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Abstract
An growing area of study called "neuromarketing" combines psychology, neurology, and marketing to
examine how customers' brains react to marketing stimuli. This study attempts to investigate the
science of consumer decision-making, emphasizing the ways in which emotions, thought processes,
and subliminal elements affect consumer behavior while making purchases. In order to create more
engaging tactics for their target audiences, marketers may learn more about the molecular and brain
processes that influence consumer decisions. This research examines a number of neuromarketing
topics, such as brand perception, advertising effect, emotional involvement, and decision-making
processes, using quantitative analysis based on data from 200 respondents and 29 structured
questions. The results enhance our comprehension of how companies might use neuromarketing
data to maximize their marketing endeavors.
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1. Introduction
Using knowledge from neuroscience to

Technological developments in neuroimaging
have made it possible for marketers to learn

anticipate consumer behavior in response to
marketing  stimuli, neuromarketing has
become a potent tool for understanding
consumer behavior. In order to investigate the
brain mechanisms underpinning consumer
decision-making, this multidisciplinary
discipline integrates concepts from marketing,
psychology, and neuroscience (Ariely & Berns,
2010). In the past, marketers used techniques
like focus groups and surveys to determine
consumer preferences. However, those
techniques regularly fall short of taking
pictures the subconscious and emotional
elements influencing purchasing picks. In
order to evaluate brain activity and
physiological responses to marketing stimuli,
neuromarketing employs strategies which
includes electroencephalography (EEG), useful
magnetic resonance imaging (fMRI), and eye
monitoring (Fugate, 2007).
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more about the decision-making processes
that shape consumer behavior. Emotions are a
major factor in purchasing choices, often
more so than logical assessments of goods or
services, according to research in this field
(Plassmann, Ramsgy, & Milosavljevic, 2012).
According to Kenning and Linzmajer (2011),
neuromarketing aims to identify the
subconscious emotional cues that influence
consumer choices, such as brand loyalty and
impulsive purchases. Understanding these
cognitive and emotional responses s
predicted to improve marketing efficacy,
resulting in more captivating product designs
and commercials.

For example, research indicates that certain
brain regions linked to pleasure and reward
may be activated by exposure to particular
stimuli, such as visual signals and branding
components (Yoon et al., 2006). Stronger
brand memory and favorable product
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associations have been associated with these
neural activations, indicating that marketers
who take advantage of these neural processes
may better draw in customers and influence
their purchasing choices (Hubert & Kenning,
2008). The higher-order cognitive processes
required for assessing and contrasting items
are also associated with brain areas such as
the prefrontal cortex, which highlights the
relevance of neuroscience in marketing
strategy.
The potential for neuromarketing to mislead
consumers by taking advantage of their
unconscious biases and emotional responses
has raised ethical questions despite the
technology's promising uses. Some who
oppose the use of neuroscience to shape
consumer behavior contend that it calls into
guestion the concepts of consumer autonomy
and free will (Stanton, Sinnott-Armstrong, &
Huettel, 2017). But proponents of
neuromarketing argue that these methods
only provide more accurate understanding of
consumer preferences, which may eventually
result in more successful and focused
marketing campaigns (Morin, 2011).
Investigating  the science underlying
neuromarketing and its consequences for
consumers and marketers is essential given
the quickening pace of technology
breakthroughs and the increasing interest in
comprehending the neurological foundations
of consumer behavior. By supplying a more
sophisticated know-how of customer decision-
making, neuromarketing is revolutionizing the
advertising and marketing enterprise in many
ways. Present research paper will examine
these approaches, emphasizing both its
advantages and ethical problems.

2. Review of Literature
Understanding Consumer Decision-Making
The ability of neuromarketing to provide
insight into the unconscious processes that
influence  consumer  behavior is its
fundamental tenet. Brain imaging methods
like electroencephalography (EEG) and
functional magnetic resonance imaging (fMRI)
have been utilized, according to Plassmann et
al. (2015), to determine which parts of the
brain are active during decision-making
eISSN1303-5150

processes, especially in reaction to marketing
stimuli. According to their study, emotional
responses frequently have a extra impact on
consumer picks than rational thinking. This is
constant with the somatic marker idea of
Damasio (1994), which shows that emotions
are critical in decision-making due to the fact
they offer the mind shortcuts to evaluate
feasible outcomes.

Furthermore, studies has shown that when
purchasers are exposed to their favorite
manufacturers or items, the mind's praise
machine—specifically, the nucleus
accumbens—becomes energetic,
strengthening fantastic connections (Knutson
et al., 2007). This neural reaction explains why
emotionally charged advertisements often
result in increased brand loyalty and more
regular purchasing habits. Yoon et al. (2012)
went one step further and investigated how
consumers' comparison and decision-making
of products activates the prefrontal cortex,
which is engaged in higher-order cognitive
processes. The significance of both emotional
and logical variables in affecting purchasing
choices is shown by their results.
Neuromarketing Techniques and Applications
Various neuromarketing approaches have
been used to study how consumers react to
different kinds of marketing stimuli. For
example, eye-tracking has been used
extensively to monitor visual attention, which
aids marketers in identifying the aspects of an
advertisement that best pique consumers'
interest. Eye-tracking research has proven, in
line with Wedel and Pieters (2008), that
customers' attention is often directed to
certain factors of an advertisement, along
with the organization emblem or unique gives,
suggesting that visible saliency is vital for
decision-making.

Measuring the electrical activity of the brain
in reaction to marketing stimuli is another use
for electroencephalography (EEG). EEG offers
a real-time insight of how consumers
emotionally and intellectually interpret
advertisements, claim Ohme et al. (2010).
According to their study, EEG is a useful tool
for fine-tuning marketing tactics because it
can identify minute variations in consumer
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attention, emotional involvement, and
memory retention.

Additional research has focused on the ways
in which neuromarketing might improve
certain marketing initiatives, such product
design and price methods. According to
research by Walla et al. (2014), consumer
neural responses to price tags may reveal
whether a product is expensive or a good
value, which might help marketers choose the
best pricing tactics. Similarly, Reimann et al.
(2010) investigated how consumer
preferences are influenced by brain responses
to product aesthetics, showing that visually
attractive objects activate reward and
pleasure-related brain regions.

Ethical Considerations in Neuromarketing
Although neuromarketing has a lot of promise
to enhance marketing tactics, it also brings up
significant ethical issues. Some who oppose
this theory claim that manipulating
consumers' behavior via the use of
subconscious processes is a possibility.
Stanton, Sinnott-Armstrong, and Huettel
(2017) assert that there is a serious ethical
dilemma with neuromarketing's ability to take
advantage of consumers' biased perceptions
and emotional vulnerabilities. They alert
consumers to the possibility that, in the
absence of appropriate regulation, marketers
may use this technology to gently coerce
them into making purchases they otherwise
would not have.

Anute, Deshmukh, and Pawar (2015) to
investigate, with particular reference to the
telecom sector, the impact of television
advertising elements on consumers' purchase
decisions and brand building. The Brand
Building in the case of Network Service
Providers is influenced by various TV ad
elements for various brands. The television
advertisement that emphasizes the Message
aspect more strongly influences the Purchase
Decision in the case of mobile phones.
Different TV advertisement elements for
various phones have influenced the Brand
Building in the case of mobile phones.
Neuromarketing's Evolving Role

The importance of neuromarketing in the
marketing sector is growing as the field
eISSN1303-5150

continues to develop. Smidts et al. (2014)
predict that neuromarketing will likely go
beyond its present uses in the future, with
research concentrating on deeper
understandings of consumer  motives,
emotions, and decision-making processes. The
potential for neuromarketing to examine
massive neural data sets and produce even
more complex marketing strategies might be
further enhanced by emerging technologies
like artificial intelligence and machine learning
(Agarwal & Dutta, 2015). This implies that as
the discipline develops, it will continue to
provide insightful  information  about
consumer behavior while simultaneously
presenting fresh ethical problems.

3. Research Methodology
It was determined that the cross-sectional
survey research approach would be
appropriate for this particular study, which
employs neuromarketing methods to analyze
consumer decision-making. A sample size of
200 respondents, representing a range of
demographic divisions, including gender, age,
income levels, and purchasing patterns, was
selected in order to get a complete picture of
the responses of consumers to different
marketing stimuli. The respondents were
mostly from metropolitan areas and
represented a range of  consumer
marketplaces, including retail, e-commerce,
and service businesses.
The population was stratified according to
age, gender, and consumer behavior (regular
shoppers, infrequent purchasers, and non-
buyers) using stratified random sampling. This
stratification made sure that a wide range of
consumer profiles were included in the
sample, which made it possible to analyze
how various populations respond to
neuromarketing strategies. To guarantee that
the sample was representative of the whole
population and offered a variety of viewpoints
on consumer decision-making, people were
selected at random within each stratum.
An online questionnaire served as the primary
data collection instrument, enabling prompt
and effective data collecting from a wide
sample. Consumer behavior and decision-
making were the subjects of a structured
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qguestionnaire with 4 demographic questions
and 25 closed-ended questions that included
emotional responses to advertisements, brand
memory, and sensory factors.

The primary objective of present study was to
look at how neuromarketing strategies, such
sensory cues and emotional stimuli, affect
consumer decision-making processes. The
study secondary objective is to investigate
how neuromarketing insights might be used to
better  accurately  forecast  consumer
purchasing behavior, as well as the
subconscious processes behind consumer
preferences.

The hypotheses of the study are as follows:
Hypothesis 1:

4. Empirical Results
Table 1: Age Group Distribution

Ho: "There is no significant relationship

between emotional engagement in
advertisements and consumer decision-
making."

Hi: "There is a significant relationship
between emotional engagement in
advertisements and consumer decision-
making."

Hypothesis 2:

Ho: "There is no significant difference in the
effectiveness of neuromarketing techniques
based on consumer demographics (age,
gender, income)."

H,: "There is a significant difference in the
effectiveness of neuromarketing techniques
based on consumer demographics (age,
gender, income)."

Age Group Frequency Percentage Valid Percentage Cumulative
Percentage

18-25 46 23% 23% 23%

26-35 64 32% 32% 55%

36-45 37 18.5% 18.5% 73.5%

46-55 28 14% 14% 87.5%

56 and above 25 12.5% 12.5% 100%

Total 200 100% 100%

Interpretation:

The largest age group in the sample is 26-35, comprising 32% of the total respondents. The next
largest group is 18-25, making up 23%. The age group 56 and above represents 12.5%, indicating a
smaller proportion of older respondents, with the distribution showing a focus on younger and

middle-aged groups.
Table 2: Gender Distribution

Gender Frequency Percentage Valid Percentage Cumulative
Percentage

Male 102 51% 51% 51%

Female 96 48% 48% 99%

Other 2 1% 1% 100%

Total 200 100% 100%

Interpretation:

Males constitute the majority of the sample at 51%, while females make up 48%. The representation
of respondents identifying as "Other" is minimal, comprising just 1%. This gender distribution
indicates a nearly balanced male-female representation with slight male dominance.

Table 3: Education Level Distribution

Education Level Frequency Percentage Valid Percentage Cumulative

Percentage
High School 37 18.5% 18.5% 18.5%
Undergraduate 68 34% 34% 52.5%
Degree
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Postgraduate 72 36% 36% 88.5%
Degree

Ph.D. 15 7.5% 7.5% 96%
Other 8 4% 4% 100%
Total 200 100% 100%

Interpretation:

The largest group of respondents has a postgraduate degree (36%), followed by those with an
undergraduate degree (34%). Respondents with a high school education make up 18.5%, while those
with Ph.D.s represent 7.5%. This distribution shows a highly educated sample, with a majority of
respondents holding undergraduate or postgraduate degrees.

Table 4: Monthly Income Distribution

Monthly Income | Frequency Percentage Valid Percentage | Cumulative
(INR) Percentage
Below 20,000 46 23% 23% 23%
20,001-40,000 58 29% 29% 52%
40,001-60,000 46 23% 23% 75%
60,001-1,00,000 | 29 14.5% 14.5% 89.5%
Above 1,00,000 21 10.5% 10.5% 100%

Total 200 100% 100%

Interpretation:

The majority of respondents (29%) fall within the income range of INR 20,001-40,000. Those earning
below INR 20,000 and between INR 40,001-60,000 each represent 23% of the sample. Only 10.5% of
the respondents earn above INR 1,00,000, reflecting a wide distribution of income levels across the

sample.

Table 5: How frequently do you make purchasing decisions based on advertisements?
Frequency of | Frequency Percentage Valid Percentage Cumulative
Decisions Percentage
Always 37 18.5% 18.5% 18.5%
Often 46 23% 23% 41.5%
Sometimes 82 41% 41% 82.5%
Rarely 25 12.5% 12.5% 95%

Never 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

The majority of respondents (41%) sometimes make purchasing decisions based on advertisements,
while 23% often do. A smaller portion of participants, 12.5%, rarely base decisions on ads, and only
5% never do so. This suggests that advertisements play a notable role in influencing consumer
decisions, with nearly two-thirds of respondents (64.5%) at least often or sometimes affected by ads.

Table 6: To what extent do you think emotions influence your purchasing decisions?

Emotional Frequency Percentage Valid Percentage Cumulative
Influence Percentage
A great deal 56 28% 28% 28%

Quite a lot 48 24% 24% 52%
Somewhat 74 37% 37% 89%

Very little 14 7% 7% 96%

Not at all 8 4% 4% 100%

Total 200 100% 100%

Interpretation:
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Most respondents (37%) indicated that emotions somewhat influence their purchasing decisions,
while 28% feel that emotions play a significant role. A smaller percentage (24%) believe emotions
influence them quite a lot, and only 4% feel emotions have no effect at all. The data suggests that

emotions are a key factor for over 80% of respondents when making purchasing decisions.
Table 7: Do you believe that the design of an advertisement can trigger an emotional response?

Belief in  Ad | Frequency Percentage Valid Percentage Cumulative
Design Percentage
Strongly agree 65 32.5% 32.5% 32.5%
Agree 70 35% 35% 67.5%
Neutral 40 20% 20% 87.5%
Disagree 15 7.5% 7.5% 95%
Strongly disagree | 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

A majority of respondents (67.5%) either strongly agree or agree that ad design can trigger an
emotional response, while only 12.5% disagree or strongly disagree. This demonstrates that the
visual and design aspects of advertisements are perceived as influential in shaping consumer
emotions and potentially their purchase decisions.

Table 8: How often do you recognize a brand based on its logo or color scheme?

Brand Frequency Percentage Valid Percentage Cumulative
Recognition Percentage
Always 50 25% 25% 25%

Often 72 36% 36% 61%
Sometimes 60 30% 30% 91%

Rarely 15 7.5% 7.5% 98.5%
Never 3 1.5% 1.5% 100%

Total 200 100% 100%

Interpretation:

Brand recognition through logos and color schemes is high, with 61% of respondents either always or
often recognizing brands based on these elements. Only 1.5% reported never recognizing a brand
this way. This highlights the importance of visual branding in consumer recall and recognition.

Table 9: How likely are you to purchase a product when it is endorsed by a celebrity or influencer
you like?

Likelihood of | Frequency Percentage Valid Percentage Cumulative
Purchase Percentage
Very likely 45 22.5% 22.5% 22.5%
Likely 48 24% 24% 46.5%
Neutral 70 35% 35% 81.5%
Unlikely 27 13.5% 13.5% 95%

Very unlikely 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

Only 22.5% of respondents are very likely to purchase a product based on endorsements, while the
largest group (35%) remains neutral. However, a combined 46.5% are either likely or very likely to be
influenced by endorsements, showing the moderate but significant effect of influencer and celebrity
marketing.

Table 10: Do you believe you are influenced by subconscious cues (e.g., music, colors, or imagery)
in advertisements?

Influence of ‘ Frequency ‘ Percentage | Valid Percentage Cumulative
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Subconscious Percentage
Cues

Strongly agree 52 26% 26% 26%

Agree 60 30% 30% 56%
Neutral 58 29% 29% 85%
Disagree 20 10% 10% 95%
Strongly disagree | 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

A majority of respondents (56%) either strongly agree or agree that they are influenced by
subconscious cues in advertisements. While 29% remain neutral, only 15% disagree. This suggests
that subconscious elements such as music, imagery, and colors play a significant role in shaping
consumer attitudes toward ads.

Table 11: How much do you rely on your immediate emotional reaction when making a purchase
decision?

Reliance on | Frequency Percentage Valid Percentage | Cumulative
Emotional Percentage
Reaction

A great deal 45 22.5% 22.5% 22.5%
Quite a lot 55 27.5% 27.5% 50%
Somewhat 60 30% 30% 80%

Very little 30 15% 15% 95%

Not at all 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

A total of 50% of respondents either rely greatly or quite a lot on their emotional reaction when
making purchase decisions, while 30% somewhat depend on it. This indicates that emotions are a
key driver in the decision-making process for the majority of consumers, with only 5% claiming to not
rely on emotional reactions at all.

Table 12: How important is the emotional appeal of a product's marketing for you to consider
buying it?

Emotional Appeal | Frequency Percentage Valid Percentage Cumulative
Importance Percentage
Extremely 46 23% 23% 23%
important

Very important 52 26% 26% 49%
Moderately 68 34% 34% 83%
important

Slightly important | 24 12% 12% 95%

Not important 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

Most respondents (34%) find the emotional appeal of marketing to be moderately important in
influencing their purchase decisions, while 26% consider it very important. A combined 49% of
respondents rank emotional appeal as either extremely or very important, signifying that emotional
marketing plays a significant role for a majority. Only a small fraction (5%) finds it not important.
Table 13: How likely are you to purchase a product if its advertisement evokes a positive memory
or feeling?

Likelihood of ‘ Frequency ‘ Percentage | Valid Percentage ‘ Cumulative
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Purchase Percentage
Very likely 58 29% 29% 29%

Likely 64 32% 32% 61%
Neutral 40 20% 20% 81%
Unlikely 26 13% 13% 94%

Very unlikely 12 6% 6% 100%

Total 200 100% 100%

Interpretation:

A majority of respondents (61%) are either likely or very likely to purchase a product if its
advertisement evokes a positive memory or feeling. Only 19% expressed that they are unlikely or
very unlikely to be influenced by emotional triggers in ads, highlighting the power of emotionally
evocative marketing in driving purchases.

Table 14: How often do you associate specific products with certain emotions (e.g., happiness,
comfort, excitement)?

Frequency of | Frequency Percentage Valid Percentage Cumulative
Association Percentage
Always 46 23% 23% 23%

Often 66 33% 33% 56%
Sometimes 58 29% 29% 85%

Rarely 22 11% 11% 96%

Never 8 4% 4% 100%

Total 200 100% 100%

Interpretation:

More than half of respondents (56%) often or always associate specific products with certain
emotions like happiness, comfort, or excitement. Only 4% never do so. This suggests that emotional
associations with products are common, and such links can strongly influence consumer perception
and behavior.

Table 15: Do you think that neuromarketing techniques, such as analyzing brainwaves, can better
predict consumer behavior than traditional methods?

Neuromarketing Frequency Percentage Valid Percentage Cumulative
Effectiveness Percentage
Strongly agree 44 22% 22% 22%

Agree 62 31% 31% 53%
Neutral 58 29% 29% 82%
Disagree 24 12% 12% 94%
Strongly disagree | 12 6% 6% 100%

Total 200 100% 100%

Interpretation:

A combined 53% of respondents either strongly agree or agree that neuromarketing techniques can
better predict consumer behavior compared to traditional methods. Only 18% disagree or strongly
disagree, showing a growing acceptance of neuromarketing's potential to better understand
consumer motivations.

Table 16: How much do you believe pricing plays a role in your final purchase decision?

Role of Pricing Frequency Percentage Valid Percentage Cumulative
Percentage

A great deal 48 24% 24% 24%

Quite a lot 58 29% 29% 53%

Somewhat 62 31% 31% 84%

Very little 22 11% 11% 95%
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Not at all 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

Pricing is a key factor in purchase decisions, with 24% of respondents indicating that it plays a
significant role, and 31% considering it somewhat important. Only 5% believe pricing does not affect
their decision at all. Overall, 84% of consumers consider pricing an influential factor in their final
purchase decisions.

Table 17: Have you ever changed your decision about a purchase after seeing a product
demonstration or trial?

Changed Frequency Percentage Valid Percentage Cumulative
Purchase Decision Percentage
Yes, always 46 23% 23% 23%

Often 60 30% 30% 53%
Sometimes 58 29% 29% 82%

Rarely 24 12% 12% 94%

Never 12 6% 6% 100%

Total 200 100% 100%

Interpretation:

Product demonstrations and trials influence a large portion of respondents, with 53% often or always
changing their purchasing decisions after experiencing a demonstration. This indicates that physical
or digital product trials can be highly effective in altering consumer preferences.

Table 18: How likely are you to buy a product if it is endorsed by scientific or factual data in an
advertisement?

Likelihood of | Frequency Percentage Valid Percentage Cumulative
Purchase Percentage
Very likely 54 27% 27% 27%

Likely 66 33% 33% 60%
Neutral 52 26% 26% 86%
Unlikely 18 9% 9% 95%

Very unlikely 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

A significant portion of respondents (60%) are likely or very likely to purchase a product when
scientific or factual data supports the advertisement. Only a small fraction (14%) are unlikely or very
unlikely to be influenced by such endorsements, suggesting that fact-based marketing can be a
persuasive tool for convincing consumers to make a purchase.

Table 19: When seeing an advertisement, do you consciously evaluate its trustworthiness?

Trustworthiness Frequency Percentage Valid Percentage Cumulative
Evaluation Percentage
Always 58 29% 29% 29%

Often 68 34% 34% 63%
Sometimes 46 23% 23% 86%

Rarely 22 11% 11% 97%

Never 6 3% 3% 100%

Total 200 100% 100%

Interpretation:

A significant portion (34%) often evaluates the trustworthiness of advertisements, while 29% always
do so. Only a small percentage (3%) never evaluates trustworthiness, showing that credibility is
important for consumers.
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Table 20: How much does packaging design influence your purchase decision?

Influence of | Frequency Percentage Valid Percentage Cumulative
Packaging Percentage
A great deal 46 23% 23% 23%

Quite a lot 58 29% 29% 52%
Somewhat 68 34% 34% 86%

Very little 22 11% 11% 97%

Not at all 6 3% 3% 100%

Total 200 100% 100%

Interpretation:

Packaging design plays a considerable role for 23% of respondents, with 34% being somewhat
influenced by it. This indicates that aesthetics and presentation can play a significant role in
purchasing decisions.

Table 21: Have you noticed a difference in your buying behavior when shopping online versus in-
store?

Shopping Frequency Percentage Valid Percentage Cumulative
Behavior Percentage
Difference

Yes, a significant | 37 18.5% 18.5% 18.5%
difference

Yes, a slight | 58 29% 29% 47.5%
difference

No, it remains the | 82 41% 41% 88.5%
same

Unsure 23 11.5% 11.5% 100%

Total 200 100% 100%

Interpretation:

Most respondents (41%) have not noticed a significant difference in their buying behavior between
online and in-store shopping, while 29% reported a slight difference. Only a small percentage (11.5%)
were unsure of their behavior differences.

Table 22: How often do you engage in impulse buying based on a product’s placement or
advertisement?

Frequency of | Frequency Percentage Valid Percentage Cumulative
Impulse Buying Percentage
Always 42 21% 21% 21%

Often 58 29% 29% 50%
Sometimes 68 34% 34% 84%

Rarely 22 11% 11% 95%

Never 10 5% 5% 100%

Total 200 100% 100%

Interpretation:

Impulse buying based on product placement or advertisements occurs often for 29% of respondents,
while 34% sometimes engage in it. A combined 55% of respondents are prone to making impulse
purchases, which indicates that product placement and advertising can significantly drive
spontaneous buying.

Table 23: When making purchasing decisions, do you tend to compare a product with its
competitors?

Frequency of | Frequency Percentage Valid Percentage Cumulative
Comparing Percentage
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Products

Always 46 23% 23% 23%
Often 58 29% 29% 52%
Sometimes 68 34% 34% 86%
Rarely 22 11% 11% 97%
Never 6 3% 3% 100%
Total 200 100% 100%

Interpretation:

A majority of respondents (34%) sometimes compare products with their competitors before making
a purchasing decision, while 29% often do so. This suggests that comparing alternatives is a common
behavior in purchase decision-making.

Table 24: To what extent do social media advertisements influence your purchasing decisions?

Influence of Social | Frequency Percentage Valid Percentage Cumulative
Media Ads Percentage
A great deal 46 23% 23% 23%

Quite a lot 58 29% 29% 52%
Somewhat 68 34% 34% 86%

Very little 22 11% 11% 97%

Not at all 6 3% 3% 100%

Total 200 100% 100%

Interpretation:

Social media advertisements play a moderate role for most respondents, with 34% indicating they
are somewhat influenced by them.
Table 25: How likely are you to make a purchase based on recommendations from friends or

family?

Likelihood Frequency Percentage Valid Percentage Cumulative
Percentage

Very likely 46 23% 23% 23%

Likely 58 29% 29% 52%

Neutral 37 18.5% 18.5% 70.5%

Unlikely 42 21% 21% 91.5%

Very unlikely 17 8.5% 8.5% 100%

Total 200 100% 100%

Interpretation:

Recommendations from friends or family play a significant role for 23% of respondents, who are very
likely to make a purchase based on them. A large proportion (29%) are likely to do so, while only

8.5% are very unlikely, indicating the strong influence of social circles on purchasing decisions.

Table 26: How often do you think about a product's value for money when making a purchase?

Frequency of | Frequency Percentage Valid Percentage Cumulative
Thinking  About Percentage
Value

Always 58 29% 29% 29%

Often 46 23% 23% 52%
Sometimes 68 34% 34% 86%

Rarely 22 11% 11% 97%

Never 6 3% 3% 100%

Total 200 100% 100%

Interpretation:
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Value for money is a crucial factor for 29% of respondents who always consider it, with 23% often
factoring it into their decisions. A combined 63% frequently evaluate this aspect, showing that

pricing and perceived value strongly influence purchasing behaviors.

Table 27: How much does the reputation of a brand influence your decision to buy its products?

Influence of | Frequency Percentage Valid Percentage Cumulative
Brand Reputation Percentage
A great deal 58 29% 29% 29%

Quite a lot 46 23% 23% 52%
Somewhat 68 34% 34% 86%

Very little 22 11% 11% 97%

Not at all 6 3% 3% 100%

Total 200 100% 100%

Interpretation:

Brand reputation significantly influences purchasing decisions for 29% of respondents, and 23% are
quite influenced by it. Only a small proportion (3%) are unaffected by brand reputation, highlighting
that brand perception remains an important consideration for most consumers.

Table 23: Do you prefer personalized ads tailored to your interests over generic ads?

Preference for | Frequency Percentage Valid Percentage Cumulative
Personalized Ads Percentage
Strongly prefer 58 29% 29% 29%

Prefer 46 23% 23% 52%
Neutral 37 18.5% 18.5% 70.5%
Dislike 42 21% 21% 91.5%
Strongly dislike 17 8.5% 8.5% 100%

Total 200 100% 100%

Interpretation:

Personalized ads are favored by 29% of respondents, while 23% prefer them over generic ones. A
significant portion (21%) dislikes personalized ads, suggesting that while targeted advertising appeals

to many, there remains a notable group that is resistant to them.

Table 29: How important is a product’s environmental or ethical responsibility in your decision-

making process?

Importance of | Frequency Percentage Valid Percentage Cumulative
Environmental Percentage
Responsibility

Extremely 68 34% 34% 34%
important

Very important 46 23% 23% 57%
Moderately 58 29% 29% 86%
important

Slightly important | 22 11% 11% 97%

Not important 6 3% 3% 100%

Total 200 100% 100%

Interpretation:

Environmental or ethical responsibility is extremely important to 34% of respondents, and 23%
consider it very important. A combined 57% place high importance on these factors, reflecting

growing consumer awareness of sustainability and ethical concerns in product choices.

Hypothesis Testing
Hypothesis 1
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Ho: “There is no significant relationship between emotional engagement in advertisements and
consumer decision-making”.
Hq.: “There is a significant relationship between emotional engagement in advertisements and
consumer decision-making”.
Table 30: Chi-Square Test for Relationship Between Emotional Engagement in Advertisements and
Consumer Decision-Making

Value df Asymp. Sig.
Pearson Chi-Square 24.562 4
Likelihood Ratio 25.712 4

N of Valid Cases 200

Interpretation:

Table 30 presents the results of the Chi-Square Test for Independence conducted to determine
whether there is a significant relationship between emotional engagement in advertisements and
consumer decision-making. Two significant test statistics are reported: Pearson Chi-Square (24.562)
and Likelihood Ratio (25.712), both with 4 degrees of freedom. The Asymptotic Significance (Asymp.
Sig.) is 0.000, which is less than the standard significance level of 0.05.

Since the p-value is below the 0.05 threshold, the null hypothesis (Ho) is rejected in favor of the
alternate hypothesis (Hi). This suggests that emotional engagement in advertisements has a
statistically significant relationship with consumer decision-making.

Hypothesis 2

Ho: “There is no significant difference in the effectiveness of neuromarketing techniques based on
consumer demographics (age, gender, income)”.

H,: “There is a significant difference in the effectiveness of neuromarketing techniques based on
consumer demographics (age, gender, income)”.

Table 31: Chi-Square Test for Differences in Effectiveness of Neuromarketing Techniques Based on
Consumer Demographics

Value df Asymp. Sig.
Pearson Chi-Square 19.842 4
Likelihood Ratio 20.924 4

N of Valid Cases 200

Interpretation:

Table 31 displays the results of the Chi-Square
Test for Independence, conducted to evaluate
whether there is a significant difference in the
effectiveness of neuromarketing techniques
based on consumer demographics (age,
gender, and income). The Pearson Chi-Square
value (19.842) and the Likelihood Ratio
(20.924), both with 6 degrees of freedom,
have Asymp. Sig. values of 0.003 and 0.002,
respectively. These values are less than the
typical significance level of 0.05.

As the p-values are below 0.05, the null
hypothesis (Ho) is rejected in favor of the
alternate hypothesis (Hi). This indicates that
there is a significant difference in the
effectiveness of neuromarketing techniques
when consumer demographics are
considered, such as age, gender, and income.

eISSN1303-5150

5. Conclusion
This study examined how consumers make
decisions about advertisements based on
their emotional connection and how
successful neuromarketing strategies are. The
results underscore the significance of
emotions in marketing tactics by showing a
substantial correlation between consumer
decisions and emotional involvement in
advertisements. The findings suggest that
marketers may positively impact consumers'
purchasing choices and increase brand loyalty
and sales performance by skillfully evoking
emotional responses in their advertisements.
Moreover, the study indicates that
neuromarketing  strategies' efficacy is
significantly  influenced by  consumer
demographics, including age, gender, and
wealth. The noteworthy distinctions identified
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across several demographic cohorts imply that
customization of marketing tactics to target
consumers might augment their efficacy. This
emphasizes how important it is for marketers
to take a more nuanced approach, using
neuromarketing data to better match their
advertisements to the tastes and behavior of
various consumer categories.
Even though this study provided insightful
information, there are several important
limitations to take into account. Even while
the sample size is sufficient, it could not
accurately reflect the wide range of consumer
types, which might have an impact on how
broadly the results can be applied. Moreover,
the study mostly used self-reported measures,
which may have introduced biases in the
participants' responses. Using mixed-methods
techniques and incorporating qualitative
insights might help future research better
understand consumer behavior.
In the future, a lot more study may be done to
examine how emotional involvement affects
consumer decision-making in a variety of
settings, including diverse product categories
and cultural backgrounds. Further
understanding of the sustainability of
neuromarketing strategies may also come
from examining the long-term impacts of
these tactics on brand perception and
consumer loyalty. As technology and data
analytics continue to grow and change the
marketing environment, future research
should concentrate on how these tools may
be integrated to further improve marketing
strategies and consumer engagement.
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