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Abstract

The present master's thesis explores the impact of emotional design and neuromarketing
triggers on the optimization of the digital customer journey within the context of the
Georgian market. In the contemporary digital era, amidst technological perfection, business
communication increasingly loses its emotional validity. Consequently, the digital customer
journey is frequently perceived as a mere sequence of technical stages rather than a complex
psychological experience. The relevance of this study is underscored by the critical necessity
to transform digital strategies from the dry provision of information to the creation of
subconscious emotional resonance. This transition offers Georgian companies an opportunity

to shift from the blind replication of international standards to the creation of authentic,



non-conscious-oriented strategic frameworks that address modern technological and psycho-

social challenges.

Against the backdrop of these challenges, the optimization of digital platforms must be
grounded in the management of the consumer's pre-conscious psycho-physiological
readiness. Since the decision-making process is largely irrational and driven by non-
conscious emotional markers, implementing an effective cognitive architecture directly
ensures the removal of subconscious barriers and establishes a sustainable emotional bond

with the brand.

The primary objective of this research is to determine how the hierarchy of emotional
design, cognitive load management, and neuro-triggers influence the behavioral responses of
Georgian consumers at different stages of the digital journey. The study tests the hypothesis
that the optimization of the digital customer journey is achievable only when strategic
planning is based on the multi-layered integration of emotional design and neuromarketing
triggers, which prevents the forced activation of the psychic phases of "objectification"

(behavioral interruption).

The study utilizes a mixed-methods research design, combining quantitative and qualitative
approaches. The quantitative research was conducted via an online survey method among
103 active digital consumers in the retail sector, while the qualitative phase involved semi-
structured in-depth interviews with five leading digital marketers, UI/UX designers, and
product analysts operating in the Georgian market. Data analysis was performed using
statistical processing (descriptive and frequency analysis) and the thematic coding method

for qualitative insights.

The empirical findings fully validated the baseline hypothesis, revealing that technical
operationality serves merely as a fundamental hygienic factor, whereas long-term loyalty and

conversion are entirely driven by emotional-psychological instruments. The statistical



analysis highlighted a high rate of initial visual trust (Mean = 3.942) and confirmed that

social proof is the most robust neuro-trigger in the Georgian digital space (Mean = 3.951).

Furthermore, the research demonstrated the negative impact of the "paradox of choice":
under the conditions of an excessive assortment, the majority of consumers (61.16%)
experience cognitive overload or completely abandon the purchasing process, which
subsequently induces a strong post-purchase cognitive dissonance (87.38%). A distinct
defensive reaction among consumers against aggressive neuro-triggers was also identified—

artificial scarcity timers cause irritation and a sense of manipulation in 48.5% of respondents

(Mean = 3.369).

The theoretical and practical significance of the thesis lies in the fact that, based on the
research findings, it proposes an innovative, contextually adapted communication and
architectural framework—the ESER (Establish - Soften - Engage - Retain) Model. This
framework provides companies with concrete strategic recommendations for the ethical
management of the four layers of the consumer's non-conscious mind (collective, somatic,

actual, and social) and the comprehensive optimization of the digital experience.

Keywords: Emotional Design, Neuromarketing Triggers, Theory of Uznadze's Set,

Phenomenon of Objectification, Paradox of Choice, Cognitive Load, AIDA Model.



