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Abstract: This study explores how emotion contagion operates both in offline interacti
ons and in social media environments. Emotions strongly shape human decisions, perfor
mance, and relationships, yet little is understood about
how they spread between people in conversation or through digital exposure. Drawing o
n research by Neumann and Strack (2000), Barsade (2002), and Kramer et al. (2014),
this paper synthesizes findings on the mechanisms and consequences of emotional conta
gion across two settings. While face-to-
face contagion occurs through unconscious mimicry of expressions, tone, and behavior, s
ocial media contagion functions through exposure to emotional language and content. U
nderstanding these patterns clarifies how emotions shape collective mood and behavior i
n both physical and digital worlds.

Key words: Emotional contagion, Mood contagion, Face-to-
face interaction, Social media, Nonverbal communication, Mimicry, Group behavior, Onli
ne communication.

Introduction

Emotions are social signals that shape how we feel, think, and act with others. Either
with a friend’s laughter that makes everyone smile or an online post that changes thous
ands of users’ moods, emotions move through human networks every day. Yet many pe
ople underestimate how powerfully and automatically these emotional currents flow betw
een individuals. This article reviews major findings on emotion contagion in two sphere
S of life: direct, face-to
face interactions and interactions through social media. By examining both, it becomes c
lear that emotion contagion is not limited to physical presence but is a central part of
how humans connect and influence one another.

Emotional contagion in realworld interactions often occurs without intention or awarenes
s. Neumann and Strack (2000) demonstrated that even subtle exposure to emotional cue
S can shift another person’s
mood. In their study, participants listened to recorded voices that sounded slightly happy
or slightly sad. Without being asked to imitate, listeners began to reflect the emotional
tone they heard, mirroring the affective state through subtle changes in expression and
self-

reported mood. This suggests that emotional transfer can occur automatically, independen
t of deliberate thought.

Further supporting this, the researchers concluded that emotions are not merely the outc
ome of cognitive reasoning but often originate from facial and behavioral expressions th
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emselves. When people unconsciously imitate others’ expressions such as smiles, frowns,
or postures, they generate congruent emotional feelings internally. Bargh, Chen, and Bu
rrows (1996) showed a similar process when students primed with the stereotype of eld
erly people unintentionally slowed their walking speed, illustrating how behavior can be

“caught” as easily as emotion. Likewise, Chartrand and Bargh (1999) found that smiles
and gestures naturally trigger similar responses in observers. These findings highlight tha
t emotion contagion is a huge part of
human interaction, occurring automatically through mimicry and feedback loops of expre
ssion and feeling.

Beyond dyads, emotion contagion also unfolds in teams and workplaces. Barsade’s (200
2) study, known as “The Ripple Effect,” explored how one member’s mood can influen
ce group cooperation and performance. Using a 2x2 experimental design, she demonstrat
ed that groups exposed to positive emotion contagion displayed improved cooperation, 1
ower conflict, and higher perceived task performance compared to groups exposed to ne
gative contagion. The study concluded that people act as “walking mood inductors,” co
ntinuously shaping the affective tone of those around them.

While much research on group dynamics focuses on the exchange of ideas, Barsade em
phasized that the exchange of emotions is equally critical. Words may build intellectual

understanding, but nonverbal cues of tone, gestures, and expressions carry the emotional

weight of human communication (Mehrabian, 1972). Barsade identified emotional contagi
on as a form of social influence  (Schachter, 1959;  Cacioppo &
Petty, 1987), capable of altering cooperation, satisfaction, and conflict levels in any gr
oup.

While traditional contagion relies on visible and auditory cues, emotion can also spread

in the absence of physical contact. Kramer, Guillory, and Hancock (2014) conducted a
massive-

scale experiment on Facebook to test whether emotional contagion occurs through online
posts. When positive expressions were reduced in users’ newsfeeds, participants produc
ed fewer positive posts and more negative ones; when negative content was reduced, th
e opposite occurred. This finding challenged the long-
held assumption that facial expressions or direct contact are necessary for contagion. Ev
en through words and emojis, people absorbed and reproduced the emotional tone of th
eir environment.

This study revealed a striking truth: online, people’s emotional states can be influenced
by thousands of unseen interactions. The spread is subtle yet extensive: one emotionally

charged post can shape the collective mood of entire digital communities. As the resear

chers observed, “the observation of others’ positive experiences constitutes a positive ex
perience for people.”
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In person contagion depends on
rich sensory feedback whereas online contagion operates through textual and visual sign
als shared at enormous scales. The offline process is intimate and fast, occurring in mil
liseconds during face-to-
face interaction. Online contagion, in contrast, is slower but amplified: emotions ripple t
hrough algorithms, comments, and reposts, shaping the atmosphere of entire communities.
Both forms remind us that emotions are inherently social, blurring the line between pe
rsonal feeling and collective state.

Emotion contagion, whether in a small room or across a global platform, demonstrates t
he deep interconnectedness of human emotion. Face-to-
face interactions rely on mimicry and physical presence, while social media allows emo
tions to travel vast distances without words or contact. Together, these studies reveal th
at people continuously influence one another’s feelings, often without intent or awarenes
s. Recognizing this influence invites responsibility: to express emotions consciously, to f
oster positivity where possible, and to understand that every smile, word, or post can c
hange more than just our own mood.
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Emotion Contagion in Groups and Stories
Abstract
General sentence about the importance of emotional contagiousness

(however, less is known about this...) The issue about this topic is that it is not elaborated
enough to understand
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Emotions are considered a huge part of life since it directly or indirectly affects people’s
decision making, performance in any case and creating social circles. However, less is known
about how contagious your emotions can be to the person in conversation with you or the other
way around.

The first half of the article will be about in-person interactions and the second half is about
social media interactions, it can be through posts and the exposure people experience on social
media can refer to the emotional state of post they share throughout time,

In-person interactions:

Mood contagion: the automatic transfer of mood between persons ( Ronald Neumann and Frits
Strack, August 2000

The Ripple Effect: Emotional Contagion and Its Influence on Group Behavior (Sigal G.
Barsade,Dec., 2002)

Social media interactions:

Experimental evidence of massive-scale emotional contagion through social networks ( Adam
D. I. Kramera,1, Jamie E. Guillory,2, and Jeffrey T. Hancock March 25, 2014)

Mood contagion:

Nonintentional form of mood contagion exists and why -> used slightly sad or happy recorded
voices to participants -> participants started to imitate the emotional state of the voice record
they heard.

Emotions are not the end result of cognitive processes, rather of facial and behaviour
expressions.(211 page)

People unintentionally imitate the emotional expressions of interactions. (211 page, 2nd column)

Bargh, Chen, and Burrows (1996) found that students primed with the stereotype of elderly
individuals being slow unintentionally adopted the walking speed of elderly people.

In a similar vein, smiles and mannerisms are capable of automatically eliciting the same
behavior in an observer (Chartrand & Bargh, 1999).

it is conceivable that the observation of another person's emotional expression might
spontaneously evoke congruent feelings in the observer.

Ripple effect:

Effects of emotional contagion in groups and work places -> did 2x2 experiments -> the
positive emotional contagion group members experienced improved cooperation, decreased
conflict, and increased perceived task performance
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This study showed that emotional contagion does occur in groups and inasmuch as emotional
contagion changes people's moods and serves as affective information, people are "walking
mood inductors," continuously influencing the moods and then the judgments and behaviors of
others.

While understanding how people share ideas adds to the knowledge of group dynamics, it does
not give a complete picture. One also needs to take into account the sharing of emotions, or
emotional contagion, that occurs in groups

Words are central to understanding ideas yet are least important in understanding emotions, for
which nonverbal cues are primary (Mehrabian, 1972).

What remains to be done is a more causal test of emotional contagion and how its processes
operate in groups, as well as an examination of the consequences of emotional contagion on
group dynamics, such as cooperation and conflict, as well as on individual attitudes, cognition,
and behavior

emotional contagion is a type of social influence (Schachter, 1959: 15; Cacioppo and Petty,
1987; Levy and Nail, 1993),

Emotional contagion through social networks:

When positive expressions were reduced, people produced fewer positive posts and more
negative posts; when negative expressions were reduced, the opposite pattern occurred.

This work also suggests that, in contrast to prevailing assumptions, in-person interaction and
nonverbal cues are not strictly necessary for emotional contagion, and that the observation of
others’ positive experiences constitutes a positive experience for people.

page 302

~“AGADEMIC
PUBLISHER *


https://www.academicpublishers.org/journals/index.php/ijai

	EMOTION CONTAGION IN FACE-TO-FACE AND ONLINE INTER
	                                                  
	                                                  
	 Abstract:  This  study  explores  how  emotion  c
	Reference:


