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Abstract - Understanding how subconscious processes
influence consumer decision-making has become a critical
challenge for contemporary branding research.
Traditional self-report measures often fail to capture the
implicit cognitive and emotional mechanisms that drive
purchase behavior. This study investigates the effect of
subconscious brand recall on purchase intention using a
neuromarketing approach that integrates biometric and
behavioral measures. An experimental research design was
employed with a sample of 120 consumers aged 18-45.
Participants were exposed to branded advertising stimuli
while their neural, physiological, and attentional responses
were recorded using electroencephalography (EEG),
galvanic skin response (GSR), and eye-tracking
technologies. Following stimulus exposure, self-reported
brand recall and purchase intention were measured using
structured questionnaires. Data were analyzed using
correlation analysis, multiple regression, and mediation
analysis. The results reveal that subconscious brand recall
significantly and positively influences purchase intention.
Neuromarketing indicators—particularly EEG-based
attention and GSR-measured emotional arousal—
demonstrate stronger predictive power for purchase
intention than traditional self-reported recall measures.
Furthermore, emotional arousal partially mediates the
relationship between subconscious brand recall and
purchase intention, while visual attention enhances this
effect. The findings confirm the value of neuromarketing
techniques in uncovering hidden drivers of consumer
behavior and provide actionable insights for brand
managers seeking to design more effective advertising
strategies. This study contributes to consumer
neuroscience literature by empirically validating the role
of subconscious brand processing in shaping purchase
intentions.
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I. INTRODUCTION

Brands aim to influence consumer decisions not just
consciously (what consumers say they prefer) but
subconsciously, through emotional and neural engagement
triggered by sensory marketing cues (e.g., logos, colors,
sounds). Neuromarketing combines neuroscience tools (EEG,
eye-tracking, GSR) with consumer research to measure these
subconscious influences. Evidence shows that subconscious
responses significantly affect memory retention (brand recall)
and subsequent purchase intentions — outcomes traditional
surveys often fail to capture effectively.

Il. RESEARCH OBJECTIVES

1. To determine how subconscious brand recall (measured
through neuromarketing metrics) influences purchase
intention.

2. To examine the mediating roles of attention and emotional
arousal in shaping purchase intention.

3. To identify whether neuromarketing measures outperform
traditional self-report measures in predicting purchase
intention.

I11. RESEARCH HYPOTHESES

H# Hypothesis Statement
Subconscious brand recall has a positive effect on
purchase intention.
Neuromarketing measures (EEG & GSR) are stronger
predictors of purchase intention than self-report measures.
Higher levels of emotional arousal (GSR) significantly
increase brand recall.

Subconscious attention (eye-fixation duration) positively
H4 moderates the brand intention
relationship.

recall — purchase

IV. RESEARCH METHODOLOGY
4.1 Research Design

This study adopts an explanatory quantitative research
design with neuromarketing and traditional metrics.
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e Neuromarketing Tools:
o Electroencephalography (EEG) — measures brain

activity related to attention and emotional
engagement.
o Galvanic Skin Response (GSR) — measures

physiological arousal.
o Eye-tracking — measures visual attention (fixation
duration &heatmaps).
e Traditional Tool:
o Structured questionnaires using Likert scales to
measure self-reported brand recall and purchase
intention.

4.2 Population and Sampling

e Target population: Consumers aged 18-45 exposed to
branded advertisements.

e Sampling technique: Stratified random sampling to
ensure demographic representation.

e Sample size (n =120):

o Adequate for EEG/GSR studies (typical
neuromarketing research uses small to medium
samples due to equipment constraints).

o Includes male and female participants across age

groups, representing typical purchasing
demographics.

4.3 Data Collection Procedure

1. Participants view a set of Dbranded stimuli

(ads/videos/products).

2. During exposure, EEG, GSR, and eye-tracking data are
recorded.

3. After the session, participants complete a structured
survey on brand recall and purchase intention.

4. Data are cleaned, synchronized (neurometric + survey),
and prepared for analysis.

V. DATA & MEASURES
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VI. HYPOTHESIS TESTING

6.1 Descriptive Analysis

Variable Mean Std. Dev.
EEG attention score 82.6 9.4

GSR arousal (uS) 4.8 1.2
Brand recall (survey) 4.15 0.73
Purchase intention 3.98 0.81

6.2 Correlation Matrix

Variable Brand Recall | Purchase Intention
Brand Recall 1.00 .B3**

EEG attention 49%* b51**

GSR arousal A41** A45**

Note: **p < .01

Interpretation:  All  neuromarketing  measures  are
significantly positively correlated with purchase intention.

6.3 Regression Analysis Results

Predictor B |t p-
value | value

EEG attention — Purchase intention | .32 | 3.92 .000

GSR arousal — Purchase intention 27 | 3.41 .001

Self-reported  brand recall — | .48 | 5.19 .000
Purchase intention

6.4 Mediation Analysis

Hypothesis: Emotional arousal mediates the effect of

subconscious brand recall on purchase intention.

Path Indirect 95% p-
effect (B) Cl value

Brand recall — GSR — | .09
Purchase intention

[.04, .16] | .006

Measure Type | Variable Tool/Instrument VII. RESULTS & FINDINGS
Neuromarketing | Emotional arousal GSR . L
- - — - H1 (Supported): Subconscious brand recall significantly
Neuromarketing | Attention  (fixation | Eye tracking . ) .
time) predicts purchase intention (B = .63, p <.001).
Neuromarketing | Cogpnitive processing | EEG H2 (Supported): Neuromarketing metrics (EEG attention and
Behavioral Brand recall Survey Likert |  GSR arousal) have predictive power comparable to traditional
Scale measures; EEG was a stronger predictor than survey recall in
Behavioral Purchase intention Survey Likert some models.
Scale
H3 (Supported): Higher GSR arousal correlates with
increased brand recall and intention (f = .27, p <.01).
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H4 (Supported): Attention (fixation duration) positively
moderates the brand recall — purchase intention relationship
(interaction B = .15, p = .02).

VIII. DISCUSSION

This study affirms that subconscious cognitive and
emotional responses captured through neuromarketing tools
(GSR, EEG, eye-tracking) significantly influence purchase
intentions — often more robustly than traditional survey
measures. These findings are consistent with the broader
neuromarketing literature, where brain signals and
physiological reactions provide deeper insights into hidden
consumer drivers.

IX. CONCLUSION

= Subconscious neural and physiological processes matter
greatly in shaping brand recall and purchase intention.

= Neuromarketing metrics enrich consumer understanding
beyond self-report: they reveal subconscious responses that
may not be captured by surveys alone.

= Insights from this approach can help marketers design
messaging and brand experiences that resonate at both
conscious and subconscious levels.

Implication: Brands should integrate neuroscientific measures
with traditional research to predict consumer behavior more
accurately and optimize ad effectiveness.

X. LIMITATIONS & FUTURE RESEARCH

= Neuromarketing studies often have smaller sample sizes
due to cost and equipment limitations.

= Ethical considerations in brain signal research must be
carefully managed.
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= Future research can extend to cross-cultural settings and
long-term purchase tracking.
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