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EXECUTIVE SUMMARY  

This study explores how neuromarketing techniques—such as EEG, eye-tracking, and facial coding—can be utilized to enhance consumer behavior 

analysis and marketing efficacy at Mobility Foresights (MF), a market research and intelligence firm. Through literature review and secondary analysis 

of MF’s existing strategies, the research identifies practical pathways for integrating neuroscience tools to strengthen brand engagement, recall, and 

emotional alignment in the automotive and mobility sectors. Given the limited adoption of neuromarketing in India, MF has a clear opportunity to become 

a pioneer by adopting cost-effective tools and educating stakeholders. The report concludes with actionable steps for implementation, emphasizing ethical, 

ROI-driven adoption. 

INTRODUCTION 

Neuromarketing blends neuroscience with marketing to decode subconscious drivers of consumer decisions. By measuring neural r esponses, it provides 

insights often missed by conventional methods like surveys or focus groups. This study contextualizes these methods within MF’s operational structure 

to explore potential strategic advantages. 

RESEARCH OBJECTIVES  

● Primary Objective: To assess the applicability of neuromarketing in enhancing consumer insights for Mobility Foresights.  

● Secondary Objectives: 

○ Evaluate specific neuroscience tools (EEG, eye-tracking, etc.) for marketing use. 

○ Analyze how emotional and neural data affect decision-making. 

○ Explore neuromarketing’s impact on brand loyalty. 

○ Develop a strategy to integrate neuroscience into MF’s service offerings. 

RESEARCH QUESTIONS  

The study is guided by practical and researchable questions: 

1. Which neuromarketing tools best capture consumer engagement with MF’s marketing materials? 

2. What neural indicators correlate with attention and emotional resonance? 

3. How do subconscious reactions shape decision-making in mobility choices? 

4. Can neuromarketing-informed strategies improve brand loyalty? 

5. How can MF embed neuroscience-driven insights into its marketing strategy? 

LITERATURE REVIEW 

Neuromarketing has matured globally, especially in markets like the U.S., Germany, and South Korea. Studies confirm the efficacy of tools such as EEG 

and fMRI in identifying consumer preferences, predicting emotional responses, and guiding product design. Applications in the automotive sector—from 
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BMW to Hyundai—demonstrate how neuroscience has influenced everything from dashboard design to ad testing. Despite global momentum, India 

shows low adoption (~1% of research spend), primarily due to costs and lack of awareness. 

RESEARCH METHODOLOGY  

A mixed-methods approach was used: 

● Literature Review: PRISMA-based screening of peer-reviewed articles on neuromarketing and automotive marketing. 

● Secondary Data Analysis: Examined MF’s website, blog content, and published market reports.  

● Qualitative Synthesis: Mapped themes from literature onto MF’s service portfolio to identify potential areas for neuromarketing 

integration. 

 

ANALYSIS OF MOBILITY FORESIGHTS’ CAMPAIGNS AND TECHNIQUES  

 

MF specializes in conventional research (surveys, competitive analysis, focus groups). While neuromarketing is not yet part of its toolkit, services like 

brand awareness and customer loyalty studies could benefit from neuroscience augmentation. For instance:  

● Eye-tracking during ad testing could measure attention hotspots. 

● EEG during prototype viewings could reveal emotional engagement. 

● Facial coding could analyze micro-expressions during focus groups to uncover non-verbal feedback. 

 

COMPARATIVE EVALUATION (Industry Benchmarks) 

Globally, automotive giants incorporate neuroscience into branding, UX design, and product testing. In India, reliance on quantitative surveys dominates. 

MF is well-positioned to bridge this innovation gap by piloting low-cost neuromarketing tools like portable EEGs or online implicit tests. Budget 

constraints mean full-scale fMRI adoption is unlikely, but phased entry is feasible. 

 

Performance benchmarks: Table 1 below compares typical neuromarketing techniques with conventional metrics: 

FINDINGS AND DISCUSSION  

● Strategic Gap: MF lacks neuromarketing in its offerings, despite having research domains ripe for it.  

● Barriers Identified: 

○ Misconceptions equating neuromarketing with manipulation. 

○ High initial investment in neuro-tech equipment. 

 

● Opportunities: 

 

○ Early-mover advantage in India. 

○ Enhanced consumer insight via subconscious metrics. 

○ Increased client value through more predictive analytics. 

 

MF must overcome both perception issues and cost concerns. Partnerships with neuroscience labs, pilot projects, and internal education are key to 

navigating these hurdles. 

CONCLUSION  

Neuromarketing offers MF a path to innovation and deeper consumer engagement. Adoption should begin with:  

1. Stakeholder Education: Webinars and case-based training to demystify neuromarketing. 

2. Pilot Projects: Low-cost EEG and eye-tracking tests embedded into current research. 

3. Strategic Partnerships: Collaborate with academic institutions for equipment access and expert input.  

4. ROI-Centric Framing: Link neural data to business metrics like ad performance and brand recall. 

5. Service Integration: Add “neural insights” sections in syndicated reports to differentiate offerings. 

6. Market Agility: Stay updated on affordable neuro-tools and industry trends to remain competitive. 
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