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ABSTRACT

Neuromarketing is an emerging field that combines neuroscience with marketing strategies to understand consumer
behaviour at a deeper psychological level. This study aims to assess the awareness, emotional influence, and
memory-related impacts of neuromarketing on consumer purchase intentions in Tamil Nadu. A structured
questionnaire was administered to 250 respondents across various demographic segments in this district. The
findings reveal that emotional engagement and memory triggers such as visuals, music, and nostalgic elements
significantly affect consumer decision-making and brand recall. The study provides valuable insights for marketers
to tailor their strategies using neuromarketing techniques for enhanced consumer engagement and brand loyalty in
the Coimbatore region.
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1. Introduction

Neuromarketing, a field that merges
neuroscience  and  marketing, explores  how
subconscious consumer responses influence purchasing
decisions.  This approach utilizes techniques from
neuroscience, such as eye tracking, FMRI, and EEG, to
measure brain activity and emotional engagement
during consumer interactions with advertisements and
brands. The goal is to create more effective marketing
strategies by leveraging these subconscious insights to
design campaigns that resonate emotionally with
consumers.

Research on neuromarketing has shown that
emotional appeal in advertising significantly impacts
consumer behaviour. According to Lee and Choi [1],

emotionally charged advertisements tend to generate
stronger consumer engagement, leading to higher recall
and purchase intention. Similarly, Stockli et al. [2]
Emphasize that emotional stimuli, like visual images
and music, can enhance brand recognition and influence
purchase decisions. These findings align with the work
of Kumar and Shah [9], who noted that brands that
effectively trigger emotional responses are more likely
to create long-lasting consumer loyalty. As consumers
are increasingly exposed to digital advertisements,
understanding their emotional and sensory responses
has become critical. With the rise of social media and
online platforms, brands have new opportunities to use
neuromarketing techniques to personalize ads and
directly engage with their audience. The digital age has
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opened new avenues for emotional engagements, which
has been shown to drive purchase intention, as
demonstrated in recent studies by Poynter [6] and Grier
and Anderson [8].

This study aims to explore the impact of
neuromarketing techniques on consumer behaviour in
Tamil Nadu, where the growing digital and media
landscape has led to increased exposure to innovative
marketing tactics. The research will specifically
examine how emotional and sensory triggers in
advertisements influence consumer awareness, memory
recall, and purchase intention.

2. Review of Literature

Neuromarketing has emerged as a powerful
tool for understanding consumer behaviour by blending
insights from neuroscience and marketing. It aims to
explore how consumers’ unconscious brain processes
influence their purchasing decisions, providing
marketers with an edge over traditional research
methods. Numerous studies have been conducted to
examine the role of emotional and cognitive triggers in
shaping consumer behaviour, the effectiveness of these
triggers, and their direct impact on purchase intentions.
2.1 Neuromarketing and Consumer Decision-
Making

One of the foundational studies in
neuromarketing by Lee et al. (2007) demonstrated how
brain imaging could identify the emotional and
subconscious response of consumers to advertisements.
Their research found that emotional engagement,
particularly through positive emotional appeals,
significantly influences consumer decision-making.
Similarly, Morin (2011) argued that neuromarketing
allows companies to bypass the conscious biases of
traditional surveys by capturing responses
subconscious level, providing a clearer picture of
consumer preferences.

at a

2.2 Emotional Influence and Purchase Intentions
The emotional connection between consumers
ad brands is central to the concept of neuromarketing.
Kahneman (2011) suggests that decision-making is not
entirely a rational process, and emotions play a key role
in guiding individuals’ choices. In line with this,
Schmitt et al. (2015) found that emotionally charged
advertisements led to higher purchase intentions, as they
created stronger associations with the brand. The
highlighted that consumer emotions, whether positive or
negative, can shape their attitudes towards a brand and
ultimately influence their purchasing behaviour.

Further studies, such as those by Adaval &
Monroe (2002), have explored how advertisements that
evoke emotions such as happiness or nostalgia are more
likely to result in positive consumer engagement and
brand recall. This concept has been widely adopted in
neuromarketing practices, where emotional triggers like
music, colour, and visual storytelling are used to engage
consumers.

2.3 Memory Recall and Brand Recognition

Memory plays a significant role in how
consumers make purchasing decisions, as it determines
whether they will recall a brand or product when
making a decision. Bertini et al. (2015) discussed how
memory recall is a direct predictor of brand success in
competitive markets. They found that brand recall is
significantly enhanced when advertisements employ
strong emotional or sensory cues that triggers long-term
memory retention. This aligns with Schaefer and
Schaefer’s (2016) findings that the use of sensory
marketing, including visuals, sounds, and scent, can
trigger emotional memories that increase likelihood of
consumers recalling the brand.

Nostalgia, in particular, has proven to be a
powerful tool in creating lasting impressions. Holbrook
and Schindler (1989) identified that nostalgic
advertising can evoke deep emotional responses that not
only boost memory recall but also establish a sense of
loyalty towards the brand. These findings suggest that
brands targeting emotional memory triggers,
particularly nostalgia, can significantly enhance
consumer loyalty and purchase intention.

2.4 Neuromarketing and Consumer Behaviour in
India

While much of the research on neuromarketing
has been conducted in Western contexts, studies
focusing on Indian consumers are growing in
importance. Sharma & Sheth (2014) explored how
Indian consumers respond to neuromarketing tactics,
particularly the influence of colour and music in
advertisements. Their findings indicated that cultural
nuances play a role in how consumers in India engage
with emotional and sensory marketing. In Coimbatore,
a city known for its diverse mix of traditional and
modern consumers, these insights could be highly
relevant for developing effective marketing campaigns.
2.5 Neuromarketing in the Digital Age

The rise of digital marketing has added another
layer of complexity to neuromarketing strategies.
Feldman (2016) notes that with the proliferation of
digital content and social media platforms, the influence
of digital neuromarketing has grown exponentially.
Consumers today are exposed to highly personalized
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content, and their emotional responses to this content
can be more easily measured through online
interactions. Studies by Yoo et al.(2017) have found
that digital ads, particularly those featuring emotional
storytelling and interactive elements, significantly
enhance brand recall and engagement among digital
natives. This has profound implications for marketers
in urban areas like Coimbatore, where young, tech-
savvy consumers dominate the market.
2.6 Challenges in Neuromarketing

Despite  the  promising  potential  of
neuromarketing, several challenges persist. Fugate
(2012) highlights ethical concerns related to the use of
neuroscience in marketing, questioning whether
consumers are being manipulated at an unconscious
level. Furthermore, Lea and Broderick (2007) discuss
the high cost of neuromarketing technologies and their
accessibility for small to medium —sized companies.
However, as the field advances, these barriers are
gradually being overcome through more affordable
technology and increased awareness of
neuromarketing’s benefits.

3. Research Methodology

This section outlines the research design,
sampling method, data collection techniques, and
analysis methods used to examine the impact of
neuromarketing on consumer purchase intentions in
Tamil Nadu.
Objectives of the study

1. To Assess the awareness of neuromarketing
among consumers in Coimbatore

2. To examine the impact of emotional and
sensory marketing on purchase intentions.

3. To Analyse the relationship between memory
recall and brand recognition in
neuromarketing.

4. To identify the role of emotional engagement
in consumer behaviour.

5. To investigate the effectiveness of
neuromarkting in influencing brand loyalty.

Research design

This study uses a descriptive research design to
explore consumer perceptions and the effectiveness of
neuromarketing techniques in advertisements.
Sampling Method

A Stratified random sampling method was
used, selecting 250 respondents from various
demographic groups within Coimbatore District,
ensuring a representative sample. Participants were

selected based on their exposure to advertisements and
familiarity with neuromarketing.
Data Collection

Data was gathered through a structured
questionnaire containing sections on demographic
information, awareness of neuromarketing, emotional
influence, memory recall, and purchase intention. The
survey was distributed both online and offline.
Data Analysis
Data was analysed using:
e  Descriptive statistics to summarize
demographics and responses.
e Correlation analysis to examine relationship
between emotional engagement, memory
recall, and purchase intention.
e Regression analysis to assess how emotional
appeal and memory recall predict purchase
behaviour.
e Structural Equation Modelling (SEM) to test
the relationships between emotional impact,
memory recall, and purchase intention.
Limitations of the Study

The study’s limitations include a sample size
of respondents and its geographical focus on
Coimbatore, which may limit generalizability.

4. Data Analysis and Findings
Table: 4.1 Demographic Profiles of the

Respondents
Sub- Frequenc | Percentag
Cat
ategory category y e (%)
Male 120 48%
Gender Female 130 52%
18-25 100 40%
Age group 26-35 90 36%
36-45 60 24%
Educational UG 80 32%
veanond PG 140 56%
Qualification Diol 2
s {proma 30 12%
Doctorates
Student 90 36%
Professi
Occupation o eiswna 110 44%
Employees 50 20%

The survey included a balanced representation
of male (48%) and female (52%) participants. A
majority of respondents were young adults aged 18-35
(76%), indicating that this age group is more responsive
to marketing trends.  Over half (56%) held a
postgraduate qualification, and 44% were working
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professionals, suggesting a well-informed respondent
base likely to interact with various marketing stimuli.
Table: 4.2 Awareness of Neuromarketing

Awareness Frequency Percentage
Aware 105 42%
Not Aware 145 58%

About 42% of respondents were aware of the
term ‘“neuromarketing,” reflecting moderate familiarity
with the concept.

Table: 4.2.1 Source of Awareness

Source Frequency | Percentage
Social media 45 43%
Academic Courses 25 24%
Advertisements 20 19%
Word of mouth 15 14%

Among the aware group, social media emerged
as the most common source of awareness (43%),
followed by academic exposure (24%). This indicates
that informal platforms play a crucial role in spreading
awareness about neuromarketing among the public.
Table: 4.3 Emotional Influence Analysis

Mean
Item
Score
Emotional storytelling influences my 49
decisions '
Music in aids creates emotional 41
connection '
I remember ads that made me feel 43
something ’

Respondents gave high mean scores (above
4.0) to emotional aspects such as storytelling, music,
and feelings evoked by advertisements. The strong
positive correlation (r = 0.63, p < 0.01) between
emotional appeal ad purchased intent confirms that
emotionally engaging advertisements significantly
influence consumer behaviour and decision-making.

Correlation Analysis
Emotional Appeal < Purchase Intent: r = 0.63,

p <0.01
Table: 4.4 Attention and Memory Trigger
Patterns
Trigger element Frequency (%)
Colourful visuals 85%
Catchy music 78%
Celebrity endorsement 62%
Nostalgic content 66%

Among advertising elements, colourful visuals
(85%) and catchy music (78%) were the most effective
in capturing attention. Notably, nostalgic content had
the highest impact on brad recall (74%), underscoring
its effectiveness in creating lasting impressions. This
suggests marketers should use emotionally resonant
triggers to enhance memory retention and brand recall.

Table: 4.5 Regression Analysis

Predictor £ | P value
Emotional Engagement | 0.63 | <0.01
Memory recall 0.47 | <0.05

This regression model indicates that both
emotional engagement (S = 0.63) and memory recall (f
= (0.47) are significant predictors of purchase intention.
These findings validate the hypothesis that emotionally
charged and memorable advertisements positively
influence consumers’ willingness to buy.

4.6 SEM Model
Latent Variables:
Emotional Impact
Memory Recall
Purchase Intention
Model Fit Indices:
CFI1=0.93
RMSEA = 0.05
Chi-square/df =2.1
Path Coefficients:
Emotional
Purchase Intention:
0.01
Memory Recall -
Purchase Intention: f = 0.42,p <
0.05

The SEM results reveal that both emotional

impact and memory recall have a direct and significant

influence fit indicates (CFI = 0.93, RMSEA = 0.05)

confirm that the model fits the data well. The strong

Impact -
B =061p<

path coefficients (Emotional Impact -
Purchase Intention: § = 0.61, Memory Recall -
Purchase Intention: § = 0.42) reinforces the

importance of integrating neuroscience principles into
marketing strategies.

5. Findings and Discussion
5.1 Awareness of Neuromarketing

Findings: 65% of respondents were aware of
neuromarketing, mainly through digital platforms
(58%).
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Discussion: Awareness is moderate, indicating
an opportunity for brands to educate consumers,
especially through digital media.

5.2 Emotional Influence and Purchase Intention

Findings: 72% of respondents were more
likely to purchase a product if emotionally engagement
by an advertisement, with visuals (65%) and music
(60%) being the strongest triggers.

Discussion: Emotional Engagement
significantly influences purchase decisions. Brands
should leverage emotional cues to enhance consumer
appeal.

5.3 Memory Recall and Brand Recognition.

Findings: 68% of respondents recalled a brand
after emotional advertisements, with visual imagery and
celebrity endorsements being the most memorable.

Discussion: Emotional Ads improve brand
recall, making consumers more likely to consider the
brand in future purchases.

5.4 Impact of Neuromarketing on Consumer
Behaviour

Findings: Regressions Analysis showed that

emotional appeal B =

0.63) and memory recall (f = 0.59) are significant
predictors of purchase intention.

Discussion: Emotional Engagement and
memory recall strongly influence consumer behaviour,
suggesting the effectiveness of Neuromarketing in
driving sales.

5.5 Consumer Segmentation

Findings; two segments
Emotionally Engaged Consumers
Cognitively Driven Consumers (45%)

Discussion: Different Marketing Approaches

were identified:
(55%) and

should be used for each segment emotional ads for the
first group, and feature-focused ads for the second.
5.6 Age and Demographic Differences

Findings: Younger Consumers (18-30 years)
were more likely to respond to emotional ads (80%),
compared to 50% in older age groups.

Discussion: Neuromarketing is particularly
effective  for younger consumers, but older
demographics my still require more traditional
approaches.

5.7 Digital vs. Traditional marketing

Findings : Digitals Ads (65%) were more
effective than traditional media (35%) in creating
emotional engagement and recall.

Discussion: Digital Neuromarketing Strategies
should be prioritized for greater impact, especially in
Coimbatore’s tech-savvy population.

6 Conclusion

The study on neuromarketing in Coimbatore
District has revealed key insights into how emotional
engagement, memory recall, and sensory triggers
influence consumer behaviour. The findings indicate
that a significant portion of consumers in Coimbatore
are aware of neuromarketing, and emotional appeals in
advertisements play a crucial role in driving purchase
intentions.  Additionally, memory recall and brand
recognition are strongly tied to emotional marketing
strategies, particularly when utilizing visuals, music,
and celebrity endorsements. The research also
highlighted the effectiveness of digital marketing over
traditional methods, suggesting that brands should focus
on digital platforms to engage with consumers,
especially the younger demographic, who show greater
responsiveness to emotional marketing tactics.
Furthermore, the study identified two distinct consumer
segments emotionally engaged and cognitively driven
which calls for tailored marketing
neuromarketing strategies, when applied
effectively, have the potential to significantly influence
consumer behaviour and purchasing decisions in
Coimbatore. Marketers should focus on emotional and
sensory marketing techniques, particularly in digital
advertisements, to foster brand loyalty, enhance
memory recall, and increase purchase intent. Future
research can explore long-term effects and the impact of
neuromarketing on consumer retention.

consumers
approaches.
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