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Forward

Neuromarketing is a new field that promises to enrich the study and
practice of marketing in ways that researchers and practitioners are only now
beginning to realize. This book, Cognition, Buying Decision and Brain:
Cognitive Neuromarketing, is the first in the field in this regard and provides
a deep and comprehensive introduction of the possibilities for doing pioneering
research and answering important policy questions. It gives a thoughtful
history of neuromarketing principles and how they relate to traditional marketing
practice. It also reviews key neuromarketing methods and identifies a number of
fruitful areas in marketing where such methods can be put to effective use. Overall
the book is an authoritative and accessible piece of scholarship.

I wish to point out four areas where neuromarketing can change how we
think about and do marketing. The first concerns the underlying mental
mechanisms that govern (1) why consumers buy what they buy and how
they go about deciding what to buy and how to consume and dispose of the
goods and services they purchase and (2) how marketing managers make every
day strategic and operational decisions, such as exhibited by brand managers, ad-
vertising account managers, salespeople, and other top staff and line marketing
personnel. The mental mechanisms underpinning the behavior of consumers and
marketing managers occur in information processing and decision making
skills; emotional processes that determine motivation towards, and valuation
of, objects, actions, and relationships; and communication and social
processes involved in interpersonal relationships. Each of the latter psycho-
logical and social processes occurs through activation and interconnectivity of
well-defined regions of the brain. For example, theory of mind processes,
which involve the ability to read the beliefs, feelings, desires, and intentions
of people with whom we interact or with whom we see as observers, such as
witnessing dialogue in advertisement§, occur primarily in the medial pre-
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frontal cortex, temporal poles, temporal parietal junction, and precuneus regions.
Our mirror neuron system, which is involved in empathetic reactions and under-
standing the intentions and actions of others involves the pars opercularis,
precuneus, ventral premotor cortex, and inferior parietal lobule. Emotional
reactions and processes happen in the insula, amygdale, nucleus accumbens,
and orbital frontal cortex, and may engage parts of the mirror neuron system
as well. Social processes cut across these regions. To understand consumers
and marketers, researchers must study marketing activities in conjunction
with theory of mind, mirror neuron, emotional, and social process regions
in the brain.

A second area that needs attention is multilevel research. It is not sufficient
to focus only on neural mechanisms to explain and predict the behavior of
consumers and marketers. Rather it is essential to link psychological, social, and
neural processes together. Generally, social processes can be decomposed into
psychological processes, and psychological processes can be decomposed into
mechanisms in the brain. By drawing upon theories across these levels, it
becomes possible to more fully account for behavior that either cannot be
explained well at one level or that can be explained better by crossing levels.
For example, some researchers have shown that customer orientation of
salespersons, which at the interpersonal level leads to more effective and
long-term relationships with customers, can be linked to empathy and mirror
neuron processes.

A third area that can enrich research by use of neuroscience is cross-cul-
tural investigations. By studying cultural variation, researchers can better
understand the boundary conditions and limitations of marketing theories.
This, in turn, can lead to useful modifications of theories. Such investiga-
tions can inform marketing practice by suggesting different strategies and
tactics needed to fit the diversity found in different countries and ethnic
groups.

Finally, the power of neuromarketing can be multiplied if we integrate
ideas from genetic research and research into hormonal processes. The acti-
vation of brain processes depend fundamentally on inherited mechanisms and
the function of hormones. This means that the explanation and prediction of
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consumer and marketer behaviors are complex functions of neural, genetic,
and hormonal mechanisms. Along with cross-level and cross-cultural
research, these mechanisms will enrich the study of gene-gene, gene-psycho-
logical process, hormone-neural, and other intricate interactions. The future

thus lies in a broad biological and psycho-social approach to buying behavior

and marketing responses.
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