
THESIS ON NEUROMARKETING

This thesis is based upon an interest in the field of neuromarketing and a desire to neuromarketing as the new research
tool for marketers and is ripe with.

Then, snapshots are taken again while the subject is carrying out a cognitive task, for instance reviewing
several advertisements. This type of research can reveal what advertisement activates positive emotions and
images stored in the memory or encodes a new memory. The thesis consists of theoretical part, which overlaps
the basic roots and principles of neuromarketing, as still one of the most tempting and the least known field in
marketing research. It is more to do with latent thoughts and feelings than with explicit attitudes and opinions
that guide the reaction of consumers to new products and services. However, dm on one side, and its
customers on the other have shown the potential to start from the small steps in benefiting from
neuromarketing findings, practices and tools. The theory is upgraded by overview of consumer behaviour,
because the consumers were in the focus for the research provided. What role does a product play in the life of
consumers? While the subject executes its cognitive task, the researcher observes other areas of the brain
associated with positive emotions, negative emotions and miscellaneous memory processes to determine if and
in which way their activation is different in each advertisement. Further on, the glance to merchandising
theoretical background is provided. Neuro-imaging, whose capacities are still little developed, is therefore
very interesting for advertising specialists for several advantages: It will enable advertisers to make substantial
savings by obtaining from consumers a reliable assessment of advertisements and of visual stimuli prior to
creating a finished product. What do consumers think of the basic issue that a given product was supposed to
solve? Particularly for dm in Bosnia and Herzegovina this introduction is still questionable, if the market
situation is taken into consideration. The unconscious brain comes into play in accepting or rejecting a new
product or service. Neuromarketing in practice Abstract: The aim of this thesis is to apply research in
neuromarketing and evaluate its potential contribution in enhancing merchandising performance, in this
particular case, of dm stores in Sarajevo, Bosnia and Herzegovina. The second part of the thesis is the
empirical part, explaining the scope of the research provided within dm stores in Sarajevo in the form of
observation supplemented with short interviewing, focus group conducted and the interview with dm
employee. This permanent demand for advertising by all possible media calls today for technological
resources that border science-fiction. Technically, it is about taking a series of preliminary snapshots in the
area of the brain to be studied before the presentation of the stimuli.


