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ABSTRACT 
 
Consumers are significantly shifting in how they come to know, purchase, and 
consume food products. It has been noted that consumers are no longer 
focusing on product specifics but are looking for an emotional connection to 
express who they are by consuming and supporting a specific brand. Moreover, 
several studies reported that consumers' purchase decision has transformed in 
a way that they are seeking emotional connections rather than using values. 
However, for many years, businesses have seemed familiar with rationality but 
deliberately pay no attention to the emotional facet as an essential purchase 
decision spur of consumers. Hence, this study sought to determine the domains 
of emotional marketing that best influence the purchase decision among food 
store consumers in Tagum City. A descriptive correlation design was used, and 
the Cochran formula was employed in determining the sample size of 384 
respondents. The researchers used adopted and modified questionnaires which 
were validated by experts. Systematic Random Sampling and Poisson 
distribution strategy were used in gathering the pertinent data. Every third of 
customers who had dined in the approved food stores were the considered 
respondents and data was collected simultaneously across food stores in 
Tagum City from November 11 to November 21, 2022, during the peak hours 
of 11:00 AM and 2:00 PM. The result showed a very high level of emotional 
marketing. The level of purchase decision was also very high. Moreover, there 
is a significant relationship between emotional marketing and purchase 
decision, Lastly, there are domains of emotional marketing that significantly 
influences purchase decisions among Tagum City food store consumers. 
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