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Abstract

Fast-Moving Consumer Goods (FMCG) trade is the fastest-growing industry both in Georgia and
around the world. The use of neuromarketing tactics plays an important role in the growth and

development of this industry.

This master's thesis examines the use of neuromarketing tactics in the FMCG sector of Georgia.
The aim of the paper is to investigate the extent to which neuromarketing tactics are used in
Georgia's FMCG sector and, using the example of the leading brand retail chains in this

industry, to identify those neuromarketing tactics that are most effective in practice.

Based on the goal of the master's thesis, a complex, three-stage research method was chosen.
This includes the following qualitative research methods: an in-depth interview with an expert
in the field, a survey with representatives of the leading brand chains in Georgia's FMCG sector,

and validation of the results obtained from the survey through observation.

The study revealed the main neuromarketing tactics that are actively used by the leading brand
chains in Georgia's FMCG sector. Furthermore, it was determined which neuromarketing tactics

are considered the most effective by specialists employed in Georgia's retail trade sector.

Within the framework of the paper, we have identified neuromarketing tactics whose
knowledge and implementation will be even more beneficial for Georgia's FMCG sector and

will contribute to its growth.

The research project consists of the following parts: introduction, literature review,

methodology, discussion of results, and conclusion.

Keywords: Marketing, Neuromarketing, FMCG Sector, Neuromarketing Tactics, Retail.
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