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Abstract
This study aims to explore the role of neuromarketing in understanding
the formation of brand loyalty among Generation Z consumers. This
generation has unique characteristics, such as a strong attachment to
digital technology, a preference for authentic experiences, and a
tendency to connect emotionally with brands. Using a literature review
method, this study examines the results of previous studies that focused
on the application of neuroscience in marketing, specifically in uncovering
how visual, emotional, and cognitive stimuli influence Gen Z consumer
behavior. The results show that brand loyalty among Gen Z is built not
only through product quality and price, but also through emotional
resonance, social values, and immersive digital experiences.
Neuromarketing, through techniques such as eye-tracking, brainwave
analysis, and physiological response measurement, can provide a more
accurate understanding of consumers' subconscious preferences that are
often not revealed through traditional survey methods. This study
confirms that integrating neuromarketing insights with branding
strategies can be key to building long-term relationships between brands
and Gen Z consumers.
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INTRODUCTION

Changes in the global marketing landscape over the past few decades
have been significantly influenced by the development of digital technology
and shifting consumer generational characteristics. One consumer group now
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dominating the market is Generation Z, individuals born between the mid-1990s
and early 2010s. Gen Z is known as digital natives, accustomed from birth to
technology, social media, and the rapid flow of information. This has led them
to have different consumption behavior patterns, brand preferences, and
expectations than previous generations (India et al., 2024a). Amidst
increasingly fierce brand competition, Gen Z consumer loyalty has become a
crucial aspect determining a company's sustainability and competitiveness.
However, loyalty in this generation is often formed not solely through
traditional approaches such as price, product quality, or conventional
advertising, but rather through emotional bonds, digital experiences, and
brand images that align with their values and identities.

In this context, neuromarketing emerges as a new approach that can
provide a deeper understanding of how consumers respond to brands at both
a cognitive and emotional level. Neuromarketing uses neuroscience principles
and technologies such as eye-tracking, fMRI, EEG, and biometric analysis to
uncover the subconscious processes involved in consumer decision-making
(Novialdi, n.d.). Unlike surveys or interviews, which are often biased,
neuromarketing allows researchers to directly observe consumers' brain
responses and emotions. This provides more accurate insight into how specific
marketing stimuli, such as advertisements, logos, colors, or storytelling, can
influence consumer perceptions and shape long-term brand attachments. For
Gen Z, who tend to be more sensitive to symbols, visual narratives, and the
authenticity of a brand's values, neuromarketing can uncover key factors that
drive their loyalty.

Brand loyalty among Gen Z is more complex than that of previous
generations. While previous generations often built loyalty based on long-term
experience with a brand, Gen Z can quickly switch to another brand if they feel
their personal values don't align or the digital experience is unsatisfactory. On
the other hand, if they feel emotionally connected to a brand, the loyalty they
form can be very strong and even manifest in digital advocacy through social
media. This phenomenon suggests that brand loyalty among Gen Z extends
beyond repeated purchasing preferences to active involvement in building a
brand's image in the public sphere (Abu & Lyan, n.d.). Therefore, understanding
the psychological and neurological mechanisms underlying loyalty formation in
this generation is crucial for marketers.

Previous neuromarketing studies have shown that elements such as color,
sound, symbols, and narratives can activate specific areas of the brain
associated with emotion, memory, and motivation. This activation is often
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linked to how consumers implicitly evaluate a brand (Pathak et al., 2025). For
example, consumer preferences are determined not only by product
functionality but also by the emotional associations attached to the brand. Gen
Z, who grew up in an era of visual media and instant digital interactions, tends
to respond more intensely to stimuli that involve multisensory and authentic
experiences. Therefore, research on neuromarketing in the context of brand
loyalty formation among Gen Z can provide a new, more in-depth perspective
than conventional marketing approaches.

Furthermore, there is a unique phenomenon in Gen Z's consumption
behavior related to social and ethical values. This generation shows a
preference for brands that are concerned with environmental issues, social
justice, diversity, and sustainability. They often judge brands not only by
product quality but also by the extent to which the brand reflects the identity
and values they deem important (Gandla, n.d.). Using a neuromarketing
approach, it is possible to uncover how Gen Z's brains and emotions react to
social messages conveyed by brands. Whether these messages are capable of
generating emotional attachment, evoking empathy, or are simply perceived as
mere marketing strategies. This understanding is crucial for explaining how
brand loyalty is authentically formed in the minds of Gen Z consumers.

The urgency of this research becomes clearer when empirical data shows
that Gen Z consumer loyalty is more fragile than that of previous generations.
While they can be loyal supporters of a brand, they are also more likely to switch
if their expectations are not met. Therefore, companies need to understand
what stimuli truly resonate with Gen Z's cognitive and emotional systems.
Neuromarketing can be an effective tool to answer this question. Furthermore,
research on this topic not only benefits practical marketing strategies but also
provides theoretical contributions to the literature on cross-generational
consumer behavior, brand loyalty, and the application of neuroscience in
marketing (Alimin et al., 2024).

Amidst the onslaught of digital information, brand loyalty among Gen Z is
influenced not only by rational factors but also by emotional connections, often
operating at a subconscious level. Companies that understand how Gen Z's
brain processes marketing stimuli will be better able to design relevant
communication strategies and brand experiences (Paladino et al., 2024). This
study seeks to gain insights from a neuromarketing perspective into how brand
loyalty is formed among Gen Z consumers. By combining an understanding of
neuroscience, consumer psychology, and the social context of the younger
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generation, it is hoped that this research will provide a comprehensive picture
of the factors that encourage or hinder loyalty formation.

Ultimately, this research is important because it paves the way for
marketers to design more effective, authentic, and tailored approaches to Gen
Z. This approach goes beyond simply creating brand awareness to fostering
strong, consistent, and sustainable emotional connections. This subconscious
brand loyalty can, in turn, become the primary foundation for business growth
in the highly competitive digital era. Therefore, exploring neuromarketing
insights into brand loyalty formation in Gen Z consumers is not only
academically relevant but also has significant practical implications for future
brand sustainability.

RESEARCH METHOD

The research method used in this study is a literature review, which
focuses on the exploration, collection, analysis, and synthesis of various
previous studies related to neuromarketing, brand loyalty, and Gen Z consumer
behavior. This process was conducted by reviewing academic sources such as
reputable international journals, reference books, and scientific publications
relevant to the topic. This literature review aims to build a comprehensive
conceptual framework regarding how neuromarketing can provide a deeper
understanding of the psychological and neurological mechanisms that
influence the formation of brand loyalty in Generation Z consumers. Therefore,
this study not only collects existing empirical evidence but also attempts to
connect various findings to discover new patterns and perspectives.

The literature analysis was conducted using a critical approach to the
results of previous research, including comparing similarities and differences in
research findings, assessing their relevance and theoretical contributions, and
identifying research gaps that can be further explored. This literature review
allows research to generate a broader understanding of how emotional,
cognitive, and neurological factors captured through neuromarketing methods
such as eye tracking, EEG, and emotional response analysis can contribute to
the formation of brand loyalty in the context of Gen Z consumers who are
known to have unique preferences, high attachment to technology, and a
tendency to be critical of conventional marketing strategies. With this
framework, research is expected to be able to provide conceptual
contributions to the development of more effective neuroscience-based
marketing strategies that are in line with the characteristics of this generation.

973



RESULT AND DISCUSSION
Brand Loyalty from a Neuromarketing Perspective

From a neuromarketing perspective, brand loyalty is not simply the result
of a good consumer experience or consistent product quality, but rather a
complex phenomenon involving the interaction of cognitive and emotional
mechanisms in the human brain. Neuromarketing seeks to understand how the
consumer brain responds to brand-related stimuli, whether through
advertising, symbols, consumption experiences, or social associations. Brand
loyalty is created when a brand consistently stimulates brain areas associated
with reward, memory, and emotional regulation, resulting in consumers
developing a deeper attachment that transcends purely rational considerations
(Juki¢, 2023). In other words, neuromarketing asserts that brand loyalty is a
psychological state deeply rooted in brain function, not simply a preference
born of logical considerations.

The cognitive and emotional mechanisms underlying brand loyalty can be
understood through how the brain processes experiences and associations
with brands. From a cognitive perspective, the human brain stores information
about past experiences, product quality, and brand consistency in memory
areas such as the hippocampus. This information is then integrated into a
decision-making process involving the prefrontal cortex, which evaluates the
benefits, risks, and long-term value of a brand (Ying et al., 2021). However, this
cognitive process is never completely neutral, as it always interacts with
emotional aspects. The limbic system, particularly the amygdala, plays a crucial
role in imparting emotional content to every consumer experience. This is why
brands that create positive emotional experiences, such as happiness, comfort,
or pride, have a greater chance of forming lasting loyalty. The interplay
between cognition and emotion explains why consumers often remain loyal to
a brand despite the availability of cheaper or more rationally efficient
alternatives.

The role of memory in forming brand loyalty is crucial. When consumers
experience repeated interactions with a brand, whether through user
experiences or visual exposure, the brain's memory retains a stronger imprint
(Anwer, 2022). This imprint then becomes a representation of the brand in the
consumer's mind, which can be reactivated simply by seeing a logo, hearing a
slogan, or smelling a particular scent. In addition to memory, the brain's reward
system is also key to building loyalty. The activation of dopamine, a
neurotransmitter associated with pleasure and satisfaction, occurs whenever
consumers have a positive experience with a brand. For example, when
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someone purchases a favorite product and feels satisfied, the brain releases
dopamine, strengthening the emotional attachment to that brand. This effect
is similar to the reward-based learning mechanism, where the brain tends to
repeat behaviors that produce positive sensations. Emotions, on the other
hand, act as the glue that keeps memory and the reward system working
synergistically. Without emotion, brand experiences would be merely neutral
and easily replaced cognitive data. Emotions provide a depth of meaning that
allows consumers not only to remember the brand but also to feel a personal
bond with it (Alareeni & Hamdan, 2024).

On closer examination, brand loyalty can be categorized into two main
types: rational loyalty and emotional loyalty. Rational loyalty forms when
consumers continue to choose a brand for logical reasons, such as competitive
prices, consistent product quality, or easy availability. In this context, loyalty
decisions are driven more by calculations of benefits and efficiency, making
them relatively easy to sway if a competitor offers greater value. In contrast,
emotional loyalty arises when consumers feel a strong affective bond with a
brand. This bond is often formed through brand narratives, emotional
experiences, and the symbolic values the brand communicates (Onobrakpeya,
2025). For example, Gen Z, who highly value authenticity, sustainability, and
social values, are more likely to build emotional loyalty to brands that align with
their identity and aspirations. This explains why, despite other brands offering
better quality or price, they remain loyal to brands that appeal to their
emotional well-being.

For Generation Z, brand loyalty has a unique dynamic because they are a
generation that grew up in a digital environment and are accustomed to
massive exposure to information (Pol et al., 2024). This generation tends to be
critical and rational when evaluating products, but at the same time, they are
heavily influenced by emotional and social factors. Gen Z's rational loyalty is
reflected in their behavior of seeking information before purchasing,
comparing prices, and thoroughly assessing reviews (YourBrainiac Ltd,
Edinburgh, United Kingdom & Dragoi, 2025). However, emotional loyalty
emerges when brands are able to offer authentic experiences, create
communities, or associate products with values that are meaningful to their
lives. The combination of rationality and emotionality makes Gen Z demand not
only quality products but also emotional engagement that builds a sense of
belonging. Brands that successfully integrate these two dimensions will more
easily build long-term loyalty in this generation.

975



Thus, the discussion of brand loyalty from a neuromarketing perspective
demonstrates that loyalty cannot be explained solely by analyzing consumer
behavior but must also be viewed in terms of how the brain processes
information, emotions, and rewards. Cognitive mechanisms provide a rational
framework for evaluation, while emotional mechanisms and the reward system
foster deep attachment. Memory keeps a brand constantly present in
consumers' minds, even unconsciously, while emotions provide deeper
meaning to the experience. The distinction between rational and emotional
loyalty is increasingly evident in Generation Z, who demand a balance between
tangible quality and emotional attachment. Neuromarketing, with its approach
combining neuroscience and marketing, provides a new understanding that
brand loyalty is ultimately the result of a complex interaction between
consumers' thoughts and feelings.

Neurological and Psychological Factors Influencing Gen Z Brand Loyalty

The phenomenon of brand loyalty among Gen Z is inextricably linked to
the complex interaction between neurological and psychological factors that
shape how they relate to brands. Loyalty stems not only from rational
preferences for product quality but also from cognitive and emotional
processes occurring in the consumer's brain (India et al., 2024b). As digital
natives, Gen Z is heavily influenced by how their brains respond to emotional
stimuli, brand narratives, and the social environment reinforced by digital
media. This makes studying neurological and psychological factors crucial in
understanding how brand loyalty is formed and sustained in this consumer
group.

One fundamental aspect is the role of emotion in shaping brand loyalty.
From a neuroscience perspective, the human brain possesses a limbic system
that regulates emotions, memory, and the reward system. Therefore, when
Gen Z experiences a positive experience with a brand, their brains release
dopamine, reinforcing feelings of satisfaction and attachment (Sutil-Martin &
Rienda-Gémez, 2020). This process creates emotional associations that are
difficult to replace with purely rational considerations. It's not just a feeling of
liking, but also a deep emotional attachment, where the brand is considered
part of one's identity. In the context of consumer psychology, this suggests that
Gen Z is more likely to be loyal to brands that deliver consistent emotional
experiences rather than simply functional benefits.

Furthermore, empathy plays a crucial role in mediating consumer
relationships with brands. The human brain, particularly through the
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mechanism of mirror neurons, allows individuals to feel the emotions displayed
by others. When a brand presents a narrative or campaign that illustrates social,
environmental, or issue values relevant to Gen Z, consumers not only
cognitively understand but also feel an emotional connection through
empathy. This strengthens the emotional attachment because consumers feel
that the brand understands their aspirations and values. Thus, loyalty is no
longer simply a transactional bond, but becomes an affective relationship based
on alignment of values and identity (Vellore Nagarajan, 2023).

Storytelling plays a significant role in building emotional attachment.
Authentic narratives can activate areas of the brain associated with
imagination, empathy, and long-term memory. Gen Z, who grew up in an era of
information overload, tends to connect more with emotionally engaging stories
than with direct, persuasive advertising messages. Through storytelling, brands
are able to create an emotional context that makes consumers feel like they are
part of the journey, not just buyers of a product. Furthermore, brand
authenticity is a determining factor because Gen Z's brain is highly sensitive to
inconsistencies and manipulation. When a brand is perceived as inauthentic or
contradicts the established narrative, the brain regions associated with risk
detection and cognitive conflict are activated, leading to a loss of trust and
loyalty.

The concept of social identity also plays a significant role in shaping Gen
Z's brand loyalty (Vellore Nagarajan et al., 2021). Psychologically, social identity
is formed from the need to feel part of a particular group. In this case, brands
function as social symbols representing values, lifestyles, and status. Gen Z's
brains respond to this reinforcement of social identity through areward system
mechanism when they see the same brand used by communities or influencers
they admire. This explains why Gen Z tends to choose brands that not only fulfill
personal needs but also strengthen their social presence in the digital space.

The influence of social media in this context cannot be ignored. Social
media is not only a communication channel, but also a social interaction space
that influences how Gen Z's brain processes information. Visual content, quick
interactions, and social validation through likes or comments trigger the brain's
reward system, making them more connected to brands that actively engage
on digital platforms. This interactive experience strengthens emotional
attachments because consumers feel valued and recognized by the brand.
Neurologically, this creates repeated positive reinforcement, thus
strengthening long-term loyalty.
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Influencer marketing also has a significant impact on the brains of Gen Z
consumers. Influencers who are perceived as credible and authentic can trigger
mirror neurons, causing consumers to feel an emotional closeness as if they
knew the influencer personally. When an influencer recommends a brand, Gen
Z's brain tends to lower cognitive resistance because the recommendation is
processed as a trust signal, not a simple advertisement. This creates a
psychological effect in the form of social proof, strengthening the belief that
the brand is worthy of following and maintaining. The neurological impact of
this is reduced brain activity in areas associated with skepticism, making it easier
for consumers to form an attachment to the promoted brand.

Neuromarketing-Based Marketing Strategies to Build Gen Z Brand Loyalty

Generation Z, as a consumer group born and raised in a digital ecosystem,
has unique characteristics in responding to marketing messages (Faris et al.,
2025). They not only desire quality products or services but also require
emotional experiences, authenticity, and interactions relevant to their personal
identities. In this context, neuromarketing plays a crucial role, as this approach
can uncover brain mechanisms and consumers' subconscious reactions when
faced with marketing stimuli. By understanding how the brain works, marketers
can design more targeted communication strategies, engage the emotional
side, and foster long-term brand loyalty. Neuromarketing enables marketers to
address the major challenge facing Gen Z: how to transform fleeting
preferences into lasting emotional attachments.

One crucial strategy in this context is designing advertising and content
based on neuromarketing insights. Gen Z is known to have a short attention
span, making traditional advertisements that are too long and informative no
longer effective (Gorgiev, 2020). Through neuromarketing, marketers can
identify the types of colors, visual forms, narratives, and sensory elements that
best trigger attention and positive emotions in the brain. For example, the use
of strong visual contrast can increase attention, while storytelling-based
narratives that tap into values of authenticity and empathy can activate areas
of the brain associated with emotional connection. Content featuring real
stories, personal experiences, or social campaigns is often more effective in
building engagement than purely rational product promotions. Therefore, the
content design created goes beyond simply conveying a message; it also
triggers neurological reactions that remain imprinted in the long-term memory
of Gen Z consumers.
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Furthermore, optimizing digital experiences is also a fundamental aspect
of neuromarketing strategies for building brand loyalty. Gen Z are digital natives
who spend most of their time in digital spaces, from social media and
entertainment platforms to shopping apps. They not only assess product
quality but also pay attention to how the digital experience a brand offers
satisfies their cognitive and emotional needs. From a neuromarketing
perspective, an effective digital experience must stimulate the brain through
interactions that are fun, fast, intuitive, and immersive. Simple yet engaging,
responsive user interface (UX/UI) design that aligns with user habits can reduce
cognitive load, creating a smoother experience (Kachhara & Jain, 2025).
Furthermore, the use of gamification elements such as rewards, badges, or
interactive challenges can trigger the brain's dopamine system, providing a
sense of satisfaction and encouraging continued engagement with the brand.

Immersive digital experiences, such as those through augmented reality
(AR) or virtual reality (VR), also hold significant appeal for Gen Z.
Neuromarketing shows that simulated real-life experiences can trigger
stronger emotional responses than traditional digital experiences. By allowing
consumers to virtually “feel” products, brands not only provide information but
also create multisensory engagement that can strengthen emotional memories
(Ng, 2025). For example, fashion brands can use AR technology to allow
consumers to virtually try on clothing, while automotive brands can offer VR-
based test drive simulations. This approach aligns with Gen Z's brain
preferences, which tend to seek new, interactive, and personalized
experiences.

Another crucial aspect of a neuromarketing strategy is personalizing
brand communications based on Gen Z's neurological preferences (Goncalves
et al., 2024). This generation rejects generic or mass marketing approaches, as
they value brands that understand their personal identity and aspirations. From
a neuromarketing perspective, personalization can be designed by leveraging
consumer digital behavioral data, which is then linked to common neurological
patterns of Gen Z, such as their preference for dynamic visual stimuli, authentic
narratives, and social interactions. Personalization doesn't just mean
addressing consumers by name in emails, but also serving content tailored to
their interests, lifestyles, and even emotions at a specific moment. Using
algorithms powered by artificial intelligence, marketers can identify when
consumers are most receptive to certain messages and design communications
that consistently trigger positive emotional responses.
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Furthermore, neuromarketing-based personalization enables marketers
to strengthen the social identity of Gen Z consumers. They tend to view brands
as extensions of themselves and their values, so campaigns that address
inclusivity, sustainability, or specific social issues often have stronger emotional
resonance. Neuromarketing can help ensure that these communications not
only appear superficially relevant but truly tap into the empathy and reward
system centers in consumers' brains (Khurana et al., 2025). In this context,
personalization bridges business strategy and consumers' deeper emotional
needs, fostering affective, rather than merely transactional, loyalty.

The overall neuromarketing-based marketing strategy for building Gen Z
brand loyalty fundamentally relies on brands' ability to understand the
mechanisms of the human brain, specifically how Gen Z responds to emotional,
sensory, and social stimuli. Advertising and content design that evokes
attention and emotion, engaging and immersive digital experiences, and
personalized communications that tap into their values and social identities are
key building blocks for building long-term relationships. Gen Z loyalty cannot be
built through rigid, traditional marketing approaches, but rather through a
series of consistent, authentic, and engaging emotional experiences.
Neuromarketing offers a new perspective that allows brands to not only sell
products but also embed brands in the minds and hearts of young consumers
as part of their own identity.

Neuromarketing Implications for Companies

Neuromarketing, as a cross-disciplinary approach that combines
neuroscience, psychology, and marketing, has opened up new opportunities
for companies to understand consumers more deeply (Chygryn et al., 2024).
Unlike traditional marketing research that relies on surveys or interviews, which
are often influenced by conscious bias and expected social responses,
neuromarketing penetrates consumers' subconscious by measuring brain
activity, physiological reactions, and emotional responses. This understanding
has strategic implications for companies, particularly in developing more
effective branding strategies, addressing ethical challenges in their
implementation, and exploring the long-term potential for creating stronger
consumer engagement.

In the context of developing branding strategies, neuromarketing
enables companies to understand how consumers actually respond to a brand's
visual, auditory, and narrative elements. Logos, colors, background music, and
even the tempo of an advertisement can elicit distinct neurological activations
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that influence how a brand is remembered and associated with specific
emotions. Companies can use this insight to strengthen brand identity and
ensure emotional consistency that can foster long-term loyalty. For example, a
beverage company might find that fast-paced music and brightly colored
packaging are more effective in triggering the reward system response in Gen
Z brains, compared to overly formal or conservative visual approaches. This
suggests that branding is no longer simply a matter of aesthetics, but also
relates to how these elements evoke emotional associations in consumers'
brains (BocZkova et al., 2021).

Furthermore, neuromarketing helps companies understand when and
how advertising messages should be delivered for optimal reception. Classical
marketing theory often emphasizes repetition as a strategy for building brand
memory, but neuromarketing shows that not all repetition is effective; in fact,
excessive repetition can lead to cognitive fatigue (Crespo-Pereira et al., 2020).
By utilizing brain activity mapping, companies can find the balance between
message intensity and audience emotional receptivity. Thus, a neuromarketing-
based branding strategy not only increases the appeal of advertising but also
increases the likelihood that consumers will retain the brand experience in their
long-term memory. This makes neuromarketing a crucial tool for creating brand
uniqueness amidst increasingly competitive markets.

However, the application of neuromarketing is not without ethical
challenges, particularly in relation to younger consumers. Generations like Gen
Z and even Generation Alpha have different psychological characteristics than
previous generations. They tend to be more impulsive, sensitive to emotional
stimulation, and spend more time in digital spaces. This makes them more
vulnerable to marketing techniques that exploit subconscious responses. For
example, if a company uses neuromarketing to design fast food advertisements
with visuals and narratives neurologically designed to trigger cravings, young
consumers could be encouraged to overconsume, ultimately negatively
impacting their health. Therefore, debate has arisen over whether the use of
neuromarketing, especially in vulnerable age groups, violates the principle of
consumer autonomy because they are influenced by subconscious impulses
that cannot be fully controlled rationally.

From a regulatory and ethical perspective, companies face a dilemma
between maximizing profits through the use of neuromarketing data and
maintaining social responsibility to consumers. Some experts argue that
neuromarketing has the potential to be a form of manipulation if used
opaquely, while others believe it is simply an evolution of traditional marketing
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techniques that are always designed to influence consumer behavior. Ethical
challenges are becoming increasingly complex as neuromarketing technology
is no longer confined to the laboratory, but is also being integrated into artificial
intelligence-based digital platforms that can analyze eye gaze patterns, facial
expressions, or even device usage rhythms. Therefore, companies need to
develop internal codes of ethics and policies that ensure that the use of
neuromarketing remains within fair, healthy, and non-harmful boundaries for
consumers, especially the younger generation.

On the other hand, the future implications of neuromarketing for
companies are very promising, particularly in building consumer engagement.
Engagement is no longer limited to click-through rates or purchase volumes,
but rather how consumers feel emotionally and cognitively connected to the
brand. Neuromarketing can help companies create more immersive
experiences, for example by integrating virtual reality (VR) or augmented
reality (AR) designed based on consumers' neurological responses (Crespo-
Pereira et al., 2020). Imagine an online store that can adjust the visual layout of
its products in real time based on a user's heartbeat or gaze patterns. Such
technology has the potential to revolutionize the way companies build
personalized, interactive, and memorable customer experiences.

Furthermore, neuromarketing can be key to creating a more natural two-
way communication between brands and consumers. By understanding
consumers' subconscious preferences, companies can design content that is
not only informative but also resonates with their audience's identity and
values. This is crucial in the context of modern consumers, especially Gen Z, who
demand authenticity and emotional connection from brands. When applied
correctly, neuromarketing has the potential to not only increase short-term
sales but also build long-term relationships based on trust and emotional
satisfaction. This is what differentiates neuromarketing-based consumer
engagement from traditional approaches: the focus is not simply on the act of
purchasing, but on creating repeatable and meaningful emotional experiences.

CONCLUSION

The conclusion of the study, "Neuromarketing Insights into Brand Loyalty
Formation in Gen Z Consumers," shows that brand loyalty among Generation Z
consumers is not only formed through rational factors such as product quality
or competitive pricing, but is also influenced by emotional and psychological
aspects that can be captured through a neuromarketing approach.bThe use of
neuroscience technologies such as eye-tracking, EEG, and fMRI helps uncover
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how marketing stimuli can trigger emotional responses that ultimately foster
long-term brand attachment. This confirms that a deep understanding of
consumers' subconscious processes is key to building sustainable brand loyalty.

Furthermore, this study highlights that Gen Z has unique characteristics
as digital natives accustomed to fast information, engaging visuals, and values
of authenticity and sustainability. Neuromarketing shows that brands that align
their messages with Gen Z's self-identity and social values tend to be more
successful in creating emotional attachment. Therefore, marketing strategies
that combine emotional, social, and cognitive aspects are more effective in
strengthening brand loyalty among this generation.
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