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ABSTRACT

Neuromarketing itself represents an application of neuroscience to marketing, guid-
ing the very neural and emotional mechanisms of consumer behavior and providing 
important insights into financial decision- making. EEG and functional magnetic 
resonance imaging are two techniques researchers use to trace the ways in which 
financial stimuli, including investment options, risk assessments, and financial 
product advertisements, activate different regions of the brain. This paper is aimed 
at analyzing the role of emotional and neurological processes in financial decision- 
making. This research found out that consumers are likely to engage and trust if 
the financial commercials and product presentations arouse positive emotional 
responses. These findings mean that through the use of neuromarketing concepts 
in marketing and product development plans, financial institutions would increase 
the confidence and engagement of customers in their services and bring about more 
efficient and client- oriented financial services.

INTRODUCTION

Neuromarketing is a field that brings together neuroscience and marketing, 
where one can better understand how consumers' brains react to marketing stim-
uli. By using techniques such as electroencephalography and functional magnetic 
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resonance imaging, the studies are able to investigate brain activity over time and 
locate the regions that the brain uses, when customers are shown commercials, 
goods, or brands. The technique is also used to track eye movements which help 
in understanding what draws customers to certain elements(Bhardwaj, Kaushik, 
& Arora (2024); Taneja, Shukla & Arora (2024); Malik, Malhan & Arora (2024). 
(Eds.). (2024)). These techniques will be helpful in shaping methods that will suc-
cessfully appeal to irrational consumer preferences and decision- making processes, 
hence making the marketing campaigns more effective.Neuromarketing techniques 
can be effectively used in financial decision- making if neuroscience principles in 
consumer behavior and decision- making processes are well understood. Cordeiro 
et al.(2024) defined neuromarketing as one that integrates neuroscience and mar-
keting and helps to understand emotions as well as senses that affect consumer 
behavior,it aids the marketers to develop an effective strategy for customers as well 
as sales. Millagala & Gunasinghe (2024) explained neuromarketing as a strategy 
that is digital using neuroscience and integrating it with digital marketing and it 
helps to bring personalised content for customer. Financial decision making refers 
to the process of choosing the best course of action from various options available 
to satisfy certain goals and objectives. It is a bundle of activities, which involves 
investment, debt management, and retirement planning. According to Soto Arias 
& Quintero- Martínez (2019) neuromarketing strategies may successfully improve 
financial decision- making, hence leading to the advantage of financial institutions 
in a rather cutthroat market through the use of neuroscience in understanding con-
sumer behavior better. Tolzmann et al. (2024) explained that understanding the 
concept of costs, quantifying them, cost analysing, budgeting, calculating contribu-
tion margin and break- even point, and creating capital acquisition plans using net 
present value are important components of laboratory finance decision making. . 
The person involved in the decision- making must be much more aware of risk and 
return, keep a close eye on all the financial data, and work out short-  and long- term 
implications. According to Huang & You (2023) artificial intelligence has helped 
in FinTech lending, investment, and overall decision- making processes through the 
aid of Machine Learning, wherein data extraction and analysis take place efficiently. 
Good financial decisions are those that seek to ensure the stability, increase, and 
ability of a person, business, or organization to meet their future obligations or 
needs. According to Singh & Gupta (2024) managing money over time through 
acts of borrowing, creating capital, investing, and managing assets and liabilities. 
It consists of different operational, investment, and financial decisions that result 
in long- term financial success. The present study focuses on studying the concept 
of Neuromarketing in Financial Decision Making. Besides, financial advertising 
using neuromarketing techniques used in Financial advertising were studied to un-
derstand their significance in financial decision- making. was reviewed. This study 
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