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Abstract 

 

The concept of neuromarketing, one of the most current and modern, is increasingly present in practical marketing 

research, being used mainly in the study of consumer behavior. The concept only appeared in 1983, but in 2020 over 

150 profile companies were active. Neuromarketing combines the science of the brain with the science of marketing, 

and manufacturers and/or retailers use neuromarketing techniques to boost sales, encourage consumption, and make a 

profit. The present work addresses the specifics of neuromarketing techniques in the agri-food field. It starts from the 

fact that these techniques differ from the classic ones, in that purchase and/or consumption decisions are not made only 

on rational grounds, the emotional ones predominating. The most well-known neuromarketing techniques are: 

electroencephalography (EEG), eye tracking, facial coding, galvanic skin response (GSR), implicit association test 

(TAI), etc. All these provide information on the processing of marketing stimuli and the making of purchase and 

consumption decisions under the influence of a complex set of emotions, feelings, perceptions or values impossible to 

measure with traditional quantitative methods. The aim of the paper is to create a dashboard with neuromarketing 

techniques applicable in the agri-food sector, based on the foray into the literature regarding the validity and 

functionality of these techniques for agri-food consumption. The assumption on which the approach of this paper is 

based is that neuromarketing techniques have an extremely significant impact on the purchase and consumption 

decision, and promotional actions based on such techniques, especially those that generate compulsive purchases, 

contribute to the increase in unbalanced consumption. 
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Neuromarketing, a relatively new field of 

reference for market research, has begun to show 

increasing interest in both academic and practical 

research environments. The presence of this new 

concept associated with numerous application 

techniques is recent and apparently "mysterious", 

neuromarketing being in the attention of 

researchers for about 20 years. Conceptually, it is 

very little known in our country. 

Neuromarketing techniques and methods are 

oriented towards optimizing the satisfaction of 

consumer needs and desires, given that this is the 

guaranteed way to make a profit (Pop N.A. et al, 

2014). They are focused on consumer behavior, 

specifically on the nature of the purchasing and 

consumption decision-making process that is being 

monitored and desired to be influenced in order to 

drive sales growth. As a rule, the results of these 

experiments or applied techniques are used in the 

establishment of marketing strategies and the 

adaptation of production and sales to the consumer 

market, respectively to the profile of the current 

consumer. 

The basis that constituted the favorable 

context for the development of neuromarketing 

techniques is given by the limitations of traditional 

marketing techniques that consumers have begun 

to know and to which they no longer react 

adequately in relation to the interests of traders 

(e.g. psychological pricing). Moreover, new 

neuromarketing techniques are related to 

hyperconsumption. This is also motivational 

support for the elaboration of the paper: the 

observation of the increase in consumption of 

almost all products, goods and services provoked 

the scientific curiosity to find an answer to the 

question: what are the triggering factors of the 

current level of consumption? 

The main aim of the paper is to highlight the 

fact that neuromarketing techniques are a current 

presence in market research, that they are no 

longer a surprise and have become increasingly 

used. 

The motivation of the research is also 

supported by the fact that we have identified 

similar or even identical issues in the literature to 

the one we considered in this paper: the 

applicability of neuromarketing techniques in the 

agri-food field. The fact that traditional marketing 

techniques have advanced to neurological ones is 


