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Abstracts: This article addresses the topic of neuromarketing applied in the context of traditional Ecuadorian 
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1. INTRODUCTION  

Over time, society has undergone a series of technological, political, social, and economic changes (1) which 

have boosted the evolution and competitiveness of populations (2). Since time immemorial, human beings have 

sought to establish valuable exchanges of value (3), where both buyers and sellers obtain mutual benefits (4). This 

is how marketing emerged as a discipline aimed at satisfying diverse human needs (5). However, the old marketing 

techniques have gradually become obsolete as people are constantly looking for changes and innovations in their 

environment (6). As a result, marketing has undergone an evolution in the generation of strategies, which has 

allowed for the modernization of products and services (7). 

Today, technological developments have given rise to an interesting combination of marketing, neuroscience, 

and biology (8). This combination uses scientific techniques to understand consumer thinking and decision making, 

known as neuromarketing (9). The field of neuromarketing focuses on studying the communication process 

between seller and customer, especially focused on the sensations experienced by the consumer during the 

purchase of a good or service (10). It is important to note that, despite the widespread belief that neuromarketing 

seeks to manipulate the consumer's mind, its true objective is simply to learn about the buyer's deepest desires to 

satisfy them more effectively (11). Despite the potential that neuromarketing offers, not everyone is familiar with this 

discipline, and few companies are currently taking advantage of this tool (12). Mostly, it is the renowned companies 

that benefit from the advantages that neuromarketing provides in their business strategies. In recent years, 

neuromarketing has gained prominence in Latin America (13), especially in the field of gastronomy and catering, 

where it has become an essential part of any business (14). Almost imperceptibly, neuromarketing stimulates the 

brain by using the five senses to transmit continuous information about the moment and the environment being 

experienced (15). This approach also makes it possible to establish an emotional and sensory link with customers, 

either through external elements or through a direct relationship with the product or service (16). In this regard, both 

positive and negative emotions have been identified as influencing consumer decision making. The role played by 

neuromarketing is essential to identify which emotions determine a purchase decision (17).  

Gastronomy goes beyond the simple art or fondness for food; it involves knowledge and activities related to 

ingredients, recipes, culinary techniques (18), as well as the consideration of aroma, taste and presentation that 

activate the taste memory and stimulate a variety of feelings and emotions (19). Research has shown that the 

predominant color in an image has a strong impact on people's minds (20), and neuro-advertising seeks precisely to 
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elicit an emotional response in consumers when they are exposed to advertising messages (21). The purpose of 

these tactics is to establish an emotional bond between the customer and the restaurant, thus creating an 

attachment and loyalty to the brand. (22). In the specific context of gastronomy, we find dishes that are visually 

enjoyable, ingredients and sauces that awaken unique sensations, and presentations carefully designed to make us 

feel special. In addition, cozily decorated atmospheres and the right music contribute to a special enjoyment of the 

company and the moment (Organización de las naciones unidas para la gastronomía y agricultura, 2020). All this is 

part of the field of neuromarketing applied to gastronomy (16). 

Millennials are a generation that has emerged in a context marked by traditional beliefs and the accelerated 

development of new technologies, which places them between the old and the new (23). They are characterized by 

searching for natural foods with multiple properties and focusing on tasting and culinary experience (24). In addition, 

they currently have the greatest purchasing power and purchasing decisions (25). This generation is conscious of 

what they consume, looking for healthy and quick-to-prepare foods, with a strong interest in organic, unprocessed 

foods and traditional cooking techniques (26).  

The technological development that has accompanied the growth of millennials has inspired the creation of 

advertising strategies aimed specifically at capturing their attention (27). In this context, neuromarketing has 

become an innovative direction to study consumer behavior (28), as it uses tools that allow for in-depth research 

into consumers' true reactions and obtain relevant data to highlight preferences in traditional Ecuadorian 

gastronomy (29).  

2. Theoretical framework 

2.1. Conceptualization of Neuromarketing and Segmentation 

Neuromarketing emerges as an autonomous scientific method that revolutionizes the way of communicating with 

customers (30). It is a technique used in the marketing field that seeks to establish a solid relationship between the 

customer and the product or service, focusing on feelings, emotions and the subconscious mind of the individual 

(31). This approach is interdisciplinary, encompassing diverse fields such as psychology, sociology, marketing, and 

neuroscience (32). Neuromarketing performs an analysis of behavior, response, and action, both physical and 

emotional, to certain stimuli, which translates into effective advertising strategies. Its objective is to provide an 

efficient response to consumers in relation to marketing stimuli, using the brain as a measurement instrument (33). 

In this way, neuromarketing identifies the neural processes involved in purchasing decisions and consumer 

behavior. 

To understand how neuromarketing works and to apply it effectively in an establishment or business, it is 

essential to have knowledge of how the brain works and the areas involved in emotional consumer decisions (34). 

In this sense, the influence of neuromarketing on the minds of consumers has been studied with contributions from 

cognitive neuroscience to consumer events (35). It is important to note that human behavior is not based solely on 

rationality; approximately 85% of decisions are emotional in nature and are made unconsciously, being generated 

by the brain at the specific moment (36). The brain also stores emotional memories through lived experiences, 

including those that are transmitted in DNA. When the sensations and emotions experienced at a given moment are 

combined with the stored memories, the brain produces an intuitive, instinctive action and an emotional or rational 

decision, which will ultimately influence the consumer's final decision (37). 

Market segmentation involves the division of the market into groups of consumers who share similar 

characteristics according to some specific criteria in commercial research (38). It is the first strategy that marketers 

use to satisfy the needs of the members of a society, considering habits, purchasing and consumption patterns (39). 

When analyzing the market, it is essential to consider the existence of different generational cohorts, which are 

influenced by demographic, psychographic and behavioral variables (40). Each generation is distinguished by 

certain events or occurrences, whether political, cultural, or economic, which in some way shape their perception 

and the way they perceive the products and services offered. Segmentation based on demographic criteria refers to 

the use of references such as age, gender, religion, race, income, education level, occupation, nationality, life cycle 
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stage, family size, generation, height, weight, social class, or any other characteristic that can externally define the 

individuals in a population (41). 

2.2. Exploring The Richness of Traditional Gastronomy 

Gastronomy emerges as one of the most transcendental disciplines for man in the 21st century (42), because it 

is recognized as essential for health, its contribution to aesthetics and cultural processes that enrich community 

identity, thus strengthening social ties. At the same time, it is considered a powerful tool for local development (43). 

Traditional gastronomy represents a valuable resource that is intertwined with the cultural, social, environmental, 

and economic history of the people and their communities (44). Through its components, such as beliefs and 

lifestyles specific to different geographic locations, traditional gastronomy becomes an inseparable element of 

cultural heritage (45) 

Neuromarketing applied to the gastronomic field offers the possibility of identifying foods and analyzing food-

related decision making (46). This allows the implementation of best practices for food marketing, as well as the 

improvement of other aspects such as the perception of nutritional elements, health information on labels, the 

presence of additives and the evaluation of messages conveyed by food packaging (47). The importance of 

neuromarketing lies in its ability to assert that the sensory senses are a powerful channel to reach the consumer's 

mind. Specifically in the context of restaurants, it is a set of techniques aimed at understanding consumer behaviors in 

relation to the marketing mix, with the objective of satisfying their needs (48). 

Visual neuromarketing focuses on the study of the impact that different elements of an image have on buyers, 

such as color, image, relief, size, shape, among others (49). All these aspects influence the consumer's decision 

when choosing between one option or another (50). It has been concluded that the perception of images represents 

one of the main stimuli for human beings, where visual interpretation occurs in the brain after processing light and 

information captured by the eyes (51). Within these elements, the use of color stands out for its ability to express 

visual meanings (52). Its influence on human behavior develops in an interesting way: color impresses when seen 

and by itself can convey meaning, thus helping a brand or product to communicate and be remembered by the 

consumer (53). 

2.3. The Millennial Generation: Characteristics and Trends 

Millennials, born between 1981 and 2000, make up a significant part of the labor market and enjoy good 

purchasing power (23). It is estimated that by the year 2025, they will represent 75% of the workforce, making them a 

group with great influence in the market (54). This generation stands out for being the first to be born in the digital era, 

growing up with technology as an integral part of their lives, which has allowed them to interact virtually in all aspects 

of their daily lives (55). In addition, unlike their previous generations, millennials are racially diverse, have higher levels 

of education and tend to live more solitary lives until older ages, which sets long-term trends (56). Millennials show an 

inclination towards products or services that maximize the social or environmental benefit to society (57). Due to 

globalization, the characteristics of this generation are more similar between countries than those of any other 

generation (58). However, they are also one of the most skeptical generations when it comes to advertising and 

promotions, opting to spend on authentic and especially satisfying experiences (59). 

Millennials are known for having a certain amount of financial independence, which allows them to eat out on a 

regular basis. When it comes to food choices, they look for options that provide health benefits, such as gluten- and 

caffeine-free, protein-rich, organic, fortified and portion-controlled foods (60). In addition, they are willing to pay a fair 

price in relation to quality, i.e., they are looking for a good cost-benefit ratio (61). In today's market, there are many 

options for food choices and among them is traditional cuisine, which makes use of ancestral techniques and uses 

ingredients that are as natural as possible. Therefore, traditional foods can also be an opportunity to eat more healthily 

(62). An interesting aspect of this generation is that most of them seek to immerse themselves in culture through 

culinary tastings and cultural appreciation trips (63). That is, they seek to experience and learn about the gastronomy 

of different places to connect with local traditions and culture. 
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2.4. Hypothesis and model approach 

This model is made up of the following interrelated variables: the degree of traditionality of plating in typical 

Ecuadorian food and the level of interest of the millennial generation in the consumption of these foods. 

2.4.1. The Impact of Neuromarketing on The Consumer and Its Relationship with Gastronomy 

Neuromarketing has a significant influence on consumer behavior, as it allows measuring both the rational, 

emotional, and instinctive aspects of people. These measurements are used to create effective marketing strategies 

that reach directly into the customer's brain, awakening their instincts, emotions, and rationality (64). Sensory 

factors are fundamental in advertising stimuli, since it is through the senses that we receive information from the 

world around us (65). Although the brain receives millions of external stimuli daily, only a small amount of them 

captures our attention, being these striking stimuli the ones that generate an immediate emotional reaction, with the 

predominant participation of the right hemisphere in their processing (66). This neuromarketing influence on the 

consumer can lead to unconscious decision making, resulting in generally positive behavior and a favorable 

association with the brand (67). In addition, this stimulation can be reflected in increased sales, more frequent visits 

to the store and greater engagement with advertising environments. 

When a customer decides to make a purchase, his or her brain is focused on processing the information within a 

complex network of neurocircuits (50). This includes aspects such as the perception of the product, good or service 

as positive or negative, the appreciation of a fair price and other factors that can influence the purchase decision. All 

of this "alters" the brain's reward systems, which consider the cost-benefit ratio of each decision the consumer must 

make, regardless of what advertising may do (68). Based on the above, the following hypothesis is proposed: 

H1: Neuromarketing influences the consumer in relation to gastronomy. 

2.4.2. The Impact of Neuromarketing on The Millennial Generation in A Gastronomic Context 

The millennial generation is composed of people born between 1977 and 2000 (23). This group has developed 

in parallel with technological progress and shows a strong interest in social welfare and environmental preservation. 

A large percentage of this generation currently occupies leadership positions in companies, while a smaller 

percentage is still in the process of professional training (69). 

A significant difference between millennials and previous generations is their appreciation of connectivity through 

social networks and apps. They feel accepted when their friends interact with their posts and messages by sending 

them "likes" and emoticons (70). This generation does not simply want to be passive consumers; they want to 

actively participate, co-create and, above all, be part of the brands they admire. The co-creation process can span 

from product or service design to the customer's shopping experience and is especially evident in marketing and 

social media towards the end of the marketing cycle (71). In fact, it could be argued that functional and emotional 

benefits alone will not be enough to captivate this generation, as millennials feel a shared bond with the success of 

the brands, they love (72). Given this desire to engage, there are many opportunities for companies that want to win 

over millennials. However, a deeper understanding of the interests, needs and consumption habits of this 

generation is necessary to develop impactful marketing strategies (73). Although this knowledge is valuable, it has 

not yet been applied specifically to the gastronomic context. Therefore, the following hypothesis is put forward:  

H2: Neuromarketing influences the millennial generation in the gastronomic context. 
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Figure 1. Proposed model 

Source: Authors 

3. Methodology. 

In this study, quantitative research was employed based on the application of surveys aimed at the target 

audience, young people between 22 and 41 years of age. The sample consisted of 250 individuals and was 

conducted in July 2022 using a self-administered online questionnaire. In addition, the historical-logical method was 

used to analyze the trajectory and development of neuromarketing and its impact on Ecuadorian gastronomy for the 

millennial generation (74). The research and the questionnaire are the result of an exhaustive search for relevant 

concepts and aspects related to the central theme: neuromarketing applied to Ecuadorian gastronomy. To achieve 

this purpose, books, scientific articles, and previous studies on Ecuador's gastronomic position were reviewed. The 

questionnaire used was based on a combination and adaptation of questions proposed by other authors (75–77). 

By modifying and discarding some of these questions, it was possible to develop a specific approach for the present 

research, facilitating the obtaining of relevant information on the influence of neuromarketing applied to the 

millennial generation in relation to traditional Ecuadorian gastronomy. 

The techniques applied in this work constitute the instruments through which information was collected using a 

survey. For this purpose, the population and the sample were previously established through the analytical-

synthetic method, which made it possible to know the relevant theories and conceptions on the subject and to 

analyze the information obtained through them. 

4. RESULTS 

To arrive at the results, statistical analysis tools were used. The first of these is a contingency table, which in this 

case was used to analyze the profile of several individuals who share the same nature. 

Table 1. Sample profile-Contingency test 

 Gender  

Age  Female Male Total 

22 to 25 years old  Observed  49  88  137  

 of total %  24.5 %  44.0 %  68.5 %  

26 to 29 years old  Observed  10  16  26  

 of total %   5.0 %  8.0 %  13.0 %  

30 to 33 years old  Observed  6  8  14  

 of total %  3.0 %  4.0 %  7.0 %  

34 to 37 years old  Observed  8  5  13  

 of total %  4.0 %  2.5 %  6.5 %  

38 to 41 years old  Observed  7  3  10  
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Table 1. Sample profile-Contingency test 

 Gender  

Age  Female Male Total 

 of total %  3.5 %  1.5 %  5.0 %  

Total  Observed  80  120  200  

 del % total  40.0 %  60.0 %  100.0 %  

Source: Authors 

Table 1 shows that the majority population in the sample is represented by more men than women and is in the 

age range of 22 to 25 years. On the other hand, the minority is made up of people of both genders, between 38 and 

41 years of age. In total, 250 participants were surveyed, 80% of whom belonged to the millennial generation and 

were considered for the development of the research. 

4.1. Analysis of the Results of The Population Proportion Test. 

Table 2. Population proportion test 

 95% 

Confidence Index 

  Level Counting Total Proportion p Lower Upper 

1.1. How much 

do you know about 

Ecuadorian 

gastronomy? 

 Much  85  200  0.425  < .001  0.3556  0.4967  

   Nothing  6  200  0.030  0.254  0.0111  0.0642  

   Little  109  200  0.545  < .001  0.4733  0.6154  

1.2. How much 

do you consider that 

neuromarketing 

applied to 

gastronomy affects 

consumer choice? 

 Much  111  200  0.555  < .001  0.4832  0.6251  

   Nothing  8  200  0.040  0.627  0.0174  0.0773  

   Little  81  200  0.405  < .001  0.3363  0.4765  

1.3. How often 

do you go to a place 

to taste traditional 

Ecuadorian dishes? 

 1 time per week  126  200  0.630  < .001  0.5591  0.6970  

   2 times per 

week 
 32  200  0.160  < .001  0.1121  0.2183  

   3 or more times 

per week 
 22  200  0.110  < .001  0.0702  0.1618  

   Never  20  200  0.100  0.003  0.0622  0.1502  
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Table 2. Population proportion test 

 95% 

Confidence Index 

  Level Counting Total Proportion p Lower Upper 

1.4. What type of 

establishment do you 

go to most often for 

the consumption of 

these? 

 Bar/restaurant  25  200  0.125  < .001  0.0826  0.1790  

   

Dining room 

in general 

(breakfasts, 

lunches). 

 51  200  0.255  < .001  0.1961  0.3213  

   Seafood or 

picanteria. 
 41  200  0.205  < .001  0.1513  0.2677  

   Creole food 

restaurant. 
 45  200  0.225  < .001  0.1691  0.2892  

   
Theme 

restaurant (a la 

carte dishes). 

 21  200  0.105  0.002  0.0662  0.1560  

   among others  17  200  0.085  0.033  0.0503  0.1326  

Note. Hₐ is proportion ≠ 0.05 

Source: Authors 

In this second table, known as the Z Test for a population proportion, it is used for a variable X that represents 

the state of something, for example, defective and not defective, sold or not sold, among others, and seeks to prove 

a hypothesis with the proportion of a certain category of that variable (78). From the information presented, we can 

reach the following conclusions: First, a significant part of the sample claims to know a lot about Ecuadorian 

gastronomy. However, within this population, the majority indicates that they know little about this culinary culture, 

followed by a minority that claims to know nothing about it. This suggests that the millennial generation has some 

knowledge about Ecuador's food heritage, but there is also a small group of individuals who do not know about this 

topic. These results support the idea that neuromarketing can significantly influence a customer's consumption 

choice, which validates our hypothesis. In addition, individuals revealed that they eat out at least three times a 

week, and their preferred destination is bars and restaurants. This shows that there is a market with a wide gap to 

exploit in the restaurant sector. 

The results to the respondents show that, regarding their preferences in the choice of a dish, they mainly focus 

on the taste. However, it is important to bear in mind that this organoleptic characteristic cannot be appreciated until 

the moment of acquiring the dish. In this sense, it should be noted that both texture and color are the attributes that 

possibly influence the choice of a particular dish. These factors play a relevant role when it comes to making 

gastronomic decisions by the millennial generation in the context of traditional Ecuadorian gastronomy. 
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Table 3. Population proportion test 

 95% 

Confidence Index 

  Level Counting Total Proportion p Lower Upper 

1.7. Do you think that the more traditional is the 

plating in typical Ecuadorian food, the greater the 

interest in consuming these foods? 

 No  94  200  0.470  < .001  0.399  0.542  

   Yes  52  200  0.260  < .001  0.201  0.327  

   Perhaps  54  200  0.270  < .001  0.210  0.337  

Note. Hₐ is proportion ≠ 0.05 

Source: Authors 

According to the results obtained in the population proportion test, it can be clearly distinguished that most of the 

individuals surveyed express that a traditional dish reduces their interest in the consumption of native foods from 

Ecuador. This sample turns out to be significant, as shown in Table 3, which indicates that the hypothesis posed is 

valid; that is, people belonging to the millennial generation prefer a plating that is different from the common. 

On the other hand, a small number of the population analyzed, approximately 25 individuals, claim to enjoy 

traditional plating, while about 26 individuals are unsure if their interest would decrease depending on the plating. 

However, the majority of 149 individuals support the proposed hypothesis, which supports the idea that the 

presentation of dishes influences the preference for consumption of native foods among millennials. 

DISCUSSION AND CONCLUSION 

The objective of this research was to analyze the effect of neuromarketing applied to traditional Ecuadorian 

gastronomy on the millennial generation in Ecuadorian territory. For this purpose, the years that comprise this 

generation were considered, covering from 1981 to 2000, since it is the most representative generational cohort 

within the context of the study (23). Through the analysis of various postulates of relevant authors in the field of 

neuromarketing and gastronomy (50,67,79)In this study, it was possible to establish a significant connection 

between neuromarketing and the gastronomic preferences of Ecuadorian millennials. The results obtained showed 

that neuromarketing has a significant effect on the decision to choose and purchase a particular dish by millennial 

consumers, as confirmed by the studies of several authors (75,80). In this sense, it was determined that 

neuromarketing plays a relevant role in traditional Ecuadorian gastronomy, as it allows establishing a deeper 

connection between the restaurant and the diner, based on subjective feelings and thoughts. 

The hypotheses proposed in this study, "Neuromarketing has effects on the consumer in relation to gastronomy" 

and "Neuromarketing has effects on the millennial generation in the gastronomic context", have been supported by 

the results obtained, which reveal the influence of neuromarketing in gastronomy, considering factors such as color, 

flavor, texture, aroma, and forms of plating. These elements have the capacity to evoke emotions and memories in 

the diner, which can be evaluated by neuromarketing to develop strategies to increase the consumption of 

traditional dishes. 

The methodology used in this research, which combines the analysis of scientifically proven theories and 

concepts, as well as the application of surveys and statistical tools, has allowed obtaining relevant and significant 

results in the field of gastronomy and neuromarketing. The use of the statistical tool Jamovi has facilitated the 

processing and analysis of the data, strengthened the foundation of the proposed relationships and demonstrated 

that neuromarketing plays a transcendental role in the development of traditional Ecuadorian gastronomy (81). 
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Therefore, this research has contributed to demonstrate the importance and incidence of neuromarketing in the 

context of gastronomy, specifically in the millennial generation. (73). The results obtained provide a solid basis for 

the development of marketing strategies that focus on the preferences and emotions of millennial consumers, in 

order to increase the consumption of traditional Ecuadorian dishes and strengthen the link between restaurants and 

their diners (82). In addition, the use of statistical techniques and the rigorous analysis of the information have 

enriched the relevance and validity of the results, positioning this research as a significant contribution in the field of 

neuromarketing applied to gastronomy. 

CONCLUSION 

The conclusions of this empirical study have yielded significant and revealing results about the impact of 

neuromarketing on the millennial generation in the context of Ecuadorian gastronomy. It became evident that 

neuromarketing has a relevant influence on the consumer's purchasing process, being determinant the way in 

which food is presented and how these organoleptic qualities impact on the customer's choice and satisfaction. An 

important finding was that the millennial generation shows a clear preference for the presentation of traditional 

Ecuadorian dishes, especially in relation to the use of colors and the form of plating. These elements generate an 

emotional connection with the diner, facilitating the association of experiences and emotions with the food, which 

contributes to their enjoyment and appreciation of the gastronomic experience. 

The use of the Jamovi statistical tool allowed obtaining reliable and relevant results, which reinforces the validity 

of the findings and the influence of neuromarketing in the context studied. This highlights the importance of 

neuroscience in the analysis of consumer behavior, since many times the stimuli that generate purchase decisions 

are not consciously perceived by customers. 

From an academic point of view, this research has contributed to deepen the study of neuromarketing, traditional 

gastronomy and the millennial generation, establishing a connection between these areas that has not been widely 

explored in the literature. Further research is needed to further understand how neuromarketing can influence 

purchasing decisions in developing countries such as Ecuador. In practical terms, this study offers valuable 

applications for restaurant owners and managers who wish to improve their marketing strategies and appeal to the 

millennial generation. The implementation of neuromarketing as a tool to increase the consumption of traditional 

dishes can be highly effective and generate higher revenues for gastronomic establishments. 

In addition, the research has contributed to the knowledge about the influence of neuromarketing on the 

millennial generation in the field of traditional Ecuadorian gastronomy. The results obtained open new perspectives 

and challenges for future research in the field of marketing and gastronomy, and it is hoped that this study will serve 

as a source of consultation and guidance for students and researchers interested in these areas. In addition, it 

provides a solid foundation for gastronomic sector actors to make more informed and effective decisions to attract 

and satisfy the growing millennial generation.  

In conclusion, this study has highlighted the relevant relationship between neuromarketing and traditional 

Ecuadorian gastronomy, especially with regard to the millennial generation. The findings highlight the importance of 

conducting research that identifies the responses to various stimuli, based on consumer perception, in order to 

encourage an increase in the consumption of traditional cuisine. In this way, the aim is to preserve the essence of 

the country's representative dishes and ensure that the culinary richness that characterizes Ecuador is not lost. The 

impact of neuromarketing on the millennial generation has been evident in this study, showing how visual, 

emotional, and sensory stimuli significantly influence purchasing decisions and the gastronomic experience of this 

generation. The strategic use of appropriate colors, presentation and sensory techniques can generate an 

emotional connection with traditional dishes, increasing their appeal and perceived value for younger consumers. 

This research contributes to the gastronomic and neuromarketing fields since it provides valuable knowledge for 

the development of more effective strategies in the commercialization of food and typical dishes. Furthermore, 

these results are relevant both for restaurant and gastronomic business owners, as well as for those responsible for 

the promotion of Ecuadorian culinary heritage. Ultimately, it is essential that neuromarketing be considered as a 
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relevant tool in the field of gastronomy, especially to attract and captivate the millennial generation, which plays an 

important role in today's market. By understanding how stimuli influence their consumption choices, more effective 

strategies can be designed to foster appreciation and preference for traditional gastronomy, ensuring its perpetuity 

and recognition inside and outside the country. 

Implications 

The implications of this research are significant at both the academic and practical levels, providing valuable 

insights into the relationship between neuromarketing and the purchase decision of the millennial generation in the 

context of traditional Ecuadorian gastronomy. At the academic level, this research contributes to the literature on 

gastronomy management and neuromarketing by deepening the understanding of how neuromarketing can 

influence the purchase decision of the millennial generation in the context of traditional Ecuadorian gastronomy.  

In terms of practical implications, the results of this research can be of great use to professional gastronomes 

and marketers involved in the commercialization and promotion of traditional gastronomy. By understanding the 

impact of neuromarketing on the purchase decision of the millennial generation, these professionals can design 

more effective strategies to attract and captivate this market segment.  For example, they could focus on the use of 

colors, presentations and sensory techniques that generate an emotional connection with traditional dishes, thus 

increasing their appeal and preference among younger consumers. 

In addition, these findings may also be of interest to owners of restaurants and gastronomic establishments, as it 

provides them with a deeper understanding of how they can use neuromarketing to improve their customers' 

experience and increase the demand for Ecuador's typical dishes. Together these findings can be useful for 

improving marketing strategies in the gastronomic sector and preserving the essence of the country's representative 

dishes, thus ensuring their recognition and appreciation within and beyond Ecuador's borders and for future 

research and studies related to the topic, thus expanding knowledge in this area of study. 

Future Lines of Research 

Neuromarketing has completely revolutionized the gastronomic sector, and its development and recognition 

continue to advance rapidly. In this context, interesting research opportunities are emerging that can provide 

valuable insights for market research professionals. One of these avenues is a comparison between traditional 

marketing methods and neuromarketing-based strategies, with a specific focus on the gastronomic field. In addition, 

it is relevant to explore the perception that both the centennial generation and the alpha generation have of the 

neuromarketing paradigm applied to gastronomy. A comparative analysis between the two generations could reveal 

significant patterns about how each demographic reacts and relates to these sensory and emotional marketing 

techniques. Research in these areas can provide a deeper understanding of how neuromarketing influences the 

purchasing decisions of consumers, especially the millennial and alpha generation, which are two key groups in 

today's marketplace. It could also shed light on the preferences and motivations that guide their dining choices and 

how these are impacted by neuromarketing strategies implemented in restaurants and food establishments. 

In addition, comparative research between traditional methods and neuromarketing, along with the analysis of 

the perception of centennial and alpha generations to this discipline in the gastronomic context, could offer valuable 

insights for marketing and gastronomy professionals. These findings could drive the adoption of more effective and 

personalized strategies, as well as contribute to a better understanding of how these techniques influence the 

preferences and consumption behaviors of younger generations. Ultimately, this knowledge could help optimize 

gastronomy marketing strategies and strengthen the connection between brands and consumers, in tune with the 

needs and expectations of each generation. 
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