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[bookmark: _Toc210908766]Abstract
Digital advertising today uses many emotional and subconscious elements to attract consumers. These include color, emotional messages such as fear or humor, nostalgic images from childhood, personalization, and even neuromarketing tools that study how the brain reacts to ads. Most studies look at each element separately, for example, how color affects buying decisions or how humor improves brand image. However, there are very few studies that combine all these elements or compare how they work in different countries (Chattopadhyay, 2002; Jose, 2025; Iftikhar, 2024).
This dissertation will study how emotions and subconscious signals such as color, sound, or nostalgia influence people’s attitudes and buying behavior in international digital advertising. It will also look at how personalization can be positive and helpful or negative and too intrusive. The research will use a systematic literature review to collect and analyze what other researchers have found and secondary data from marketing reports and international campaigns. The goal is to build a simple but useful model that helps companies understand how to connect with global audiences emotionally without being too invasive.
[bookmark: _Toc210908767]Chapter 1 – Introduction 
In recent years, digital marketing has become more emotional and psychological. Companies use colors to attract attention, humor or fear to create reactions, nostalgic images to build emotional connections, and personalized ads to increase relevance (Jose, 2025). Neuromarketing tools, such as eye tracking or EEG, help marketers understand what people really feel, even when they do not express it directly (Singh Baghel, 2024).
However, when all these strategies are used together, it becomes difficult to understand what really drives consumer behavior. Humor can increase engagement, but it may not work in every culture. Nostalgia may create emotional warmth but could fail with younger audiences who do not share the same memories (Jose, 2025). Personalization can be powerful, but it sometimes feels intrusive, making people avoid the brand (Iftikhar, 2024).
Most research studies focus on one of these topics at a time, such as color psychology, emotional appeal, or neuromarketing (Chattopadhyay, 2002; Singh Baghel, 2024). There are very few studies that combine them in one framework, and almost none that analyze how these factors work across different countries. This shows a clear research gap: researchers still do not fully understand how emotional and subconscious stimuli together shape consumer reactions in international digital advertising.
This dissertation will explore that gap by studying how colors, emotions, nostalgia, and personalization interact, and how cultural context changes their effects. The outcome will be a simple conceptual framework that explains what works, what does not, and why.
[bookmark: _Toc210908768]Chapter 2 – Preliminary literature search
The purpose of the literature review is to collect information from academic sources, published journals, and SSRN working papers related to emotional and subconscious elements in marketing. The aim is to summarize what is already known, identify where knowledge is missing, and show how this research can fill the gap that exists in current understanding.
Previous studies have shown that colors play an important role in advertising. Warm colors such as red and orange often create excitement, while cool colors such as blue and green create calm feelings. However, the meaning of colors can vary across cultures, which makes global advertising more complex (Chattopadhyay, 2002).
Emotional appeals are also very common in marketing. Fear is often used in social marketing campaigns, such as anti-smoking or road safety messages. This approach works best when people are told what actions to take to reduce the fear. Humor, on the other hand, can create positive attitudes toward a brand and increase attention, but it can also offend people if it is not culturally appropriate (Jose, 2025).
Nostalgia marketing is another growing trend. Advertisers use nostalgic images that remind people of their childhood, old toys, or familiar music and brands. These ads make consumers feel emotionally safe and connected to the past. Studies show that nostalgia can increase purchase intention, but this effect is stronger for older generations. There is less research about younger consumers, such as Generation Z, and how they experience nostalgia (Jose, 2025).
Neuromarketing explores how the brain reacts to visual or auditory advertising. Tools like EEG and eye tracking help researchers understand subconscious emotions and attention. Research shows that people often react emotionally before they think rationally about a product (Singh Baghel, 2024).
Personalization has also become a major part of digital marketing. Personalized ads are designed to fit individual preferences and can increase engagement. However, when ads become too personal, consumers start to feel uncomfortable and perceive them as intrusive. This perception is strongly influenced by cultural norms and attitudes toward privacy (Iftikhar, 2024).
Another related topic is impulsive buying. Emotional and sensory stimuli, combined with convenience and personalization, can lead consumers to make unplanned purchases. This is especially common in online shopping, where people see an ad on social media and immediately buy the product from another platform (ABC Research Group, 2023).
Even though these studies are valuable, the existing research is fragmented. Studies about color often ignore emotional reactions. Research about humor or fear rarely includes neuromarketing data. Studies about personalization usually do not consider nostalgia or color effects. Cross-cultural comparisons are also limited. Therefore, there is no integrated framework that explains how all these emotional and subconscious elements interact to influence consumer attitudes and behavior internationally. This dissertation aims to fill exactly this gap.
[bookmark: _Toc210908769]Chapter 3 – Research aim, objectives, and questions
The main aim of this dissertation is to explore how emotional and subconscious advertising elements, such as color, humor, fear, nostalgia, and personalization, influence consumer behavior in digital environments (Iftikhar, 2024). It also aims to compare how these effects differ across cultures and to build a simple model that helps marketers balance emotional engagement and perceived intrusion.
The research will be guided by three main questions. The first question asks how emotional and subconscious elements affect consumers’ attention and decision-making online. The second question explores at what point personalization becomes intrusive and how this perception changes in different cultural contexts. The third question looks at how emotional and subconscious cues can lead to impulsive buying and how brands can manage this ethically (ABC Research Group, 2023).
The objectives of the study are to collect and analyze existing research through a systematic literature review, to examine secondary data from digital advertising campaigns and marketing reports, and to develop a conceptual framework that shows the main relationships between stimuli, perception, and consumer behavior (Jose, 2025; Singh Baghel, 2024).
[bookmark: _Toc210908770]Chapter 4 – Research methodology
This research will use two main methods: a systematic literature review and secondary data analysis. The systematic literature review will summarize academic research and identify patterns and gaps in existing knowledge. The secondary data analysis will use already available data from marketing reports, consumer studies, and advertising performance statistics. This approach is appropriate for this study because it allows for reliable findings without the need to collect new primary data, which would require more time and ethical approval (Iftikhar, 2024).
The systematic literature review will follow several steps. The first step is to define the main search words, which include terms such as color advertising, humor, fear appeals, nostalgia marketing, neuromarketing, personalization, intrusion, impulsive buying, and culture. The next step is to search databases such as SSRN, Scopus, and Google Scholar to find academic and professional studies related to these terms. The selected studies will be recent and relevant, mostly from 2000 to 2025. Each study will be reviewed and summarized to identify how it measures emotional or subconscious responses. The findings will then be grouped by theme to reveal connections and remaining gaps (Singh Baghel, 2024).
Secondary data will be collected from existing reports and studies that are publicly available. This may include advertising industry reports such as those from Nielsen or Statista, marketing datasets shared in SSRN studies, and cross-cultural consumer behavior data from global campaigns. The goal is to identify real patterns, such as when personalization increases engagement or when it becomes irritating, how color or emotion affect click-through rates, and how nostalgia or humor create different responses between regions (ABC Research Group, 2023). Basic descriptive statistics will be used to summarize these data patterns.
All data used in this research will be secondary and publicly available, so no personal or sensitive information will be used. Ethical guidelines from the university will be followed to ensure transparency, accuracy, and proper citation (Iftikhar, 2024).
There are some possible risks in this research. The most important risk is limited access to complete and comparable data across different sources. Neuromarketing studies are often small in scale and use specific methods that are difficult to compare (Singh Baghel, 2024). Cultural data may also vary in quality and consistency. To reduce these risks, the study will use multiple sources and compare findings from different types of research to make the results more reliable.
[bookmark: _Toc210908771]Chapter 5 – Structure and timeline
The final dissertation will have five main chapters. The first chapter will provide the introduction, background, and the research gap. The second chapter will be the literature review, which discusses topics such as color, emotion, nostalgia, neuromarketing, personalization, and impulsive buying. The third chapter will describe the research methodology, explaining the systematic literature review and the secondary data approach. The fourth chapter will include the findings and discussion, presenting the main results and the conceptual framework. The final chapter will conclude the study and provide both academic and practical recommendations (Jose, 2025).
The proposed timeline for this research will follow the university’s schedule. The literature review will take place in weeks one to three. Secondary data collection will be done during weeks two to four, while data analysis will be completed in weeks four to five. Writing the dissertation will take place between weeks five and seven, and the final editing and submission will be completed by week eight.
	Task
	Weeks

	Literature review
	1–3

	Secondary data collection
	2–4

	Data analysis
	4–5

	Writing dissertation
	5–7

	Final editing & submission
	8



[bookmark: _Toc210908772]Chapter 6 – Expected contributions
This dissertation is expected to make both academic and practical contributions. From an academic perspective, it will combine multiple emotional and subconscious factors into one integrated model. It will show how color, emotion, nostalgia, and personalization interact, instead of studying them separately. It will also highlight how culture changes these effects, offering a more complete understanding of consumer reactions to digital advertising (Chattopadhyay, 2002; Jose, 2025).
From a practical perspective, the research will provide clear ideas on how to use emotional and sensory cues effectively in advertising. It will offer guidelines on how much personalization is acceptable in different countries, and advice on how to combine nostalgia, humor, and color to create emotional engagement without causing irritation or fatigue (Iftikhar, 2024). These insights can help international companies design advertising campaigns that connect emotionally and respectfully with audiences worldwide.
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