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ABSTRACT 

This research focuses on finding the effect of Neuromarketing techniques employed by the FMCG 

Industry on youth. The scope of this research has been confined to the analysis of perceptions of 

youth towards a single brand of the FMCG Industry - Coca Cola. The main goal is to understand 

how youngsters feel about this brand and what is their general perception of it. Coca-Cola's 

iconic status, refreshing image, and the traditions it has created over the years are significant 

factors contributing to its sustained popularity. The brand has successfully positioned itself as not 

just a beverage but a symbol of happiness, sharing, and timeless enjoyment. It uses various 

Neuromarketing techniques to further improve its marketing efforts and develop better advertising 

campaigns and strategies. This study reveals reiterates that Coca-Cola is still the most preferred 

brand for soft drinks, however an interesting observation is that, while most people still enjoy and 

like it and are even willing to defend it when criticized, not a lot of people are willing to 

recommend or endorse it to others. The findings demonstrate the brand's continued appeal and its 

ability to forge emotional connections with consumers. 

 

KEYWORDS: Neuromarketing, Fmcg, Coca-Cola, Branding. 

REFERENCES 

Smidts,A.(2002).Kijkeninhetbrein:Overdemogelijkhedenvanneuromarketing.file:///C:/Users/arush/

Downloads/EIA-012-MKT.pdf 

Dooley, R. (2010). What is Neuromarketing?. Believe about Why We Buy is Wrong.Random. 

https://scholar.google.com/citations?view_op=view_citation&hl=en&user=_6-

pS1kAAAAJ&citation_for_view=_6-pS1kAAAAJ:u5HHmVD_uO8C 

Lee, N., Broderick, A. J., & Chamberlain, L. (2007). What is ‘neuromarketing’? Adiscussionand 

agendafor futureresearch.International journal ofpsychophysiology,63(2),199-204. 

https://www.sciencedirect.com/science/article/abs/pii/S0167876006001073 

Marichamy and Sathiyavathi, 2014 

https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_

OF-libre.pdf?1430636623=&response-content-

disposition=inline%3B+filename%3DNEUROMARKETING_THE_NEW_SCIENCE 

_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY

~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJ

a2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9

cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-

file:///C:\Users\arush\Downloads\EIA-012-MKT.pdf
file:///C:\Users\arush\Downloads\EIA-012-MKT.pdf
file:///C:\Users\arush\Downloads\EIA-012-MKT.pdf
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=_6-pS1kAAAAJ&citation_for_view=_6-pS1kAAAAJ%3Au5HHmVD_uO8C
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=_6-pS1kAAAAJ&citation_for_view=_6-pS1kAAAAJ%3Au5HHmVD_uO8C
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=_6-pS1kAAAAJ&citation_for_view=_6-pS1kAAAAJ%3Au5HHmVD_uO8C
https://www.sciencedirect.com/science/article/abs/pii/S0167876006001073
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA


Asian Research consortium 

www.aijsh .com 

 

Asian Journal of Research in Marketing 
ISSN: 2277-6621     Vol. 13, Issue 1, February 2024     SJIF 2022 = 8.061 

A peer reviewed journal 

 

jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1

hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ&Key-Pair-

Id=APKAJLOHF5GGSLRBV4ZA 

Schneider & Woolgar (2012) 

https://www.tandfonline.com/doi/abs/10.1080/10253866.2012.654959 

Ohme, R., &Matukin, M. (2012). A small frog that makes a big difference: Brainwave testing of 

TV advertisements. IEEE pulse, 3(3), 28-33. 

https://ieeexplore.ieee.org/abstract/document/6210559 

Ohme, R., Matukin, M., & Pacula-Lesniak, B. (2011). Biometric measures forinteractive 

advertising research. Journal of interactive advertising, 11(2), 60-72. 

https://www.tandfonline.com/doi/abs/10.1080/15252019.2011.10722185 

Fugate, D. L. (2007). Neuromarketing: a layman's look at neuroscience and itspotential application 

to marketing practice. Journal of consumer marketing, 24(7),385-394. 

https://www.emerald.com/insight/content/doi/10.1108/07363760710834807/full/html 

Neuhofer, Z., McFadden, B. R., Rihn, A., Wei, X., Khachatryan, H., & House, L.(2020). Can the 

updated nutrition facts label decrease sugar-sweetened beverageconsumption?. Economics & 

Human Biology, 37, 100867. 

https://www.sciencedirect.com/science/article/pii/S1570677X19302321 

De Houwer, J., & De Bruycker, E. (2007). The implicit association test outperforms the extrinsic 

affective Simon task as an implicit measure of inter‐individual differences in attitudes. British 

Journal of Social Psychology, 46(2), 401-421. 

https://bpspsychub.onlinelibrary.wiley.com/doi/abs/10.1348/014466606x130346 

Hubert, M., & Kenning, P. (2008). A current overview of consumerneuroscience. Journal of 

Consumer Behaviour: An International Research Review, 7(4‐5), 272-292. 

https://onlinelibrary.wiley.com/doi/abs/10.1002/cb.251 

Senior, C., & Lee, N. (2008). A manifesto for neuromarketing 

science.https://www.sciencedirect.com/science/article/abs/pii/S1072751508000781 

Wolfe,K.,Jo,W.,Olds,D., Asperin,A.,DeSanto,J.,&Liu, W.C.(2016).AnfMRIstudy of the effects of 

food familiarity and labeling on brain activation. Journal ofCulinary Science & Technology, 14(4), 

332-346.https://www.tandfonline.com/doi/abs/10.1080/15428052.2016.1138917 

Reimann, M., Schilke, O., Weber, B., Neuhaus, C., &Zaichkowsky, J. (2011).Functional magnetic 

resonance imaging in consumer research: A review and application. Psychology & Marketing, 

28(6), 608-637. 

https://onlinelibrary.wiley.com/doi/abs/10.1002/mar.20403 

Zamani, H., Abas, A., & Amin, M. K. M. (2016). Eye tracking application on emotion analysis for 

marketing strategy. Journal of Telecommunication, Electronic and Computer Engineering (JTEC), 

8(11), 87-91. 

https://jtec.utem.edu.my/jtec/article/view/1415 

Bercea, M. D. (2012, August). Anatomy of methodologies for measuring consumer behavior in 

neuromarketing research. In Proceedings of the Lupcon Center forBusiness Research (LCBR) 

European Marketing Conference. Ebermannstadt, Germany. 

https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/37486756/NEUROMARKETING_THE_NEW_SCIENCE_OF-libre.pdf?1430636623&response-content-disposition=inline%3B%2Bfilename%3DNEUROMARKETING_THE_NEW_SCIENCE_OF_CONSUM.pdf&Expires=1694549021&Signature=P5R6iQkMdiXmqJfSCHzqyiOVoVYxkY~Qr9ZQ0jIzCVZ7t7mrnxXobIcnXiz~mx~XNuxDuUuuLeeRT~gPI34V3ZuMpqqja9keS6J8moSzJa2eFZxKM79X1ZVyksSaQWMM4MpVy4Tkol1imtQhqJ~W12DwdVbUhjZANneVIOY6AVdc9cyWl7cNz1YuygU-02vwY~Dg7Y8rBjDn5p7Egoc-jArkCaGoshLxcJpJWPQv7cxdBT~7gchxpdw86dgcSGIyCxa~fpvAd7D6L5b3xYuadx0VQ7K8k1hQYZk3MT9QaEv0KnwR9GJHpWlyPUsWvFpoq2Rk5eumPS65-Ww04OgBDQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://www.tandfonline.com/doi/abs/10.1080/10253866.2012.654959
https://ieeexplore.ieee.org/abstract/document/6210559
https://www.tandfonline.com/doi/abs/10.1080/15252019.2011.10722185
https://www.emerald.com/insight/content/doi/10.1108/07363760710834807/full/html
https://www.sciencedirect.com/science/article/pii/S1570677X19302321
https://bpspsychub.onlinelibrary.wiley.com/doi/abs/10.1348/014466606x130346
https://onlinelibrary.wiley.com/doi/abs/10.1002/cb.251
https://www.sciencedirect.com/science/article/abs/pii/S1072751508000781
https://www.tandfonline.com/doi/abs/10.1080/15428052.2016.1138917
https://onlinelibrary.wiley.com/doi/abs/10.1002/mar.20403
https://jtec.utem.edu.my/jtec/article/view/1415


Asian Research consortium 

www.aijsh .com 

 

Asian Journal of Research in Marketing 
ISSN: 2277-6621     Vol. 13, Issue 1, February 2024     SJIF 2022 = 8.061 

A peer reviewed journal 

 

https://www.researchgate.net/profile/Monica-Diana-Olteanu-

bercea/publication/260058154_Anatomy_of_methodologies_for_measuring_consumer_behavior_i

n_neuromarketing_research/links/0deec52f3abdb88ac1000000/Anatomy-of-methodologies-for-

measuring-consumer-behavior-in-neuromarketing-research.pdf 

Morin, C. (2011). Neuromarketing: the new science of consumer behavior. Society,48(2),131-135. 

https://link.springer.com/article/10.1007/s12115-010-9408-1 

Moya, I., García-Madariaga, J., & Blasco, M. F. (2020). What can neuromarketing tell us about 

food packaging?. Foods, 9(12), 1856. 

https://www.mdpi.com/2304-8158/9/12/1856 

Bruce,A.S., Bruce,J. M.,Black,W. R.,Lepping,R.J.,Henry, J.M., Cherry,J. B.C., 

... & Savage, C. R. (2014). Branding and a child’s brain: an fMRI study of neuralresponses to 

logos. Social cognitive and affective neuroscience, 9(1), 118-

122.https://academic.oup.com/scan/article/9/1/118/1675522 

Pieters, R., Wedel, M., & Batra, R. (2010). The stopping power of advertising: Measures and 

effects of visual complexity. Journal of Marketing, 74(5), 48-

60.https://journals.sagepub.com/doi/abs/10.1509/jmkg.74.5.048 

Zurawicki, L. (2010). Neuromarketing: Exploring the brain of the consumer. Springer Science & 

Business 

Media.https://books.google.com/books?hl=en&lr=&id=gy45SfmuxK4C&oi=fnd&pg=PR3&dq=Zu

rawicki+(2010)+neuromarketing&ots=1tYwHWaLcX&sig=GoDvMWKEQbpE6UfzLIklFnsieN

M 

Pileliene,L.,&Grigaliunaite,V.(2017).The effect of female celebrity spoke sperson in FMCG 

advertising: neuromarketing approach. Journal of consumer marketing, 34(3), 202-

213.https://www.emerald.com/insight/content/doi/10.1108/JCM-02-2016-1723/full/html 

H. Zamani, A. Abas, M. K. M.Aminhttps://jtec.utem.edu.my/jtec/article/download/1415/926/3975 

Appendices 

Appendix-A: 

Refer to the google form floated for the survey conducted: 

https://docs.google.com/forms/d/e/1FAIpQLSdwJzVC6GG8nufvpNg-7h3c-

ZPVdRk1H31yU2B_lTtHrJwG0g/viewform?usp=sf_link 

Appendix-B: 

Refer to the Google sheet for the records of respondents below: 

https://docs.google.com/spreadsheets/d/1An0WbU2jrtxZRgl0BQLYMp41PB5sgYnWnTsc2Px5Y

Go/edit?resourcekey#gid=121981314 

Appendix-C: 
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