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ABSTRACT

Over the last two decades, neuromarketing has emerged as a pivotal field, bridg-
ing the gap between neuroscience and marketing to unravel the complexities of
consumer behavior. This study presents a comprehensive bibliometric analysis of
neuromarketing research, spanning from 2007 to 2023, to explore the evolution, key
contributions, and dynamic trends within this interdisciplinary domain. Utilizing the
Scopus database alongside Biblioshiny software, this analysis analysed a dataset
comprising 143 articles from 98 different sources, revealing a significant growth
trajectory in neuromarketing publications, particularly noted after 2010.This bib-
liometric analysis not only maps the historical landscape of neuromarketing but
also sheds light on emerging trends and methodological advancements that are
shaping the future of marketing practices, offering valuable insights to enhance the
understanding of consumer psychology and design effective marketing strategies.
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1. INTRODUCTION

Neuromarketing is an emerging interdisciplinary field that integrates theories of
neuroscience, psychology, and marketing to comprehend how consumers make pur-
chase decisions and respond to various marketing stimuli. It goes beyond traditional
marketing research methods by capturing the neural responses of consumers that
drive their purchase behaviour. Traditional marketing such as surveys and feedback
offer valuable insights about purchase behaviour but that is limited to the conscious
level of consumers leaving a gap for the marketers in identifying the influences ex-
isting at a deeper level that drive purchase decisions (Duque-Hurtado et al.,2020).
Neuromarketing tools have the potential to revolutionise how brands connect with
their target audiences and create a meaningful impact. The applications of this field
have increased tremendously touching several touchpoints ranging from advertising,
product designing, branding and packaging (Ariely, (2010); Bhardwaj, Kaushik &
Arora (2024). Neuromarketing is not only an active area of research among acade-
micians, but it is also a source of revenue for more than 200 neuromarketing firms
across the world (Plassmann et al. 2012).

The concept of neuromarketing developed in the early 2000s when market research-
ers and firms began to identify the shortcomings of conventional market research
methods, for instance, surveys and focus groups which are not equipped to capture
the real drivers of consumer behaviour, particularly those settled in subconscious
and neural levels (Rabhi et al., 2023). The study of neuromarketing developed with
the rapid growth of neuroscience incorporating advanced techniques such as fMRI
and EEG which enabled marketers to track the brain activities of the consumers of-
fering more precision in understanding complex consumer behavioural responses to
various marketing stimuli (Yeung et al., 2017). This novel field of study has proved
to be a boon to marketers for gaining a nuanced understanding of marketing concepts
such as advertising effectiveness, brand loyalty and product design (Alsharif & Isa,
2024). Neuromarketing with its advanced technologies aids marketers to enhance
the effectiveness of advertising to a large extent. Various components of advertising
such as visual imagery, and emotional storytelling that attract the attention of the
viewers at a subconscious level can be incorporated into the process of advertising
to enhance its effectiveness (Alsharif & Isa (2024); Taneja, Shukla & Arora (2024).
Neuromarketing has the potential to influence product design as well as packaging
decisions by identifying subconscious tastes and likings of the customers. The domain
of neuromarketing with the help of its technoscientific techniques can also reveal
the product preferences of the customers in terms of shape, size, colour, texture,
and shapes (Morin, 2011).

52



30 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-

global.com/chapter/comprehensive-analysis-of-

neuromarketing-advancements-and-consumer-neural-
pathways/359126

Related Content

Augmentative and Alternative Communication Systems for Children With
Cerebral Palsy

Yashomathiand Gayathri Krishnan (2020). Interdisciplinary Approaches to Altering
Neurodevelopmental Disorders (pp. 63-86).
www.irma-international.org/chapter/augmentative-and-alternative-communication-systems-for-

children-with-cerebral-palsy/254670

Understanding the Link Between Neural Activity and Immune Function:
Insights From Neuropsychology and Psychoneuroimmunology

Aparna Prashanthand K. Jayasankara Reddy (2025). Research Methodologies and
Practical Applications in Psychoneuroimmunology (pp. 249-270).
www.irma-international.org/chapter/understanding-the-link-between-neural-activity-and-immune-
function/372771

Neurodiversity in Higher Education Institutions: A Case Study From Pakistan
Steven Michael Granich, Sonia Omerand Munawar Malik (2026). Fostering a
Community of Success for Neurodivergent Collegiate Students (pp. 263-294).
www.irma-international.org/chapter/neurodiversity-in-higher-education-institutions/387455

Psychoneuroimmunology and Mental Health Disorders

Shraddha Tripathi, Charu Dhankar, Ruchi Joshiand Kriti Vashishtha (2025). Research
Methodologies and Practical Applications in Psychoneuroimmunology (pp. 121-144).
www.irma-international.org/chapter/psychoneuroimmunology-and-mental-health-
disorders/372766



http://www.igi-global.com/chapter/comprehensive-analysis-of-neuromarketing-advancements-and-consumer-neural-pathways/359126
http://www.igi-global.com/chapter/comprehensive-analysis-of-neuromarketing-advancements-and-consumer-neural-pathways/359126
http://www.igi-global.com/chapter/comprehensive-analysis-of-neuromarketing-advancements-and-consumer-neural-pathways/359126
http://www.igi-global.com/chapter/comprehensive-analysis-of-neuromarketing-advancements-and-consumer-neural-pathways/359126
http://www.irma-international.org/chapter/augmentative-and-alternative-communication-systems-for-children-with-cerebral-palsy/254670
http://www.irma-international.org/chapter/augmentative-and-alternative-communication-systems-for-children-with-cerebral-palsy/254670
http://www.irma-international.org/chapter/understanding-the-link-between-neural-activity-and-immune-function/372771
http://www.irma-international.org/chapter/understanding-the-link-between-neural-activity-and-immune-function/372771
http://www.irma-international.org/chapter/neurodiversity-in-higher-education-institutions/387455
http://www.irma-international.org/chapter/psychoneuroimmunology-and-mental-health-disorders/372766
http://www.irma-international.org/chapter/psychoneuroimmunology-and-mental-health-disorders/372766

Executive Functions in Childhood Autism Spectrum Disorders: Research,
Intervention, Psychoeducation, and Application of Multidisciplinary
Approaches

Nancy A. Walker, Manisha Sharmaand Ashwini Tiwari (2022). Handbook of Research
on Neurocognitive Development of Executive Functions and Implications for
Intervention (pp. 238-259).
www.irma-international.org/chapter/executive-functions-in-childhood-autism-spectrum-
disorders/300945



http://www.irma-international.org/chapter/executive-functions-in-childhood-autism-spectrum-disorders/300945
http://www.irma-international.org/chapter/executive-functions-in-childhood-autism-spectrum-disorders/300945

