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Abstract

One of the biggest interests for companies in today’s market is
considered consumer preference, why they make the choice of one
product over another. The main aim of this study is to analyse
the impact of neuromarketing in the process of identifying
the preferences and needs of consumers. Neuromarketing tools
provide insights into measuring the effectiveness of advertising
campaigns in making an impact on the consumers in online
retailing (Singh, 2020). In this study, neuromarketing has been
analyzed, understanding the structure of the brain and its
functions, the importance of perception, as well as consumer
behavior during the purchasing process. In general, it is assumed
that these choices are developed in a logical way, selecting
the option that represents the greatest utility (Blazquez-Resino,
Gutierrez-Broncano, & Gotgb-Andrzejak, 2020). The method used
for primary data collection is the questionnaire, which addresses
elements that are important in choosing a product for a customer.
This study concludes that neuromarketing contributes to
the discovery of consumer preferences thus helping companies to
be closer and meet the needs of consumers. The recommendation
of this paper is to use neuromarketing in identifying customer
preferences.
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1. INTRODUCTION

marketing implies the merging of two fields of study

Recently marketing is being developed a Ilot
in improving consumer understanding. One of
the biggest mysteries that exist in the market today
is how and why a consumer decides to buy
a product. Why does the consumer decide to buy
one product instead of another? Marketers studying
many areas, especially consumer behavior and
the decision-making process, have managed to see
another area that is growing nowadays. Here also
appears the need for neuromarketing, a new field
within marketing that deals with the study of
the brain and marketing. Neuromarketing is
the newest emerging field that is on the steps to
achieving this goal. The combination of neuro and
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(neuroscience and marketing) (Morin, 2011a).
Neuromarketing has been used in the study of
the purchasing decision process and also consumer
behavior, focused on improving the information
available about products and sales marketing
actions, making them more effective from a clear
direction of where and how the consumer is most
sensitive to a stimulus (Jordao, De Souza, de Oliveira,
& Giraldi, 2017). The paper focuses specifically on
the emergence of neuromarketing and its impact on
changing consumer preferences. To better understand
neuromarketing, the paper presents the client’s
perception and emphasizes the importance of
the internal, psychological factors that affect each
person and their decisions in almost all real-life
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situations. In addition, the paper will elaborate on
the behavior of consumers and their decision-making
process with its focus on favorites, determinants of
choice, and purchases. The other focus of this paper
will be to get acquainted with the methods and
techniques of neuromarketing by looking at their
advantages and disadvantages, and finally, we will
see the use of neuromarketing and the benefits
during its application in the necessary areas.
The purpose of this paper is to recognize and
understand the concept of neuromarketing in
the evaluation of consumer decision-making during
the purchase, analyzing the importance of consumer
preferences as part of neuromarketing in order to
help the development of this field of study. As well
as the focus of the work is emphasized, the consumer
preference of what drives them to choose one
product over another when the perception will play
an important role as well as the stages that
the consumer goes through when buying a product.

One of the strongest benefits of neuromarketing
is that it provides a common language for sales and
marketing functions. In many companies, sales and
marketing departments do not share a common
platform to communicate, and the business pays
the heavy price of a shared home (Renvoise & Morin,
2007). Future products and services will be made in
accordance with all our expectations, and companies
will invest in product research and development
where there is a certainty that demand will be high
(Gurgu, Gurgu, & Tonis, 2019). Most of the time,
the failure of a product or business of a company is
the difference between what the customer expects
from the products and what the company offers to
the customer. This means that, before the company
starts the business, they need to know very well
what the customer expects.

To better understand how a consumer chooses
a product, we need to understand the decision-
making process, focusing heavily on the perception
of a product, as well as consumer behavior when
purchasing a product. Thus, the main aim of this
study is to analyse the impact of neuromarketing in
the process of identifying the preferences and needs
of consumers.

The main objectives of the study are as follows:

1. To analyze the use of neuromarketing for
understanding customer preferences.

2. Assess the importance of neuromarketing in
the impact of purchasing decision-making.

The research questions raised in this study are:

RQ1: What is the consumer based on buying
a product?

RQ2: Who influences consumer preference during
the decision-making process to purchase a product?

RQ3: What helps neuromarketing companies
with the importance and effect of product advertising?

The structure of this paper is as follows.
Section 2 reviews the relevant literature. Section 3
analyses the methodology that has been used
to conduct empirical research. Section 4 presents
the results of the study. Section 5 presents the
conclusions and recommendations.

2. LITERATURE REVIEW

The concept of marketing means that an organization
aims all its efforts to satisfy customers with a profit.
A marketing orientation means trying to realize
the concept of marketing (Perreault & McCarthy,
2005).
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The concept of marketing proposes that
the reason for success lies in the ability of
the company to create, deliver and communicate
a better value through its marketing proposal,
compared to competitors for its target segments
(Panda, 2007). Marketing is also an enigma in
the sense that while some people see it as a force
for good, others see it as a force for evil. As with
most things, the reality is that it can be either or
both, depending on the uses, in which people place
marketing ideas and practices (Hart, 2016).

Marketing is a social process by which
individuals and groups get what they need and
want through the creation, delivery, and exchange
of cheap value products and services with others
(Kotler & Keller, 2006). In general, perception is
simply the process of 1) selecting, 2) organizing, and
3) interpreting information inputs in order to produce
meaning that would aid in consumer decision-
making (Madichie, 2012).

There are many examples of manipulating
perceptual processes in marketing. Wrapping in
aluminum foil is good not only for attracting
attention; the use of this material for wrapping
a product also increases the brand value in the eyes
of consumers, suggesting a high prestige and status
(Krajnovic, Sikiric, & Jasic, 2012).

A happy customer is one who is satisfied with
the experience he/she has with a product or service.
Customer perception is built around the experience
a customer has with a product. Customer perception
can make or break your brand (Clootrack, 2020).
In marketing, “customer perception” refers to
customers’ awareness, their impressions, and their
thoughts about your business, products, and brand.
Customer perception is shaped by many variables,
including direct and indirect interactions with your
offerings (Simmons, n.d.).

Consumer behavior reflects the totality of
consumer decisions regarding the purchase,
consumption, and disposal of goods, services,
activities, experiences, people, and ideas by (human)
decision-making units (Hoyer & Maclnnis, 2010).
The role of marketers is to influence consumer
behavior, both short-term and long-term, in favor of
the brands they manage. We need to maintain our
customer base, increase purchasing frequency, and
turn non-users into users (Barden, 2013). The use of
neuroscience techniques in product marketing
has two important roots: first, the likelihood that
neuromarketing will become an economical and
faster way of marketing compared to conventional
ones; second, the belief that it will provide answers
that are not otherwise available (Joy, 2018). Areas of
neuromarketing search applications have many
and varied applications, such as creating products in
which taste, structure or aroma are vital, architecture
and plan for new constructions, movie trailers,
advertising utility, website design — all of these
can be the result of a pervasive realm of emotion,
interest, belief, loyalty, or fear (Joy, 2018).

Neuromarketing is an interdisciplinary field
that aims to understand consumer behavior by
studying the brain through the use of various
techniques, such as neuroimaging. The research
aims to measure the impact on an individual market
stimulus and thus provide new ways to understand
how the consumer stores, incorporates, processes,
and uses the wide range of information received on
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a daily basis (Jordao et al., 2017). Neuromarketing is
the application of neuroscience to marketing.
Neuromarketing involves the direct use of brain
images, scanning, or other brain activity measurement
technology to measure an entity’s response to
specific products, packaging, advertising, or other
marketing elements (Devaru, 2018).

Although these three parts of the brain
communicate with each other and constantly strive
to influence each other, each has a specialized
function (Renvoise & Morin, 2007):

e The young brain thinks. Processes rational
data.

e The middle brain feels.
the emotions and feelings of the gut.

e The old brain decides. It takes into account
the input from the other two brains, but the old
brain is the actual cause of the decision.

For many customer decisions, problem
representation involves several interrelated sub-
problems, each with its own sub-goals section,
organized as a goal hierarchy (Kumar & Tyagi, 2004).
The whole set of decisions produces a set of
behavioral goals or a decision plan. Some purchasing
choices require extensive troubleshooting efforts,
while other purchases are made automatically in
a routine manner (Kumar & Tyagi, 2004).

Neuromarketing is generally used to objectively
identify consumer preferences (Fortunato, Giraldi, &
de Oliveira, 2014). Consumer preferences are
subjective individual tastes, likes and dislikes, and
predispositions (Booker, 2017). When you are building
or marketing a product for your target customers,
you need to consider their personal preferences
to get the best possible results (Booker, 2017).
Customer preferences are defined as subjective
(individual) tastes, measured by the usefulness, of
different batches of goods (Saji, 2020). Another
study showed that the presence of celebrities
or people considered physically beautiful in
advertisements activates an area of the brain
involved in the process of recognizing and building
trust (Fortunato et al., 2014).

Neuromarketing loosely refers to the
measurement of physiological and neural signals to
gain insight into customers’ motivations, preferences,
and decisions, which can help inform creative
advertising, product development, pricing, and other
marketing areas (Harrell, 2019).

One of the most important challenges for
companies who offer neuromarketing services
is to stick to ethical principles when performing
the investigations thus the human brain from
a neuromarketing perspective is to shade more light
or to better understand the consumer brain
(Devaru, 2018).

Advances in neuroscience teach how the human
brain works, deep inside the skull to examine how
advertising and marketing messages affect the brain.
Also, it exposes many of the little things that happen
in the minds, usually, unconsciously, that may make
or break the success of any marketing campaign
(Parchure, Parchure, & Bora, 2020).

Therefore, the conclusion would be that
celebrities or attractive people influence consumer
preferences, resulting in the purchasing decision
(Fortunato et al, 2014). These findings help
companies modify and choose their ads to include

It processes
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elements that help the brand be more easily
maintained or help retain the attention of consumers
(Fortunato et al., 2014). Advertising is a means of
communication with users of a product or service.
Advertisements are messages paid for by those who
send them and are intended to inform or influence
the people who receive them, as defined by the UK
Advertising Association (The Economic Times, n.d.).
Advertising is the attempt to influence the buying
behavior of customers or clients with a compelling
sales message about products and/or services (Ward,
2018). In business, the purpose of advertising is to
attract new customers by defining the target market
and approaching them with an effective advertising
campaign (Ward, 2018). Another widely reported
use of neuromarketing is in the development of
products and services according to the wishes of
consumers (Fortunato et al., 2014). Neuromarketing
is upon us. Companies are beginning to provide
their customers with brain-based information about
customer preferences, claiming to bypass focus
groups and other marketing research techniques on
the premise that directly viewing a customer’s brain
while viewing products or branding is a much better
predictor of consumer behavior (Murphy, Iles, &
Reiner, 2008).

The practice has shown that neuromarketing
techniques have a direct impact on promotion. For
example, if it is online advertising, neuromarketing
techniques depend on things, such as the content of
the ad and the duration of the promotion
(Wellington Garikai, 2017). Neuromarketing also
has a direct impact on product development.
For example, if it is product distribution,
neuromarketing techniques will depend on things
such as product positioning and product availability.
Each type of promotion is influenced differently
by neuromarketing techniques (Wellington Garikai,
2017).

Overall, there are three main reasons that
suggest the need to review subconscious responses
in consumer decision-making (Horska & Bercik, 2017):

e Decisions are often based on subconscious
processes and influences.

e Emotions strongly influence decision-making,
decisions are not made after careful and rational
consideration of the impact of each possibility.

e Decisions are not made after receiving
complete information; on the contrary, decision-
making occurs almost immediately and mainly
immediately after obtaining the pieces of
information available for possible elections.

Due to the presented review of the related
literature, this study raises the following hypotheses:

HI: Consumers demand and buy products that
meet their needs, desires, and requirements based on
the quality of that product and where the quality of
the products directly affects the decision to buy.

H2:In the decision-making process to buy
a specific product, a consumer preference is
influenced by the importance of obtaining information
about that product.

H3: The application of neuromarketing influences
and helps companies to modify and select their
advertisements that are relevant and have an effect
on the choice of a product by the consumer.
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3. RESEARCH METHODOLOGY

The research methodology used in this study is
based on the following research elements.

Data sources: In this paper, two types of
secondary and primary data sources were used.

Research methods: In this paper, the quantitative
method of data collection was used, whereas
the questionnaire was used for data collection.
This has made it easier to test the hypotheses put
forward. Another method, used in this paper, is
the descriptive method, through which consumer
behavior, neuromarketing, and its use are described.

Questionnaire  design: The  questionnaire
contains a total of 17 questions and is divided into
two parts. In the first part of the questionnaire, we
presented questions about the socio-demographic
data of the consumer. In the second part of
the questionnaire, the Likert scale was used which
measures the importance of the attributes obtained
in the study with 5 points in total where
1 represents the evaluation “not at all important”
and 5 represents the evaluation “very important”.
The completed questionnaire will remain absolutely
confidential.

Data collection: In this study, for the very
nature of the search, the survey used questionnaires
created online through the program docs.google.com,
which were completed online by consumers in
the Prishtina region. The advantage of this technique
was that the completion of this questionnaire was
online and all consumers had access at all times and
its completion was without pressure as it was only
their opinion and all their data was confidential.

Sample selection: The quantitative method of
data collection contains in itself the analysis of
primary data collected through the questionnaire.
The sample size wused in the paper is
500 respondents. This can be considered a very
good representative to consider the opinion of
consumers for a better choice for the presentation
of a product. The sample is composed of customers
of commercial businesses in the Prishtina region.
In the case of this research, consumers in
the Prishtina region can be considered as very good
representatives in their contribution to completing
the questionnaire as we will be closer to thinking
about how to choose a product.

Data processing and presentation method:
The collected data are processed through Excel.
The data collected from the questionnaire are
presented with graphs where each graph contains
a descriptive analysis.

As an alternative method for primary data
collection, the qualitative research method may be
used. Consider that the qualitative research methods
of data collection do not involve the collection of
data that involves numbers or a need to be deduced
through a mathematical calculation, rather it is
based on non-quantifiable elements like the feeling
or emotion of the researcher. A good example of
such a method is an open-ended questionnaire.
But this method is quite difficult in big samples such
as in our case.

4, RESULTS

During this part, all the customer responses received
from the questionnaire were discussed and the
hypotheses presented will be confirmed or refuted.

The analysis of the survey data was processed
through Excel and all customer responses were
presented through graphs containing the descriptive
analysis.

Regarding the demographic part, it results that
352 or 70% of the respondents are female, 178
or 30% of the respondents are male. According
to the status of the respondents, 288 or 58% of
the respondents are single; 190 or 38% of
the respondents are married; 15 or 3% of the
respondents are divorced; 7 or 1% of the respondents
are widowed.

The age of the respondents in this survey is
as follows: 13 or 2% of the respondents are under
18 years old, 201 or 40% are 19-25 years old, 198 or
40% are 26-35 years old, 70 or 14% are 36-45 years
old and 18 or 1% over 45 years old.

Twenty-three (23%) of respondents have
secondary education, 46% have a university education,
and 31% have postgraduate education.

Regarding the employment of the respondents:
24 or 5% of the respondents are simple employees,
29 or 6% are specialists, 76 or 15% are managers,
58 or 12% are company managers, 37 or 7% are
directors, 5 or 1% are housewives, 3 or 1% are retired,
44 or 9% are self-employed, 20 or 4% are
unemployed, 148 or 30% are students and 56 or 11%
are in another profession.

Eighty-eight (88) or 18% of respondents have
a monthly income of 200-350 euros, 100 or 20%
have a monthly income of 350-500 euros, 86 or 17%
have a monthly income of 500-650 euros and 226 or
45% have a monthly income over 650 euros.

Figure 1. The importance of product quality in its choice
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Three hundred seventy-six (376) or 75% of
respondents think that the importance of product
quality in their choice is very important, 90 or 18%
think that the importance of product quality in its

choice is important and 34 or 7% think that
the importance of product quality in its choice is
moderately important.

Figure 2. The importance of the color of the product packaging in its choice
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Fourteen (14) or 3% of respondents think that
the importance of the color of the product
packaging in its choice is moderately important,
97 or 19% think that the importance of the color of
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the product packaging in its choice is important and
389 or 78% think that the importance of the color
of the product packaging in its choice is very
important.

Figure 3. The importance of product information in choosing it
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e One (1) or 0% of the respondents think that
the importance of information about the product in
its choice is not important at all.

e Three (3) or 1% of the respondents think that
the importance of information about the product in
its choice is less important.

e Twenty-six (26) or 5% think that the importance
of information about the product in its choice is
moderately important.
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e One hundred and ten (110) or 22% think that
the importance of information about the product in
its choice is important.

e Three hundred and sixty (360) or 72%
think that the importance of information about
the product in choosing it is very important.

Figure 4. The importance of the selling price of the product in its choice
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Three (3) or 1% of the respondents think that
the importance of the selling price of the product in
choosing it is less important; 33 or 7% think that
the importance of the selling price of the product in
choosing it is on average important; 117 or 23%
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think that the importance of the selling price
of the product in choosing it is important; 347 or
69% think that the importance of the selling price of
the product in choosing it is very important.
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Figure 5. The importance of the way the product is presented with the information provided in its choice
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Six (6) or 1% of the respondents think that
the importance of the way the product is presented
with the information provided in its choice is not
important at all. Twenty-one (21) or 4% think that
the importance of the way the product is presented
with the information provided in its choice is less
important. One hundred and twenty-six (126) or 25%
think that the importance of the way the product

25%

20%
15%
10% %
5% 1%
o —
2 3 4

47%

23%

is presented with the information in its choice is on
average important. One hundred and fourteen (114)
or 23% think that the importance of the way
the product is presented with the information in its
choice is important. Two hundred and thirty-
three (233) or 47% think that the importance of the
way the product is presented with the information
provided in its choice is very important.

Figure 6. The importance of displaying promotional discounts when advertising products in its selection
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The data of this graph shows the following
results: 3 or 1% of respondents think that
the importance of promotional discounts when
advertising the product in its choice is not important
at all. Seventeen (17) or 3% think that the importance

54%
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in its choice is moderately important. One hundred
and sixty-six (166) or 33% think that the importance
of promotional discounts when advertising
the product in its choice is important. Two
hundred and seventy-one (271) or 54% think that

of promotional discounts when advertising the importance of promotional discounts when
the product in its choice is less important. Forty- advertising the product in its choice is very
three (43) or 9% think that the importance of important.
promotional discounts when advertising the product
Figure 7. The importance of advertising the product in its choice
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Eight (8) or 2% of respondents think that is moderately important. One hundred and

the importance of product advertising in its choice
is not important at all. Nineteen (19) or 4% think that
the importance of product advertising in its choice
is less important. Sixty-seven (67) or 13% think that
the importance of product advertising in its choice
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eleven (111) or 22% think that the importance of
product advertising in choosing it is important and
295 or 59% think that the importance of product
advertising in choosing it is very important.
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Figure 8. The importance of service quality in product selection
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According to the data of this graph, a product. The consumer decision-making process is

the respondents gave these results: 28 or 6% of
the respondents think that the importance of
service quality in product selection is moderately
important. Eight (8) or 32% think that the importance
of service quality in product selection is important
and 311 or 62% think that the importance of service
quality in product selection is very important.

5. CONCLUSION

In this study, 352 or 70% of the respondents are
female, and 178 or 30% of the respondents are male.
The study finds out that 75% of the respondents
consider the importance of product quality as
the most important in their buying decision. Thus,
we can accept the first hypothesis (H1). Also, 18% of
the respondents consider the importance of
the color of the product packaging as very important
in their buying decision.

In the question of what respondents think
about the importance of information about
the product, 72% consider it very important. Thus,
we can accept the second hypothesis (H2).

On the other hand, 69% of the respondents
consider the importance of the price of great
importance in their buying decision. Also, 54% of
the respondents consider the importance of
promotional discounts when advertising the product
as crucial in their buying decision. In general, we can
conclude that the application of neuromarketing
influences and helps companies to modify and select
their advertisements that are relevant and have
an effect on the choice of a product by the consumer
as this was also raised as the third hypothesis (H3)
of this study.

In recent years marketing has undergone many
changes. Marketing is more focused on individuals
and their needs. As the change of marketing,
perspective sends you to a field that has been
a mystery until today, the need has arisen for a new
branch of marketing called “neuromarketing”.
The latter has emerged as a product of
the introduction of neuroscience methods into
marketing. We can conclude that neuromarketing
as a new branch offers opportunities for data
disclosure regarding decision-making and buyer
preferences that were not known until now. Trying
around a product creates a positive or negative
perception under the influence of many other
variables. An important perception is the color of
the product packaging which greatly affects its
choice and increases the value and authority of

VIRTUS,

one of the most important steps in marketing, as we
can see the journey of consumers in the buying
phase. Here we can conclude that, based on
the recognition of the need, the consumer begins to
gather information about that product where
the importance of information about the product
and the presentation of the product with information
affects the choice of alternatives. And then comes
the most important moment for the consumer which
consists of buying the product, but it does not end
everything here because it continues with
the evaluation of the product after its purchase.
Consumer decision-making is the process of solving
a problem until its need is met. Neuromarketing
is used to identify customer preferences.
Neuromarketing helps in the selection of
advertisements to include the necessary elements
that help in keeping in mind the consumers.
The attention is very great when advertising
the product and the information about promotional

discounts greatly influences the choice of
the product. One of the biggest benefits of
neuromarketing is that it provides secure

information for marketers by making it easier for
them to work with consumers by meeting their
needs and wants. The opportunity to place a product
on the market is much easier after neuromarketing
reveals what attracts the consumer to choose
a product. The failure for the company is much
smaller with neuromarketing as it is so much closer
to the customer that its products will be placed at
a competitive advantage.

Marketing used by businesses should focus
more on individuals and their needs. Consumers are
attracted by the color and are often defined by
the appearance of the product package so it is
recommended to businesses that when presenting
products you pay attention to the color of
the product packaging. Commercial businesses
are recommended to apply neuromarketing by
contributing to the identification of customer
preferences. Thus, neuromarketing helps businesses
to be closer and meet the needs of customers.
To facilitate consumer decision-making for choosing
a product, it is recommended to businesses provide
more information about the product. It is also
recommended to businesses to be very careful in
setting prices because it is considered an important
factor in the evaluation and selection of the product.
Focus more on observing consumer behavior by
identifying their needs and wants in the market.
Use neuromarketing methods and techniques to
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facilitate the identification of customer preferences
and needs and understand the problem of marketing.

This paper is of great interest for future
researchers as it studies a new field of application,
such as neuromarketing, and at the same time,
becoming familiar with the neuromarketing tools,
it contributes to increasing the performance of

enterprises. This study has its own limitations as
a result that neuromarketing is a very important and
complex field to study in its entirety. Observation
methods and focus groups in smaller examples and
for different cases would lead to clearer results
on how consumer behavior differs towards their
personal attitudes in the purchasing decision process.
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