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ABSTRACT

Introduction: Neuromarketing is an interdisciplinary field that is rapidly emerging in the world

of consumer cognition research. Furthermore, it is an innovative field of marketing research which

challenges the classic marketing model to improve our understanding of the processes associated

with purchasing behavior. Neuromarketing is investigating the manner that consumers make the

decision to purchase. Based on the neuromarketing concept of decision processing, consumer

buying decisions rely on bi-systemic approaches. System | is based on fast automatic operations; in

contrast, decisions driven by System 2 are deliberate, conscious reasoning, and slow. In cognition

of the consumer behavior, these processes guide everyday purchasing decisions. Furthermore,

neuromarketing is built on the top of at least three basic science fields, including neuroscience,

behavioral economics, and social psychology. The aim of this review was to investigate the different

aspects of neuroscience involved in neuromarketing. The signals from the human body and brain, are

important for understanding the origins and operations of neuromarketing measures. Body measures

are contained the facial expressions, eye movements, eye blink, startle reflex, behavioral responses, Key words:
electrodermal activity, heart rate, blood pressure, pupil dilation, and respiration. The human brain 1. Marketing
signals are captured by the blood oxygenation, positron emissions, electrical fields, and magnetic 2. Neurosciences

. . . . .. . L i 3. Decision Making
fields. Conclusion: Understanding the basic functions of human brain is crucial in investigation : 4 Bain

of consumers’ purchasing behaviors. 5. Neuroimaging
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:" Eye tracking

|

039 35 yoite sl )50 Slrazmale SIS > (59, » 45 00z
00l 20z Cellad (6 JASUS @ s (2] S
ol 5 agled (6 )S80S 1) o i Candlgi oo 45 A
Aidged 5 0 0z Y e 5 ysS (S9) Sl (it
9 Sygo DY 9,5 50T (6l 380 Sl (SB9, 4SS0 b
(alas 5 cmae )59 * 8,5 gg Sl 2, iy go aplail L
OO & Sl ea sy S Gl Gl (A 23l
oo S& el 500 (T paad) conl 0 Glacuas o Slace @
O Loply JUl e 2SIl cnl 0dgs 3 B g ol as 25
) > Dy 4 el JUil il o Lapladl S 5 s
Al 5l g s (s e e ;500 5 )8 lid w o
4 o Dlighnd iz 02 090 o0 pldl cuas Goyb 5l g ke
ol Gyl 5l e ol &8 1 o ol 5" ol (o el
13 508 o o any mSILdle slras Als 4 by
S Sl 330 355 g0 oy 4l (S S Coled gy
Gk 36 95 o Jlo 550 8 J51s 4 gy 5] i
pgais oSt 4y dliae lavg 4y o gy S 250l gl la |
9 Cogds |) 0 LS)S] Zo ‘_,’S.;J..S.” C‘?“" ol D9 o.bt;...u)é

AND) 35 o s

o) Sy Y

Sl slasog,5 5l 7Y+ D90 it B 09 oo o 90y Sy
3 b ool b auSS cdl o o golaw ey IS 51T 08 S
Sy 35500 o S5n 5 igh 45 Sy a1 e
g oo 4RSSy S e (59, 31 55 o5 slabad sl 03
5l ol Cewd 4y publin 5,5 o Dygo oD 3 Eils g
K2 5,5 oo ) B3 oolainl 850 mas bl 0wl 3 ]
Sbojls 5l ool a4 &5 mgdioe (Sl Jyide &5
Sslaro (g3 4295 &5 (allin S 5 03,5 (o0 By (195
by olieo ool S35iom it 555 Sl wadbgad S5 &
Glixs 4 o) Sy Soe g (azdo o ol hwge ) o9
5o a8 Sell co Job 4 o ax g0y Sy e a5 el oyl
Sl wiiloo o e a5 pae b g 4z 4 o5 gla als

¢! Eye fixation
62 Saccade
6 Regressive saccade




yay ).uLJ ‘P)LQ'?.» o)L.a..':} 593 0y90

Stz 4l pas o) i SIS, > ale e o 0l -0y gl
(YA) assles (6,5 o5lail ot &l y i 5 BT g sy

obie SO Shas o ad S5 iy o 8L, Sledsl
T 3l g 0l i olS £9i50 G 4 Cans ABle (5l puine
A5 wies ge plid (iaSly 095 Sl o5 Jlie ;0 S o aS
20958 oy Slinks ailes 63)l90 o)y Sl (somlie
lr 9y onl 5l g on il g il oo 1alS g s Lo

W) 3y oy 2l Slads gl WS s

Jloy3g S b gy 5o S calad —Y

e ol s b ey (S colled
ad e L ) WS e e Gy 45 (glatn Sl
Sg T 08 Gl a5 Cewgy By Olie a5 g0,Skes
(smas i | (G230 38 008 055 e ol | Wigd oo
Sl jgunin 8,5 Jaio b Jloy09 58U (g5 ity oo S 09>
Sy e ool i Sl 5 5 lacews (S 407 Sy 20l Cylan
Slageal (7 pgad) d9d o0 oduzmin Bo i Sk (e
Qi8] oo 3Ll Al V-0 3l o Vaors Cangy 5l S5 xSl colan
Sl n Wgdoo odpmiw alizd o &S plaS e sl g

Sl Sl Sl (0 VAP oo )0 (g, opl il el
2 bl Glagbs, ple JUS )0 jlics g <ty 0 )8

S @ S 909,00 )5 4 lidsg sl e S
(AN B) 055 o0 oolal

0995 a0 oL -0

ono Jlse gl ol )5 plxil Jl> jo el a5 e
Sl el bl Ky ailys b 5 S 4y (50,5 ol el
ol a8 iy 351 7T 0 )93 45y QUL U g o el s
S b5l cnl wbbis i dzmele SLET 9 o) Sy
Sl Sl S oms Gl 658 g priies 8 ulide
G Ablee B fose S a0l Bl axg e 4 o
28 o ermb s Slegl culel Euly 5l 25w e
Lo 53 s oo ol ilizie Dlegdge b ok a2 lse ddse
2 fleim Slizzd cdlo o 1y ool Sl syl job 4 55
85 ol g2l83 ly S (53,95 40 Sl wlaiign el
ar p sblge Szl b ul)S Gl 25U cou ol 85l
s o0 ye5 a5y b3l il 5 siie Lo bl Sl (0
4o Sk glagaly B oys (0 sl culpls ojls (i

(AYY) 095 adgi 5550 9 e 099>

LS o glus! -#

a5 Syt g s (6,05 03l (gl el ooliin i S o
O S 3 eolaione i plol ) codlad (pl ailyy o ju it
Olee 9 4295 (oulua! (SZKp 4 gl SO ) S 0

64 Startle reflex
6 Approach-avoidance
% Pupilometry

olRiws 8,05 oo o3l ) gy (S S e Jled 4SSy —F y gl
(V) wlod oo 655 o3l 1y (0 B a3 lie 45 0Bl o0 (2l y 5w (61l

7 Electrodermal activity
% Sweat glands
% Electrical conductance sensors
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" Blood pressure
"I Blood volume

2 Pulse

3 Vascular activity

™ Respiration measures

S Behavioral response

76 Positron emission tomography (PET)

7 Blood oxygenation level dependent (BOLD)
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78 Electrical measures
7 Literal mechanism
8 Electroencephalography (EEG)
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81 Steady- state topography (SST)
82 Magnetoencephalography
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