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ABSTRACT: The growing complexity of consumer decision-making has challenged
marketers to understand not only what consumers purchase but also the subconscious factors
that influence their purchasing decisions. Neuromarketing integrates neuroscience,
psychology, and marketing to examine how consumers respond to marketing stimuli at both
conscious and subconscious levels. This study investigates the influence of Emotional
Response, Visual Attention, Brand Recall, and Sensory Stimulation on Consumer Buying
Behaviour (CBB). Primary data were collected from 250 consumers using a structured
questionnaire and analyzed through Confirmatory Factor Analysis (CFA) and Structural
Equation Modelling (SEM) using AMOS. The findings reveal that Emotional Response is the
strongest predictor of Consumer Buying Behaviour, followed by Sensory Stimulation, Brand
Recall, and Visual Attention. The model demonstrates satisfactory goodness-of-fit indices
(OcZ/df = 2.243, CFI = 0.958, TLI = 0.951, RMSEA = 0.052) and explains 68% of the variance
in Consumer Buying Behaviour. The study contributes to neuromarketing literature by
providing empirical evidence regarding the role of subconscious consumer responses in
influencing purchasing decisions. The findings offer practical implications for marketers,
advertisers, retailers, and brand managers in designing emotionally engaging and sensory-

rich marketing strategies.
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1. INTRODUCTION

The contemporary business environment is characterized by intense competition,
technological advancement, and rapidly evolving consumer preferences. Traditional
marketing approaches primarily rely on surveys, interviews, and focus groups to understand
consumer behaviour. However, these methods often capture only conscious responses and
fail to explain the subconscious processes that drive actual purchasing decisions.
Consequently, researchers and practitioners have increasingly turned their attention to
neuromarketing, an emerging discipline that combines neuroscience with marketing to

understand how consumers process marketing stimuli and make purchase decisions.

Neuromarketing provides valuable insights into consumers' emotional, cognitive, and
sensory responses toward advertisements, brands, products, and retail environments. Studies
suggest that a significant proportion of consumer decisions occur subconsciously, influenced
by emotions, memories, sensory experiences, and visual stimuli. Understanding these factors
enables organizations to develop more effective marketing strategies and improve customer
engagement. Therefore, this study examines the impact of Emotional Response, Visual

Attention, Brand Recall, and Sensory Stimulation on Consumer Buying Behaviour.

2. REVIEW OF LITERATURE

Khondakar et al. (2024) conducted a systematic review on EEG-based
neuromarketing and reported that neurological responses significantly improve the prediction
of consumer purchase intentions compared to traditional marketing methods. The study
highlighted the importance of emotional engagement and attention in influencing buying

decisions.

Alsharif and Isa (2024) examined the application of functional magnetic resonance
imaging (fMRI) in neuromarketing and found that emotional activation within the brain
significantly affects consumer preferences and purchase behaviour. Their findings
emphasized that consumers often make decisions based on emotional processing rather than

rational evaluation.
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Traymbak, Shukla, and Dutta (2023) validated neuromarketing constructs among
Indian consumers and reported that emotional engagement, visual attention, and sensory
stimuli significantly influence consumer decision-making. The study confirmed the relevance

of neuromarketing principles in emerging economies.

Cristofol-Rodriguez et al. (2024) explored the relationship between sensory
experiences and consumer behaviour and concluded that sensory stimulation positively

affects purchase intention by enhancing consumer engagement and product perception.

Gupta, Kapoor, and Verma (2025) conducted a systematic review of neuromarketing
studies and found that emotional response, brand recall, and sensory experiences consistently

influence consumer buying behaviour across different industries.

3. RESEARCH GAP

Although neuromarketing has gained substantial attention globally, empirical studies
examining the combined influence of Emotional Response, Visual Attention, Brand Recall,
and Sensory Stimulation on Consumer Buying Behaviour remain limited, particularly in the
Indian context. Most previous studies have focused on individual neuromarketing dimensions
rather than an integrated structural model. This study addresses this gap by developing and
validating a comprehensive SEM model that explains the influence of multiple

neuromarketing factors on consumer buying behaviour.

4. STATEMENT OF THE PROBLEM

Organizations invest heavily in advertising and promotional activities; however, many
marketing campaigns fail to achieve the desired impact due to inadequate understanding of
subconscious consumer responses. Traditional marketing research methods often fail to
reveal the emotional, sensory, and cognitive processes that influence purchase decisions.
Therefore, there is a need to investigate how neuromarketing dimensions affect consumer

buying behaviour and identify the most influential determinants of purchasing decisions.

5. RESEARCH OBJECTIVES

1. To examine the influence of Emotional Response on Consumer Buying Behaviour.

2. To analyze the impact of Visual Attention on Consumer Buying Behaviour.
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3. To investigate the effect of Brand Recall on Consumer Buying Behaviour.
4. To determine the influence of Sensory Stimulation on Consumer Buying Behaviour.
5. To develop and validate a Structural Equation Model explaining Consumer Buying

Behaviour.
6. HYPOTHESES
H1: Emotional Response significantly influences Consumer Buying Behaviour.
H2: Visual Attention significantly influences Consumer Buying Behaviour.
H3: Brand Recall significantly influences Consumer Buying Behaviour.
H4: Sensory Stimulation significantly influences Consumer Buying Behaviour.
7. RESEARCH METHODOLOGY
Research Design
Descriptive and analytical research design.
Population
Consumers exposed to marketing communications and advertising campaigns.
Sampling Technique
Purposive Sampling Technique.
Sample Size
250 respondents.
Data Collection Method
Structured questionnaire.

Statistical Tools
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Descriptive Statistics

Confirmatory Factor Analysis (CFA)
Structural Equation Modelling (SEM)
AMOS Version 24

8. DATA ANALYSIS AND INTERPRETATION
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Table 1. Standardized Factor Loadings

Construct | Indicator | Loading
Emotional ERL 0.85
Response

ER2 0.87
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ER3 0.82
Visual
Attention VAL 0.82
VA2 0.85
VA3 0.8
Brand
Recall BR1 0.86
BR2 0.88
BR3 0.83
sensory | ggq 0.84
Stimulation '
SS2 0.87
SS3 0.82
Consumer
Buying CBB1 0.86
Behaviour
CBB2 0.89
CBB3 0.84

Interpretation

All factor loadings exceed 0.70, confirming convergent validity and measurement reliability.

Table 2. Structural Regression Weights

Path | P
ER
— 0.412***
CBB
VA

— 0.238***
CBB
BR

— 0.286***
CBB

92



0.354***

SS —
CBB

**kp < 0,001

Interpretation

All hypothesized relationships are statistically significant. Emotional Response has

the strongest impact on Consumer Buying Behaviour.

Table 3. Model Fit Indices

Fit Index | Value
y*/df 2.243
GFlI 0.931
AGFI 0.912
CFl 0.958
TLI 0.951
RMSEA | 0.052
PCLOSE | 0.078

Interpretation

All model fit indices satisfy recommended thresholds, indicating that the SEM model
adequately fits the observed data.

Table 4. Squared Multiple Correlation

Variable R2

Consumer
Buying 0.68
Behaviour

Interpretation

The model explains 68% of the variance in Consumer Buying Behaviour.

9. FINDINGS
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The study found that all four neuromarketing dimensions significantly influence
Consumer Buying Behaviour. Emotional Response emerged as the most influential predictor,
indicating that consumers tend to make purchase decisions based on emotional engagement
and psychological connection with brands. Sensory Stimulation also demonstrated a strong

positive influence, highlighting the importance of sensory-rich marketing experiences.

The findings further revealed that Brand Recall significantly influences purchasing
decisions, suggesting that memorable advertisements and consistent brand communication
enhance consumer preference. Visual Attention also contributes positively to Consumer

Buying Behaviour by increasing consumer engagement with marketing content.

10. SUGGESTIONS

Organizations should focus on developing emotionally engaging marketing
campaigns that create strong psychological connections with consumers. Emotional
storytelling, customer-centric advertising, and personalized communication strategies can

significantly improve marketing effectiveness.

Marketers should also invest in sensory marketing techniques such as attractive
packaging, experiential retailing, ambient store environments, and interactive digital
experiences. Strengthening brand recall through consistent branding and memorable

advertising can further enhance consumer purchase intentions.

11. MANAGERIAL IMPLICATIONS

The study provides valuable insights for marketing managers, advertisers, retailers,
and brand strategists. The findings indicate that emotional engagement should be a central
component of marketing strategies. Companies can utilize neuromarketing principles to

design advertisements that evoke positive emotions and strengthen customer relationships.

Retailers can improve consumer experiences through sensory marketing initiatives,
while digital marketers can leverage visual content and consumer analytics to optimize
customer engagement. These approaches can enhance brand loyalty, customer satisfaction,

and organizational performance.

12. FUTURE SCOPE OF THE STUDY
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Future research may incorporate additional neuromarketing variables such as attention
retention, trust perception, reward anticipation, and customer experience. Comparative
studies across industries such as FMCG, healthcare, tourism, education, and e-commerce may

provide broader insights into consumer behaviour.

Researchers may also employ advanced neuroscience tools such as EEG, eye-
tracking, fMRI, and biometric analysis to capture real-time consumer responses and improve

the predictive accuracy of neuromarketing models.

13. CONCLUSION

Neuromarketing offers a scientific framework for understanding the subconscious
mechanisms that influence consumer buying decisions. The study confirms that Emotional
Response, Visual Attention, Brand Recall, and Sensory Stimulation significantly affect
Consumer Buying Behaviour. Among these factors, Emotional Response emerged as the

strongest determinant, highlighting the critical role of emotions in marketing effectiveness.

The Structural Equation Model demonstrated satisfactory fit and explained a
substantial proportion of consumer buying behaviour. The findings reinforce the importance
of integrating neuromarketing insights into marketing strategies to improve consumer
engagement, enhance brand performance, and achieve sustainable competitive advantage. As
consumer behaviour continues to evolve, neuromarketing will play an increasingly important

role in helping organizations understand and influence purchase decisions effectively.

REFERENCES

1. Alsharif, A. H., & Isa, S. M. (2024). Revolutionizing consumer insights: The impact
of functional magnetic resonance imaging (fMRI) in neuromarketing research. Future
Business Journal, 10(1), 1-18. https://doi.org/10.1186/s43093-024-00371-z

2. Ariely, D., & Berns, G. S. (2010). Neuromarketing: The hope and hype of
neuroimaging in business. Nature Reviews Neuroscience, 11(4), 284-292.
https://doi.org/10.1038/nrn2795

3. Cristéfol-Rodriguez, C., Porras-Florido, C., Cerda-Suarez, L. M., & Mocchi, B.
(2024). Neuromarketing and fashion: A systematic review of sensory implications in
consumer behaviour. Revista de Ciencias de la Comunicacion e Informacién, 29(1),
1-21.

4. Fugate, D. L. (2007). Neuromarketing: A layman's look at neuroscience and its
potential application to marketing practice. Journal of Consumer Marketing, 24(7),
385-394. https://doi.org/10.1108/07363760710834807

95


https://doi.org/10.1186/s43093-024-00371-z
https://doi.org/10.1038/nrn2795

oo

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Gupta, R. G., Kapoor, A. P., & Verma, H. V. (2025). Neuro-insights: A systematic
review of neuromarketing perspectives across consumer buying stages. Frontiers in
Neuroergonomics, 6, Article 1542847. https://doi.org/10.3389/fnrgo.2025.1542847
Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2022). Multivariate data
analysis (9th ed.). Cengage Learning.

Hubert, M., & Kenning, P. (2008). A current overview of consumer neuroscience.
Journal of Consumer Behaviour, 7(4-5), 272—-292. https://doi.org/10.1002/cb.251
Kahneman, D. (2011). Thinking, fast and slow. Farrar, Straus and Giroux.

Khondakar, M. F., Sarowar, M. H., Chowdhury, M. H., & Majumder, S. (2024). A
systematic review on EEG-based neuromarketing: Recent trends and analyzing
techniques. Brain Informatics, 11(1), 1-28. https://doi.org/10.1186/s40708-024-
00229-8

Kotler, P., Keller, K. L., & Chernev, A. (2024). Marketing management (17th ed.).
Pearson Education.

Lee, N., Broderick, A. J., & Chamberlain, L. (2007). What is neuromarketing? A
discussion and agenda for future research. International Journal of Psychophysiology,
63(2), 199-204. https://doi.org/10.1016/j.ijpsycho.2006.03.007

Lindstrom, M. (2008). Buyology: Truth and lies about why we buy. Doubleday.
Morin, C. (2011). Neuromarketing: The new science of consumer behavior. Society,
48(2), 131-135. https://doi.org/10.1007/s12115-010-9408-1

Plassmann, H., Ramsgy, T. Z., & Milosavljevic, M. (2012). Branding the brain: A
critical review and outlook. Journal of Consumer Psychology, 22(1), 18-36.
https://doi.org/10.1016/j.jcps.2011.11.010

Schiffman, L. G., & Wisenblit, J. (2022). Consumer behavior (13th ed.). Pearson.
Smidts, A. (2002). Kijken in het brein: Over de mogelijkheden van neuromarketing.
Erasmus Research Institute of Management Report Series, 35, 1-28.

Solomon, M. R. (2023). Consumer behavior: Buying, having, and being (14th ed.).
Pearson.

Traymbak, S., Shukla, A., & Dutta, M. (2023). A study of reliability and validity of
constructs of neuromarketing among Indian consumers. Vikalpa: The Journal for
Decision Makers, 48(3), 156-171. https://doi.org/10.1177/02560909231181868
Vecchiato, G., Astolfi, L., Fallani, F. D. V., Salinari, S., Mattia, D., Cincotti, F.,
Aloise, F., Soranzo, R., Babiloni, F., & Bianchi, L. (2014). On the use of EEG or
MEG brain imaging tools in neuromarketing research. Computational Intelligence
and Neuroscience, 2014, Article 643489. https://doi.org/10.1155/2014/643489

96


https://doi.org/10.1002/cb.251
https://doi.org/10.1186/s40708-024-00229-8
https://doi.org/10.1186/s40708-024-00229-8
https://doi.org/10.1007/s12115-010-9408-1
https://doi.org/10.1016/j.jcps.2011.11.010

