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Abstract

Neuromarketing is a new marketing science that combines neuroscience & psychological
science to understand better how consumers make choices. With the rise of subconscious
consumer decision making, traditional marketing techniques do not provide the entire picture
of consumer behaviour. This study examines the brand engagement potential of
neuromarketing and the opportunities and challenges of its deployment in the emerging
Russian market. Combining neuroscience with psychology and marketing, tools like EEG,
fMRI, eye-tracking and GSR give in-depth data about consumer attention, emotion, and
decision-making. The research uses a combination of quantitative surveys with qualitative
interviews and neurometric analysis to measure consumer responses to a brand stimulus. The
results indicate that neuromarketing is a powerful driver in building brand loyalty and
emotional resonance, however, neuromarketing in Russia faces challenges such as ethical and
deception-related concerns and its high cost and low awareness among marketers. The study
concludes that neuromarketing has revolutionary potential for the Russian businesses seeking
to deepen the consumer relationship and enhance the marketing effectiveness as long as the
ethical guidelines are in place and a strategic approach is introduced. These findings provide
valuable directions to guide marketers, policymakers, and researchers who seek to engage
consumers in new ways.

Keywords: Neuromarketing, Brand Engagement, Consumer Behaviour, Russian Market,
Brand Loyalty, Neuroscience, Marketing Strategy.

1. Introduction

Consumer decision-making processes have become increasingly complex within an
information-rich global economy, leading to a paradigm shift in relationships between
marketers and their prospects. Traditional marketing research methods are mostly based on
self-reported surveys and focus groups and fail to adequately capture the underlying processes
of consumers' motivations, especially those that occur below the level of awareness (Ariely &
Berns, 2010). To this end, neuromarketing has developed as a game-changer, multidisciplinary
field that bridges neuroscience, psychology, and marketing, giving valuable understanding of
the relationships between branding stimuli and consumer responses (Plassmann et al., 2015).
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According to scientific and strategic studies, neuro marketing can be described as cognitive
neuroscience approaches and methods to evaluate and study human behavior for markets and
marketing exchanges. Neuroscience uses brain activity, physiological reactions, and neural
correlates of attention, emotion and decision making to identify the unconscious factors that
drive consumer behaviour (Lee, Broderick & Chamberlain, 2007) Functional magnetic
resonance imaging (fMRI), electroencephalography (EEG), galvanic skin response (GSR) and
eye-tracking provide tools that play an essential role in neuromarketing work, giving
marketing a way around the limitations and biases of conscious self-reporting (Smidts et al.,
2014).

Brand engagement is the psychological, emotional, and behavioural relationship between a
consumer and a brand and is a critical element in marketing effectiveness (Hollebeek, 2011).
In the context of a digital hyper-connected marketplace, where audiences are inundated with
messages from all directions, the challenge of creating and maintaining brand engagement has
never been more difficult. Neuromarketing gives marketers an unprecedented opportunity to
understand that response on a neurological level, attaching specific responses to branding
efforts in ways that allow for more precise, impactful, and resonant messaging (Stasi et al.
2018). And engaging your audience in your brand today is through deeper psychological
alignment of your marketing to passion and emotion, rather than passive brand awareness.

When it comes to Russian reality, the marketing scene is metamorphosing quickly. Because of
a burgeoning middle class, expanding digital penetration, and increasing consumer
expectations, Russian companies are being driven to adopt innovative marketing techniques to
remain competitive. The authors Kolesnichenko & Saprykina (2020) state that the
implementation of more sophisticated consumer research methods, such as neuromarketing, in
Russian business can streamline customer acquisition, improve loyalty, and develop
sustainable brand equity. As such, this neuromarketing is still at a nascent stage in Russia and
is slow to evolve due to the high costs of the software, lack of experience in interpreting the
results, and regulatory concerns over testing for marketing purposes.

This prerogative has Neuromarketing firmly grounded, relevant to brand engagement because
it can break apart the "emotional branding" phenomenon. Emotional branding attempts to
establish deep, personal relationships between consumers and brands by appealing to their
subconscious and emotional needs (Genco et al., 2013). With neuromarketing, companies can
gauge how intensely a consumer responds emotionally to a logo, an advertisement, a product’s
design, or even an in-store experience — insights that are nearly impossible to glean through
conventional means.

In addition, the use of neuro-marketing helps in how to best optimize advertising. Research has
demonstrated that neural markers such as EEG alpha and theta waves are good predictors of
advertisement recall and preference (Vecchiato et al., 2011). Understanding visual attention:
Eye-tracking data can help corporations to better manipulate the way they present materials
(such as advertisement banners and product packaging) to customers to try to persuade them
as much as they can (Wedel & Pieters, 2008). This can help brands better position themselves
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in the Russian business situation, where consumer trust and brand differentiation are extremely
important.

But the use of Neuromarketing is not without controversy; ethical questions must be discussed.
Increasing concern exists about the potential for neuromarketing to be manipulative,
particularly among vulnerable populations such as children or elderly consumers (Murphy,
Illes, & Reiner, 2008). Neuromarketing is still a challenging area in Russia, but cross-regulation
between regulatory bodies, businesses, and consumers must also serve the ethical standards of
neuromarketing.

This paper aims at a critical review of the role of Neuromarketing in decoding consumer
behaviours, and particularly the brand engagement. The article explores the influence of
neuromarketing tools on brand strategy and consumer loyalty, with a focus on Russian practice
and comparative insights drawn from global practice. The general aim is to show the potential
of the implementation of Neuromarketing as a legal and effective tool in the marketing strategy
of Russian companies to increase their brand equity and market performance.

II. Literature Review

Consumer behavior studies have evolved over the years from rational-choice models to
accounts of complex emotions and cognitions. Conventional consumer behavior research
approaches highlighted consumers' systematic, concrete decision-making processes (Kotler &
Keller, 2012), but research from the behavioural economics field, and more recently
neuroscience, shows that as much as 95% of consumer decisions are made subconsciously
(Zaltman, 2003). This cognitive bias toward implicit processing is the foundation behind
neuromarketing.

A crossroad between psychology and consumer research is neuromarketing, which examines
how people process stimuli (Plassmann et al., 2007) like advertisements, logos, and packaging
in the brain. It uses fMRI, EEG, and other tools to assess brain activity related to decision-
making, attention, and emotions (Ariely & Berns, 2010; Smidts et al., 2014). These analytical
tools allow for measurement of subliminal responses, providing insights into conscious and
subconscious awareness that can be leveraged to develop brand strategy that better engages
with the mind of the consumer than can methods of brand building that rely on more explicit
conscious thought processes (Lee et al., 2007; Ramsay, 2015).

One of the many areas in which neuromarketing shines is in emotional branding. According to
Genco et al. (2013), affective connection motivates consumers to engage and bond with brands
and forms long-lasting brand attachments (if a brand is aligned with consumer values). Barrett
& Satpute, 2013; David & Campbell, 2014. Neurological studies have found that engaging the
emotions trigger the limbic system, or the brain’s emotion center, within the brain and shapes
preference and memory (Barrett & Satpute, 2013). Similarly, Reimann et al. (2012) found that
emotionally-laden brands correlated with increased ventromedial prefrontal cortex activation
for consumers.
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Attention and visual processing are other widely studied areas. Studies have demonstrated that
effective advertisement design affects purchase intent (Wedel & Pieters, 2008), much to the
extent that the goal can be typically achieved by short presentations of the advertisement
(Peterman et al., 2015). Companies that match visual signals to cognitive expectancies are
better remembered and seen as trusted (Venkatraman et al., 2012). Unlike other worlds,
accordingly, in the Russian context, visual branding becomes more valuable due to linguistic
and regional diversity (Kolesnichenko & Saprykina, 2020).

Similar studies have shown connections between the neural activation patterns and brand
familiarity and loyalty as well. Yoon et al. (2006, p. 741) explain that familiar brands lead to
greater medial prefrontal cortex activation, and repeated exposure strengthens the links
between brands and the brain. So it is, Bercea (2012), his study confirmed that brand loyalty is
strengthened when both the emotional and cognitive systems are activated during consumption
or advertisement.

In addition, studies show that Neuromarketing can enhance product and packaging design.
Eye-tracking and GSR data can be used to measure consumers’ preferences in real time,
allowing firms to adjust sensory cues (e.g., hue, gradient, position) to optimize shelf interest
(Hubert & Kenning, 2008). These insights, when employed appropriately, can help induce
impulse buying behavior (ABA, 2019; Karmarkar, 2011) made in retail settings.

Recent research focuses on a specific way in which EEG is utilized to predict advertising
success. Vecchiato et al. (2011) used changes in EEG alpha and theta power as predictors for
emotional engagement, attention, and recall. Although these measures are still self-reported,
they offer tangible metrics that are less vulnerable to social desirability than method(s)
commonly used to assess agreeing or disagreeing to something (Dmochowski et al., 2012).

However, empirical research investigating the adoption of Neuromarketing in various
geographies remains limited (Fitzgerald et al. 2016). Companies like PepsiCo, Google, and
Unilever are already incorporating neuromarketing into their consumer insight operations
(Morin, 2011) in Europe and North America. Russia, meanwhile, is only just beginning to
adopt. Most Russian enterprises cannot afford advanced market research tools and/or are not
aware of their existence and do not have access to neuroscientific experts, so they use
conventional research tools instead (Gordeeva & Simakova, 2021).

However, ethical issues are at the heart of the Neuromarketing debate despite its promise.
Critics contend that it might approach manipulation if consumers are neither conscious nor
aware that they are being studied (Murphy et al., 2008). Moreover, biometric data collection
poses potential privacy risks (Stanton et al., 2017). Ethical oversight is evolving and is still
limited in most areas of market research in Russia, thus providing a need for a strong
framework to regulate neuromarketing practices (Petrenko & Pankratova, 2019)

An increasing number of publications also highlight consumer neuroscience as a complement,
rather than a substitute for, traditional approaches. According to Kenning & Plassmann (2005),
the real power of neuromarketing research is not in isolating brain imaging, but in triangulating;
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that is, mixing up qualitative and quantitative insights with brain imaging to build a
comprehensive picture of the consumer's personality (Newsroom).

Neuromarketing is also enhancing both retail and digital experiences. It is shown in studies that
the design of a website and stimuli in the digital world affect the dopaminergic reward system
of the brain, and this in turn affects website conversion rates (Kiihn et al., 2016). In fact, eye-
tracking and facial coding have understood and enhanced user interface designs (for example
in e-commerce and fintech) (Cherubino et al., 2019).

Neuromarketing is especially potent with Gen Z and Millennial consumer segments; these
groups respond powerfully to emotionally resonant, purpose-driven branding -efforts
(Hollebeek & Macky, 2019). These segments comprise a large percentage of digital consumers
in urban Russian landscapes.

So to sum up, Neuromarketing is so much adaptation in how brands have been understanding
and driving consumer behavior. It facilitates precise engagement strategies by decoding
subconscious responses to branding and ultimately aids companies in developing stronger
consumer relationships. Suddenly, more tools are available to help estimate costs — if only
Russia musters the political will to adopt them widely, and invest in talent, infrastructure, and
ethical protocols.

ITI. Research Objectives

The primary purpose of this research is to decipher the association between consumer brand
engagement and neuromarketing, by investigating how neuroscientific insights provide tools
for decoding subconscious consumer response patterns. It aims to assess the effectiveness of
techniques like EEG, fMRI, and eye-tracking aimed at uncovering the subconscious motivators
of consumer behavior that traditional methods tend to miss. Furthermore, the study analyses
the potential for the replication of neuromarketing activities in Russia, discussing the
advantages and disadvantages associated with its implementation regarding cost,
qualifications, as well as legislation. Then, it discusses the ethical implications of
Neuromarketing, focusing on consumer exploitation and data privacy concerns, and outlines
ways to implement neuromarketing to maximize the benefits and minimize the risks.

IV. Hypotheses

1. H1: Neuromarketing tools significantly enhance consumer engagement compared to
traditional marketing methods.

2. H2: Emotional responses captured via neuromarketing are positively correlated with brand
loyalty.

3. H3: The use of neuromarketing in Russian businesses faces significant barriers due to
ethical and infrastructural challenges.

V. Research Methodology

This research employs a mixed-methods design to analyse the impact of neuromarketing on
consumer brand engagement in the retail and FMCG industries, specifically for the Russian
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market. Moscow and St. Petersburg are major consumer economic zones with relatively
developed marketing and marketing-related infrastructure, in which this research is performed.
These regions were chosen for their varied consumer demographics and growing exposure to
digital marketing strategies. We conducted a quantitative survey among 400 consumers aged
18-45, selected through stratified random sampling based on gender, income levels, and digital
exposure. The survey was aimed at consumers' opinions regarding emotions, recall, and brand
loyalty after exposure to Neuromarketing-influenced advertisements (i.e., EEG tested ads, eye-
tracking based images). Also, we conducted qualitative semi-structured interviews with 15
marketing professionals and 5 Neuromarketing consultants to explore implementation barriers,
ethical dilemmas, and ROI awareness (or lack thereof) in Russia.

Statistical correlations were conducted with SPSS and thematic analysis with NVivo. This
triangulation increases the reliability of the obtained results and allows us to make integrative
conclusions about the mechanisms of Neuromarketing impact on consumer behavior and brand
involvement in the rapidly changing market of Russia.

VI. Results and Discussion

This study aimed to investigate the effect of neuromarketing techniques on consumer
behaviour, specifically emotional engagement, brand recall and loyalty for Russian consumers.
The report integrates both quantitative (n=400 consumers) and qualitative (n=20 expert
interviews) data analysis. Here, the relationship between the statistical results and managerial
implications also connects the theoretical aspects.

Emotional Engagement: A Gateway to Deeper Brand Connection

Neuromarketing is grounded in the principle that emotional responses, often subconscious,
strongly influence decision-making (Plassmann et al., 2012; Yoon et al., 2012). The findings
from the present study reaffirm this.

Table 1: Emotional Engagement Score Comparison between Neuromarketing and Traditional

Marketing Ads
Mean Engagement | Standard Sample
Ad Type Score Deviation Size (n)
Neuromarketing- 43 05 200
Based
Traditional 3.2 0.7 200

Source: Developed by the Researcher

Above, the people who have been exposed to the content based on Neuromarketing have shown
a great level of emotional engagement. The average score was 4.3 (SD = 0.5) for this type of
crude ads, while its traditional ads score was 3.2 (SD = 0.7). This differential is even more
salient when we consider the possibilities of neuroscientific inputs—visual contrast
optimization, soundscapes and emotionally resonant storytelling (Fugate, 2007; Venkatraman
et al., 2015)—that may elicit deeper response from consumers.
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Such outcomes of strategic importance for the Russian brands aiming to go beyond rational
appeals and use affective strategies particularly in many competitive categories, such as retail,
FMCG and digital services.

Memory Matters: Brand Recall Performance

The ability to recall a brand post-exposure is a vital step in the purchase funnel. It acts as a
precursor to loyalty and preference (Morin, 2011). The results indicate that neuromarketing
interventions significantly enhance memory encoding.

Table 2: Brand Recall Rate after Ad Exposure
Ad Type Recall Rate (%0)

Neuromarketing-Based | 78

Traditional 59

Source: Developed by the Researcher

Neuromarketing ads scored a 78% brand recall rate while traditional ads received only 59%—
a discrepancy of 19%. This corroborates previous results indicating that brain-centric cues
(e.g., headlines optimized for EEG or emotionally charged images) are more memorable
(Reimann et al., 2012).

The neurotising would help deliver higher recall rates needed to overcome the clutter in
Russia’s urban markets where brands struggle to reach mindshare.

Loyalty Loops: Engagement and Long-Term Brand Commitment
The study next explored how emotional engagement correlates with consumer loyalty.

Table 3: Correlation between Emotional Engagement and Brand Loyalty

Pearson
Variable 1 Variable 2 Correlation Significance (p-value)
Coefficient
Emotional
B Loyal . .001
Engagement rand Loyalty 0.68 0.00

Source: Developed by the Researcher

The analysis yielded a statistically significant correlation between emotional engagement and
brand loyalty (r = 0.68, p < 0.01), suggesting that those brands that successfully emotionally
engage consumers can expect an increase in brand loyalty.) This reinforces Robbins, Krueger
& Dooley's (2012) research, who propose that emotionally charged campaigns activate both
the limbic brain and affect the long-term shape of preferences.

Since Russian marketers often view loyalty as price sensitive, this result is of particular
importance —Neuromarketing-based emotional branding may be a more consumer-sustainable
route.
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Qualitative Themes: Marketing and Consultant Perspectives

To triangulate the findings, interviews with marketing professionals and neuromarketing
consultants were conducted. These provided depth and real-world perspectives on the
quantitative data.

Table 4: Key Themes from Marketing Professionals (Qualitative Interviews)

Theme Frequency Percentage (%)
High ROI Perception 11 73.3
Consumer Trust Concerns 8 53.3
Training Requirements 7 46.7

Source: Developed by the Researcher

The majority of the experts interviewed consider that neuromarketing has a great return on
investment (ROI), especially in the case of digital campaigns. But they also listed consumer
scepticism and a requirement for specialized training as concerns, a worry echoed by
Daugherty et al. (2017).

Table 5: Key Themes from Neuromarketing Consultants

Theme Frequency Percentage (%0)
Data Accuracy Issues 4 80

Ethical Barriers 5 100

Cost of Tools 5 100

Source: Developed by the Researcher

Neuromarketing tools such as EEG and fMRI are undeniably effective but have challenges
with the visualisation of data, high cost, and ethics, according to consultants. Echoing Murphy
et al. (2008) expresses concern for deceptive advertising and highlights the importance of clear
consent mechanisms.

Demographics of the Sample

The sample for the quantitative study was diverse, reflecting Russia's emerging middle-class
consumer segment.

Table 6: Demographics of Survey Respondents

Demographic Category | Subgroup Percentage (%)
Age Group 18-25 32
26-35 41
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3645 27
Gender Male 54
Female 46
Education Level Graduate 45
Postgraduate 38
Others 17

Source: Developed by the Researcher

This demographic profile is representative of urban Russian consumers increasingly exposed
to digital advertising and global branding techniques.

Common Tools Used in Neuromarketing Campaigns

Marketing professionals and consultants identified specific tools they rely on for
Neuromarketing interventions.

Table 7: Tools Used in Neuromarketing Campaigns

Tool/Technique Frequency of Use E:eccetii\\//eecrlwss (1-5)
Eye-Tracking High 4.5
EEG/Neuroimaging Moderate 4.2
Facial Coding Moderate 3.8
Biometrics (Heart Rate, GSR) | Low 35

Source: Developed by the Researcher

Eye-tracking and EEG were identified as the most popular and effective methods, which
aligned with the findings made by Zurawicki (2010). What types of things did people generally
use these tools for, in short? These were mostly put to use in the creation of ad prototypes that
were tested before launch.

Hypothesis Testing Summary
All proposed hypotheses were supported by both empirical data and qualitative validation.

Table 8: Hypothesis Testing Summary

Hypothesis Statement Result Significance (p-value)
H1 Neuromarketing techniques | Accepted 0.002

significantly enhance emotional

engagement.

http://researcherconnectseries.com 63




Advances in Research on Russian Business and Management
ISSN: 2578-725X, e-ISSN: 2578-7268

Vol. 2023

H2 Neuromarketing-based ads result in | Accepted 0.001
higher brand recall than traditional.

H3 Emotional engagement positively | Accepted 0.009
correlates with brand loyalty.

Source: Developed by the Researcher

All the hypotheses were validated successfully, which makes the study robust and consistent
with the literature of neuromarketing having deep psychological roots in consumer psychology
(Kenning & Plassmann, 2005; Fisher et al., 2010).

VII. Findings

The current study thoroughly investigated the effect of neuromarketing methods on consumer
behaviours, such as emotional and cognitive brand attitude, brand recall, and brand loyalty,
among the urban consumers in Russia. The results showed that participants exposed to ads
using neuromarketing techniques were far more emotionally engaged, as their affective
responses were higher than those exposed to traditional ads. Finally, the final results show that
this Neuromarketing-based content has higher brand recall performance compared to the
conventional content, which indicates that the fundamentals of long-term memory formation
and brand memory are based on emotional stimuli.

Further, the quantitative analysis confirmed that emotional engagement was positively
correlated with brand loyalty, a result that aligned with present theories in neuroeconomics and
behavioural marketing. Qualitative insights from survey respondents with marketing
backgrounds and neuromarketing consultants enriched survey data, indicating perceptions of
ROI advantages, the presence of both challenges and opportunities for the ethics of
Neuromarketing, and the need for certification or training for students/employees. In addition,
eye-tracking and EEG are the most prevalent and effective devices in designing and testing
emotion-based campaigns.

The characteristics of the respondents reflected the growing digital literacy and consumer
maturity of the urban segments of the middle class in Russia, adjusted to be ready for
emotionally engaging brand experiences. Most importantly, all three hypotheses were
statistically confirmed, indicating that neuromarketing has a significant positive effect on
fundamental aspects of consumer behavior.

In essence, the research thus reinforces the assertion that under ethical guidelines and strategic
implementation, neuromarketing can greatly increase brand engagement, and further impact
consumer behaviours and choices. The implications of these findings were discussed for both
theory and practice providing empirical support for the incorporation of neuroscientific
knowledge into mainstream marketing in emerging economies such as Russia.

VIII. Limitations and Future Scope of the Study

Although this study employed sound methodology, it also has important limitations that present
opportunities for further research. First, this study's sample was limited to urban Russian

http://researcherconnectseries.com 64




Advances in Research on Russian Business and Management
ISSN: 2578-725X, e-ISSN: 2578-7268
Vol. 2023

consumers, who are chiefly located in tier-one cities, meaning that little or no inference can be
made regarding the rural or semi-urban populaces. Consumer behavior in smaller towns where
homes are not the object of lust and envy blasted through the advertising-private-spheres of
Yekaterinburgs is most likely going to be somewhere completely different.

Second, the study was limited to non-invasive Neuromarketing tools (i.e., eye-tracking, EEG),
which neglected deep neuroimaging methods (i.e., fMRI) because of the expense of this
technique and accessibility limitations. These approaches will lend themselves nicely to
refining the analysis of localized areas of brain activity in future research. Finally, whilst the
sample size of 400 respondents was sufficient to provide insights, the external validity of the
study could be improved with a larger and more varied sample across wider regions and age
groups.

In addition, the qualitative part included only a few professionals who, albeit quite
enlightening, cannot fully illustrate the Russian neuromarketing practitioner ecosystem.
Mentioning but not discussing ethical implications and data privacy issues, this was an
important area for future research.

Subsequent resources could also investigate longitudinal effects of neuromarketing in
informing customer decisions and explore cultural differences in individual variations in
neurological effects of advertising stimuli especially between Eastern and Western consumer
cohorts.
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