Major Project Report on

A STUDY ON CONSUMER AWARENESS
AND IMPACT OF
NEUROMARKETING

Submitted By :

Sehar Bhasin

2K22/EMBA/21

Under the Guidance of :

Mr. Mohit Beniwal

Assistant Professor

T2~
*\DELTECH )*

* v we f
)
GICA

DELHI SCHOOL OF MANAGEMENT

Delhi Technological University

Bawana Road Delhi 110042



CERTIFICATE

This is to certify that Ms. SEHAR BHASIN, student of EMBA has carried out the work
presented in the project of the major project entitled "A STUDY ON CONSUMER
AWARENESS AND IMPACT OF NEUROMARKETING " as a part of fourth semester
programme of Executive MBA from Delhi School of Management, Delhi Technological

University, Delhi under my supervision.

Mr.Mohit Beniwal
Assistant Professor
Delhi School of Management

Delhi Technological University



DECLARATION BY STUDENT

I, SEHAR BHASIN, student of EMBA Batch-2022-24 hereby declare that the major
project titled “A STUDY ON CONSUMER AWARENESS AND IMPACT OF
NEUROMARKETING” which is submitted by me to Delhi School of Management,
Delhi Technological University, Delhi, in partial fulfiliment of requirement for the
award of the degree of Executive MBA, has not been previously formed the basis for
the award of any degree, diploma or other similar title or recognition.

The Author attests that permission has been obtained for the use of any copy righted
material appearing in the Dissertation / Project report other than brief excerpts requiring
only proper acknowledgement in scholarly writing and all such use is acknowledged.

DELHI Sehar Bhasin
DATE: 2K22/EMBA/21



ACKNOWLEDGEMENT

| sincerely take this opportunity to express my thanks and deep gratitude to all those who

extended their wholehearted cooperation, opinion and gracious hospitality in completing
this project successfully. In all my humbleness, | express my gratitude towards Mr. Mohit
Beniwal sir, Assistant Professor, Delhi School of Management, Delhi Technological
University for his understanding, provision of sound counsel, valuable guidance and
useful suggestions. He gave me the opportunity to carry out this project work and helped
me with his suggestions, ideas and advice at every phase of this project work. His
guidance has always been a source of inspiration.

DELHI Sehar Bhasin
DATE: 2K22/EMBA/21



ABSTRACT

The rise of neuromarketing, a field that utilizes brain research to understand consumer
behavior, has sparked curiosity about its potential and ethical considerations. This report
delves into five key areas to explore the impact of neuromarketing on consumers.

Firstly, the project will assess the current level of awareness among consumers regarding
neuromarketing practices. Understanding their familiarity with this evolving technique
will establish a baseline for further exploration.

Secondly, the research will investigate how neuromarketing can be harnessed to shape
and solidify brand image within the market. The project will analyze how
neuromarketing techniques can influence consumer perceptions and ultimately, brand
loyalty.

Thirdly, the project will examine the relationship between neuromarketing and a
consumer's ability to pay attention to and retain brand messaging. This facet will explore
how neuromarketing can be used to create more impactful and memorable brand
experiences for consumers.

Fourthly, the research will delve into how neuromarketing influences consumer
perception of products and services. This analysis will examine how neuromarketing can
be used to shape consumer preferences and ultimately, their buying decisions within the
market.

Finally, a crucial aspect of this research will be to explore the ethical implications of
neuromarketing. The project will examine consumer attitudes towards the use of
neuromarketing practices and assess their comfort level with this approach.

To achieve these objectives, the study will employ a quantitative approach, utilizing a
short online survey distributed on social media platforms. The survey will focus on
multiple-choice questions to efficiently collect the most relevant data and maximize
completion rates. Age will be the primary demographic factor considered, with the goal
of reaching a convenient sample of participants across different age groups.

By investigating these five areas, this report aims to provide a comprehensive
understanding of neuromarketing's potential and its impact on consumers. The findings
will contribute valuable insights for marketers and businesses seeking to leverage this
new approach while remaining ethically responsible in the market.
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1. INTRODUCTION

Neuromarketing combines psychology, neuroscience and business to understand how consumers
make purchasing decisions. It goes beyond traditional methods by analyzing brain activity and
other physiological responses to marketing stimuli. This approach aims to minimize bias and
reveal unconscious consumer behavior. Think of it as a glimpse into the mind of the consumer.
Techniques such as fMRI scanning, eye tracking and EEG recordings help marketers understand
what really catches a customer's attention and what influences their choice. This information is
called "consumer neuroscience”. By deciphering these subconscious signals, businesses can

create more effective marketing campaigns that reach consumers on a deeper level.

The explosion of the internet over the past few decades has thrown a wrench into traditional
marketing strategies. Consumers are bombarded with ads everywhere they turn, making them
more likely to tune out. This "ad-rejecting” consumer presents a significant challenge to
marketers. To stay relevant, they need a deeper understanding of individual and group behavior —
not only of consumers, but also of organizations and businesses in their target markets.
Fortunately, advances in technology provide marketers with more accurate data and powerful
tools to predict consumer behavior. These techniques allow marketers to create more accurate

and relevant messages that ultimately reach their target audience more effectively.

Easier-to-use software, fueled by technological advances, has revolutionized market research.
This newfound ability to understand customer needs paved the way for a revolutionary approach:

neuromarketing.

Neuromarketing is a new research approach used in both commercial and academic settings. It
bridges the gap between neuroscience and marketing by applying neuroscience techniques to
understand the often unconscious and subconscious aspects of consumer buying behavior. This
approach unlocks insights that may escape traditional research methods and offers invaluable

insight into what really drives purchasing decisions.



However, despite its clear added value, the full acceptance of neuromarketing in the scientific
community remains a question mark. Some experts and scientists are not yet fully convinced of
its validity.

e The goal of neuromarketing: To understand the often unconscious aspects of consumer
buying behavior.

e Bridging the Gap: Combining neuroscience techniques with marketing research.

e Uncovering Hidden Insights: Offers valuable insight into what really drives purchasing
decisions.

e Scientific Acceptance: Still an ongoing debate within the professional community.

Neuromarketing is an example of a constantly evolving market research methodology. This
innovative technique allows researchers to dig deeper than ever before to uncover the answers to

the "why" behind consumer behavior. Questions can be like:

e Why do you choose one brand over another?
e What triggers a stronger emotional response to a certain ad?

e What subconscious factors influence your purchasing decisions?

These were once mysteries, but neuromarketing sheds light on the previously hidden realm of the
consumer's subconscious. This newfound understanding allows researchers to not only explain,

but potentially predict, how consumers make decisions.
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Neuromarketing Tools

Neuromarketing is a fascinating field that uses brain scans and other tools to understand what
makes consumers tick. It aims to look inside the customer's head and measure brain activity and
other physiological signals to learn about their motivations, preferences and decisions.
This information can be a goldmine for businesses, helping them create more effective ads,
develop better products, and set optimal prices.
A look into the brain:
There are two main ways to collect neuromarketing data:

e Brain scan:

o fMRI: This powerful tool uses magnets to track blood flow in the brain, revealing
which areas are active during different stimuli. It's great for determining deeper
brain activity, but it's expensive and time-consuming.

o EEG: This technique uses sensors on the scalp to measure electrical activity,
offering high-speed views but with less location detail.

e Physiological monitoring:

o Eye Tracking: Measures where people look and how long they focus, revealing
attention and interest.

o Facial Expression Coding: Analyzes small facial movements to understand
emotional responses.

o Body Signals: Monitors heart rate, breathing and skin conductance to measure

overall arousal.

The Power of Neuromarketing:
Neuromarketing has proven its potential in various studies:

e Brand strength: When people saw a familiar brand, such as Coca-Cola, in an fMRI scan,
areas associated with emotions and memories lit up, showing the strength of brand
recognition.

e Price perception: Brain scans revealed that people perceived the same wine differently

based on a fake price tag, suggesting that price influences value perception.



e Decision order: Studies have shown that seeing the price before the product triggered a
different thought process than seeing the product first, emphasizing the impact of order
on choice.

Although neuromarketing is still evolving, it offers businesses exciting opportunities to

understand how consumers really make decisions.
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Benefits

1. Unlock New Creative Stats:

Neuromarketing offers marketers and creatives a new perspective. It goes beyond traditional
research by analyzing how design elements in print ads, videos, and packaging influence
attention, emotion, and memory. This data helps create more accurate and visually engaging

designs that effectively capture attention and improve ad recall.

2. Decoding emotional reactions:

Our emotions significantly influence purchasing decisions, but traditional methods such as
surveys often fail to capture the full picture. Neuromarketing techniques can uncover underlying
emotional and unconscious responses to marketing materials and provide valuable insights that

questionnaires might miss.



3. Standardization measurement:

Traditional surveys can be unreliable because people may inadvertently exaggerate or have
difficulty accurately assessing their emotional responses. Neuromarketing offers a more
objective way to measure these responses on a common scale, reducing bias and allowing

comparisons across different demographics and cultures.

4. Capturing volatile reactions:
Traditional methods try to capture the fleeting emotional responses that occur when people
engage with marketing materials such as videos. Neuromarketing tools using biometrics can

track these responses in real-time, providing key data to optimize advertising effectiveness.

5. Avoiding Response Bias:
The act of asking people about their feelings can influence those feelings. Neuromarketing
techniques can circumvent this problem by measuring physiological responses instead of relying

on one's own emotions, which reveal more authentic emotional responses.

6. Revealing the Power of Primer:
Exposure to certain stimuli, such as the logo of a luxury brand, can subconsciously influence our
behavior and purchasing decisions. Neuromarketing can measure the effects of this "priming”

and help marketers use it to achieve their goals.

7. Global scaling of research:
Traditional market research is often limited in scope. Neuromarketing methodologies can be
applied globally using standardized procedures, allowing companies to gather insights from a

wider audience and achieve comparable results across regions.

By leveraging these benefits, neuromarketing allows marketers to create more efficient and

effective marketing campaigns that reach consumers on a deeper level.



2. LITERATURE REVIEW

Neuromarketing is a revolutionary research method that helps businesses understand the "why"
behind purchasing decisions. It goes beyond traditional surveys by using tools such as EEG
(brain waves), eye tracking and fMRI (brain scans) to analyze physiological signals such as heart

rate and sweat response.

Neuromarketing measures and compares these signals to understand how consumers respond to
marketing materials. By analyzing changes in brain activity, eye movements, and other
physiological responses, researchers can draw meaningful conclusions about what really

motivates consumers.

Research has identified areas of the brain associated with pleasure and reward. Neuromarketing
tools can measure activity in these areas and see what stimuli elicit positive responses from
consumers. This helps businesses create marketing campaigns that resonate with people on an

emotional level.

Traditional methods such as surveys rely on people's conscious awareness, which can be
unreliable. Neuromarketing provides a more objective way to gauge consumer preferences,
uncovering hidden motivations that people may not even be aware of. This allows for more

accurate and actionable information.

Neuromarketing allows businesses to scientifically test the effectiveness of their advertising,
packaging and overall marketing strategies. This data is far more accurate than traditional

methods such as focus groups and can be used to calibrate messages for optimal impact.

Neuromarketing bridges the gap between marketing, psychology and neuroscience. Research has
proven its effectiveness in improving the predictive power of marketing campaigns and creating

more engaging and persuasive advertising.

Studies by the Advertising Research Foundation confirm the potential of neuromarketing tools,
particularly fMRI scans, to predict consumer choices more accurately than traditional methods.
While other tools may not necessarily predict choices, they are valuable in increasing the

creativity, appeal, and overall effectiveness of advertising.



Neuromarketing offers a powerful approach to understanding consumer behavior and creating
marketing strategies that drive sales and build brand loyalty.

NEUROMARKETING
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Techniques overview

Neuromarketing offers exciting potential, but requires specialized equipment and expertise that

many companies lack. Here are the key points to consider before diving in:

e Predictive Power: Studies suggest that neuromarketing tools like fMRI scans can predict
future product success more accurately than traditional methods like surveys and focus
groups. For example, researchers were able to predict the popularity of songs based on
brain activity when people listened to music, and the success of movie trailers based on
synchronized brain wave patterns in viewers. These techniques appear to circumvent the
limitations of self-reported data.

e Overcoming survey bias: Traditional surveys can be unreliable due to factors such as
memory limitations, social desirability bias (lying to appear favorable), and question
wording. Neuromarketing offers a more objective way of measuring consumer

preferences by analyzing brain activity and other physiological responses.
Neuromarketing Challenges can be:

e Cost and Availability: Neuromarketing techniques such as fMRI scans are expensive and
require specialized equipment and expertise, making them out of reach for many

businesses.



e Limited use: Although some neuromarketing tools such as eye tracking and facial coding
can be used to improve creative content development, they are not yet widely adopted
due to cost and complexity.

e Best for important decisions: Neuromarketing can be most valuable in high-impact
situations, such as large product launches by large companies. The potential benefits of

more accurate consumer information may outweigh the costs in these situations.

Although challenges remain, neuromarketing offers a promising new approach to understanding
consumer behavior. As technology becomes more accessible and affordable, it can become a

valuable tool for businesses of all sizes.

Neuromarketing has the potential to predict future success and overcome survey bias, but its cost

and complexity currently limit its widespread use.

7 neuromarketing tools
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Eye tracking
Pupil dilation and gaze
direction shows what holds a
subject's attention and what
excites them.

Electroencephalogram
EEG records brain activity,
measuring detailed emotional
response over short time
periods and memory recall.

Biometrics
These tests provide data on
heart rate, skin conductance,
breathing and other biometric
functions.

i

Facial coding
Measurements of slight
muscle movements that

convey facial expressions
show a subject’s emotional
response.

Functional magnetic
resonance imaging
FMRI measures engagement
and memory recall, providing
insight into a subject’s
emotional response.

Implicit response tests
This older method measures
the time elapsed for
participants to classify two
competing stimuli presented
to them. It helps measure
a person's attitudes to
the stimuli.

«l

Sensory marketing
This approach aims to
influence subject behavior
through their senses.

For example, presenting a
customer with a product
while introducing a pleasant
smell.



IMPLICATIONS OF NEUROMARKETING

TECHNIQUES

w P (= ©

Effective Picking Color Creating Effective Evaluating

Packaging Combinations Advertising Satisfaction
Price Defining Detecting Revealing
Setting Anchors Trends Hidden Response

Estimation of physiological signals

Although some neuromarketing methods are expensive, there is a growing trend towards using
more cost-effective options such as eye tracking and facial coding. For example, Nielsen, a
leading industry consultancy, uses eye-tracking to help brands ensure that customers' attention is
focused on the right elements at the right time (like the logo when it appears). They also use
facial coding to verify whether an ad elicits the intended emotional response. It's important to
note that Nielsen rarely uses these tools in isolation, but rather combines them for a more

comprehensive picture.

The experiences that physiological devices ordinarily offer—whether a given boost, such as an
advertisement, makes somebody feel a solid feeling, pay consideration, and keep in mind the
content—are truly valuable for planning advertisements. "There is nothing more imperative to
the adequacy of publicizing than great inventiveness,"” says Horst Stipp of the Promoting
Investigate Establishment. "And there is clear prove that neuroscience-based showcasing inquire

about strategies can really make publicizing more effective."



However, numerous scholastics lean toward brain checks to physiological intermediaries for
their investigate. "My common supposition is that the encourage you get from the real brain, the
more awful your estimations will be,” says Knutson. In any case, physiological estimation
strategies are most likely to stay well known in the industry since they have been around longer,
are less costly, require less specialized information to regulate, and can be effectively matched
with more conventional promoting inquire about apparatuses such as studies, center bunches. ,
and so-called certain affiliation measures (for illustration, the time required to reply after
inquiring a address).

Selling through neuromarketing

Neuromarketing is gaining momentum, with companies like NBC, Time Warner and tech giants
like Microsoft, Google and Facebook establishing neuromarketing units. But the question

remains: is it worth the investment for all businesses?

Neuromarketing can be expensive, especially techniques like brain scans. In-house expertise is
also essential, making it a challenge for smaller companies. Uma Karmarkar, a heuroeconomist,

suggests partnering with specialized consulting firms that offer cost-effective solutions.

The field is prone to overselling its capabilities. Neuromarketing expert Moran Cerf warns
against companies with exaggerated claims. He emphasizes thorough research before investing

in any neuromarketing service.

Industry groups are working to create standards for evaluating various neuromarketing tools. A
2017 study by the Advertising Research Foundation compared traditional methods with "neuro”
techniques such as eye tracking and fMRI. While fMRI has shown the most promise for
predicting consumer behavior, other techniques have been valuable for improving the creativity

and effectiveness of advertising.

Companies considering the use of neuromarketing should choose their partners carefully.
Karmarkar suggests having in-house neuroscientists oversee the process to ensure data quality.

Cerf recommends a checklist when evaluating potential partners:
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e Involvement of neuroscientists

e Peer reviewed research

e Representative subject pool

e A combination of marketing and neuroscience expertise
e Proven track record

e Ability to provide insights beyond traditional methods

While the field is promising, there are concerns about consumer protection. Ultimately,
companies considering neuromarketing must carefully weigh the costs, potential benefits, and
ethical implications.

Neuromarketing offers exciting possibilities, but careful evaluation and responsible use are

essential for businesses to navigate the potential hype and ethical issues.

An alter in thinking

Marketing has traditionally focused on both understanding and influencing consumer
preferences. Now, neuroscientists are investigating the potential of using brain activity to directly
influence purchasing decisions. While this raises both excitement and ethical concerns, here are

some potential future applications:

1. Segmentation by brain: Marketers typically segment audiences based on demographics
(age, income) or psychographics (personality traits). Neuromarketing could offer a more
precise approach by grouping consumers based on brain activity. For example, a study by
neuroscientists from INSEAD identified differences in the brains of people susceptible to
advertising. This could enable highly targeted marketing campaigns.

2. Persuasion in sleep: Research suggests that we may be vulnerable to influences during
sleep. A 2015 study found that exposing smokers to cigarette odors associated with bad
odors during "stage 2" sleep led to reduced smoking for several days. Similar techniques
could potentially be used to increase interest in specific products or encourage desired

behaviors.

11



Although the potential for neuromarketing is significant, there are ethical concerns. Targeting a
vulnerable population while they sleep raises questions about consumer autonomy and

manipulation. It is important to ensure responsible use of this technology.

Neuromarketing holds promise for understanding and influencing consumer behavior, but ethical
considerations need to be addressed. As research progresses, it will be important to establish
clear rules to ensure the responsible application of these techniques.

Brain movement is affected by neuromodulators — brain hormones (such as testosterone, cortisol
and oxytocin) and neurotransmitters (chemical delivery people) that permit brain cells to
communicate with each other. Analysts are right now examining how shopper behavior changes
when these neuromodulators are changed. In 2015, they found that dosing shoppers with
testosterone expanded their inclination for extravagance brands; analysts hypothesized that
extravagance products speak to social pointers and that testosterone makes individuals more
delicate to status.

Neuromarketing researcher Moran Cerf has investigated the use of TMS to alter fear and disgust
responses. He investigated how changing these emotions can affect people's reactions to things
they normally find unpleasant, such as insects or climate change. The goal was to understand
whether TMS can make people more receptive to messages that encourage them to address these

issues, for example by eating insect-based protein sources that are sustainable.

e TMS offers a temporary and non-invasive way to influence brain activity.

e Studies suggest that it can be used to reduce socially acceptable behavior and potentially
alter emotional responses.

e Neuromarketing applications are being investigated to see if TMS can influence people's

receptivity to certain messages.

Although neural control may appear frightening, indeed dystopian, to a few, advocates point out
that marketers are as of now utilizing strategies to impact customers without their information.
"In case a man sees an advertisement for a truck with a hot lady standing in front of it, he will be
affected by the outside show, indeed if he doesn't realize it," says Michael Platt, whose bunch as

of late organized a conference on neuroethics. "We ought to include individuals from the field of
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law and shopper assurance in these discussions. But at this point, I'm not especially concerned.”
It was pointed out by him and others that it's presently nearly incomprehensible to utilize
neuroscientific instruments to physically control people's brains without their consent.

Neuromarketing is not just about violent control. Neuromarketing expert Moran Cerf emphasizes
the importance of transparency, especially for big tech companies like Facebook, Google and
Amazon. There have been incidents where companies have conducted experiments without user
consent. For example, in 2012 Facebook manipulated the news feeds of approximately 700,000

users to influence their emotions without informing them.

These incidents highlight the need for openness and user trust in neuromarketing practices.
Companies should obtain informed consent before using neuromarketing techniques on users. In

addition, they should be transparent about how user data is collected, analyzed and used.

By prioritizing transparency and ethical data practices, companies can build trust with consumers
and ensure the responsible use of neuromarketing techniques. "I'm concerned that these
companies will gotten to be fakes," says Cerf. “They're as of now enlisting neuroscientists from
my lab and others, and however | and others in the scholarly community have exceptionally
small knowledge into what they're working on. I'm as it were half kidding when | tell individuals
that the minute a tech company presents EEG to interface to their domestic right hand gadget, we

ought to all panic.”

Ethical concerns surround neuromarketing, but that hasn't stopped Silicon Valley startups from
developing faster and more affordable brain imaging technologies. "A convenient and affordable

fMRI machine would be a game changer,” says neuromarketing expert Moran Cerf.

While advances are being made in brain imaging, Cerf stresses the importance of marketers
staying informed about the basic science of neuromarketing. Brain scientist Brian Knutson
echoes similar sentiments, highlighting the rapid progress in the field: "When I look back at the
progress of the last 15 years, I'm amazed. We've come so far, so fast. And I really feel like we're

only scratching the surface. "

Efforts are underway for faster, cheaper, and more accessible brain imaging techniques.

Neuromarketing experts recommend that marketers be informed of scientific advances in this

13



area. The future of neuromarketing holds

consumers.

Neuromarketing tools in detail

enormous potential for a deeper understanding of

Working

What it says about
the buying habits of
people

Usage

Advantages &

disadvantages
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detects increased neuronal identifies the measures heart rate,

activity and
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in the brain

emotional reactions in
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set a price enhance
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the most costly and invasive
approach

Although less comprehensive
than EEG, it is often regarded as
the gold standard for detecting
certain emotions.

On the scalp are recorded
electrical impulses from neurons
within the brain

the level of involvement
how much can one remember
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branding

many alternative procedures are
more costly and intrusive.
Although not as exact as fMRI, it
can detect changes in short time
intervals.

direction in which  determines whether or

people's attention  not the pupils of the

is focused subjects are dilated
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It's a pretty low-cost and simple-to-
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When used in conjunction with biometrics,
it's the most effective.

Does not take into account emotion

respiration and
conductance of the skin.

respiration

the level of
involvement if they have a
good or bad response

increase the substance of advertisements improve ad

content

When used in combination
with other techniques,
such as eye tracking, it is
most effective.

detects emotions
on the face

delight, surprise,
fear, and so on are
common emotional
responses

low-cost
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COLOR USAGE

Certain colors provoke specific

in humans. Determine
which emotion you want to achieve
with your audience and pick colors
to help get that reaction

PAIN OVER PLEASURE

Customers pay more attention to

NEUROMARKETING
STRATEGIES

Follow these hacks for more effective marketing campaigns:

THE SCARCITY EFFECT

Humans tend to want something
more when they can't have it. Use
phases like these to play on this
phenomenon:

- Limited Time Offer

- Only 2 Leftin Stock

- Exclusive

THE HUMAN FACTOR

Incorporate a human element into

things that might hurt them. Focus
on how your product or service branding. This helps build a
alleviates pain rather than how it stronger reputation with your
brings someone joy. audience,

your marketing for more authentic

Using color as a key

Studies show that color has a significant impact on purchasing decisions. Here's a breakdown of

how different colors can affect consumers:

Red: Boldness and urgency

Red attracts attention and evokes strong emotions, encouraging impulsive purchases.
However, overuse can lead to rejection. Use red sparingly to highlight key elements in
your marketing materials.

Orange: Enthusiasm and optimism

Orange creates a feeling of vitality and optimism. It is a good choice for advertising
health and educational services or products aimed at children.

15



e Yellow: Intellect and innovation
Yellow is associated with intelligence and creativity. Consider using it for marketing
technology products, travel agencies or advertising agencies.

e Green: Calm and trust
Green has a calming and relaxing effect. It is well suited for advertising health services,
pharmaceuticals and financial institutions.

e Blue: Safety and stability
Blue evokes feelings of trust and security. Use it to promote financial services or
highlight brand logos and trademarks for better recall.

e Purple: Luxury and creativity
Purple is associated with luxury and creativity. It is a good choice for marketing for
creative professionals or for promoting unique and innovative products.

e Pink: femininity and sweetness
Pink creates a feeling of sweetness and romance. It is ideal for advertising wedding
services, women's and children's products or perfumes.

e Black: Ingenuity and power
Black exudes sophistication and strength. Although not recommended for general
advertising, it can be used in specific cases to emphasize danger, mystery or exclusivity.

e White: Purity and purity
White symbolizes purity and new beginnings. It is often used in "neutral” advertising

where the emphasis is on factual information about the product.

Color is just one element of effective marketing. Combine this with strong messaging and visuals

for maximum impact.

Consider your target audience and the emotions you want to evoke when choosing colors for

your marketing materials.

By understanding the psychology of color, you can harness its power to create marketing

campaigns that engage consumers and drive sales.
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Red

Excitement, youthful, active, leader, passion,
powerful, radical excited, bold, energy, confident,
Pink hot, energy, youthful, pioneering, urgency
Calm, respectful, romantic,

feminine, caring, warmth,
sensitive, modern, assertive " '
Purple

Calm, imaginative,

Orange

Warmth, cheerful,
inviting, friendly,
approachable, clarity,
social, extrovert, fun,

elegant, individual, T mellow, retro
sooth, modest, Brand
creative, decadent,
stylish, royal, mystical, Colours Yellow
eclectic, romantic, Optimistic, youthful

mystical, respectable N happy. cheerful,

a3 N X
s summer, fun, energetic,
_-.,,-' jubilant, optimistic
W
Blue

Confident, secure, trust,
loyal, cleanliness, progress,
powerful, calm, masculine,
success, responsible

Green

Environmental, positive, natural, peaceful,
organic, grow, trust, earthly, balance,
sanctuary, nature, stable, health, wealth.

© Edmundsen Desiga 2015

.
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PURPLE
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Choice Making

Imagine standing in front of a wall of orange juice options: natural or conventional, with or
without calcium, with or without pulp. The toothpaste aisle can be just as overwhelming,
offering everything from fluoride-enriched to whitening formulas to "flavor gem" varieties. This
abundance of choice can be paralyzing.

Researchers examine the impact of today's marketing climate, where consumers are bombarded
with seemingly endless options. While the various options may seem ideal, it can actually lead to
decision fatigue and dissatisfaction. In some cases, it can even prevent us from making decisions

altogether, leading to missed opportunities and anxiety.

Barry Schwartz, psychologist and author of "The Paradox of Choice: Why More Is Less,"
explains this phenomenon. It acknowledges the importance of freedom and choice, but highlights
a critical point: too much choice can be counterproductive, leading to regret, fear of missing out,

and unrealistic expectations.

Studies suggest that too many options can hinder our ability to take risks and make good
decisions. Some people resort to simplistic strategies or avoid the choice altogether. Researchers
are exploring ways to help consumers navigate this "free wilderness" by improving decision-
making skills and encouraging informed choices that will ultimately enhance, rather than limit,

autonomy.

Loss Aversion

Loss aversion, a concept developed by psychologists Kahneman and Tversky, describes our
tendency to feel losses more intensely than gains. Studies suggest that losses can feel 2.5 times
worse than gains of the same value. This fear of loss drives decisions based on emotion rather

than pure logic.

Loss aversion is one of the most studied cognitive biases, impacting fields such as economics
and marketing. From a neuromarketing perspective, it is fascinating that consumers prefer loss

avoidance even when there is no real risk.
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Loss aversion is a powerful emotional tool in neuromarketing. The most effective way to take
advantage of this is through copywriting. The specific words we use, how we frame our
messages, and how we present our solutions can all be used to influence consumer perceptions.

By reframing potential losses into gains, we can create a winning marketing strategy.

Understanding loss aversion allows marketers to craft messages that appeal to the emotional
weight of potential losses and motivate consumers to take action.

LOSS
AVERSION

$

NI

PAIN PLEAS f 3

FROM LOSS FROM GAI

Loss aversion is a powerful tool in a trader's belt. It taps into our natural tendency to feel losses

more intensely than gains. Here are a few ways marketers can take advantage of this concept:

1. Urgency and scarcity:

Time-sensitive offers: Use words like "limited time offer,” "expires soon," or "last
chance" to create a sense of urgency. This reminds consumers of the potential loss they
face if they do not act quickly.

Limited Quantity: Highlight limited stock or "quick sale" to make the product seem more

desirable and so you don't have to worry about missing out.
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2. Highlighting discounts:
Price reductions and promotions: Showcase discounts by comparing original and
discounted prices. This highlights the potential loss of a better offer if they wait.

3. Fear of Missing Out (FOMO):
Social proof and group offers: Use referrals, influencer marketing or group discounts to
capitalize on FOMO. People can be motivated to buy so they don't miss out on a trend or

a social experience.

4. Security and Protection of Frames:
Focus on potential problems: Instead of simply promoting the benefits of the product,
emphasize the potential negative consequences of not having it. For example, advertise

anti-virus software by emphasizing the fear of data loss or online threats.

A loss aversion strategy need not be manipulative. By understanding this basic human behavior,
marketers can create compelling messages that will resonate with consumers and encourage them

to make informed decisions.

Brands which use Neuromarketing

There are numerous cases of companies utilizing the adequacy of neuromarketing to increment
their advertise share. Here are a few of the most noticeable cases of neuromarketing.
e Coca-Cola

Coca-Cola accepts so emphatically in neuromarketing that it has built its possess research
facility. They can degree brain movement in volunteer subjects and decide which advertisements
are likely to create the best results. This is a much more successful way to arrange your
showecasing technique since you can get fair-minded comes about from neural action. If the
company were to inquire the customer if he enjoyed the advertisement, it is conceivable that the
client would not be telling the truth. Possibly they do not need to annoy the company by telling
them they like the advertisement when they do not. But by considering brain movement,

marketers can get genuine comes about each time.
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e Hyundai
Neuromarketing impacts are too show in the car industry. Hyundai inquired 30 subjects, 15 men
and 15 ladies, to see at distinctive parts of their vehicle models. By considering neural action, the
company was able to decide which parts were appealing to consumers. Since planning and
propelling a unused car demonstrate is costly, this may be an successful way for companies to
dispatch a venture in the future.

e Frito-Lay
In the nibble industry, Frito Lay saw the potential benefits of effective neuromarketing. They
inquired one of their target bunches to grant their supposition on a trick one individual played on
another in an ad. Participants detailed that they did not like the trick. It may be since they didn't
need to see awful in front of others, but their brain movement shown that they were really getting
a charge out of the trick in the ad. Brands spend a noteworthy sum of time and cash planning
their promoting campaigns to accomplish most extreme ROI. If the campaign comes up short,
they may indeed lose cash. When you inquire "why utilize neuromarketing?”, this Frito-Lay
illustration appears how a logical approach can be more valuable than inquiring individuals

directly.

e Campbell's
Companies are mindful of the affect of their bundling on deals numbers and know how to utilize
neuromarketing to their advantage. An appealing plan can draw in more clients who will
appreciate the outside plan as well as the item inside. It is conceivable to degree brain movement
as customers react to factors such as touch and pictures on bundling. Colors moreover have a
noteworthy impact on buyer behavior. Campbell utilized neuromarketing to update soup bundle
names. They made it more engaging to customers based on their neural reactions to particular

elements.

e Yahoo
The look motor monster utilized neuromarketing to dispatch a $100 million branding campaign.

Portion of their technique was to publicize upbeat individuals moving around the world. Before
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running the advertisement, the company measured consumers' brain action utilizing an
electroencephalogram (EEG). This implied that they seem be more certain that their campaign
would be effective since they may see the reactions in the test subject’s brain.

e Facebook
While now and then customers may not need to be fair with a company that has chafed them in
the past, they are not continuously purposely withholding the truth. Individuals may not realize
that they have oblivious reactions to stimuli. Facebook examined how its promoting framework
influences recognitions and feelings that the test subject may not have been mindful of. It's a

effective way to get it what will and won't work for your commerce.

Group Influence
Have you ever been swayed by a crowded restaurant or positive online reviews? This is the
power of group influence, also known as social proof. It describes how the choices of others
influence our own decisions, especially when we are not sure what to choose.
Solomon Asch's famous 1956 study demonstrated three ways in which people respond to peer
pressure:
e Independents (25%): These individuals stick to their original decisions regardless of
group opinion.
e Conformists (majority): These people conform to the group's opinion, often out of fear of
rejection.
e Internalizers (few): These individuals are truly persuaded by the group, even when the

group is wrong.

Marketers use social proof to build trust and influence purchasing decisions. Here are some
examples:
e Social buzz: Long queues outside a restaurant or cafe create an impression of popularity
and entice others to try it.
e Fake It Till You Make It: Restaurants strategically slice "freshly baked" pies to create the

feeling of high demand.
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Social proof is even more important when shopping online because customers cannot rely on
physical cues like crowded stores. Marketers use different tactics:
e Customer Reviews and Ratings: Platforms like Amazon showcase user reviews and star
ratings to build trust and credibility.
e Visual cues: “Bestseller” badges or “Limited Stock™ warnings create a sense of urgency
and need.
The desire to fit in is a basic human need. Social proof appeals to this need, especially when
presented with multiple similar options. Even major decisions can be swayed by evidence of a
product’s popularity.
Understanding the power of social proof enables marketers to create compelling messages that

resonate with consumers' desire to belong and make informed decisions.
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Future of neuromarketing

Beyond the technical barriers to innovation and user convenience, it's fascinating to think about
the potential applications of biometric data for governments and businesses. Imagine a scenario
where you seamlessly share your biometric information and instantly receive something you
really need at that moment. For example, imagine personalized music recommendations based on
your emotional state in real time. Interestingly, services like Endel already offer some level of

this experience.

Endel

Personalized soundscapes to
help you focus, relax, and sleep.
Backed by neuroscience.

Try for Free

ata. Is this illustrating a future of

If checking and sharing your heart rate isn't sufficient, let's see what virtual reality and
neurotechnology can offer. Open BCI makes different contraptions to collect data around brain
movement and execute this work in virtual reality glasses. This would be a enormous step up if

you do not have to have an costly lab.

People can connect from anyplace and take part in the investigation. This may go indeed
encourage by consolidating eye following and other easy-to-use biometrics. Fair envision the
conceivable outcomes this makes for promoting businesses. From this point on, it can as it were
be an thought of how such advances may be utilized. Maybe testing your unused brick-and-

mortar store or testing a item in virtuality can be fair as simple, fun, and instructive as putting
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such a gadget on your head. But what if indeed these contraptions are not vital to perform such

stunts?

¥ Galea

Bringing Next-Gen
Neurotechnology to
Mixed Reality

See Galea Headset

Neurolink goes much assist and more profound by making a coordinate association between the
computer and the brain. It sounds like a science fiction motion picture, but it goes much speedier

than we can imagine:

“We are planning the to begin with neural embed that permits you to control a computer or
portable gadget wherever you are. Micron strings are embedded into regions of the brain that
control development. Each fiber contains numerous terminals and interfaces them to the embed,
Link™

This would alter everything. Neurolink has indeed made a surgical instrument that consequently
embeds this gadget into your head. This is surely going to revolutionize the world of

neuroscience and neuromarketing.
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AirPods will soon read your mind - Apple's recent patent claims

An apparent version of AirPods with biosensors that can monitor brain activity has received a
new patent. The patent, which was filed with the US Patent and Trademark Office, shows a
collection of sensors integrated into the outer shell and tips of the AirPods. Various biosignals
such as brain activity, muscle movement, eye movement, heart function and blood volume pulse
can be measured with this device. Changes in sweat and skin conductivity are also detected.
Despite differences in the size and shape of the ear canal, many electrodes guarantee accurate
data capture. The system selects optimal sensors taking into account ambient noise and variable
impedance levels.

P

Apple wants to reduce the visibility of the electrodes used to
measure brain activity by mounting them in the outer ear on
a non-planar surface inside the device enclosure.

UNITED & UNITED
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Is neuromarketing ethical?

One of the biggest challenges in using biometrics is navigating ethical issues. Some find it
intrusive or even manipulative, especially if the data is used for personal gain in a way that
seems unfair.

This is a complex problem for which there are no simple answers. People have varying degrees
of comfort with the idea of companies using brain data to influence their decisions. Concerns
about "mind reading™ or information being used "against you" are valid.

However, there is a growing field of neuroethics dedicated to addressing these issues.
Organizations such as the International Society of Neuroethics develop guidelines and best
practices.

The hope is that through clear regulations and public education, individuals can make informed
decisions. Neuromarketing data can potentially be treated in the same way we treat browsing
history or social media preferences, with the express consent of the user. Alternatively, we could
see the development of tools and services with minimal data collection.

Ultimately, the key is to strike a balance between technological innovation and consumer
privacy. Reasonable and transparent regulations aimed at protecting user privacy could pave the

way for responsible use of neuromarketing data.
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3. OBJECTIVES OF THE STUDY

The objective of this study is:

1. To assess the level of knowledge about neuromarketing practices among Indian consumers.
2. Impact of neuromarketing on brand image

3. Relationship between neuromarketing and attention and retention of brands

4. Impact of neuromarketing on consumer perception

5. Do people feel neuromarketing in ethical

e Demographic factors considered for study: Age

e This study examines consumer awareness of neuromarketing in India. The researchers
conducted a short online survey using Google Forms to assess consumer awareness of
this emerging marketing practice in both the Indian and international markets.

e The survey focused on multiple-choice questions to efficiently collect the most relevant
data and maximize completion rates. It was distributed on social media platforms to reach
a convenient sample of participants across different age groups.

e The data collected from the questionnaire will be analyzed to understand consumer
knowledge about neuromarketing in India. The findings will be discussed in detail in the

next section.
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4. RESEARCH METHODOLOGY

There are two types of information sources: Primary and secondary. Primary data is information
collected personally or obtained through direct observation. It refers to old records collected for a
specific purpose in research. The main information of this study is usually gathered from

researches and instruments, surveys.

Secondary data is data collected and verified by others. This is a secondary data source. Various

blogs, records, publications and magazines, publications and other websites of our company.

DATA SOURCE:
Primary data was collected through a questionnaire which was designed exclusively for this
study.

Secondary data was taken from research blogs, papers, Journals, magazines and websites.

Sample size: 60

29



5. DATA ANALYSIS AND INTERPRETATION

Demographic Factor Analysis:

Age Group:
Particulars No. of Respondents % of Respondents
18-24 years 4 6.7
25-34 years 36 60
35-44 years 7 11.7
45+ years 13 21.7
Total 60 100

® 15824
® 2534
0 35-44
® 4554
@ 55+

Ny

Interpretation: Most respondents are in the age group of 25-34, which is 60% of the total

sample size.
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How familiar are you with neuromarketing?

Categories Number of Responses Percentage of Responses
Very familiar 8 13.3
Somewhat familiar 24 40

Not familiar at all 28 46.7

Total 60 100

@ Very familiar
@ Somewhat familiar
@ Mot familiar at all

Interpretation: Few people are aware of neuromarketing. With 46% unaware of it,

neuromarketing has probably not yet reached widespread public awareness. Compared to
traditional marketing methods, this is an emerging field. Neuromarketing may be better known in
marketing and advertising circles, but it has not yet penetrated the general public. Only 13.3%

are fully aware.
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How often do you think about the conscious reasons behind your purchasing decisions?

Categories Number of Responses Percentage of Responses
Always 13 21.7
Often 14 23.3
Sometimes 24 40
Rarely 7 11.7
Never 2 3.3
Total 60 100

® Always

@ Often

Sometimes
® Rarely
@ Never

Interpretation: People often make decisions based on feelings such as excitement, nostalgia or a

desire to belong. Neuromarketing uses things like imagery and storytelling to target these
emotions and influence perceptions. The majority of people (55%) sometimes make purchasing

decisions unconsciously because of these emotions, and neuromarketing targets such a

population.
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Does the color and aesthetics of a product influence your buying decision over its

features?

Categories Number of Responses Percentage of Responses
Yes 33 55

No 9 15

Maybe 18 30

Total 60 100

® Yes

@ No
Maybe

Interpretation: Studies show that people make judgments about the appeal of a product based

on color within seconds. Colors evoke emotions and associations. Red might scream “energy"
for a sports drink, while blue conveys "confidence" for financial products.

In a crowded market, aesthetics attract attention. Poorly executed packaging or product design
can turn a customer off before they even consider the features.

Neuromarketing studies the brain's response to visual stimuli such as color and design. Attractive
aesthetics can evoke positive emotions that obscure the logical evaluation of properties.

So while features are important, don't underestimate the power of aesthetics. Neuromarketing can
use this knowledge to design products that are both visually appealing and functionally sound.

We see the same in the results, as 85% of people are influenced by aesthetics when purchasing.
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Do you link particular colors to particular products/brands?

Categories Number of Responses Percentage of Responses
Yes 32 53.3
No 14 23.3
Maybe 14 23.3
Total 60 100

® ves

@ No
Maybe

Interpretation: Companies carefully choose colors for their logos and branding that reflect their

brand identity. For example, red Coca-Cola is instantly recognizable and associated with
refreshment and happiness. Certain colors are known to evoke specific emotions. Red is
associated with excitement (think Red Bull), blue with confidence (think Facebook) and green
with nature (think organic cleaning products). Through repeated exposure, we learn to associate
colors with specific brands. When you see the golden arches, you immediately think of
McDonald's.

Colors can evoke positive feelings that make consumers more likely to associate with a brand.
The right color scheme can subconsciously entice a customer to make a purchase.

We also see in the survey results that almost 77% of people can identify brands by color scheme.
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Do you link particular smell to particular products/brands?

Categories Number of Responses Percentage of Responses
Yes 31 51.7

No 15 25

Maybe 14 23.3

Total 60 100

P ves

® Mo
Maybe

Interpretation: The signature scents are instantly recognisable, as is the logo. Pleasant scents

can evoke happy memories, which make consumers associate those feelings with the product.
For example, the smell of baby powder in a detergent can remind you of soothing experiences
from your childhood. Some scents can subconsciously affect our mood. Citrus scents can be used
in stores to promote alertness and encourage browsing, while calming scents such as lavender
can be used in relaxation areas. Retailers can pump specific scents into their stores to influence
customer mood and encourage spending.

Companies can develop a signature scent that becomes part of their overall brand identity. Think
of the smell of a new car or the specific aroma associated with Apple products.

The same can be seen in the results, as 75% of people can associate brands with a specific scent.
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Are you more likely to purchase a product if there is a reward attached with it?

Categories Number of Responses Percentage of Responses
Yes 30 50
No 4 6.7
Maybe 26 43.3
Total 60 100

® VYes

® No

IMaybe

Interpretation: Receiving a reward triggers the release of dopamine, a neurotransmitter

associated with pleasure and motivation. This creates a positive association with the purchase.

Receiving a reward triggers the release of dopamine, a neurotransmitter associated with pleasure
and motivation. This creates a positive association with the purchase. Rewards reinforce the
desired behavior. If you get a discount for buying a product, you are more likely to buy it again
in the future, especially if the discount is unpredictable. Almost 93% may be interested in buying

a product if there is some kind of reward attached to it.
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Are you more likely to purchase a product because it would make you look good in front

of your peers?

Categories Number of Responses Percentage of Responses
Yes 29 48.3
No 19 31.7
Maybe 12 20
Total 60 100

® Yes

@ No
Maybe

Interpretation: Humans are social creatures who crave belonging and recognition. We often

look to our peers to understand what is desirable or acceptable.

Neuromarketing uses social proof tactics such as celebrity endorsements or customer
testimonials to capitalize on this tendency. When you see others using or endorsing a product, it
looks more credible and desirable. Neuromarketing can also play on FOMO by highlighting
products that are trendy or popular. Fear of being left out can influence people to buy something
they might not otherwise need.

Almost 68% are more likely to buy a product because it would make them look good in front of

their peers.
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What type of advertisements do you find most engaging? (Select all that apply)

Categories
Humorous
Emotional
Informative
Celebrity-endorsed

Interactive

Humorous
Emotional
Informative
Celebnty-endarsed

Interactive

Number of Responses

10

37
20
36
10
22

10 (16.7%)

20

20 (33.3%)

22 (36.7%)

Percentage of Responses

30

61.7
33.3
60
16.7
36.7

37 (61.7%)

36 (60%)

40

Interpretation: People are more interested in humorous, informative and emotional

advertisements. These type of advertisements helps in grabbing customer attention either by

entertaining or people are able to emotionally connect with the advertisement plot. This helps in

capturing mindshare and enhances visibility for the brand.
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You're browsing online for a new pair of headphones. You find a highly-rated pair you like, but

the product description mentions "'limited quantities available." There are also customer

reviews praising the sound quality. How likely are you to add these headphones to your cart?

Categories

Very Likely
Somewhat Likely
Neutral

Somewhat Unlikely
Very Unlikely
Total

Number of Responses Percentage of Responses
14 23.3
23 38.3
14 23.3
4 6.7
5 8.3
60 100

® Very likely (The limited quantity makes
them seem more desirable)

® Somewhat likely (| trust the positive
reviews, but might compare prices)
Meutral (The availability information
doesn't influence my decision)

® Somewhat unlikely (I prefer not to feel
rushed into a purchase)

@ Very unlikely (These tactics feel like
pressure to buy)

Interpretation: This scenario examines the effectiveness of scarcity messaging and social proof

(positive reviews) in influencing purchase decisions. Most people are likely to buy the product

due to a combination of lack of messaging and social proof.
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You're loyal to a particular brand of shampoo. Recently, the brand launched a new
formula with a more natural scent. You see positive online reviews praising the new
scent, but some people with sensitive scalps experience irritation. How likely are you to

try the new formula?

Categories Number of Responses Percentage of Responses
Very Likely 9 15
Somewhat Likely 13 21.7

Neutral 23 38.3
Somewhat Unlikely 9 15

Very Unlikely 6 10

Total 60 100

@ Very likely, | trust the positive reviews.

® Somewhat likely, but I'll check if it's
suitable for sensitive scalps.

MNeutral, I'll wait and see how the hype

settles.

® Somewhat unlikely, I'm hesitant to risk
irritation.

@ Very unlikely, I'll stick with the original
formula.

Interpretation: This scenario examines the interplay between brand loyalty, online reviews, and

potential health issues in purchasing decisions. Neuromarketing research can examine how trust
and risk aversion influence consumer behaviour. Online reviews and potential health issues play
a much bigger role compared to brand loyalty regardless of how long the product has been used.

Most people will wait a while and see the reviews before trying the product themselves.
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You're scrolling through social media and see an ad for a new fitness tracker. The ad
doesn't mention the brand name but uses calming music and visuals of people achieving
their fitness goals. How likely are you to click on the ad to learn more?

Categories Number of Responses Percentage of Responses
Very Likely 11 18.3
Somewhat Likely 17 28.3

Neutral 18 30
Somewhat Unlikely 8 13.3

Very Unlikely 6 10

Total 60 100

@ Very likely, the visuals are appealing and
make me curious.

@ Somewhat likely, | might consider it
depending on the features.
MNeutral, | need more information about
the brand and product.

@ Somewhat unlikely, fitness trackers
aren't my priority.

@ Very unlikely, | rarely click on social
media ads.

Interpretation: This scenario examines the effectiveness of emotional appeals and subtle

branding in social media advertising. Neuromarketing research can analyze how emotional
responses to visuals and music influence ad engagement.
Most people will be interested in knowing more about the brand and would click on the ad to

learn more about it.
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You're walking through a mall and hear upbeat music coming from a clothing store.
You peek inside and see happy, energetic models wearing the clothes. How likely are you

to enter the store and browse?

Categories Number of Responses Percentage of Responses
Very Likely 16 26.7
Somewhat Likely 22 36.7
Neutral 14 23.3
Somewhat Unlikely 4 6.7
Very Unlikely 4 6.7
Total 60 100

@ Very likely

@ Somewhat likely

Neutral

@ Somewhat unlikely
@ Very unlikely

Interpretation: This scenario examines the effect of sensory stimuli (music, image) on shopping

browsing behavior. Neuromarketing can use sensory input to create a desirable atmosphere.

Most people would be curious to enter and explore the store.
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Imagine you're looking for a new pair of wireless headphones. You walk into an
electronics store and see two models from the same brand on display:

Model A: These headphones boast excellent noise-canceling technology and long battery
life. They are priced at Rs.1999.

Model B: These headphones are very similar to Model A, but lack the noise-canceling
feature. They are priced at Rs.1499.

However, as you continue browsing, you notice a sign next to Model B that reads:
"Limited-time offer! Save Rs.500 on the original price of Rs.1999!""

Which pair of headphones are you more likely to consider purchasing?

Categories Number of Responses Percentage of Responses
Model A 25 41.7
Model B 16 26.7
I’m unsure 19 31.7
Total 60 100

@ Wlodel A (It has superior features and
seems worth the price)

@ WModel B (The discount makes it seem
like a better deal)

I'm unsure, | need more information

Interpretation: This scenario involves two key neuromarketing tactics:

Anchoring: The starting price of Rs.1999 for the Model B (though not currently offered at that
price) serves as an anchor point, making the discounted price of Rs.1499 seem more attractive.
Price Framing: Frame the messages "limited offer" and "save Rs. 500" as a better deal,
potentially influencing purchase decisions, even though the intrinsic value of the product
(without noise cancellation) is lower than that of the A model.

Although 41% are interested in the Model A, there is still a huge portion of the population that

either wants to go for the Model B or wants more information before making any decisions.
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Do you think neuro marketing is ethical?

Categories Number of Responses Percentage of Responses
Yes 19 31.7
No 12 20
Maybe 29 48.3
Total 60 100

® Yes

® o

Mot sure

Interpretation: Most people are not sure whether neuromarketing is ethical or does not consider

both benefits and safety concerns.

With a deeper understanding of consumer preferences, companies can design products that are
more user-friendly and attractive. Neuromarketing can help create targeted ads that resonate
better with consumers, reducing exposure to irrelevant marketing messages.

Some people worry that neuromarketing research violates privacy by studying brain activity
without full consent or transparency about how the data is used. Critics argue that
neuromarketing can be manipulative because it exploits vulnerabilities in human decision-

making to promote unnecessary products.

e Transparency and disclosure: Clear communication about how neuromarketing research
is conducted and how data is used is critical to building consumer trust.

e Ethical Guidelines: The field needs clear ethical guidelines to ensure responsible use of
neuromarketing techniques and protect consumer privacy.

e Consumer education: Raising public awareness of neuromarketing can help people

become more critical consumers and make informed decisions.
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Imagine a scenario where online stores could track your eye movements and facial
expressions while you browse their website. This data could be used to personalize
product recommendations and adjust website layouts based on your apparent interest.

Would you be comfortable with this level of data collection and personalization?

Categories Number of Responses Percentage of Responses
Yes 12 20

No 32 53.3

Maybe 16 26.7

Total 60 100

® Yes

@ No
Maybe

Interpretation: This challenge will delve into participants' comfort level with the potential use

of biometric data in neuromarketing for personalization. Analysis of their responses informs the
ethical boundaries and consumer trust in data collection practices.

Most people are not comfortable being analysed for their actions.
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6. FINDINGS

Consumer Awareness of Neuromarketing:
e Neuromarketing is a relatively new field with low public awareness (46% unaware).
e Most knowledge seems to be concentrated in marketing and advertising circles (13.3%

fully aware).

Consumer decision making:

e Emotions significantly influence purchasing decisions (55% make unconscious emotional
purchases).

e Visual elements such as color and design can greatly influence how a product is
perceived (85% influenced by aesthetics).

e Branding plays a major role, with colors and scents evoking positive associations (77%
recognize brands by color scheme, 75% by scent).

e Rewards and social influence can drive consumers to make purchases (93% are interested
in rewards, 68% are influenced by peer approval).

e People tend to prioritize online reviews and potential health risks over brand loyalty

when making purchasing decisions.

Neuromarketing applications:
e Neuromarketing can be used to create targeted advertising that resonates with specific
emotions and social influences.
e |t can help design products that are both aesthetically and functionally sound.
e Businesses can use sensory cues in stores and social media advertising to create a

desirable atmosphere and capture customers' attention.

Ethical Concerns:
e There are concerns about privacy and potential manipulation in neuromarketing practices.
e Consumers are not always comfortable with their biometric data being used for

personalization.
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7. CONCLUSION

Overall, the research highlights the potential of neuromarketing to understand consumer behavior
and create targeted marketing strategies. However, ethical considerations regarding privacy and

data collection must be taken into account to ensure consumer trust.

Some of the ways neuromarketing can be used in the future:
Targeting emotions more sophisticatedly: Neuromarketing research is constantly evolving, so
future applications may include:

e Decoding complex emotions: Neuromarketing can identify subconscious emotional
responses to products or marketing messages that go beyond basic emotions such as
happiness or excitement.

e Biometric data integration: Imagine using heart rate, sweat or even facial recognition to
measure emotional responses to products in real time, enabling fine-tuned marketing
strategies.

Virtual and Augmented Reality:

e Neuromarketing could be integrated into VR and AR environments to measure consumer
responses to products in simulated environments. This could be particularly useful when
designing brick-and-mortar stores or creating more compelling online shopping
experiences.

Personalized marketing at scale:

e As technology advances, neuromarketing data can be combined with artificial
intelligence and big data to create hyper-personalized marketing campaigns tailored to
individual consumer preferences.

Focus on Neuromarketing Ethics:

e With increased public awareness, there is likely to be an increasing focus on developing

clear ethical guidelines for neuromarketing research.

e Transparency of data collection and use will be essential to building consumer trust.
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Emphasis on consumer benefit:
e The future of neuromarketing may see a shift towards using this technology to create a
win-win situation for both consumers and businesses.
e Imagine neuromarketing being used to design products that are not only attractive, but

also address unmet consumer needs.

The field of neuromarketing is constantly evolving, and new techniques and applications are
likely to emerge in the coming years.
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