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Abstract 

 

Neuromarketing is a field of marketing that aims to study consumer behavior and emotions caused 

by the influence of the central nervous system. The term appeared in 2002 and was often the 

subject of discussion, however, nowadays, interest in neuromarketing has become more 

widespread in modern advertising communications, which makes it easier to conduct effective 

communication with clients. 

The development of neuromarketing was driven by several factors, including the development of 

digital technologies and the creation of a crisis situation in the traditional advertising space. In 

general, it should be notied that neuromarketing is a combination of neuroscience and marketing, 

the main goal of which is to study the feelings and emotions of consumers. 

Importance of neuromarketing is discussed in the paper, as well as whether it is the best discipline 

for fundamentally studying modern advertising strategies. At the same time, it also discusses 

whether it is a new vision, a new opportunity in marketing research, and whether it will replace 

the traditional advertising model. 

The aim of the research is to examine the role of neuromarketing in modern advertising strategies, 

and more specifically, how brands use neuroscience findings to influence consumers. 

Based on my research, we can say that there is a lack of information on this topic, as well as a low 

rate of its practical application, since the main components of neuromarketing are not very 

popular in the academic space. Accordingly, modern advertising strategies must take this data into 

account and apply approaches that are based on neuroscience — in order to communicate more 

effectively and stimulate behavioral responses. That is why, as a result of in-depth research on the 

topic, neuromarketing can be given more practical value. 

Key words: neuromarketing, advertising communication, subconscious influence, brain response, 

neuromarketing stimuli. 
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