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Neuromarketing can also be described as a fusion of marketing and neuroscience to better and deeper understand society. It provides qualitative information about consumers' reactions, thoughts and attitudes. The method is also widely used in the food industry, for example in packaging design and optimal shelf image.
My main objective was to investigate the potential applications of neuromarketing research in Hungary through a comprehensive and detailed analysis of the literature. In addition, I also focused on the research of the validity of the methodology in the food industry. Furthermore, it was my main task to get to know the views of society on neuromarketing research.
I conducted a systematic literature review, using the PRISMA model, so that I had the opportunity to collect Hungarian neuromarketing research specifically in the field of food industry in a structured framework. Furthermore, I conducted two focus group researches, where the first group consisted of university students under thirty years of age and the second group consisted of university graduates over thirty years of age.
My results indicated that the most widely used neuromarketing research tool in the literature was the eye camera. It is recommended to combine it with other qualitative and quantitative research methods to ensure reliable data. The methodology was unfamiliar to the subjects interviewed, and in terms of gender, women were more knowledgeable about the field, yet they described the neuromarketing researchers as male when they were impersonated. However, there were also ethical issues regarding the application of the methodology, which companies should be aware of. Part of the research also looked at the difference between persuasion and manipulation, with one subject stating that he believed that "neuromarketing is an assertive way of persuasion".



