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INTRODUCTION

Advertising goes to Emotion makes Marketing connects
great lengths to make marketing and companies to these
the most of the options advertising useful "influencers". The brand
provided by the because it customises generates greater visibility,
Internet to move and the product "engagement" or
attract the audience’s "branding”.
attention

METHODS AND INSTRUMENTS

Objectives
Enquire about the success factors of posts, H1:
and try to determine if the impact is Men activate more emotion and
greater or lesser depending on gender attention for women in Stories

\ 4

marketing
"campaigns"

Instruments
H2:
e 4 Instagram influencers who contribute In marketing campaigns, the
15-second video in vertical format most-viewed elements on
e Sociograph for data analysis of Instagram are Stories

psychophysiological signals

e Measurementinstrument which
H3:

integrates the traditional register of the
The influence of advisers

Electrodermal Activity (EDA) and
processes the information of the

on the consumeris
limited

individuals
e Screen forviewing Instagram Story
e Registration protocol
e Record sheet of the activity sequences

RESULTS AND CONCLUSIONS

Relevance for businesses A greater number Women showed more
to analyse attention and of followers implies greater interest towards the
emotion in the use of emotional activation, videos, expressed positive
marketing campaigns on although it translates into emotions and they are the
social media (Instagram) negative emotions,and a ones that would carry out
greater emotional activation the purchase act through
in men than in women Instagram
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