates how focusing on customers emotions can help to improve business results.  
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1. INTRODUCTION  

 

Scientific investigations have proved that at least seven universal emotional states are indeed 

universal (Ekman, 2003). Many acclaimed researchers have come to agree that emotional reactions are very 

important to our welfare given the essential role they play in, influencing everyday life, judgments and 

decisions (Ekman, 2003), (Matsumato, 2009). This paper uses facial coding techniques and technologies, 

supplemented by a survey based study, to measure and analyze customers´ facial expressions at retail stores. 
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Customers are better-informed than ever before, their expectations are high and loyalty is rare, standing out 

from the competition requires a more creative approach (Fisk.P, 2005). The 21st century marketing was 

about being on-message, can realize success by being on-emotion (Hill, 2010). The measurement of customer 

emotions for marketing purposes is a growing, challenging, and exciting area of study, to which many have 

turned. The aim of this paper is to explore the topic of universal emotions in customer behavior as well as 

find out if customers´ happiness helps to drive sales at retail stores and whether universal emotions should 

be managed to increase revenue.   

 

2. Objectives of the study  

 

In order to fully explore the main objective six objectives are framed:  

 

1. To find out which universal emotions do customers feel around the till the point. 

2. To find out happier customers are more likely to make a purchase.  

3. To find out does happier customers spend more.  

4. To find out are happier customers are likely to recommend business to other people.  

5. To find out are happier customers are likely to rate products higher.   

6. To find out how the marketers manage customer emotions.  

 

3. Hypothesis of the study  

 

To solve the above objectives the following research questions are framed: 

Hypothesis 1 - Customers appear to feel the universal emotions such as anger, disgust, fear, happy, sadness 

and surprise around the till point  

Hypothesis 2 - Happier customers are more likely to make a purchase  

Hypothesis 3 - Happier customers spend more  

Hypothesis 4 – Happier customers are more likely to recommend business to other people  

Hypothesis 5 – Happier customers are more likely to rate products higher  

 

4. Methodology of the study  

 

This paper uses a mixed research approach; quantitative techniques used are automated facial 

coding, manual facial coding and survey-based research.  

 

Table 1 

The Hypotheses of the Quantitative Studies 

 

 Automated Facial coding  Manual Facial coding Survey Based Study  
H1 Yes    
H2 Yes Yes Yes 
H3 Yes Yes  
H4   Yes 
H5   Yes 
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The interview-based research measures qualitatively collected data, and is subjectively interpreted 

which only tries to answer to the research question - should marketers manage customer. The quantitative 

research studied customers in retail store environment, the sample automated facial coding (263 tracked 

images of customers), manual facial coding (35 manually observed customers), and survey based study (29 

questioned customers). The survey-based research - or empirically driven self-report study - was designed 

to ask customers for their opinions, beliefs and compare the findings with the results from facial coding 

studies, as well as help answer hypotheses H2, H4, and H5. The first analysis (1) concentrated on happy 

customers - The second analysis (2) concentrated on very happy customers - The interview-based research 

answer to one main research question: should marketers manage customer emotions. 

 

5. Limitations of the study  

 

I. Analysis and modeling methods are still not fully developed, particularly methods for data 

aggregation, and handling missing values,  

II. Small sample size chosen for the initial study, 

III. The fact that data was only collected at the till point, and  

IV. The purchase transaction itself and thought of paying out money might affect the displayed 

expressions. 

 

6. Analysis  

 

6.1 Hypothesis 1 - Customers appear to feel the universal emotions such as anger, disgust, fear, happy, 

sadness and surprise around the till point. 

 

Table 2 

Universal Facial Expressions - Automated Facial Coding 

The Probability  0.5-1.0 
 Anger  Disgust  Fear Happy Sadness Surprise 
Observations: Purchasers and Non 
Purchasers  

1.025 .506 .158 .634 .28 .896 

Observations: Purchasers .627 .256 .82 .291 .10 .441 

 

In order to test the first hypothesis, every emotion as triggered, for which intensity readings were 

larger than 0.5 (shows the probability of the emotion). The filtering thresholds were applied and happiness 

readings of less than 0.5 were separated into less happy set and larger than 0.5 into a happy set. Then the 

mean purchasing value associated with happy and less happy groups was tested by calculating confidence 

intervals (using general statistical analysis). Therefore, it is possible to infer that hypothesis 1 is true.  
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6. 2 Hypothesis 2 - Happier customers are more likely to make a purchase. 

Table 3 

T-Test (Level of Happiness) - Automated Facial Coding 

 

 Level of Happiness 
 of Purchasers  

Level of Happiness 
 of Non- Purchasers 

Mean  0.102 0.103 
Variance  0.022 0.020 
Observations  121 129 
Hypothesized  
Mean Difference  

0  

Degrees of freedom  249  
t-stat -0.535  
P (T<=t) One tail 0.296  
T Critical One tail 1.645  
P (T<=t) Two tail 0.593  
T Critical Two tail 1.960  

 

Two-sample assuming unequal variances (average level on happiness for purchasers and non-

purchasers). The critical p-value turned out to be 0.593 > 0.05, which shows that these two means are not 

different from each other. In other words it demonstrates that customers, who made purchase did not feel 

happier (mean of happiness level is 0.102) than the customers, who did not make a purchase (mean of 

happiness level is 0.103). If happier customers bought more, the mean level for happiness should be higher 

and critical p-value lower than 0.05. In this case p is larger than 0.05 and null hypothesis cannot be rejected, 

which means that the hypothesis 2 is false.  

 

 6.2.1 Manual Facial Coding Research  

 

Table 4 

CHISQ.TEST Results (Purchases) – Manual Facial Coding 

 No Purchase  Purchase Total 
No Smile / Not Happy  8 7 15 
Smile / Happy 9 11 20 
Total  17 18 35 
Expected Values  
No Smile / Not Happy 8 15 15 
Smile / Happy 9 20 20 
Total 17 35 35 
P 0.0000017<0.05 
Confidence  95% 

 

The average purchase amount for A (happy customers) and B (less happy) customers demonstrate 

that A > B, which shows that the average purchase of happier customers is 30% higher (table 4). Additionally, 

the calculated confidence intervals proved the validity. A customers 9.59 > 0 (table 5), to test H2 Chi-squared 

distribution test was used there is a single dependent variable (purchase) and a single independent variable 

with two independent groups (happy/smile and not happy/no smile) where the dependent variable is 

categorical. The appropriate statistical test to apply was, therefore, Chi-square. At first, the calculated 
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contingency table helped to understand its frequency. Secondly, the expected values were calculated from 

the data and also the p value 0.0000017 (CHISQ.TEST function), as p < 0.05 it can be concluded that there is 

a relationship between smiling and purchases (table 4). Therefore, it can be claimed with 95% confidence 

that the hypothesis 2 is true.  
 

6.2.2 Survey-Based Research  

Table 5 

CHISQ-TEST Results (Purchases) – Survey 
 

 No  
Purchase  

Purchase Total  No 
Purchase  

Purchase Total 

Less / Not Happy  4 6 10 Not Happy 2 7 9 
Very  Happy 5 14 19 Happy 6 14 20 
Total  9 20 29 Total  8 21 29 
Expected Values 
Less / Not Happy  20.60 61.40 10 Not Happy 7.04 20.96 9 
Very  Happy 29.40 87.60 19 Happy 42.96 128.04 20 
Total 9 20 29 Total 8 21 29 
P 0.034 <0.05 P 0.005 <0.05 

 

Table 6 

Purchases – Survey 
 

 No 
Purchase  

Make 
Purchase 

 No 
Purchase  

Make 
Purchase 

Very Happy  19.65 % 33% Happy  21.2% 46.4% 
Less/ Not Happy  80.3% 67%  Not Happy  78.7% 53.57% 

 

Chi-squared distribution test was used for the statistical analysis; there is a single dependent variable 

and a single independent variable with two independent groups where the dependent variables are 

categorical, as for all tests in the thesis, the alpha level is 0.05. The p value is 0,034 < 0.05 (for analysis 1) and 

0,005 < 0.05 (for analysis 2). Therefore, there is relationship between happy people and purchasing behavior. 

 

6.3 Hypothesis 3 – Happier customers spend more  
 

Table 7 

Average Purchase – Automated Facial Coding 

 INR  
Happy Revenue  32500 
Less Happy Revenue 22500 

 

Table 8 

Confidence Intervals – Automated Facial Coding 

 Avg. Purchase  SD- Size of 
purchase  

Confidence 
95% 

Confidence 
Intervals  

Happy Revenue  32500 16.878 0.21 +/-0.21 
Less Happy Revenue 22500 +/-0.21 
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The average purchase amount for A (happy customers) and B (less happy) customers demonstrate 

that A > B, which shows that the average purchase of happier customers is 30% higher (Table 7). 

Additionally, the calculated confidence intervals proved the validity. A customers (32500 - 0.21) - B 

customers (22500 + 0.21) = 9.59 > 0 (Table 8). Therefore, it is possible to claim with 95% confidence that 

the hypothesis 3 is true. 

 

6.3.1 Manual Facial Coding Research 

Table 9 

Average Purchase – Manual Facial Coding 

 Money  
Smile / Happy 29330 
No Smile / Not Happy 20250 

 

Table 10 

Confidence Intervals – Manual Facial Coding 

 Avg. Purchase  SD- Size of 
purchase  

Confidence 
95% 

Confidence Intervals  

Smile / Happy 29330 28.289 3.9403571 29.33+/- 3.9403 
No Smile / Not Happy 20250 20.25+/-3.9403 

 

 

The average purchase amount for A (happy customers) and B (not happy) customers demonstrated 

that A > B, which shows that smiling customers average purchase amount is 31% higher (Table 9). Moreover, 

calculated confidence intervals proved the validity. A customers (29.33 - 3.9403) - B customers (20.25 + 

3.9403) = 1.1992 > 0 (Table 10). Therefore, it can be claimed with 95% confidence that the hypothesis 3 is 

true.  Finally, we can add that 70% of the manually observed customers did smile back at the store entrance, 

and can therefore be considered happy customers. This finding will be later subjectively discussed and 

compared with the result found in survey-based study (see 3.5). 

 

6.4 Hypothesis 4 – Happier customers are more likely to recommend business to other people  

 

Table 11 

CHISQ-TEST Results (Ratings and Promoters) – Survey 

 

Actual  Lower 
Ratings  

Higher  
Ratings 

Total Actual Passive+ 
Detractors  

Promoter  Total 

Less / Not Happy  4 7 11 Less / Not Happy  6 6 12 
Very  Happy 6 12 18 Very  Happy 2 15 17 
Total  10 19 29 Total  8 21 29 
Expected Values 
Less / Not Happy  23.90 58.10 11 Less / Not Happy  21.84 60.16 12 
Very  Happy 34.10 82.90 18 Very  Happy 31.16 85.84 17 
Total 10 19 29 Total 8 21 29 
P 0.0001 <0.05 P 0.0001 <0.05 

To begin with, a distribution table was created to demonstrate the numerical findings and the Chi-

squared distribution test was used for the statistical analysis. There is a single dependent variable and a 
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single independent variable with two independent groups where the dependent variables are categorical. 

Table 11 demonstrates the results of Chi-squared test. The p value is 0.0001< 0.05. Therefore, it is possible 

to interpret that there is strong relationship between happy people and recommending. Table 12 

demonstrates that 84% of very happy customers are recommenders, but only 59% of less/not happy 

customers recommend the business. It is possible to claim with 95% confidence that the hypothesis 4 is true.  

 

6.5 Hypothesis 5 – Happier customers are more likely to rate products higher  

 

Table 12 

Charts (Ratings and Recommendations) – Survey 

 

 All  Very  Happy Less / Not Happy  
High Rating  70.8% 81.1 % 56.097% 
Lower Rating 29.1% 18.8 % 43.9% 
Promoter  83.76 % 58.53% 
Passive+ Detractors  16.23 % 41.46% 

 

Table 11 demonstrates the results of Chi-squared test, the p value is 0.0001< 0.05. It is possible to 

say that there is strong relationship between happy people and higher ratings. Table 12 demonstrates 81% 

of very happy customers gave high rating, but only 56% of less/not happy customers rated products high. It 

can be claimed with 95% confidence that the hypothesis 5 is also true.  

 

6.6 Interview-Based Research  

 

It can be said that emotions management is considered important by both managers and 

salespersons. Having interviewed outstanding sales professionals, skilled management of emotions was 

considered important by all of them. “Care about the customers” seems to be most important attribute that 

was mentioned several times and in different contexts. However, respondents admitted that it is still difficult 

and uncomfortable to communicate with complaining customers, and suggested to run more training which 

teaches salespersons to deal with such clients (complain, have bad mood etc.). Surprisingly, managing 

personal bad mood/emotions turns out to be a quite simple task. Salespersons suggested tactics such as leave 

problems at home, breath calmly, concentrate on work, and simply being positive and smiling. One 

supervisor stated that she feels smiling to a customer can influence personal mood state in the positive 

direction. Following characteristics were considered as the most important drivers of happiness: care, use 

humor, smile, be positive, surprise with a gift, share experience, and share advice. The general findings 

turned out to be quite interesting, and it appears that managers have a lot to study from salespersons. Still, 

there is always room for further improvements. Indeed, more salespersons should be interviewed in order 

to have clearer view.  

 

All managers agreed that smiling is an essential and elementary sign of friendliness. Nevertheless, it 

is important to give customers free space and time for decision making. The actions, which were considered 

the most important drivers of joyful customer experience are - being approachable, friendly, smiling, 

thoughtful and caring. From the future perspective, all managers agreed it is relevant to learn to manage 

emotions better as competition grows, and customers are becoming more emotional and dare to demand. As 
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companies do not use more reliable methods for measuring emotions, it can be argued that it is quite hard 

to manage emotions at all. Given the lack of available information available, market research becomes 

increasingly essential. However, it is a pleasure to witness that the managers still see the potential in 

emotions management showing that they have interest in developing the process further on.  

 

7. Discussion  

 

The results of the empirical research support the findings which consider positive emotions to be 

one of the most important feelings that help to drive value for business. The findings have proven that 

managers should focus on developing the aspects of their offerings that stimulate happy emotions by 

managing customer emotions, because customers in this segment are more likely to rate products higher, 

more likely to recommend the business to other people, and willing to pay more. Moreover, this paper 

demonstrated that all universal facial expressions appeared at the till point (among customers, who made a 

purchase or came to consult). In conclusion emotions influence decision-making processes and judgment’s. 

It has been discovered that all the emotions that are considered universal effect more or less the customer 

behavior. More precisely, it has been proven that happiness plays a strong role in retail stores environment 

by effecting the revenue, word-of-mouth marketing, and product evaluations. Overall these findings support 

the idea that marketers should focus on managing customers´ emotions. Knowing what our customers enjoy 

or what makes them buy and spend more is a precious knowledge and advantage. Marketers should take that 

feedback seriously if they wish to succeed in increasingly highly competitive business environment. 

 

8. Conclusions 

 

The aim of this paper is to explore the topic of universal emotions in customer behavior in order find 

out if customer happiness helps to drive sales at retail stores and whether universal emotions should be 

managed to increase revenue. In order to fully answer the research objectives, six research questions were 

asked The findings have proved that managers should manage customer emotions because customers in this 

segment are more likely to rate products higher, more likely to recommend the business to other people, and 

be willing to pay more. Furthermore, manual facial coding and survey-based study both demonstrated that 

happy customers are more likely to make a purchase. Both qualitative interviews showed that managers and 

salespersons understood their role in the emotions management process and see the necessity of it. Still, it 

was evident that there is too little information available about the possibilities and practices of emotions 

measurement from which managers can to learn. Unfortunately, knowing the right theory is not enough – in 

order to increase revenue and profitability, marketers need to know how to manage customers´ emotions, 

and how to create joyful working climate for employees. The research might interest managers and most 

marketing professionals in the retail sector.  
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