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Professional Certificate in Neuroscience in Marketing Communication

Neuroscience of Digital Marketing Strategies

A:

Attention: The process of selectively focusing on certain information while ignoring other things in the
environment. In digital marketing, capturing and holding the audience's attention is crucial to convey
marketing messages effectively.

Affective computing: A subfield of artificial intelligence focused on understanding, interpreting, and
simulating human emotions. In neuroscience of digital marketing strategies, affective computing helps
marketers create personalized and emotionally engaging content for their audience.

Affordances: The properties of an object or environment that suggest how it can be used or interacted with.
In digital marketing, understanding affordances can help create user-friendly interfaces and improve user
experience.

Amygdala: A part of the brain involved in processing emotions, particularly fear and anxiety. In neuroscience
of digital marketing, the amygdala plays a role in how users respond to marketing messages and how
emotions influence consumer decision-making.

Anchoring bias: A cognitive bias that occurs when people rely too heavily on the first piece of information
they receive (the "anchor") when making decisions. In digital marketing, anchoring bias can affect how users
perceive prices and offers.

B:

Banner blindness: A phenomenon where users unconsciously ignore banner ads and other advertising
elements on a webpage. Banner blindness can reduce the effectiveness of digital marketing campaigns and
emphasizes the importance of creating engaging and non-intrusive ads.

Behavioral targeting: A marketing strategy that uses user behavior data to deliver personalized content and
advertisements. Behavioral targeting can improve the relevance and effectiveness of digital marketing
campaigns.

Biometric authentication: A security measure that uses unique biological characteristics (e.g., fingerprints,
facial recognition) to verify a user's identity. Biometric authentication can improve user experience and
security in digital marketing applications.

Brain-computer interface (BCl): A system that enables direct communication between the brain and a
computer or other electronic device. BCls have potential applications in digital marketing for creating
immersive and interactive user experiences.

Read online: https://certificates.Isba.org.uk/glossaries/3155797/ London School of Business and Administration - 22 Jun 2026
neuroscience-of-digital-marketing-strategies



__ "LSBA GLOSSARY

Y LONDONSCHOOL OF BUSINESS
AND ADMINISTRATION

C

Cognitive load: The amount of mental effort required to process and understand information. In digital
marketing, minimizing cognitive load can help improve user experience and facilitate information
processing.

Confirmation bias: A cognitive bias that causes people to seek out and favor information that confirms their
preexisting beliefs and discount information that contradicts them. In digital marketing, confirmation bias
can influence how users perceive and respond to marketing messages.

Conversion rate: The percentage of users who take a desired action (e.g., making a purchase, filling out a
form) after interacting with a marketing message or campaign. Conversion rate is a key performance metric
in digital marketing.

Cortisol: A hormone released in response to stress. In neuroscience of digital marketing, cortisol levels can
influence how users respond to marketing messages and how they make decisions.

D:

Dark patterns: User interface design techniques that manipulate or deceive users into taking actions that
may not be in their best interest. Dark patterns can undermine user trust and damage a brand's reputation
in digital marketing.

Decision-making: The process of selecting among multiple options or alternatives. In neuroscience of digital
marketing, understanding the neural mechanisms underlying decision-making can help marketers create
more effective marketing messages and campaigns.

Dopamine: A neurotransmitter associated with reward and motivation. In digital marketing, dopamine
release can be triggered by positive user experiences and reinforce desired behaviors.

E:

Emotional design: A design approach that focuses on creating positive emotional responses in users.
Emotional design can improve user experience and increase engagement in digital marketing.

Engagement: The level of user involvement and interaction with a marketing message or campaign.
Engagement is a key metric in digital marketing and can be influenced by factors such as emotional design
and personalization.

F:

Fitts's law: A principle that describes the relationship between the size of a target and the time it takes to
move to that target. In digital marketing, Fitts's law can be applied to interface design to improve user
experience and facilitate interaction.

Framing effect: A cognitive bias that influences how people perceive and respond to information based on
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how it is presented. In digital marketing, framing effect can be used to present marketing messages in a
way that encourages a desired response.

G:

Gamification: The use of game design elements and mechanics in non-game contexts. In digital marketing,
gamification can be used to increase user engagement and motivation.

H:

Hick's law: A principle that states that the time it takes to make a decision increases logarithmically with the
number of options available. In digital marketing, Hick's law can be applied to interface design to simplify
decision-making and improve user experience.

Hedonic adaptation: The tendency for people to return to a baseline level of happiness or satisfaction after
a positive event or experience. In digital marketing, hedonic adaptation can influence how users respond to
marketing messages and promotions.

Information scent: The perceived value or relevance of information based on cues such as headlines,
keywords, and links. In digital marketing, information scent can influence user behavior and engagement.

Instinctual bias: A cognitive bias that causes people to rely on instinctive or intuitive judgments rather than
logical reasoning. In digital marketing, instinctual bias can influence how users perceive and respond to
marketing messages.

L:

Learning analytics: The use of data and analytics to understand and improve learning outcomes. In
neuroscience of digital marketing, learning analytics can be used to measure the effectiveness of marketing
campaigns and optimize user engagement.

Loss aversion: A cognitive bias that causes people to prefer avoiding losses over acquiring gains. In digital
marketing, loss aversion can be used to create persuasive marketing messages and promotions.

M:

Mirror neurons: Neurons that fire both when an individual performs an action and when they observe
someone else performing the same action. In neuroscience of digital marketing, mirror neurons can
influence user empathy and engagement with marketing messages.

Mood-based marketing: A marketing strategy that targets users based on their current emotional state.
Mood-based marketing can improve the relevance and effectiveness of marketing messages.

N:
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Neuromarketing: The application of neuroscience principles and techniques to marketing. Neuromarketing
can help marketers understand consumer behavior and create more effective marketing messages and
campaigns.

Neuroplasticity: The brain's ability to reorganize and adapt in response to new experiences and learning. In
digital marketing, neuroplasticity can influence how users respond to marketing messages and how they
form long-term memories of brand experiences.

O:

Optimization: The process of improving the performance of a marketing campaign or user experience
through data analysis and experimentation. Optimization is a key aspect of neuroscience of digital
marketing.

Overconfidence bias: A cognitive bias that causes people to overestimate their abilities or knowledge. In
digital marketing, overconfidence bias can lead to poor decision-making and ineffective marketing
campaigns.

P:

Personalization: The practice of tailoring marketing messages and campaigns to individual users based on
their preferences, behaviors, and characteristics. Personalization can improve the relevance and
effectiveness of digital marketing campaigns.

Photoplethysmography (PPG): A non-invasive technique for measuring heart rate and other physiological
metrics through skin contact. PPG can be used in digital marketing for biometric authentication and
measuring user engagement and arousal.

Prospect theory: A behavioral economic theory that describes how people make decisions under
uncertainty. Prospect theory can be applied to digital marketing to create persuasive marketing messages
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