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Network marketing is the most common type of marketing in modern reality,
in which becomes more obvious psychological mechanisms and principles
of buyer-seller interaction. Features of the manifestation of consumer
behavior in network marketing have certain peculiarities, as the main focus
of marketing communications is the consumer and the sales advisor direct
communication the result of which is a product purchase. Consumers often
complain that they buy things they do not really need, sometimes paying
twice the amount. This field of marketing includes number of psychological
features the analyze of which will help to solve both economic and
psychological issues of consumer behavior, such as the consumer market
segmentation, in line with marketing standards, increasing the professional
and psychological readiness of sales consultants to achieve the maximum
sales result. The impact of emotions on judgments, evaluations, and
decisions has long been important to psychology and consumer behavior.
The field’s focus has progressed from demonstrations that emotions, like
cognitions, do have an impact on consumption, to more nuanced
understandings of what drives the experience of discrete emotional states,
how those discrete emotions uniquely affect decision making and the
motivations that consumers might have to regulate their emotionalstates
over time. Each specific emotion is associated with a set of cognitive
appraisals that drives the influence of the emotion on decisionmaking
through nuanced psychological mechanisms. We present an integrated
view of the current literature on how emotions — both related and unrelated
to the decision at hand — play an important role in shaping consumer
decision-making. Emotions embedded in marketing stimuli influence
decisionmaking via processes driven by cognitive appraisals. Emotions that
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are unrelated to the decisions influence decision-making via carried over
appraisal tendencies. We present perspectives on why and under what
conditions emotions serve as antecedents to decision-making, and call for
future research to examine how emotional influences can both undermine
and help consumer decision-making. Based on the source of consumers’
emotional experiences and its relationship to the decision at hand,
emotional influences are classified into two broad categories: Integral
emotions and incidental emotions. Integral emotions are experienced when
marketers embed emotions in the marketing stimuli or contexts with the
intention of influencing a particular decision [7]. Incidental emotions arise
from sources that are unrelated to a particular decision, yet their influence
carries over to that subsequent decision. This review is organized around
such classification of emotions, beginning with an integrative model of how
emotions influence consumer decision-making, followed by sections that
detail the specific psychological processes. There is a wide range of
psychological processes that drives consumer reactions to emotional
appeals. Certain emotions increase the motivation to act in compliance with
an appeal via accountability appraisals. For example, sunscreen ads that
used specific emotions with appraisals of self-accountability (such as regret,
guilt, and challenge) increased individuals’ intentions to use sunscreen, relative
to appeals that used emotions with low self-accountability (e.g., fear, hope) [11].
Emotional appeals could also influence subsequent decision-making
through modifying one’s concept of self relative to others. Emotions may
also influence consumer behavior through contagion effects; individuals
experienced more sadness when viewing a charitable appeal with victims’
faces showing sad (versus happy) expressions and hence were more likely
to feel sympathy [13]. When do emotional appeals influence decisions?
Effectiveness of emotional stimuli may depend on their compatibility with
many consumer-related factors, such as culture, consumers’ salient self-
identities, and their incidental emotional states. The influence of different
discrete emotions across people belonging to different cultures varies;
emotional appeals that are not compatible with the participants’ culture may
be more effective due to their novelty

The emotional impact on consumer decision-making process has been
studied also by Deyneka. According to Deineka's aproach, during
consumer behavior, regardless of being a consumer or buyer, there are
three components that are typical for both economic and social behaviors:
cognitive component,affective component,motivational component.
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An affective component of consumer behavior
includes emotions, feelings, emotional perception of goods and services.
Cognitive  component  of
consumer behavior constitutes opinions, comparisons, rational evaluations
of products and services.

Motivational component is the desire to purchase or use goods
and services. [2] The sales process in network marketing is
carried out through direct turnover of the sales consultantand buyer. Here,
the best-selling advertisment is the sales consultant / distributor who sells
what he / she doesnt really need by reflecting on consumers sensitive
mental mechanisms /sometimes uncouncious /due to his/her professional
skills.In the context of consumers unconscious psychological mechanisms
we selected the field of emotions, its impact on consumer decision-making.
Emotions play a key role in the choice and decision-making process.
[4,1]Despite the awareness of the importance of emotions in the daily life of
a person, very little is known about the impact of emotions on the
effectiveness of marketing activities.[5 ] Over the last two decades
organizations have seen afundamental shift in management style.Roles have
become more customer oriented and knowledge based with the need to work as
a team. This has resulted individuals having more overall autonomy,even at
fairly low levels whithin organizations.This has created organizational cultures
that are less autocratic whith only a few levels of management.The very nature
of such organizations has allowed those whith highly developed social skills to
be as successful as those who excel academically. The historical
timeline of social or emotional intelligence shows this is not a new concept,but
one that over time has gained general agreement as a key element of workplace
successs. Emotional intelligence can beabbreviated to EL and can be also
reffered to as Emotional Quotient( EQ )

The main purpose of this research is focused on revealing
the role and importance of emotional intelligence in consumers' decision-
making, the ability of consumers to recognize, understand, express and
manage their emotions already studied, as well as examine their confidence
in their own emotional capabilities and their classification.The role of
emotions in marketing has become widespread, but scientists are only
beginning to understand how emotions affect specifically the manifestations
of a person. To date, scientists have been asking questions for further
research, such as how emotions affect interpersonal relationships How do
consumers apply emotional information for marketing decisions [6 ].Within
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our research, we have implemented emotional intelligence research. For
the research we used Kohl’s emotional Intelligence test. The study included
3 groups of 30 people. The first group was active consumers of network
marketing; the second group included 30 consumers who did not use this
type of marketing diversity and finally 30 network marketing
consultants../distributors/ After analizing the results of the research we have
following results.

The emotional intelligence of distributors is on the average. The emotional
awareness is also at an average level, that is, they are partly aware of their
emotions and feelings, partly realize their emotions and feelings. The self-
motivation index is at an average level, that is, in some situations can
control behavior through awareness of emotions. Indicators of empathy
are also on the average. The empathy implies the understanding of other
people's emotions, as well as the ability to understand the emotional state
of a person, and willingness to help .It is understanding ones emotional
state by for the body language gesture, speech. In other words, they can
understand the emotions and feeling of others, to encourage them, to
influence them. Distributors emotion management is weak

Thus, typical for distributors,
[0 Managing of their emotions with difficulty
[0 Low self-motivation.

Here we will show the results of the emotional intelligence of active
consumers

Active consumers' emotional intelligence is low. They partly realize and
understand their emotions and feelings, in some situations they only
understand the emotions and feelings of others. The level of self-esteem is
very low,they can manage their emotions and feelings with difficulty, hardly
controll their behavior by realizing their own emotions. They are able to hit
the emotional state of other people with difficulty. Thus, active consumers
are characterized by low emotional intelligence.

Here we can see the results of emotional intelligence of non-users

Indicators of the emotional intelligence of non-users are also at a low level.
In this case they are unaware of their emotional state, can not deal with
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emotional states of themselves and others, can not control their own
emotions as well as others. The self-motivation index is also low, it means
that they have difficulty in controlling their behavior by emotions. We find
it appropriate to compare the average of the emotional intelligence of
distributors and active consumers.

Comparison of the average results of emotional intelligence among
distributors and active consumers

N The Elements of Emotional Intelligence: Distributors | Active
consun

1 Emotional Awareness 10,0 10,0

2 Own emotion management 3,0 0,9

3 Self-motivation 9,6 5,7

4 empathy 12,4 9,4

5 Recognizing other people's emotions 11,3 8,9

6 Total sum of emotional intelligence 46,4 34,9

The emotional awareness indicators are at the middle level both in
distributors and active consumers. They partly realize and understand their
emotions and feelings, little aware of their emotional state. Management of
their emotions in both cases is low, but it is lower among active consumers
who manage their emotions with difficulty. The rate of self-motivation is at
the average level for active consumers, and passive consumers are low,
which means that they have difficulty controlling behaviors by emotions.In
the field of network marketing, this is a low level of emotion management
that makes the consumer more vulnerable to external influences. Indicators
of affirmative action on other people's emotions are higher for distributors
(according to the criterion of the criterion, the difference is significant), that
is, they are able to understand the emotions of other people, to encourage
and support them. It is the ability of man to understand signs, gestures,
speech tones, and body position.They are also able to influence the
emotional state of other people. And active consumers can hardly influence
the emotional state of other people.



Comparing with the average of emotional intelligence of distributors and
non-users, it becomes clear that emotional intelligence is at an average
level with both distributors and non-users, while managing own emotions is
low, even though the self-management of non-users is very low. Self-
motivation is at an average level with active consumers, and low-income
people, that is, they have difficulty controlling behavior through awareness
of emotions. The indicators of recognition of emotional and other people's
emotions are in both cases at the average.

Comparison of the average results of emotional intelligence of distributors and

non users

N The Elements of Emotional Intelligence Distributors | Non us
1 Emotional Awareness! 10,0 8,5

2 Own emotion management 3,0 -2,4

3 Self-motivation 9,6 4,5

4 empathy 12,4 10,7

5 Recognizing other people's emotions 11,3 10,3

6 Total sum of emotional intelligence 46,4 31,6




We find it appropriate to compare the average of the emotional intelligence
of active consumers and non-users. The comparison is presented in the

chart

Comparision of the average results of emotional intelligence of active consumers

and non usetrs

N The Elements of Emotional Intelligence Active Non us
consumers

1 Emotional Awareness 10,0 8,5

2 Own emotion management 0,9 -2,4

3 Self-motivation 57 4,5

4 empathy 9,4 10,7

5 Recognizing other people's emotions 8,9 10,3

6 Total sum of emotional intelligence 34,9 31,6

Comparison of the average level of emotional intelligence of active
consumers and non users shows that the level of emotional intelligence of
consumers and non-users is low. In both cases, emotional awareness is at
an average level, that is, they can understand and realize their emotions
and emotions in some situations. Own emotion management is low on both
consumers and non-users. Self-motivation is also low, that is, they manage
to manifest their emotions and emotions with difficulty, control behavior, and
awareness of emotions. In both cases indicators of affirmation and
recognition of other people's emotions are on the average. They can
understand in some situations the emotions and emotions of others, to
encourage them to influence the emotional state of people. Thus,

the emotional intelligence of active consumers is on the average, and non-
users are low, that is, non-users can hardly understand their emotions,
manage them, control their behavior, and emotions. From the analysis it
becomes apparent that the distribution of emotional intelligence with
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distributors is also higher than that of non-users, which indicates the
presence of emotional intelligence and the importance of development of
the distributors in their professional activities and is directly related to the
efficient formulation of their marketing communications.

Thus, there is no significant difference
between the emotional intelligence of active consumers and non-users
according to the Student critical criterion the difference is not significant),
the research findings show that although emotional intelligence did not
show significant differences between network marketing consumers and
non-users, it was clear that the differences between the sales consultants
and the consumers had been evident, awareness of their own emotions as
well as self-motivation and Awareness of their own emotions and the level
of self-motivation and affiliation are emotional qualities characterizing sales
consultants, affecting their ability to work effectively and affect the emotional
state of consumers. Emotional Intelligence here is also a professional
psychological characteristic that needs development, as it is at the middle
level among distributors. In our upcoming work it is envisaged to examine
the emotional intelligence of network marketing high level sales consultants
/distributors/ and compare the results with midlevel distributors indicators
that will make more obvious the relevance of emotional components with
professional growth.
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uwwnnnutph hncquywu yhdwyh ynw ubGpwgnbin tncbwynegyw ypwi:

3KCNEPUMEHTAIbHbIN AHAIU3 3MULMOHANBHOI
MHTENJNEKTA NOTPEBUTEJNIEN CETEBOIO MAPKETUHIA

aMoumoHanbH(Oé WHTeNNekT, noTpebuTenbckoe noBegeHne, CEeTEBOM
MapKeTUWHI, AMCTpnBOTOP

B pamkax Hallero uccrnenoBaHusi Mbl NPOBENM aHanNM3 3MOLMOHAaNbHOro
WHTEeNnekTa aAns notpebuTtenen ceTeBoro MapkeTuHra, ANCTpUbLIOTOPOB U
nogen kotopble He MOSb3ylTCs ToBapaMu 3TOrO TUMa MapKeTuHra.
PesynbTaTbl MCCreoBaHUS nokasasnu, YTo HECMOTPS! HA HE3HAYUTENbHbIE
pasnuuns Mexay nokasaTensMy eMOUMOHANbHOro WHTENNeKTa cpeau
notpebutenern n nOen KoTopble He MONb3yTCs AaHHbIM  BUAOM
MapKeTUHra, siBHasi pasHuua Obina BbisiBieHa cpeay noTpebutenen u
ANCTPUBIOTOPOB,YTO  MNOKa3biBaeT BaKHOCTb  MHOMMX  KOMMOHEHTOB



3MOoLMOHanNbHOro NHTeNnekTa Ans apdeKTMBHOM paboThbl ANCTPUBIOTOPOB
N MX YMEHMS BNUATb HA OMOLIMOHANbHOE COCTOSIHWME NoTpebuTenei.

EXPERIMENTAL STUDY OF EMOTIONAL INTELLIGENCE IN
NETWORK MARKETING CONSUMERS BEHAVIOR

Emotional intelligence,distributors, active consumers,network marketing,
decision-making

Within our research, we have implemented emotional intelligence research
among network marketing consumers, distributors and people who do not
generally use this type of sales. The research findings show that although
the results of emotional intelligence test did not show significant differences
between network marketing consumers and non-users, it was clear that the
differences between the sales consultants /distributors/ and the consumers
had been evident.Awareness of their own emotions and the level of self-
motivation and affiliation are emotional qualities characterizing sales
consultants, affecting their ability to work effectively and affect the emotional
state of consumers.
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