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• A natural instinctive state of mind deriving 
from one's circumstances, mood, or 
relationships with others”. 

• A conscious mental reaction (such as anger 
or fear) subjectively experienced as strong 
feeling usually directed toward a specific 
object and typically accompanied by 
physiological and behavioral changes in the 
body. 

• A strong feeling such as love or anger, or 
strong feelings in general.

There is a lack of consensus in popular 
culture around the meaning of Emotion



• Emotion refers to a “relatively brief episode of 
coordinated brain, autonomic and behavioral changes 
that facilitate a response to an external or internal 
event of significance for the organism”.

• Feelings are more narrowly defined to reflect the 
subjective representation of an emotional experience.

• Main emotional dimensions are valence, arousal and 
control.

3 ‒ The definition of Emotion for the ARF, 
Ipsos and the scientific community

Davidson et al – Feldman-Barrett



Emotions are also defined by the meaning 
we attribute to them

Emotions are defined not simply by physiological or 
psychological experiences, but because we evaluate and 
attribute meaning to them. Part of the reason emotions 
are so difficult to define is because they are constructed 
of more basic psychological elements, such as 
physiological sensations, that are not specific to any one 
emotion and may be common across several emotions. 



Context is key in understanding emotion

There is individual variability in emotional reactions to the same event, 
based on context and past experiences.

Scherer; Feldman-Barret



Facial Affective Responses must be 
measured in a controlled context

While emotions are highly context 
dependent when observed “in the wild”, 
Ipsos focus on specific marketing context. 



Dual-systems Decisions 
reflect the interplay 

between our rational and 
emotional selves.

Adaptive Decision Maker
Decisions result from 

interactions of several brain 
systems, each supporting a 

different sort of process.

Emotion plays a crucial role in decision-
making
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The prevailing narrative in the industry 
around decision-making is a binary one
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Ipsos developed the Dynamic Decision-
Making Model with our academic partners
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11 ‒ 

Lerner et al. 2015

1. Ambient or incidental emotions

2. Task-integral emotions

3. Affective reactions in relation to the actual experienced
outcome

4. Affective reactions in relation to the expected anticipated
outcome

Emotion impacts DDMM at different levels



Emotional Response –
Happy Emotional Responses Predict Brand 
Recognition 
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We split the tested ads based on their 
effectiveness in creating branded memories

? ?



Last Impressions Also Count: High-ending 
emotional response drives memory encoding
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Last Impressions Also Count: High-ending 
emotional response drives memory encoding
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P-value ≪ 𝟎. 𝟎𝟏P-value = 𝟎. 𝟑𝟎



qEmotion is multidimensional and emotional constructs are 
dependent on the context.

qDecision-making is not binary but falls along a continuum 
from fast and automatic to slow and deliberative.

qThe emotional experience impacts cognition and decision-
making at different levels.

qThe measurement of emotional dimensions (valence, 
arousal, control) and emotional constructs (happiness, fear, 
anger, etc…) helps understand consumers’ decision-making.

Summing Up
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