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Abstract

This thesis integrates findings from a series of seven distinct but interrelated eye-tracking
studies to explore the multifaceted interactions between emotional appeals, personality traits, and
visual behavior in advertising, with applications ranging from eco-friendly product promotions to blood
donation and charitable giving. Our studies bridge multiple marketing categories and orientations,
including ecological responsibility, health service promotion, and online consumer behaviour,
providing a broad scope of inquiry into advertising effectiveness. Across these studies, this thesis
employs eye-tracking technology to investigate how different types of emotional appeals (positive and
negative) and message framings (altruistic vs. egoistic) influence the viewer's attention and cognitive
processes as mediated by individual personality traits. The primary objective is to understand how
these elements influence consumer behaviour and donation intentions, employing advanced analytical
methods, including machine learning and structural equation modelling.

The first study explores the effects of emotional appeals in green advertising, specifically how
eco-labels and eco-fact claims, which promote ecological responsibility, influence visual attention and
intension to buy. This eye-tracking experiment used six advertisements designed to elicit positive and
negative emotions, showing that negative appeals tend to attract more visual focus to fear, guilt, or
disgust-related elements, whereas positive messages lead viewers to focus more on textual information
about environmental benefits. The second study shifts focus to blood donation, applying machine
learning to eye-tracking data to link personality traits with viewing behaviour. Results from models like
Support Vector Machine (SVM) and k-Nearest Neighbors (KNN) suggest that personality traits, notably
Honesty-Humility and Openness, significantly influence how participants engage with advertising
content, highlighting the potential for psychological profiling in enhancing donor recruitment
strategies. The third case examines how personality traits affect attitudes toward online banner
advertising, with findings indicating that Honesty-Humility predicts recall of banner advertisements.
This suggests personality assessments could optimize digital marketing strategies. In the fourth case,
the relationship between personality traits, emotional arousal from advertisements, and the intention
to donate blood is studied. Structural equation modelling reveals that altruistic messages enhance the
positive effects of emotional arousal on donation intentions, suggesting that targeting ads can
significantly impact donor behaviour. The fifth study assesses how emotional appeals and
environmental concerns impact the purchasing intentions of young consumers toward green products.
While negative emotions increased product appeal, positive emotions did not significantly affect buying
intentions, highlighting the complex role of emotional framing in environmental advertising. The sixth
investigation expands on the Theory of Planned Behavior by incorporating emotional arousal and blood
donation anxiety into the framework for blood donation. Findings indicate that emotional responses
significantly mediate the influence of advertising attitudes on donation intentions, advocating for
emotionally resonant advertising strategies. Lastly, the seventh study looks at small charitable
donations, revealing that altruism and personality traits (excluding Emotionality) correlate positively



with attitudes toward advertisements, but not directly with charitable giving, suggesting that further
research is needed to understand these dynamics.

Collectively, these studies provide a broader understanding of how personality and emotional
cues can be utilized to customize ads that will effectively influence consumer and donor behaviour. The
incorporation of eye-tracking data alongside advanced statistical approaches and machine learning
represents a promising methodological approach to improving efficiency in advertising across various
domains. Not only does the research offer insight into consumer behaviour analysis in neuromarketing
through eye-tracking, but it also has practical implications for refining advertising strategies both in
commercial marketing efforts and humanitarian campaigns.
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ENXQMATQXH NEYPOMAPKETINI'K KAI XAPAKTHPIXTIKQN
INPOXQIIIKOTHTAX XE XTPATHI'IKEX MAPKETINI'K: AIIO THN KOINQNIKH
AAAATH XTO ETAIPIKO KEPAOX

[epiAnym

H mapovoa Slatpiffi] EVOWHATOVEL TA EUPNUATA ATIO WX CEPA EMTA SLOKPLTOV OAAL
OAANAEVEETWV HEAETWV OPOAAMIKIG YVNAATNONG YLK VA SLEPEVVIOEL TIG TIOIKIAEG XAANAETILOPACELS
UETAED TWV CUVALGONUATIKWOV EKKAT)CEWVY, TWV XOAPAKTNPLOTIK®OV TG TTPOCWTILKOTITOG KOL TNG OTITIKNG
CUUTIEPLPOPES OTIS SLAPNUIOELS, PUE EQAPUOYEG TIOV KUUAIVOVTUL ATIO TNV TTPOWON 6N @LALK®V TTPOG TO
TePBGAAOV TPOIOVTWY £w¢ TNV aluodooia kol TN @AavOpwTIKY Tpoc@opd. Ot PEAETEG paAg
YEQUPWVOULV SLAPOPETIKEG KATNYOPLES KAl KATEVOVVOELS TOU HAPKETIVYK, OTIWG 1] OLKOAOYIKY) €0OVVN, 1)
TPOWONON LTMPECLWV VYELAS KoL 1] SLASIKTUAKT] CUUTIEPLPOPA TWV KATAVOAWT®Y, KAAVTITWVTAG EVa
gUpV Tedio £peuvag Yo TNV ATOTEAECUATIKOTNTA TWV Sla@nuicewy. e OAe¢ aUTEG TIG UEAETEG, 1)
Tapovoa SLaTpLPn) xpnoLuoToLel TNV TeExVoAoyia 0@OAAUIKN G LYVNAGTIONG Y VO SLEPEVVT|GEL TOV TPOTIO
LLE TOV OTIO(0 SLAPOPETIKOL TUTIOL CUVALGONUATIKWV EKKAN| WV (OETIKES KAl ApvNTIKEG) KAl TTAXLOLWONG
UNVUUAT®VY (KATPOUVLOTIKA EVAVTL EYWIOTIK®V) EMNPEALOVV TNV TIPOCOXT KAL TIG YVWOTIKES SLEPYATIES
TOU TApATNPNTY, OTWS Stapecorafolivtal amod Ta ATOUIKA XOPAKTNPLOTIKA TNG TPOCWTIKOTHTAG. O
TPWTAPXIKOG OTOXOG EVAL VO KATAVONOEL TG AUTA TA OTOLXELX EMMPEATOVV TN CUUTEPLPOPE TWV
KATAVAAWT®OV Kol TIG TTPOOECELS Y SwPER, XPNOLUOTIOLOVTAG TIPONYHEVEG AVAAVTIKEG peBOSO0UG,
OUUTIEPAXUBAVOUEVNG TNG UNYOVIKNG LABNONG KL TNG LOVTEAOTIOM GG SOULKWV EELOWOEWV.

H mp1n peAém Slepeuvd T AMOTEAEGUATA TWV GUVALCOMUATIK®OV EKKANGEWY OTNV TIPACLVN
SO, KoL CUYKEKPLUEVA TIWOG TA OLKOAOYIKA OT|LATH KL OL LOXUPLO 0L OLKOAOYIKWYV GTOLXELWV, TIOU
TPOowBOVV TNV 0lKOAOY KT ELOVVT, ETMMPEAJOUV TNV OTITIKT CUUTIEPLPOPE. AUTO TO TIEIPAUA 0QEOBUAULKNG
VNAdTnong alomoinoe 5L SLa@MUIoELS IOV OXESIAGTNKAV YIX VO TIPOKOAEGOUVY BETIKA KAl APV TIKA
ouvaleOMpuata, Seiyvovtag OTL oL APV TIKEG EKKAT|OELG TEIVOUV VA GUYKEVTPWVOUV UEYRAVTEPT OTITIKY
eotiaon oe otolyeia ov oxetiCovtal pe To @O0, TV evoyn N TV andia, eve ta BeTikd unvopata
odnyolv TOUG THPATNPENTEG VA EO0TIA{OUV TEPLOGOTEPO OTI( TANPOPOPIEG KEWEVOU Yl T
epBoArovTikd o@EAN. H Se0tepn perétn eotialel oty alpodooia, e@apuolovtag unxavikn uabnon oe
Sedouéva 0OAAULKNS LYVNAKTNONG YIX VO CUCXETIOEL TAL XAPAKTNPLOTIKA TNG TIPOOWTILKOTN TS UE TNV
OTITIKY OUUTIEPLPOPA. Ta amoTEAEOUATH ATIO LOVTEAX OTIwG Ta Support Vector Machine (SVM) kat k-
Nearest Neighbors (KNN) vumo8eikviouv OTL Ta XOPAKTNPLOTIKA TNG TPOCWTIKOTNTAS, Siwg M
Ellkpivela-TamevotnTa Kot 1 AvolytotnTa, €MNPEACOVV ONUAVTIKA TOV TPOTIO UE TOV OTolo oL
OUUUETEXOVTEG AAANAETILOPOUV E TO SLA@MUOTIKO TTEPLEXOUEVO, AVASEIKVUOVTAS TIG SUVATOTNTES NG
PUXOAOYIKNG OKLAYPAPNONG YIX TNV EVIOYLON TWV OTPATNYIK®OV TPOoséAkuons dwpntwv. H tpim
HEAETT) €EETALEL TOV TPOTIO |LE TOV OTIOLO TA XAPAKTNPLOTIKA TNG TTPOCWTILKOTNTAG EMNPEAIOVV TT) OTACT)
ATEVAVTL OTIS SLadIkTuakES Stapnpioels TOTov banner, pe Ta eupfuata va deiyvouv 6tTL 1 Elikpivela-
Tamewdmta TPoPAETEL TNV avAkAnon Twv Sta@nuicewv TOTOV banner. Autd VTTOSNA®VEL OTL OL
AVOAVOELS TIPOOWTIKOTNTAG B pmopovoav va BEATIOTOMOWOOUV TIS OTPATNYIKES Ymn@lakov
HAPKETIVYK. XTNV TETAPTN TEPITTWOT, HEAETATAL 1| OX€oN METAEY TWV XAPAKTNPLOTIKWV TNG
TPOCWTIKOTNTAG, TNG CUVALOBNUATIKNG SLEYEPONG aTo TIG Sl pioelg Kot TG Tpobeong alpodooiag.
H povtedomoinon Sopkwv €Elo®oe®wV avadelkviel OTL T OATPOULOTIKA UNVUHOTO €VIOXVOUV TIG
BeTIKEG EMISPATELS TNG OLVALOONUATIKNG S1EYEpON G aTNV TTPOBEOT Yo alpodocia, YEyovog Tov GUVIGTA
OTL OL OTOXEVHEVEG SLAPMULICELG PTTOPOVV VA EMNPEAGOVY GHAVTLKAE TN CUUTIEPLPOPA TWV ALLOSOTWV.
H méummn peAétn aflodoyel Ttov TPOTMO HE TOV OTMOLO OL GUVALOOMUATIKEG EKKANOELS KoL Ol



TEPPAALOVTIKEG avnoUYieG EMNPEAlOVVY TIG TIPOBETGELS AYOPAS TWV KATAVOAWT®V VEXAPNS NAKIXG TIPOG
T IpAcLva Ttpoiovta. Eve ta apvnTikd cuvaloBnpata avénoav Ty anniynorn Tou mpoiovtog, Ta OeTika
ouVaLoBMHATA SEV EMNPEATAV OTUAVTIKA TIG TIPOBETELS AYOPAS, AvASEIKVUOVTAG TOV TTOAVTIAOKO POAO
™mM¢ ouVaoONUATIKNG TAALlolwong oty Teplfarlovtikn Swxgnuon. H €ktn épesuva emektelvel
Oewpla g [pooxeSlaopévng ZUUTEPLPOPAS EVOWUATWVOVTAG TN CUVALTOMUATIKS SLEYEPOT KL TO
AYX0G Yylo Olodooila 0TO TAXICL0 TNG CUUTEPLPOPIKNG UEAETNG Yia awodooia. Ta svphpata
UTOSEIKVUOUV OTL Ol GUVALOONUATIKEG AVTIOPATELS TIAPEURAAAOVTAL ONUAVTIKA GTNV EMEPACT) TWV
OTAOEWV TIPOG T Sla@nLon oty mpobeon apodoaciog, VIO PL{OVTAG TTPATNYIKEG SLUPTULOTG UE
ocuvalonpuatikny amynon. TéAdog, n ERSoun peAEtn e€etdlel TIC EAVOPWTIKEG HIKPO-BWPEES,
aVASEIKVUOVTOG OTL 0 OATPOULOHOG KAl T XUPAKTNPLOTIKA TNG TPOCWTIKOTNTAS (eEalpoupévng g
ZUVaLoBNUATIKOTNTAG) CUOXETILOVTAL BETIKA LLE TI§ OTACELS ATTEVAVTL OTLS SLAPTMUICELS, AL 0L ApECT
HE TIG @AAVOPWTIKEG SWPEES, YEYOVOS TIOU UTIOSAWVEL OTL ATIALTELTAL TIEPALTEPW EPELVA YIX TNV
KOTAVOTOT) QUTWV TWV PNXAVICUDV.

ZUAMOYIK®, Ol MEAETEG QUTEG TAPEXOUV UK EVPELX TTPOGEYYLOT TOU TPOTIOU WPE TOV OTOLO M
TPOOWTIKOTNTA KAl Ol CUVALOONUATIKEG EKKANOELS WUTOPOUV Vo XpPNoldomonBovv ylia Tnv
TAPAUETPOTIOMON TWV SlHENUicEWY TIOU B EMNPEACOVY ATOTEAECUATIKA TI CUUTEPLPOPA TWV
KATOVOAWTWOV Kol Twv Swpntwv. H evowpdatwon 6edopévwv o@BaApkis yvnAatong padl pe
TIPOTYMEVEG OTATIOTIKEG TPOOEYYIOEIS KAl Unxavikn pabnon amotedel g véa peBodoAoykn
TPOCEYYLON Y TN BEATIWON NG ATMOTEAECUATIKOTNTAS TWV Slx@nuicewv og Sid@opoug topels. H
épeuva 8ev TPOo@PEPEL LOVO OTOLXEIX Yl TNV AVAAUGCT TNG CUUTIEPLPOPAS TWV KATAVOAWTWY GTO
VEUPOUAPKETIVYK, XAAQ EXEL ETIONG TIPAKTIKEG EQPAPUOYES YA TN PBEATIWON TWV OTPATNYIKWY TWV
SLanuicewv TO0O OTIG EPTIOPLKEG EKOTPATELEG LAPKETIVYK OG0 KAL OTLG AvOPWTILOTIKES TTPWTOLOVALES.
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