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Abstract: Neuromarketing, which is a revolution, tends to be more effective than
other marketing strategies. e objective of the study was to determine the relationship
between the effectiveness of digital neuromarketing and the effectiveness of BTL
advertising according to consumers of shopping malls in the Junin region of Peru, in
times of COVID-19, the research was of basic type, correlational level and descriptive
correlational design, had as sample 1242 consumers, to whom were applied, the
questionnaires of digital neuromarketing and BTL advertising, designed for the study;
e instruments presented very high validity coefficients, 0.83 and 0.85 by geometric
mean and very high reliability, 0.91 and 0.92 by Cronbach's alpha. As a result, an
inverse correlation (Kendall's Tau b = -0.82) and significant (p = 0.045) was found
between both variables. It was concluded that there is an inverse correlation between the
effectiveness of digital neuromarketing and BTL advertising according to the sample in
COVID-19 times, which denotes that the greater the effectiveness of neuromarketing,
the lower the effectiveness of BTL advertising.
Keywords: neuromarketing; publicidad BTL; efectividad; centros comerciales..
Resumen: El neuromarketing, que supone una revolución, tiende a ser más efectivo
que otras estrategias de mercadeo. El objetivo del estudio fue determinar la relación
entre la efectividad del neuromarketing digital y la efectividad de la publicidad BTL
según consumidores de centros comerciales de la región Junín de Perú, en tiempos de
COVID-19, la investigación fue de tipo básico, nivel correlacional y diseño descriptivo
correlacional, tuvo como muestra a 1242 consumidores, a quienes se aplicó, los
cuestionarios de neuromarketing digital y de publicidad BTL, diseñados para el estudio;
los instrumentos presentaron coeficientes de validez muy alta, 0,83 y 0,85 mediante
media geométrica y confiabilidad muy alta, 0,91 y 0,92 mediante alfa de Cronbach.
Como resultado se halló correlación inversa (Tau b de Kendall = -0,82) y significativa
(p = 0,045) entre ambas variables. Se concluyó que existe correlación inversa entre las
efectividades del neuromarketing digital y publicidad BTL según la muestra en tiempos
de COVID-19, lo cual denota que a mayor efectividad del neuromarketing menor
efectividad de la publicidad BTL.
Palabras clave: neuromarketing; BTL advertising; effectiveness; shopping malls..
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Introduction

e COVID-19 pandemic has caused negative effects on the world
socioeconomic system, to counteract the crisis, most countries have
restricted their markets at various times, decreeing the closure of borders
and confinement of their population; these measures largely paralyzed
business and commercial activities, placing at serious risk the stability
of the social and economic structures of the country; Vázquez-Martínez
et al. (2021) state that, in relation to points of sale, channels and
purchase motivations, the pandemic drastically modified the ways in
which consumers acquired products.

Peru went from having one of the most stable economies in the
region, to one of those with the greatest decline, in this sense, Peru
was condemned to the greatest recession in Latin America only behind
Venezuela, the economic downturn had a strong impact on retail chains,
shopping malls and department stores; is sector, which had projected
sales of approximately S/ 32,000 million soles for 2020, had a drop of
around 40% among other factors because its capacity was restricted to
50% of its capacity; this context generated the need to adapt immediately
to new models and digital sales channels; managing to be one of the sectors
that has best adapted to the new normality, despite the significant drop in
its revenues. In the first months of the pandemic, e-commerce in shopping
malls grew from 5 % to 20 % and online shopping in 2020 became the
market leader, with a growth of 51.77 % (Palomino, et al., 2020).

Blázquez et al. (2008) point out that the use of the Internet in
marketing has a dual perspective: as a communication channel and as
a new distribution channel. e success of shopping malls in the new
format depends not only on the digitalization of their offers, but also
on strategies that project profitable shopping experiences to consumers.
is situation generated the need to accelerate the implementation
of innovative strategies in the customer-company-brand relationship,
such as neuromarketing that designs contexts in the sales channels that
achieve consumer engagement. Cachero-Martínez and Vázquez-Casielles
(2021) highlight the need to build consumer loyalty through e-shopping
experiences that assign the mediating role to emotions. According to
Vlăsceanu (2014) marketing and advertising campaigns with a cognitive
and emotional approach generate strong emotional engagement.

Neuromarketing has been a revolution in the field of marketing
(Gill and Singh, 2020); drawing from neuroscience-oriented disciplines
(Clark, 2020), such as psychology, neurology, marketing and economics
(Alexander et al., 2019) focuses on the consumer and the various factors
that affect their individual preferences and consumption behavior (Clark,
2020), through neuroscientific techniques that, applied to marketing
management, analyze emotion, attention and memory at different levels,
with an imminent role of the subconscious (Gutiérrez-Cárdenas, 2019),
achieving the analysis and understanding of the dynamics of human
behavior related to markets, purchasing needs and commercial exchanges
(Vásquez-Patiño and Rueda-Barrios, 2019).
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For consumer neuroscience to thrive, it must be extended from basic
scientific research to marketing theory and practice (Plassmann, et al.,
2015); the novelty of neuromarketing is the neuroscience techniques that
help to better understand customers, what really values and encourages
commercial exchange (Duque, 2014). Emotional responses to marketing
stimuli are fundamental for neuromarketing (Bastiaansen et al., 2018);
people buy based on the emotions they generate and leave traces in
memory of how a brand or company is perceived (González-Morales,
2020).

e application of neuromarketing focuses on two strands, the first
focuses on the neuroscientific study of consumer behavior and decision
making (Gill and Singh, 2020; Babiloni and Cherubino, 2020; Clark,
2020; Conick, 2018; Lee et al., 2007) and the second is directed to the
stimulation of mental processes to achieve favorable consumer behaviors
through neuro communication (Braidot, 2013; Alvarez del Blanco, 2011
and Fenger, 2015). e present study is framed within the second
approach.

Álvarez del Blanco (2011) in his proposal for a persuasive
neuromarketing model establishes three application phases:
experimentation phase (attention, sensation, emotion and memory),
intervention phase (associations, imaginary, sensory seduction and
intelligence) and results phase (multisensory branding).

According to Braidot (2013) the application of neurocommunication
occurs at the sensory (sight, touch, hearing, taste, smell) and semantic
(meanings) levels; as well as at the level of internal stimuli, they
comprise the attention, memory and emotion systems. e perception
of promotional ads is not only neurophysiological; it is also an intrinsic
and subjective process that is at the same time a cultural issue. It involves
the activation of brain areas, basically the ventral tegmental area and the
nucleus accumbens, which are centers that release dopamine (mainly) and
other neurotransmitters that generate emotions, engagement and loyalty
to a particular brand.

BTL (below the line) advertising uses alternative media to
conventional advertising to target non-mass or segmented audiences. It
is characterized by its creativity, surprise, innovation and opportunity,
generating new advertising and promotion channels; it is complemented
by other media such as merchandising, direct marketing and content
marketing in social networks, among others. According to Reinares-Lara
et al. (2016), the questioning of the effectiveness of television has driven
the use of BTL formats.

Neuromarketing and BTL advertising coincide in their intention
to stimulate perception to persuade the consumer, making use of
creativity, alternative and non-mass media. e digitalization of
commercial interactions in the pandemic period has greatly massified and
neuromarketing is refocused on causing the same sensory impressions,
but in a virtual way in increasingly different consumers. Nicolás (2013)
points out that the evolutionary development of advertising forms has
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been enriched and energized by the new concept of customer prosumers,
who not only receive information, but also create it.

Quinteros and Martínez (2018) when studying the behavior of
consumers in retail interpreted that neuromarketing is a purchase
motivator through advertising; Avendaño (2013) when analyzing visual
marketing in establishments of a shopping mall, found that they apply
neuromarketing associated with the perception of color, light and
photographic image, however, as supported by Krings et al. (2021) state
that there is a paucity of research related to the impact of digital platforms
in improving marketing processes and results to generate purchasing
opportunities.

Of the nine provinces, five only have malls (Yauli, Junin, Jauja,
Chupaca and Concepción), three provinces have small malls (Tarma,
Chanchamayo and Satipo), and in the city of Huancayo, which is the
most important city in the region, there are six small and medium-sized
malls and two large malls; the latter have reconfigured the consumption
habits of the province. e COVID-19 pandemic has generated new
needs and possibilities, the virtualization to which consumers have been
forced has produced a democratizing effect in the access and consumption
of internet, shortening digital gaps (Alania et al., 2020), in this context,
neuromarketing and BTL advertising are seeking to attract these renewed
prosumers. Except for the two large malls, the neuro-communication
applied by the shopping centers in the Junín region is due to spontaneous
efforts and BTL advertising has become the main promotional tool, due
to the decrease in advertising budgets for conventional media.

In this sense, the study aimed to determine the relationship between
the effectiveness of neuromarketing and the effectiveness of BTL
advertising according to consumers in shopping malls in the Junin region
during COVID-19.

Materials and Methods

e study had a quantitative, basic, correlational, non-experimental,
cross-sectional, descriptive-correlational design.

e population included consumers of shopping malls in the Junín
region of Peru, excluding consumers under 18 years of age and over
70 years of age; people of both sexes, residents in urban areas and
regular consumers of the 18 largest shopping malls in the region were
included: Real Plaza, Open Plaza, Makro, Plaza Vea, Metro, Astoria,
Plaza Constitución and Megaplaza in Huancayo; Chichos and Bueno in
Tarma; Supermarket Magda and Supermarket Aylas Lindo, Precio Uno
and El Carmen in La Merced; Soco Market, Sánchez, Sarwest and Moda
Joven in Satipo, the provinces of Jauja, Chupaca, Concepción, Yauli and
Junín do not have establishments categorized large shopping centers.

e sample consisted of 1242 male (435) and female (807) consumers
between 18 and 63 years of age; since the population was indeterminate,
non-probabilistic purposive sampling was used to obtain the sample,
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which according to López (2004) is the one by which the researcher
decides the sample according to objectives, perception and experience.

To collect data, two instruments were designed and applied: the digital
marketing questionnaire, with 27 items that measure the effectiveness
of digital neuromarketing according to consumers, based on three
dimensions: attention (1-9), emotion (10-18), memory (19-27), each
item has four response options on a modified Likert scale (strongly
disagree = 1, disagree = 2, agree = 3, strongly agree = 4). e scale was
distributed in three levels: poor (27-54), fair (55-82) and good (83-108).
Content validity was assessed with the judgment of 20 experts, resulting
in a geometric mean of 0.803, which meant very high validity; reliability
was evaluated by means of a pilot test on 110 subjects, whose result was
0.91 in Cronbach's alpha coefficient, implying very high reliability.

e BTL advertising questionnaire, with 42 items measuring the
effectiveness of BTL advertising according to consumers, in four
dimensions: direct advertising (1-12), point-of-sale advertising (13-20),
sales promotion (21-28) and internet advertising (29-42), each item
having four response options on a modified Likert scale (strongly disagree
= 1, disagree = 2, agree = 3, strongly agree = 4). e scale was distributed
in three levels: poor (42-84), fair (85-127) and good (128-168). Content
validity was assessed by the judgment of 20 experts, resulting in a
geometric mean of 0.85, which meant very high validity; reliability was
evaluated by means of a pilot test on 110 subjects, which resulted in a
Cronbach's alpha coefficient of 0.92, implying very high reliability.

Data collection was carried out between November and December
2020, the application of the instruments lasted approximately 20 minutes
per subject, with the informed consent of the participants.

In the data processing, descriptive statistics were applied to
characterize the behavior of the variables and inferential statistics to
establish the sample parameters and decide the hypothesis test statistic,
which was Kendall's Tau b for nonparametric samples and ordinal
qualitative variables. e data were processed in SPSS 25 statistical
soware.

Results and Discussion

Table 1.  Effectiveness of digital neuromarketing and its dimensions
(n=1242).
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Table 1
Effectiveness of digital neuromarketing and its dimensions (n=1242).

From the consumers' perception, the effectiveness of digital
neuromarketing and its dimensions, was predominantly of good
effectiveness (49 % in digital neuromarketing, 52 % in attention, 56 %
in emotion, 57 % in memory), to a large extent this perception has been
conditioned by the period of confinement.

Table 2 . Effectiveness of BTL advertising and its dimensions (n=1242).
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Table 2
Effectiveness of BTL advertising and its dimensions n1242

From the consumers' point of view, the effectiveness of BTL
advertising and its dimensions, was predominantly regular (58 % in BTL
advertising, 52 % in direct advertising, 47 % in point-of-sale advertising,
41 % in sales promotion and 44 % in internet advertising), consequently
the effectiveness of BTL advertising, according to consumers, was lower
than the effectiveness of digital neuromarketing.

Table 3.  Overall hypothesis testing of digital neuromarketing
effectiveness and BTL advertising effectiveness, attention effectiveness,
emotion effectiveness and memory effectiveness.
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Table 3
Overall hypothesis testing of digital neuromarketing effectiveness and BTL advertising

effectiveness attention effectiveness emotion effectiveness and memory effectiveness

Table 3 shows that there was a significant relationship between the
effectiveness of digital neuromarketing and the effectiveness of BTL
advertising, with a bilateral significance level of 0.045 and a Kendall's
Tau b inverse correlation strength of -0.82, which shows that the higher
the effectiveness of digital neuromarketing, the lower the effectiveness of
BTL advertising.

It is also observed that there was a significant relationship between
the dimensions of digital neuromarketing effectiveness (attention,
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emotion and memory) and BTL advertising effectiveness, with a bilateral
significance level p-value of 0.015; 0.041 and 0.047 and an inverse
correlation strength of -0.35; -0.068 and -0.047 respectively, which
denotes that the higher the effectiveness of digital neuromarketing
attention, emotion and memory, the lower the effectiveness of BTL
advertising.

e results show that there was a significant correlation between
the effectiveness of digital neuromarketing and the effectiveness of
BTL advertising, since the significance value was 0.045; the inverse
correlation (-0.82) determined that the higher the effectiveness of
digital neuromarketing the lower the effectiveness of BTL advertising,
which is explained because neuromarketing stimulates mechanisms of
unconscious thinking of the human psyche (Malfitano et al., 2019),
unlike BTL which is more perceptive and rational, both coincide in
being emotional (Salas, 2018; Bastiaansen et al., 2018 and González-
Morales, 2020) and can be employed in marketing campaigns in a
complementary and not mutually exclusive manner; it is necessary to
highlight that BTL advertising has become the alternative most used
by companies to reach the consumer in the context of the crisis due to
COVID-19. ere is still a wide lack of knowledge about the possibilities
of implementing neuromarketing. e results coincide with the study by
Avendaño (2013) who determined that in shopping malls the application
of neuromarketing is associated with the perception of color, light and
photographic image.

From the study it can be inferred that neuromarketing is more
effective than BTL advertising, because it is oriented to generate effects
in the unconscious mechanisms that activate the purchase decision.
e pandemic by COVID-19 generated new needs and possibilities for
the implementation of neuromarketing, based on more personalized
and experiential sales (Klaric, 2014), generation of positive emotions
in electronic shopping experiences (Cachero-Martínez and Vázquez-
Casielles, 2021; Quintero and Martínez, 2018; Duque, 2014) and loyalty
of an increasingly digitized target audience (Alania et al., 2020).

With the exception of the two national chain malls Open Plaza
and Real Plaza, the shopping centers in the Junín region do not
apply neuromarketing because of its integral and complex perspective,
which begins with the study of the consumer and continues with the
implementation of promotional strategies; however, the managers of
these companies carry out empirical neurocommunication actions that
achieve positive effects; because everything communicates, it is impossible
not to communicate (Watzlawick, 1971); consequently, all the shopping
centers investigated transmit sensory elements that are perceived by the
unconscious mechanisms of the consumers. e study confirmed that
these isolated neuro-communication actions are relatively more effective
than BTL advertising efforts, which are implemented as part of structured
marketing campaigns.

As an integral marketing discipline, neuromarketing will generate
transcendental changes in the way products are conceived, presented,
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distributed, promoted and sold. We are just witnessing the beginnings
of a great revolution, which will be consolidated in the coming
years and decades; concepts such as neuro product, neuro pricing,
neuro communication, will be everyday terms in increasingly digitalized
markets.

One limitation of the study was the heterogeneity of the shopping
centers, in terms of size, strategies and management model; however, this
variety also represents the sociodemographic and cultural context of the
Junín region, where a large city exerts economic influence in a region of
nine provinces that integrates the geography of the highlands and jungle.

Conclusions

ere is an inverse and significant correlation between the effectiveness
of digital neuromarketing and the effectiveness of BTL advertising in
shopping malls in the Junin region of Peru during COVID-19, which
indicates that the greater the effectiveness of neuromarketing, the lower
the effectiveness of BTL advertising.

Neuro-communication actions proved to be more effective than
BTL strategies. It is confirmed that neuromarketing as an omnipresent
discipline, will be determinant in the management of marketing and
business models in the coming years, which will be characterized by the
predominance of digital markets.

References

1. Alania-Contreras, R. D., Ruiz-Aquino, M., Rafaele de la Cruz, M. and Ríos-
Cataño, C. (2020). Change in consumption habits in communication
systems and attitude towards COVID-19 information in Peruvian
university students. Revista Ibérica de Sistemas e Tecnologias de Informação,
(E39), 33-49. http://www.risti.xyz/issues/ristie39.pdf

2. Álvarez del Blanco, R. (2011) Perfect Fusion Neuromarketing seducing the
brain with intelligence to make money in demanding times. Pearson.

3. Avendaño, W. (2013). A case study for the analysis of visual neuromarketing
in the Ventura Plaza Shopping Center (Cúcuta, Colombia). Cuadernos
de Administración, 29, (49),17-27. https://www.redalyc.org/articulo.oa?
id=225028225003

4. Alexander, J., Shenoy, V., & Yadav, A. (2019). Ethical Challenges in
Neuromarketing: A Research Agenda. Indian Journal of Marketing, 49(3),
36-49-49. https://doi.org/10.17010/ijom/2019/v49/i3/142145

5. Babiloni, F., and Cherubino, P. (2020). Neuromarketing. Reference Module
in Neuroscience and Biobehavioral Psychology. 1-7.

6. Bastiaansen, M., Straatman, S., Driessen, E., Mitas, O., Stekelenburg, J., &
Wang, L. (2018). My destination in your brain: A novel neuromarketing
approach for evaluating the effectiveness of destination marketing. Journal
of Destination Marketing & Management, 7, 76-88. https://doi.org/10.1
016/j.jdmm.2016.09.003. https://doi.org/10.1016/j.jdmm.2016.09.003

http://www.risti.xyz/issues/ristie39.pdf
https://www.redalyc.org/articulo.oa?id=225028225003
https://www.redalyc.org/articulo.oa?id=225028225003
https://doi.org/10.17010/ijom/2019/v49/i3/142145
https://doi.org/10.1016/j.jdmm.2016.09.003
https://doi.org/10.1016/j.jdmm.2016.09.003


Marco Antonio José Paredes-Pérez, et al. Digital neuromarketing and advertising in shopping center consumers in a region of Peru in times of...

PDF generado a partir de XML-JATS4R por Redalyc
Proyecto académico sin fines de lucro, desarrollado bajo la iniciativa de acceso abierto 55

7. Blázquez-Resino, J. J., Molina-Collado, A., Esteban-Talaya, Á., and Martín-
Consuegra Navarro, D. (2008). Analysis of advertising effectiveness on
the Internet. European Research in Management and Business Economics,
14(1), 159-176. https://doi.org/10.1016/S1135-2523(12)60017-3.

8. Braidot, N. (2013) Neuromarketing in action Why do your customers cheat on
you with others if they say they like you? Granica.

9. Cachero-Martínez, S., and Vázquez-Casielles, R. (2021). Building consumer
loyalty through e-shopping experiences: e mediating role of emotions.
Journal of Retailing and Consumer Services, 60, 102481. https://doi.org
/10.1016/j.jretconser.2021.102481

10. Clark, K. R. (2020). Chapter Two - A field with a view:
Ethical considerations for the fields of consumer neuroscience and
neuromarketing. Developments in Neuroethics and Bioethics, 3, 23-61.
https://doi.org/10.1016/bs.dnb.2020.03.002. https://doi.org/10.1016/
bs.dnb.2020.03.002

11. Conick, H. (2018, January10). What Are the Ethics of Neuromarketing?
American Marketing Association. https://www.ama.org/marketing-new
s/what-are-the-ethics-of-neuromarketing/

12. Duque, E. J. (2014). Neuromarketing: A new frontier. Suma de Negocios,
5(12), 75. https://doi.org/10.1016/S2215-910X(14)70028-X.

13. Gill, R., & Singh, J. (2020). A study of neuromarketing techniques
for proposing cost effective information driven framework for decision
making. Materials Today: Proceedings, 1-13. https://doi.org/10.1016/j.m
atpr.2020.08.730. https://doi.org/10.1016/j.matpr.2020.08.730

14. González-Morales, A. (2020). Right evaluation of marketing stimuli
with neuroscience. An electroencephalography experiment. Computers in
Human Behavior Reports, 2, 100030. https://doi.org/10.1016/j.chbr.202
0.100030. https://doi.org/10.1016/j.chbr.2020.100030

15. Gutiérrez-Cárdenas, G. (2019). Neuromarketing as an effective tool for sales
and advertising education. Revista Latina de Comunicación Social, (74),
1173-1189. https://doi.org/10.4185/RLCS-2019-1377

16. Klaric, J. (2014). Sell to the mind and not to the people. Business & Innovation
Institute of America.

17. Krings, W., Palmer, R., & Inversini, A. (2021). Industrial marketing
management digital media optimization for B2B marketing. Industrial
Marketing Management, 93, 174-186. https://doi.org/10.1016/j.indmar
man.2021.01.002.

18. Lee, E.-J., Choi, H., Han, J., Kim, D. H., Ko, E., & Kim, K. H. (2020). How
to "Nudge" your consumers toward sustainable fashion consumption: An
fMRI investigation. Journal of Business Research, 117, 642-651. https://d
oi.org/10.1016/j.jbusres.2019.09.050.

19. López, P. L. (2004). Population, sample and sampling. Punto Cero,
9(08), 69-74. http://www.scielo.org.bo/scielo.php?script=sci_arttext&p
id=S1815-02762004000100012

20. Malfitano, O; Arteaga, R; Romano, S. and Scínica, E. (2019).
Neuromarketing: cerebrando negocios y servicios. Granica.

21. Nicolás, M. (2013). User involvement in advertising production. A
reflection on spontaneous advertising generated by users/consumers.
ICONO14 Journal, 11(1), 303-317. https://doi.org/10.7195/ri14.v11i1.
204. https://doi.org/10.7195/ri14.v11i1.204

https://doi.org/10.1016/S1135-2523(12)60017-3
https://doi.org/10.1016/j.jretconser.2021.102481
https://doi.org/10.1016/j.jretconser.2021.102481
https://doi.org/10.1016/bs.dnb.2020.03.002
https://www.ama.org/marketing-news/what-are-the-ethics-of-neuromarketing
https://www.ama.org/marketing-news/what-are-the-ethics-of-neuromarketing
https://doi.org/10.1016/S2215-910X(14)70028-X
https://doi.org/10.1016/j.matpr.2020.08.730
https://doi.org/10.1016/j.matpr.2020.08.730
https://doi.org/10.1016/j.chbr.2020.100030
https://doi.org/10.1016/j.chbr.2020.100030
https://doi.org/10.4185/RLCS-2019-1377
https://doi.org/10.1016/j.indmarman.2021.01.002
https://doi.org/10.1016/j.indmarman.2021.01.002
https://doi.org/10.1016/j.jbusres.2019.09.050
https://doi.org/10.1016/j.jbusres.2019.09.050
http://www.scielo.org.bo/scielo.php?script=sci_arttext&pid=S1815-02762004000100012
http://www.scielo.org.bo/scielo.php?script=sci_arttext&pid=S1815-02762004000100012
https://doi.org/10.7195/ri14.v11i1.204
https://doi.org/10.7195/ri14.v11i1.204


Espirales revista multidisciplinaria de invesitgación científica, 2021, vol. 5, núm. 3, Julio-Septiembre, ISSN: 2550-6862

PDF generado a partir de XML-JATS4R por Redalyc
Proyecto académico sin fines de lucro, desarrollado bajo la iniciativa de acceso abierto 56

22. Palomino Pita, A. F., Mendoza Vargas, C. M., & Oblitas Cruz, J. F.
O. (2020). E-commerce and its importance in times of COVID-19 in
northern Peru. Revista Venezolana de Gerencia, 25(3), 253-266. https://d
oi.org/10.37960/rvg.v25i3.33367.

23. Plassmann, H., Venkatraman, V., Huettel, S., & Yoon, C. (2015). Consumer
neuroscience: Applications, challenges, and possible solutions. Journal of
Marketing Research, 52(4), 427-435. https://doi.org/10.1509/jmr.14.00
48

24. Quintero-Arango and Martínez-Gómez (2018) Neuromarketing in
advertising and its impact on the consumer in the retail sector in the city
of Medellín. Espacios, 39(16), 22-30. https://www.revistaespacios.com/a
18v39n16/a18v39n16p22.pdf

25. Reinares-Lara, E., Reinares-Lara, P., & Olarte-Pascual, C. (2016).
Unconventional television advertising formats versus spots: A recall-based
analysis. Historia y Comunicación Social, 21(1), 257-278. https://doi.org/
10.5209/rev_HICS.2016.v21.n1.52695

26. Salas, E. (2018). BTL as brand building actions. Espirales, multidisciplinary
research journal, 2(21), 15-29. https://revistaespirales.com/index.php/es
/article/view/357

27. Vázquez-Martínez, U. J., Morales-Mediano, J., & Leal-Rodriguez, A. L.
(2021). e Impact of the COVID-19 Crisis on Consumer Purchasing
Motivation and Behavior. European Research on Management and
Business Economics, 100166. https://doi.org/10.1016/j.iedeen.2021.1001
66. https://doi.org/10.1016/j.iedeen.2021.100166.

28. Vásquez-Patiño, L. F., & Rueda-Barrios, G. E. (2019). Neuromarketing as
a consumer persuasion strategy: theoretical evolution. Revista Espacios,
40(1), 25-35. http://www.revistaespacios.com/a19v40n01/a19v40n01p
25.pdf. http://www.revistaespacios.com/a19v40n01/a19v40n01p25.pdf

29. Vlăsceanu, S. (2014). Neuromarketing and Evaluation of Cognitive and
Emotional Responses of Consumers to Marketing Stimuli. Procedia Social
and Behavioral Sciences, 127, 753-757. https://doi.org/10.1016/j.sbspro.
2014.03.349

https://doi.org/10.37960/rvg.v25i3.33367
https://doi.org/10.37960/rvg.v25i3.33367
https://doi.org/10.1509/jmr.14.0048
https://doi.org/10.1509/jmr.14.0048
https://www.revistaespacios.com/a18v39n16/a18v39n16p22.pdf
https://www.revistaespacios.com/a18v39n16/a18v39n16p22.pdf
https://doi.org/10.5209/rev_HICS.2016.v21.n1.52695
https://doi.org/10.5209/rev_HICS.2016.v21.n1.52695
https://revistaespirales.com/index.php/es/article/view/357
https://revistaespirales.com/index.php/es/article/view/357
https://doi.org/10.1016/j.iedeen.2021.100166
https://doi.org/10.1016/j.iedeen.2021.100166
http://www.revistaespacios.com/a19v40n01/a19v40n01p25.pdf
http://www.revistaespacios.com/a19v40n01/a19v40n01p25.pdf
https://doi.org/10.1016/j.sbspro.2014.03.349
https://doi.org/10.1016/j.sbspro.2014.03.349

