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Most of the time people don’t buy things because they’ve
compared all the facts. They buy because something clicks
inside - a small thought, a feeling, a moment of recognition.
Our brains don’t have time to analyze every choice, so they
take shortcuts. These shortcuts are what scientists call
cognitive triggers - habits of thinking that help us decide
faster.

Take something simple: a price tag that says “Was $100 -
now $59.” Most people won’t stop to ask whether the item is
really worth that much. The first number sticks in the head,
so $59 suddenly feels like a win. Or when we see hundreds of
good reviews for a product online - we trust the crowd instead
of checking everything ourselves. It’s easier, and it feels
right.

People don’t always decide with logic - most of the time,
they just follow what feels right. Familiar things make us
feel safe, and safe choices take less effort. That’s why good
marketing never starts with numbers or charts. It begins with
emotion - a quiet spark of trust, curiosity, or comfort that
makes a person stop and think, "“Maybe this is for me.” The
rational explanations wusually come later, when we try to
justify what our gut already decided [1].

But these emotional triggers aren’t the same everywhere.
What feels exciting to one culture can feel pushy to another.
In the U.S., messages that sound bold - “be the first,” “don’t
miss out” - fit the fast, competitive rhythm of life. In
Japan, that same tone might sound too direct. There, people
value calm colors, modesty, and harmony. A design that looks
quiet and respectful builds more trust than any loud slogan.
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For brands, understanding this difference is everything.
It’s not enough to know that people react emotionally - you
need to know how each audience reacts and why. Cultural habits
shape our instincts more than we think. Even colors can speak
differently: white means purity in some places and mourning
in others.

So, when we talk about cognitive triggers, we’'re really
talking about respect - about trying to see the world through
the customer’s eyes. The best brands don’t push; they pay
attention. They notice what people care about and what makes
them hesitate. That’s not psychology for profit - it’s basic
human understanding. When you get that right, people don’t
just buy your product. They remember you.

Most marketing tries to change what people think.
Behavioral economics, on the other hand, focuses on how people
decide. It’s not about convincing someone with facts; it’s
about building a situation where the decision feels natural.

In practice, this means designing every part of a brand
- the price, the message, even the way it looks - so that it
fits how people actually behave. For example, when prices end
in “.99”, most people see them as cheaper, even though the
difference 1is Jjust one cent. When a product is almost sold
out, 1t suddenly becomes more desirable, because we hate the
idea of missing something good. These are small tricks of the
human mind, but they shape billions of purchases every day
[2, p.463].

Strong brands use these insights not to manipulate, but
to make the choice easier. They remove confusion. They
simplify decisions. A brand that understands people’s natural
habits doesn’t fight against them - it works with them. That'’s
why good design feels calm, and good advertising feels
effortless. You don’t have to think too much; it just makes
sense.

What really makes this topic fascinating is how it changes
from place to place. In the U.S., people like messages that
sound bold and quick - “Buy now,” “Act fast,” “Don’t miss
out.” It fits the culture where speed and ambition are normal.
But if you take those same words to Sweden or Denmark, they
land differently. There, people prefer calm communication -
honest, simple, and balanced. A brand that whispers feels
more trustworthy than one that shouts. That’s the whole point
of using behavioral insights: to understand what kind of voice
feels natural to people before you start talking to them.

Emotion plays an even bigger part. Facts don’t stay with

This work is distributed under the terms of the Creative 5 1
Commons Attribution—-ShareAlike 4.0 International License
(https.//creativecommons.org/licenses/by—sa/4.0/).



Proceedings of the 6th International
Scientific and Practical Conference
«Innovative Development in the NO
Global Science» 269

(October 26-28, 2025).
Boston, USA |NTeRCON|=

SoenTIF PubLiHNG CenTe

MARKETING, ADVERTISING AND PR

us - feelings do. We might forget the exact price, but we
remember the comfort of a kind tone or the warmth of a familiar
color. That’s why good branding feels almost invisible; it
doesn’t push, it connects. The most successful companies know
this and spend time shaping how people feel, not just what
they see [3].

Behavioral economics gives creativity direction. It’s not
about controlling people - it’s about understanding them.
Small things matter: the color of a button, a single
reassuring word, the rhythm of a headline. One simple change
can make the difference between a brand that annoys and a
brand that feels right. When that happens, people stop
noticing the strategy - they just feel at home with the brand.

In short, behavioral economics turns branding from
guesswork into understanding. It reminds companies that
people don’t buy because of data - they buy because something
in the brand feels right. And when that feeling is real,
growth follows naturally.

When a Dbrand truly understands how people think,
everything changes. Marketing stops being about noise and
pressure - it becomes about connection. Companies that use
behavioral insights don’t just sell products; they design
experiences that feel natural and respectful. When a person
sees a brand that Y“gets” them, they don’t feel targeted -
they feel seen. That emotional recognition builds the kind of
loyalty no discount ever could [4, p.207].

Numbers show what people do, but they don’t tell the whole
story. They can’t explain what’s going on inside - the small
worries, habits, or hopes that shape every choice. That’s
where behavioral economics helps. It lets us look beyond
charts and see the feelings behind them: the fear of missing
out, the wish to belong, the comfort of the familiar. When a
brand starts noticing these things, it stops treating
customers like statistics and begins to see them as people.

Real growth doesn’t happen because someone shouts the
loudest. It happens when a company listens - really listens
- to what people need, what confuses them, and what makes
their day easier. Sometimes progress 1is Jjust removing one
extra click, choosing a calmer color, or using a word that
sounds warmer. Small human decisions, made with care, build
trust slowly but surely. Over time, that trust turns into
loyalty - and loyalty is what keeps a brand alive.

At 1its core, behavioral economics teaches one timeless
truth: people don’t want to be sold to - they want to be
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understood. Brands that remember this turn psychology into
empathy and empathy into growth. That’s how markets evolve -
not through manipulation, but through genuine understanding
of how human decisions are made.
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