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Abstract

The study intends to show the important role of emotional buying
behavior in reducing marketing risks, as the subject of marketing risks is
one of the important matters that is taken into consideration in the
emotional buying behavior of the consumer for fear of the possibility of
the latter being subject to certain of these dangers.

The primary problem of the study lies in the extent of individuals’
awareness. The respondents examined the variables of the study and the
degree to which an individual's emotional purchasing behaviour helps to
lower the marketing risks they encounter when making a purchase
through a survey of the opinions of (253) customers of some shopping
centers in the city of Mosul. Using AMOS V 24 and SPSS V.26, their
responses were analyzed, and the study concluded:

1. The presence of a clear correlation between emotional buying
behaviour and marketing risks suggests that variations in emotional
buying behaviour levels will typically align with variations in
marketing risk levels. The intellectual and emotional components of
the decision-making process could be in balance.

2. Emotional buying behaviour has a direct impact on marketing risks,
which explains why people who engage in this behaviour typically try
to lower the risks involved in their purchases. The positive emotional
impact of purchases overshadows or obscures any discomfort that
marketing risks may generate. In this scenario, the feeling of
contentment and enjoyment arising from emotional buying may lead to
a lesser understanding of marketing risks.
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