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solution for the same can be neuromarketing
what causes significant changes in the 
only based upon his/her rationality, but also 
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evolution and consumer behavior. 

 
Keywords: Consumer Behavior, Ne
Decision-making, Emotions, Perceptions
 
 
Introduction 

In the past few years, neuromarketing, i.e., 
use of brain analysis from a marketing 
perspective is on everyone’s exploration 
list be it academicians or the corporate 
world. Martin Lindstrøm in his Buy
hopes to “(…) uncover the subconscious 
forces that stimulate our interest, and 
ultimately cause us to open our wallets 
(…).”Analogously the paper’s focal point 
is to convey the researchers in this field 
and beyond – the open doors, which can 
be tapped to drive down the gaps between 
the intuitive personality (subconscious 
mind) of the buyers and their conduct, to 
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Abstract 
 

If one wants to discover the desires, expectations, and hidden limitations of the options that consumers have, 
neuromarketing. It uses the technology of medical imagery, which helps one understand 

in the consumers’ mind during the buying decisions. A consumer
but also perceptions, emotions, and intuitive level can be highlighted through 

The United States made these researches public around 1990. The central theme of the paper seeks 
making process while establishing a connection between neuromarketing 

Consumer Behavior, Neuromarketing, Conscious and Subconscious, Advertising, 
, Emotions, Perceptions. 
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satisfy the wants and desires. 
previous decade, methodologies and bits 
of knowledge from the circle of 
neuroscience have built up an 
extraordinary premium and attracted 
thoughtfulness regarding the field of 
consumer research and its relation to 
marketing. From this, a combination of the 
two has risen Neuromarketing. 

Ale Smidts, from the Erasmus University 
of Rotterdam, instituted in 2002 the word 
'Neuromarketing'– inspired
neuroscience. According to the meaning 
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of neuromarketing given by Peter 
Drucker, the need for sale is an undying 
and progressing action.  

Overall, what is Neuromarketing? In a 
very credulous manner, the part of 
neuroscience, which goes for 
understanding the customers and their 
behavior in a superior manner, is 
neuromarketing. This is attainable by the 
use of the buyers’ oblivious and sub-
cognizant procedures in terms of 
motivations, expectations, preferences, 
marketing, and substantially more. This 
will enable one to comprehend the 
disappointment, failure, success, or 
accomplishment of displaying marketing 
messages. Since the greater part of the 
buy choices depends on the subliminal 
perspective, neuromarketing breaks 
down how feelings, recognition, and 
other social sources of information have 
a huge influence in the choices made by 
the buyer. In this manner, the essential 
target of neuromarketing is to decode 
the buyer's psyche by understanding the 
cerebrum exercises; thusly, find their 
desires and wants.  
BeginningofNeuromarketing 
 
Neuromarketing is associated with 
techniques that help in the processing of 
information or otherwise, the physiological 
or biological processes that are engaged with 
human activity and choice. From Egyptian 
time, the mind, i.e., the brain was accepted 
to be a fundamental organ of the human 
body. Around the late 1700s, Franz Gall 

molded a cerebral guide of the mind in light 
of the conviction that there are specific 
tasks, which are attempted by particular 
areas of the brain; and termed it as 
“Phrenology.” However, there were a few 
realities in his discoveries, which were later 
found by Paul Broca. The finding was that 
the mind thinks about and deciphers dialects, 
and we presently term it as “Broca’s Area.” 
Moreover, there is an intensive neuron 
network, which is speaking with one 
another, and working solely by the area is 
not the brain’s only activity, was also 
discovered. A Spanish neuro scientist named 
Santiago Ramon Y Cajal, who also received 
the noble prize (1906), threw the light on 
neuron concept. 

Researchers were under the impression for 
quite a long time that the cerebrum, i.e., the 
human brain had areas, which were 
responsible for various 
capacities/functions/tasks of the person. In 
the late 1990s, the advanced cerebrum 
imaging innovation that is valuable for 
marketing researches came to everyone’s 
attention. This was developed by researchers 
at Harvard University to test the viability of 
the ads. Gerald Zaltman (2003) evaluated 
that as much as 95% of the mind functioning 
in terms of buying decisions could be 
intuitive, this was the rationale used by 
researches to tap different functional 
activities of the brain. 

LeDoux (1998) along with other researchers 
such as Barrett et al. (2007) contends that it 
is feelings that are primarily responsible for 
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the behavior, and interpreting it, which is 
usually unconscious, would result in the 
comprehension of the conduct and action. 
Because of this, consumers may be 
compelled towards purchase, preference, 
and loyalty if their subconscious emotions 
are tapped aptly. Along these lines, 
Neuroma (2007) concluded that the branch 
of neuromarketing is to be made to examine 
the timing, location, and recurrence of the 
mind action in response to marketing and 
social boosts  

Around 2002 the term neuromarketing 
traditionally appeared. BrightHouse and 
SalesBrain were the first companies to offer 
consulting services relating to 
neuromarketing research, by understanding 
technology and elucidation of psychological 
neuroscience. To talk in nonprofessionals' 
term, what neuropsychology is to brain 
science, comparably neuromarketing is to 
market research. 

Professor of Neuroscience at Baylor College 
of Medicine, Read Montague, in 2003 
performed the first knowledgeable case on 
neuromarketing research, which was 
published in Neuron in 2004. He endeavored 
to consider the basis of how the mind 
handles brand decisions by soliciting a set 
from individuals to drink Coca Cola or Pepsi 
and in the meantime examining their 
cerebrums in the fMRI machine. The 
derivations of the investigation were 
intriguing, yet no quantifiable outcome 
could be drawn from the equivalent. 
Nonetheless, if individuals know about the 

brand they drink versus them not monitoring 
the same, evidently lit up various pieces of 
the cerebrum.  

Precisely what could be deciphered from the 
study is that a piece of our frontal cortex is 
“owned” by a brand as strong as Coca Cola. 
The frontal lobe is considered as the base of 
our executive function (EF) which looks 
after many logical thinking activities like 
attention, controlling the short-term memory 
and planning. Thus, when individuals know 
about the brand that they are consuming, 
they incline toward picking Coca Cola over 
Pepsi, for obvious reasons, and their 
executive function illuminates. However, in 
a visually impaired test, somewhat, they 
favor Pepsi. In this second incident, an older 
structure nestled in the limbic system is 
active as compared to the executive 
function. This region of the brain directs our 
emotional and instinctive behavior. 

Even though this study was not convincing 
enough, it brought to limelight the use of 
neuroscience to marketing researchers, and 
how could it help crack the neural code of 
the consumers and in the end unfurl its 
advantages. Undeniably, this study 
highlighted the compromise on consumers’ 
free will by understating the behavior of the 
consumer to a level below consciousness. 
However, if neuroimaging with respect to 
neuromarketing in consumer behavior 
context were overlooked, it would be like 
astronomers refusing to use space suits.  
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What happens in the Consumer Brain? 
 
People have a habit of looking at things as 
per their understanding of it, which they use 
to sort out and process their perceptions. 
This perception, in amalgamation, is nothing 
additional; instead, it is a choice among 
numerous potential analyses for options, as 
recording and processing of so much 
information singularly by the mind would be 
a tedious task and would result in its 
collapsing. However, even after all of this, 
how does the consumers’ perception work? 
Chavaglia and Filipe (2011) expressed that 
the perception is the way the brain interprets 
ambiguous cues using the most likely 
explanation, which is a direct result of 
experiences. 
 
Centered on the cognitive neuroscience and 
neurophysiology, Morin and Renvoise 
evaluate that each of the three pieces of the 
cerebrum performs a specific function: to 
begin with, the neocortex, i.e., the rational 
brain “thinks.” The visceral brain or the 
instinctive mind (limbic system) is termed 
the emotional brain, which “feels.” Lastly, 
some portion of the mind that the marketers 
have an interest in unveiling is the reptilian 
brain, the one that “decides” (Figure 2). 
Hence, the reptilian brain decides whether to 
act or not. Being a primitive brain, it only 
reacts to six stimuli, which are laid down by 
SalesBrain, as follows: Self-centered, 
Contrast, Tangible, Beginning and End, 
Visual and lastly Emotional. Therefore, to 
make the majority of the advertising 

messages, the emphasis ought to be on what 
the consumers need instead of a feature or 
an element of the item. If an ad or a 
commercial needs to be successful, firstly 
target the emotional brain followed by the 
primitive one, which will open up the 
entryways for consideration and lastly pass 
on the essential data to the rational brain.  

What the person in their brain for the rest of 
life will store is shaped by perception. There 
are two kinds of memory lying inside the 
person’s brain. The short-term memory is 
the one that furnishes us with a ton of data 
accessible for the present; and the long-term 
memory refers to longtime held information 
in their brain, which is nothing but 
experiences from our past. Hippocampus is 
the brain region, which stores such kind of 
memories and always juggles between 
classifying the activities as the working 
memory or the long-term memory. To 
emphasize, these sorts of occasions rely on 
one's qualities. Some may be delicate to the 
shade of the item in light of their encounters 
from the past, while others may be touchy to 
the design of the article itself. These are 
perceived in the mind of the consumers so 
that all the unnecessary information is 
annihilated by the brain itself and 
subsequently the available information 
influences all the future purchases of the 
consumer. 
NeuromarketingTools 
 
Traditionally, researchers have relied upon 
consumer’s qualitative answers on how they 
feel about a particular product, using a face-
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to-face interview, surveys and much more. 
However, the limitations of these methods 
are:  

 The underlying assumption that people can 
describe their cognitive processes, which, 
we now know is not correct, as there is an 
involvement of subconscious component. 

 The time constraints, incentives, peer 
pressure adds to the inconstant results. 
In this reference, neuroimaging techniques 
give a methodological alternative by 
allowing marketers to understand and 
therefore interpret the consumers’ brains and 
the processes happening in the 
subconscious. 
 
Neuromarketing Influence on Marketing 
Inputs  
 
The evaluation of neuromarketing and its 
techniques in regards to consumer behavior 
is beneficial or not, is summarized below.  
 
Neuromarketing on Advertising  

When one needs to discuss the impact of 
neuromarketing on advertising, they ought 
to think about the following perspectives. As 
Ariely and Berns (2010) expressed, the 
actual choices and decisions the consumer 
makes are impacted even by the presence of 
a role model in the advertisement; therefore, 
a correlation between product presentation 
to the consumers and the advertisement 
topic exists. Since advertising results in a 
conventional way are yet to be unfurled, 
techniques of neuroimaging in the 

neuromarketing field are considered a ray of 
hope for marketers. A study by Kenning and 
Linzmajer (2011) stressed upon the 
interconnection between the brain areas 
being activated and the advertisement. The 
brain regions that exist, which are influenced 
and are accountable for decision-making 
process through emotions and cognition of 
rewards, by using neuromarketing tools was 
concluded in their study. These regions of 
the mind were illuminated amid an alluring 
commercial, which thusly discovered the 
viability of the ad.  Moreover, in their 
research, it was noticed that the ad 
remembrance was high in two cases: one 
either it was highly attractive or two highly 
unattractive. 

Studies led by Ambler and Burne et al. 
(1999, 2000), it was established that there is 
a connection between the intensity at which 
the ad is recollected if there is an 
introduction of impactful images. In any 
case, it very well may be proposed that there 
can be a positive effect on ads by the correct 
utilization of neuromarketing and its 
instruments if all the accessible data is 
considered. Since, neuromarketing tools tap 
on the brain areas responsible for specific 
actions that the consumers take, and draw 
analysis on the activated regions; a blend of 
these would provide an insightful knowledge 
to the marketers. Thus, if an ad is to be tried 
through fMRI or EEG on an individual, one 
can end up with accurate data on the 
appealing factor of the advertisement. 
Despite the fact that this technique would 
not demonstrate the closeout of the item, i.e., 
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regardless of whether the buyer will 
purchase the predefined item or not, it can 
conclude without a doubt on how 
convincing an ad is, and from that point 
forward, it very well may be utilized to 
affect the customer emphatically and 
improve the buying decision. Concluding, 
the knowledge of the consumers’ brain 
towards an advertisement can to help 
increase the sales by if the right combination 
of time and images are used. 

Neuromarketing on branding  

Consumers preferred brand and branding are 
correlated. This interconnection is bonded 
by emotions that influence the decision-
making when a consumer prefers one brand 
to the other. Bechara and Damasio (2005) 
very well displayed an emotional effect 
during the consumer decision making for the 
purchase of a product in the study and that 
only the most favorite brands can create an 
everlasting impact on the consumers’ mind. 
This study is called “the winner-take-all 
effect.” Hence, the brand overall and the 
branding process are critical, and marketers 
should respectfully deal with it. Studies by 
Kenning et al. threw light on the differences 
in the activities of the consumer's brain 
between the preferred brand, and familiar 
brands with the help fMRI tool. Along these 
lines, by utilizing EEG, MEG, and fMRI 
methods one can reason that, there is a 
plausibility of comprehension by the 
marketers concerning which region of the 
consumers’ mind is actuated when certain 
brands are exhibited to them and how can it 

influence the final decisions. Since branding 
plays an integral part of the final choices and 
decision that the consumer will make while 
choosing a product, and is highly influential 
too, it should not be forgotten that price 
issues and qualitative issues might also add 
to the final choice and can be worse than 
neural brands. It is advisable that the 
utilization of neuromarketing methods in 
branding should be intensified so that the 
ultimate representation of certain brands can 
be improved. 
 
Instances of effective utilization of 
neuromarketing in branding: 
In the competitive jungle, modern 
neuromarketing techniques are 
advantageous. Hence, an enormous 
investment in the neuromarketing field by 
players of various domains has been 
demonstrated from P&G, Motorola, Delta 
Airlines and many more. 
 
Neuromarketing and Consumer’s 
Buying Behavior 
When asked unambiguously, a large number 
of consumers cannot decide and articulate 
their desires and needs, which is the reason 
it is foreseen that the internal information 
enclosed within the brain could help explain 
the actual wants and needs of the consumer. 
Ariely, & Berns, (2010) studied that the 
understanding of the buying behavior, by 
decoding this knowledge with the 
availability of internal information would 
help the marketers to influence and persuade 
the consumers for a specific product. 
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Furthermore, the benefits of neuromarketing 
would overpower its cost. Hence, techniques 
of neuromarketing look like a perfect 
breakthrough. Eser, Isin, and Tolon (2011) 
states that ― to understand the mental 
processes behind consumer purchasing 
decisions, using the recent advances in 
neuromarketing to scan the brain would 
prove as an advantage. The critical statement 
about a buy button in the brain, through 
which consumers buying behavior can 
theoretically be puzzled out, can be denied 
herewith since cognitive, and neural 
processes associated to the purchasing 
choices are affected by not one single area 
but rather numerous components. To 
conclude the use of neuromarketing in 
consumer conduct analysis can significantly 
form a guide for future investigation. 
 
Neuromarketing on decision-making  

Many pieces of literature should be viewed 
when we talk about neuromarketing 
application on the decision-making. The 
definition of decision-making should be 
clearly defined to process further. The five 
distinct phases of decision-making as 
expressed by Rangel, Camerer, & Montague 
(2008) is― (a) Classifying the choice 
problem; (b) evaluating the potential 
choices; (c) distinguish the most effective 
amongst the alternatives once evaluation is 
done; (d) the post-decision making result, 
understand the ensuing consequences; and 
(e) learning to make higher selections within 
the future. Moreover, neuromarketing tools 
like fMRI help in analyzing such decision-

making. Plassmann et al. (2012) examined 
that there are ambiguity and debate on 
emotions playing an essential part in the 
process of making a final choice by the 
consumer. Emotions subsequently influence 
it, this, in turn; provide the marketers with 
additional information, which can be put to 
their use. How consumers make their 
choices is the primary study of behavioral 
economics. An excellent case of behavioral 
economics is applied to neuromarketing 
through game theory, which states that the 
emotional components like joy, fear, 
surprise, anger, and many more instigate 
biases. Neuromarketing draws an aspect 
from behavioral economics by highlighting 
the road to proper analysis of the 
irrationality of humans in decision-making. 
However, the traditional model of “rational” 
decision-making amongst the consumers is a 
debatable topic in itself. The basic 
neuromarketing approach is that a person 
has boundaries to the decisions they make 
rationally not necessary that every buying 
decision is rational. Many times it is based 
on a combination of thoughts and feelings 
that are framed somewhere inside the mind. 
Williams (2010) studied that the 
subconscious brain region is in charge of 
these decisions. With the use 
neuromarketing techniques, the brain 
regions that are activated can be figured out, 
and thereafter a decision is positive, neutral, 
or negative can be analyzed. Knutson et al. 
(2007) debated that the ultimate call depends 
on the general analysis of what the buyer 
can gain and lose in worth, before creating 
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the decision and post the decision has been 
established. Common anxiety about 
consumer free will and their decision-
making being manipulated is always a topic 
of argument among scholars. 
 
Neuromarketing on product design  

The first image that consumers perceive in 
the store is the product presentation, 
packaging, and design of it. Hence, the 
product development, its designing, and 
presentation should be of the utmost 
importance to the marketers. Since there are 
tools available like fMRI and EEG that 
detect the activations of specific brain parts 
in certain time points, they can be 
considered for designing. The most positive 
effects taking place inside the mind can be 
analyzed by the presentation of different 
designs to the consumer. Being unconscious, 
it can be more reliable than the verbal 
preferences listed by the consumers. In 
addition to that, a conclusion can be drawn 
that neuromarketing and its tool can help to 
tap the effectiveness of product design. 

Neuromarketing and the Marketing Mix 
 
The goal of Marketing Mix is to create 
awareness (promotion) for a particular item 
(product) that the consumer is in consensus 
to pay (price) and in turn, make it available 
for them (place). The brands’ prosperity 
exists in the indisputable fact that it 
convinces the buyer it is one of a kind, and 
no substitutes exist for it. Plassman et al. 

(2015) put forth the view that the 
appropriate marketing behavior, i.e., 
memory, consideration, influence, and 
choice can be understood through brain-
imaging technology, which allows the neural 
activity to be estimated. 

Product 

Products that a consumer will purchase have 
numerous advantages to them. 
Neuromarketing is a potential and beneficial 
tool for the research phase, which will help 
marketers understand what the consumers 
are looking for and how they choose certain 
products by recognizing their brain 
activities. 

Place 

Distribution of an item refers to a place in 
Marketing Mix. Place” can refer to different 
stores and how are products placed in these 
stores. Through the eye-tracking technique 
of neuromarketing problem relating to place 
can be solved. To elaborate on the same, on 
visiting the store where the consumer first 
looks at will help marketers understand what 
consumers see and do not see. Hence, 
products can be strategically placed to boost 
sales. 

Price 

What value the consumer will gain can 
quantitatively be termed as price. High costs 
are associated to higher perceived value. A 
product, which has high demand, can 
relatively sell at a higher price as compared 
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to a product with low demand. Consumer 
decision-making and price are interlinked. 
Price may also vary during the product life 
cycle (introduction, growth, maturity, and 
decline). Price and brand are also 
interconnected, e.g., a good brand name may 
charge the consumer a price, which is higher 
as compared to its competitors. This happens 
because many factors play a role while 
choosing one brand, such as emotional 
connection to the brand, trust on the brand 
and many more. Neuromarketing can 
unravel the price importance to consumers. 

Promotion 

Promotion includes the aspect of how the 
product is brought to consumers’ attention. 
Marketers know that advertising works, but 
how and what kind is still a question that 
needs to be addressed. Neuromarketing can 
aid promotion by understanding the 
consumers’ brain activities on their exposure 
to specific advertisements and accordingly 
note their reactions as positive, neutral, or 
negative. 

Ethical Issues of Neuromarketing 
 
Many ethical concerns arise in 
neuromarketing. Some scholars hold the 
opinion that a marketing strategy would 
never exist which will alarm consumer’s 
free will. However, the others keep a view 
of a potential risk existing while considering 
neuromarketing. The big concern for many 
of the researchers is that by the use of 

neuromarketing techniques to make the 
offers irresistible, the consumer’s free will 
would cease, and they would turn into buy 
robots by the activation of “buy button.” 
 
Nowadays, the availability of choices for 
consumers in the same range of products is 
so enormous, that an individual option to 
make one is their main power. A free market 
would disappear if this goes away or 
manipulated. Additionally Iles & Racine 
(2005) comprehended that the consumer-
centric approach of organizations to build an 
exceptional relationship with them assumes 
specific policies relating to privacy. To 
reiterate, the practice of understanding the 
internal brain activities by use of such 
techniques leads to withholding of material 
information and manipulation concerning 
consumer behavior. This aroused the 
concern of great importance as it ethically 
raises several questions like; is it possible to 
detect how a person feels or thinks then how 
the neuromarketing methods can be tested 
from a moral point of view? How to draw a 
line between influence and manipulation in 
regards to consumer behavior?  
 
The opinion of Murphy, Illes, and Reiner 
(2008) needs to be considered when talking 
about ethical concerns in the neuromarketing 
field, which are: 

 The groups that are involved may suffer 
by the application or research of 
neuromarketing and hence need protection. 

 Freedom to make an individual decision 
by the consumer, especially when there will 
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be further developments in the 
neuromarketing field. 
 
Reid (2006); Kenning & Linzmajer (2011) 
concluded that the ever-increasing firms 
who are providing the neuromarketing 
services are proof of red flags being raised 
in this field. 
 
The invention of reliable and responsible 
techniques with the fixing of the existing 
ones that interfere with the privacy of the 
consumer and lacks regulation can be a 
scope of further research in the 
neuromarketing field. Hence, the only sure 
thing after considering how tremendously 
new technologies have developed in this 
field is that the “balance of power between 
the buyer and seller in the future tends to 
incline towards one part.” 

Study and Neuromarketing Limitations 
 
The limitation of the literature review was 
the timeframe. It in itself restricts the 
dimension of the study. As the time to read 
all the available literature on 
neuromarketing, and simultaneously scan 
and read it to prepare a piece of writing is 
minimal. 
 
Like every field, neuromarketing also has its 
limitations. As many researchers put forth, 
neuromarketing must be viewed as, “an 
evolution to marketing and not as its 
alternative or replacement of traditional 
techniques.” The necessary technology and 

the implication of high costs pose another 
limitation in the neuromarketing field. The 
currently available techniques, i.e., fMRI, 
PET and EEG, are not cost-effective and are 
only usable in laboratories. 
 
Another limitation is that the consumer 
associations probe a question on the free will 
of choosing the product by an individual. 
This limits the advertising agencies freedom 
and curbs independence of companies who 
obtain information about how a consumer 
decides by studying the market. This 
underlying assumption is the fear of 
manipulation because if the advertisers and 
marketers know the identification of 
“purchasing button” in the brain of the 
consumers, the consumers’ free will become 
a victim of the same. 
 
Every one of us has a different personality 
and thought process. No one thinks alike, 
and the choices they make are dependent on 
a set of behavioral activities like emotions, 
state of mind, memory, and perceptions. 
This leads to another limitation in the 
neuromarketing field. 
 
Irrespective of the limitations, 
neuromarketing still shows signs of things to 
come, as it enhances the way companies 
ideate and advertises their products, which 
are even more valuable and attractive to the 
consumer. The objective of neuromarketing 
is not to manipulate or change consumer 
behavior, instead, have an effective 
approach for their target set of buyers. 
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Conclusion 
If neuroscience is said to be in its teenage 
period, neuromarketing is definitely in its 
childhood days. Marketers are just 
awakening to the advantages, which will be 
deduced by learning the brain circuits, which 
are concerned in identifying, evaluating, and 
buying. While many conclusions drawn by 
neuromarketers in this field is commercial 
and does not align with the practices of the 
scholars (neuroethics), enough facts and data 
are available to put a focus on a few of the 
fundamental neurocognitive principles that 
play an essential part in the consumer and 
their conduct field 
 
The development of the ancient part of the 
brain, which is known to be the Reptilian 
Brain or R-Complex, has taken place for 
more than centuries. It does not comprehend 
the problematic signals and is more pre-
verbal, hence making humans extremely 
selfish. It can process the visual stimuli 
without the visual cortex being used. This is 
the reason why one prefers experiences to 
explanations and images over words. A well-
known neuroscientist and a respected author, 
Antonio Damasio, along with other scholars 
state a point that the brain will always be 
reliant on the instinctual responses. 
 
Decision-making process will become 
apparent and inferable, as continuous 
exploration is taking place in the 
neuromarketing field. Hence, about 
understanding the behavior of the consumer, 

these will help gain access to knowledge at a 
much broader level. They will form a 
foundation to comprehend the responses of 
the consumers for different behavioral and 
marketing stimuli. 
 
According to Lindstrom (2010), the 
unconscious thoughts, feelings, emotions, 
and desires that triggers the consumers’ 
purchase is accessible. Through 
neuromarketing, the unconscious mind that 
influences decision-making can be tapped, in 
turn, comprehending the consumer behavior.  
Hence, the marketers are aware of the 
insights and factors affecting the consumers 
for taking action. 
 
An interconnection between cognition, 
emotion, and the environment, operating 
together in the consumer behavior context 
exists. Hence, independently analyzing each 
aspect should be avoided in the 
neuromarketing field. An analysis of 
individual’s behavioral inputs should be 
done in amalgamation instead of isolation. 
 
From an academic point of view, the 
neuromarketing field has mounted up. This 
will not only provide information on the 
working of the brain, and its applications in 
businesses, but would also bring to limelight 
the essence of human nature. 
 
Ethical concerns when it comes to 
neuromarketing and its application will 
always prevail. However, practices and 
standards are being adapted so that there is 
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transparency in the neuromarketing research 
field. Therefore, to wrap up, neuromarketing 
will stay, as humans evolve, – it will develop 
in its way. 
 
Hence, to hypothesize, neuromarketing is a 
growing field and today is in its childhood 
days in the marketing world. On proper 
application of neuromarketing, it can benefit 
and support the traditional marketing 
methods and aid marketers in understanding 
consumer behavior more profoundly. 
Marketing is a dynamic subject; it has 
changed and evolved numerous times. 
Neuromarketing is the future in the 
marketing world, especially consumer 
behavior arena, and the next big thing. 
 
Therefore, to conclude, academically the 
research in the neuromarketing field can 
provide with consumer behavior in modern 
lives through deciphering the human brain 
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Figure 2: Model of human brain suggested by Paul McLean
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Figure 1: Blind Test Results 
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