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Abstract:

This study aimed to highlight the role of neurobranding in enhancing
the brand image and embedding it in the consumer's mind. The study
adopted a descriptive-analytical approach, including a theoretical section on
the concept and its mechanisms, and an applied section examining global
brands. The results indicated that neurobranding contributes to creating a
stronger emotional and subconscious connection than traditional tools,
thereby increasing trust and loyalty.
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