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Abstract

This study investigates the application of neuromarketing methods in improving the
effectiveness of product marketing strategies in the cosmetics industry. Using brain scanning
technologies such as MRI or EEG, neurological data is collected to understand consumers' brain
responses to cosmetic product advertisements. Findings suggest that neuromarketing can provide
valuable insights into consumer preferences and behavior, but also highlight challenges related
to ethics, privacy, and data interpretation. The practical implications of this study are the need
for deeper integration of neuromarketing findings with conventional knowledge of consumer
behavior, as well as the need for strict policies in data management and consumer privacy
protection. Future research could deepen the understanding of brain responses to cosmetic
products through longitudinal studies and explore the ethical and social implications of using
neuromarketing technologies in the context of marketing cosmetic products.
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1. Introduction

The cosmetics industry is one sector that continues to grow rapidly in various parts
of the world, including in Indonesia. In the increasingly fierce competition, cosmetics
companies seek to understand consumers better and develop effective marketing
strategies to maintain or increase their market share. One of the growing approaches in
this regard is the application of neuromarketing methods. Neuromarketing combines the
principles of neuroscience with marketing to understand how the human brain responds
to marketing stimulus. In the context of the cosmetics industry, the application of
neuromarketing methods offers great potential in improving the understanding of
consumer preferences, responses to products, and the influence of marketing strategies.

One of the current issues related to the application of neuromarketing methods in
the cosmetics industry is privacy and ethical concerns. By using brain scanning
technology and physiological response measurements, cosmetics companies can collect
highly sensitive data about their consumers without sufficient authorization or without
providing consumers with an adequate understanding of how their data will be used. This
can raise concerns about data misuse and privacy violations, especially given the

Article History: Received :14-12-2023; Accepted :27-12-2023; Published : 30-12-2023
60



Jurnal MIRTE
Manajemen, Informatika, Rekayasa Perangkat Lunak dan Teknologi Komunikasi
Vol. 2, No. 2, December 2023
E-ISSN : 2961-9467

sensitivity of information related to brain activity and emotional responses. In addition,
there are also challenges related to the interpretation and validity of data obtained through
neuromarketing methods. While technologies such as brain scans can provide valuable
insights into consumers' brain responses, there is debate about how well such neurological
responses can be translated into effective marketing strategies. There is a need to validate
neuromarketing findings with conventional data and to consider contextual factors that
might influence consumer responses. In addition, while neuromarketing can provide
insights into the underlying brain responses, it does not necessarily reveal the reasons
behind consumer preferences or decisions, which also requires an in-depth understanding
of psychological and social factors.

Research conducted by Ardyanto and Wibowo (2020), investigated the influence
of neuromarketing methods on the cosmetics industry with a focus on the Indonesian
market. They used brain scanning technology to collect neurological data on consumers'
brain responses to cosmetic product advertisements. Their findings showed that the
application of neuromarketing can provide significant insights into consumer preferences
and enable companies to design more effective marketing strategies. Likewise, research
conducted by Dewi and Hidayat (2019), also explored understanding consumer behavior
in the cosmetics industry with a neuromarketing approach. They used brain scanning
techniques to examine consumers' brain responses to various aspects of cosmetic
products, including packaging, advertising, and brands. Their results suggest that
information from neuromarketing studies can help cosmetics companies improve the
effectiveness of their marketing strategies, by understanding consumer preferences in
greater depth.

Although many studies have been conducted in the field of neuromarketing, there
are few studies that specifically focus on its application in the cosmetics industry in
Indonesia. Therefore, this study attempts to fill the gap by investigating the impact and
potential of applying neuromarketing methods in improving the effectiveness of
marketing strategies for cosmetic products in the Indonesian market. By understanding
consumers' brain responses to advertisements, product packaging, and brand messages, it
is hoped that this study can provide valuable insights for cosmetics companies in
developing more targeted and successful marketing strategies.

The main objective of this study is to investigate the potential application of
neuromarketing methods in improving the effectiveness of product marketing strategies
in the cosmetics industry in Indonesia. This research will identify consumers' brain
responses to cosmetic product marketing stimuli, such as advertisements, packaging, and
brand messages, and analyze how this information can be used to design more effective
marketing strategies. As such, the aim of this research is to provide a deeper
understanding of how to increase the appeal of cosmetic products in the Indonesian
market through a neuromarketing approach.

2. Methodology
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To solve the problem of improving the effectiveness of product marketing
strategies in the cosmetics industry with neuromarketing methods, an approach that
focuses on data management, transparency, accurate interpretation, and integration with
consumers' psychological knowledge is needed. First, it is important to ensure that the
collection and use of neurological data is done with permission and strict privacy
compliance. Companies should clearly explain to consumers how their data will be used
and provide the option to decline participation in neuromarketing studies if they do not
agree. Furthermore, interpretation of neuromarketing data should be aligned with a deep
understanding of consumer psychology and market context. This means combining
neurological findings with conventional information on consumer preferences, industry
trends and market dynamics. This integration allows companies to develop more holistic
and targeted marketing strategies, taking into account both the emotional and rational
responses of consumers. In addition, companies should continue to conduct validation
and follow-up research to refine their neuromarketing methodologies and improve their
understanding of the brain responses underlying consumer behavior. With a holistic
approach and a focus on data integrity, transparency, and proper interpretation, cosmetics
companies can improve the effectiveness of their marketing strategies using
neuromarketing methods in the cosmetics industry.

3. Result and Discussion

Applying neuromarketing methods in the cosmetics industry, a company can use
brain scanning technology to understand consumers' brain responses to television
advertisements for their cosmetic products. The company can collect neurological data
from a group of consumers as they watch the commercial using MR1 or EEG scans. With
this technology, the company can look at the brain activity associated with emotion,
attention and memory when consumers are exposed to the ads.

Once the data is collected, companies can analyze their neurological findings and
integrate them with conventional information about consumer preferences, such as survey
results or market research. For example, if neuromarketing data shows that a certain part
of the ad triggers a strong emotional response in most consumers, companies may decide
to emphasize that part in their marketing campaigns.

Furthermore, companies can use the insights gained from neuromarketing studies
to design more effective ads and maximize their impact on consumers. For example, they
can customize the music, images or narration of the ad to better match the desired brain
response, such as increasing activity in brain regions associated with positive emotions
or mindfulness.

The result of applying neuromarketing methods in the cosmetics industry as
described is an increased understanding of consumers' brain responses to cosmetic
product advertisements. Using brain scanning technologies such as MRI or EEG,
companies can collect data that reveals brain activity associated with emotion, attention
and memory when consumers are exposed to such advertisements. Analysis of this data
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allows companies to discover patterns that can be used to design more effective ads,
maximize their impact on consumers, and increase the success of marketing campaigns.

The discussion of the results includes the potential and challenges of applying
neuromarketing methods. Potential applications of this method include its ability to
provide deep insights into consumer brain responses, which can be used to optimize
marketing strategies and improve the effectiveness of product campaigns. However, there
are also challenges related to privacy and ethics in the collection and use of neurological
data, as well as the expansion of accurate interpretation of neuromarketing findings with
extensive psychological knowledge and market context. By paying attention to these
challenges and integrating a holistic approach, cosmetics companies can harness the
potential of neuromarketing methods to improve the effectiveness of their marketing
strategies in the cosmetics industry.

In addition, the application of neuromarketing methods also provides an
opportunity for cosmetics companies to better approach the target market with more
personalized and leveraged messages and strategies. By deeply understanding consumers'
brain responses, companies can more accurately identify individual needs, wants and
preferences. This allows them to craft more segmented and relevant marketing
campaigns, thereby increasing the appeal of their cosmetic products to their intended
consumers.

However, keep in mind that while neuromarketing methods offer valuable
insights, it should not be considered the only solution in developing marketing strategies.
Integration with conventional knowledge of consumer behavior, industry trends, and
market analysis remains essential. In addition, it is necessary to ensure that the use of
neurological technologies and data is conducted with high ethics and attention to
consumer privacy so as not to cause concern or distrust.

Thus, the conclusion is that the application of neuromarketing methods in the
cosmetics industry promises great potential for improving the effectiveness of product
marketing strategies. However, to optimize the benefits, companies need to integrate
neuromarketing findings with conventional knowledge, pay attention to ethics and
privacy, and continuously conduct research and validation to improve their understanding
of consumer behavior. With a holistic and sustainable approach, neuromarketing methods
can be an invaluable tool in strengthening a company's position in the cosmetics industry.

4. Conclusion

This research is that the application of neuromarketing methods in the cosmetics industry
promises the possibility of improving the effectiveness of product marketing strategies
by deeply understanding consumers' brain responses. However, this study also has
limitations, including the extension of the interpretation of neuromarketing findings to
psychological knowledge and broader market contexts, as well as the need for ethical data
management and attention to consumer privacy. For future research development, it is
recommended to explore deeper integration of neuromarketing methods with
conventional data, deepen understanding of brain responses to cosmetic products through
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longitudinal studies, and improve understanding of the ethical and social implications of
using neuromarketing technologies in the context of marketing cosmetic products.
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