
 

Applied Psychology addresses current and relevant issues such as (but not limited to) work, 
the environment, health, education, society, and political participation, while paying close 
attention to both individual and collective concerns, all driven by the major challenge of 
global sustainability. 
The International Association of Applied Psychology (IAAP), a long-established 
international scientific association, comprising 18 divisions, involves academics, experts, 
professionals, and students from across the globe to gather and share experiences, 
insights, and scientific contributions, aiming to tackle the challenges and future directions 
of psychological practice. 
The last few years have seen the UN 2030 agenda push forward Sustainable Development 
Goals (SDGs), dealing with epistemological, methodological, ethical, and professional 
implications for the psychology profession and practice across its various fields. These 
issues were the focus of the 31st ICAP  2026 (International Congress of Applied 
Psychology), hosted in Florence from July 21 to 25 2026, promoted by IAAP together with 
AIP (Italian Association of Psychology) and the Universities of Bergamo, Milano Cattolica, 
Firenze. 
The contributions gathered in this volume reflect the richness and diversity of experiences 
showcased during the Congress, giving access to the abstracts of the researchers’ 
interventions representing over 90 countries, coming from all the continents. 
This broad spectrum of studies highlights promising directions that can inspire new 
trajectories and inquiry’s paths for  contemporary applied psychology practice. 
 

ANNAMARIA DI FABIO, PHD, is full professor of Work and Organizational Psychology at the 
Department of Education and Psychology (Psychology section) at University of Florence. 
Her international profile encompasses studies on sustainability, decent work and career 
counseling 
 
EDOARDO LOZZA, PHD, is full professor of Economic Psychology and Consumer and Marketing 
Psychology at the Faculty of Psychology at Catholic University in Milan. He authored 
scientific publications in the fields of economic psychology, consumer psychology and 
marketing research.   
 
GIUSEPPE SCARATTI, PHD, is full professor of Work and Organizational Psychology at the 
Department of Human and Social Science at University of Bergamo.His scientific activity is 
about organizational learning and qualitative methodologies for the study of organizational 
life. 

ISBN:978-88-97253-30-3 
DOI: 10.62336/unibg.978-88-97253-30-3 

ICAP 2026 
 

New directions in Applied Psychology  
31st international congress of Applied Psychology 

 
21 st – 25th July 2026 

Firenze 
 
 
 

Edited by  
Annamaria Di Fabio, Edoardo Lozza, Giuseppe Scaratti 

2026 

IC
A

P
 20

26
 – N

ew
 d

irection
s in

 A
p

p
lied

 P
sych

olog
y 

https://dx.doi.org/10.62336/unibg.978-88-97253-30-3


 
 

ICAP 2026 
 

New directions in Applied Psychology  
31st international congress of Applied Psychology 

 
21 st – 25th July 2026 

Firenze 
 

 
 
 

 
 
 
 

Edited by  
Annamaria Di Fabio, Edoardo Lozza, Giuseppe Scaratti  

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

_____________________________________________________ 
 

Università degli Studi di Bergamo 
 

2026  



 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
       
Ente capofila: IAAP (International Association of Applied Psychology)  
Enti partner: AIP (Associazione Italiana di Psicologia) 
 
 
 
 
 
 
 
 
 
This publication is released under the Creative Commons  
Attribution Non Commercial No Derivatives license (CC BY-NC-ND 4.0)  

 
 
 

© 2026 The Author 
 
 
 
https://aisberg.unibg.it/handle/10446/335627 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Progetto grafico: Servizi Editoriali  
Università degli Studi di Bergamo 
via Salvecchio, 19 
24129 Bergamo 
Cod. Fiscale 80004350163 
P. IVA 01612800167 

ICAP 2026. New directions in Applied Psychology, 31st international congress of Applied 
Psychology, 21 st – 25th July 2026, Firenze/ edited by Annamaria Di Fabio, Edoardo Lozza, 
Giuseppe Scaratti – Bergamo: Università degli Studi di Bergamo, 2026 
ISBN: 978-88-97253-30-3 
DOI: 10.62336/unibg.978-88-97253-30-3 
 

https://creativecommons.org/licenses/by-nc-nd/4.0/deed.it
https://aisberg.unibg.it/handle/10446/335627
https://aisberg.unibg.it/handle/10446/335627
https://dx.doi.org/10.62336/unibg.978-88-97253-30-3


31st International Congress of Applied Psychology

 Division 14: Applied Cognitive Psychology SDG 3: Good Health and Well-being 

Abstract 1204
BREAKING THE SILENCE: HOW HUMOR SHAPES NEUROPHYSIOLOGICAL 
RESPONSES TO DEATH-RELATED ADVERTISING

Fici A.  *  [1]  , Gifuni G.[1], Pasculli V.[1], Bilucaglia M.[1], Jacomuzzi A.C.[2], Russo V.[1], Zito M.[1]

[1]Department of Business, Law, Economics and Consumer Behaviour “Carlo A. Ricciardi”, Università IULM,  
Milan, Italy ~ Milano ~ Italy,  [2]Department of Philosophy and Cultural Heritage, Ca’ Foscari University of 
Venice, Venice, Italy ~ Venezia ~ Italy

Introduction 
Death is a universal experience, but it remains a taboo in commercial communication. 
According to Terror Management Theory, death awareness provokes existential anxiety, 
which individuals manage through cultural  worldviews and consumption choices that 
provide  symbolism.  Depending  on  tone  and  structure,  advertising  can  amplify  or 
mitigate anxieties, shaping interpretation and emotional processing. Humor acts as a 
mechanism that reduces anxiety and facilitates the processing of distressing content. 
However, little research has examined its role in funeral advertising. 
 
Purpose  
This study examines how humorous funeral advertisements affect neurophysiological 
and  self-reported  responses  and  whether  individual  characteristics  moderate  these 
effects.  
 
Method  
A within-subject experiment was conducted with 58 participants, who were divided into 
three groups: young (M_age=29.29), adults (M_age=43.6), and elderly (M_age=60.89). 
The groups were balanced for gender (48% female). Participants observed 18 stimuli (9 
humorous and 9 traditional) to determine whether people of different ages are more 
sensitive  to  death  communication.  Recorded  measures  included 
electroencephalographic indices of cognitive engagement and memorization, as well as 
physiological  indices of  heart  rate variability  and galvanic skin response.  After  each 
stimulus, participants reported emotional valence, perceived humor, purchase intention, 
brand  awareness,  and  ad  liking.  Personality,  emotional  style,  and  communication 
apprehension and anxiety about death were also assessed. 
 
Results  
Ongoing analyses are expected to reveal that humorous advertisements elicit  higher 
engagement,  consistent  with  evidence  showing  that  humor  enhances  attention  and 
recall. These advertisements are expected to evoke different responses from individuals 
with varying levels of death anxiety or apprehension. Negative attitudes and emotional 
reactions are anticipated among elders, who can relate to the content more closely. 
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Conclusions  
This research aims to improve our understanding of how framing strategies influence 
cognitive and emotional responses in sensitive situations. Building on the literature on 
taboo communication and terror  management  in  marketing,  it  offers  implications for 
effective, age-sensitive death care advertising. 
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