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Emotions and Decision Making in Marketing

Emotions and decision making play a crucial role in marketing, influencing consumer behavior and purchase
decisions. Understanding how emotions impact decision-making processes is essential for marketers to
create effective strategies that resonate with their target audience. This glossary will explore key terms
related to emotions and decision making in marketing in the context of the Professional Certificate in
Neuroscience in Marketing Communication.

Affect

Affect refers to the experience of feeling or emotion. In marketing, affect plays a significant role in shaping
consumer preferences and behaviors. Marketers often use affective strategies to evoke specific emotions in
consumers to drive purchase decisions.

Amygdala

The amygdala is a region of the brain responsible for processing emotions, particularly fear and pleasure. In
marketing, understanding how the amygdala responds to various stimuli can help marketers create
emotionally compelling campaigns that resonate with consumers on a deeper level.

Brand Loyalty

Brand loyalty refers to a consumer's commitment to a particular brand, often driven by emotional
connections, positive experiences, and trust. Marketers strive to build brand loyalty through emotional
engagement, personalized experiences, and consistent messaging.

Consumer Behavior

Consumer behavior encompasses the actions and decisions consumers make when purchasing goods or
services. Emotions play a crucial role in shaping consumer behavior, influencing perceptions, preferences,
and buying decisions.

Decision-Making Process

The decision-making process refers to the series of steps individuals go through when making choices.
Emotions can significantly impact the decision-making process, influencing perceptions, evaluations, and
final decisions.

Emotional Branding

Emotional branding is a marketing strategy that focuses on creating emotional connections between
consumers and brands. By evoking specific emotions through storytelling, imagery, and messaging,
emotional branding aims to build strong brand affinity and loyalty.

Emotional Intelligence
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Emotional intelligence refers to the ability to recognize, understand, and manage one's emotions and the
emotions of others. In marketing, emotional intelligence plays a vital role in connecting with consumers on
a deeper level, building trust, and fostering long-term relationships.

Emotional Marketing

Emotional marketing is a strategy that aims to evoke specific emotions in consumers to influence their
purchasing decisions. By tapping into consumers' emotions, marketers can create memorable campaigns
that resonate with their target audience and drive brand engagement.

Emotional Response

Emotional response refers to the reaction or feeling elicited by a particular stimulus. In marketing,
understanding consumers' emotional responses to advertisements, products, or experiences is essential for
creating impactful campaigns that drive engagement and loyalty.

Neuromarketing

Neuromarketing is a field that combines neuroscience, psychology, and marketing to understand consumer
behavior at a neurological level. By using brain imaging techniques and biometric measurements,
neuromarketers can uncover the subconscious drivers of consumer decisions, including emotions.

Neuroscience

Neuroscience is the scientific study of the nervous system, including the brain, spinal cord, and peripheral
nerves. In marketing, neuroscience helps researchers and marketers understand how the brain processes
information, emotions, and decision making, providing valuable insights for creating effective campaigns.

Persuasion

Persuasion is the act of influencing someone's beliefs, attitudes, or behaviors through communication or
manipulation. Emotions play a significant role in persuasion, as appealing to consumers' emotions can make
messages more compelling and persuasive.

Subconscious

The subconscious mind refers to the part of the mind that operates below the level of conscious awareness.
In marketing, understanding consumers' subconscious reactions to stimuli, such as colors, images, or
sounds, can help marketers create more impactful and persuasive campaigns.

Target Audience

The target audience refers to the specific group of people that a marketing campaign is designed to reach.
By understanding their target audience's demographics, psychographics, and emotions, marketers can tailor
their messaging and strategies to resonate with their audience and drive engagement.

Visual Attention

Visual attention refers to the process of focusing on specific visual stimuli while filtering out irrelevant
information. In marketing, capturing consumers' visual attention through compelling imagery, colors, and
design elements is crucial for creating memorable and engaging campaigns.
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