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Abstract

In modern marketing approaches, researchers have come to the
conclusion that it is insufficient to consider the consumer as a
position affected by logical arguments that only makes a
purchase decision based on knowledge. Therefore,
neuromarketing with the aim of explaining the role of hidden
parameters in a person's unconscious that can lead to purchase
decisions will help to improve advertising and sales approaches
of companies and organizations. Due to the fact that fast-moving
supermarket products create a high turnover for industry owners,
it is especially important to pay attention to the elements of
neuromarketing among a huge number of products of the same
category. In this research, a conceptual model with dimensions
including the role of emotional triggers, visual stimuli of the
product, content stimuli of the product, contradiction and self-
centeredness is presented and evaluated. This research is
qualitative and peer-reviewed, and it was carried out with the
help of defining a questionnaire with 6 dimensions and 30 items
that quantifies the data with the help of a 5-parameter Likert
scale. The statistical population of the research consisted of 280
people in the age, occupational, educational, and both gender
and work history categories to lead the entire statistical
population of supermarket goods consumers. The results of the
test showed the effectiveness of the proposed model by proving
the dimensions of the emotional visual stimuli and contrast and
self-centeredness of the customer, while the effect of stimulating
attention to the beginning and end of the presented content was
not verified correctly. The results of the evaluations with a
significant coefficient and a reliable correlation showed the
relationship between the recruitment of the young generation in
the age group of 40-20 years and master's and bachelor's degrees
as the most effective group of neuromarketing variables.
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