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Abstract

With the continuous progress of information technology, the field of neuromarketing has entered a
golden age of rapid development. Neuromarketing, leveraging the innovation and integration of
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scientific and technological advancements, has achieved precise positioning and application in a
broader range of marketing scenarios. It also provides a novel perspective and methodology for
consumer research. This elucidates the neural mechanisms underlying consumer behavior based
on neuromarketing, elaborates on the commonly used techniques and their characteristics in neu-
romarketing, and further analyzes the role of neuromarketing in identifying consumer intentions
and predicting consumer behavior, focusing on four aspects: consumer information collection be-
havior, consumer purchase decision-making, consumer post-purchase evaluation, and consumer
brand consciousness. Finally, the article reviews the current applications of neuromarketing in ad-
vertising optimization, product design, and brand building in consumer scenarios, to help busi-
nesses more accurately grasp consumer needs and preferences, thereby formulating more targeted
marketing strategies.
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