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Abstract  
A documentary review was carried out on the production and publication of research papers related to the 
study of the variables Neuromarketing and Brand Positioning. The purpose of the bibliometric analysis 
proposed in this document is to know the main characteristics of the volume of publications registered in the 
Scopus database during the period 2017-2021, achieving the identification of 44 publications in total. The 
information provided by the said platform was organized through tables and figures categorizing the 
information by Year of Publication, Country of Origin, Area of Knowledge and Type of Publication. Once 
these characteristics were described, the position of different authors regarding the proposed topic was 
referenced by employing a qualitative analysis. Among the main findings of this research, it is found that 
Brazil, with 12 publications, was the country with the highest scientific production registered in the name of 
authors affiliated with institutions of that country. The Knowledge Area that made the greatest contribution to 
the construction of bibliographic material referring to the study of the application of Neuromarketing strategies 
for the positioning of a brand was Business, Administration and Accounting with 16 published documents, 
and the Type of Publication that was most used during the above-mentioned period was the Journal Article, 
representing 68% of the total scientific production. 
Keywords: Neuromarketing, Brand Positioning. 
 
1. Introduction 
The concept of marketing has evolved throughout history with the first contributions to its theoretical 
formation dating back to the 1900s and 1920s. During this period, several authors including Shaw (1916), 
Weld (1917) and Butler and Swinney (1922) tried to show the set of activities that are carried out within the 
process of what today is known as Marketing and is considered as part of the economy that connects production 
with consumption. It is even believed to be how producers market their products (Coca, 2008). Nowadays, 
Marketing represents one of the most important aspects of the design of strategies developed by the 
management of organizations, with the firm purpose of preserving and increasing their market share within 
their field of action. The commercialization of goods and/or services is a reality, thanks to a previous marketing 
campaign and this has been understood from the strategic function, which seeks to increase competitiveness, 
and has diversified the applicability of Marketing at different levels of the organization (Figure 1). 
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Figure 1. The role of Marketing in the strategy 
Source: (Munuera & Rodríguez, 2020) 
 
This is how Marketing today represents the basis for decision-making in every company, to such an extent that 
they have specialized in different ways of executing strategies, Social Marketing, Experiential Marketing, 
Ecological Marketing, Neuromarketing, among others. Among these, Neuromarketing covers all marketing 
strategies based on neurosciences, that is, on the different branches of knowledge that study the brain and its 
functions, to reveal the decision-making process of the members of their target segments (Urbina, 2020).  
Due to its origin, Neuromarketing retains great influence in its theoretical basis, from exact sciences such as 
mathematics, physics, chemistry and biology, which makes it multidisciplinary support in the integration with 
other areas such as neurology, psychology, sociology, economics and anthropology which feed a whole 
universe of possible marketing strategies (Salas, 2018). This branch of Marketing represents a source of safe 
and reliable results for the target market, it bases its actions on marketing strategies to achieve 
neurophysiological, psychophysiological and verbal responses as well as to know unconscious cerebral and 
psychoemotional aspects of customers and consumers that motivate them in the purchase decision, additionally 
(Urbina, 2020).  
This allows companies a successful process of brand positioning, based on the neural stimuli of consumers, 
and how marketing strategies can influence the purchase of a good or service, as well as their loyalty to it. 
Therefore, the study of the influence of Neuromarketing represents an important contribution for organizations, 
since it advances in terms of new and better techniques to approach new customers, which represents one of 
the main objectives of any company. This article aims to know the current state of scientific publications in 
this area by carrying out a bibliometric analysis of the same through data provided by Scopus, seeking to 
answer the question: How has been the production and publication of research papers on the study of 
Neuromarketing and its influence on Brand Positioning in Latin America during the period 2017-2021? 
 
2. General Objective 
To analyze from a bibliometric and bibliographic perspective, the production of high-impact research papers 
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on the variable Neuromarketing and Brand Positioning derived from publications made by Latin American 
institutions during the period 2017-2021. 
 
3. Methodology 
Quantitative analysis of the information provided by Scopus is performed under a bibliometric approach to the 
scientific production related to the study of Neuromarketing and Brand Positioning. Also, from a qualitative 
perspective, examples of some research papers published in the area of the study mentioned above are analyzed 
from a bibliographic approach to describe the position of different authors on the proposed topic. 
The search is carried out through the tool provided by Scopus and the parameters referenced in Figure 2 are 
established.  

  
Figure 2. Methodological design 

Source: Own elaboration 
 
3.1.1 Phase 1: Data collection 
The data collection was carried out from the Scopus web page search tool, through which a total of 38 
publications were identified. For this purpose, search filters were established consisting of:  
 Published papers whose study variables are related to the study of Neuromarketing and Brand 

Positioning. 
 Limited to Latin American countries. 
 Without distinction of area of knowledge. 
 Without distinction of type of publication. 

3.1.2 Phase 2: Construction of analysis material 
The information identified in the previous phase is organized. The classification will be done employing 
graphs, figures and tables based on data provided by Scopus. 
 Co-occurrence of words. 
 Year of publication 
 Country of origin of the publication. 
 Area of knowledge. 
 Type of publication 
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analysis material

PHASE 2
Drafting of 

conclusions and 
final document
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Neptali Jesús Barnett Valdivia* 

309 
 
 

Vegueta, 22 (8), 2022,  eISSN: 2341-1112 
 

3.1.3 Phase 3: Drafting of conclusions and final document 
After the analysis carried out in the previous phase, the conclusions are drawn up and the final document is 
prepared. 
4. Results  
4.1 Co-occurrence of words 
Figure 3 shows the co-occurrence of keywords within the publications identified in the Scopus database. 

 
Figure 3. Co-occurrence of words 
Source: Own elaboration (2022); based on data provided by Scopus. 
 
The keyword Neuromarketing appears as the one with the highest representation within the publications 
identified through the execution of Phase 1 of the Methodological Design, related to studies focused on 
Perception, Communication, Consumer, Brand Recognition, and Advertising, which confirms the relevance 
of the research registered in Scopus with the fulfillment of the objective set out for this article. Consumer 
Behavior, Neurosciences, Public Health, Commerce, Emotions, Decision Making, and Market Research, also 
make up a subset of publications that demonstrate the performance of Neuromarketing in the analysis of 
consumer needs and motivation, as well as the tools or strategies designed to encourage them to buy a particular 
product or service. 
4.2 Distribution of scientific production by year of publication. 
Figure 4 shows how the scientific production is distributed according to the year of publication, taking into 
account the period from 2017 to 2021. 
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Figure 4. Distribution of scientific production by year of publication. 
Source: Own elaboration (2022); based on data provided by Scopus. 
 
During the years 2019 and 2020, the highest number of publications in high-impact journals indexed in the 
Scopus database was recorded, 13 and 12 researches respectively reported on this platform. On the other hand, 
2017 was the year in which the least number of publications were registered on this platform. One of the 
research papers published and which is considered of great impact and contribution to the study of the influence 
of Neuromarketing on brand positioning is entitled “Can brain waves tell if a product will be purchased? 
Inferring consumer preferences from single-item brain potentials” (Goto et al., 2019), whose purpose was to 
examine single-item event-related brain potentials that could reliably predict consumer preferences for specific 
consumer goods.  
The study analyzed the brain-behavior of 40 participants, whose brain wave behavior during the transmission 
of different images of consumer goods was measured using specialized tools. The study showed that through 
this analysis it is possible to achieve an accuracy of up to 71% in the prediction of purchase of an article since 
the measurement of brain behavior was able to identify the affinity in the same six items in the 40 participants, 
as well as disinterest in 6 other items, which allowed inferring that it is possible to use marketing tools through 
neuroscience, to make a product or service more appealing and thus ensure the purchase by consumers. In this 
way, the usefulness of this science in the process of designing marketing strategies to increase brand 
positioning is confirmed. 
4.3 Distribution of scientific production by country of origin 
Figure 5 shows the distribution of scientific production according to the country of origin of the publication. 
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Figure 5. Distribution of scientific production by country of origin. 
Source: Own elaboration (2022); based on data provided by Scopus. 
 
Within the Latin American community, Brazil was the country with the highest number of published reports 
through authors affiliated to institutions in that country. A total of 12 documents were registered in Scopus 
during the period 2017-2021, within which the article entitled “Consumer neuroscience and neuromarketing: 
Potential for theoretical adoption with the application of methods and techniques in neuroscience” (Shigaki et 
al., 2017), whose objective was to present a discussion on the concepts, opinions of various authors on issues, 
methods and techniques of Consumer Neuroscience and Neuromarketing adopted in the face of stimuli 
produced by the offer of products, services and marketing communications. Among the main findings of the 
research, the authors highlight positive and negative points. Among the former, it was possible to determine 
the support to consumer decision making, cost-benefit of the physiological response methods, the possibility 
of new research findings and interdisciplinarity and, on the other hand, negative aspects such as the reduced 
vision of consumer behavior research on stimuli and responses, ethics, high cost of equipment for physiological 
response methods, lack of skill of researchers in handling the equipment, and inaccuracy of the equipment. 
At this point, it should be noted that the production of scientific publications, when classified by country of 
origin, presents a special characteristic and that is the collaboration between authors with different affiliations 
to public and private institutions, and these institutions can be from the same country or different nationalities 
so that the production of an article with co-authorship of different authors from different countries of origin 
allows each of the countries to add up as a unit in the general publications. This is best explained in Figure 6, 
which shows the flow of collaborative work from different countries. 
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Figure 6. Co-citations between countries. 
Source: Own elaboration (2022); based on data provided by Scopus. 
 
Frequent participation is observed among authors affiliated with institutions in Brazil, Colombia and Peru, 
who have also presented research works in co-authorship with researchers from Spain, the latter country being 
the central axis in the publications of Ecuadorian and Chilean authors. As an example of the above, the 
conference article entitled “Conceptual and exploratory approach to the role of trust for efficient advertising: 
a neuromarketing perspective” (Tinoco-Egas et al., 2019) was identified, which has the participation of authors 
from Ecuador and Spain whose objective was to explain the concept of the role of the message of an 
advertisement to generate trust seeking the effectiveness of advertising towards consumer behavior from a 
neuromarketing perspective. 
 
4.4 Distribution of scientific production by area of knowledge 
Figure 7 shows how the production of scientific publications is distributed according to the area of knowledge 
through which the different research methodologies are executed. 
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Figure 7. Distribution of scientific production by area of knowledge. 
Source: Own elaboration (2022); based on data provided by Scopus. 
 
Business, Administration and Accounting represent the area of knowledge with the greatest influence in the 
execution of different methodologies for the development of research works related to the study of 
Neuromarketing and Brand Positioning, a total of 16 publications were executed following theories immersed 
in this area. In the second place, Computer Science, with 15 publications, explains the nature of the study and 
the technological component that allows the development of study strategies based on Neuroscience. Decision 
Sciences, occupies the fifth place with the publication of 6 documents that are developed based on theories 
derived from this area of knowledge, making an important contribution to the generation of new knowledge 
on the topic mentioned above, Within these, the article entitled “Neuromarketing as a strategy of consumer 
persuasion: Theoretical approach” (Vásquez-Patiño & Rueda-Barrios, 2019) was found, whose objective was 
to carry out a theoretical analysis of neuromarketing from the systematic review of publications in the Scopus 
database since 2004 on marketing techniques and neuroscience intervention applied to what has been called 
neuromarketing. It was possible to identify theories, concepts and techniques that are still in the exploratory 
and experimental phase, highlighting the affinity of this discipline with the study of the senses of human beings, 
as the main driver in the incentive to purchase a product or service. 
 
4.5 Type of publication 
Figure 8 shows how the bibliographic production is distributed according to the type of publication chosen by 
the authors. 
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Figure 8. Type of publication 
Source: Own elaboration (2022); based on data provided by Scopus. 
 
The Journal Article was the type of publication most frequently used in the research identified through the data 
collection applied in Scopus, 68% of the publications in total correspond to this typology. In the second place, 
Conference Articles with 30% and lastly, Reviews with 2%. Among the Conference Articles is the one entitled 
“The role of neuromarketing emotion as a key to define consumer behavior” (Casas-Frausto et al., 2021), 
whose purpose was to analyze the role of Neuromarketing within the analysis of consumer emotions to 
establish related purchase profiles among consumers and thus support marketing campaigns designed by 
establishing a standard associated with the incentive to purchase through the stimulation of people's sensations. 
For marketing specialists, this has been a revolution in terms of the establishment of strategies created to ensure 
the success of advertising campaigns and, therefore, the positioning of the brand. 
 
5. Conclusions 
Once the bibliometric analysis proposed for the development of this article was carried out, it was possible to 
establish that, among the countries belonging to the Latin American community, Brazil was the one that 
presented the largest number of publications to Scopus during the period 2017-2021, with a total of 12 research 
papers published in high impact journals indexed in that platform. Thus, it can be inferred that Brazil is part 
of the group of countries with the greatest progress in terms of the study, design and proposal of theoretical 
bases for the implementation of strategies based on the application of neuroscience to business marketing, 
which in turn pursues the generation of a good level of brand positioning. 
The above, supported by areas of knowledge such as Administration, Business and Accounting, as well as 
Computer Science, which were the ones that made the greatest contribution to the generation of new knowledge 
about Neuromarketing, to such an extent, that it was possible to show that the current state of this discipline 
still defines experimental phases, with some cases of successful application of marketing strategies based on 
the stimulation of sensations in humans. This is thanks to the use of new specialized technology that has even 
made it possible to measure the brain's behavior when faced with the perceived stimulus concerning different 

68%

30%

2%

TYPE OF PUBLICATION

Article Conference Paper Review



Neptali Jesús Barnett Valdivia* 

315 
 
 

Vegueta, 22 (8), 2022,  eISSN: 2341-1112 
 

products and/or services, which as a result delivers the affinity or not to these brands.  
This information is of great help to companies since, through this data, it is possible to improve or enhance 
products and/or services according to the needs of consumers, which allows as a result, a higher degree of 
affinity between the two variables, seeking to increase the possibility of buying them. Therefore, it is important 
to highlight the importance of studies such as the one presented in this document, since it is possible to know 
the current state of scientific findings on brand positioning through strategies based on Neuromarketing in 
Latin America, hoping that, through this, it will be possible to represent a theoretical basis in the generation of 
new knowledge and thus achieve the design of successful marketing campaigns for the strengthening of 
companies. It is hoped that research on this subject will be encouraged since the results obtained show that 
there is a low level of publications related to the study of the aforementioned subject. Likewise, it is of interest 
for the scientific community to provide concrete results regarding the current debate that exists around 
Neuromarketing and that questions the ethics in the practices of advertising campaigns based on the 
contributions that have been made through the study of consumer behavior and decision making. 
 
References  

 Casas-Frausto, A., Yail Márquez, B., Gutiérrez, R., & Sergio Magdaleno-Palencia, J. (2021). The Role 
Neuromarketing Emotion as Key to Defining Consumer Behavior. Smart Innovation, Systems and 
Technologies (págs. 385 - 394). 15th International KES Conference on Agent and Multi-Agent 
Systems-Technologies and Applications, KES-AMSTA 2021Virtual, Online14 June 2021 through 16 
June 2021Code 260909. 

 Coca, C. M. (2008). El concepto de Marketing: pasado y presente. Revista de Ciencias Sociales, 391-
414. 

 Goto, N., Lim, X. L., Shee, D., Hatano, A., Khong, K. W., Buratto, L. G., . . . Schaefer, A. (2019). Can 
brain waves really tell if a product will be purchased? Inferring consumer preferences from single-item 
brain potentials. Frontiers in Integrative Neuroscience. 

 Munuera, A. J., & Rodríguez, E. A. (2020). Estrategias de marketing. Un enfoque basado en el proceso 
de dirección. . Esic.  

 Salas, H. (2018). Neuromarketing: Explorando la mente del consumidor. Revista Científica de la 
UCSA, 5(2), 36-44. 

 Shigaki, H. B., Gonçalves, C. A., & Dos Santos, C. P. (2017). Consumer neuroscience and 
neuromarketing: Theoretical adoption potential with the application of methods and techniques in 
neuroscience. Revista Brasileira de Marketing|, 439 - 453. 

 Tinoco-Egas, R. M., Juanatey-Boga, Ó., & Martínez-Fernández, V.-A. (2019). Conceptual and 
exploratory approach to the role of trust for an efficient publicity: A neuromarketing perspective. 
Iberian Conference on Information Systems and Technologies, CISTIVolume 2019-JuneJune 2019 
Article number 876072314th Iberian Conference on Information Systems and Technologies, CISTI 
2019Coimbra19 June 2019 through 22 June 2019Code 149931. 



NEUROMARKETING AND BRAND POSITIONING: A DOCUMENTARY ANALYSIS FOR LATIN AMERICA 

316 
 
 

Vegueta, 22 (8), 2022, eISSN: 2341-1112 
 

 Urbina, N. O. (2020). El neuromarketing: una herramienta efectiva para el posicionamiento de un 
nuevo producto. Revista Academia & Negocios, 6(1), 127-142. 

 Vásquez-Patiño, L. F., & Rueda-Barrios, G. E. (2019). Neuromarketing as a strategy of consumer 
persuasion: Theoretical approach. Espacios. 

  Levrini, G., Schaeffer, C. L., & Nique, W. (2020). The role of musical priming in brand recall. Asia 
Pacific Journal of Marketing and Logistics, 32(5), 1112-1131. doi:10.1108/APJML-04-2019-0231 

 Levrini, G. R. D., & Dos Santos, M. J. (2021). The influence of price on purchase intentions: 
Comparative study between cognitive, sensory, and neurophysiological experiments. Behavioral 
Sciences, 11(2) doi:10.3390/bs11020016 

 Lopes, A. T., de Aguiar, E., De Souza, A. F., & Oliveira-Santos, T. (2017). Facial expression 
recognition with convolutional neural networks: Coping with few data and the training sample 
order. Pattern Recognition, 61, 610-628. doi:10.1016/j.patcog.2016.07.026 

 Lugo, N. S. (2020). Debating on neuromarketing. [Neuromarketing a debate] Revista Cubana De Salud 
Publica, 46(3), 1-14. Retrieved from www.scopus.com 

 Luiz, I., Lindell, A. K., & Ekuni, R. (2020). Neurophilia is stronger for educators than students in 
brazil. Trends in Neuroscience and Education, 20 doi:10.1016/j.tine.2020.100136 

 Marquez Lobato, B. Y., & Alanis Garza, A. (2017). Classification algorithm for measuring human 
emotion: “i like it” and “i do not like” in neuromarketing. IEEE Latin America Transactions, 15(11), 
2177-2184. doi:10.1109/TLA.2017.8070424 

 Márquez, B. Y., Garza, A. A., Palencia, J. S. M., & Alvarado, K. R. (2018). Neural network algorithm 
to measure the human emotion. Paper presented at the ACM International Conference Proceeding 
Series, , Part F144893 doi:10.1145/3302425.3302441 Retrieved from www.scopus.com 

 Nuñez-Gomez, P., Alvarez-Ruiz, A., Ortega-Mohedano, F., & Alvarez-Flores, E. P. (2020). 
Neuromarketing highlights in how asperger syndrome youth perceive advertising. Frontiers in 
Psychology, 11 doi:10.3389/fpsyg.2020.02103 

 Pagan, N. M., Pagan, K. M., Teixeira, A. A., de Moura Engracia Giraldi, J., Stefanelli, N. O., & de 
Oliveira, J. H. C. (2020). Application of neuroscience in the area of sustainability: Mapping the 
territory. Global Journal of Flexible Systems Management, 21, 61-77. doi:10.1007/s40171-020-00243-
9 

 Perán López, J., Berlanga Fernández, I., & Galmés Cerezo, M. (2017). Neuromarketing strategies in 
the mobile phone companies' homepages. [Estrategias comunicativas en las “homepages” de empresas 
de telefonía móvil. Una visión desde el neuromarketing] Espacios, 38(39) Retrieved 
from www.scopus.com 



Neptali Jesús Barnett Valdivia* 

317 
 
 

Vegueta, 22 (8), 2022,  eISSN: 2341-1112 
 

 Pereira, R., Córdova, F. M., & Díaz, H. A. (2021). Some experiences in neuromarketing: Moving from 
white papers to scientific inquiries. Paper presented at the Procedia Computer Science, , 199 1409-
1415. doi:10.1016/j.procs.2022.01.178 Retrieved from www.scopus.com 

 Pereira, V. C., & Cruz-Silva, J. (2021). Neuromarketing as a new methodology for broadcasters: A 
comparison of european public and private channels doi:10.1007/978-981-33-4183-8_46 Retrieved 
from www.scopus.com 

 Plazas-Molano, A. C., Duarte-González, M. E., Blanco-Díaz, C. F., & Jaramillo-Isaza, S. 
(2020). Exploring the facial and neurological activation due to predetermined visual stimulus using 
kinect and emotiv sensors doi:10.1007/978-3-030-61834-6_23 Retrieved from www.scopus.com 

 Prieto-Pinto, L., Lara-Díaz, M. F., Garzón-Orjuela, N., Herrera, D., Páez-Canro, C., Reyes, J. H., . . . 
Eslava-Schmalbach, J. (2019). Effectiveness assessment of maternal and neonatal health video clips in 
knowledge transfer using neuromarketing tools: A randomized crossover trial. PLoS ONE, 14(5) 
doi:10.1371/journal.pone.0215561 

 Quevedo, W. X., Venegas, P. F., López, V. B., Gallardo, C., Acosta, A. G., Tapia, J. C., & Andaluz, 
V. H. (2018). Sales maximization based on neuro-marketing techniques in virtual 
environments doi:10.1007/978-3-319-95282-6_13 Retrieved from www.scopus.com 

 Quintero Arango, L. F., & Martínez Gómez, J. (2018). Neuromarketing in advertising and its impact 
on the consumer of the retail sector of the medellín city (colombia). [Neuromarketing en la publicidad 
y su impacto en el consumidor del sector retail de la cíudad de Medellín (Colombia)] Espacios, 39(16) 
Retrieved from www.scopus.com 

 Rodas, J. A., & Montoya-Restrepo, L. A. (2019). Measurement and analysis of television commercials 
based on the computer tools eyetracking and facereader. [Medición y Análisis de Anuncios 
Publicitarios en Televisión con base en las Herramientas Seguidor-de-Visión y Lector-de-Rostro 
(EyeTracking y FaceReader)] Informacion Tecnologica, 30(2), 3-10. doi:10.4067/S0718-
07642019000200003 

 Rodas-Areiza, J. A., & Montoya-Restrepo, L. A. (2018). Methodological proposal for the analysis and 
measurement of sensory marketing integrated to the consumer experience. [Propuesta metodológica 
para el análisis y la medición del sensory marketing integrado a la experiencia del consumidor] DYNA 
(Colombia), 85(207), 54-59. doi:10.15446/dyna.v85n207.71937 

 Salinas-Medina, A., Poblano-Rosas, H., Bustamante-Bello, M. R., Curiel-Ramirez, L. A., Navarro-
Tuch, S. A., & Izquierdo-Reyes, J. (2019). A live emotions predictor system using convolutional neural 
networks. Paper presented at the Proceedings - 2019 International Conference on Mechatronics, 
Electronics and Automotive Engineering, ICMEAE 2019, 28-33. doi:10.1109/ICMEAE.2019.00013 
Retrieved from www.scopus.com 



NEUROMARKETING AND BRAND POSITIONING: A DOCUMENTARY ANALYSIS FOR LATIN AMERICA 

318 
 
 

Vegueta, 22 (8), 2022, eISSN: 2341-1112 
 

 Shigaki, H. B., Gonçalves, C. A., & Dos Santos, C. P. V. (2017). Consumer neuroscience and 
neuromarketing: Theoretical adoption potential with the application of methods and techniques in 
neuroscience. [Neurociência do consumidor e neuromarketing: Potencial de adoção teórica com a 
aplicação dos métodos e técnicas em neurociência] Revista Brasileira De Marketing, 16(4), 439-453. 
doi:10.5585/remark.v16i4.3427 

 
 
 


