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Analitical review to neuromarketing as a business strategy
Abstract

The aim of this paper is to analyze the theoretical and methodological approaches to the study of
neuromarketing for designing business strategies. The initial question is based on incorporating
advances in neuro-marketing to the field of strategic direction. The research method used is to
review the literature to study this phenomenon. The main conclusion is that obtaining information
from the neuro-marketing is more accurate because it takes into account not only the sociological
and psychological profiles of customers, but also the cognitive. Thus,neuro science gives us the
ability to explore more of each group and segment the market on more solid basesln consequence

the firms will be able to develop capacities and valuable resources to create focal strategies

Keywords: Neuro marketing, Strategy, Business
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