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In the latest issue, we delve into the captivating world of
Neuromarketing, an exciting frontier in consumer behavior
research. Discovering how the fusion of neuroscience and
marketing techniques is unlocking new dimensions in

understanding and influencing consumer choices.

Join us as we explore the fascinating insights and applications
of this cutting-edge science!

Keeping this current scenario in place, we at Team MarkX — The
Marketing Magazine of N. L. Dalmia Institute of Management
Studies and Research, have given an opportunity to the young
leaders and aspiring marketers across B- Schools to share their
views on "Neuromarketing- The New Science of Consumer
Behavior”. This magazine entails intriguing insights and
articles from industry experts, students from top B-schools,
and bright minds from N. L. Dalmia Institute of Management
Studies and Research.

We present to you MarkX Edition 10.0

Coordinator & Joint Coordinator:

Dhwani Shah & Vinayaik Mahajan

Junior Editors:

Aditya Rathore, Aditya Salvi, Honey Arora, Himanshu
Sadhotra, Jayti Babel, Paras Onial, Pratha Luthia, Saloni
Jha, Shubham Joshi, Smit Thakkar and Shweta Lone
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Neuromarketing 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. Brain
scanning, which measures neural activity and physiological tracking, which measures
eye movement and other proxies for that activity, are the most common methods of
mMmeasurement.

For decades, marketing research methods have aimed to explain and predict the
effectiveness of advertising campaigns. For the most part, however, conventional
techniques have failed miserably. Since emotions are strong mediators of how
consumers process messages, understanding and modelling cognitive responses to
selling messages has always been a methodological challenge.

Neuromarketing has a strong impact on Consumer Behaviour and the articles in this
edition will explore the relationship between the two.

| thank all the contributors for their valuable contribution and congratulate Team MarkX
for yet another successful edition.

Prof. Dr. M. A. Khan
PROFESSOR & DIRECTOR
(NLDIMSR)

MESSAGE FROM DIRECTOR

MarkX | N. L. Dalmia Institute of Management Studies and Research -



Neuromarketing is one of the contemporary methods accepted by the marketers to
understand consumers better. Globally, there has been a growing tendency among the
research scholars of marketing to use the neuromarketing tools for comprehending the
consumer behaviour decisions. In the discipline of commercial marketing communication
known as "neuromarketing," consumers' sensorimotor, cognitive and affective reactions to
marketing stimuli are studied by applying neuropsychology to market research. The tools of
neuromarketing uses the process of scientific monitoring of skin response, eye tracking and
brainwave activity to determine how human brains react to advertisements and other brand-
related communications. By using these neuromarketing tools, decision-making behavior of
consumers is predicted through an investigation of the brain. Using a variety of methods,
neuromarketing assists in identifying the neural and psychological cues that customers or
the chosen sample are displaying. Neuromarketing techniques are used to gather
information which is then used to arrive at intelligent pricing strategies, better product
designs and enhanced advertising campaigns. Citing an example, the leading cola giant,
Coca-Cola stimulates a part of the brain that processes its self-image appraisal. Some other
brands using neuromarketing comprises of Frito-Lay, HP, Hyundai, and PayPal to name a
few. Knowingly or unknowingly, Disney has been able to predict a winner long before the
scripts could be written by utilizing the emotions of the audience. This is because Disney
bases its entire business on the exploitation of human emotion and reaction, and as such,
adapts its films appropriately.

This is a 10th edition of MarkX, the e-magazine of the Department of Marketing. All the
papers / writings of this edition are based on ‘Neuromarketing.’

| sincerely thank all the contributors for their valuable contribution of the 10th Edition and
wish Team MarkX a grand success.

Dr. Joyeeta Chatterjee
DEAN ACADEMICS, PROFESSOR & HOD MARKETING
(NLDIMSR)
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Congratulations to Team MarkX for another successful edition. ‘Neuromarketing - The
New Science of Consumer Behavior, is a very pertinent theme as it is an
interdisciplinary field combining psychology, marketing, neuroscience and economics
with the main goal of studying neural conditions and processes underlying
consumption, physiological meaning and behavioural consequences.

Neuromarketing studies seek to investigate different brain areas while experiencing
marketing stimuli to find and report the relationship between customer behaviour and
the neurophysiological system. Using knowledge and know-how from human brain
anatomy, and knowing the physiological functions of brain areas, it is possible to model
neuronal activity underlying specific human behaviours.

| hope all the readers will enjoy the various articles pertaining to this very relevant theme
of ‘Neuromarketing - The New Science of Consumer Behavior'. | sincerely thank all the
contributors for their articles and wish Team MarkX all the very best.

Dr. Baisakhi Mitra Mustaphi
ASSOCIATE PROFESSOR, MARKETING & FACULTY HEAD MARKX
(NLDIMSR)
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Unloceking Consumer Minds:
The Impact Of Neuromarketing
On Advertising

ver wondered what makes certain

advertisements so irresistible? That's

where neuromarketing steps in —it's the
secret ingredient that makes ads catch your
eye and sparks your interest in things. Within
the realm of OTT platforms, we delve into this
fascinating science to understand how your
brain reacts to what we see. It's like taking a
peek into your mind to learn what you like and
what keeps you engaged.

Embracing innovative methodologies like EEG
scans and eye-tracking technology has allowed
us to embark on a profound exploration of
viewer reactions to our content, advertisements,
and platform layout. Our focus revolves around
sculpting the experience by meticulously
analysing viewer responses - an approach
designed to capture attention, evoke emotions,
and forge deeper connections.

MarkX | N. L. Dalmia Institute of Management Studies and Research

Niraj Mishra
Vice President - Product ¥
Management at Hotstar 3

Personalisation is at the core.
Neuromarketing empowers us to tailor our
offerings based on viewer preferences. This
way, we aim to keep viewers engaged and
coming back for more, offering content
that resonates deeply with their interests.
But it's not just about tailoring the
experience - it's revolutionised how
content is created too. By understanding
which elements excite or engage viewers,
we craft stories and shows that deeply
resonate. That's why audiences find
themselves returning for more - there's a
real connection with what we produce.

The future of advertising hinges on
understanding how your brain ticks.
Neuromarketing acts as a superpower,
aiding us in decoding what viewers
genuinely like. This empowers us to create
content that touches their hearts and
lingers in their memory for a long time.

CORPORATE ARTICLE
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In a world filled with countless content choices,
creating content that genuinely speaks to
viewers is crucial. Within the OTT platform
sphere, we're at the forefront of this exciting
field. By merging what we know about viewer
feelings with the available technology, we're not
just creating enjoyable content but crafting
content that holds real significance for viewers.

This ongoing quest for a deeper understanding
of consumer behaviour underscores the
indispensable role that neuromarketing plays in
shaping the future of marketing in the OTT
landscape.

As the industry navigates this uncharted
territory, one thing remains clear: unraveling
the complexities of the human mind will

continue to be a fundamental pillar in
strategies that captivate, engage, and endure
within the world of OTT platforms.

In essence, the story of marketing within OTT
platforms is being permanently reshaped by
the merging of scientific insights and viewer
behaviour. It's all about crafting content that
leaves a lasting impact, becoming something
viewers can't easily forget and want more of.

MarkX | N. L. Dalmia Institute of Management Studies and Research
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The Integration Of
Neuromarketing Principles

N a world characterized by evolving consumer

preferences and digital transformations, the

Consulting and Audit Industry is increasingly
turning to neuromarketing to gain insights into
the minds of clients and understand their
behaviors on a deeper level.

Recently, we were working with one of the Best
Airline in India as an Internal Risk Auditor. It was
really a Great Experience working in the Aviation
industry. Neuromarketing is traditionally
associated with the marketing and advertising
sectors. Still, its principles can be applied more
broadly, and the audit industry and Consulting
firms are also starting to recognize its value.
Here, neuromarketing isn't about persuading
customers to buy products but understanding
the Client’s decisions, actions, and perceptions
related to Internal Auditing Services Provided by
us. Here, the Client is seeking us to help
navigate a digital transformation project.

Umang Gada
Senior Risk Consultant

PwC India

ALUMNI - NLDIMSR
PGDM BATCH (2021 - 2023)

-

If you are working with government clients,

the experiences are different. We must
connect with them on a more profound and
emotional level. This technique has helped to
bridge the gap between data-driven
decisions and understanding the deeper
psychological aspects of their choices.

As a Consultant, an Individual working with
Clients on their site must engage with them
on a deeper, more emotionally resonant
level, ultimately leading to more effective
solutions and enduring relationships with
them.

By applying the Neuro Techniques, we could
have decision-makers undergo
neuroimaging scans during the evaluation
process. The results may reveal that firms
trigger feelings of trust and confidence,
backed by neurological responses in regions
of the brain associated with trust. This insight
would enable us to tailor the presentations
and pitches to further emphasize
trustworthiness.

MarkX | N. L. Dalmia Institute of Management Studies and Research
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Situation:

A leading audit firm decided to employ the
principles of neuromarketing to enhance their
client onboarding process. They recognized the
need to create a trusting and emotionally
engaging environment. Instead of relying solely
on data and statistics during client
presentations, they started incorporating

personal anecdotes that emphasized their
team's expertise and commitment to
excellence.

This storytelling approach elicited an emotional
response from clients, strengthening their
connection with the firm. In turn, this strategy
not only enhanced the client experience but
also increased client retention and loyalty.

Financial Consultancy:

Consider a financial consultancy firm. To
understand how potential clients perceive their
website and service offerings, they employ eye-
tracking technology. This technology records
the eye movements of visitors as they browse
the website. Through this data, the consultancy
firm identifies the areas of the website that
attract the most attention and those that are
frequently overlooked.

This insight informs their website design,
allowing them to position key information, such
as the benefits of their services or customer
testimonials, strategically. In this way,
neuromarketing helps them optimize their
digital presence and increase their conversion
rates.

Strategic Consulting:

A strategic consulting firm collaborated with
neuroscientists to conduct brain-scanning
experiments on a group of clients. They
presented clients with different strategic
scenarios and observed their brain activity
during the decision-making process. This
allowed them to identify the neural patterns
associated with favorable decisions.

By analyzing the data, the consultancy firm
gained insights into the cognitive processes

that influenced their clients' choices. This
information became invaluable in tailoring
their strategic recommendations, ensuring
they aligned with clients' inherent decision-
making preferences.

Conclusion:

Neuromarketing is ushering in a new era in
audit and consultancy Firms. By gaining
insights into the subconscious processes that
drive consumer behavior, businesses in this
sector can make more informed decisions,
build trust, and optimize user experiences.
This article demonstrates how the
integration of neuro-marketing principles
can lead to increased client satisfaction,
higher retention rates, and ultimately,
improved business outcomes. As the field of
neuromarketing continues to evolve, its role
in the audit and consultancy sector is likely to
become even more significant.

MarkX | N. L. Dalmia Institute of Management Studies and Research

CORPORATE ARTICLE



T

STUDENT ARTICLES

:‘Jl"
{ " #:ﬂ.'




14

How The Brain Reveals Why We Buy?

Aastha Parab
NLDIMSR
PGDM - MARKETING
(BATCH 2022-2024)

he word "Neuromarketing" may sound

strange, even unsettling. It conjures

up images of thought control, science
fiction, and a level of creepiness that doesn't sit
well with most people. But what exactly is
neuromarketing, and why does it evoke such
strong reactions? Neuromarketing is a
burgeoning field; some would even say it's still
finding its footing, that seeks to unravel the
intricate mechanisms governing our consumer
behavior. At its core, it's an offshoot of
neuroeconomics, a discipline that explores how
we make choices and decisions. So, what sets
neuromarketing apart, and why is it gaining so
much attention?

The advertising industry has long sought to
transform the art of advertising into a science.
Marketing experts, when presenting multi-
million-dollar projects to clients, yearn for data-
driven support, not just intuition. Psychology
and the concept of focus groups, borrowed from
social sciences, have already made their mark
on marketing, but brain research represents the
third wave of influence. In the advertising world,
neuromarketing has garnered significant
interest. It has even been proclaimed as the
future of advertising. However, the scientific
community remains somewhat skeptical,
arguing that marketing, fundamentally, isn't a
science.

The origins of neuromarketing can be traced
back to academic circles. In 2003, Clinton
Kilts of Emory University in Atlanta initiated a
series of experiments to investigate the
brain's role in shaping our product
preferences. He wasn't initially associated
with marketing but was intrigued by the
qguestion of how our brains respond to
products we love versus those we despise.
Volunteers participated in these experiments,
ranking various consumer goods by appeal
and undergoing MRI scans while their brain
activity was monitored. The key revelation
was that when volunteers, regardless of
gender, viewed a product they liked, blood
rushed to a specific brain region: the medial
prefrontal cortex. This discovery was exciting
as the medial prefrontal cortex is closely
linked to self-identity and the formation of
our personalities. Kilts concluded that our
attraction to a product stem from its
alignment with our self-concept.

oepsl
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This finding laid the foundation for a future

where market research wouldn't rely on
people's subjective opinions; instead,
consumers could be scanned, and their

preferences could be deduced directly from
their brains. Soon after this breakthrough, Kilts
played a pivotal role in establishing
BrightHouse's Neurostrategies Group, a division
of an American marketing consultancy. Their
focus was not on conventional market studies
but on understanding how consumers think,
particularly how they build relationships with
brands.

The discussion soon revolved around branding,
the idea that a product or concept isn't just a
physical entity but carries a narrative with it.

Branding isn't just about recognition; it
profoundly impacts the way we perceive
sensory experiences. A classic study in

neuromarketing,

The Pepsi paradox, exemplifies this concept.

For years, blind taste tests consistently
showed that people preferred Pepsi.
However, when consumers were aware of
the brands, they overwhelmingly chose
Coca-Cola as their favorite. MRI scans
revealed that the medial prefrontal cortex
was involved in this shift. This experiment
illustrated that branding could influence not
just our choices but also our sensory
perceptions.

Neuromarketing has opened a new frontier
in understanding consumer behavior.
Researchers hope that brain scans will
uncover the elements necessary to create a
compelling branding story In essence,
neuromarketing is about storytelling that
speaks directly to the part of our brain
responsible for self-identity and personal
narratives.

STUDENT ARTICLE
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From Brainwaves To Sales: The Art Of Neuromarketing

n a world inundated with a ceaseless
I barrage of marketing messages, have you

ever wondered why certain advertisements
make your heart race with excitement, while
others leave you utterly indifferent? The answer
may lie within the depths of your own mind.

Welcome to the intriguing realm of
neuromarketing, where the brain's enigmatic
labyrinth of thoughts, emotions, and desires is
unravelled to reveal the closely guarded secrets
of consumer behaviour. Imagine a world where
marketers are not merely storytellers, but skilled
neuro-explorers delving into the neural
pathways of our decision-making processes. It's
a journey into the uncharted territory of the
human psyche, where science meets marketing
to craft campaigns that not only capture your
attention but also make you click, buy, and fall
in love with products you never knew you
needed.

|

|
!
1
i.
|

Anushka Mishra

NLDIMSR
PGDM - MARKETING
(BATCH 2023 - 2025)

Ever wondered why just looking at the logo
of McDonald's makes you feel hungry? It's
the magic of the colours red and yellow that
stimulate a sense of hunger in the minds of
consumers. Ever thought that even if your
stomach is full, you always feel like having a
cup of coffee when you go to a café because
of the rich aroma of coffee beans? We have
all been buying from brands without
knowing they have used neuromarketing in
our minds, but what exactly is
neuromarketing?

Neuromarketing is the marriage of
neuroscience and marketing. It uses brain
science to understand how consumers
respond to various marketing stimuli, such as
advertisements, packaging, or product
design. By studying the brain's reactions,
marketers can optimize their campaigns and
offerings to better resonate with their target
audience.

STUDENT ARTICLE
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We all know how Coca-Cola is famous among
everyone. It is a go-to beverage in every
celebration. But to create a spot in consumers'
minds, it has played its cards right when it
comes to sensory marketing (neuromarketing).
Coca-Cola conducted extensive market
research and consumer insights studies.
Through their research, Coca-Cola discovered
that the sound of a can being opened was
strongly associated with the anticipation of
enjoying a refreshing, cold beverage. This sound
triggered positive emotions and cravings for a
Coke. Armed with this insight, Coca-Cola
redesigned their vending machines. They
installed sound systems within the machines,
which were programmed to play a distinct,
satisfying "crack" or "fizz" sound when someone
selected a Coca-Cola product. When consumers
approached these vending machines and heard
the familiar sound of a can being opened, it
created a sensory experience.

MarkX | N. L. Dalmia Institute of Management Studies and Research

amcpDonald’s

This auditory cue triggered positive emotions
and increased the overall appeal of Coca-Cola
products. The incorporation of this sound
into the vending machines resulted in
increased sales of Coca-Cola products.
Consumers were more likely to choose a
Coca-Cola beverage over other options due
to the positive association created by the
sound.

Isn't it fascinating how our basic five sensory
organs - touch, smell, sight, hearing, and
taste - which we were taught as
kindergarten students, play such a vital role
in the marketing of a company? In this era of
data-driven decision-making,
neuromarketing reminds us that behind
every click, purchase, and brand preference
lies a complex human mind. It challenges us
to explore the depths of this enigmatic
realm, opening doors to a new era of
customer-centric marketing.

Neuromarketing, in its ongoing evolution,
invites us to not only uncover the secrets of
the consumer mind but also to use that
knowledge to inspire, empower, and enrich
the lives of those we aim to serve.

STUDENT ARTICLE



18

Understanding Of Neuromarketing Through
Examples

arketing is frequently confused

withselling and promotion. Most

people are startled to hear that the
most vita functions of a marketing expert
frequently have little to do with selling. The
primary concern of marketing is to meet the
demands and needs of customers. Marketing is
more related to story telling where you make
sure the person feels the need for an item
which they were living without.

There is a new development in the field of
marketing where neuroscience is applied to the
market. Technology is still young, but
technology has verified some of what marketers
have always understood via experience and
observation. The study discovered the following
facts concerning customer behavior.

Emotions are useful in marketing and so most
decisions are made subconsciously. Our
behavior is influenced by social conventions so
certain colors elicit a specific emotional
response. Visuals are processed faster than
words. It is important to have beautiful people,
children, and pets with alluring images. In the
end, the backdrop for how a communication is
interpreted is established by the introduction
and conclusion.

Here are some brands that have applied
neuromarketing principles in their marketing
strategies. With such examples, we can
understand what neuromarketing means.

Apple: Sensory Appeal and Simplicity

Apple is renowned for its sleek and minimalist
product design. Their devices have a tactile
guality that engages the sense of touch and a
visual aesthetic that is instantly recognizable.

Neuromarketing studies have shown that
Apple’'s design choices trigger feelings of
sophistication and quality. Their marketing also
emphasizes the emotional connection users
can have with their devices, focusing on how
they can make people’s lives better.

Honey Arora
NLDIMSR
PGDM - MARKETING
(BATCH 2023 - 2025)

Nike: Emotional Storytelling and Celebrity
Endorsements:
Nike's marketing campaigns often revolve

around inspirational and  emotional
storytelling. They use celebrity
endorsements, like Michael Jordan and

Serena Williams. Nike's “Just Do It” slogan is
not just a call to action but also an
emotional motivator that connects with
consumers on a personal level.

McDonald'’s: Color Psychology and Brand
Consistency:

McDonald'’s uses red and yellow in its logo,
which is a neuromarketing tactic designed
to stimulate appetite and excitement. The
consistent use of these colors and the
famous golden arches has made the brand
highly recognizable. Additionally, the sound
of a sizzling grill and the scent of their food
are also part of the sensory experience in
their marketing strategy.

Google: Minimalist Design and User
Experience Google's simple and clean
design is aimed at providing an easy and
user-friendly experience. Their minimalist
interface allows users to focus on their task
without distractions. This approach caters
to the cognitive principle of simplicity,
making it easier for users to engage with
the platform.

STUDENT ARTICLE
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Dove: Emotional Advertising and Inclusivity
Dove has a history of promoting self-esteem
and body positivity in their advertising
campaigns.

Their “Real Beauty” campaign, which featured
women of various body types and ethnicities,
resonated emotionally with consumers. This
inclusive approach aligns with neuromarketing
principles by appealing to consumers desire for
authenticity and self-acceptance.

Neuromarketers use techniques like Functional
Magnetic Resonance Imaging (FMRI),

URCH
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Electroencephalography (EEG) and eye-
tracking to monitor brain activity, eye
movement and patterns while individuals
interact with advertisements, products, or
brands. This helps in understanding the
neurological processes underlying consumer
decisions.

Neuromarketing research has shown that
emotions play a significant role in decision-
making. It explores how different emotional
triggers in advertising and marketing
campaigns can influence consumer
responses and purchasing behavior.

STUDENT ARTICLE
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Neuromarketing: A Boon For Marketers

O you ever wonder what a consumer
D feels when they see an

advertisement of a product? What
factors influence and trigger the brain to

formm an opinion regarding the brand? On
the contrary, we as marketers look out to

gain  meaningful insights from the
consumers and influence their purchase
decisions. All these forms a part of
Neuromarketing.  This method uses
neuroscience to explain consumer
behaviour.

Neuromarketing is crucial for marketers

because it aids in the positioning of a brand
identity since it probes the unconscious
minds of the consumers to determine
precisely what drives them to form
meaningful relationships with brands. By
employing neuromarketing to position a
brand identity, we are connecting the brand
to universally motivating things as well as
past sources of motivation. This helps us to
improve our promotional measures like ad
campaigns, packaging as well as the
product and brand experience we provide
to our customers.

Keller's Brand Equity Model, developed by
marketing expert Kevin Lane Keller, is a
framework that evaluates and manages

brand value. It consists of four key
components: brand identity, brand
meaning, brand responses, and brand

resonance. By optimizing these elements,
businesses can cultivate strong, loyal
customer relationships, ultimately boosting
brand equity and market success. Both
meaning and response have a rational and
emotional side to them. We can effectively
use neuromarketing. With the help of
neuroscience and neuromarketing we can

Jayti Babel

NLDIMSR
PGDM - MARKETING
(BATCH 2023 - 2025)

elevate the product quality to meet
customer needs, considering their
perception and attitudes towards the
brand. Secondly, enhance advertising
campaigns to improve communication
and perception  skills by using
neuromarketing tools. Thirdly emotions
play a vital role, brands should evoke
personal feelings and connections
through visuals. Additionally, customize
content for a more relatable, tailored
brand experience.

Electroencephalogram (EEQ) and
Functional Magnetic Resonance Imaging

(FMRI) are two examples of
neuromarketing technologies that can
be wused to customize the brand

experience. These instruments assess
brain activity and reveal how customers
react emotionally and mentally to stimuli;
related to brands. Through data analysis,
marketers may  customize brand
experiences to match the neurological
and psychological preferences of their
target market more closely, increasing
consumer engagement with the brand
overall.

STUDENT ARTICLE
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When a new product is launched; before

the actual product reaches the market;
marketers or specialists conduct product
testing with a small group of consumers.
This stage helps the brand to improve their
product offerings to the customers. By
revealing subconscious responses,
neuromarketing supports product testing.
EEG and FMRI are two tools that are used to
analyse brain reactions to products; the
results show cognitive processing and
emotional engagement. By using this data
to inform product improvement, companies
make sure that their offers are more
successful, emotionally appealing and
effective by connecting with consumers on
a neurological level.

Companies use neuromarketing methods
to gain insightful feedback about their
product. For example - Coca-Cola has
employed neuromarketing for quantitative
ad performance analysis, emphasizing the
engagement of all five senses in their
advertising efforts. They conducted a neuro

-marketing research project to evaluate
consumer preferences between Pepsi
and Coke. Additionally, they utilized in-
store eye-tracking studies to examine
customer behaviour. Another example is
- Spotify, before its India launch to a
massive audience, they collaborated with
“Neurons” to pinpoint the perfect brand
activation tune. This choice significantly
increased sales and ensured a successful
product introduction in the new market.

Discovering insights from consumers'
subconscious minds, neuromarketing is a
real asset for marketers. It improves
advertising, content and product design
and helps to establish a closer
relationship with consumers, which
raises engagement and conversion rates.
By using personalised, interesting
information, neuromarketing helps
customers by making products better
and their entire shopping experience
smoother.

STUDENT ARTICLE
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Does Marketing Really Play With Our Mind?

What if | talk about soft drinks,
what brand will come to your mind,

W now let’s talk about chips, what is t-

he brand that just tapped your mind and what if
| tell you to let's go to watch a movie what is the
first thing or place that strikes your mind. | am
sure that there must be a particular brand or
few of them must be there about which you
have thought of that could be with a reference
to brand color, product packaging, brand image,
or any other factor. And now we are at the right
track. This is what marketers these days use to
grab the attention of consumers which in the
world of marketing is stated as Neuromarketing.

It is a fact that comprehending the intricacy of
human behavior is not an easy task. Consider
that you are asked to investigate the response of
the public to a specific marketing campaign.
How are you aware of that? It might seem
simple to you, but that's because you're simply
taking into account the opinions of yourself or
others in your demographic—which in the Gen-
Z world is point of view.

There comes the world of marketing with a set
of research to track human nature and
consumer response to advertisements and
promotional activities Facial tracking, Facial
coding, Heart rate, and GSR are some of the
methods to track the consumers reactivity and
interest towards a brand. These techniques are
used in general practice these days by every
brand. Everyone these days are in a hurry, even
while travelling either you are on you phone
using your favorite social media apps or scrolling
between reply to office emails or any movie
streaming app. Which makes you miss out on so
many brand advertisements on the road. It is
already very difficult for brands to catch
consumers mind and there comes all the
distractions. Thus, it becomes very important to
stay in the minds of people and make them
relate to the brands. Brand positioning , Brand
logo, Tagline, color plays a vital role being the
savior to neuromarketing mechanismes.

Karan Sachdeva

NLDIMSR
PGDM - MARKETING
(BATCH 2023 - 2025)

Let's understand how these brands are
playing with the minds, what are the
successful applications of this marketing
technique? You must have noticed a product
having a MRP of just R 1 below the round
figure for example 99,299,2999 which tricks
your mind and turns appealing. Now think of
brand having a colour it can be Blue, Red,
Green or any other, which makes it easier for
you to connect with the brand. Blue may
lead you to Dominos or Pepsi, red in mind
and Coca Cola strikes while green may be
with Starbucks, this is what a brand does.

It is not at all easy to predict what is the next
consumer may expect or want in this
dynamic environment where trend changes
every dawn. So many brands in the race to
win consumer makes it more difficult to
stand tall and for long in the market but the
perfect implementation of marketing

techniques will help you grow and create
campaigns
consumers.

that stays in the neuro of
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Neuromarketing: How Companies Are Using Brain
Science To Sell You More Products?

feel a strong urge to buy a particular brand of

chips or a refreshing soda, even though you h
-adn’t plan to buy them. This interesting pull you
feel is a result of something called
“Neuromarketing”. It's all about how companies
stimulate your brain to make you want their
products more.

I magine you're in a store, and you suddenly

Neuromarketing combines ideas from science,
psychology, and marketing to figure out why we
choose to buy certain things. It's built on the
notion that our brains are always reacting to
things like ads, product packaging, and how
things look on the store shelf.

One common tool is called an FMRI, which
tracks blood flow in the brain. It can show which
parts of the brain becomes active when we see
different marketing activities.

Manan Bhandari

NLDIMSR
PGDM - MARKETING
(BATCH 2022-2024)

Another tool is EEG, which measures brain
electricity. It helps track how our brain
changes when we see ads and products. It
tells us what grabs our attention and how we
feel about it.

One thing neuromarketing reveals is the
“mere exposure effect”. This means we're
more likely to buy things we've seen before,
even if we can’'t remember seeing them. It's
like your brain says, “Hey, | know this”.

Another important finding is that we often
pick things that make us feel happy or
excited. If a product reminds us of good
times, we're more likely to choose it over
something that makes us feel sad or worried
and how a product looks is a big deal. If it
catches your eye because it's pretty or the
packaging is cool, you're more likely to put it
in your cart. Companies know this, so they
work hard to make their products look great
and lastly, how a product looks matters a lot.
If it catches our eye, whether because of its
design or packaging, we're more likely to put
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Burger King, a well-known fast-food chain,
recently ran a unique and attention-grabbing
campaign that relied on neuromarketing
principles. Instead of showcasing their burgers
in the usual mouth-watering, perfectly fresh
state, they did the opposite. Burger King
released ads and images of a decaying, mold-
covered Whopper burger to emphasize their
commitment to removing artificial
preservatives from their products. This

campaign was built on the idea that our brains
are naturally drawn to fresh, wholesome food.

By showing the "Ugly" side of a Whopper,
they aimed to highlight the absence of
artificial preservatives and to create a
subconscious connection between their food
and health. They leveraged the "mere
exposure effect" by repeatedly showing the
moldy burger to make it familiar.

In the end, neuromarketing is a fascinating
mix of science and marketing. It shows us
how our minds work when we shop, and it's
changing the way we pick the things we love.
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Neuromarketing’s Persuasive Power On Consumers

Paras Onial

NLDIMSR
PGDM - MARKETING
(BATCH 2023 - 2025)

nce upon a time, in the not-so-distant
world of marketing, a new field emerged -

Neuromarketing. It was a unique blend of
neuroscience and marketing, aiming to unravel
the mysteries of consumer behaviour and wield
its power to influence buying decisions. As this
field gained momentum, marketers became
intrigued by the idea of peeking into the depths
of consumer's minds to understand their
desires, preferences, and motivations. It's a
fascinating fusion of science and marketing that
enables advertisers to craft more precise and
effective ad campaigns.

The human brain is a complex, decision-making
powerhouse. Neuromarketing is like having a
backstage pass to this cognitive circus. It does
this by studying how the brain reacts to various
marketing stimuli. Cutting-edge tools like
Functional Magnetic Resonance Imaging

(FMRYI), Electroencephalography (EEG), and eye
tracking let researchers observe and measure
brain activity.

Shubham Joshi
NLDIMSR
PGDM - MARKETING
(BATCH 2023 - 2025)

By decoding these neural responses,
marketers uncover invaluable insights into
consumer preferences, emotions, and
reactions. They can pinpoint which
elements of an ad grab attention, evoke
emotional responses, and ultimately
prompt action.

Think about it: when you watch a
heartwarming commercial about a

neglected puppy finding a loving home,
your brain lights up like a Christmas tree
with feelings of empathy and compassion.
This emotional connection can lead to
powerful and long-lasting brand loyalty.
Neuromarketing is the Rosetta Stone that
helps marketers decipher these emotional
triggers and harness them for their
advertising campaigns.

As technology marches forward, so does
the field of neuromarketing. Exciting
innovations, including facial coding,
biometric sensors, and virtual reality, are
being integrated into research
methodologies. These innovations promise
to offer even deeper insights into consumer
responses, allowing marketers to fine-tune
their strategies and create more engaging,
persuasive advertisements.

One of the earliest

applications of
neuromarketing was the study of eye gaze.
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Researchers discovered that by tracking where
consumer's eyes focused on a product or
advertisement, they could gain valuable insights
into their attention and interest levels. This
information allowed marketers to optimize their
designs, ensuring that the most important
elements captured the consumer's attention
and held it for longer.

Another fascinating aspect of neuromarketing
was the exploration of how colors influence
consumer behavior. Through various studies,
researchers identified that different colors
evoked distinct emotions and reactions.
Marketers could then strategically use color
schemes in their branding and packaging to
elicit specific responses from consumers. For
example, warm colors like red and orange were
found to stimulate appetite, making them ideal
choices for food-related products.

Virtual Reality (VR) is another frontier in
neuromarketing. It allows researchers to
immerse participants in a controlled virtual
environment, making it possible to track every
movement and reaction. This technology
promises to unlock new levels of understanding,
enabling brands to create immersive and
unforgettable advertising experiences.

However, as with any new field, caution was
necessary. Some marketers fell into the trap

of overselling the capabilities of
neuromarketing, making unrealistic
promises about its effectiveness. It was
essential to remember that  while

neuromarketing provided valuable insights, it
was just one piece of the marketing puzzle.
The power to shape consumer responses and
decision-making processes comes with a
responsibility to use neuromarketing
techniques ethically. Respecting consumer
autonomy and maintaining transparency is
paramount.

And so, the story of neuromarketing
unfolded, with marketers embracing this
newfound power to understand and
influence consumer behavior. With each
passing day, they delved deeper into the
realms of the human mind, armed with the
tools and knowledge to craft marketing
strategies that would captivate and inspire.
The future of marketing had arrived, and it
was neurologically charged.

NEUROMARKETING
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Neuromarketing: The Subeonscious Science Of

Consumer Behaviour

euromarketing is where psychology,
neuroscience, and marketing intersect
to comprehend and influence consumer
behaviour. It leverages our understanding of the
subconscious mind to tap into the emotions,
memories, and instincts that drive buying
decisions. In a world where businesses vie for
consumer  attention, creating emotional
connection is key to staying top-of-mind and
building fierce loyalty. Brands have realized that
it is not just about selling products or services;
it's about telling a compelling story that
resonates emotionally with the consumer.

Neuromarketing's foundation lies in
neuroscience, which employs tools like
Functional Magnetic Resonance Imaging

(FMRI) and Electroencephalography (EEC) to
peer into the brain. These techniques provide
insights into how different stimuli affect
thought processes and emotions. For instance,
when you see a product in an advertisement,
specific regions of your brain light up, signaling
emotional responses. Neuromarketers analyze
this data to understand which elements trigger
positive emotions and which may induce a
negative response. The brain's reward system,
involving the release of dopamine, plays a
critical role in consumer decision-making.
Brands that can activate this reward system
through discounts, freebies, or the promise of a
better life can create a powerful pull on the
consumer. Understanding how to trigger this
reward response is a fundamental aspect of
neuromarketing.

Colour psychology is another integral
component. The choice of colours in marketing
materials and product design is not arbitrary.
Colours are selected with precision based on
their ability to evoke specific emotions and
create a particular perception of the brand or
product. For instance, red is associated with
excitement and passion, while blue conveys
trust and reliability. Consider the golden arches
of McDonald's or the soothing green of Starbu-
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-cks; these colours are not randomly chosen
but deliberately selected to convey messages
and elicit emotions.

Storytelling is an essential tool in
neuromarketing. Brands that tell compelling
stories are more likely to connect with their
audience on an emotional level. Coca-Cola's
holiday commercials, for example, often
revolve around themes of happiness,
togetherness, and the magic of the season,
evoking powerful emotions associated with
the brand. Storytelling extends beyond
advertisements to the overall brand narrative.

Neuromarketing capitalizes on cognitive
biases, including the concept of social proof.
People tend to follow the crowd and make
decisions based on what others are doing.
Phrases like "Bestselling" or "Recommended
by thousands" tap into this subconscious
belief. Reviews and testimonials also play a
significant role in social proof, reinforcing the
decision to buy. Neuromarketing encourages
the collection and strategic use of social
proof to influence consumer behaviour.
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Creating a sense of another
psychological principle exploited by
neuromarketing. When something is perceived
as limited or in high demand, our fear of missing
out (FOMO) is triggered, driving us to act
quickly. Tactics like limited-time offers and low-
stock notifications create urgency and scarcity,
compelling consumers to make purchases.

scarcity is

The future of neuromarketing looks promising
with advancing technology and a deeper
understanding of the human brain. Marketers
will gain even deeper insights into consumer
behaviour, leading to more personalized and
effective strategies. However, the ethical
implications of neuromarketing cannot be
ignored. Manipulating consumers at a
subconscious level raises concerns about
consent, privacy, and manipulation. Striking a
balance between effective marketing and
consumer protection will be a challenge that
marketers, researchers, and policymakers need
to address in the future.

In conclusion, neuromarketing is
revolutionizing the way businesses connect
with their customers. By delving into the
subconscious mind and using the
principles of neuroscience, brands can
create emotional connections that drive
consumer behaviour. Understanding the
power of colour, storytelling, social proof
and scarcity, neuromarketing offers a
unigue insight into the art and science of
influencing buying decisions. As the field
continues to evolve, businesses that
embrace this new science of consumer
behaviour will likely have a significant
advantage in the marketplace.
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Unveiling Neuromarketing's Influence In

Digital Landscapes

tepping into the realm of digital
S marketing as a student, I've admired

the evolution of strategies driven by the
insights fromm neuromarketing. Understanding
the human psyche has become pivotal in
crafting compelling digital campaigns.
In the digital landscape, the implementation of
neuromarketing techniques has been
transformative. The power of persuasive visuals,
captivating storytelling, and streamlined user
experiences speaks volumes about the impact of
understanding consumer behaviour at a
subconscious level.

The science of neuromarketing has offered a
deeper comprehension of how consumers
interact with online content. Analysing metrics
such as click-through rates, time spent on
specific web pages, and user engagement
patterns has allowed marketers to tailor content
to match consumer preferences. This has
resulted in higher conversion rates and
improved ROI for digital campaigns.

Additionally, the integration of neuromarketing
principles in social media marketing has been
game-changing. By comprehending the

emotional triggers that prompt user responses,

Saloni Jha
NLDIMSR
PGDM - MARKETING
(BATCH 2023 - 2025)

marketers have fine-tuned their strategies,
creating content that resonates and incites
action among target audiences.
Understanding the psychology behind
consumer decision-making in the digital
sphere has immense potential. As a student
and a budding marketer, the fusion of
technology and neuroscience presents an
exciting frontier for crafting strategies that
not only attract but deeply engage
consumers.
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The adaptability of neuromarketing principles
across various digital platforms has redefined
the landscape of online advertising. Whether it's
through social media, mobile applications, or
website interfaces, the ability to decode and

anticipate user behaviour has become
instrumental. This predictive capacity has
enabled marketers to not only understand the
'what' but also the 'why' behind consumer
actions, creating experiences tailored to their
inherent desires and responses.

Furthermore, the ethical considerations of
neuromarketing in digital realms have gained
prominence. As we delve deeper into understa-
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-nding subconscious triggers, the
responsibility to use this knowledge ethically
and transparently becomes paramount.
Striking the balance between leveraging
these insights for effective marketing while
respecting user privacy and autonomy stands
as a crucial challenge for the future.

The continuous evolution and ethical
deployment of neuromarketing in the digital
sphere open doors to a more empathetic and
consumer-centric era, where marketing
efforts are not just about selling but creating
experiences that truly resonate with the
audience.
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Unlocking The Secrets Of Consumer Behaviour:

The Power Of Neuromarketing

deep comprehension of consumer

behaviour has long been recognized as

the cornerstone of successful marketing
influence. This knowledge is highly sought-after,
as it is instrumental in making consumer
decisions more manageable. Fortunately, a
remedy for this challenge can be discovered in
the fascinating field of neuromarketing, which
integrates insights from neuroscience,
psychology, and marketing to uncover the
hidden determinants of consumer behaviour. In
this article, we delve into the fundamental
tenets of neuromarketing and provide an
exclusive example that vividly demonstrates its
real-world implications. Neuromarketing has
transitioned from a contentious concept in 2002
to being widely adopted today. It has gained
acceptance among advertising and marketing
professionals, even in an industry that invests
over $400 billion annually in advertising
campaigns.

Neuromarketing is an interdisciplinary domain
that integrates elements of neuroscience,
psychology, and marketing to grasp the
neurobiological responses of consumers to
marketing stimuli. It employs cutting-edge
technologies such as FMRI, EEG, and eye-
tracking to unveil the hidden emotional and
cognitive factors affecting consumer decisions.
Neuromarketing acknowledges that choices are
not purely driven by reason but are significantly
impacted by emotions, sensory encounters, and
cognitive predispositions. Marketers utilize
these insights to craft more engaging and
convincing advertising campaigns.

"Core Tenets of Neuromarketing: The

Foundations of Persuasive Advertising"

Emotion Sells: Emotions play a central role in
influencing consumer choices, and
neuromarketing underscores the importance of
emotional engagement in establishing brand
loyalty and driving sales.

Saloni Khimani
NLDIMSR
PGDM - FINANCE
(BATCH 2023 - 2025)

Sensory Appeal: The brain processes
sensory information, including aspects like
color, texture, and scent, to create enduring
impressions. Marketers strategically select
sensory cues to mould consumer
perceptions, as evidenced by Starbucks'
skilful use of the inviting aroma of freshly
brewed coffee.

Cognitive Biases: People possess inherent
cognitive biases that can impact their
decision-making, such as confirmation bias
and anchoring. Neuromarketing enables
marketers to comprehend and exploit
these biases to their advantage.

Attention Economics: In the digital era,

capturing and retaining consumer
attention is of paramount importance.
Neuromarketing offers insights into

crafting engaging content, encompassing
attention-grabbing headlines and visually
appealing websites.

Neuromarketing harnesses the power of
social validation through methods like
positive  reviews, social proof, and
testimonials, as illustrated by TripAdvisor's
utilization of user-generated reviews.
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Neuroma rketling

"Coca-Cola's Neuro-Driven Marketing
Triumph: A Case Study in Consumer
Engagement"

Coca-Cola, a global icon, serves as a compelling
illustration of neuromarketing's impact. In a
guest to boost sales and strengthen consumer
connections, Coca-Cola conducted a
groundbreaking FMRI study, measuring brain
activity as individuals savoured the taste of their
product. The results were nothing short of
remarkable, revealing heightened activity in
areas associated with pleasure and reward. This
groundbreaking study confirmed the profound
link between Coca-Cola's flavour and the
elicitation of positive emotions. Capitalizing on
these insights, Coca-Cola seamlessly integrated
these findings into its marketing strategy,
emphasizing the emotional connection and
happiness associated with its product.
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The result was not only reinforced brand
positioning but also significant growth in
their market presence. This example vividly
demonstrates how neuromarketing unveils
deep-seated emotional triggers, providing a
blueprint for more effective campaigns.
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Neuromarketing: Decoding The Science Behind
Consumer Behaviour

Jigar Gohil
VIVA INSTITUTE OF TECHNOLOGY
MCA (2022 - 2024)

N the ever-shifting world of marketing,

one timeless challenge has been

comprehending the intricate puzzle of
consumer behavior. But now, imagine
having a key to unlock this mystery. That
key is Neuromarketing, a groundbreaking
field that takes a profound journey into the
human mind, untangling the intricate
threads of thoughts, emotions, and desires
that steer our choices when we shop. In this
article, we'll take a deep dive into the
captivating world of neuromarketing. We'll
explore the science behind it, its
transformative impact on businesses, and
how it's changing the very essence of how
companies build connections with their
audiences.

Neuromarketing is a multidisciplinary field
that combines neuroscience, psychology,
and marketing to comprehend how
consumers respond to advertising stimuli.
By utilizing advanced technologies such as
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Functional Magnetic Resonance Imaging
(FMRI), Electroencephalography (EEQ),
and eye tracking, researchers gain
insights into the neurological processes
that influence consumer choices.

One of the key principles of
neuromarketing is the acknowledgment
of the power of the unconscious mind in
decision-making. Traditional marketing
assumes that consumers make rational
choices based on a careful evaluation of
product features. Neuromarketing,
however, reveals that a significant portion
of decisions is driven by emotional and
subconscious factors.
Neuroscientific studies have
demonstrated that emotions play a
crucial role in the decision-making
process. Positive emotions associated
with a brand or product can create a
lasting impact on consumer preferences.
This insight has led marketers to craft
campaigns that evoke specific emotions
to build a deeper connection with their
audience.

Neuromarketing employs cutting-edge
tools to gather data directly from the
brain. FMRI scans, for instance, allow
researchers to observe brain activity in
response to stimuli, offering insights into
which areas of the brain are activated
during the decision-making process. EEG,
on the other hand, measures electrical
activity in the brain, providing a real-time
understanding of cognitive processes.
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Eye tracking is another valuable tool in
neuromarketing. By monitoring eye
movements, researchers can identify
which elements of an advertisement
capture attention and for how long. This
information is instrumental in designing
visually engaging and effective marketing
materials.

While neuromarketing offers
unprecedented insights into consumer
behaviour, it also raises ethical concerns.

Critics argue that manipulating the
subconscious through targeted
advertising can be seen as invasive.
Striking a balance between utilizing

neuroscientific tools for understanding the
consumers and respecting their privacy is
a challenge that the marketing industry
faces and is difficult to overcome and

Mmeasures are taken for the same.

As technology continues to advance, so
does the potential of neuromarketing.
The integration of artificial intelligence
and machine learning algorithms with
neuroscientific data could pave the way
for more personalized and effective
marketing strategies. However, this also
poses challenges related to data security
and the responsible use of consumer
information.

Neuromarketing represents a paradigm
shift in how we approach understanding
consumer behaviour . By tapping into the
intricacies of the human brain, marketers
can create more targeted and impactful
campaigns.. Ethical considerations must
be at the forefront of the evolving field to
ensure that the insights gained are used.
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Unraveling The Different Aspects Of Consumer

Behavior With Neuromarketing

Shivan Soni

TATA INSTITUTE OF SOCIAL SCIENCES
MBA (2023-2025)

n the ever-evolving landscape of
Imarketing, understanding consumer

behaviour has remained a constant chal-
-lenge. Enter Neuromarketing, a
revolutionary discipline that delves deep
into the human brain, unraveling the
complex web of thoughts, emotions, and
desires that drive our purchasing decisions.
In this article, we will embark on a
comprehensive exploration of the science
of neuromarketing, its profound impact on
businesses, and how it is fundamentally
reshaping the way companies connect
with their audiences.

The Intricacies of the Human Brain:
Neuromarketing is premised on the belief
that consumer decisions are not merely
rational but profoundly influenced by
subconscious processes. Striking a balance
between emotion and reason is the golden
key for marketers seeking to create
campaigns that resonate deeply. The
human brain, the epicenter of these
intricate dynamics, consists of two critical

regions in the realm of consumer
decision-making: the limbic system,
responsible for emotions and feelings,
and the neocortex, in charge of logic and
reasoning. Neuromarketing endeavors
to understand the dynamic interplay

between these two regions by
uncovering the hidden triggers.
Unlocking the Brain's Secrets:
Neuromarketers employ advanced

neuroimaging techniques to peer into

the enigmatic world of consumer
behavior. Two primary methods stand as
pillars in this endeavor:

Functional Magnetic Resonance
Imaging (FMRI): This powerful technique
allows researchers to observe the brain's
response to various stimuli in real time.
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neuromarketers can pinpoint the precise
regions of the brain activated during
specific marketing messages or product
presentations. This information provides
invaluable insights into which spects of a
campaign deeply resonate with the
audience.

Electroencephalography (EEG):

EEG records the brain's electrical activity,
offering insights into emotional reactions
and cognitive processes. It is a crucial tool
for evaluating the impact of advertising
content.

The Dominance of Emotion:

IN numerous neuromarketing studies, a
consistent pattern emerges: emotion plays
a paramount role in consumer decision-
making. Emotions not only drive brand
loyalty but also wield the power to
influence purchase decisions, creating
indelible memories. Consequently,
businesses are crafting emotionally
charged narratives.

Neuromarketing in Action:

1. Storytelling: Companies now harness the
potency of storytelling to evoke emotions
and forge strong connections with their a-

-udience. A compelling narrative doesn't
merely capture attention but etches a
brand into the consumer's memory.

2. Color and Design: Neuromarketers
have unveiled that specific colors and
designs can evoke particular emotions.
Armed with this knowledge, brands
meticulously  select  palettes and
aesthetics that harmonize with their
messaging.

3. Pricing Strategies: Understanding how
the brain perceives price guides
businesses in setting optimal pricing
structures. Even subtle changes in
pricing presentation can significantly
influence consumer choices.

4. Packaging and Labeling: The design
of a product's packaging can have a
profound effect on consumer perception
and purchasing behaviour.
Neuromarketing insights have led to
more captivating and emotionally
engaging packaging designs.

Conclusion:

Neuromarketing is revolutionizing
business-consumer engagement. It
provides potent tools to forge profound
connections with audiences by tapping
into the human mind's intricacies, fusing
emotion, science, and marketing. In an
era of information overload,
neuromarketing is the key to making a
lasting impact, transcending traditional
marketing and offering a unique
glimpse into the human psyche.
Understanding consumer behaviour is
the linchpin of success in today's
dynamic marketplace, and
neuromarketing is the guiding beacon
towards deeper connections and more
impactful campaigns.
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Be it the billboard,

Or the man shouting on the streets,
"Sale sale sale!"

Oh, but the old techniques of selling
Are now so stale!

With an appetite for more,

Came together

The resolute market researchers,

And some enterprising neuroscientists,
With a whole lot of zealous willpower!

In a potful of marketing,

They added some neuroscience and psychology
Stir stir stir!

A fresh recipe is getting ready

Voila! This delicacy is called Neuromarketing!

This freshly cooked dish -

Neuromarketing

Makes consumer experience so much thrilling,
And caters the marketers alike

Who expected this meal to be so fulfilling?

Ushered has the new age,

Where technology tells us why we do,

What we do

Only for us to tinker with how we do it

Boon or bane, well, | don't know?

But it's a delicacy worth savouring, that's for sure!

-Aishwarya Bhosale
NLDIMSR

PGDM - MARKETING

BATCH (2023 - 2025)
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