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The driving force behind the present research is the 

description of incentives, emotional and not, that lead 

consumers to the product market. Wanting to find the 

causes that lead to making these decisions from the 

consumer side, we have dealt with the concept of Emotional 

Intelligence and its impact on the purchasing choice of 

consumers.  

In recent year, consumer behavior, marketing philosophy, 

and purchasing behavior models have been used not only 

by large multinational companies but also by domestic, 

medium and even small businesses to attract an ever 

increasing consumer size. The goal of business and 

marketers is to reach consumers not only by offering 

financial incentives but also through a network of 

psychological and psychoanalytic factors to be in the 

subconscious of consumers / clients and thus to direct their 

behavior.  

Our emotions play a very important role in our lives, as 

through successive phases we lead to decision-making. 

Feelings help us to consolidate our limits, they also have the 

potential to serve as an internal moral and ethical compass, 

and are essential for making a good decision. Scientists 

have highlighted the importance of Emotional Intelligence in 

achieving personal and collective goals, the success of our 

interpersonal relationships, and the important role it plays in 

defining our purchasing behavior.       

 

Research Goals 

This research examines the significance of Emotional 

Intelligence in consumer behavior. In particular, the behavior 

of the consumer in the market of products or services, the 

purchase of which is influenced by emotional or emotional 

impact, with different marketing methods used by modern 

enterprises in order to attract consumers. 
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There are certainly quite a few issues in the field of 

consumer behavior and emotional intelligence. Our analysis, 

for example, did not extend to a larger geographical area, 

which will not only extend to Greece.  

Further research could also relate to a larger sample from 

which more evidence will be drawn that explains in depth 

how the processing and management of consumer 

sentiments affects their behavior in the stimuli they receive 

from businesses for the purchase of specific products and 

services. 

Part of Consumer Behavior and Emotional Intelligence is an 

important part of Marketing for all businesses, so we believe 

research and analysis will attract researchers' interest. 

 
 

 
 

Background Results 

   This research was carried out by collecting information and 

data through questionnaires replied by consumers in the 

region of Western Greece. In the questionnaire created 

and distributed in the sample, there are 13 questions 

based on the issue of Consumer Behavior and Emotional 

Intelligence Research is descriptive as research questions 

and objectives require measurements of consumer 

attitudes so that through this plan we can respond to 

question whether the notion of emotional intelligence is 

important in terms of consumer behavior. It is also 

qualitative because it aims at defining quality relationships 

and revealing deeper concepts that determine the 

behavior of individuals. It is also conducted on a 

representative sample of the total consumer population 

and aims to explore their buying habits, attitudes, 

perceptions and views about the purchase and 

consumption of various products / services. There are also 

6 other questions that are based on the demographic 

collection in order to determine the consumer. 

   The survey data was encoded and analyzed using the 

spss 20.00. The coding of the answers was done by 

dividing them mostly into categories such as: "Too much", 

"Very", "Moderate", "Little", "Not at all“, with Likert scale. 

   Our data is primary, because it was collected specifically 

for the purposes of this research and is related to 

demographic, psychological, socio-economic data as well 

as intentions, attitudes and behaviors of consumers. The 

sample is representative and random in order to draw 

general conclusions about the entire population. The 

sampling method refers to a probability sample and, more 

specifically, to a simple random sample of 207 people 

consuming different products and services. 

    This questionnaire was based on questions that identify 

some attitudes of consumers as well as factors that may 

influence their decisions or not. 

We observe that 

consumer behavior 

depends on factors 

related to motivation, 

perception, education, 

mentality, culture, 

beliefs and other 

external factors, which 

makes emotional 

intelligence and 

consumer behavior a 

matter of inexhaustible 

which constantly 

changes and evolves 

on the basis of 

contemporary times. 

Purchasing decisions Purchasing decisions 

of respondents are 

influenced by their 

environment and 

especially by their 

friends and family. 

The incentives that 

lead to the purchase 

of specific products / 

services are mostly 

the desire to meet a 

particular need 

whether biological, 

psychological or 

social. 

The purchase of particular products 

depends on the low price or if the product 

that women easily buy an innovative or new 

The purchase of particular products 

depends on the low price or if the product 

is on offer, and this may be due in particular 

to the economic crisis that the Greek 

household is experiencing. The present 

study also showed that 18-34 year-olds are 

more affected than other age groups with 

regard to the advertising messages they 

receive from either electronic or printed 

media. There were also statistically 

significant differences in the extent to 

which the sexes are affected by the 

promotional stimuli. It has been observed 

that women easily buy an innovative or new 

product in relation to men. 
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