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ABSTRACT

Behavioural research attempts to study how individuals make decisions and interact
and influence other individuals, organizations, markets and society. In this regard,
applied neuroscience in human decision-making has gained an increasing attention
in recent decades with emergence of two disciplines; namely neuroeconomics and
neuromarketing. Indeed, neuroeconomics has emerged as a multidisciplinary research
area that integrates knowledge from neuroscience, psychology, and economics to
better understand economic decision making and to specify more accurate models
of choice and decision. In particular, neuroeconomics is becoming an attractive
area of study and research in financial decision making with particular emphasis
on understanding investor sentiment and fear when faced to different investment op-
portunities characterized by various scenarios. In particular, it aims to understand
and explain consumer decision process and influence of marketing key factors on
consumer choice. As a result, companies may define appropriate marketing strate-
gies based on neuromarketing studies.
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Neuromarketing Perspective of Consumer Choice
INTRODUCTION

Behavioural research attempts to study how individuals make decisions and interact
and influence other individuals, organizations, markets and society (Birnberg &
Ganguly, 2012). In this regard, applied neuroscience in human decision-making has
gained an increasing attention in recent decades with emergence of two disciplines;
namely neuroeconomics and neuromarketing. Indeed, neuroeconomics has emerged
as a multidisciplinary research area that integrates knowledge from neuroscience,
psychology, and economics to better understand economic decision making and to
specify more accurate models of choice and decision. In particular, neuroeconomics
is becoming an attractive area of study and research in financial decision making
with particular emphasis on understanding investor sentiment and fear when faced
to different investment opportunities characterized by various scenarios. Indeed, a
rich and abundant a literature has been devoted to such exciting field of study in
behavioural financial economics. Besides, neurmarketing combines neuroscience
and marketing studies to understand marketing-relevant human behaviour by us-
ing particularly the advantages of physiological measurement modalities such as
functional magnetic resonance imaging (fMRI), magneto-encephalography (MEG),
and electroencephalography (EEG). In particular, these neuroimaging modalities
are used in conjunction with relevant variables in marketing theories to study prob-
lems in consumer behaviour, and response to brands and advertisements (Stewart,
1984, 1985).

In particular, it aims to understand and explain consumer decision process and
influence of marketing key factors on consumer choice. As a result, companies may
define appropriate marketing strategies and techniques based on neuromarketing
studies major findings. This interest continues to grow with more research works
in the subject. For instance, Young (2002) used EEG signals to examine whether
specific moments within advertising are primarily responsible for brand develop-
ment and attention. Rossiter et al. (2001) used EEG signals to investigate memory
and information processing in the context of visual scene recognition. Ioannides et
al. (2000) and Ambler et al. (2000) used MEG signals to study the effectiveness of
cognitive and affective advertisements on cortical centers. Lusk et al, (2015) used
fMRI to examine consumer choice and associated brain activation.

With the increase of using marketing research in business strategy, some top-
ics have attracted a large attention in neuromarketing; including consumer choice
(Khan et al, 2011; Lusk, 2012; Lusk et al, (2015), advertising (Kenning et al, 2007;
Plassmann et al, 2007; Mostafa, 2012), and branding (Ma, Wang, Shu, & Dai, 2008).
The purpose of this chapter is to present recent works in neuromarketing with ap-
plications in consumer choice and related brain activated areas. The purpose is to

50



12 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/neuromarketing-perspective-of-

consumer-choice/170259

Related Content

Understanding the Evolution of Sensory Aging in the Workforce

Maria Céu Lamas, Orlando Lima Rua, Bruno de Sousa Lopesand Vanessa Amorim
(2023). Examining the Aging Workforce and Its Impact on Economic and Social
Development (pp. 19-44).
www.irma-international.org/chapter/understanding-the-evolution-of-sensory-aging-in-the-
workforce/317124

Optimizing IT Skills Management Initiatives
Ken Strauss (2005). Managing IT Skills Portfolios: Planning, Acquisition and
Performance Evaluation (pp. 103-125).

www.irma-international.org/chapter/optimizing-skills-management-initiatives/25930

Workplace Arrogance and Its Impact on the Organizational Performance in
the Hospitality Industry

(2018). Analyzing Workplace Arrogance and Organizational Effectiveness: Emerging
Research and Opportunities (pp. 33-53).
www.irma-international.org/chapter/workplace-arrogance-and-its-impact-on-the-organizational-

performance-in-the-hospitality-industry/201430

(Non)existent Laws of Workplace Cyberbullying: Limitations of Legal
Redress in a Digitized Market

Harrison M. Rosenthaland Genelle I. Belmas (2021). Handbook of Research on
Cyberbullying and Online Harassment in the Workplace (pp. 425-446).
www.irma-international.org/chapter/nonexistent-laws-of-workplace-cyberbullying/263441

Moderating Role of Gender between Job Characteristics and Job
Satisfaction: An Empirical Study of Software Industry Using Structural
Equation Modeling

Shruti Traymbak, Pranab Kumarand A.N. Jha (2017). International Journal of Human
Capital and Information Technology Professionals (pp. 59-71).
www.irma-international.org/article/moderating-role-of-gender-between-job-characteristics-and-
job-satisfaction/176596



http://www.igi-global.com/chapter/neuromarketing-perspective-of-consumer-choice/170259
http://www.igi-global.com/chapter/neuromarketing-perspective-of-consumer-choice/170259
http://www.igi-global.com/chapter/neuromarketing-perspective-of-consumer-choice/170259
http://www.irma-international.org/chapter/understanding-the-evolution-of-sensory-aging-in-the-workforce/317124
http://www.irma-international.org/chapter/understanding-the-evolution-of-sensory-aging-in-the-workforce/317124
http://www.irma-international.org/chapter/optimizing-skills-management-initiatives/25930
http://www.irma-international.org/chapter/workplace-arrogance-and-its-impact-on-the-organizational-performance-in-the-hospitality-industry/201430
http://www.irma-international.org/chapter/workplace-arrogance-and-its-impact-on-the-organizational-performance-in-the-hospitality-industry/201430
http://www.irma-international.org/chapter/nonexistent-laws-of-workplace-cyberbullying/263441
http://www.irma-international.org/article/moderating-role-of-gender-between-job-characteristics-and-job-satisfaction/176596
http://www.irma-international.org/article/moderating-role-of-gender-between-job-characteristics-and-job-satisfaction/176596

