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Abstract

This study aims to measure and validate the emotional online shopping decision model using a
neuromarketing approach. A survey-based method was employed, using a researcher-developed
guestionnaire administered to a sample of 384 marketing management students. Structural equation
modeling (PLS-SEM) using SmartPLS software was used to analyze the data. All factor loadings exceeded
0.4 and all outer loadings surpassed 0.7, confirming convergent validity and excellent model fit. The AVE
values were above 0.5 for all constructs, supporting the measurement model’s validity. Z-values for all
paths were above 1.96, and all five main hypotheses were confirmed at the 95% confidence level. Model
fit indices showed strong validity with SRMR = 0.032 and NFI = 0.924. The confirmed paths include causal
conditions to core category (8=0.565, t=13.97), core category to strategies (3=0.112, t=3.078), strategies
to consequences (3=0.384, t=7.159), contextual conditions to strategies ($=0.525, t=11.596), and
intervening conditions to strategies (3=0.402, t=8.729). The emotional online shopping decision model
based on neuromarketing demonstrates acceptable reliability, convergent and discriminant validity, and
excellent overall model fit. The results highlight the crucial role of neurological and cognitive factors in
emotional online purchasing decisions.
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Extended Abstract
Introduction
The growing complexity of consumer behavior in the digital economy has necessitated the
integration of interdisciplinary approaches to understand and influence purchasing decisions. One
such approach is neuromarketing, which combines neuroscience and marketing to examine
unconscious and emotional responses that guide consumer behavior (Agarwal & Dutta, 2015). Since
a large portion of purchase decisions—up to 70%—are believed to occur subconsciously,
neuromarketing enables researchers and marketers to access implicit motivations and reactions that
traditional methods may overlook (Bercea Olteanu, 2015). Emotional online shopping, in particular, is
a fertile ground for neuromarketing applications as it is characterized by impulsive, affect-driven, and
often irrational decision-making.
Impulsive buying, especially in online environments, has been observed to contribute to a significant
share of sales, with reports suggesting it may account for as much as 80% of consumer purchases
in certain sectors (Aragoncillo & Oruas, 2018). These purchases are influenced by momentary
emotions, environmental cues, and digital stimuli. Emotional triggers, such as vibrant visuals,
personalized recommendations, and promotional urgency, heighten arousal and lead consumers to
act spontaneously. The underlying psychological mechanisms are often inaccessible through
introspection or self-reports, which renders neuromarketing tools such as EEG
(electroencephalography), eye-tracking, and biometric sensors especially valuable (Dalenberg et al.,
2018).
Research indicates that consumer emotional responses in digital contexts vary depending on
individual differences, cultural values, and prior experiences (Yarosh et al., 2021). These factors
influence the perception of branding, marketing messages, and product presentation. For instance,
EEG-based studies have revealed that men and women exhibit different neural responses to
advertising, suggesting that gender and cultural cues should be considered in campaign design
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(Lopez-Gil et al., 2016; Papi¢ et al.,, 2023). Furthermore, digital experiences augmented by Al
technologies have been shown to mediate the relationship between emotional triggers and consumer
behavior (Beyari et al., 2024).

The ethical implications of neuromarketing are also under scrutiny. Researchers emphasize the
importance of responsible data use, informed consent, and transparency in deploying neural
measurement tools (Bercea Olteanu, 2015). At the same time, neuromarketing provides an
unparalleled opportunity to refine marketing strategies, personalize experiences, and improve
consumer satisfaction by decoding unconscious processes that influence decisions (Khondakar et
al., 2024; Singh, 2023).

This study was designed to model and validate the emotional online shopping decision process using
a neuromarketing lens. By integrating consumer neuroscience tools with structural equation
modeling, the study seeks to offer a comprehensive framework that encapsulates emotional,
contextual, and behavioral dimensions of online purchasing behavior.

Methods and Materials

The present study employed a quantitative, survey-based research design to develop and validate
a model of emotional online shopping with a neuromarketing perspective. The statistical population
included students in the field of marketing management. Using Morgan’s table, a sample of 384
individuals was selected through convenience sampling.

The data collection instrument was a researcher-made questionnaire based on theoretical
foundations and expert input. The final instrument included constructs related to emotional shopping
behavior, neuromarketing mechanisms, decision-making strategies, and outcome variables.
Structural Equation Modeling using Partial Least Squares (PLS-SEM) was performed through
SmartPLS software to evaluate model fit, reliability, validity, and inferential relationships among
variables.

Findings

The results indicated that all outer loadings exceeded 0.7 and all factor loadings were greater than
0.4, confirming the convergent validity of the measurement model. The AVE (Average Variance
Extracted) values for all constructs were above the minimum acceptable threshold of 0.5, signifying
adequate convergent validity. Composite reliability and Cronbach’s alpha values for each construct
surpassed 0.7, indicating strong internal consistency.

The structural model assessment showed that all hypothesized relationships were statistically
significant. The t-values of all path coefficients exceeded 1.96, confirming their significance at the
95% confidence level. Specifically, causal conditions had a significant positive effect on the core
category (B = 0.565, t = 13.972), the core category significantly predicted strategic behaviors (f =
0.112, t = 3.078), and strategic behaviors significantly influenced outcome variables (B = 0.384, t =
7.159).

Additionally, contextual conditions had a strong positive effect on strategies (B = 0.525, t = 11.596),
while intervening conditions such as demographic and ethical factors also had a meaningful impact
(B =0.402, t = 8.729). The SRMR and NFI indices (0.032 and 0.924 respectively) confirmed a high
level of overall model fit.

Discussion and Conclusion

This study successfully developed and validated a structural model that captures the emotional
dynamics of online consumer decision-making through a neuromarketing lens. The significance of
all five hypothesized pathways confirms the robustness of the conceptual model, emphasizing the
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interrelation between emotional stimuli, cognitive appraisals, and behavioral outcomes in a digital
shopping context.

The finding that causal conditions influence core emotional reactions highlights the foundational role
of unconscious and physiological processes in shaping purchase intentions. These results
corroborate existing literature that suggests consumers are often unaware of the true drivers of their
behavior, particularly when it comes to impulsive or affective decisions.

Moreover, the significant relationship between the emotional core and decision strategies suggests
that affective states not only initiate but also guide consumers through the stages of evaluation,
choice, and action. This aligns with contemporary theories of affective decision-making, which posit
that emotions function as both motivators and regulators of behavior in consumption environments.
The influence of contextual conditions—such as website design, promotional messages, and user
interface—on consumer strategies reinforces the importance of digital atmospherics in online
retailing. These findings suggest that even minor environmental adjustments can modulate
consumer behavior by affecting emotional and attentional processes.

Additionally, the confirmed impact of intervening variables underscores the nuanced role of
demographic, cultural, and ethical factors. Consumer responses to stimuli are not uniform; rather,
they are filtered through layers of individual and social conditioning that influence how messages are
received and acted upon.

The study’s methodological rigor, including the use of PLS-SEM and validated measurement indices,
lends credence to the reliability and generalizability of its findings. While the sample was drawn from
a student population, the consistency of the results with existing theoretical and empirical work
strengthens the model’s external validity.

In conclusion, the emotional online shopping model presented here provides a multidimensional
framework for understanding how consumers process digital stimuli and make purchase decisions.
By integrating neuromarketing insights, the model not only advances academic understanding but
also offers practical tools for marketers to optimize user experience and drive engagement. Future
applications could expand the model to broader populations and incorporate real-time biometric data
to enhance its predictive accuracy.
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