UDK: 658.8:159.9]:336.71, originalan nau¢ni ¢lanak

marketing.

Abstract: Neuromarketing is one of the
newer tools that banks are increasingly
using in their marketing in order to fight
for a larger number of their clients. Re-
sponses provided by 99 entrepreneursin
the Summer of 2020 regarding the role of
neuromarketing in banking are collected
in the research study. In our study, the
homogeneity of variances is examined,
ANOVA and post hoc analyses applied to
see any differences among respondents
across age groups, gender, education,
and firm size. However, there is no
evidence that the perception significantly
varies across these categories, although
respondents are comparatively more
positive than negative when discussing
neuromarketing.

Kewords: neuromarketing, customer
behavioural intentions, retail banking
services, perceived service usefulness,
consumer marketing
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INTRODUCTION

As an integral part of every economy, the banking sector must evolve at
the pace of change and rapidly modify its marketing strategies, in order
to remain relevant to twenty-first-century customers. Since digital tech-
nology has had a large impact on increasing competition and contesta-
bility of banking markets, banks have to adapt and implement a new cus-
tomer-centric platform-based model (OECD, 2020), to stay competitive
in the market. The proliferation of digital use and the ever-changing con-
sumer expectations of trust, loyalty, personalization, and privacy require
financial institutions to update their marketing policies and mechanisms
(Streeter, 2020).

For decades, banking products and services have been mainly dis-
tributed and promoted directly through banking branches and their em-
ployees, making the marketing service traditional in nature and highly
personalized. Over time, banks have begun to promote their services
through partner organizations and other financial intermediaries. How-
ever, with the advent of the Internet, which is being used more and more,
many banks have switched to mobile and online applications through
which they are closer to their customers. Neuromarketing is also one of
the newer tools that banks are increasingly using in their marketing in or-
der to fight for a larger number of their retail and business clients. Neuro-
marketing is a research discipline that originated in the early 21st century
when Ale Smidsts first used the term ,,neuromarketing® in 2002 (Smidts,
2002), while Dr. David Lewis (Veinovi¢-Stevanovi¢ et al., 2019) is con-
sidered the father of ,neuromarketing“ since he was the first author of
a study dedicated to the analysis of brain neuroactivity for commercial
purposes.

Neuromarketing involves various forms of studying the human (con-
sumer) brain, which are activated as a result of certain marketing activi-
ties that subsequently cause the demand for a particular product or ser-
vice. In accordance with the above, it is believed that neuromarketing



TABLE 1: Use of neuromarketing research in financial institutions

m Research center Researcher Theme of research

France INSEAD

USA Emory University

USA Center for Neuroeconomics Studies
Israel, USA Princeton University

Romania Lucian Blaga University of Sibiu

Russian Federation St.Petersburg University

Hilke Plassmann
Gregory Burns
Vernon Smith
Daniel Kahneman

Neuroprediction
Consumer behavior
Experimental Economics
Behavioral finance
Banking marketing
communication
Promotion of bank’s
products & services

Tichindeleau & Tichindeleau

Molchanov & Galay

SOURCE: The authors (2022)

offers various possibilities of identifying situations
in which the consumer decides to choose a company
product and of influencing her selection (Eremenko
& Kuzmina, 2019). Many authors treat neuromarket-
ing as an interdisciplinary field as it combines two or
more areas (Fugate, 2007, 2008; Lee et al., 2007; Babil-
oni, 2012; Ohme & Matukin, 2012; Fortunato, et al.,
2014).

The word neuromarketing is made up of the com-
bination of two particular components - marketing
and neuroscience (Slijepcevi¢ et al, 2020; Morin,
2011) and encompasses a new field of marketing re-
search, which use neural and physiological responses
and behaviors to understand consumer subconscious
reactions (Senior et al., 2007). In the end, it identifies
the customers selection purchase decision (Tichinde-
lean et al., 2018). Several instruments and techniques
are available for conducting neuromarketing research
for studying either the neural activity of the brain, the
electrical activity of the brain, or without looking di-
rectly at the brain of the consumer, studying the re-
actions of the body and mind to certain stimuli. The
commercial effects of neuromarketing research are
also very visible, which includes psychological and
economic research (Lee et al., 2007). The following
instruments are most frequently used: Functional
Magnetic Resonance Imaging (fMRI); Eye Tracking;
Magnetoencephalogram (MEG); Electroencephalo-
gram (EEG); Galvanometer; Facial Coding;Implicit
Response Test (Slijepcevi¢ et al., 2017; Susanta et al,,
2019, Tichindeleau & Tichindeleau, 2019).

Daugherty and Hoffman (2017) claim that neuro-
marketing uses concepts and approaches from several
different disciplines, so in addition to anthropology,
etymology, neuroscience, biology and arithmetic, fi-
nance is also mentioned. In the era of digital technol-
ogy, neuromarketing has become a perfect blend of
neurotechnology and artificial intelligence (Karpova
& Rozhkov, 2019). The results obtained by neuromar-
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keting, in addition to fundamental research, promote
company products and services, but also provide a
better understanding of the same.

Through neuromarketing, all the necessary mar-
keting elements are created in order to provoke spe-
cific neurological reactions that trigger certain emo-
tions or responses of potential consumers that lead to
the buying process (Gotter, 2019). What makes neu-
romarketing significantly different from other tradi-
tional testing methods is that consumers have no con-
tact with prejudices, any values, or attitudes, because
their brains are monitored, which cannot deceive
researchers (Tomkova & Ondrijova, 2018 ). Harrell
(2019) starts from the fact that neuromarketing meas-
ures psychological and neural signals in respondents’
brains - potential buyers. The focus is on examining
consumer motivations, preferences, and decisions
that give significant feedback to marketing teams.

Finance and money are sensitive subjects for every-
body. According to the research conducted by Sey-
mour (Wellcome Trust, 2007), losing money activates
the same part of the brain that is activated by physical
pain. Having this in mind, it can be seen that finan-
cial decisions are not entirely rational, but, according
to neuromarketing researches, people are quite emo-
tional about their money (Wellcome Trust, 2007). The
following table gives a brief historical overview of the
implementation of neuromarketing in financial insti-
tutions.

LITERATURE REVIEW
AND HYPOTHESES

Through a detailed analysis of consumer behavior
(combined knowledge of neuroeconomics, finance,
psychology, and sociology), banks can more easily see
the dynamics of consumer needs and identify the best
opportunities for marketing their products and ser-
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vices to end-users (Dedu & Nitescu, 2014). Relational
marketing via neuromarketing can create the neces-
sary connections between the segments of banking
clients according to pre-determined demographics
and their preferences.

In this sense, Behavioural Economics is extremely
helpful for banks to detect differences in the behavior
of their clients. Using knowledge of behavioral eco-
nomics, banking institutions can more easily reposi-
tion their products and services but also manage their
pricing policies more efficiently (Knoll & Harmston,
2014). Today, it is more than necessary for users of
banking services to be educated in the field of knowl-
edge of banking services. On the other hand, many
neuroscientists, neuroeconomists, and bankers also
focus on the electrochemistry of the brains of users of
banking services in order to interpret the numerous
psychological processes due to which these same us-
ers decide on certain financial steps.

Due to the development of new technologies, soft-
ware, and applications, users of banking services can
use banking services not only directly by visiting the
bank branch, but also through various devices such as
tablets, laptops, mobile phones, personal computers,
and ATMs. As competition in the banking services
market intensifies, banks face the challenge of attract-
ing as many customers as possible in the most sub-
tle ways, using the achievements and results of neu-
romarketing research. Among other things, they use
different designs and other characteristics of the site,
both hedonistic and utilitarian (Korzeb & Niedziol-
ka, 2020), to maximize service users’ satisfaction. The
most commonly used promotional activities are di-
rected from the seller to the buyer in order to influence
the buyer's decision to buy (Gronroos, 1990). The way
the seller communicates and the messages she sends
to the buyer in order to influence the purchase deci-
sion are most often the subject of neuromarketing re-
search (Rawnaque et al., 2020).

Based on the benefits received, and implications on
their attitudes and behaviors, customers analyze, and
ultimately choose the bank and banking services they
will use. Some researches suggested that customer
satisfaction plays an important role as an intermedi-
ary in the long-term relationship between banks and
customers (Ladeira et al., 2016). It can be said that
the best and most accurate way to discover the main
causes of customer satisfaction are neuromarketing
research and the application of neuromarketing tech-
niques. Many neuromarketing experts want to opti-
mize the design and presentation of their products to
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be as compatible as possible with consumer prefer-
ences (Khushaba et al., 2013).

In the past, interpreting the findings of marketing
studies that used traditional techniques might have led
to misleading guidelines. As a modern and innovative
research method, neuromarketing creates, togeth-
er with conventional research methods, a synergy in
increasing the quality of communication strategies in
banking (A¢ichindelean & Ac¢ichindelean, 2019). For
example, using the eye tracker, researchers can gain
qualitative information, which can be used to improve
the design of marketing stimuli by identifying and ex-
plaining usability issues. Besides, it can measure the
quantitative desirability and performance of specific
elements. In combination with the eye-tracking meth-
od, the results could be more precisely interpreted,
and the whole story could be more clearly understood
(Schiess, et al., 2003). Using neuromarketing, banks
can gain insights into users’ choice behavior in the vir-
tual environment (Sola et al., 2021). With knowledge
of what users were looking at when their emotions
reached a highest point and memory formation took
place, banks could act upon it.

Autor Al-Kwifi (2016) suggests the importance of
using neuromarketing in order to evaluate brain ac-
tivations during the decision-making process when a
consumer is selecting a brand. The results of neuro-
marketing brand research can make better marketing
and advertising strategies that enhance consumers
perception of brands and positive emotional experi-
ence. In the end, it makes it easier for customers to
choose the brand. This can also be applied to banks.

A recent study in the Russian Federation on the
use of neuromarketing tools in the banking sector
addressed the prior knowledge and awareness of the
use of neuromarketing tools for commercial purpos-
es by users of banking services (Molchanov & Galay,
2019). The selection of the bank was the primary
hypothesis, but the factors of innovation of banking
technologies and infrastructure were also considered,
as well as the evaluation of satisfaction with the bank-
ing service in general. The conclusion is that for the
selection of a bank, corporate communication and
the image of the bank are of primary importance in
relation to the products and services that the bank
offers, i.e. that priority should be given to media pro-
motion of the bank’s name when it comes to its selec-
tion. More precisely, the use of neuromarketing tools
is one of the possible ways to examine the behavior
of users of banking services, which could convey the
right message in terms of banking image to its direct
users. By collecting big data on service users with the
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help of neuromarketing, an unprecedented opportu-
nity is formed for marketing messages to be personal-
ized and forwarded to the bank's clients.

One study showed the importance of mental ac-
tivation and possible selection of a bank through at-
tention to Targo Bank's advertisement. Experiments
conducted using a combination of Neurocode-Track-
ing have shown success in researching the effects of
bank advertising, which provide reliable information
on both individual and cognitive emotional responses
(Dimpfel, 2015).

H1: Through neuromarketing, potential users of
banking products/services can select banks more
easily

Numerous authors have identified the importance
of the consumer experience in the context of study-
ing services (McColl-Kennedy, 2015). Having in mind
the dynamics of relations with the user of services,
including banking ones, the bank>s relations with its
customers are based on the following premises: 1) in-
creased customer engagement in terms of monitoring
the experiences of communication with the bank; 2)
direct access to the user experience and 3) recogniz-
ing the holistic nature of the user experience during
each contact with the bank clerk (regardless of wheth-
er it was achieved in the traditional or online way).

The difference between service users attitudes and
their behavior is the space in which neuromarket-
ing research can provide answers (Agarwal & Dutta
2015), and thus find solutions to reduce the mismatch
between attitudes and consumer behavior. Asymme-
try of information (Jankovi¢, 2009) is one of the key
causes of loss of trust of banking service users because
the information provided by the bank in the contract
is not equally clear to the service user. This is often not
the malicious intention of the bank, but insufficient
knowledge of the needs, attitudes, desires, and expec-
tations of the users of banking services. In this seg-
ment, neuromarketing research can help significantly.

Neuromarketing research proves that there are sig-
nificant differences in evaluating purchasing behavior
between men and women (Stefko et al., 2020). Namely,
it was found that men are far more sensitive to odors,
music in the room, lighting, hygiene, and in general to
the interior of the consumer facility. In addition, they
care much more about the brand of a certain compa-
ny, but they are also more price sensitive. On the other
hand, from a neuromarketing point of view, women
pay more attention to colors and are more influenced
by online marketing (social networks) when deciding
on a potential purchase. The conclusion is that women

134

are far more diligent in using neuromarketing when
shopping in terms of a better understanding of a giv-
en product/service. Furthermore, they believe much
more than men that they can be educated with neuro-
marketing that assists when buying a certain product/
service. Finally, they even advocate the use of neuro-
marketing in educating customers, which can signifi-
cantly raise the threshold of knowledge about upcom-
ing purchases.

There are still different aspects between men and
women as customers in the eyes of neuromarketing
science. Namely, Vecchiato et al. (2014) conducted
an experiment to investigate cognitive and emotion-
al changes in the activity of customers’ brains while
watching television commercials. They proved that it
is possible to establish a difference in the way of com-
munication according to gender. Another group of
researchers determined this through aspects of visual
attention that differs between men and women (Cues-
ta et al., 2018).

There are many instances when neuromarket-
ing is used in the banking sector. Namely, Schiess et
al. (2003) further used an eye-tracker to determine
the differences between men and women when track-
ing a banking website. The results showed that women
were more text-oriented, while men paid more atten-
tion to images, almost not reading the promotional
text. Another group of researchers who used the same
neuromarketing tool to study banking services from
the user's point of view studied the layout of elements
within a banking website and how different genders
react to it (Yuan et al., 2014), concluding that both
sides prefer simple bank’s websites, with basic infor-
mation and user-friendly.

It is a special challenge for banks to introduce new
services that will significantly change the entire busi-
ness system, such as e-banking. In these conditions,
it is extremely important to know the wishes and ex-
pectations of clients as well. A study was conducted
in India (Yadav, 2016), which showed that the per-
ceived factors such as service utility, service quality,
and perceived risk are directly related to the intention
of banking users to opt for a new e-banking service.
The fact is that the essential knowledge of the reaction
of the human subconsciousness when encountering a
novelty leads to valuable results for presenting a new
way of providing services, and thus the acceptability
of that way by service users.

A similar study was performed by Dimpfel and
Morys (2014) in a comparative approach, seeking to
determine the layout that allows for the lowest time
until the subject becomes aware of the viewed content.
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In this particular case, researchers have combined the
eye-tracking method with electro-oculography and
EEG to study how the brain works and the parame-
ters such as level of concentration, stimulation, mem-
ory, or activation. As a final result, this pilot study
consisting of the combination of Eye-Tracking and
Neurocode-Tracking followed by a questionnaire has
proven to provide much more information than with
any of the methods used separately (Dimpfel & Mo-
rys, 2014). Some authors argue that neuromarketing
research can make advertising more effective (Morin,
2011; Otamendi & Sutil Martin, 2020, Bac¢ik 2021). It
can be said that the key to understanding consumer
behavior and the effectiveness of advertising lies in
neuromarketing research. One neuromarketing study
in the banking industry dealt with a different reac-
tion between the sexes, when it comes to the connec-
tion between the logo and the recognizability of the
banking brand, where encephalography, galvanic skin
response and eye monitoring were used (D’Angelo,
2015).

As mentioned above, neuromarketing techniques
answer questions that correspond to the emotions of
potential consumers, different genders, while decid-
ing on the purchase of banking products and servic-
es. The goal of these studies is to improve psychology
and marketing efficiency, and as far as implementation
is concerned, they are very important for improving
the effects in advertising and consumer experience in
all areas.

H2: Neuromarketing contributes to a better under-
standing of the use of a banking product/service for
users of both sexes

One of the basic problems of using neuromarket-
ing tools in monitoring banking services is extremely
high costs. fMRI equipment costs more than one mil-
lion dollars, and renting for research purposes alone
can range up to several thousand dollars per hour of
use (Felipe-Barkin, 2013). Neuromarketing research
is certainly far more expensive than any form of tra-
ditional marketing research. Due to the high cost,
we often have examples of unfinished neuromarket-
ing research (Miki¢, 2016). In addition to expensive
equipment, what further raises costs is the lack of
trained people who can work with complex neuro-
marketing equipment. Not only is technical knowl-
edge crucial in terms of knowing the nature of the
work of neuromarketing tools, but also a significant
difficulty is the interpretation of subsequent results for
commercial purposes (Chi, 2020). It is believed that
neuromarketing techniques will be faster and more
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efficient in the future; it will also provide marketing
professionals with information that will be difficult to
access through traditional marketing methods (Ariely
& Berns, 2010). Despite the high cost of engaging in
certain research, neuromarketing supports complex
industries and large institutions that represent a sig-
nificant target group of users. The advantages include
customer support in decision-making, interdiscipli-
narity, and the possibility of reaching new research
results (Shigaki et al., 2017). One empirical study
aimed to segment banking services clients, using their
characteristics and predictive behavior. The obtained
results indicated the efficiency of more homogeneous
segments of banking services, which helped to ad-
just subsequent marketing strategies (Ben Ncir et al.,
2022).

Companies with brands are fighting for customer
attention more than ever. This is especially evident
in the banking sector as banking services are quite
similar in terms of the financial impact on service
users. The difference is necessarily made by custom-
er satisfaction, which is increasingly in the focus of
researchers, since service users themselves empha-
size that moment. The utilitarian aspect is taken for
granted, but a step more provides a pleasurable mo-
ment. What really evokes a feeling of hedonism in
users, neuromarketing can establish quite precisely
(Emul & Yiicel, 2021).

According to Mordor Intelligence, the value of
neuromarketing in 2020 reached $ 1.158 billion, while
the value of neuromarketing in 2026 is estimated at
$ 1.89 billion, with the CAGR (Compound Annual
Growth Rate) projected over the five-year period at
8.89 percent. It is to be expected that the banking sec-
tor, as one of the most influential, will resort to neu-
romarketing research that will maximize accuracy in
assessing the behavior and expectations of users of
banking services at all levels.

H3: Despite the high costs, it is necessary to apply
neuromarketing to monitor bank services more ef-
ficiently

METHODOLOGY AND RESULTS

In order to examine attitudes towards neuromarket-
ing in the summer of 2020 we distributed the ques-
tionnaire to potential respondents across Serbia with
the kind assistance of the Woman’s Entrepreneurship
Group within Enterprise Europe and Chamber of
Commerce and Industry of Serbia. We collected 99
valid responses, and the descriptive statistics are avail-
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TABLE 2: Descriptive Statistics

conder _____Male | 22 2%

Female 77 78%
Education Postgraduate 13 13%
Graduate 70 71%
High School 16 16%
Age of respondents Male 28 - 68 years
Female 30 - 69 years
Firm size Micro 53 54%
Small &l 31%
Mid-size 11 11%
Large 1 1%

able from Table 2. The sample is dominated by female
respondents (78 percent), and respondents who grad-
uated from universities or equivalents (71 percent).
Most entrepreneurs in our sample are the owners of
micro-sized firms (54 percent), which in Serbia in-
cludes firms not surpassing two of the following three
requirements: a) ten employees, b) annual income of
700,000 euros and c) assets not surpassing 350,000
euros in value, followed by small firms (31 percent),
included in the group firms with no more than 50 em-
ployees, annual income of 8 million euros and assets
not exceeding 4 million euros (Accounting Law, 2019)

Respondents were asked to provide responses on a
five-point Likert scale with one indicating “completely
disagree” and number five “completely agree” to three
neuromarketing-related questions out of 40, in total.

When asked whether neuromarketing would help
them to select a bank female entrepreneurs seem to be
more inclined to agree with this claim as opposed to
male respondents (Figure 1).

FIGURE 1:
Neuromarketing
helps potential
users of banking
products/services to
select banks more
easily (by gender,

Completely agree

Partially agree

No opinion

in percentages)

Partially disagree

Completely disagree
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However, this claim about the difference is not
supported by our ANOVA test (p-value=0.560), even
though the variances are homogeneous, and suitable
for further analysis. When examining this question
via four age groups: less than 40 years, 41 — 50, 51 - 60
and 61 and above we face the problem of heteroge-
nous variances and a high p-value (0.365) that fails to
reject the null-hypothesis. Post Hoc Tukey HSD and
Games-Howell test indicate that there is not any dif-
ference between any of the four age groups when pro-
viding answers. Interestingly, the younger respond-
ents aged up to 50 years, are more inclined not to have
any opinion vis-a-vis neuromarketing, which implies
that our respondents may be inadequately informed
about the neuromarketing ramifications for banking
services (Figure 2).

The size of the firm (micro, small, mid-size and
large) does not indicate any differences. In order to run
the post hoc tests we had to exclude one observation
for large firms, and Tukey HSD and Games-Howell do
not imply any differences in responses among micro,
small and medium-sized firm owners. The same sta-
tistically insignificant results are obtained for various
educational groups (high school, graduate and post-
graduate studies). We do not find any evidence that
our entrepreneurs viewed neuromarketing differently
with respect to age, firm size, education level and gen-
der. However, they uniformly view neuromarketing as
a more positive tool rather than a negative one, which
supports H .

Interestingly, when asked whether neuromarketing
contributes to the better understanding of the use of
banking products/services none of male respondents
provided a negative response, while the “no opinion”
remains comparatively dominant among them, the

20 30 40 50 60 70

Female ® Male
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FIGURE 2.
Neuromarketing helps
potential users of
banking products/
services to select
banks more easily

(by age groups, in
percentages)

Completely agree

Partially agree

No opinion

Partially disagree

Completely disagree

o

same as in the previous case (Figure 3). When view-
ing responses across various age groups, those in the
51-60 year cohort seems to be the most positive about
this neuromarketing claims. Unsurprisingly, the
youngest cohort of entrepreneurs confirms to be the
least suspicious regarding the role of neuromarketing,
with no negative answers (Figure 4). However, even
though variances are homogeneous, we do not find
statistically significant ANOVA results and our post
hoc analysis indicates that we do not see differences
among various gender and age groups. When exam-
ining respondents across educational levels the most
sceptical group seems to have postgraduate degrees,
but we fail to find statistically significant support for

10

61 and above

20 30 40 50 60 70

51-60 41-50 m28-40

this claim, i.e. Tukey HSD and Games-Howell fail to
find any differences between the three educational co-
horts. In general, we find some limited support for H,.

When asked whether in spite of high costs, it is still
necessary to apply neuromarketing as a follow-up of
services offered by banks, female respondent were, as
before, more receptive for this idea (Figure 5). When
examining attitudes towards this notion among var-
ious educational groups, respondents with MSc and
higher degrees were comparatively more suspicious
(Figure 6). However, the ANOVA and post hoc anal-
yses do not find support for differences among these
gender and age categories. What remains is the larger
support rather than disagreement across all examined

FIGURES 3. AND 4: Neuromarketing contributes to the better understanding of using banking products/

services for all users (by gender, in percentages and by age group, in percentages, respectively)

Completely agree
Partially agree

|

|
No opinion .
Partially disagree

Completely disagree

0 20 40 60 80

Female m Male
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FIGURE 5: Despite

high costs, it is
Completely agree

necessary to apply ||
neuromarketing as
an efficient follow- Partially agree _

up of banking
services (by gender,

) No opinion
in percentages)

Partially disagree

Completely disagree

0 10

categories, i.e. gender, age, education and firm size,
which supports H,.

Finally, we have decided to exclude “no opinion”
categories and re-run test on the remaining sample
that has been halved in size. When examining hypoth-
esis No. 1 we find weak support at 10% that there is a
difference between 28-40 year and 51 - 60 year groups,
which partially supports out claims in Figure 2.

CONCLUSION

We have examined the role of neuromarketing in
banking by having asked entrepreneurs to respond on

FIGURE 6: Despite

20 30 40 50 60 70 80

Female ® Male

the five-point Likert scale to three questions. Our first
hypothesis questioned the ability of potential users of
banking services/products to select banks more easily,
followed by a claim that neuromarketing contributes
to the better understanding of using banking prod-
ucts/services for all users and, finally, in spite of high
costs, whether it is necessary to apply neuromarket-
ing as an efficient follow-up of banking services. We
examine homogeneity of variances, apply ANOVA
and post hoc analyses to see if there are any difference
among our respondents across age groups, gender, ed-
ucation, and firm size. However, we do not find any
evidence that the perception varies across these cate-

) s 70

high costs, it is
necessary to apply 60
neuromarketing as
an efficient follow-up >0
of banking services 40
(by education, in
percentages) 30

20

10

. [] [
Completely  Partially disagree  No opinion Partially agree Completely agree
disagree
B Graduate Undergraduate High School
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gories, but it is apparent that respondents are compar-
atively more positive rather than negative when dis-
cussing neuromarketing, which supports our claims
in hypotheses.

Our study is limited by the number of respondents
and the fact that entrepreneurs provided a dispro-
portionately large number of “no opinion” responses,
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Apstrakt

Relativni znacaj neuromarketinga u
podrsci korisnicima bankarskih usluga

Milica Slijep&evié, Nevenka Popovié Sevié,
Ivana Radojevié, Aleksandar Sevi¢

Neuromarketing predstavlja jedan od novijih alata koji
banke sve ¢e$ée koriste u svom marketingu kako bi se
izborile za $to vedi broj klijenata. U okviru sprovedenog
istrazivanja, o ulozi neuromarketinga u bankarstvu, pri-
kupljeni su odgovori 99 preduzetnika tokom leta 2020. U
istrazivanju je ispitana homogenost varijansi, primenjene
su ANOVA i post hoc analize kako bi se videle bilo kakve
razlike medu ispitanicima po starosnim grupama, polu,

obrazovanju i veli¢ini preduzeéa. Medutim, nema dokaza
da se percepcija znacajno razlikuje u ovim kategorijama,
iako su odgovori ispitanika relativno vise pozitivni nego
negativni kada razgovaraju o neuromarketingu.

Kljucne reci: neuromarketing, bihejvioralne namere
potrosaca, usluge maloprodajnog bankarstva, percipirana
korisnost usluga, potrosacki marketing
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