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Neuromarketing

Marketing has widely evolved in reading and developing customer's specification and preference of a given product over the other products to improve user satisfaction and sales—the introduction of neuromarketing. This marketing technology employs medical technologies in neuroscience to provide a marketing solution.  The technology involves specific approaches to determine brain activity such as functional magnetic resonance imaging to study the brain's working and response to the predicted marketing stimuli (Roth, 2014).  The functional magnetic resonance imaging is used to detect the different activities experienced at specific areas of the brains and determine the reasons as to why consumers make individual decisions concerning the products and identify the specific areas within the brain responsible in making the decisions. 
Marketing analysts significantly employ neuromarketing to determine consumer preference towards a marketing product by determining the response provided through the product's questions. For instance, they ask a consumer if they like a product can be used as a unique response to assess consumer preference (Dooley, 2011).   The knowledge obtained from the analysis is critical to improve the products' designs and improve the marketing campaigns with the focus of brain response. The neuromarketing provides critical information to the marketer concerning the product as to whether the customer reacted on the wrappings, color or the specific sounds related to the product. An example is the use of color red by the Coca-Cola Company. 
Based on the research, neuromarketing is basic science. The use of neurons within the brain and the study of impulse generation has widely been used as a science to study the brain activity by locating areas with the highest stimulus being involved in the current activity (Javor et al., 2013). The use of neuromarketing can influence customer decision making abilities and behavior by altering brain activity. 
The use of neuromarketing is an exciting technology. I would be glad to participate in the analysis to effectively identify personal products suited to my preference through brain coordination.  It will equally reduce the uncertainty and conjecture that inhibits my exploration of new products in the market and pave an understanding of the new products. The systems can uncover the necessary emotions and non-conscious responses attached to the products that influence the process of acquiring new products and identify a specific unit of measurement towards consumer preference. 
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