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Abstract

This thesis examines the influence of neuromarketing on consumer behavior, engagement,
loyalty, and purchasing habits. The relevance of the topic is determined by the growing need
to understand consumer behavior more deeply in the modern marketing environment, where
rapid technological development and increasing market competition have made traditional
marketing approaches insufficient for fully explaining consumer motivations.
Neuromarketing, which integrates neuroscience, psychology, and marketing, provides an
opportunity to identify the subconscious and emotional factors that significantly influence
consumer decision-making processes.

The primary objective of the study is to evaluate the impact of neuromarketing on modern
consumer behavior and decision-making, as well as to determine how various neuromarketing
mechanisms affect consumer engagement, loyalty, and impulse purchasing. The research is
based on the analysis of scientific studies published between 2007 and 2020 and combines both
qualitative and quantitative research methods. The literature review examines key
neuromarketing theories, empirical studies, and practical examples related to consumer
emotions, brand perception, product packaging, the neurobiological foundations of decision-
making, and ethical challenges associated with neuromarketing.

The findings demonstrate that a significant proportion of consumer decisions are driven by
emotional and subconscious processes. Neuromarketing tools such as EEG, Eye-Tracking,
fMRI, PET, and Facial Coding enable researchers to assess consumer attention, emotional
engagement, memory activity, and responses to various marketing stimuli. The analysis of the
literature confirms that the application of neuromarketing techniques enhances consumer
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engagement and brand loyalty by allowing companies to develop more personalized and
emotionally effective communication strategies. Furthermore, the findings reveal that
attractive packaging, strong branding, and visual and sensory stimuli significantly increase the
likelihood of impulse purchases. The reviewed studies also indicate that consumer choices can
often be predicted more accurately through neural activity than through consumers’ self-
reported preferences.

Particular attention is devoted to the ethical implications of neuromarketing. The study reveals
that despite its considerable potential, concerns remain regarding consumer privacy,
behavioral prediction, and the possibility of manipulation. However, the analyzed literature
suggests that neuromarketing should not be viewed as a tool for controlling consumers but
rather as a complementary research approach that enriches traditional marketing methods and
provides a deeper understanding of consumer behavior.

The research findings support the proposed hypotheses. The use of neuromarketing
mechanisms positively affects consumer engagement and loyalty, increases the likelihood of
impulse purchasing, and demonstrates that neglecting ethical considerations may negatively
influence consumer trust and brand reputation. Consequently, neuromarketing can be
regarded as an important and promising field within modern marketing, enabling
organizations to gain deeper insights into consumer behavior and develop more effective,
consumer-oriented marketing strategies. Nevertheless, its application should be guided by
ethical principles, transparency, and respect for consumer rights.

Keywords: Neuromarketing, Consumer Behavior, Consumer Loyalty, Consumer Engagement,
Impulse Buying, Decision-Making, Emotions, Branding, Neuroscience, Marketing
Communication.
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