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3. SUMMARY  

 

The main purpose of this doctoral thesis is to generate, beyond the bounds of the theoretical 

aspects of marketing, in general, and services marketing in particular, results pertaining to the ways 

in which the services consumers’ behavior can be understood by means of neuromarketing research, 

thus contributing to the development of marketing activity quality and, ultimately, increasing the 

consumers’ satisfaction. Considering the aforementioned purpose as central outset, this paper aims 

to directly analyze the activity of neuromarketing specialists at an international level, as well as the 

perception of service marketing specialists regarding the usefulness of neuromarketing research, but 
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it also strives to present the application and the results of a primary neuromarketing research based 

on the use of an eye tracker.  

The thesis is inquired along six main chapters. The first three chapters deal with topics such as 

service marketing, service consumer behavior and research methods used in evaluating services 

consumers’ behavior. The last three chapters of the paper present the results of a primary research in 

the field of neuromarketing. 

The first chapter presents the evolution of the marketing theory, the services marketing theory 

and its specificity in relation to product marketing. The marketing theory and practice have 

undergone a series of changes, over time having been described through different paradigms: from 

the functionalist paradigm, to the marketing management paradigm and, later, to the paradigm of 

exchanges, based on the relations between companies. At the moment we refer to a marketing 

practice that aims to create satisfaction by offering qualitative experiences and not just products and 

services. Therefore, we are examining an increase in the interdisciplinary dimension of the 

marketing field, new technologies and concepts belonging to other fields being corroborated in order 

to create a concept of marketing that aims to benefit the society. 

Regarding the marketing activity in the field of services, the last decades describe an increasing 

presence of services in the economic activity, referring, in fact, to a gradual servicing of products, 

namely the presence of related services in the offer of companies even where the central utility is 

given by a physical product. As a result, we are currently referring to an economic activity primarily 

based on knowledge and not on the processing of raw materials. Starting from the specificities of 

services in relation to products, namely the intangibility, the heterogeneity (the impossibility of 

standardization), the simultaneity of the production and the consumption and their perishability, we 

must, inevitably, discuss about a particular marketing mix in services. In this context, 3 new 

elements are added to the classic marketing mix (4P) when we refer to services: personnel, process 

and physical evidence. These elements minimize the deficiencies created by the 4 characteristics of 

the previously mentioned services, contributing to the creation of qualitative services and, finally, to 

the delivery of satisfaction. 

In order to achieve the profit objective, at the very same time as delivering satisfaction, service 

providers must follow a holistic marketing strategy, correctly addressing the concept of relational 

marketing, by implementing external, internal and interactive marketing. Following the same 

purpose, namely to provide a correct service and to convey satisfaction, the SERVQUAL model is 

one of the most useful tools that service marketing managers can use to measure the quality of the 

services provided. 
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The second chapter of this paper presents the importance and the method in which every single 

type of factors - directly observable, endogenous or exogenous – can influence the behavior of the 

consumers. It also depicts how marketing managers can use these elements in their favor, 

personalizing the marketing campaigns according to each specific category of consumers. While 

demographic and economic factors, marketing mix and situational factors are observable influences, 

the endogenous factors (perception, motivation, attitude, learning, personality) cannot be measured, 

but only deduced, therefore influencing the consumer at psychological level. Exogenous influences 

such as family, belonging and reference groups, social class, culture and subculture, are social 

factors that can give a certain direction to the individual's consumption behavior. They can also be 

used for the benefit of the company: an accurate expertise on them might facilitate a correct 

communication with the consumer. 

The services, whether pure or present as accompanying elements to products, have specific 

characteristics. For this reason, the influences on consumer behavior will vary in intensity and 

importance when it comes to services compared to products. Among these differences we can 

mention the increased importance of exogenous factors, respectively of personal sources, especially 

in the process of service alternatives research. Given the intangibility of services, persons that 

inspire trust, such as family or friends, based on their previous consumption experiences, will 

represent the most relevant source of information for the consumer. If one invokes the specific 

behavior of the consumer in services, one must also mention the fact that certain categories of 

services (e.g. banking) will entail different types of behavior. 

Regarding the decision-making process for the purchase and consumption of services, we identify 

3 distinct stages that the consumer will go through, namely (1) the pre-purchase stage, (2) the 

purchase stage and (3) the post-purchase stage. Each and one of them presents activities specific to 

the consumer, and also measures that the service provider could endorse in order to maximize the 

results and the satisfaction felt by the consumers. Last but not least, we must bear in mind that the 

duration and difficulty of each decision-making process stage will vary depending on the type of 

services or the degree of their specialization. 

Chapter three presents the methods and tools available for researching services consumers’ 

behavior, their specificity as well as primary research that. By applying these methods, specialists 

have obtained relevant results for the development of marketing activities.  

The marketing research process can be structured in three stages: the preliminary stage, the 

design stage and the realization stage, or in five stages: (1) Defining the research problem and 

objectives, (2) Developing the research plan, (3) Collecting information, (4) Information analysis 
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and (5) Presentation of results. As for traditional methods of researching consumer behavior in 

services, these can be divided according to the purpose or type of information they generate. Thus, 

we can refer to the survey, observation and analysis of secondary data as both quantitative and 

qualitative research methods, depending on the instrument used and the variables studied. While the 

marketing experiment and the marketing simulation will always represent quantitative research 

methods, in-depth interview, focus group discussion, projective and creative methods are methods 

that will always research reality in a qualitative form.  

Contributing to the same goals as traditional research methods, namely discovering valuable 

information about consumers, their preferences, perceptions and desires, neuromarketing is an 

innovative research method that combines knowledge and technologies from different sciences, 

focusing on obtaining information on the sensory-motor, cognitive and affective responses of 

consumers to marketing stimuli. 

Neuromarketing as research method encompasses a variety of techniques and tools, such as 

electroencephalography (EEG), functional magnetic resonance imaging (fMRI), eye tracking, 

galvanic skin response analysis (galvanometer), positron emission tomography (PET), transcranial 

magnetic stimulation (TMS), magnetoencephalography (MEG), or applied neuroscience 

(psychological market analysis). All these technologies allow researchers to discover the primary, 

unaltered reactions of the brain or body to marketing stimuli, thus being able to predict or even 

influence the results of marketing campaigns. 

Since the emergence of neuromarketing as a research method in 2002, potential ethical issues 

have been pointed out by consumers, companies or even researchers. Thus, the level of intrusion 

regarding this method into the private physical and mental space of the consumer makes the subject 

of a controversial ethical discussion. In addition, the way in which researchers might use 

information collected by means of neuromarketing techniques in order to manipulate the consumer 

rises another question regarding the ethics of neuromarketing. Although studies have shown that 

neuromarketing companies have not encountered ethical issues during their activity, different 

measures may be required to avoid this undesired situation. Thus, the NMSBA requires 

neuromarketing researchers to respect the code of ethics in research and the science of 

neuromarketing, also suggesting that this type of research should be oriented towards the benefits of 

society, by developing campaigns aimed at reducing harmful behaviors and consumptions, or 

campaigns aiming at increasing the quality of life. 

When it comes to the empirical contributions of the present paper, they derive from the results 

obtained within three individual research processes, two qualitative and one quantitative inquiries. 
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The first conducted research aims to analyze the perception of neuromarketing practitioners at an 

international level, regarding the application of the stated research method, by qualitatively 

interpreting the responses given by 10 participants to the survey. Based on the initial proposed 

objectives, the following conclusions can be presented:  

In general, it has been proven that neuromarketing as a research method is most relevant when we 

talk about the study of consumer goods, in particular due to the multiple contact points between the 

consumer and the analyzed product. If we refer to services in particular, neuromarketing services 

have been proven to be most effective when applied in the field of financial and banking services. 

Regarding the techniques frequently used by the marketing practitioners and the variables 

studied, the most commonly used technique is the Eye Tracker. The next most used technique is the 

analysis of electrical waves generated by the brain under the influence of a marketing stimulus with 

the help of the Electroencephalograph (EEG), followed by the analysis of galvanic skin response. 

From the point of view of the variables studied, the variable most often analyzed by neuromarketing 

techniques is attention. 

Through a comparative analysis between natural and artificial research environments, it can be 

concluded that, as long as time and budget allow, research in natural environments is the one that 

will provide more relevant results, the limitations of this type of research remaining those of 

insufficient level of control over the environment. 

In terms of combining traditional research with neuromarketing research, practitioners' opinions 

and experience show that, almost constantly, the survey and focus group, as classic research 

methods, will be part of neuromarketing studies. Counterbalancing the two categories of research 

methods (traditional vs. innovative), we can conclude that neuromarketing research is more relevant 

than the traditional one when the attention, visibility, emotions, pleasure or contempt felt by the 

consumer can generate valuable information about the marketing stimulus studied. 

Taking online neuromarketing research into consideration, implicit association test  (IAT), the 

use of the eye tracker, the facial coding analysis and the reaction time analysis have been proven to 

be most suitable for online research. 

Regardless whether we are talking about traditional research or neuromarketing research, the size 

and composition of the sample used in primary research is an important element. Although the 

recommended sample size in neuromarketing research may vary depending on the technique used, 

we can generally conclude that a relevant sample should contain 30-40 subjects.  

In order to deliver qualitative but also ethical neuromarketing results, researchers rely on a set of 

principles that they seek not to violate. The most important aspects are ensuring the veracity of the 
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data, not modifying it, respecting the client's needs and requirements; clear decision of 

responsibilities, rights, obligations of the parties; data confidentiality; refusal to conduct research for 

products that may be harmful to the population; 

Due to the fact that the perception and the attitude of the parties involved in marketing research 

can influence the obtained results, the perception of the companies that can benefit from this method 

seems to be still fluctuating, some refusing it completely, others being delighted by it. The vast 

majority of companies are open to recommendations, aiming to find out in detail what 

neuromarketing research entails and how they could benefit from the results obtained, as well as 

being willing to use this method at some point. Regarding the subjects involved in neuromarketing 

research, we learned from the specialists who interact with them that the general attitude of the 

participants is favorable, they are curious, enthusiastic, fascinated and interested about the 

methodology, displaying a desire to contribute to the scientific development. 

Having the opinion of the neuromarketing specialists that the field of banking services can 

benefit the most from neuromarketing research as core idea, the second primary research, analyzed 

the perception of banking marketing specialists regarding this research method. Consequently, 

following the analysis of the answers of the banking marketing specialists (14 persons) to the 

proposed survey, we can conclude, by means of an overview, that neuromarketing as research 

method can provide valuable information in developing the quality of communication and banking 

marketing strategy in general. 

Evaluating the techniques of communication we noticed that the representatives of the banking 

domain use all available channels, most often using the online and Below the Line (BTL) 

communication. Among them, the most significant communication and promotion channels have 

proved to be online, such as the bank's website or social media channels, accompanied by direct 

communication and banks' involvement in organizing cultural-sporting events. 

In the context of a high level of importance (5.83/7) granted by the respondents regarding banks’ 

website as a communication and promotion medium, neuromarketing research techniques can 

provide valuable information on how the elements of interest (banner advertising, lead forms, data 

about bank, exchange rate etc.) can be presented on the bank's website in the most attractive way, so 

that the time spent on the website and the conversion rate of visitors into customers will be as high 

as possible. 

Regarding the experience of the respondents in terms of neuromarketing research, although 

among the 14 respondents only 2 people have used the neuromarketing research so far in order to 

perfect banking communication and promotion (both using the eye tracker as a tool), all the 
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respondents were able to name consumer behavior dimensions that they thought they would like to 

study by employing this method. Thus, most of the respondents expressed their interest to study the 

consumer's attention when they visit the bank's website or when they interact with a promotional 

material, analyzing what draws the attention of the consumer, for how long and in what order. The 

next item of interest for the respondents referred to consumer's emotions generated by the marketing 

stimuli and the reason why these emotions might appear. All aspects of interest presented by the 

respondents regarding consumer behavior can be studied comprehensively by applying 

neuromarketing techniques in combination with traditional research techniques. 

As a result of this study we were able to accurately determine the position of banking marketing 

specialists towards the neuromarketing research, namely their openness about this relatively new 

research method, which could successfully contribute to the development of banking marketing, not 

only in the sense of the providers but especially regarding the interest of the consumer. 

Within the previous investigations, among many interesting and useful conclusions, we learned 

from neuromarketing practitioners that, out of the categories of services, the field of financial-

banking services can benefit the most from neuromarketing research. Even more, from the 

experience of banking marketing specialists, we found out that the dimension of consumer behavior 

of most interest is the consumers’ visual attention to the elements placed on the bank's website. In 

order to provide a complete picture of the usefulness of neuromarketing research in the field of 

banking, the third primary research was conducted as an experiment, with a sample of 22 people. 

The tool used to analyze the consumer's gaze while they interact with the landing page of 5 banking 

websites was the eye tracker. Using this device, we recorded the subjects' glaring while they 

performed 4 distinct tasks (S1: identifying the exchange rate; S2: identifying the shopping card; S3: 

identifying the mobile banking section; S4: 1 minute of free viewing) on the pages of 5 selected 

banks. This research pursued the achievement of several objectives, starting from the analysis of the 

banking services consumption behavior declared by the subjects, then going through different 

qualitative and statistical / quantitative analyzes regarding the way in which the subjects viewed the 

content of the 5 web pages. The content, position and form of the information presented and their 

impact on attention and memory have been studied. The main obtained results and the conclusions 

reached will be presented along the following pages of the paper. 

Focusing on the frequency of banking websites accessing, most of the respondents (36.36%) 

access the websites of the banks with whom they collaborate on a weekly basis. Most of the 

respondents (63.64%) do not access the websites of other banks. Analyzing both cases we can 
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conclude that the level of familiarity of the respondents with the studied web pages is a low one, the 

evaluation of the first visualization being therefore eloquent. 

In the next step we wanted to find out the respondents' perception regarding the appearance and 

content of the banking web pages; thus, the information considered necessary to appear on the main 

page of a banking website refers to general aspects, bank presentation, internet banking login 

section, credit and financing information, clear presentation of fees charged, bank locations, or 

exchange rates. From the point of view of the elements that create discomfort within the usage of a 

banking website, the most frequently mentioned elements were the excessive detailing of the terms 

and the excess uses of advertisements and offers. 

Analyzing the top 10 visualized elements for each of the 5 banking websites within each of the 3 

tasks performed by the subjects, a series of conclusions can be drawn:  

 At a general level, a visualization order could not be identified, the scanning path 

being chaotic, guided by the main sections and by the way they were highlighted by colors, 

buttons or images; 

 In general, it can be said that the gaze follows an initial vertical route of scanning 

the page, followed by a shift of attention towards the most attractive sections; 

 It was noticed that the most suitable areas for presenting the information are the 

upper and the right sides of the page, these being the most intensely visualized; the bottom-

right area of the web page is the least viewed. The use of images or sections clearly defined 

by colors, symbols or borders, can increase the attractiveness of the information presented in 

other areas of the page. 

 The banks’ logo is reviewed almost every time among the first 10 items viewed, 

the subjects thus ensuring that they are on the correct page; 

  In most cases, we find the same visualized elements within each of the 3 tasks, 

thus considering that the subjects used these elements as an anchor element, or as a guide on 

the page;  

 Often, the items that were the subject of previous tasks are reviewed, most likely 

the users verifying that they have fulfilled the previous task correctly; 

 In most cases, the visualization format is simplified in S2 and S3, compared to S1, 

becoming more linear, this being the result of familiarization with the information structure; 

 At a general level, images, especially the anthropomorphous ones, draw attention, 

being viewed every single time; the images and the titles of the images are firstly perceived 

within task 1, being observed at a later moment amid S2 and S3. 
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 It can be noticed that, when text-type information is presented alongside or as part 

of an image, it is more often and more quickly viewed than when no image is present; this 

way of displaying information increases the chances that the sections at the bottom of the 

page will be viewed. 

In order to find out the level of accessibility so the subjects could identify the pieces of 

information requested within each task, two types of variables were used on the page: the level of 

difficulty expressed (evaluated / perceived) by the subjects and the level of difficulty measured by 

the duration of time required to perform the task. Comparing the level of difficulty expressed 

regarding the performing of the tasks at the level of each bank, we can say that task 1 was the easiest 

to fulfill for Piraeus Bank, task 2 for CEC Bank and Bank Transilvania and task 3 for BRD. 

Considering the variation of the expressed difficulty within the 5 websites which have been studied 

for the 3 tasks, we can conclude that the level of familiarization of the subjects with the page does 

not make it easier to carry out the task, the information structure does: its positioning and the 

presentation form are aspects that cause the task to be perceived as easier to accomplish. 

Comparing the time required to perform each of the 3 tasks at the level of the 5 banks, we can 

conclude the following: task 1 is the fastest (easiest) fulfilled for the Piraeus Bank website, task 2 

for CEC Bank and task 3 for BRD. Similar to the level of difficulty expressed, it is not possible to 

identify a reduction of the time required to perform the task under the influence of learning, this 

dimension being mainly influenced by the way information is being presented on each webpage. 

In order to analyze the extent to which the task difficulty was correctly perceived by the subjects, 

the next procedure performed was to calculate Pearson and Spearman correlation coefficients 

between the expressed difficulty and the measured difficulty. Thus, 14 of the 15 values of the 

calculated correlation coefficients indicate the existence of a negative, medium or strong correlation 

between the two variables; we can therefore conclude that the perceived level of difficulty is in line 

with the measured level, subjects correctly assessing the ease of performing the tasks for each 

website.  

If we refer to the analysis of the variation of the two variables (ANOVA) between the banks 

considered, the value of the contrasts developed within each pair of banks, as well as the level of 

their statistical significance, both of them grant the identification of the specific cases in which the 

two variables (expressed difficulty and measured difficulty ) differ significantly. Thus, if we create a 

hierarchy according to the expressed difficulty of performing the task, the following situations are 

found for each task:  
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 Task 1 – identifying the exchange rate: Piraeus Bank (lowest difficulty), Banca 

Transilvania, CEC Bank, OTP Bank and BRD (significant differences exist between 

Piraeus Bank and Banca Transilvania, CEC Bank and OTP Bank); 

 Task 2 – identifying the shopping card : Banca Transilvania (lowest difficulty), CEC 

Bank, OTP Bank, BRD, Piraeus Bank (significant differences within difficulty levels 

exist between Piraeus Bank and each of the other 4 banks); 

 Task 3 - identifying the mobile banking section: BRD (lowest difficulty), OTP Bank, 

Piraeus Bank, CEC Bank and Banca Transilvania (significant differences within 

difficulty levels exist between Banca Transilvania and BRD, CEC Bank and Piraeus 

Bank; between BRD and CEC Bank , OTP Bank and Piraeus Bank; between CEC Bank 

and OTP Bank).  

Taking into consideration the results of the variation analysis (ANOVA) for the measured 

difficulty (duration), by means of correlating them with the presentation form and the position of the 

information on the banks’ web pages, several conclusions have been drawn, leading to a series of 

recommendations for banking webpages design.  

Thus, based on ANOVA for task 1 we can conclude that, when we refer to the presentation of the 

exchange rate on the web page of a bank, the following forms and positions of the information are 

considered effective: (1) table form, (2) symbol in the main, top menu bar, (3) graphic form, (4) 

large symbol in the center of the page and (5) small symbol in the central part of the page. 

Starting from the ANOVA values for task 2, when we refer to the presentation of the shopping 

card on the web page of a bank, the following forms and positions of the information are considered 

effective: (1) text section in the upper-right side, (2) main image in carousel, upper-centered (3) text 

subsection in center-right side, (4) text subsection in center- bottom of the page. 

In contrast to the case of tasks 1 and 2, we observe that within tasks 3 the duration needed to 

identify the mobile banking section, does not differ statistically between the banks considered. 

Following the order of the proposed objectives and analyzes performed to achieve them, we will 

briefly present, along the following paragraphs, the results and conclusions obtained by analyzing 

the results recorded by the eye tracker (visual attention) for task 4 (free visualization for 1 minute) 

combined with the subjects' answers regarding the items memorized after viewing the web pages of 

the 5 banks.  

 In situations where the subjects have previously interacted with the web page, their 

past experience and memory influences the revision and mention of already known elements. 

From the analysis of the heat maps we observe that the already known elements (exchange 
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rate, shopping card or internet banking) represent, in most of the situations, by elements that 

guide the visual gaze throughout the page.  

 Considering that the images (promotional banners) placed at the top of the page were 

some of the most performing elements, most worthy of being mentioned, we can conclude 

that the pieces of information transmitted through images, in a visual form, need a shorter 

viewing duration in order to be memorized. Even though the subjects mentioned different 

specific elements of the illustrated content, the image itself and the title or main subject are 

most often mentioned. 

 Strong colors draw attention and increase the chances of the information being 

stored. This aspect was either specifically mentioned or deduced by analyzing the color used 

to present the most frequent mentioned information. On the other hand, the excessive use of 

colors (the case of CEC Bank) seems to be annoying to the user. 

 Using different fonts and sizes for text increases the user's attention and the chance of 

information being stored. 

 The consumer viewing template will usually follow a vertical and horizontal order, 

following the layout created on the page through different boxes and sections. In the case of 

BRD, where 6 separate box-shaped sections are used to present the information, the focus is 

on the first three presented in the first line. This finding indicates that information on a 

banking website should be presented in a structured way: too much text, or too many 

sections and subsections might determine the user to avoid scrolling through all the pieces of 

information. 

 By analyzing the position of the memorized and mentioned elements of the webpage, 

it can be concluded that the essential data should be placed either in the center, top or right 

section of the web page. 

 The use of intuitive images, graphics, buttons or icons for the product or service 

described leads to increased attention and a higher level of understanding of the information. 

If the information had been presented in text form, the subjects would have only gone 

through the information if structured in a list format and not as a compact text block; In the 

case of CEC Bank, where the information was presented mainly by text, we must disclose 

that only the section titles were viewed. 

 While the language used does not have to be very technical and specialized, we point 

out that particular names (live chat, live shop, gold investments, personalized names) attract 

attention and are memorized to a greater extent. 
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When it comes to the way subjects evaluate the amount and usefulness of the information 

presented on the websites, we can say that the websites of the Banca Transilvania (A), BRD (B) and 

Piraeus Bank (E) are the ones that provide sufficient information, most of the respondents being 

satisfied with the design of these pages. Regarding the usefulness of the information, the majority of 

the subjects (9 persons Banca Transilvania, 9 persons BRD, 10 persons OTP and 13 persons Piraeus 

Bank) evaluated the information as being useful. Regarding the attributes by which the subjects 

characterized the web pages of the banks, the web page of Banca Transilvania is mainly 

characterized by the attributes "attractive design", "simple to use" and "professional"; the BRD 

website is characterized by the attributes "easy to use", "attractive design" and "reliable"; Piraeus 

Bank gets the highest frequencies for "easy to use", "concise information" and "attractive design", 

indicating a favorable perception of these banks. A less positive characterization is found in the case 

of OTP Bank, characterized by most respondents as "complicated", but at the same time 

"professional" and CEC Bank, characterized by the attributes "boring" and "complicated". 

Following all the previous steps, we wanted to find out the extent to which the subjects of this 

research would collaborate with the considered banks, taking into account the appearance and 

content of the studied web pages. Thus, for Banca Transilvania and Piraeus Bank we observe that 

the majority of respondents would cooperate with these banks, while for the other three banks the 

intention of collaboration presents heterogeneous values, most of the answers being in the area of 

uncertainty.  

Finally, taking into consideration the appearance and the content of the 5 studied websites, each 

of the 22 subjects created a hierarchy of the webpages, according to their preferences. The most 

preferred bank is Banca Transilvania (average rank = 2.18), followed by BRD (average rank = 2.63), 

Piraeus Bank (average rank = 2.72), OTP Bank (average rank = 3.54) and, on last place CEC Bank 

(average rank = 3.90). 

 

Although each of the three primary inquiries draws interesting and useful conclusions regarding 

the practical approach of the neuromarketing research within the financial-banking field and beyond, 

a number of research limitations can be mentioned, as following: 

 Although conducted in an exploratory format, the samples used in the case of the qualitative 

research are narrow (10 neuromarketing practitioners; 14 banking marketing specialists), the 

results of these studies not being representative for the whole community of neuromarketing 

or banking marketing specialists; 
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 The research protocol used in the neuromarketing analyses and explorations aims at the 

consecutive completion of 4 tasks for the website of each of the 5 banks. We consider that 

the level of novelty of the information, implicitly the correctness of the visual attention 

studied, is reduced as subjects perform tasks and become familiar with the information of the 

websites.  

 


