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B Abstract: The fast transformation of marketing from broad-based mass campaigns into accurate, data-driven
strategies owes its existence to the rapid emergence of many new digital technologies. As neuromarketing has
arisen, a frontier appears to invoke unconscious consumer responses, offering valuable insights into the emotional
and cognitive processes that drive buying decisions. This paper discusses how digital marketing and neuromarketing
strategy can be integrated to present the best possible effect, then emphasizes their synergy which will clearly
lead to significantly heightened business outcomes. Within the purview of an exhaustive review of scholarly
literature, models, theoretical and real case studies from around the world, it is shown that combining data with
neurophysiological insights leads to marketing campaigns which are more steadfast and sound.

B Keywords: neuromarketing, digital strategies, emotional contagion, affective neuroscience, digital marketing.

B Annotatsiya: marketingning keng qgamrovli ommaviy kampaniyalardan anig, ma'lumotlarga asoslangan
strategiyalarga tez o‘zgarishi uning mavjudligi ko‘plab yangi ragamli texnologiyalarning tez paydo bo'lishi bilan
bog'lig. Neyromarketing paydo bo'lishi bilan iste’molchilarning ongsiz javoblarini keltirib chigaradigan chegara paydo
bo'ladi, bu esa xarid garorlarini boshgaradigan hissiy va kognitiv jarayonlar hagida gimmatli ma’lumotlarni tagdim
etadi. Ushbu maqgolada ragamli marketing va neyromarketing strategiyasini eng samarali natijani tagdim etish
uchun ganday birlashtirish mumkinligi muhokama gilinadi, so‘'ngra ularning sinergiyasi biznes natijalarini sezilarli
darajada yaxshilashga olib kelishi ta’kidlanadi.

B Kalit so‘zlar: neyromarketing, ragamli strategiyalar, hissiy yuqumlilik, affektiv nevrologiya, ragamli marketing.
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B AHHOTauus: 6bICTpaﬂ TpaHCd}OpMaLl.l/l‘F! MapKeTuMHra oT LLIVIpOKOMaCLLITa6HbIX MacCCOBbIX KaMMaHUM K TOYHbIM

CTpaTermam, OCHOBaHHbIM Ha OaHHbIX, o69a3aHa CBOUM CylleCTBOBaHMeEM 6bICTpOMy NnoABIeHNIIO MHOXeCTBa HOBbIX
LLI/I(‘prBbIX TexHonornm. C noaBneHmem Hel;IpOMapKeTl/lHl'a NosBMIaCb BO3MOXXHOCTb 3a4€MCTBOBATb HEOCO3HAHHbIE
peakyunn I'IOTpe6l/ITeJ'Iel>I, npefgnaraga UeHHYIo MHC])OpMaLLVIPO 06 3MOLMOHANbHbIX U KOTHUTUBHbIX rnpoueccax,
KOTOpPble BNUMAKT Ha MpPpUHATHNE peLLIeHMIZ O MoKynke. B aTown cTaTbe o6cy>+<,l:|,ae‘rcq, KaK CTpaTtermga LI,MCprBOI'O
MapKeTuHra u Hel;IpOMapKeTVIHI'a MOXeT 6biTb MHTErpnpoBaHa A9 OOCTUMXKeHUA Hamnyduwero BO3MOXXHOIo
3¢)¢€KT8, a 3aTeM nog4vyepKmMBaeTCqd UX CUHePrmg, KoTopad, HeCOMHEeHHO, nNnpmBefeT K 3Ha4YnNTe/IbHOMY yNy4dLlleHWIo
pe3ynbraTtoB 6usHeca. B pPaMKaX ncHepnmnbliBatoLlero o630pa HayLIHOl;I nnMTepaTypbl, Mopenemn, TeopeTndeCKnx m

peanbHbIX MPUMePOB M3 MPaKTUKKM CO BCero MMpa, NoKasaHo, 4To O6'be,El,l/IHeHl/Ie AJaHHbIX C HeI;IpOdDI/IESI/IOJ'IOFI/I‘-IeCKOl;I

MHPOPMaLMEN MPUBOOUT K CO3AaHMI0 6onee 3PPEKTUBHbBIX MAPKETUHIOBbIX KAMMaHMMA.

B KrnoueBble CJioBa: HEMPOMapKeTWHN, UMdpOoBble CcTpaTermy, 3MOLMOHaNbHOe 3apa)keHue, abdeKTrBHaaA

HeMpoHayKa, LMOPOBON MAPKETUHT.

| INTRODUCTION

As a result of technological innovation, the
current marketing scene has been completely transformed.
Previously, traditional marketing mainly consisted of means
suchasprintads, radio, or television. The overarching concern
was to reach as many people as possible. Although these
methods are still pertinent today, they lack personalized
touch, immediate appeal, and the measurability of digital
platforms [1].

Indeed, digital marketing contains many strategies,
including search engine optimization (SEO), targeted online
advertising, interaction through social media, e-mail
correspondences, and content-driven marketing. These
tools enable companies to contact customers as individuals,
rather than as a mass. By using big data, one can customize
and target messages, optimize campaign performance, and
assess results immediately [2]. Their advent has markedly
increased marketing ROIl, raised conversion rates, and
strengthened customer relations.

Neuromarketing instruments such as functional
magnetic resonance imaging (fMRI), electroencephalography
(EEG), eye-tracking tools, and biometric sensors expose
hidden reactions in consumers. These insights into the
subconscious preferences and emotional responses
of consumers provide invaluable guidance for creating
compelling marketing messages. When combined with
digital marketing strategies, neuromarketing techniques
can greatly improve the exactness and emotional power of
marketing activities.

This paper is an exploration of how to combine
digital marketing strategies and neuromarketing techniques
to improve business results. It reviews the literature,
studies existing theories, cites case examples, and includes
discussions of ethical issues. Finally, it proposes future

research directions.

Menejment va marketing

l LITERATURE REVIEW

Simple banner ads and email campaigns used to
be enough. Now, complex ecosystems of multiple channels
continuously correspond with one another, all coming
together for the user. Each offers its own specific targeting
opportunities [1].

Digital marketing’s unique selling point is its ability
to leverage granular data, which benefits advertisers at two
levels. Platforms provide marketers with tools for reaching
people where they are consuming media. They can target
readers, contexts, or even locations compared to regular
advertising. Also, in the age of big data, every ad can be a
research experiment: from impression-level accounting and
click-through tracking through social media referrals (such
as Twitter) to website conversions. Marketers can instantly
measure ROI, ubiquitous across marketing touchpoints.
These are all explicitly reliant on models of consumer

behavior.

] METHODOLOGY

Yet, despite these advances, traditional data collection
methods, such as surveys or transactional data, only reflect
explicit consumer responses. They often overlook the
subconscious processes that strongly influence decision-
making. This gap has led to the rise of neuromarketing,
an interdisciplinary field that applies techniques from
neuroscience to probe into automatic, emotional, and
cognitive responses which govern ad behavior [3].

| RESULTS AND DISCUSSION

Neuromarketing took root in the early 21st
century when researchers realized that most of consumer

decision-making is unconscious [4]. Unlike traditional

ojs.gmii.uz/index.php/ej
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marketing survey research, which depends for data on
self-reporting research respondents, neuromarketing uses
neurophysiological measures to assess people's involuntary
responses, so opening a window onto emotion and auto-ism
that results from physical pleasure.

The main neuromarketing techniques are as
follows:

1. Functional Magnetic Resonance Imaging (fMRI).
Measures blood flow and oxygenation status, particularly
in brain areas connected with emotional processing and
reward pathways [5]. For example, fMRI experiments have
shown that products which activate the ventromedial
prefrontal cortex tend to be preferred over others regardless
of objective ratings.

2. Electroencephalography (EEG). Provides high-
temporal resolution records of the brain's electrical activity,
which can monitor emotional arousal and attention to a
stimulus. In EEG, there is frontal asymmetry that correlates
with approach versus avoidance orientation.

3. Eye Tracking uses an infrared camera to collect
data about people's visual attention. This is of great help in
guiding the placement of visual content for best effect [6].

4. Biometric Sensors. These measure people's
bodily responses, such as heart rate, skin conductance, and
facial expressions, which are signs of emotional arousal level
[71.

By mixing neuromarketing insights with digital
marketing strategies, campaign effectiveness can be
increased. For example:

- content optimization;

- personalization;

- ad testing;

Studies show that neuromarketing can predict
consumer preferences more accurately than traditional
methods. For example, Yoon et al. [8] found that brain
activity in the amygdala and ventromedial prefrontal cortex
successfully predicted product choice even when subjects
could notexplicitly articulate their preferences. This indicates
that what drives decision-making is often subconscious
responses rather than conscious thoughts.

Dual Process Theory and Consumer Decision-
Making Kahneman's dual process theory divides cognitive
systems into two systems:

System 1: Automatic, subconscious, emotional—
driving quick judgments and preferences.

System 2: Deliberate, rational, analytical—used for
conscious decision-making.

Attendant digital marketing has traditionally
engaged in explicit data collection, surveys, and analysis
(System 2). This is another way that Neuromarketing is

revealing System 1 responses - emotional reactions which

ojs.gmii.uz/index.php/ej

often ultimately decide a local consumer's spontaneous
choices or its brand preferences. Combining these findings
enables marketers to put together a marketing campaign
that stimulates both systems of thinking, and therefore leads
to holistic consumer engagement.

One person's feelings can easily infect another.
And it's this effect which is a significant factor in consumer
behavior. With the identification of central emotional triggers
by neuromarketing, designers can now produce digital
content, placing them in a form that takes advantage of social
sharing and viral spread. But the buds of modern affective
neuroscience burstinto bush two decades ago. Itinvestigates
whether particular brain regions, like the amygdala and
nucleus accumbens, mediate emotional responses as well
as reward processing [9]. This kind of understanding also
enables marketing staff to create stimuli that activate reward
pathways, provoking approach behaviors towards brands or
products.

Coca Cola was the first to use neuromarketing
techniques to fine-tune advertising content. Coke used EEG
and eye-tracking to examine various visual and audible
elements, finding outwhich ones resultedin strong emotional
responses. With this data, they were able to develop digital
campaigns that were more interesting to watch and listen
to, making viewers feel more involved as well. From post-
campaign statistics, the percent of branded traffic jumped 35
percentage points. The recall rate has also risen appreciably.
The results are self-evident through subsequent consumer
sales too [10].

Major  network merchants have utilized
neuromarketing insights big time in the design of website
and product recommendation systems. Eye-tracking has
demonstrated which areas of a webpage get attention,
and this information is used to optimize layout. Biometric
information, on the other hand, can also detect emotional
engagement levels - it presages dynamic web content
personalization. As a result of these strategies, conversion
rates are higher and customer retention continues to grow
[111.

Brands like Nike craft emotionally charged
narratives based on neuromarketinginsights, which generate
the emotions of empowerment and aspiration. Such stories
are spread through targeted digital advertising and social
media platforms, nimble ones in emotional bonding with
their consumers. There is thus a trend toward increased
brand loyalty, as well as greater shareability and consumer
stickiness in general [12].

While providing deep insights, neuromarketing
raises significant ethical issues. The ability to access these
subconscious responses calls into question consumer

autonomy, privacy, and possibly manipulation [13].

Vol.3, #5, (2025)
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Transparency is paramount; responders should be
told how data collection methods work and give permission
forits usage. Moreover, ethical deployment will avoid misuse
of emotional vulnerability, particularly among less well-off
individuals such as children or those who suffer from mental
health problems.Regulatory structures and industry codes
are crucial to maintain ethical standards.

Combining neuromarketing with digital marketing
has its bottlenecks:

1. Neuroimaging equipment and their specialist
staff do not come cheap, which only limits their range of
usage.

2. According to the needs of sensitive
neurophysiological data, proper privacy protection is
required.

3. For anything to emerge from neuro-data,
expertise from different domains is necessary.

4. The potential for manipulation clearly requires
ethical guidelines to be well spelled out.

Technological advances such as portable ECG
equipment are expected to democratize neuromarketing
tools and render them more industrially feasible. Future
research should concentrate on developing ethical norms,
refining measurement instruments, and elucidating clearly
the relation between neurophysiological responses and

successful business results.

] CONCLUSION AND SUGGESTIONS

Neuro-marketing neuroscience can give digital
marketing powerful transformative force. Along with such
explicit behavioral data as what users click on and the
like, campaigns that make use of subconscious emotional
responses are both accurate and emotionally appealing.
This means they can boost the link between brands and
consumers.

Neuromarketing also has great potential in yielding
better business results than ordinary campaigns - even
though it too has high thresholds to entry. By pushing the
envelope of digital marketing ever further into uncharted
land and bringing our own original insights to bear on it, we

can create a new generation in effective marketing.
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