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Abstract: Ever felt the pressure of wondering how a consumer, amidst a sea of options, standing in a store 

aisle, staring at a myriad of products, struggling to decide on a purchase – and contemplating how they will 

select your product? Worry not, as our most recent study serves as your roadmap to uncovering the secrets 

of the ideal purchase! This research paper presents an insightful exploration of consumers' preferences, 

focusing on the factors that affect their decision-making when buying any product. In our study, we 

conducted a survey using a cleverly crafted questionnaire to uncover what truly matters to consumers when 

purchasing. The questionnaire included five key elements: quality, price, appearance, design, and 

functionality, all playing unique roles in the intricate dance of decision-making. To gain a deeper 

understanding, we employed cutting-edge neuromarketing techniques, including EEG and fMRI, to peek 

into the hidden corners of consumers' minds. 
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