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Abstract

We live in the modern digital world in the 21st century, where we are constantly faced with
the news because of the fast pace of life. The human brain receives a lot of new information every
day, being informed, seeing and checking. Advertising, new brands, products, services have
become an integral part of our lives. Exactly, in this modern digital world takes place marketing

process which is called neuromarketing.
This includes exposure to the brain to change customer behavior, increase sales or services.

Our master's thesis includes research on the impact of neuromarketing on consumers, how sales
are growing as a result of exposure to the brain, brand popularity and awareness. This article
focuses on the importance of color psychology in branding, the applicability of color psychology
tools and neuromarketing by companies in Georgia in the process of obtaining customer service

or purchasing a product.

The presented work is considered in the category of methodologically mixed studies, since we
used both quantitative and qualitative studies. The study showed, that the majority of
respondents, who first visited a neuromarket, also found that colors occupy one of the leading
places in the everyday life of Georgian consumers and in the process of making important

decisions.

Keywords: "Psychology of colors", "Neuromarketing", "Branding"
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