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Abstract

In a modern, increasingly competitive and dynamic business environment, marketing
plays a major role in the formation of corporate strategy and organizational success. The
relevance of the topic lies in the fact that the need for companies to adopt market-oriented
and relevant approaches is constantly growing, which will connect the company's internal
processes with customer requirements and provide a competitive advantage. This paper
examines the strategic importance of marketing in business development and identifies the
main factors that hinder the implementation of neuromarketing technologies in Georgia. It
also determines the extent to which neuromarketing is used by marketers in Georgia in
marketing strategies. The main goal of the study is to analyze how neuromarketing affects
business decisions, promotes customer satisfaction and supports long-term organizational
growth. The paper discusses neuromarketing, its tools and techniques, and the impact of
neuromarketing on customer reactions. Fundamental concepts of marketing, including the 4P
framework (product, price, place, promotion), customer relationship management and
alignment with strategic marketing planning.

The study was conducted through a questionnaire distributed to Georgian marketers
working in various industries. The goal was to understand how often and effectively
neuromarketing principles are used in Georgian business practice and how marketers perceive
its effectiveness in various campaigns, decision-making and business development.

The results of the study show that although Georgian companies are increasingly
recognizing the effectiveness of neuromarketing, its active use is still not being made. The
study also highlights the positive trend that companies are actively using practices already
known and widespread in the market, such as: a different design for the website, as well as
placing the necessary product at the end of the store, etc. They report a higher level of
customer satisfaction, increased sales and competitive advantage.

This work once again confirms that the development of neuromarketing in Georgia is
still at an early stage. Georgian marketers use various tools related to neuromarketing, such as
the use of colors, placing the desired product at eye level, etc. Despite the fact that
neuromarketing techniques are less widely used in Georgia today, Georgian marketers use
various tools that have already been established and related to neuromarketing. It not only
enhances operational efficiency, but also contributes to sustainable market orientation and
provides competitive advantage.

Keywords: marketing, neuromarketing, emotional engagement, role of marketing in
business, neuromarketing techniques, neuromarketing in Georgia.
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