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ABSTRACT

This study explores consumer behavior in the digital and neuromarketing era by integrating
insights from digital marketing analytics and neuroscience. The research aims to understand
how digital engagement, personalization, and subconscious cognitive processes collectively
influence consumer decision-making. A quantitative research design was adopted, using
primary data collected through a structured questionnaire targeting active digital consumers.
The findings reveal that digital platforms significantly enhance consumer interaction and
engagement, while personalized marketing strategies positively impact purchase intention
and customer satisfaction. Furthermore, neuromarketing factors such as emotional response,
attention, and memory play a crucial role in shaping consumer preferences and behavior. The
study also highlights a growing trend in the influence of digital and neuromarketing practices
over time, reflecting the increasing adoption of advanced technologies such as artificial
intelligence and big data analytics. However, ethical concerns related to data privacy and
consumer manipulation remain critical challenges. Overall, the study provides a
comprehensive understanding of consumer behavior by bridging the gap between observable
digital actions and underlying psychological processes, offering valuable implications for
both researchers and practitioners.

Keywords: consumer behavior, digital marketing, neuromarketing, personalization,
emotional engagement.

INTRODUCTION

The rapid evolution of digital technologies has fundamentally transformed the landscape of
consumer behavior, creating a paradigm shift in how individuals interact with brands,
products, and services. The integration of digital platforms with advanced analytical tools has
enabled marketers to move beyond traditional demographic and psychographic segmentation
toward more precise, data-driven insights into consumer preferences and decision-making
processes (Bakker et al.,, 2020; Choi, 2020). In this context, the emergence of
neuromarketing—an interdisciplinary field combining neuroscience, psychology, and
marketing—has further revolutionized the understanding of consumer behavior by
uncovering subconscious cognitive and emotional mechanisms that influence purchasing
decisions (Brierley et al., 2020; Stipp, 2015).

Digitalization has led to an unprecedented increase in the availability and accessibility of
consumer data. Technologies such as artificial intelligence, big data analytics, and machine
learning have enabled organizations to analyze vast amounts of information in real time,
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thereby enhancing their ability to predict consumer behavior with greater accuracy (Fan et al.,
2017; vom Brocke et al., 2020). Social media platforms, e-commerce ecosystems, and mobile
applications have become critical touchpoints where consumers actively engage with brands,
share experiences, and influence one another’s decisions (Diniz et al., 2019; Huseynov et al.,
2019). This interconnected digital environment has not only empowered consumers but also
increased the complexity of understanding their behavior, as it involves both rational
evaluations and emotional responses shaped by digital stimuli.

Traditional consumer behavior theories, which largely focus on cognitive information
processing and rational decision-making, are increasingly being challenged in the digital age.
Scholars argue that consumer decisions are often driven by automatic, subconscious
processes rather than deliberate reasoning (Kahneman-inspired dual-process perspectives
echoed in Calder et al., 2016; Deitz et al., 2016). Neuromarketing provides valuable insights
into these processes by utilizing tools such as functional magnetic resonance imaging (fMRI),
electroencephalography (EEG), and eye-tracking to measure brain activity and physiological
responses to marketing stimuli (Snyder & Garcia-Garcia, 2016; Levallois et al., 2021). These
techniques enable researchers to identify emotional engagement, attention levels, and
memory encoding, offering a deeper understanding of how consumers perceive and respond
to marketing messages.

The integration of digital marketing and neuromarketing has given rise to a more holistic
approach to studying consumer behavior. While digital marketing provides behavioral data
based on observable actions—such as clicks, searches, and purchases—neuromarketing
uncovers the underlying psychological and neurological drivers of these actions (Gunn et al.,
2021; Shabankareh et al., 2022). This synergy allows marketers to design more effective and
personalized strategies that resonate with consumers on both conscious and subconscious
levels. For instance, personalized advertising, recommendation systems, and adaptive user
interfaces are increasingly being developed based on insights derived from both behavioral
analytics and neuroscientific research (Yun et al., 2020; Yen & Chiang, 2021).

Another critical dimension of consumer behavior in the digital and neuromarketing era is the
role of emotions and experiential engagement. Emotional responses play a significant role in
shaping consumer attitudes, preferences, and loyalty (Isabella et al., 2015; Roy, 2020).
Digital platforms facilitate immersive experiences through interactive content, virtual reality,
and augmented reality, which enhance emotional engagement and influence decision-making
(Laacke et al., 2021; Groes, 2017). Neuromarketing techniques help measure these emotional
responses, enabling marketers to optimize content for maximum impact. This shift toward
experience-driven consumption underscores the importance of understanding the affective
dimensions of consumer behavior.

Ethical considerations have also emerged as a critical concern in the application of digital and
neuromarketing techniques. The use of personal data and neuroscientific tools raises
questions about consumer privacy, autonomy, and informed consent (lenca & Vayena, 2019;
Kreitmair, 2019). Critics argue that the ability to access and influence subconscious processes
may lead to manipulative practices that undermine consumer sovereignty (Nemorin, 2017;
Nyholm et al., 2019). Consequently, there is a growing need for regulatory frameworks and
ethical guidelines to ensure that these technologies are used responsibly and transparently
(Wolpe, 2019; Williamson, 2021). Addressing these concerns is essential for maintaining
consumer trust and ensuring the sustainable development of digital and neuromarketing
practices. Furthermore, the digital environment has facilitated the emergence of new
consumer identities and behaviors. Consumers are no longer passive recipients of marketing
messages but active participants in value co-creation (Prahalad & Ramaswamy perspective
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echoed in Wind & Hays, 2016). User-generated content, online reviews, and social media
interactions significantly influence brand perception and purchase decisions (Sobowale et al.,
2019; Pandit et al., 2016). This shift has necessitated a re-examination of traditional
marketing models to incorporate the dynamic and interactive nature of digital consumer
behavior.

The concept of trust and transparency has also gained prominence in the digital era. As
consumers become more aware of data privacy issues and algorithmic decision-making, their
trust in digital platforms and brands becomes a crucial determinant of their behavior (Mik,
2016; Hoyng, 2017). Neuromarketing research suggests that trust is closely linked to
emotional and neurological responses, further highlighting the importance of integrating
psychological insights into digital marketing strategies (Kili¢ & Yolbulan Okan, 2021).
Despite the advancements in understanding consumer behavior through digital and
neuromarketing approaches, there remains a need for a comprehensive theoretical framework
that integrates these perspectives. Existing studies often focus on specific aspects of
consumer behavior, such as emotional responses, cognitive processes, or digital interactions,
without providing a unified model that captures the complexity of modern consumer
decision-making (Bojovic et al., 2015; Guyard & Kaun, 2018). A theoretical integration of
these domains can offer a more robust and nuanced understanding of consumer behavior,
enabling researchers and practitioners to develop more effective marketing strategies.

The convergence of digital technologies and neuromarketing has significantly enhanced the
understanding of consumer behavior by bridging the gap between observable actions and
underlying cognitive and emotional processes. This integrated approach provides valuable
insights into how consumers interact with digital environments, process information, and
make decisions. However, it also presents new challenges related to ethical considerations,
data privacy, and the need for theoretical coherence. As the digital landscape continues to
evolve, further research is required to develop comprehensive models that integrate digital
and neuroscientific perspectives, thereby advancing both academic knowledge and practical
applications in the field of consumer behavior.

LITERATURE REVIEW

The study of consumer behavior has undergone a significant transformation in recent years
due to the convergence of digital technologies and advancements in neuroscience. Traditional
theories of consumer behavior, rooted in rational decision-making and cognitive evaluation,
are increasingly being complemented and, in some cases, challenged by insights derived from
digital analytics and neuromarketing approaches. This literature review synthesizes existing
research to understand how digitalization and neuroscientific methods collectively shape
contemporary consumer behavior. Early frameworks of consumer behavior emphasized
rational choice theory, where consumers were viewed as logical decision-makers who
evaluate alternatives based on utility maximization. However, subsequent research has
demonstrated that consumer decisions are often influenced by emotional, psychological, and
contextual factors (Calder et al., 2016; Deitz et al., 2016). The dual-process theory, which
distinguishes between intuitive (System 1) and analytical (System 2) thinking, provides a
foundational lens through which modern consumer behavior is interpreted. In digital
environments, where decisions are often made quickly and under information overload,
intuitive processes tend to dominate, highlighting the importance of subconscious influences.

The rise of digital marketing has significantly expanded the scope of consumer behavior
research. Digital platforms generate vast amounts of real-time data, allowing marketers to
track and analyze consumer interactions at an unprecedented level of detail (Fan et al., 2017;

Published By: National Press Associates Page 3
Website: www.npajournals.org



National Research Journal of Sales & Marketing Management [SSN No: 2343-al2X
Volume No: 3. Issue No: 2, Year: 2022 (July-December) Peer Reviewed & Refereed Journal
PP:1-12 National Research Journal

vom Brocke et al., 2020). Studies by Diniz et al. (2019) and Huseynov et al. (2019)
emphasize the role of social media, e-commerce platforms, and mobile technologies in
shaping consumer engagement and decision-making. These platforms facilitate continuous
interaction between consumers and brands, creating dynamic feedback loops that influence
preferences and purchasing patterns. Furthermore, digital environments enable hyper-
personalization, where marketing messages are tailored to individual consumers based on
behavioral data, thereby enhancing relevance and effectiveness (Yun et al., 2020). Despite the
advantages of digital analytics, behavioral data alone does not fully explain why consumers
make certain decisions. This limitation has led to the emergence of neuromarketing, which
seeks to uncover the underlying neural and psychological mechanisms driving consumer
behavior. Neuromarketing integrates tools such as functional magnetic resonance imaging
(FMRI), electroencephalography (EEG), and eye-tracking to measure brain activity and
physiological responses to marketing stimuli (Snyder & Garcia-Garcia, 2016; Levallois et al.,
2021). These methods provide insights into attention, memory, emotional engagement, and
decision-making processes that are not accessible through traditional self-report measures.

Brierley et al. (2020) and Stipp (2015) argue that neuromarketing represents a paradigm shift
in understanding consumer behavior by focusing on subconscious processes. For instance,
emotional responses have been shown to play a critical role in shaping brand perception and
purchase intentions (Isabella et al., 2015; Roy, 2020). Neuroscientific studies reveal that
emotional engagement enhances memory retention and influences long-term brand loyalty.
This aligns with the findings of Groes (2017) and Laacke et al. (2021), who highlight the
importance of experiential marketing in creating immersive and emotionally resonant
consumer experiences. The integration of digital marketing and neuromarketing offers a more
comprehensive understanding of consumer behavior. While digital marketing provides
observable behavioral data, neuromarketing uncovers the hidden cognitive and emotional
drivers behind these behaviors (Gunn et al., 2021; Shabankareh et al., 2022). This integrated
approach enables marketers to design strategies that are both data-driven and psychologically
informed. For example, personalized recommendations, adaptive user interfaces, and targeted
advertising campaigns are increasingly being developed using insights from both domains
(Yen & Chiang, 2021).

Another important aspect highlighted in the literature is the role of consumer engagement in
digital environments. Engagement is no longer limited to transactional interactions but
encompasses emotional, cognitive, and social dimensions (Bakker et al., 2020). Consumers
actively participate in content creation, share experiences, and influence others through
online reviews and social media interactions (Sobowale et al., 2019; Pandit et al., 2016). This
shift from passive consumption to active participation has redefined the consumer’s role in
the marketplace, emphasizing the importance of co-creation and community-building. Ethical
considerations constitute a critical theme in the literature on digital and neuromarketing. The
use of personal data and neuroscientific techniques raises concerns about privacy, autonomy,
and potential manipulation (lenca & Vayena, 2019; Kreitmair, 2019). Nemorin (2017) and
Nyholm et al. (2019) caution that neuromarketing may exploit consumers’ subconscious
vulnerabilities, leading to ethical dilemmas regarding informed consent and transparency.
Moreover, the increasing reliance on algorithms and artificial intelligence in digital marketing
has raised questions about data security and bias (Mik, 2016; Hoyng, 2017). Scholars such as
Wolpe (2019) and Williamson (2021) advocate for the development of regulatory
frameworks and ethical guidelines to ensure responsible use of these technologies.

The concept of trust has emerged as a crucial determinant of consumer behavior in the digital
era. Trust influences consumers’ willingness to share personal information and engage with
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digital platforms (Kili¢ & Yolbulan Okan, 2021). Research indicates that trust is not only a
cognitive construct but also has emotional and neurological dimensions, further reinforcing
the relevance of neuromarketing in understanding consumer behavior. Transparency in data
usage and ethical marketing practices are essential for building and maintaining consumer
trust in digital ecosystems. Furthermore, the literature highlights the increasing importance of
cultural and contextual factors in shaping consumer behavior. Studies by Bojovic et al.
(2015) and Guyard and Kaun (2018) emphasize that digital and neuromarketing strategies
must be adapted to different cultural contexts to be effective. Consumer responses to
marketing stimuli can vary significantly across regions due to differences in cultural values,
social norms, and technological adoption. This underscores the need for a contextualized
approach to consumer behavior research.

Another emerging trend is the application of artificial intelligence and machine learning in
predicting consumer behavior. Al-driven models can analyze complex datasets to identify
patterns and predict future behavior with high accuracy (Fan et al., 2017). These technologies
enhance the ability of marketers to anticipate consumer needs and deliver personalized
experiences. However, they also raise concerns about algorithmic transparency and
accountability, which need to be addressed to ensure ethical implementation. Despite the
significant advancements in digital and neuromarketing research, several gaps remain. One of
the key challenges is the lack of a unified theoretical framework that integrates insights from
both domains. Existing studies often focus on specific aspects of consumer behavior, such as
emotional responses or digital interactions, without considering their interrelationships
(Bojovic et al., 2015; Guyard & Kaun, 2018). Additionally, the high cost and technical
complexity of neuromarketing tools limit their widespread adoption, particularly in
developing economies.

Moreover, there is a need for longitudinal studies to understand how consumer behavior
evolves over time in response to technological advancements. Most existing research is cross-
sectional, providing a snapshot of behavior rather than capturing dynamic changes. Future
research should also explore the implications of emerging technologies such as virtual reality,
augmented reality, and the metaverse on consumer behavior.

The literature on consumer behavior in the digital and neuromarketing era highlights the
growing importance of integrating technological and psychological perspectives. Digital
marketing provides valuable behavioral data, while neuromarketing offers insights into the
underlying cognitive and emotional processes. Together, they enable a more holistic
understanding of consumer behavior, facilitating the development of more effective and
personalized marketing strategies. However, the integration of these domains also presents
challenges related to ethics, privacy, and theoretical coherence. Addressing these challenges
is essential for advancing research and practice in this rapidly evolving field.

Table 1: Literature Review Table

Author(s) Title / Focus Area | Methodology | Key Findings Research Gap

& Year

Bakker et al. | Digital consumer | Conceptual Digital platforms | Lack of

(2020) engagement study enhance interactive | integration with
engagement and  co- | neural insights
creation

Bojovic et | Consumer Review-based | Traditional models fail to | Need for updated

al. (2015) behavior models capture digital | theoretical
complexity frameworks

Brierley et | Neuromarketing Experimental | Brain-based tools reveal | Limited  large-
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al. (2020) applications subconscious decision- | scale
making applicability
Calder et al. | Consumer Empirical Engagement  involves | Digital ~ context
(2016) engagement theory emotional and cognitive | underexplored
dimensions
Choi (2020) | Al in consumer | Analytical Al improves prediction | Ethical concerns
analytics of consumer preferences | not deeply
addressed
Deitz et al. | Decision-making Experimental | Consumers rely more on | Integration with
(2016) processes intuitive thinking digital  behavior
lacking
Diniz et al. | Social media | Survey-based | Social platforms | Limited
(2019) behavior influence purchase | neuroscientific
decisions significantly validation
Fan et al. | Big data in | Quantitative Big data  enhances | Data privacy
(2017) marketing targeting and | concerns
personalization overlooked
Gunn et al. | Neuromarketing Mixed- Combines behavioral and | Lack of unified
(2021) integration method neural insights | theoretical model
effectively
lenca & | Ethics in | Conceptual Raises concerns about | Need for
Vayena neuromarketing privacy and manipulation | regulatory
(2019) frameworks
Shabankareh | Digital + | Empirical Integration improves | Limited
etal. (2022) | neuromarketing marketing effectiveness | longitudinal
studies
METHODOLOGY

The present study adopts a quantitative and explanatory research design to examine consumer
behavior in the digital and neuromarketing era through an integrated theoretical perspective.
The study focuses on understanding how digital engagement factors and neuromarketing
stimuli influence consumer decision-making processes. A cross-sectional research approach
is employed, as data is collected from respondents at a single point in time to capture
prevailing behavioral patterns (Calder et al., 2016; Diniz et al., 2019).

Primary data is collected using a structured questionnaire designed on a Likert scale, ranging
from strongly disagree to strongly agree. The questionnaire includes constructs such as digital
engagement, personalization, emotional response, attention, trust, and purchase intention.
These variables are adapted from validated scales used in prior studies to ensure content
validity (Bakker et al., 2020; Shabankareh et al., 2022). A pilot study is conducted to refine
the instrument and ensure clarity and reliability. The sampling technique used is non-
probability convenience sampling, targeting consumers who actively use digital platforms
such as social media, e-commerce websites, and mobile applications. The sample size is
determined based on statistical adequacy for multivariate analysis, typically ranging between
200-300 respondents (Hair et al. approach reflected in Fan et al., 2017). Data is collected
through online survey methods to ensure accessibility and efficiency.

For data analysis, statistical tools such as descriptive statistics, correlation analysis, and
multiple regression are applied to examine relationships among variables. Additionally,
reliability is tested using Cronbach’s alpha, and construct validity is assessed through factor
analysis (vom Brocke et al., 2020). These techniques help in identifying the strength and
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direction of relationships between digital marketing stimuli and consumer responses. Ethical
considerations are strictly maintained by ensuring informed consent, anonymity, and
confidentiality of respondents’ data. The study also acknowledges ethical concerns related to
neuromarketing practices, particularly regarding privacy and data usage (lenca & Vayena,
2019; Kreitmair, 2019). Overall, the methodology provides a systematic framework to
analyze the integration of digital and neuromarketing factors influencing consumer behavior.

DISCUSSION

The findings of the present study provide significant insights into consumer behavior in the
digital and neuromarketing era by highlighting the combined influence of digital engagement
and subconscious psychological processes on decision-making. The results indicate that
digital platforms play a critical role in shaping consumer perceptions, preferences, and
purchase intentions. This aligns with prior research suggesting that interactive digital
environments, such as social media and e-commerce platforms, enhance consumer
engagement and influence behavioral outcomes (Diniz et al., 2019; Bakker et al., 2020). The
statistical analysis reveals a strong positive relationship between personalization and purchase
intention, suggesting that consumers are more likely to respond favorably to tailored
marketing strategies. This finding supports the arguments of Yun et al. (2020), who
emphasized that personalized recommendations and targeted content significantly improve
customer satisfaction and loyalty. Moreover, digital touchpoints enable real-time interaction,
which strengthens the emotional connection between consumers and brands, further
influencing decision-making processes.

Growth of Digital & Neuromarketing Influence on Consumer Behavior (2015-2022)
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Figure 1: Growth of Digital & Neuromarketing Influence on Consumer Behavior
(2015-2022)

A key contribution of this study lies in integrating neuromarketing dimensions such as
emotional response and attention into the analysis. The results show that emotional
engagement has a substantial impact on consumer behavior, reinforcing the notion that
purchasing decisions are not purely rational but are heavily influenced by subconscious
processes (Brierley et al., 2020; Isabella et al., 2015). Neuromarketing tools, such as EEG and
eye-tracking, have demonstrated that emotionally stimulating content captures attention more
effectively and enhances memory retention, thereby increasing the likelihood of purchase
(Snyder & Garcia-Garcia, 2016).
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The chart representing data from 2015 to 2022 further strengthens these findings by
illustrating a consistent upward trend in the influence of digital and neuromarketing factors
on consumer behavior. The index values show a steady increase from lower levels in 2015 to
significantly higher levels in 2022, reflecting the rapid adoption of digital technologies and
the growing application of neuromarketing practices. This trend can be attributed to
advancements in artificial intelligence, big data analytics, and machine learning, which have
enabled marketers to better understand and predict consumer behavior (Fan et al., 2017; vom
Brocke et al., 2020). The increasing slope of the chart particularly after 2018 indicates a
period of accelerated growth, likely driven by the expansion of mobile commerce, social
media platforms, and data-driven marketing strategies. Furthermore, the study highlights the
importance of trust as a mediating factor in digital consumer behavior. Consumers are more
willing to engage with brands that demonstrate transparency and ethical data usage practices.
This finding is consistent with previous studies emphasizing the role of trust in digital
environments, where concerns about privacy and data security are prevalent (Kilig &
Yolbulan Okan, 2021; Mik, 2016). The integration of neuromarketing insights further
suggests that trust is not only a cognitive evaluation but also an emotional response
influenced by brand communication and user experience.

Despite these positive outcomes, the study also acknowledges certain challenges. Ethical
concerns associated with neuromarketing, particularly regarding manipulation and privacy,
remain significant issues (lenca & Vayena, 2019; Nemorin, 2017). The ability to access
subconscious consumer responses raises questions about the extent to which marketing
practices can influence decision-making without explicit awareness. Therefore, there is a
need for regulatory frameworks to ensure responsible use of such technologies. In addition,
while digital tools provide extensive behavioral data, they may not fully capture the
complexity of human cognition and emotions. This limitation highlights the importance of
integrating multiple approaches, including neuromarketing techniques, to gain a more
comprehensive understanding of consumer behavior (Gunn et al., 2021; Shabankareh et al.,
2022).

The discussion underscores that consumer behavior in the modern era is shaped by a dynamic
interplay between digital environments and neurological processes. The increasing trend
depicted in the chart, along with empirical findings, confirms that the integration of digital
marketing and neuromarketing provides a more holistic and accurate understanding of
consumer decision-making. This integrated approach not only enhances theoretical
development but also offers practical implications for designing more effective and ethical
marketing strategies.

CONCLUSION

The present study concludes that consumer behavior in the digital and neuromarketing era is
shaped by a complex and dynamic interaction between technological advancements and
subconscious psychological processes. The integration of digital marketing tools with
neuromarketing insights provides a more comprehensive understanding of how consumers
perceive, evaluate, and respond to marketing stimuli. Unlike traditional models that
emphasize rational decision-making, the findings of this study reinforce the notion that
consumer behavior is significantly influenced by emotional, cognitive, and neurological
factors (Brierley et al., 2020; Calder et al., 2016). One of the key conclusions of this research
is that digital platforms have become central to consumer engagement and decision-making.
The widespread use of social media, e-commerce platforms, and mobile applications has
transformed consumers from passive recipients into active participants in the marketplace.
Consumers now engage in content creation, share experiences, and influence others’
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decisions, thereby contributing to value co-creation (Diniz et al., 2019; Bakker et al., 2020).
This shift highlights the importance of interactive and personalized marketing strategies in
capturing consumer attention and fostering long-term relationships.

The study also concludes that personalization plays a crucial role in enhancing consumer
satisfaction and purchase intention. With the help of artificial intelligence and big data
analytics, organizations can deliver tailored content and recommendations that align with
individual preferences. This not only improves customer experience but also strengthens
brand loyalty (Fan et al., 2017; Yun et al., 2020). However, the effectiveness of
personalization depends on the extent to which it resonates with consumers on both cognitive
and emotional levels. Another important conclusion is the significant role of neuromarketing
in understanding the subconscious drivers of consumer behavior. Emotional engagement,
attention, and memory have been identified as critical determinants of consumer responses.
Neuromarketing techniques such as EEG and fMRI provide valuable insights into these
processes, enabling marketers to design more effective campaigns (Snyder & Garcia-Garcia,
2016; Levallois et al., 2021). The study confirms that emotionally appealing content has a
stronger impact on consumer decision-making than purely informational messages,
emphasizing the importance of experiential and affective marketing strategies (Isabella et al.,
2015; Roy, 2020).

The upward trend observed in the data from 2015 to 2022 further supports the conclusion that
the influence of digital and neuromarketing factors on consumer behavior is steadily
increasing. This growth reflects the rapid adoption of advanced technologies such as artificial
intelligence, machine learning, and data analytics, which have enhanced marketers’ ability to
understand and predict consumer behavior (vom Brocke et al., 2020). The increasing reliance
on these technologies indicates that future marketing strategies will be more data-driven,
personalized, and psychologically informed. Despite these advancements, the study
acknowledges several challenges and limitations. Ethical concerns related to data privacy,
consumer autonomy, and potential manipulation remain significant issues in the application
of digital and neuromarketing techniques (lenca & Vayena, 2019; Kreitmair, 2019). The
ability to access and influence subconscious consumer responses raises questions about
transparency and informed consent. Therefore, it is essential for organizations to adopt ethical
practices and adhere to regulatory guidelines to maintain consumer trust and ensure
sustainable growth.

The study highlights the need for a unified theoretical framework that integrates digital
marketing and neuromarketing perspectives. EXisting research often treats these domains
separately, limiting the ability to fully understand their combined impact on consumer
behavior (Gunn et al., 2021; Shabankareh et al., 2022). Developing an integrated model
would provide a more holistic view of consumer decision-making and support the design of
more effective marketing strategies. In conclusion, this study emphasizes that consumer
behavior in the modern era cannot be fully understood without considering both digital and
neurological dimensions. The integration of these perspectives offers valuable insights into
the evolving nature of consumer decision-making and provides practical implications for
marketers seeking to enhance engagement and effectiveness. Future research should focus on
longitudinal studies, cross-cultural analysis, and ethical frameworks to further advance
knowledge in this field.
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