


ABTRACT

Neuromarketing 
is an emerging field that combines 

commerce with science. Through neuroscience 
and neuropsychology, consumer behavior is examined, to 

uncover information not obtainable through conventional measures. The 
purpose of this thesis is to examine what neuromarketing can contribute to a 

brand decision process, and additionally how it relates to three selected schools within 
the existing schools of brand management. The three schools evaluated is the economic, 

the consumer-based and finally the relational brand management approach. Approaches are 
outlined with supporting themes and theory, in addition to critique. Basic presentation of the field of 

neuromarketing is outlined. However, as neuromarketing is broad field, only findings related to the 
first three stages of the decision-making model by Plassmann et al. (2012) is presented. These 

stages include attention and representation, predicting value, and finally experiencing value. Attention 
and representation deals with the themes of the subconscious consumer and choice architecture. 
Predicting value accounts for the aspects of emotion and preferences. Finally experiencing value 
outlines behavioral preference versus brand image, and expectation bias. Each finds from section is 

conclusively applied to the case of Barbie’s failed branding strategy in China. The discussion 
outlines scientific traditions, the distinguishing features, and values and implications of 

neuromarketing. Next, neuromarketing is assessed as a brand management 
compared the prior outlined schools. Finally, based on emphasized 

critique, and additional presented expert interviews, it is concluded 
that the field is not cohesively examined to generate a 

general neuromarket ing brand management 
approach, though modification of existing brand 

management approaches may be 
needed. The final section offers 
reflections for 

f u t u r e 
imp l ica t ions,  

a n d 
considerations 

w h e n 
neuromarketing 

is deve loped 
further.
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1. INTRODUCTION

A woman walks down an aisle in the supermarket. Connected to a brain scanner, all her reactions and 
thought patterns are recorded, and studied as she makes her selections from the thousands available 
products in the store. Apart from the unusual attire, she conducts herself as she normally would - she 
is the subject in a neuromarketing experiment (Lindström, 2009).

Traditionally, the perception of consumption was based on the principles of microeconomics, where 
economic rationality and logic of utility were the governing dynamics (Fugate, 2007). It was a given 
that consumers were aware of their own 
preferences, and continuously made consistent 
choices over time, to utilize their own well being 
(Huang, 2005). However, this failed to explain 
consumer’s irrational behavior.  Neuromarketing 
allow for both emotional and rational thinking to be 
co-existent within the consumer, instead of viewing 
the consumer as merely a rational being (Fugate, 
2007).

Earlier, companies relied on conventional self-report surveys, focus groups and surveys to enlighten 
them and measure needs and attitudes of consumers. Often, studies of subsequent predictions of 
human actions in the market place has disappointed the marketers, largely because social dynamics 
obstruct truthful answers (Dick & McDowell, 2013). 

From science we know that the brain is astoundingly complex with series of interwoven neural 
networks (Pradeep, 2010). We also know that humans are exposed to an estimated 11 million bits of 
information each second, through the sense. Nevertheless, the capacity to process that information is 
limited to around 50 bits. The result is that a vast amount input proceeds unnoticed. This means that 
the exposure of information to consumers is enormous, but their processing capacity is not 
(Plassmann et al., 2012). In a sophisticated and highly saturated market, gaining competitive 
advantage over the competition, and standing out is crucial for a company’s ability to thrive. 
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In the supermarket, whenever the woman chose a product of the shelves, the brain recorded a four 
second-reaction. In the four seconds, the product was examined in the woman’s hands, and returned 
to the shelves, where another item of the same product was successively picked. The four seconds 
are the reaction time that might force marketers to alter their branding strategy (Lindström, 2009).

Neuromarketing presented in-depth insights about consumers, and branding is centered on 
consumers, and the possibility to build brand equity, which essentially could lead to loyal consumers. 

Humans – consumers – deviate from the normative best solutions. Decisions are often made based 
on inconclusive information, and furthermore affected by contextual information. Additionally, we make 
mental shortcuts  to deal with our environment. Thus, neuromarketing might have the power to open 
the door to the consumers’ engine room, and uncover the untold secrets of the consumers’ minds 
(Ramsøy, 2013). The intriguing question is, what does neuromarketing have to contribute to the 
discipline of branding?

1.1 Research issue

1.1.1 Branding
Branding is about creating intangible values that sway the consumer to consider the product in 
question as more salient than others. Essentially it is leveraging the consumers’ decision-making 
product in a desired direction. In order to master this, it is important to understand the elements 
influencing the process. 

As pointed out by Foxall et al. (2007), the research of consumer behavior has been influenced by 
several theoretical fields, i.e. behaviorism, physiological psychology, cognitive psychology and 
psychoanalytic psychology; the prevailing focus have been on social-cognitive theories and models in 
the field. The result is  an emphasis on cognition, e.g. regarding decision-making. Depicting consumer 
behavior as a process entailing thinking, evaluation and deciding, is therefore dominant in consumer 
choice models (Engel et al., 1995).  

Neuromarketing draws upon neuroscience deducted and founded in medical science, to explain 
conscious and unconscious reactions in consumers’ brains, and behavioral psychology, to explain the 
unconscious and often habitual actions (Plassmann et al., 2012). The insight of the brain is at the core 
of understanding consumers and in turn branding successfully.

The modern consumer has highly sophisticated demands, and companies compete in richly 
saturated markets with many players, and even more products. It is a struggle to stick out, meet new 
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trends, and features, in the race for attention and maybe even affection, from the much-wooed 
consumers. Thus, the questions remains: How to tackle the heavy competition? 

In a morass of noise, successful branding can level the playing field for a company. Branding is 
creating intangible value, so the consumer deems the product more superior to other alternatives, 
though features and price may be similar. In an environment where intellectual property is  often easily 
shared and copied, brand value can give companies a highly attractive edge, though brands can be 
subject to counterfeit too. Brand equity results in loyal consumers, and loyal consumers may refrain 
from engaging in counterfeit purchases, thus ensuring a sustainable customer base for the company 
in question.

1.1.2 Neuromarketing
The term ‘Neuromarketing’ has caused a buzz across the academic world over the last decade 
(Plassmann et al., 2012) (Ariely & Berns, 2010). To some, it is almost the enticing promise of a map to 
the ‘buyer button’, found deeply embedded in the brain of consumers; If found, neuromarketing could 
drastically alter the way companies market their products (Fugate, 2007).

We no longer only use brain scanners and psychology to cure patients of illnesses. Today, it is a tool 
we deploy these tools in researches correlating to consumer behavior, behavioral economics and 
marketing studies, thus explaining why consumers act and react to brands and products the way the 
do, while seeking insight on how to capitalize on the findings. 

Neuromarketing is a fairly new field, with many trajectories drawn from other fields, such as medicine 
and psychology, aside from marketing. Neuroscience is the biological study of why people behave like 
they do (Plassmann et al., 2012). According to Plassmann et al. (2012) the aim of consumer 
neuroscience is to develop a neuro-psychologically sound theory to understand consumer behavior, 
by combining consumer psychology and behavioral decision sciences.  However Plassmann et al. 
(2012) makes a distinction between the academic research at the intersection of neuroscience and 
consumer psychology, and neuromarketing. The latter refers to commercial interest in neuroscience; 
e.g. eye tracking, skin conductance, electroencephalography (EEG) and functional magnetic 
resonance imaging (fMRI). 

The trend of applying neuroimaging means to product marketing is  due to two reasons, according to 
Ariely and Berns (2010); Firstly, the promise of neuroimaging becoming both faster and cheaper than 
other marketing method. Secondly, even though the firstly mentioned may not become reality, 
neuroimaging may be able to reveal hidden information about consumer experience. 
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Just within the most recent years, we have learned more about the human brain in the last few 
decades, than in all of medical history combined (Pradeep, 2010). 

1.2 Research Questions
The overall focus of my interest is concerned with insights from neuromarketing, and if these could 
teach the field of branding about consumers perceptions and reactions.

Do findings  in consumer neuroscience and consumer psychology call for a modification of existing 
brand management approaches or the development of a new approach? 

Before answering the main question, I believe the following questions must be answered, to generate 
the necessary knowledge to examine the two disciplines. 

What scientific traditions are related to neuromarketing? 

Interpret brand decision making in a neuromarketing perspective.

From a branding or marketing perspective, what are the distinguishing features? 

Understanding Neuromarketing and its value and implications in branding 

What are the arguments  and considerations  to regard neuromarketing as  representing a new school 
or paradigm in branding? 

I believe the answers will allow me to gain insight in both brand management and neuromarketing, to 
a comparable degree.
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2. METHODOLOGY

In this  section I wish to outline the method and theoretical framework chosen, as  well as  critique and 
delimitation.

2.1 Research Method
The goal of this thesis is to gain insight into uncovered mechanisms within the field of neuromarketing, 
in relation to consumers in a brand decision process. 

It is a theoretical literature study, with a method combination of both descriptive and exploratory 
nature (Saunders et al., 2009). The descriptive part is mainly concerned with outlining the three 
existing brand management approaches and finds from the field of neuromarketing. The selection of 
presented neuromarketing studies were selected in relation to three chosen stages in a brand 
decision process, as outlined by Plassmann et al. (2012). I will elaborate further on the reasons in the 
delimitation.

The exploratory leg interprets the presented neuromarketing findings in relation to three stages of a 
brand decision process, in relation to three existing schools of brand management. The objective is to 
evaluate a possible need for modification of existing schools or requires the construction of a new 
brand management approach, in line with the finds of neuromarketing.

Though mainly a desk study, I have presented my findings to two experts in the field, and interviewed 
them about the future and the role of neuromarketing in branding.  The interviews conducted were in-
depth semi-structured.

Apart from the interviews, which is  considered as primary data, the thesis relies on secondary data, 
processed by experts in the various fields, and accumulated from relevant articles, books and Internet 
resources, etc. The theoretical observations derived from the studies are additionally applied and 
discussed to a case, to obtain a holistic assessment of the presented theoretical finds. 

The thesis utilizes both inductive and deductive research methods. The deductive method is applied 
when testing the case according to theories already constructed, and generalizing the derived results; 
however, inductive when analyzing if a new brand management approach ought to be devised. 

The deductive approach evoked on this cross-sectional thesis is  performed within a holistic theoretical 
framework encompassing psychological, medical and economical aspects (Saunders et al., 2009). 
Thus, the results generated from my analysis ought to be considered as a snapshot image, however 
representative of the phenomena studied. I will include reflections and suggestions for the future, in 
addition to the analysis.
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Due to the various aspects of my thesis I have utilized work from various researchers. The main 
contribution from is by Heding et al. (2009) on the existing brand management approaches. The 
related findings from the field of neuromarketing are picked with the brand decision-making model by  
Plassmann et al. (2012) in mind. These project findings within consumer neuroscience and consumer 
behavior, relevant for a brand manager seeking to apply a neuromarketing approach. 

Though mainly relying on secondary data, the combination of several theories  certifies a degree of 
theory triangulation that ultimate ensure reliability and validity of the study (Saunders et al., 2009).

2.2 Theory Review
Neuromarketing is a broad field, as it applies a microscopic view on all things consumer behavior. 
Thus, due to time and scope, I have chosen to delimit my area to the field concerning brand 
decisions. To focus the perspective even closer, I have chosen three steps from the brand decision-
making model by Plassmann et al. (2012). The three stages are the first three steps in a decision 
making process; they deal with attention and representation, prediction of value, and finally 
experiencing value. 

As the model serves as framework for the selected neuromarketing studies presented later, I will first 
outline the model in overall aspects here, to lay a basic understanding for brand decision making.

2.2.1 Decision-Making
Rangel et al. (2008) proposed a neurobiological framework of value-based decision-making, arguing 
that this form of decision-making is pervasive in nature. He defines value-based decision-making as 
whenever a choice is made from several alternatives on the basis of subjective value. According to 
Rangel et al. (2008), this even includes complicated human decisions on the stock market, as well as 
bee foraging. Similarly, Plassmann et al. (2012) has constructed a simple consumer decision-making 
model to understand the underlying processes in relation to brand decisions. As the brain governs 
behavior, how consumers view, assess and experience incoming information, can therefore 
profoundly influence their brand decision behavior (Plassmann et al., 2012).

The proposed stages of computations regarding brand decision-making is: 1, representation and 
attention; 2, predicted value; 3, experiences value and 4, remembered value and learning (Plassmann 
et al., 2012). Essentially, these computations are calculated every time a value-based decision is 
made. 

Representation and attention

Representation regards brand identification, and the choice alternatives.  Yet, the consumer will 
furthermore need to compute both internal states (e.g. level of hunger) and external (e.g. location, 
social context), which drive attention (Plassmann et al., 2012). 
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Plassmann et al. (2012), Value signals important for brand decisions

The majority of the received information accesses the consumer through the eyes. The mechanism 
selecting what information we concentrate on is attention. Attention selects the preferential 
information, and according to Plassmann et al. (2012), attention has four conceptual components. 
Bottom-up or saliency filters, top-down control or competitive visual selection and working memory. 
The most important information is selected from all the available information, by the bottom-up or 
saliency filters. The selection process highly relies on visual input.  

For top-down filters, the internal and external states are taken more into account. Plassmann et al. 
(2012) describe how looking for a Coke, will cause red colors to stand more out to the consumer, 
through neural sensitivity for that color. The dorsolateral cortex enhances more relevant information in 
the name of goal attainment; being thirsty will result in all drinks to become more salient to the 
consumer.  
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Predicted value

The predicted value is founded on how much appreciation the consumer is expecting to find in a 
certain choice. The evaluation is according to Plassmann et al. (2012) visible in the striatum, based on 
fMRI investigation of products and desirable artifacts. 

Under the stage of valuation Rangel et al. (2008) differentiate between three different valuation 
systems: Pavlovian, habitual and goal-directed. 

Pavlovian systems assign value to only a small set of behaviors that are evolutionarily appropriate 
responses to the particular environmental stimuli.  These behaviors can be hard-wired and innate 
responses to predetermined stimuli. Rangel et al. (2008) deem that many economic decisions might 
be controlled by Pavlovian value systems, e.g. overeating in the presence of food.

 Behaviors displayed by people suffering from obsessive-compulsive disorders (OCDs) and possibly 
the harvest of immediate smaller rewards over the delayed but larger reward. They may seem more 
like an automatic stimuli-triggered response, than an assignment of value to a choice, but Rangel et 
al. (2008) stress that they can be interrupted by other brain systems, and thus compete with the 
actions that are favored through the other valuation systems. 

The habit system can learn through repeated training, and assign value to a vast number of actions 
(Rangel et al., 2008). It is a constant state of trial and error.

Based on previous experience, habit systems learn to assign value to stimulus-response associations.  
However, they are believed to learn relatively slow. These systems rely on generalization when 
computing what value to assign in novel situations. Habitual systems are e.g. the need for a morning 
cup of coffee, of a cigarette at a certain time of the day.

The goal directed systems compute the value of actions by evaluating action-outcome associations 
and the rewards associated with the different outcomes (Rangel et al., 2008).  Ideally, the ascribed 
value to actions should be the average of the reward it leads to. The goal-directed systems respond 
differently to changes in the environment, than the habitual systems; goal directed systems update the 
value ascribed to an action immediately a change occurs (Rangel et al., 2008).    

Furthermore, Rangel et al. (2008) stress that several factors can influence the valuation systems.  Risk 
and uncertainty, in addition to time discounting, play a role.  	

Experienced value

Early studies considered the experienced value to be the true value, which should matter most for 
value-based decision-making (Plassmann et al., 2012). The consumption experience consists 
according to Plassmann et al. (2012) of both valence and intensity.  Plassmann et al. (2012) 
furthermore address the difference in ‘wanting’ and ‘liking’.  The distinguished difference is  that 
‘wanting’ correlates to the consumer’s motivation to obtain rewards, whereas ‘liking’ relates to the 
experienced value gathered through consumption.
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Remembered Value and Learning

The last part of the model describes the remembered value and finally learning, as part of the decision 
making process. The remembered value related to previous exposure to the brand in question, both 
through consumption and advertising. The recollection associates experiences and in turn recognition 
of a brand itself even though the consumer has no history with the product. Memory of exposure is 
therefore a very important key (Plassmann et al., 2012). The remembered value is both the explicit 
value of the brand, as an implicit memory of prior consumption.  Especially the implicit brand memory 
is interesting, as several surveys suggest that consumers can be unconsciously triggered by brands, 
and affect behavior. When compared to explicit memory, it seem that the implicit brand memory 
activate the deeper basic structures of the brain, and memory regions.

In entirety, the model is constructed as a loop, representing the continued revision and evaluation over 
time.

2.3 Critique & Delimitation
The five-stage model described above, is chosen as a focus model, because it is the most recent, 
and takes the prior work in consumer psychology and consumer neuroscience, including that of 
Rangel et al. (2008) into account. 

Though the model proposes untested theories, I regard it to be valid, since it draws upon findings 
from several studies.   

I have chosen to focus on only the first three stages, as I believe them to propose the most interesting 
findings for a brand management marketer, however, further studies of the remaining steps would add 
to a more holistic view on the gains of neuromarketing in branding. Furthermore, concentration is 
predominantly on goal-directed valuation system of brand choice.

Delimitation, due to time and scope, narrows the brand management approaches presented for 
analysis to three approaches: The economical, the consumer-based and the relational approach. The 
economical approach is chosen, as it represents the starting point for brand management. The 
consumer-based brand approach is largely popular in American marketing, and is centered on 
consumers. Something it shares with the field of neuromarketing, which also is concentrated on 
consumers. The relational brand management approach offers a complex, yet longevity-oriented 
brand management approach; by far, the most complex, but also the most interesting approach. The 
relational approach is similar to another approach, the personality approach. However, as the 
personality approach assumes the consumers wish for self-expression drives consumption. I deemed 
the relational approach to be a more accurate tool. Not all consumed brands are high-involvement 
brands, where the consumer reaps significant benefits of self-expression, I felt the relational approach 
assess the successful creation of brand-consumer relationships for high- and low-involvement brands 
alike, was as more a holistic comparison. 
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The field of neuromarketing in itself has raised criticism due to several reasons. Often it is  the 
controversy of trespassing into the mind of consumers, which causes grief. However, another point of 
critique echoing again and again is concern for the accuracy of the neuromarketing techniques to gain 
consumer insight (Rick, 2010). Though an important point questioning validity and reliability, for the 
sake of argument, this thesis subjects the presented findings to be considered valid.

Additionally, since the objective of this thesis is  to present neuromarketing findings in relation to brand 
choice, and subsequently analyze if brand management approaches should be modified to 
encompass the findings, critique of comparison methods is necessary. The arguments for considering 
neuromarketing to represent an emerging paradigm ought first to deal with the contribution of 
knowledge in the field of consumer behavior. A principle for developing a new paradigm is, according 
to the notions of Thomas Kuhn’s evolvement of scientific traditions, that added knowledge render 
previously accepted truths to become disregarded in the face of new in-sight (Tollin & Carù, 2008). 

The outlined approaches in this thesis are the result of an extensive literature study conducted by 
Heding et al. (2009), with the purpose of classifying the various contributions to brand management. 
This goal differs  significantly from the scope of this thesis. The focus of this thesis  was to present 
intriguing selected findings concerning various stages of a brand decision-making process, and based 
on these consider the neuromarketing approach to brand equity building.

 The findings can therefore be considered as representative for the field of neuromarketing, though not 
directly comparable with the approach utilized by  

Heding et al. (2009). 

2.4 Thesis Structure	
The thesis consists of seven chapters. The first deals with an introduction to the research areas, and 
the second with the applied method. The third chapter outlines three chosen brand management 
approaches. First presenting underlying theory and themes of the approach, then the deducted 
theory relating to the three selected steps of the decision-making model. Conclusively, each approach 
is criticized. The chapter ends with assessing brand equity building in within the existing schools of 
brand management.

The fourth chapter presents the case of Barbie’s  failure to launch a durable concept store in 
Shanghai. The case is introduced to serve as point of reference, for the fifth chapter, which outlines 
the key findings from neuromarketing; similarly to the brand management approaches, relating to the 
three stages of brand choice. The fifth chapter begins with an overall introduction into neuromarketing 
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and consumers’ brains, followed in detail by the presented findings. Each proposed subsection is 
finally applied to the case of Barbie, to reflect and transfer the discovered points into a consumption 
context.

In the sixth chapter, the proposed research questions is discussed and answered. Additionally, 
building brand equity from a neuromarketing perspective is discussed. The seventh chapter presents 
the conclusion, while outlining prospects of the future, in relation to neuromarketing and branding.

Thesis Structure Model
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3. BRAND MANAGEMENT

In this  section I will present three existing brand management approaches, as  outlined by Heding et 
al. (2009) in their typology of existing branding schools. In addition to the presentation of typology and 
arguments, I will present some reflections, and propositions  on their relation to the three chosen steps 
of the five-stage brand-decision model as  proposed by Plassmann et al. (2012). I will then criticize 
each paradigm, and propose the deficiencies  contained in each approach. Together, these brand 
management schools  will serve as  framework with which I will compare and discuss  the later outlined 
findings in consumer neuroscience, to evaluate a possible shift in brand management paradigms. 

3.1 The Economic Approach
The economic brand management approach was the first of the identified frameworks, and was 
developed from principles of neoclassical economics, and classical perspectives on marketing and 
markets. McCarthy (1960) distilled the Four P’s from Borden (1984)’s twelve ‘factors to consider’ for 
management, which in the 1980s was adopted by brand management. Thus, according to the 
underlining theory of the economic approach, the right marketing mix will generate optimal sales 
(Heding et al., 2009). However, although several alternative approaches have been developed over 
the last fifty years, the influence of the economic school on brand management is still prevalent in 
business (Heding et al., 2009). 

According to the economic school, the company is  not only the brand owner, but also the brand 
creator. Branding with an economic approach means differentiating the brand from the competition, 
yet the brand itself holds no emotional value for the consumers (Heding et al., 2009). Brand value 
creation is constructed as the marketer crafts the brand. The consumers, not engaged in brand value 
creation, are consequently mere passive recipients.

The consumers evaluate and analyze brands rationally, entirely out of self-interest, seeking to 
maximize personal utility, as based on the concept of ‘the economic man’ (Zaichkowsky, 1991). The 
central brand management task is  therefore to ensure the consumer holds all relevant information, as 
well as creating the most optimal marketing mix, for the brand to compete (Heding et al., 2009). The 
primary purpose of the brand is to facilitate the next transaction, and lower the barriers for purchase.
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According to the notions of  ‘the invisible hand’, constructed by Adam Smith, resources and 
exchange of goods are allocated according to the market forces, to the most optimal and beneficial 
extent of consumption. Thus, resources are assigned where they give the most optimal functional 
outcome (Heding et al., 2009).

Heding et al. (2009) The brand–consumer exchange of the economic approach

According to Heding et al. (2009), the economic approach is supported by the theory of transaction 
costs. As consumers cannot have perfect information, or accessibility to all alternatives, transaction 
cost is the cost of searching, finding and purchasing a good. If consumers deem transaction costs 
too high, they might select another product, though it may be inferior. The exchange is perceived as 
an isolated event, as the way to the consumers is conducted through the right marketing mix. 

Altering interrelated marketing decisions to position the product, aims to cause consumers to respond 
in a desirable manner, according to the marketing mix. Yet, they are not perceived to interact with the 
company as such.  Thus, together with the transactional approach, the economic approach embody 
a push approach to brand marketing.

3.1.1 Representation & Attention
The economic approach considers the consumer to be rational and aware of the possible alternatives 
to a product in question. However, consumers are restrained through limited cognitive abilities, and 
their capacity to make rational consumption choices is also constrained. Thus, it is vital for the 
marketer to provide consumers with the right information relating to the product, and the benefits of 
the product utility, in addition to ensure the product is available to the consumers at all relevant 
contact points. The four P’s are the primary tool to ensure successful consumers transactions (Heding 
et al., 2009).

3.1.2 Predicted Value
The transaction cost theory, which perceives the exchange between consumer and brand as mere 
transactions, supports the economic brand approach. Along with the concept of the marketing mix, 
they are the quintessential elements of the economic brand management approach, and therefore key 
notions for development of brand strategy in the economic approach (Heding et al., 2009). 

The economic brand approach makes several assumptions concerning consumers; consumers are 
perceived as able and rational, and will evaluate choices and choose the best deal, guided by rational 
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parameters (Heding et al., 2009). The goal is to maximize the consumers’ own satisfaction, and 
therefore strive for the maximum utility in any exchange. 

Brands are considered to be signals, which serve to reduce consumers’ uncertainty, which is present 
in any transaction, before any brand choice is made (Heding et al., 2009). 

Consumers’ insatiable need for goods and services is the main driver for consumption, and these are 
considered to be affected by culture, social interaction or the well being of others (Heding et al., 
2009). The primary goal of the economic brand management approach is therefore fairly shortsighted, 
steering for the next exchange. Consumer-brand relationship is not considered to be a lasting, but 
merely an isolated event. Thus, the consumers must be provided with the right information at the right 
time and place, through linear communication from the brand to the consumer (Heding et al., 2009).

3.1.3 Experienced Value
A positive evaluation of brands is in the economic approach, depending on the right marketing mix. 
As this approach is mainly focused on the sending end of brand communication, little focus is given to 
how consumers evaluate, and experience, apart from the initial notion of rational cost-benefit 
analyses, before any brand exchange. Apart from assuming the governing dynamic of consumption is 
to maximize consumers’ own self interest, the approach is concerned with how marketers  influence 
the brand value creation, through adjustment of the traditional marketing mix. 

3.1.4 Critique 
The Neo-classical economic school of economics fails to incorporate that consumers are not always 
rational. They can be highly irrational, and even loyal to a brand long after more superior goods have 
overtaken it. 

It is for the marketer to manipulate the Four P’s to optimize sales. Thus, it encompasses the following 
behavioral assumptions: the lower the price of the good, the higher sales; the lower the price of 
substitute goods, the lower the sales; the lower the price of complementary goods, the higher the 
sales, on condition that they are not ‘inferior’ goods; and finally that higher the promotional 
expenditures, the higher the sales (Zaichkowsky, 1991). 

Firstly, studies have shown how irrational consumers act throughout decision-making. The works of 
Ariely (2009) and Kahneman (2011) underline the extent of the irrational behavior consumers deploy in 
decision-making processes. Consumers, like all humans, are social creatures, and listening to the 
opinion of peers may affect consumers to act in a certain manner. The economic brand approach 
entails a highly isolated view on the costumer-brand transaction.
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If applied to luxury goods, the economic approach fails to explain price elasticity dynamic that divert 
from the assumption of traditional price elasticity, i.e. low pricing leads to higher sales. Lowering 
prices too severely may lead to a dilution of brand image, and revoke the luxury status of the brand.

Secondly, overexposure of promotion may not necessarily lead to higher sales, as consumers may 
find the constant promotion taxing, and in purchase decision knowingly shun away from the brand, 
though it may be the rationally sensible deal, out of altruistic punishment and spite. Additionally, 
Heding et al. (2009), outlined that consumers may have preferences that violate utility theory, and 
furthermore criticized the approach for being short-sighted, since it perceives transactions as isolated 
events, and warned against the frenzy of attracting new consumers, while not focusing on engaging in 
brand building qualities. 

Moreover, as this thesis will outline in detail later, the cognitive capability of consumers is  limited, and 
can be demanding for the consumer when deciding, if choices has too numerous, complex or 
unknown. 

Lastly, the approach assume the marketer to be in total control of the brand, and perfectly capable of 
transmitting the right brand message to consumers. Early perception theory questions senders’ ability 
to convey an exact transmitted messaged, without undergoing tainting by the recipient’s inherits 
connotations and interpretation upon hearing the message (Beamer, 1995) (Weaver & Shannon, 
1949).

3.1.5 Summary
Rooted in neoclassical economics, the economic approach is a ‘push’-oriented approach that favors 
the marketer in terms of brand control and creation. The consumers are mere recipients, informed of 
alternative choices, and forever seeking to maximize own self-interest. The task of the brand manager 
is thus to establish the most optimal marketing mix, to ensure the lowest transaction cost and the 
brands’ competitiveness with the rational consumers. Manipulating the marketing mix will therefore 
result in consumers acting differently. The fabricated marketing mix is  aimed to grab consumers’ 
attention, and through appropriate information sway the rational consumers. The brand is considered 
to be a signal, which can eradicate uncertainty and keep transaction costs low when predicting value. 
As the approach scarcely considers the consumers’ side of the brand experience, experienced value 
must be assumed to be a rational evaluation along the lines of the principles of the ‘economic man’. 
Furthermore, every transaction is regarded as an isolated occurrence. The fundamental assumptions 
are criticized in a current context, e.g. the rational consumer, social influence on brand consumption 
choices, the fundamentals of price elasticity, and ultimately overexposure of promotion. 
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3.2 The Consumer-Based Approach
The consumer-based brand management approach, as proposed by Heding et al. (2009), regards the 
brand as cognitive construction in the mind of the consumer, as opposed to that of the economical 
approach. It is built on Keller (1993)’s article ‘Conceptualizing, Measuring, and Managing Customer-
Based Brand Equity’ and aptly offered a thorough discussion on brand equity as a concept, while 
aiding to midwife brand management into its own right, which until then had suffered from lack of 
independence from the parent discipline of marketing (Heding et al., 2009).

Since the brand is perceived as a cognitive construal in the mind of the consumer, brand value is 
formed by the consumers’ associations connected with the brand (Heding et al., 2009). The center of 
the brand value creation is thus understanding consumers. The consumer analyzed through a lens, 
founded in cognitive psychology and information economics. Favorable and unique associations in 
the mind of consumers make the pillars of a strong brand, as the consumers ‘own’ the brand and the 
brand value creation (Heding et al., 2009).

The scientific tradition of the consumer-based approach is  gathered form cognitive psychology and 
the information-processing theory of consumer choice (Heding et al., 2009). The consumer-based 
approach is based on the customer-based brand equity framework, proposed by Keller (1993), which 
is backed by the information-processing theory of consumer choice that is founded on theory found 
cognitive consumer perspective.

Nevertheless, the marketer is deemed in control with brand communication and the brand image, as 
the approach is based on the assumption of the consumer as a cognitive man. The main metaphor in 
cognitive psychology see the consumer is  seen as a computer, and focus on the process where the 
consumer is exposed to stimuli or information in his/her environment, and how these through the 
senses enter the mind, which ultimately lead to a choice or an action. An “if–then” logic applies to this 
consumer perspective in this approach (Heding et al., 2009).

In addition to the perspective of the cognitive consumer, the consumer-based approach is supported 
by the theory of information processing of consumer choice. The aim is to describe how consumers 
process information from the different sources of their environment and result at actions of brand 
choice. It is  a process influenced by several elements: processing capacity, motivation, attention, 
perception, information acquisition and evaluation, memory decision processes, and learning (Heding 
et al., 2009). 
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At the core of the consumer-based brand management approach is the customer-based equity. It 
draws upon the two previously mentioned themes. Keller (1993) defined brand equity as the 
‘differential effect of brand knowledge on consumer response to the marketing of the brand’, yet it is 
also a conceptual model that describes brand equity from the perspective of the individual consumer. 
Brand knowledge can then be divided into brand awareness; brand recall and recognition, and brand 
image; the associations linked with a specific brand; both tangible and intangible aspects, and 
illustrating attributes, benefits and attitudes.

As brand equity maps the brand knowledge as a cognitive construal, it is a prerequisite that brand 
awareness exists in the mind of the (Heding et al., 2009). 

Heding et al. (2009) The brand–consumer exchange of the consumer-based approach

3.2.1 Representation & Attention
Taking its key from cognitive psychology, the consumer-based approach offers much consideration to 
how information is acquired by the consumer, in order to make a brand choice. 

In cognitive psychology the consumer is  depicted as a computer being exposed through the sense to 
stimuli from the environment, and ultimately how they lead to an action (Heding et al., 2009). It deals 
with facets such as reasoning, intelligence and learning, but pay little attention to emotional factors, in 
addition to culture and history. 

The view is that information is categorized and sorted into nodes in the mind of the consumer. The 
node structure develops, but information is stored through links of association. The nodes may vary, 
both in strength and length, but in general, when the environment stimuli trigger one node, in turn 
other related associations are triggered. The theory gives thought to the fact that man cannot store all 
information as it is, but is  forced to make use of catalogue systems. Nevertheless, information stored, 
tend to stay in memory for a long time. Thus representing a mechanism, which e.g. repeated 
advertising capitalizes on (Heding et al., 2009). 
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3.2.2 Predicted Value
The cognitive constructed framework of consumer-based brand equity depicts the associations, 
which the consumers encompass as he or she attempts to predict the value of a certain brand 
choice.

Drawing from the theme of cognitively constructed nodes, the customer-based brand equity 
describes both brand awareness and brand image in relation to brand knowledge (Keller, 1993). As 
the nodes in the consumer, which outline the brand image, are continuously updated, the following 
concerns both the consumers’ expectation of value related to the brand, in addition to the experience 
of value. Brand awareness relates to brand recognition, while brand recall, and brand image consists 
of associates related to attributes, benefits and attitudes of the brand (Heding et al., 2009).

Heding et al. (2009) Dimensions of brand knowledge

Attributes  are descriptive features relevant for the product or service. They can be product related or 
non-product related: e.g. price, packaging, user imagery and usage imagery. The two latter refer to an 
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impression of which consumer type consumes the brand, and impressions of the context of brand 
use (Heding et al., 2009).

Benefits  are the value attached by the consumer to the brand, and relate to the expectation and 
idiosyncratic evaluation the consumer have to the brand. There are three categories: functional, 
experiential and symbolic benefits. Functional benefits offer values related to the product for the 
consumer yet differentiate from the product-related attributes, as they are less objective. Experiential 
benefits refer to the expectations to the sensory experience of consuming the brand, while the 
symbolic benefits refer to the symbolic expression to others through brand consumption. 

The brand attitude is  the sum of all overall parts; it is the result of the evaluation. Together with 
favorability of associations, strength of associations  and uniqueness  of brand associations, the 
framework can offer an estimation of brand equity, which in turn affects the consumer to estimate the 
predicted value of the brand in the decision-making process.  However, if the consumer deems brand 
equity to be negative, meaning brand awareness is present, but brand image associations are 
undesired, the consumer may ultimately refrain from purchasing the brand. 

3.2.3 Experienced Value
According to the proposed construct of brand equity, the consumer will encode the experienced value 
of a brand into the categorized nodes, as described by the information processing theory. It could be 
suggested that the consumer, following the notions of Keller (1993) brand knowledge, will evaluate 
brand experiences from the same categories as offered when describing brand image. Thus, brand 
image is continuously developing and being updated. Taking into account the attributes, benefits  and 
attitude towards the brand, it is  evident the brand image is somewhat liquid, and why the relationship, 
between the construct and the brand image must be maintained throughout the lifespan of the brand 
to optimize and enhance brand equity (Park et al., 1986). 

3.2.4 Critique
In contrast to the economic approach, the consumer-based approach considers the brand to reside 
in the mind of the consumer, however the marketer to still be in control of the brand, as the marketer 
programs the consumers to act accordingly, after receiving the appropriate brand elements 
communicated to them. Unlike the economic approach, which promoted a ‘push’ perspective to 
branding, the consumer-based furthers a ‘pull’ perspective. But the success of a marketer employing 
this approach depends on his/her superior aptitudes in market sensing and customer knowledge. 

The approach is consumer-oriented; the focus is solely on consumers, and how to build a memorable 
brand. The approach entails the hypothesis that congruence between brand associations determines 
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the cohesiveness of the brand image, and a coherent brand image enable the dispersion activity in 
the mind of the consumers. 

A conflicting aspect of the approach is the separation of ownership of the brand and the control of the 
brand, in the light of possible change. 

After evaluating the brand associations presented by the consumers, who owns the brand, the 
approach suggests building the brand through linear communication, conducted by the marketer who 
control the brand. However, linear communication could be considered to be a shortsighted strategy, 
as the brand construct in the consumers’ minds may transform itself, possibly due to external 
changes in the market. To ensure unceasing ability to program consumers, the marketer ought to 
continuously listen for changes in the brand associations, and adjust to consistently, to ensure 
transmitting brand components as close to the consumers’ cognitively constructed brand image as 
possible. 

Conversely, the approach raises the question if a marketer is truly capable of directing a brand 
successfully in new directions, or if catering has to be done in constant relation to the cognitive 
construct in the mind of the consumers. When facing challenges or changes in the competitive 
environment, the approach might only provide marketers with a rearview mirror, as noted by Heding et 
al. (2009). Little attention is  given to business canvas in which the brand will need to function. Markets 
may change and armed with a rearview mirror, it may be difficult to innovate without any 
organizational vision. 

3.2.5 Summary
In contrast to the economic approach, the consumer-based approach represents a ‘pull’ oriented 
approach to brand management. The consumer-based approach perceives the brand to be a 
cognitive construct, residing in the mind of consumers. The consumer creates brand value through 
the categories of associations, however the marketer is  in control of the brand image and 
communication. Therefore, it is essential for the approach to fully understand the consumers. As the 
consumers are assumed to be under constant exposure to information, the approach incorporates 
information processing as a supporting theme. Information is stored in nodes of associated categories 
and groups, and triggered through environmental stimuli. Costumer based brand equity is the 
distinctive effect brand knowledge on consumers in relation to marketing, yet the approach regard 
brand equity as the sum of brand image and brand recall combined. Interpreting the approach 
according to the three stages of decision-making, the approach utilizes the computer metaphor to 
describe consumers processing of information both in the attention & representation stage, and 
prediction of value. Since the brand is continuously evaluated, the notion of brand knowledge could 
describe the process of predicting value in a brand choice situation, along with how brand value is 
experienced upon consumption. The approach is criticized for relying on the marketers’ ability to 
understand the consumers, for only providing information through a hindsight lens, and for lacking 
organizational vision.
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3.3 The Relational Approach 
The relational approach is  the most complicated of the three. Fournier (1998) found that consumers 
experience relationships with brand in much the same way, as with humans, and thus, the notion of 
the relational brand management approach stems from this  notion. Research continued on from 
brand loyalty; a more shortsighted notion that focus on the 'if' of the continued purchase choice, to 
that of brand relationships 'how' and 'why'; being the long-termed brand exchange management 
strategy (Heding et al., 2009). The brand-consumer relationship is  of a dyadic nature, where each 
counterpart has equal influence on the brand value creation. Like another approach by Heding et al. 
(2009), the personality approach, it implies a dialogue-based view on brand management.  

The relational brand management is founded in a comprehensive phenomenological perspective, 
which shifted the perception of consumers and brands alike, with the new perspective.  
Phenomenology is connected to the existentialism branch of philosophy, which means that 
consumers are analyzed as individuals, with their inner and idiosyncratic experiences considered valid.

Heding et al. (2009) The brand–consumer exchange of the relational approach

Furthermore, phenomenology emphasizes accessing an ‘inner reality’, and subsequently the validity of 
‘lived experience’ for the consumer. Consumption of brands is to be understood trough a deep and 
holistic understanding of the consumer’s personal context. This implies that the personal context of 
the consumer is not omitted from analyses, though focus remains on relationship and not a deeper 
understanding of the consumers' social context. Thus, the relational approach includes various 
aspects into analysis, which may not be directly related to consumption or behavior.

The approach is centered on the core theme of brand relationships, with the supporting themes of 
animism and relationship theory. 

Animism is concerned with humans’ innate ability to bestow humanized characteristics on objects, 
hereby also on brands. Brands embodying a certain brand personality are to ensure a lasting brand 
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relationship with relating consumers. Relationship theory describes how relationships are the way 
humans embed themselves in the world, and are constituted of continuous reciprocal exchanges 
between the implicated parties (Heding et al., 2009). 

Additionally, relationships take three different forms: psychological, socio-cultural and finally a 
relational nature. Psychological meaning is tied to the identity of the participants in the relationship. 
Translated to a consumption context, these are the establishment of a concept, where possessions 
serve as part of the extended self of the consumer. Furthermore, psychology refers to how 
psychological meaning affects life themes, life projects  and current concerns. Few relationships reflect 
life themes, the core themes of a persons life. Life projects  reflect the significant choices in life, and 
current concerns relates to contemporary and day-to-day problems (Heding et al., 2009). 

Socio-cultural meaning relates to changes in the living conditions. These are relationships that fall into 
certain eras of the consumers’ life. Relational meaning is applied to the relationships as part of a 
network. All relationships are pieces of larger puzzles, and the individual relationships are thus affected 
(Heding et al., 2009). 

Overall, all relationships fall victim to contextual influences; meaning they grow with the consumer. 
Thus, relationships are constantly shifting – they are process phenomena.  

The core theme of the relational approach is the brand relationship theory, constructed by Fournier 
(1998), when she was able to prove that brands served as sustainable relationship partners, since 
they where bestowed human traits that offered solutions for life themes, life projects  and current 
concerns. Fournier (1998) even managed to identify fifteen different forms of relationships, to reflect 
which purpose the brand relationship served; from long lasting; to short and sweet, depending on the 
consumer’s life progress.

The brand relationships resemble the way ordinary relationships aid consumers in solving a task, or 
reaching a goal. Hence, the role of the brand in the consumer’s life is  closely connected to the overall 
identity of the consumer in question. It is an intangible and volatile process phenomena, meaning the 
goal for a manager is  to obtain as meaningful, stable and lasting a relationships as possible (Heding et 
al., 2009). To ensure this, Fournier (1998) constructed the Brand Relation Quality, which will be 
addressed in detail later in this chapter, as it relates to the experienced brand. 
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3.3.1 Representation & Attention
According to brand relationship theory, the consumer applies the brands with human characteristics, 
and thus a relationship emerges – in which the consumer can depend on the brand, as viable partner, 
to solve certain life themes, life projects and current concerns (Fournier, 1998). 

As the relational approach is meaning based (Heding et al., 2009), the psychological meaning 
connected with the brand relationship for the consumer, is  therefore essential. With the importance of 
the task needing a solution, the importance applied to the consumer-brand relationship follows 
proportionally – i.e. brands that solve current concerns for the consumer may not be ascribed as 
stable and durable relationships quality, as the task in itself is  of more practical nature. Brands that 
offer successful solutions to life projects may have a shorter path to brand loyalty and a thriving 
consumer-brand relationship (Fournier, 1998).

The dyadic and dynamic nature of the consumer-brand relationship suggests that the relationship is 
continuously revised and reinforced, possibly outside a consumption situation, through both brand- 
and consumer behavior. 

3.3.2 Predicted Value
Whilst brand value creation is occurring with the equal participation of consumer and brand alike, 
prediction of value regarding a certain brand choice, is  founded on the result of the ongoing evaluation 
of the dyadic consumer-brand relationship. 

Fournier’s Brand Relationship Quality (Heding et al., 2009).

According to Fournier (1998), the consumer constantly revises the brand-consumer relationship 
stability and durability. As the theory builds on phenomenology, the experience of the consumer is 
valid, and thus, it can be assumed that the consumer use previous experiences to predict new brand 
value experiences, while constantly revising, according to the Brand Relationship Quality model in its 
entirety. Therefore, just this one model incorporates the equivalent to both the step of perceived brand 
value, and experienced brand value.

The six most important facets of the brand relationship quality are identified as love/passion; self-
connection; commitment; interdependence; intimacy; and brand partner quality. The evaluation of 
brand relationship quality is based on these factors, and the result is the perceived brand quality. 
Moreover, brand relationship quality is affected by contextual changes, in addition to changes in the 
relationship (Heding et al., 2009).
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Fournier's model of brand relationship quality (Heding et al., 2009)

3.3.3 Experienced Value
Since the brand relationship theory in part originates from phenomenology, it offers  considerable 
insights regarding consumers’ experiences of the brand. The insights, however, are closely connected 
to the process of predicting value of a brand choice, given the dyadic nature of the brand relationship. 
Since the relational approach strives for lasting relationships, it is a process in continuous motion. 

The core of the brand relationship quality model is the experienced brand relationship, but prediction 
of value is  based on learning and updating the brand-consumer relationship with the behaviors on 
both parts; the experienced value, and the contextual changes in the environment (See Model). 

The central part of the brand relationship quality model relates to the experience of the brand. 
Fournier (1998)’ six important facets of consumer experience are constantly evaluated with each 
brand experience. 

NeuroBranding - Sofie Liebing Øwre October 2013 Copenhagen Business School Cand. Merc. SMC Master Thesis 29



The brand relationships resemble the way ordinary relationships aid consumers in solving a task, or 
reaching a goal. However, the connection between the human characteristics projected onto the 
brand by the consumer, and the identity of the consumers’ lives, are thus applied to the consumer-
brand relationship. Furthermore, the relationship is validated by the consumers lived experience, 
according to the traditions known from phenomenology.

3.3.4 Critique
While the economic approach is short-term, and does not incorporate brand building elements, the 
relational approach redeems these facets by focusing on building and maintaining a consumer-brand 
relationship. To the economic approach, a brand is merely signal, which induce trust and confront 
possible uncertainty and risk in any given brand choice; to the consumer-based approach, it was 
cognitively designed by the consumer, while controlled by the marketer; but with the relational 
approach the brand is a valid relationship partner. Moreover, the core of the relational approach is 
building a lasting relationship with consumers. The phenomenological perspective of the approach 
however raises certain critical issue to overcome. As each costumers’ ‘inner reality’ is valid, mapping 
individual costumer experiences and accommodating each individual, is a daunting task to tackle. 
While the consumer-based approach gathers the brand associations, and selects which elements to 
enhance in communication with consumers, the relational approach seeks to understand the 
individual costumer’s life projects and which role the brand can play, in addition to which form of 
relationship is created. Managerially, the holistic perspective on consumers poses practical 
implications, because a vast amount of data must be uncovered, including data not directly related to 
the brand (Heding et al., 2009). Overwhelming and unfeasible as these notions may be, since the 
relationship with the consumers is considered to be dyadic, managing the brand must be done 
throughout constant adaptation and listening, and ultimately integration.

The brand needs to capitalize on the role as a true friend to the consumer, and show respect by 
meeting as equals in an exchange. This means a balance must be exhibited in all communication with 
consumers. In reality this might much more difficult in reality, as it too require constant attention. 
Furthermore it requires a relinquishment of the total control of the brand. The value of the brand is co-
created with consumers persistently, so the brand must continuously calibrate accordingly. 

Since the article by Fournier (1998) was published, it has been criticized by Bengtsson (2003) for 
omitting commitment, a governing dynamic in relationships, in the notion thereof. Commitment is 
generated when individuals  give themselves to another and create shared commitment to another 
individual with identical goals. Since brand relationships are primarily unilateral, it makes it difficult to 
obtain a shared commitment. Commitment, essentially, is  a main reason to oneself give into another 
individual (Bengtsson, 2003). The question is, if modern social media branding could redeem this, as 
‘friending’ brands on a platforms like Facebook, in many ways resemble befriending regular individuals 
virtually. That, however, will not be the topic of this thesis. 
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3.3.5 Summary
Since the brand is considered to be a viable relationship partner, the relational approach indicates the 
relationship is a dialogue-based and dyadic. While the approach perceives consumers from a holistic 
angle as existentialistic beings, the brand relationship is regarded as a meaning based relationship, yet 
like all relationships, to be process phenomena – volatile and intangible. In-depth research is required 
to uncover consumers’ relationships with the brand, however that in it self is  not sufficient. The Brand 
Relationship Quality construct portrays how relationships are fickle process phenomena constantly 
under impact of other aspects. The brand relationship theory suggests attention is drawn to a brand if 
it matches our lives’ problems or can solve daily tasks. The Brand Relationship Quality construct is the 
tools, which describe how consumers predict and evaluate experienced brand relationships. 
Constantly revised, it depicts the six most important facets to affect the relationship.

The approach is criticized for serving as a descriptive metaphor, while difficult to enforce practically, 
and require balance both in collection and structure of data, as in communication with the consumers. 
Furthermore, reservations have been raised concerning if it can truly be considered a relationship, with 
the element of commitment lacking. 

Finally, the role of brand equity in branding was outlined in relation to the advantageous effect it 
contributes to the brand. The different approaches seek to build brand equity at various areas of the 
brand-costumer exchange, thus defining their different foci.

3.4 Brand Equity in Branding
As outlined by Heding et al. (2009), the subjective understanding of brand equity is signified by the 
consumers’ perception of the brand. The perception can be considered as added value to the 
functional brand or product, by association to the brand name. 

The three presented brand approaches all favor a certain aspect of brand management, to direct 
brands into the consumers’ hearts: the economical approach focus on utilizing the right marketing 
mix; the consumer-based approach seek to understand the cognitive construct that is the brand in 
the consumers’ mind; and finally the relational approach offer the suggestion that relationship is the 
key to consumers loyalty. 

The schools of branding have transformed immensely. While there may still be some truth in Adam 
Smith’s notion of relocation of resources, the sophisticated consumers of today are flooded with 
variety and choice. Brand equity in the economic approach meant that consumers would subside 
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uncertainty connected a brand transaction due to trust in the brand. Yet, brand equity was built based 
on the performance of the product, in relation to the consumers’ need to seek a maximization of 
satisfaction. Focus was on pushing goods to consumers. The brand is regarded as only a signal. 
Creating the right environment for the consumer to make the superior choice, would lead to sales. 

The context of brand choice today is highly complex. There are many players in the field, and loyalty 
to a brand is displayed in a range from mere liking to borderline resembling religion. To the latter, 
brands are not just a symbol or a signal. Today no brand marketer ought to rely solely on the 
consumers to behave rationally. Homo economicus might belong to a simpler economy, with less 
saturated markets. 

Considering brand equity advantages can be crucial in sophisticated markets, the cognitive consumer 
perspective deals with the over saturation, by suggesting the consumers compute external stimuli into 
associations which are catalogued and easier to process. The uniqueness and attractiveness of the 
processed information and associations relating to the brand creates brand equity. Naturally, the 
essence of the consumer-based approach is to understand what aspects and associations the brand 
might generate, to better accommodate the consumers. Both tangible and intangible attributes; in 
addition to product related and non-product related attributes are considered. Essentially, Keller 
(1993) mapped out all the areas in which the brand can excel in, to attract consumers. 

Keller (1993) defined Customer-based brand equity, as previously mentioned, as: 

 “The differential effect of brand knowledge on consumer response to the marketing of the brand” 

Additionally, Keller (2001) crafted the Customer-Based Brand Equity model, to portray the building 
blocks of the brand. Thus, in the consumer-based approach, the brand is a construct, and an asset, 
which can be developed and tweaked for optimal performance and pull effect. Effectively, Keller 
(1993) created a feasible framework to interpret brands by, and subsequently improve.  

According to Keller (2003), six criteria ought to be considered for choosing brand elements: 
Memorability, meaningfulness, like-ability, transferability, adaptability and finally protect ability. Brand 
awareness is the cornerstone of brand equity, thus, the brand ought to be easily recalled and 
recognized. Furthermore, choosing brand elements that enhance the brand’s inherit meaning through 
the formation of brand associations is  beneficial. Next, liability is important, as like-ability is  not only 
retained to the product, but can be extended to the brand as well. Transferability entails considering 
the extent to which the brand elements are advantageous for the product line, or brand extensions 
and additionally to which extent brand elements can contribute equity across market segments and 
geographic boundaries. As consumers may change values and opinions, adaptability calls for flexible 
brand elements if update may be needed. The last consideration relates to protect ability both among 
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legislation and competition. If brand elements are too easily copied, uniqueness of the brand is 
diminished. 

The relational approach favors regards brand equity as the meaning held by the brand relationship, for 
the consumers (Gürhan-Canli & Ahluwalia, 1999). Thus, managing the brand and building brand 
equity is  a highly complex matter. Supported by the themes of animism and relationship theory, the 
relationship between the consumer and brand is the focus. Relationships are devised by consumers 
to fulfill self-related needs, and can even add meaning to the lives of the consumers (Gürhan-Canli & 
Ahluwalia, 1999) (Fournier, 1998). Equally in charge of the brand, consumer and marketer is  forever in 
dialogue. This is by far the most complex brand approach presented, as the marker must maintain 
relationships on behalf of the brand coherent with the individual consumers’ experience. 

Where  Keller (1993) focused on how the brand might be outlined within the mind of consumers, 
Fournier (1998) takes the perspective of the relationship. Where the majority of the notes in the Brand 
Knowledge model associations connected with tangible assets of the brand, the Brand Relationship 
Quality, outline intangible associations. One might suggest that the two compliment each other nicely, 
while seeming disproportionate to reality individually. The intangibleness of the aspects in the Brand 
Relationship Quality model complicates management of the brand; in addition to accommodating the 
individual consumers constructed reality of the brand. Brand value is co-created with the consumers, 
and as the nature of the relationship can change, it means the marketer must stay in tune with the 
consumers consistently. If consumers feel the relationship is worthy, as it is stable and unique, it will 
also become durable, and ensure further brand purchases.

Where psychology before predominantly have been the field cast new light on consumer behavior, 
neuromarketing takes its  starting point in neuroscience, and adds insights obtained from the field of 
psychology. 
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4. CASE

In this  chapter I will outline the case of Barbie, to serve as  a point of reference for the following 
presented finds within neuromarketing. 

4.1 Barbie Goes to China
In 2011, Mattel was forced to close the Barbie flagship store in Shanghai, China. The store opened in 
2009, in a prime Shanghai location. Mattel spent $30 million creating the six-story Barbie endeavor. 
Their effort funneled into a creation of a Barbie shrine in the honor of all things Barbie, including even a 
built-in restaurant, beauty salon, cocktail bar and a spa (Carlson, 2013). 

4.1.1 Market Opportunities
The Chinese middle class is growing rapidly in cities like Shanghai. Calculations predict that it will have 
grown 70% by 2020, at which point it will have reached the excessive number of 600 million (Voigt, 
2012).

Furthermore, as China for many years has served as the workshop of the world, producing low quality 
goods for at low cost, Western brands often represent superiority, merely by a general consensus 
regarding the positive connotations connected with foreign brands. When marketing, the presumed 
superior quality allows western marketers to position their brand in the high-class end of the market 
(Jap, 2010).

A result of the still prevailing one-child policy is the over-indulgent hordes of parents and 
grandparents, eager to give their ‘little emperor’ everything they ask for (Kluger, 2013) (Connor, 2013). 

Chinese culture and values are largely based on the teachings of Confucius. A pivotal point in the 
teachings is the notions on filial piety. They moralize importance in maintaining respect for those with 
more power. Traditionally this is translated to mean that the wife must respect the husband, the son 
the father, and the worker the boss. Hierarchy and status therefore have a prominent place in the 
Chinese culture. Consequently, social status markers serve as an important way to signal the 
individual position of social stratification. Chadha and Husband (2006) found that luxury or brand 
goods could serve this end. Donning the latest model of iPhones is therefore more than just a 
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smartphone. It is an action carrying highly symbolic value and prestige. It can be described as a trend 
to flaunt the individual’s power and wealth to an extent not recognized in Scandinavia, and often even 
discouraged.  

Another cultural aspect worth mentioning is the difference in fashion and women’s image promoted in 
China. From brands like the Japanese Hello Kitty, a very popular brand in Asia, and similar in initial 
target group, it is  evident that once the brand is established it can permeate to an adult audience. 
This cultural phenomenon is not matched in the West. Fashion in Asia and the western world is very 
different, with Asia promoting a softer, girlish, almost childlike image for women; it is not uncommon to 
see grown women in suits carrying Hello Kitty lunchboxes to the office.  

There is many a doll in the world. Yet, Barbie might be considered to be the Porches of dolls, a high-
end toy. Though the doll not a luxury item, like Prada sunglasses or Louis Vuitton bags, Barbie is set 
to higher nominal value than average dolls, due to the Barbie brand.

The cultural perceptions of boasting expensive possessions combined with the power of the little 
emperors and empresses, in addition to the general positive connotations associated with global and 
western brands, ought to have outlined a highly fertile market for Mattel to conquer, with the added 
advantage of being a global brand in the world’s second largest economy. 

4.1.2 Market Threats
Notwithstanding that the difference in cultures and language complicates opening franchises of 
international companies in China, Mattel made more than one fatal error in the process. However, the 
main problem, which ultimately signed Barbie’s death sentence in the mind of the Chinese 
consumers, was branding related. 

Effectively, the doll was popular, but the brand was not. Mattel had even created a localized Chinese 
Barbie, Ling, to appeal to the Chinese consumers (Carlson, 2013). Interestingly, Ling never became as 
popular as the blond Barbie (Wang, 2012). But Barbie had competition, both from a cheaper version 
of herself sold in malls, and counterfeit Barbie, who was appearing on local markets at a fraction of 
the cost in the authentic Mattel concept store. The lax copyright regulations on the Chinese market 
provide a serious threat to all companies, however, even more so, if consumers have no special 
regard for the brand. If enough brand equity is built among consumers, counterfeits, though always 
present, are no match for the original, as consumers then seek authenticity over other factors, such 
as cost or availability.  

The problem was in part that the $30 million six-story store was confusing as it mixed adult 
indulgences, like beauty treatments and martinis, with children’s’ toys. They provided the consumers 
with a full range of pricey Barbie themed goods, foods, and services, but consumers never fully took 
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to it. Instead, they ought to have focused on one thing: children’s dolls. Barbie was still fairly new on 
the Chinese market, and the mega store overwhelmed the consumers with excessive items like 
design studios, and other luxuries the consumers where not ready for. 

	

But the main issue was that the brand was not as familiar to the Chinese as in the Western world. In 
China, Barbie was a pricey doll, not a cultural icon. Mattel overlooked this, when not investing enough 
in advocating the brand to consumers before launching the store. The lifestyle that the concept stores 
aimed to promote had no apparent association with the West for the Chinese consumers, who just 
perceived Barbie to be a commodity doll. Additionally, as the brand did not hold the same cultural 
iconography or connotations, consumers did not care for the authentic Barbie-branded goods. 
Pricing the Barbie branded goods added to pointing the concept store towards the path of 
annihilation. A pair of jeans was marked for 1000 Yuan (approximately $156).  As the brand did not 
generate enough recognition with the consumers, the jeans were merely very expensive jeans.

Failing to experiment before the launch of the mega-store, 
and establishing the brand through incentives to buy in the 
concept store experience, led to a closure of the store two 
years after the launch.

While keeping in mind that it takes more to succeed in China than what neuromarketing covers, it is 
interesting to examine what the presented findings on the implications of neuromarketing on branding 
could offer of suggestive pointers to rejuvenate the brand, if a second attempt of launching were to be 
made.
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5. NEUROMARKETING

In this  section I will first outline the academic field, and the relevant supporting fields  and themes. 
Then I will narrow in on the mechanism of the brain, to give a general understanding of mechanisms 
and biases. Finally I will present results  from the relevant in-depth studies  and concepts  according to 
neuroscience and behavioral economics, to shed light on the stages  of Attention & Representation, 
Predicting Value, and Experiencing Value in a brand decision-making process.

5.1 Outlining The Field
Neuromarketing is a relatively new emerging field, which first appeared around the year 2002, and 
since then has gained rapid interest with both the advertising industry and marketers (Morin, 2011).

Neuroscience is the science below the deeper behavior of humans; consumer neuroscience is the 
science at the pillar of neuromarketing. It is  the understanding of consumer behavior under a 
microscope, though practically, the microscope is often a brain scanner. Consumers are first and 
foremost humans; thus, understanding humans can make a world of difference for a marketer. 

Consumer neuroscience, or neuromarketing, is  an interdisciplinary study, and derives results from 
both the field of psychology, business and medicine, in particular from the interdisciplinary fields of 
behavioral economics and neuro-economics.  As a sub-area of neuro-economics, it addresses issues 
related to marketing with insights and methods from brain research (Hubert & Kenning, 2008).

Behavioral economics is based on cognitive psychology, and relates to neuromarketing, as it serves 
as behavioral evidence of the predictable irrationality people are prone to. Behavioral economics is in 
a sense a frontrunner to neuroscience, as it first examined how irrationality influences economic 
decisions, as opposed to Adam Smith’s assumptions of the economic man. 
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Fields of Neuromarketing

Traditionally, the perception of consumption was based on the principles of microeconomics, where 
economic rationality and logic of utility were the governing dynamics (Fugate, 2007). It was given that 
consumers were aware of their own preferences, and continuously made consistent choices over 
time, to utilize their own well being (Huang, 2005). However, this failed to explain consumers’ irrational 
behavior.  Neuromarketing allows for both emotional and rational thinking to be co-existent within the 
consumer, instead of viewing the consumer as merely a rational being (Fugate, 2007).

5.1.1 Consumers’ Black Box - The Buying Button
The most popular metaphor for the study of consumer neuroscience is the holy grail quest for ‘the 
consumers’ buying button’ or searching to understand consumers’ ‘black box’ in order to push 
products (Hubert & Kenning, 2008) (Renvoise & Morin, 2007) (Pradeep, 2010). Before neuroscience, 
most conclusions on market behavior were based on inference (Fugate, 2007).

Aside from the presented themes relating to brand decisions in the following chapters, neuroscience 
has shed light on some interesting aspects regarding decision-making; it has established why people 
can be shortsighted, as the rational prefrontal cortex is used to make decision. However, the outlook 
to immediate rewards or punishments engages the limbic system, which is part of the animal brain, 
often leading to rash decisions (Fugate, 2007). With the anterior cingulate cortex taking both the 
rational prefrontal cortex and the limbic system into account, it then selects which to follow in the 
decision-making process (Plassmann et al., 2012).

5.1.2 The Hope – The Hype
The hype relating to neuromarketing is due to two significant points: firstly, neuromarketing might 
allow marketers to uncover how consumers react to e.g. advertisements, products and campaigns on 
a neural level, and thus obtain information about e.g. preferences, that are not obtainable through 
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conventional methods. Traditional methods find that accessing consumers’ preferences can cause a 
paradox, since the consumers tend to be influences by the contextual environment of the research 
approach; such as question framing, wording, to the interviewer, and essentially result in a variation of 
answers, depending on the applied method (Ariely & Berns, 2010). 

Secondly, the find of ‘the buying button’ embedded in the consumers’ brains is intriguing for many a 
marketer (Morin, 2011). An in-depth insight into the consumers’ black box in the mind, would allow 
marketers to effectively and shrewdly influence consumers and steer them towards a specific brand or 
product, by capitalizing on the blind areas of the consumers’ own decision-making process (Fugate, 
2007).

Essentially, the birth of neuromarketing is due to the affordability of the technology (Ariely & Berns, 
2010). Another reason is how far science has progressed concerning the brains structure and 
functions (Pradeep, 2010). 

5.2 Consumer Brains – Human Brains
The brain is an advanced and astonishing tool; it is probably the most complex instrument a human 
will ever get to operate. Therefore, a prerequisite for understanding consumers of today, and their 
governing dynamics, is a basic understanding of some of the mechanism inherited in the brain. 
Hence, while the environment of humans has changed drastically since the progression from the 
Stone Age, evolution of the brain moves in a drastically slower pace. Much of the predominant wiring 
in human brains, along with instinct behavior, stems from the brain of the caveman (Baars & Gage, 
2010). 

From science we know that the brain is astoundingly complex with series of interwoven neural 
networks (Pradeep, 2010). Each second, humans are exposed to an estimated 11 million bits of 
information through the senses. Nevertheless, the capacity to process that information is limited to 
around 50 bits. The result is that a vast amount input proceeds unnoticed. This means that the 
exposure of information to consumers is  enormous, but their processing capacity is not (Plassmann et 
al., 2012). 

The brain performs a vast number of impressive tasks – often with no attention required from the 
brain’s owner. Besides operating body functions; it regulates blood pressure, and body temperature, 
heart rate, breathing, and operate vital organs; it navigates and handle an overwhelming flood of 
incoming information and stimuli from all the senses; it coordinate physical movement; and finally it 
allows for thinking, reasoning, dreaming and experiencing emotions (Baars & Gage, 2010). The brain 
is in constant developments as it heuristically changes and improves through neuroplasticity, 
according to external stimuli from success and failure (Pessiglione et al., 2008). As a result, the brain 

NeuroBranding - Sofie Liebing Øwre October 2013 Copenhagen Business School Cand. Merc. SMC Master Thesis 39



is a large subject to investigate, and researchers still lack answers concerning many functions in its 
entirety (Baars & Gage, 2010). 

5.2.1 Brain Bias
As already stated, our environment is  rich, and the brain is complex; to operate, the brain simplifies 
much of the complex world around it, in order to process information quickly. Thus, the brain has an 
inveterate bias, which we as owners may not even be aware of. 

Perception is such an area of bias. Though we at any given moment may experience the visual world 
around us in rich detail, or brain is continuously tricking us, by letting us believe we see everything, 
when really we preserve relatively little visual information, and the brain fill in the blanks (Simons & 
Levin, 1997). The result is that humans are relatively blind to changes. 

In addition to deceiving us constantly with perception, the brain offers a large variety of researched 
cognitive bias. Examples of these could include gamblers fallacy, where we erroneously believe that 
past events influence future independent events, as the gambler who believes the game is “due” to 
turn the tables in his favor. In contrast, he choice-supportive bias distorts the memory of past events 
in favor of the choices we made, by immediately seeking justifications for making the right choice 
(Mather et al., 2000) (Henkel & Mather, 2007). In the following sections, some of the relevant bias in 
relation to brand consumption decisions will be presented. 

5.2.2 Marketing To The Senses
Neuromarketing entails an in-depth understanding of consumers’ sense, as the senses sustain the 
consumer with the necessary information about the external environment. 

As the brain process the external stimuli both consciously and sub- consciously it offers the marketer 
an open door to the sub-consciousness of the consumers. According to Krishna (2012), sensory 
marketing can be utilized in crafting the consumer perceptions’ sub-consciousness triggers of 
abstract notions related to the brand or product. The triggers  might even lead to consumers’ self-
generating attractive brand attributes, instead of those verbalized by the ad agency (Krishna, 2012). 

The senses each serve as separate pieces of the holistic arrangement, which provides us with crucial 
information, and devise our understanding of the world.

Senses are universal; they are shared across cultures, and race, which thus offer great opportunity for 
the marketer. Understand how to brand to the senses, and the strategy might be implicated 
correspondingly globally. 
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Touch is an important sense for consumers, as evaluations of tactile reactions often aid in deciding 
the quality of a good. This is  considered to an instrumental sense. For some consumers, the online 
shopping therefore poses implications to the shopping experience. Touch can also be connected to 
emotion. Touch can even elicit disgust. As pointed out by Krishna (2012), if a consumer sees another 
consumer touch a product before them, and put it back, they might make the effort to take the 
product behind the first tainted product.  

The sense of smell is  the only sense that is not processed by an interpretive organ. Thus, olfactory 
information contrasts the other senses by being more related to emotion, in addition to memory 
(Krishna, 2012). As stated by Bosmans (2006) the salience of scent and the scent itself influence the 
evaluation of a product or store, and even so the time spent. In truth, the feeling of e.g. Christmas 
could be invoked by the smell of cinnamon, or raising a memory of a dearly beloved grandmother’s 
home baked pie.  

Hearing ambient music while shopping creates a pleasant atmosphere for consumers, and even 
affects the mood and general pace in a store. Additionally, pleasant music have been known prolong 
actual time spent in a store (Krishna, 2012) (Lindström, 2012).

Vision might be the most relied upon sense of them all.  Neurons in the brain  fire upon visual 
stimulation from certain characteristics. Some neurons react to motion, some to color, and some to 
shapes (Baars & Gage, 2010). When attracting attention with bright colors, or transmitting sensual 
messages personified with a woman, dressed in red, advertisers capitalize upon the neurons inherit reaction, 
to increase sales.

5.3 Attention & Representation
Attention is  a scare resource, as  consumers  are constantly bombarded with products, 
advertisements, and commercials. Understanding attention and representation bias  may optimize the 
branding with consumers. First I will present findings  related to the subconscious  consumers, then 
outline the findings  concerning the power of defaults  and choice sets  relating to representation of 
choice. 

5.3.1 Subliminal Priming – The Subconscious Consumer
The brain obtains information much faster than what we pay attention to (Tusche et al., 2010). An 
interesting point in neuroscience is thus, if the brain can be subconsciously manipulated through 
marketing and branding. For advertising, this would mean that even brief exposure to a brand 
ultimately would affect consumers to subconsciously choose that certain brand.
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Researchers differentiate between subliminal primes, where primes are not accessible in the target’s 
awareness; and supraliminal primes, where the target is aware of the primes, but not the potentiality 
of their influence (Bargh, 2002). Though this is  more academically accurate, the focus of this thesis 
forces bulking both concepts into one category of non-conscious primes, with focus on the potential 
influences these may cause consumer behavior.

5.3.1.1 The Goal Activation Study 
A study conducted by Chartrand et al. (2008) utilized subliminal priming of consumers to activate 
certain goals in the mind of the participants. Participants were placed into two groups: thrift or 
prestige. Each group was then primed with words associated with either ‘prestige’ or ‘thrift’. This was 
obtained by letting participants make grammatically correct sentences with a number of given words. 
The words given in the prestige-group was positively charged in order to invoke associations to 
prestige, and vice versa in the ‘thrift’-group.  After the 5-minute filler task, the participants was asked 
to make a hypothetical choice of sock brands. Here they were given two choices: Nike $5.25 a pair, 
or Hanes $6 for two pairs. Following the debriefing, participants were probed for any suspicions 
relating to the connection between the tasks. If no suspicions of connection were evident, the 
participants were asked to indicate if they felt the first task influenced the outcome of the other.  The 
result was that the majority of the groups did opt for the option they were primed for. Forty-eight 
percent in the prestige-group chose Nike, with only 19.2 percent going for Nike in the ‘thrift’ group. In 
addition, none of the participants saw a relation between the two tasks, or believed that neither the 
tasks, nor the incidental exposure to words had impacted their choice .  

5.3.1.2 The Brief Brand Exposure Study
In addition to the presented study on the power of subliminal priming, is the study conducted by 
Fitzsimons et al. (2008) on how brands themselves can serve as primers. The purpose of the study 
was to examine if brands can provoke automatic effects on behavior through examining how people 
behave after being exposed subliminally to consumer brand logos. For the study Apple and IBM were 
chosen. Both were brands consumers were au fait with, and they are within the same product 
category. At the time the brands were strategically marketed very differently to consumers, with Apple 
enforcing innovative and creative associations in their “Think Different” campaign. Alternately, The IBM 
brand had traditional, smart, and responsible associations at their nexus of characteristics. They were 
both perceived positively, but only Apple sported the ‘creativity’ aspect. 

The experiment was conducted on 341 students, who were asked to first complete a visual acuity 
task. It was essential that the priming occurred outside the participants’ conscious awareness. They 
should not be able to recognize the primed images of logos, nor believe there was a link between the 
tasks, or that they behaved more creatively. In reality the task only served as a fix point for the 
participants, to ensure focus on the screen. The trial presented an asterisk in the center of the screen 
with a random number between 1-13, which appeared for a random interval of between 1,000 and 
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2,500 milliseconds. While presenting the number, the prime stimulus and a mask flashed in the center 
of the screen. Each flash of masked patterns lasted 80 milliseconds, then the prime stimulus for 13 
milliseconds, and another lasted 80 milliseconds of mask. The stimulus contained one of four logos 
from either Apple or IBM, and each was exposed 12 times in a random order, in total exposing the 
participants to 48  times of brief brand logo exposure. While the trial lasted, the participants were 
asked to total the sum of the appearing numbers on the screen. 

After being subliminally exposed to pictures of the logos of either IBM or Apple, participants were 
asked to engage in several tasks to measure their creativity. The participants were randomly assigned 
to either a delay, or no-delay booklet. The delay booklet first demanded participants to complete a 5-
minute task of blotting out e‘s  in a paragraph taken from an engineering textbook. The no-delay 
booklet immediately engaged participants in a test known as the “unusual uses test”, in which they 
had to exercise their creativity account for as many different uses for a brick, save building walls. No 
impossible solutions were allowed. In addition to a qualitative evaluation of the sheer numbers of uses 
presented, was the rating on a 1-10 scale by two impartial judges, thus also examining the results 
qualitatively. 

#Uses Fitzsimons et al. (2008)

The researchers found the following interesting comparisons: the Apple-primed participants in both 
conditions produced a greater number of unusual uses than those of IBM prime condition, with no 
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noteworthy effect of delay. However the number of creative uses increased for the Apple primed 
participants within the delay condition. 

#Ratings  Fitzsimons et al. (2008)

When using the patterns of the judges’ ratings of creativity, the pattern from the first measurement 
above repeated. The Apple-primed participants were again considered to be more creative, with no 
significant effects of delay. The delay did seem to improve the creativity for the Apple primed 
participants, while it did nothing for the creativity level in the IBM primed participants.  Prominently, 
none of the participants reported seeing the primes or guessing the relation of tasks in the debriefing.

5.3.2 Choice Architecture & Defaults

5.3.2.1 The Organ Donation Study 
Behavioral studies indicate that choice architecture and defaults may a decision more might be 
generally thought. Consider the model below depicting willingness to participate in organ donation.

Effective consent rates, by country. (Johnson & Goldstein, 2003)
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Note that the consent rates do not indicate how many organs are actually donated, as this depends 
on a number of elements – e.g. close family member’s consent, cause of death, etc. – but merely the 
willingness to donate organs upon passing. An obvious point to note is  that there is a vast difference 
in the consent rate. This could be due to a variety of reasons, e.g. attitude and culture.  However 
when examining the table closely, it is evident that there are immense differences in consent rates, 
even between countries of similar culture – Denmark (4,25%) and Sweden (85,9%), or Netherlands 
(27,5%) and Belgium (98%).  Johnson and Goldstein (2003) found that the difference was not in 
attitude or culture, but in the way the participation was constructed and presented. The countries with 
notably high positive consent rates all sported an opt-out structure in the partitioning process. 
Meaning, the default option was to participate, and an active choice followed by action had to be 
made, to refuse. The countries with low consent rates all utilized and 
opt-in structure of the partition process. The Netherlands – the most 
consenting country of the least consenting countries – only reached their 
high score of 27,5% after a massive mass-mailing campaign, entailing 
12 million letters asking the citizens to register in the national donor 
registry, while also conducting extensive educational campaigns nation-
wide. 
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The question of whether to participate or not may for many be a complex decision,  but also an 
important one. Yet the study suggests that when the complexity and importance of a choice is 
increased, a tendency to rely on the given default is evident. 

Humans’ – irrational susceptibility to choice architecture of options is described in the concept coined 
as the as the ‘framing effect’ by Tversky and Kahneman (1981). Choice architecture, apparent in the 
‘framing effect’, might therefore influence the final decision considerably. This symbolizes a 
conspicuous violation of standard economic understanding of human rationality in decision-making 
(Martino et al., 2006). As the ‘framing effect’ presents a cognitive influence on how values of various 
outcomes are computed, more detail will be given to how value is predicted in the next chapter. For 
now, suffice to say the choice architecture affect the decision making process considerably.

5.3.2.2 The Jam Study	
The choice architecture, along with prevalence of defaults and complexity of choice also matters 
concerning in-store presentation of products. Iyengar and Lepper (2000) conducted a supermarket 
experiment with various types of jam presented in a supermarket. The experiment was conducted 
twice. The first time a table presented only six types of different jam, the second, the amount of jams 
was increased to twenty-six. The experiment measured the participants’ motivation, in the form of 
their initial attraction to the table, to tasting the jams, in addition to their behavioral willingness to 
subsequently purchase  a jar. 

The Jam Study (Iyengar and Lepper, 2000)
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What they found was that the experiment with a wide variety of jams attracted more consumers, as 
nearly 60% of the passing customers stopped. The limited-option table only lured 40% into stopping. 
One might expect the wide range variation table to entice more sampling, however, the ratio of 
samples tried was interestingly very similar for the two tables, with 1,4 for the limited range table, and 
1,5 for the wide variety table. When examining the subsequent purchase behaviors it was evident that 
though a wide variety might have allured a greater number of consumers to stop, they did follow 
through with a purchase. Only 3% bought a jar from the wide range variety table, whereas 30% 
purchased from the limited range table. 

Suggesting that the 3% who purchased from the wide range variety table represent the average rate 
of consumers who needed to purchase jam anyhow, the difference between the two tables could 
represent the average of consumers willing to try a new product. With a 27% difference, it suggests 
that although a wide variety may attract consumers to stop and sample; when considering a 
purchase, complexity of the choice is increased with the number of options, which consequently 
leads to choice overload, exemplified in this study by paralysis. Consequently it can be suggested, 
that concerning the aim to sell more, less options is actually more. 

5.3.3 Critique
Affecting the mindset of the consumer as heavily as the goal activation study researchers did is not 
always possible for the marketer to achieve. Though consumers can be influenced with 
advertisements emphasizing the brand characteristics, consumers are seldom massively conditioned 
in reality. This is also a point of critique for the subliminal priming experiment. It is  important to note 
that 48  times is a significant amount of trials during a short time frame, and one can question whether 
this truly represents reality. In the end, the marketer only controls his or her own brand and product in 
a market, so concerns regarding representation and drawing attention from consumers may only 
alleviate measures to a certain degree.

5.3.4 Summary
From the Organ Donation study we learned that defaults are, proportionally with increased complexity, 
governing the outcome of a decision. Paralysis can also be the result of choice overload, and 
attention must therefore be paid to choice architecture, as it can drive decisions in a certain direction. 
The Jam study underlined how a wide range of samples can attract more consumers, yet the increase 
in purchase behavior is found with only a limited selection present. 

Two studies examine the influence subliminal priming in consumers. The goal activation study proves 
how putting consumers subliminally into the right mindset, might actually govern their purchase 
decisions. The Brief Branding Exposure study proved that brands themselves could serve as primers, 
and additionally, that brand characteristics might be subconsciously transferred to the consumer and 
affect their behavior. 
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5.3.5 Barbie - Representation & Attention 
When Mattel open the Barbie concept store in Shanghai, they had neglected to realize that the Barbie 
brand did not carry the same value as in the Western part of the world. The message of the brand 
was lost in an overabundant store that targeted women who had not grown up with Barbie, and 
therefore had no emotional ties to the brand, and little girls. Barbie did not present a clear message to 
the Chinese consumers. From the results of the goal activation study and the brief brand exposure, 
we know that consumers can be primed by, or in the direction of a brand. However, it is important to 
notice that in the brief brand exposure study, the brand was both familiar and recognizable, which 
was not the case of Barbie in China. Instead of first building brand equity with a few, consistent brand 
traits, Mattel went into full-blown overdrive, presuming brand knowledge was present. Importantly, the 
brief brand exposure underlines how effective advertising might be, if consistent and clear. A 
suggestion for Barbie would therefore be to target the Chinese market first with a branding strategy to 
establish the Barbie brand with the Chinese consumers, and then subsequently launching a concept 
store. 

Seen from a neuromarketing perspective, and in the light of the goal activation study, creating a 
concept store celebrating the life of Barbie might have been a success, if brand knowledge was 
present in the mind of the consumers. If achieving to prime the consumers with the connotations 
connected with the Barbie image, they might have succeed in persuading the consumers to purchase 
Barbie dolls in the concept store, despite the extra fee of normal shopping malls. 

Though the results from the organ donation study are not directly applicable, it does lead to the 
suggestion that allowing consumers to be part of the Barbie universe by default when visiting the 
store, could be recommendable. This strategy might include giveaways, or similar promotion tactics, 
especially since personal experience with the brand for Chinese consumers is so limited.

However the store had another distinctive error. The sheer range of goods and size of the store might 
have added to Barbie’s demise. If applying the results of the jam study to Barbie, it could be 
suggested that the magnitude and scale of the store might have cause consumers to suffer from 
paralysis in the face of the numerous choices. While the wide range of possibilities might attract 
consumers, ultimately, they purchase less. The wide range of choices presents the paradox of choice, 
where too much information to be processed is apparent, and making a decision has increased in 
complexity with the number of choices. As previously outlined, stimulating the senses can have a 
positive effect on consumer behavior. Aiming to please consumers with a sensory integration of brand 
strategy might create a more ambient shopping experience. Making decisions can be overwhelming, 
and helping consumers to do so would mean making the store accessible and create comfort. The 
suggestion to Barbie would be to focus on a smaller range of products, apart from choosing an 
obvious target segment, suggestively, the girls. 
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5.4 Predicting Value
Earlier the ‘framing effect’ was  introduced, as  an influence in the consumers’ prediction of value. In 
this  section I have chosen to highlight some of the most interesting studies  on bias  in consumer 
neuroscience in relation to predicting value. First, presenting the finds  concerning the preference of 
consumers, and how choice sets  and relativity may alter preferences  in a given choice. The decoy 
effect is  presented as  such a preference elevator. Next, findings  from psychology on how emotions 
interact with our choice in a dual system, and presenting consumers’ loss  aversion and prospect 
theory are presented.

5.4.1 Preferences
The question of whether the consumers truly know their own preferences has attracted attention from 
various researchers – e.g. Ariely et al. (2006). Unstable preferences lead to setting the playing field for 
the use of neuromarketing; How to sway the susceptible consumers by influencing their brand or 
product consumption decisions subliminally, through encouragement from their external environment. 

All sorts of aspects can influence consumer brand decisions. As consumers may not be as certain of 
their own preferences to the degree they would like to believe. Choice sets, and relativity can play a 
more dominant role than the rational consumer would like to think, according to research. 

5.4.1.1 Choice Sets & Relativity
Predicting value of the outcome of a decision in neoclassical terms is a simple search for the happy 
equilibrium of a cost/benefit analysis, where consumers opt for the solution that maximized their 
possible outcomes the most. However, science has proved this to not be entirely true. While a 
conscious cost/benefit analysis may still occur, humans are prone to subconscious internal biases 
when faced with a decision. This also regards predicting value in a brand choice setting. 

While the given options can influence consumers by attracting then to a jam stand in the supermarket, 
alternatives furthermore influence the value we accredit to the various outcomes of our decisions. This 
is why the given choice set and relativity to the alternatives is important.

This is referred to as the ‘framing effect’, as earlier introduced, and is a key aspect of prospect theory 
(Martino et al., 2006) (Kahneman, 2003). Though a conscious comparison between alternatives is 
occurring, the evaluation is often influenced by irrationality and implicit brain bias. Researchers have 
found that the offered options in a choice process might help us to determine the best choice 
possible, based on relative terms. Thinking about a decision can actually change our mindset, and 
thereby our ultimate decision. 
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5.4.1.1.1 The Decoy Effect (Asymmetric Dominance)

The decoy effect, also known as Asymmetric Dominance, addresses the simplifying process humans 
enact in attempt to evaluate alternatives in a choice set (Ariely & Wallsten, 1995). The asymmetric 
dominance challenge the notion that the subjective value or expected utility of an option is constant, 
regardless of other options presented in the set.

The phenomenon was first addressed by Huber et al. (1982), but has been addressed many times 
over by several researchers. The decoy effect occurs when the decision process is slightly distorted, 
by adding an inferior alternative to two equivalent choices, thereby causing the nearest alternative of 
the two, to seem superior to the whole (Zurawicki, 2010). 

Introducing brand A and brand B  to consumers force them to consider their options through 
comparing perhaps various aspects – e.g. features, quality price, or brand. Whichever purchase 
decision the consumer reaches will have been the result of a tradeoff.  Rationally, when introducing an 
inferior option to brand A – brand -A, the decoy brand – to the mix, the final decisions of the 
consumers should not be affected. Only, it does. Brand -A’s mere appearance, though inferior, causes 
a substantial shift of preference from B to A, as brand A seem superior (Zhang & Zhang, 2007).

 Decoy effect (Ariely, 2009)

5.4.1.1.1.1 The Travel-Package Study

The decoy effect was tested in a consumption context by Josiam and Hobson (1995), who addressed 
the travel industry and choices of actual tour-packages to Las Vegas, Nevada, and Disney World, 
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Florida. The only purpose of the introduced decoy effect was to shift consumers’ choice in favor of the 
target option – a high price and quality item. The study obtained 136 responses, and these were 
divided into two sets of surveys. The surveys were constructed with a split-half design that allowed 
researchers to question first a two-option travel-package, to establish a baseline of preference for that 
certain destination. Following, was the decoy experiment, which offered a three-option choice of the 
alternate destination.  Thus, Set A offered two options on Las Vegas, and below was the decoy 
experiment on Disneyworld providing three options.  Alternately, Set B  extended two options on 
travel-package to Disneyworld, and a decoy experiment below gave three options on Las Vegas. 

The results showed that with Disneyworld, the general preference for the ‘option’-choice was altered 
completely in favor of the ‘target’-choice, when the decoy was added. The Las Vegas preference 
was, both with and without the decoy in play, the ‘target’ option. The decoy attracted more than 10% 
of the responses.  Josiam and Hobson (1995) explains the high number compared with the original 
study’s 2% by Huber et al. (1982), to be the result of field study versus a laboratory, and that the 
original decoy was more obviously an inferior choice.  Both results showed unanimously the target 
option to be most popular, after the added decoy effect. 

5.4.2 Emotions
The converged effort of neuroscience and behavioral economics has proven decision making to be 
more than a mere cold computation of expected utility based upon explicit knowledge of outcomes. 
Decision-making relies on subtle and covert processes that depend critically upon emotion (Naqvi et 
al., 2006). 

Though emotions may affect and influence the decision-making process throughout, emotions are 
featured in this section an element in the prediction of value. The reason is that emotion sometimes 
adds value in a given situation to a certain choice, opting for us, and consumers, to choose one over 
the other (Cohen, 2005). This furthermore links emotions to preferences, as these may change.  
Additionally, a strong emotional tie with a brand can ensure endurance in the consumer-brand 
relationship (Lee et al., 2009).

5.4.2.1 Two Systems
The interplay between emotions and reason in decision-making is  interesting. Studies of lesion 
patients, who are no longer capable of processing emotional information, suggests that decision 
making occur not simply by evaluating consequences and the probability of occurring, but also 
encompass and sometimes solely rely on emotional or gut feeling. 
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The influence of emotions on decision-making is largely ignored. The studies of decision-making in 
neurological patients who can no longer process emotional information normally suggest that people 
make judgments not only by evaluating the consequences and their probability of occurring, but also 
and even sometimes primarily at a gut or emotional level (Bechara, 2004). According to Bechara and 
Damasio (2005), the somatic-marker hypothesis account for the interplay between emotion and 
decision. According to the somatic-marker hypothesis decision-making is  influenced by marker 
signals in from the bio-regulatory processes, among these, those that express emotions and feelings. 
The influence occurs on many levels, conscious and non-conscious.

The academic debate regarding the definitive validity of the somatic-marker hypothesis, and the brain 
areas engaged is yet unresolved (Lawrence et al., 2006). The hypothesis is relevant to acknowledge, 
as describes elegantly the influence of emotion on decision-making, even as it require more scientific 
proof (Reimann & Bechara, 2010).

In the field of psychology outlines a dual process theory, which deals with two systems of thinking and 
deciding; namely, reasoning and intuition. Kahneman (2003) describes systems 1 as operating 
automatically and quickly, with little or no habit, and furthermore no sense of voluntary control. System 
2 deals with applying attention to the mental effortful activities that require it, among these complex 
computations. System 2 is often associated with tasks as choice, concentration and agency. When 
we think of ourselves, it is system 2 we identify with, the reasoning self. Even though we believe to act 
on reason, system 2, system 1 is sourcing the impressions and feelings, which is the main source of 
the explicit believes and deliberate choices of system 2. System 1 therefore continuously feeds 
system 2 with suggestions with impressions, intuitions and feelings. Thus, system 1 represents 
emotions and system 2, intuition. 

 

Supporting the notion of two separate systems is the study of McClure et al. (2004). While conducting 
a fMRI study on neural brain systems valuing rewards, McClure et al. (2004) found that separate 
systems was invoked in valuation of immediate and delayed monetary rewards. 

Conclusively, their results confirm the activation of the limbic system in valuation and decision-making, 
in addition to interaction between prefrontal cortex and 
limbic mechanisms in a wide range of contexts: from 
economic and moral decision making to more 
instinctive reactions, like pain and disgust. Collectively, 
the results advocate that behavior is governed by a 
competition between a lower level, represented by 
automatic processes, and a higher, more recently 
evolved human capacity for abstract future planning 
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and domain-general reasoning. Thus, the idiosyncrasies of human preference, like temporal choice, 
represent a constant competition of the impetuous limbic system and foresighted prefrontal cortex.

When offered the choice between rewards available at different points in time, the relative values of 
the options are discounted according to their expected delays until delivery. 

Using functional magnetic resonance imaging, we examined the neural correlates of time discounting 
while subjects made a series of choices between monetary reward options that varied by delay to 
delivery. The limbic system is preferentially engaged when the expected reward is imminent, while the 
lateral prefrontal cortex is activated in by inter-temporal choices regardless of delay. Moreover the 
subjects’ choices were found to be directly associated with the relative activity of two systems 
(McClure et al., 2004).

5.4.2.1.1 Loss Aversion & Prospect Theory

Prospect theory and loss aversions are two notions both correlated to the two systems. Contradiction 
expected utility theory, which expects consumers to assess monetary outcomes of risky prospects as 
final states of wealth, is the concept of loss aversion, identified Kahneman and Tversky (1979). This is 
related to the term ‘endowment effect’ identified by Thaler (1980), who identified peoples’ tendencies 
to accredit more value to goods, merely because they own them. Through gamble experiments with 
coin flipping, Kahneman and Tversky (1979) realized people where more likely to accept a bet if a 
reward was imminent, and less so if a loss was apparent.  Despite the odds,  either outcome was 
exactly the same. Some studies have even nominated the remorse over loss to be twice that of a gain 
(Schwartz, 2005). 

Modern research has produced studies of loss aversion displayed within human behavior, as well as 
in Capuchin monkeys, and brain imaging technology has furthermore proved losses and gains are 
handled in different regions of the brain (Ashraf et al., 2005). On a study regarding risk aversion at the 
neural base of in the individual subject, Canessa et al. (2013) found that loss aversion was reflected in 
limbic fMRI responses, in addition as gray matter volume in a structural amygdala–thalamus–striatum 
network. It was evident that decision-making employed several neural mechanisms, but that the 
biased anticipation of negative results leading to loss aversion requires specific somatosensory and 
limbic structures. 

This suggests that loss aversion is inherited behavior from the our caveman days, as  failing and losing 
then posed more risk to our survival, and ultimately could be fatal.

Prospect theory is built on the notions that loss hurt more. The value function of prospect theory 
exhibits  change in in objective wealth relative to change in subjective valuation outline two distinctions. 
The value function display diminishing marginal sensitivity to change: therefore, the S-shape, convex 
for losses and concave for gains. Additionally, consistent with the notion that losses can utterly fatal, 

NeuroBranding - Sofie Liebing Øwre October 2013 Copenhagen Business School Cand. Merc. SMC Master Thesis 53



yet missed gains usually be tolerated, the value function slant downward more rapidly for losses than 
it rises for gains (Tetlock & Mellers, 2002).

Prospect Theory (Tversky and Kahneman, 1981)

5.4.3 Critique
The decoy effect is an interesting tool within the realms of neuromarketing as it allows for promotion of 
a certain purchase, with consumers unaware of the influence. However as the travel-package 
showed, it is  most effective if the decoy is  obviously lesser in quality and price. Furthermore, it must 
be considered most optimal for the marketer, if all the alternatives to the target option are within their 
control of presentation; e.g. as exemplified with travel-packages, or perhaps a choice of various types 
of subscriptions. The notion of the two systems explains how the predicting value can be affected by 
emotions. The question of when decisions are made by reasoning or emotion in itself is complex, and 
could be the subject for a thesis on its own. Loss aversion and prospect theory explains some of the 
computation in predicting value, however there are certainly limits  to the applicability of the two 
notions. In the matter of this section, they serve as salient notions to describe consumer behavior.

5.4.4 Summary
Humans only have limited cognitive capability. Therefore, to steer through the plethora of information 
from the external environment, a simplifying process occurs while predicting the value of options in a 
certain choice. The decision-making process can therefore be affected when introducing a decoy to 
the selection of options. The decoy is a non-attractive option, and while this rationally should not 
affect the outcome of the decision, the mere existence creates a positive air around the superior 
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choice it is closest to in relative terms. Ultimately, the superior choice seems superior to the whole 
selection of options. 

Emotions interplay on decision-makings every waking hour of the day. Though the technicalities of 
how the process occurs is still a study for many a scientist, the 2 systems notion offer an explanation 
to how the two systems feed and influence each other. Though only presented in this section very 
superficially, emotions and their role in decision making is evident and important to acknowledge; 
especially when taking into account the concepts of loss aversion or prospect theory, that cause 
consumers to shun risky choices, and losses. Loss aversion and prospect theory serve to understand 
how consumers might compute the prediction of value in a consumption choice.

5.4.5 Barbie – Predicting Value 
The presented findings indicate how consumer preferences often are not as set in stone as 
consumers themselves would like to think. Because preferences often are determined based on the 
choice set available, it allows room for the marketer to influence the consumers through the available 
options. Within a range of oversee able options, introducing an option no one wants, can sway 
consumers in the target option direction. The marketer can deploy the decoy effect in a consumption 
context. 

Apple recently succeeded in this, although it may have been coincidental. For years Apple has 
established their iPhone as a superior phone to the Chinese consumers. However, eager to gain 
market share on the emerging markets, the company this  September announced they would be 
launching two models: the Rolls Royce iPhone 5S in gold, silver and black and the cheap, plastic, and 
brightly colored iPhone 5C. Keeping in mind that the Chinese flaunt their status and power through 
social status markers, and that wealth is celebrated, the colorful iPhone 5C was quickly discarded as 
the discount model, while the available gold iPhone 5S was a smash hit with the Chinese. Culturally, 
gold symbolizes wealth and prosperity. So does the gold iPhone, for Apple, as it is. Opening 
weekend, sales of the gold iPhone reached nine million (Bershidsky, 2013). Apple, safeguarding the 
rarity of the phones, has now restricted the number of gold iPhones sold to China, causing the prices 
to skyrocket to a whopping $10,000 per phone (Edwards, 2013), leaving many consumers frustrated. 
Though a discount smartphone is better than no smartphone, the remaining consumers have turned 
to gold stickers to achieve the golden look (Kahn, 2013). 

For Barbie, as consumers were less exposed to the brand and product, their preferences might be 
more liquid. Thus, offering the marketer an opportunity to guide them in certain directions, with tools 
choice set framing, and the decoy effect. As value can depend on other available options, a wide 
range of possibilities might confuse marketers’ opportunity to succeed in framing certain choices; yet 
another argument to deploy a ‘less is more’-strategy in relation to a store launch. However, a 
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thorough branding strategy must be deployed on the Chinese market to allow the brand to grow first. 
Such a branding strategy could be focused on emotion, as child’s  play in itself is more in the category 
of nurturing, identity developing and fun, than a rational problem with a brand product solution. 

But suggestively, the branding strategy could address both emotion and reason in the branding 
strategy. Pragmatically, by addressing emotion in connection with playing  giving a child the best 
possible childhood, thereby targets the parents of the little empresses. Barbie does not resemble the 
image Chinese women are normally raised with, as Barbie transmits a somewhat American notion: 
You can be what you want to be. Chinese women are, due to cultural, societal and family values 
raised to be more docile, accommodating, and a good daughter, though the one-child policy have 
ignited some changes. Ling incorporated the Chinese image of a woman, wearing a traditional qipao. 
In present China, the traditional image can feel ancient, as their eyes are pointed towards the West, 
especially online, through the hole in the great firewall of China. Thus, the Chinese girls  might benefit 
from a more empowering lifestyle image. If utilized correctly, marketers may succeed in selling a 
dream to the Chinese consumers, thereby capitalizing on the notions of prospect theory, by offering a 
dream for a small amount of money. Though consumers are loss averse, they still gamble, because 
the dream is worth more than the inconsequential amount of money paying for the dream. The key 
here, is researching the market, and being willing to adapt the brand message slightly to meet cultural 
values, though not totally. 

5.5 Experienced Value
Studying the living human brain is  one of the prime advances  for consumer behavior. This  section 
outlines  the Coke-Pepsi study, which focuses  on the correlation of brand and experience of product. 
Then it outlines  how the mere process  of predicting value may influence the subsequent experience of 
a product. 

As pointed out by Plassmann et al. (2012) experienced value is the pleasure originating from 
consuming the brand. The aforementioned pleasure, according to the first concepts of utility or value, 
is the true value of the brand and the most important for a value-based decision making process.

5.5.1 Behavioral Preference Versus Brand Image
A great possibility with neuroscience is that it might shed light on consumer preferences, even when 
consumers are unable to express it, e.g. in a focus group or survey. Uncovering consumers’ true 
preference in taste, without the brand image affecting the result, can effectively be studied in an fMRI 
scan, as recent fMRI has indicated that reward related brain responses can even scale the degree the 
participants find it stimulating or pleasing (McClure et al., 2004).
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McClure et al. (2004) conducted such a study, relating to consumers preferences of either Coca-Cola 
(Coke) of Pepsi. The topic of the study was the neural correlation of behavioral preference and brand 
image. The study included both a behavioral taste test, and a passive experiment entailing the 
functional magnetic resonance imaging (fMRI) scan. Two conditions were run. One was the 
anonymous delivery a sugary drink, and the second, a brand-cued delivery. 

The researchers had three interests: to uncover the neural response to these drinks when presented 
anonymously; to uncover the behavioral and neural impact of knowledge about which drink is being 
consumed; and finally, relating to the first two questions, if there was a correlation between the 
expressed behavioral preference and the neural response as measured using fMRI. This allowed for 
an investigation of the influence of brand image on behavioral choice and brain response. 

Coke and Pepsi were chosen as stimuli, as they are both familiar products, they are both brown sugar 
carbonated waters, but despite the similarities, generate large subjective preference difference across 
subjects, that might correlate with fMRI-measured brain responses. 

Sixty-seven participants were subjected to the study. They were separated into four groups, whereof 
each was given a taste test outside the scanner and a drink delivery paradigm inside the scanner. All 
four groups were asked what they preferred to consume, either Pepsi or Coke. This was recorded as 
their stated preference. Then, they engaged in three rounds of a forced-choice taste test. The first to 
groups were the anonymous test groups, and were tested with two unmarked cups, one containing 
Pepsi and the other Coke, in a 3-trial (Group 1) and a 15-trial (Group 2) behavioral task. Groups 3  and 
4 engaged in semi-anonymous  taste tests  and made three preference decisions, here containing the 
same drink – either Pepsi or Coke; however, one cup was unlabeled, and participants were told it 
contained either Pepsi or Coke.

Inside the scanner, the four groups completed scanning experiments comparable to the taste test 
manipulations. To avoid affecting the fMRI results with the mere perception of brand image, the brand 
information was displayed prior to soda delivery, thus, making the soda delivery predictable. 

With Group 1 & 2, subjects were balanced in the anonymous taste test, nearly equaling in the number 
preferring Pepsi, preferring Coke, or with no distinct preference. Correspondingly, no difference in 
subjects’ stated preferences was noted. With the 3-trial anonymous taste task used as a regress or in 
a linear regression analysis, proved that the difference in brain responses induced by Coke and Pepsi 
in the ventromedial prefrontal cortex (VMPFC) during the fMRI scan, was scaled correspondingly with 
the results  of the behavioral taste test. The VMPFC is assumed implicated in signaling basic appetitive 
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aspects of reward. The brain response in the VMPFC was found independent of the subjects’ stated 
preferences, as with behavioral preferences. 

Group 3  was tested in relation to Coke. The anonymous taste test exhibited the effect of the Coke to 
be significant with a strong bias favoring the labeled cup, compared with the anonymous taste test. 
This did not correlate with subjects’ noted stated preferences. During the fMRI scan participants were 
submitted to either a cue depicting a Coke can, followed six seconds later by Coke delivery, a light-
cue followed by Coke delivery. The brain responses from reaction to surprising delivery of Coke when 
it was known to be Coke, was contrasted with the brain responses to surprising delivery of Coke 
when it could have been either of the two. Here the changes in the BOLD signal in the area of the 
VMPFC indicated anonymous task were unaffected by brand knowledge.

When group 4 was tested anonymously on Pepsi, the existence of the Pepsi label did not change the 
spreading of choices considerably relative to the anonymous taste test, unlike the case with the semi-
anonymous Coke test. Additionally, choices were found biased in favor of the Coke to a notably 
higher degree than they were in favor of the Pepsi label. In the scanner, the fMRI showed no 
significant main effect of brand knowledge in brain areas. Like the semi-anonymous Pepsi task, 
activity in the VMPFC did not show a significant effect of brand knowledge. 

5.5.2 Placebo-Effect /Expectation Bias 
According to research, the value experience is influenced but the prediction of value process. The 
value prediction essentially influences their subjective experience with the product, thus e.g. believing 
that a cheaper good is of lesser quality (Shiv et al., 2005). A consumer’s preference for a label, may 
affect consumption of the label good, so it simply tastes better, as the case in the aforementioned 
Coke-Pepsi study by McClure et al. (2004). 

Though traditionally related to medicine and pain relief, the placebo effect can also be found in 
consumption, where it can influence consumers experience with a product. 

During a study on the placebo effect by Shiv et al. (2005) participants’ expectations in correlation with 
price and quality were tested. Several experiments on the matter were conducted, yet in experiment 
number 2 price was drawn attention to specifically. 

A total of 193  undergraduate students participated in the study, where they were randomly assigned 
to the four conditions. The conditions were a 2x2 between subjects design; price: regular versus 
discounted; and expectancy strength: high versus low. The brand of the energy drink, SoBe, was 
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introduced in the beginning of the session. Thus, participants were shown packaging and list of 
ingredients, and told the drink was from a freshly manufactured batch. Just before the drink was 
distributed the participants was given an authorization form, which allowed the researchers to charge 
the energy drink on to their credit cards. The form stated the retail price $1.89 clearly, only with an 
additional explanation to the reduced price-condition group, that they would be charged only $.89 
because the batch was bought in institutional purchase bulk. 

To prime the participants  with the notion of the drink affecting their performance, they watched a ten-
minute video, supposedly to allow the ingredients to have their affect. After the video, they were 
instructed to solve a series of word-puzzles. The goal was solving as many as possible within a 30-
minute timeslot. The group conditioned with high-expectancy was before the puzzle presented to 
statements that ranked the product on a 1-7 scale. Questions included statements regarding whether 
they felt the improvement in concentration and mental performance, following the consumption of the 
drink. The low-expectancy conditioned group was not shown the statements. After the puzzle, 
participants were debriefed. 

The results showed that in the low-expectancy conditioned group the number of puzzles solved was 
lower than in the reduced-price conditioned group, than in the regular priced conditioned group. This 
is consistent with a placebo effect. 

Based on the results from the high-expectancy conditioned groups it suggests that the placebo effect 
in fact is mediated by expectations to the efficacy of the product. Generally, the magnitude of the 
undesired placebo effect was more amplified between the high-expectancy groups, and low-
expectancy groups. Especially the discount-conditioned group decreased in solved number of 
puzzles with the intensification expectancy. 

Model from Shiv et al. (2005)

Discounted Price Full Price

0

2,5

5

7,5

10

Low expectency strength
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Shiv et al. (2005) point out that expectations and the placebo effect may be increased in some 
conditions with discounted price. This means that marketing actions may indeed influence the 
experience the consumers have with the product. Sheer expectations to a product’s ability to improve 
e.g. mental concentration may exactly create the improvement, thereby creating an effect akin to that 
of placebo in medicine. Experienced value, as outlined by Shiv et al. (2005) is a highly subjective 
matter for the consumers. 

The placebo study by Shiv et al. (2005) has since been supported by another fMRI study by 
Plassmann et al. (2008). They found that participants sampling small amounts of Cabernet after 
learning the price of the wine reported the expensive wines to be more pleasurable. The actual wine 
served was consistent across the samples. Price increased participants subjective reports of flavor 
pleasantness, in addition to blood-oxygen-level-dependent activity in medial orbitofrontal cortex, 
which is an area thought to process experienced pleasantness during experiential tasks. Plassmann 
et al. (2008) thereby supported the evidence of marketing actions’ ability to modulate neural correlates 
of experienced enjoyableness, and the mechanisms which operate it. Interestingly, price did not 
forecast initiation in primary taste areas, which predetermine the actual sensory experience of 
consumption. The results suggest that the price changes the experience, not on a bottom-up sensory 
component level, but by influencing how the consumption experience is  represented in the brain 
through the influence of self-reported pleasure (Rick, 2010).

5.5.3 Critique
The brain is a complex subject, and researchers are by large studying which brain areas tackle and 
handle which tasks. As the brain solves and administers many daily processes, conducting a study on 
brand preferences offer some difficulties. Perception engage some brain areas and functions, memory 
others, preference yet others. Interplay between all the functions and neurons are constantly 
occurring, but as the brain with all its functions, is still not outlined completely, one could wonder if an 
fMRI scan indeed manages to subtract the less relevant processes from the brain scans, enough to 
conclude results conclusively. Unfortunately, this is a critique of a medical magnitude. Furthermore, 
fMRI scans are conducted in a sterile laboratory environment, which is an environment much removed 
from that of normal brand consumption. 

As stressed by Berns (2005), in the case of the energy drink study, the increased placebo effect was 
most evident when the price was emphasized to the consumers. Question if this could be replicated 
in a consumer context. 

5.5.4 Summary
McClure et al. (2004) concluded that though in similar products, people maintain strong behavioral 
preferences for either Coke or Pepsi. When measured objectively through double-blind taste tests 
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with absence of brand information, subjects split equally in their preference for Coke and Pepsi. With 
which the fMRI results correlated. 

While there was no significant effect of brand knowledge for Pepsi compared with the anonymous 
task, Coke offered a dramatic effect on subjects’ behavioral preference. Despite having Coke in all the 
cups during the semi- anonymous test, subjects preferred Coke in the labeled cups, to Pepsi in the 
parallel semi-anonymous task. This could indicate that brand could trump senses. Correlating results 
were evident from the imaging experiments with greater brain activity were observed in the 
dorsolateral prefrontal cortex (DLPFC). As the result with the taste test, equivalent knowledge about 
Pepsi had no such effect. Actually, no significant difference to Pepsi delivered with versus without 
brand knowledge was evident. 

As changing conceptual consumption affect physical consumption, to a degree, which can be 
observed in brain imaging studies, it is evident that expectations to the products value offer utility 
independent of physical consumption. This was enforced in the results found in the behavioral study 
by Shiv et al. (2005). Expectations, similar to what one might have to a familiar brand were studied 
and namely how the expectations affected the experience of a product and its performance. 
Participants were divided into groups, with either regular or discount price, or high or low expectancy 
to the performance of the consumed energy drink. By conditioning the groups of participants is was 
clear that the regular price energy drinks generally offered a better performance to the consumers. 
The result was indeed amplified when price was underlined. The actual experience of a good might 
therefore be revised in line with the expectations of predicted value. 

5.5.5 Barbie – Experiencing Value
The presented finding from the studies of the behavioral preference versus brand image and the 
placebo effect/expectation bias studies entail one chief point of important insight for marketers: brand 
trump senses. The value perceived in a brand good is  likely to affect the experience as a whole, and 
thereby live up to the expectations. Although the presented studies offer some limitations in relation to 
the brand value experience of a Barbie – which address a young target group – it is important to note, 
that once brand loyalty is created, in addition to consumers being more positively disposed towards 
the brand, the brand value once generated will add to pay off on the consumer experience. 

The Coke-Pepsi study even presented how some brands can activate emotional areas in the brain, 
comparative to the concept of brand relationship theory by Fournier (1998). Barbie therefore has the 
opportunity to become a true relationship partner to Chinese girls. 

Nonetheless, a clear and relatable brand image will first have to be crafted and marketed to the 
consumers. 
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6. DISCUSSION

6.1 Research Questions Answered

6.1.1 Scientific Traditions
What scientific traditions are related to neuromarketing? 

Neuromarketing is where science and marketing meet. It studies the cognitive, sensorimotor and 
affective response to marketing stimuli. Thus, it stems from the medical traditions of neuroscience, but 
adds insight from consumer psychology to explain consumer behavior, inertia and biases. Consumer 
neuroscience offers a wide range of insights to neuromarketing, thus making it a broad field to 
uncover completely (Plassmann et al., 2012). 

As an emerging field, it has caused controversy between the supporters of the methods and tools 
neuromarketing offers, and the critics, who often fear outright manipulation of unknowing consumers 
(Ariely & Berns, 2010)(Lee et al., 2007). 

Neuromarketing seem to represent two areas of opportunity for marketers: elaborate research and 
more accurate prediction of consumer behavior, and active deployment of neuromarketing to 
capitalize on consumers’ inertia and bias to increase sales – the latter causing the greatest stirs 
among the academic world. Neuromarketing has been depicted as marketing’s quest for the holy 
grail, the consumers’ buy-button and insight into their black box.  

From a research perspective, neuromarketing – consumer neuroscience – improves obtainable 
knowledge by revealing hidden information that a consumer or focus group cannot verbalize, simply 
because they are unaware and eager to please the interviewer, or are dominated by one individual in a 
focus group (Ariely & Berns, 2010). 

With neuromarketing, scientists can read consumers reactions and responses to stimulation. This is 
e.g. utilized with eye-tracking in advertisement and product packaging to achieve the highest degree 
of attractiveness for the consumers. EEG and fMRI are used to uncover consumers’ brain reactions. 
These technologies are often used to expose preferences in relation to brands, as evident from the 
Coke-Pepsi experiment, but in additional to advertisements. Optimizing actions can then be taken to 
ensure consumers’ attention after launch.
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The field of neuroscience is interdisciplinary, as behavioral economists and consumer neuroscientists 
supply the field of neuromarketing with insights on consumer behavioral on a neural level, and expose 
irrationalities, inertia or biases. 

6.1.2 Neuromarketing Brand Decision Making
Interpret brand decision making in a neuromarketing perspective.

Neo-classical concepts fail to explain irrationality in consumers, in addition to markets, as the 
underlining theme of homo economicus is rationality. Behavioral economists seek to explain this 
irrationality, and with the emergence of neuroscience, have created the foundation for neuromarketing.

A transformation in approaches to branding have progressed accordingly; from the economic man, 
where acquiring and distribution of goods was a strictly rational process, and a question of the right 
marketing mix; over the cognitive man, born of cognitive psychology in the consumer-based brand 
management approach that perceived brand value as a cognitive construct, as the associations with 
the brand is formed by the consumers; to the relational approach, which introduced the dyadic brand 
perspective to brand management. 

6.1.2.1 Representation & Attention
The field of consumer research first saw strictly cognitive approaches describing consumer behavior, 
and hedonic impulses sidetracking rational purchase decisions was considered either weakness of 
will, or a failure of volitional control (Bargh, 2002). For the economic approach, attention and 
representation were achieved through the right marketing mix. Consumers were rational, and tough 
limited cognitive capability was acknowledged, it was for the marketer to ensure consumers had the 
proper knowledge regarding the good and brand (Heding et al., 2009). 

In comparison, the consumer-based approach builds on the foundation of the economic approach. 
Not by taking the same strict attitude towards the rationality of the consumers, but by still considering 
the brand to be within the hands of the marketer, while made in the mind of the consumers. And so it 
provides an approach based on understanding the way consumers obtain and process brand 
information. It underlines a need to understand the consumers, similar to that utilized in 
neuromarketing, although the tools deployed are different. Like the consumer-based approach, 
neuromarketing studies consumers and their reactions to a given brand, with the goal of improving 
the ability to market the brand more cohesively, while the relational approach seeks to achieve a long-
term friendship with the consumers. 

The presented studies of both goal activation and brief brand exposure naturally offer some deviations 
and similarities with the three brand approaches. 
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The studies show that consumers could be subconsciously primed in direction of a brand, but 
furthermore that the brand itself could serve as a trigger. Resembling the notion of the information 
processing in the consumer-based approach, yet being a subconscious process, it deviates from the 
notions of the rationality based economic approach. Yet, the study, and seeking to ensure the right 
influences to prime the consumers with, may not be much different than to that of the utilization and 
four P’s. 

The consumer-based approach seeks to uncover the computations of brand associations in the mind 
of the consumers, and the finds of both studies uncover just that. Brand associations can affect 
consumers, and even change a mindset, leading to a purchase. Furthermore the brief brand exposure 
study underlined two things: one – that brands can serve as stimuli for consumers’ brain; and two – 
that strong brand traits may even subconsciously adopted by the consumers. Adopting traits could 
be compared with the cornerstone of relationships, a sense of shared values. Essentially, the 
consumer-based approach to branding with the consumers metaphorically represented by computer, 
could be still be considered representative in light of the two presented studies. 

The consumer, who bought a Michael Phelps parka in order to feel like a winner and swim faster, may 
do exactly that. Whether the improvement in performance is accredited to the purchase, or simply the 
feeling of donning a piece of clothing similar to a winner. This is also evident from the study relating to 
the placebo effect and expectation bias, which will be discussed later. 

Laying out the results from the two studies, it could be suggested that creating the right environment 
subconsciously affect consumers. This is good news for advertising and in-store displays. That notion 
may not be too far removed from that of the economic brand approach and the right marketing mix. 
Motivation for neuromarketing, as with both the consumer-based and the relational approach seek to 
create a ‘pull effect’ within their consumer-base, opposing the traditional ‘push effect’ of the economic 
brand approach.

The organ donation study expressed how the way a choice is presented could affect the outcome.  A 
complex and important choice is difficult to make, and many may ultimately stick to the pre-set 
defaults. The limited capability of consumers is addressed in different ways in each brand approach. 
The economic approach sought to enlighten the consumers, the consumer-based to understand the 
associations in the mind of consumers, to create the cohesive and optimal brand image, and finally 
the relational approach, which addressed the brand as a relationship partner to which the consumer 
could be loyal. 
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The presented findings emphasize that the complexity and importance that make a decision difficult. 
This suggests that instead of discussing high-involvement versus low-involvement brands, it depends 
on the consumers’ experience and importance of the decision. It relates somewhat to the notion of 
phenomenology, the foundation for of the relational approach, where the true reality is  that of the 
consumers’ experience.  As a marketer, the knowledge of the trust in defaults is relevant if marketing 
a complex product, like loans, saving plans or retirement funds. In those cases the importance and 
complexity is sometimes enough for consumers to not make an educated decision (Kenrick et al., 
2009). Marketers can capitalize on the findings relating to defaults, suggestively, when marketing 
complex products, by promoting a certain ‘default’ choice. Defaults could prove to be beneficial, as it 
eases the decision-making process for the consumers. 

The Jam study outlined attention and complexity in an in-store environment. As the broad selection 
attracted customers, the small selection ensured sales.  Schwartz (2005) explains this  as the paradox 
of choice. When selection is small, it is sufficient to try out a new type of jam. Maybe it is good, maybe 
it is not. But when selection of choice increases, it instantaneously carries the promise of the perfect 
type of jam being available among the jams. The complexity of the choice is therefore increased. Now 
the goal is no longer to try a new type of jam, but to find the perfect type. Though the choice of jams 
is not vital, and the product a low-involvement product, the cumulative complexity and stress of the 
choice can cause the consumer to suffer paralysis, and ultimately walk away with nothing.  

The relational approach views the degree of involvement with the brand as a viable partner, according 
to what task it solves: e.g. life themes, life projects  and current concerns, and loyalty is ensured, the 
greater the task. This metaphor may not accurately reflect the consumer, with a specific love for a 
certain type fast-moving consumer good.  

Comparing this with the economic brand approach, where choices are rational and based on 
functionality, the approach fails to take choice paralysis into account. Consumer choice paralysis 
emphasizes the dangers of a market overly saturated with players. While both the consumer-based 
approach and relational approach may succeed to ensure a product pull based on, respectively, either 
the right marketing of brand associations and image, or an enforced relationship with the consumer – 
competing with too many other players will create a plethora for the consumers, who are forced to 
navigate through the options. While a routine purchase may be based on habitual consumption, or 
even brand knowledge, a trial purchase is  more likely in a smaller selection of choices, according to 
Iyengar and Lepper (2000).

6.1.2.2 Predicting Value
The effects of the decoy effect prove that consumers might not be as anchored in their preferences as 
the economic approach believes. Their focus is not only on marketing mix and features of the 
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product. The available alternative choices influence the outcome. Essentially, relativity plays a 
significant role. 

The decoy effect underlined an inbuilt bias, as consumers did not value features or a good in total 
terms, but in relative terms. This contradicts the classical economic notion. The consumer-based 
approach considers the computation of brand value, but still as a concrete computation, within the 
mind of the consumers. Furthermore it with an isolated brand as the pivotal point of brand knowledge, 
and no attention is given to competing brands influence. 

While the computations of brand knowledge residing in consumers’ minds may still be a valid 
metaphor depicting the internal strengthen of the brand, it fails to accommodate the fickle nature of 
consumer preferences in a brand choice setting. 

The relational approach too isolates the brand approach to only account for the one brand in 
question. Yet, it gives focus to the dyadic constantly updating brand relationship quality. Nevertheless, 
the approach incorporates past experiences into the revision of the brand knowledge, unmentioned in 
the economic approach.

The consumer-based approach, however, does give emphasis to the symbolic attributes of a brand, 
and thereby also to external social opinion influencing a brand decision. Memory, and social influences 
are outside the scope of this thesis, however both are relevant in decision-making, and if possible, it 
would be interesting to investigate neuroscience finds relating to social interaction in brand choice 
contexts. 

The decoy effect represents irrationality at work in even a very conscious circumstance, to a degree 
where the marketers can capitalize it, utilizing it as a neuromarketing tool to steer consumers towards 
a target option, as evident in the travel-package study. Importantly, the gap between the options in 
price and quality magnified the effect, according to the study of Josiam and Hobson (1995).

The two systems by Kahneman (2003) and The Somatic-Marker Hypothesis  outlined by Bechara 
(2004) both highlight that decision-making is influenced by emotion. However, the neuro-scientific 
data is  still debated. Suffice to note that, how emotion function within the brain is a subject yet to be 
resolved definitively. 

Nevertheless, both concepts represent reason and emotion together, as influential drivers of the 
decision-making. Although, it is important to note that a lack of factual evidence for this claim 
precludes a sophisticated academic discourse on the subject. 
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As the economic approach to brand management does not incorporate emotions into consumer 
decision-making, the presented concept presents a certain contradiction to this paradigm. In addition, 
the underlining notions of the economic approach, considers the brand-costumer transaction to be an 
isolated event. The purpose of the brand is only to create security, by diminishing uncertainty in a 
brand decision. Though homo economicus decides rationally, one could argue that security and trust, 
which the brand as a signal hopes to evoke in the consumer is an emotion. Even though the 
approach do not account emotion into the rational decision-making process. Nonetheless, the 
economic brand approach, does not account for emotional attachment to a brand, as evident in 
some brand communities of today, whether it is Apple or Harley Davison.   

The consumer-based approach incorporates several notes of evaluation into the brand equity model. 
Emotion could be compared with the outlined notes of experiential and symbolic benefits.  Interpreted 
though a neuroscientific lens, experiential benefits could be compared with sensory sensation. 
Moreover, symbolic benefits may be comparable with emotional ties to a certain group, and hereby 
incorporating a need to signify belonging to a specific identity. The sum of all these parts  adds up to a 
highly emotionally founded note: brand attitude.

The relational approach integrates more intangible notes into the brand relationship quality model; i.e. 
love/passion; self-connection; commitment; interdependence; intimacy; and brand partner quality. 
The focus of this approach is much more emotional, just as interpersonal relationships are emotionally 
grounded. 

Both the consumer-based and the relational approach suggest that the consumer constantly revises 
the brand. Whether this is considered to be an evaluation of the brand attitude or the relationship. 
This could be compared with the notion of the somatic-marker hypothesis, as emotions constantly 
influence decisions. 

In comparison, the two systems outlined by Kahneman (2003) could be utilized to explain governing 
dynamics influencing the purchase decisions, if shopping while hungry. Often dieters are advised 
against shopping while feeling hungry, as determinacy to stay on the diet diminishes with the available 
temptations of the supermarket, in the presence of hunger.  As outlined by the study of Canessa et al. 
(2013) the inability in humans making time-consistent choices is due to the powerful and emotional 
limbic system, hijacking the process, opting for the imminent reward, instead of the delayed reward, 
which is often the better choice in the long run. While this may be evolutionally sound, in order to 
survive in an environment with scarce resources, it disrupts the reasonable choice, selecting the fast 
satisfaction.
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Utilizing emotion to sway consumers can be a difficult task for a marketer, as emotional ties and how 
they are created and maintained are yet to be put into decisively on formula by science. However, this 
must be considered the goal of creating brand equity.

Suggestively, the introduced concepts of loss aversion and prospect theory influence how consumers 
compute value. Essentially it could be considered as consumers’ aversion towards making a bad 
deal. When gains are valued as less compared to the equivalent loss, one could argue that in relation 
to branding, the possible gains of a product or brand ought to be oversold. 

When contemplating a purchase, as evident from the presented findings regarding relativity and the 
decoy effect, and from the influence of emotions, it could be suggested that consumers may be 
affected by more attributes attained from a brand. Essentially, from the consumers’ point of view, a 
tradeoff appears whenever a brand transaction occurs; the attributes of the brand versus the 
opportunity cost of spending the money somewhere else. 

From the decoy study we learned that entering an undesirable option to the choice set make the 
target option seem superior. Possibly because it underlines the far worse deal available, igniting the 
consumers’ loss aversion.  Thereby, loss aversion, and prospect theory could be suggested to 
emotionally celebrate the better available deal: the target option. 

As the only brand management approach, to directly consider the changing conditions of the brand 
relationship quality, the relational approach acknowledge that the relationship is in a constant state of 
flux, and that the external conditions might add to changing the brand relationship quality. Among 
these are the ‘devaluation of alternatives’, suggestively equivalent to representing loss if an alternative 
is to be chosen, and therefore strengthening the relationship stability. 

The consumer-based approach is centered on the attributes, the benefits and the attitude of the 
brand. While the approach might agree in realizing that consumers evaluate a number of attributes 
when predicting the value of a brand, the brand knowledge model only slightly considers external 
conditions and competing alternatives. Only the ‘uniqueness of the brand associations’ regards the 
available alternatives in relation to said brand. 

Many advertisements capitalize on the notions of the two systems in their advertisements, and 
address to the loss aversion within consumers. The traditional anti-wrinkle cream ad speaks to 
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consumers of the fear of looking old, while using advance medical terms for ingredients and featuring 
an expert in a lab coat. The emotional system is then influenced by the potential loss of youth, while 
reason persuaded by the fancy wording and academic studies backing the proposed benefits of use.

6.1.2.3 Experiencing Value
The results of the presented study conducted by McClure et al. (2004) are remarkable, as it underlines 
the power of the brand over the senses. 

When participants were unaware of what they drank, activation in the ventromedial prefrontal cortex 
appeared on the fMRI scanner. This brain area is regarded as a “reward center”, representing the 
sensory experience. Conversely, when Coke was knowingly consumed, activity appeared in favor of 
Coke in the hippocampus, midbrain, and dorsolateral prefrontal cortex. These brain centers process 
memory and emotion. 

Interpreting these results, it could be suggested that though the taste of Pepsi was favorable, the 
preference leaned towards Coke, based on the emotional connections and nostalgia associated with 
the brand.

Employing an economic man lens to these results, Pepsi ought to be considered the better choice, 
based on sensory experience and attributes. Nevertheless, the study offered emotional evidence 
favoring Coke. One might argue that the results of the study underline the sole purpose of branding: 
to lure consumers into loyalty, even when differentiation from competition is slim. Because the 
products are so similar, the study emphasizes the difference in success regarding branding strategies 
more than anything. 

Creation of brand value from the economic angle is to adjust the marketing mix, but utterly fails  to 
incorporate the long-term relationship and emotional commitment. 

The consumer-based approach, being based on cognitive psychology and information processing, 
includes notes both relating to brand awareness and brand image. In the study by McClure et al. 
(2004) the sensory experience is disrupted by the power of brand awareness, in addition to a strong 
brand image. 

As a model, the brand knowledge model neatly outlines the relevant notes of a brand experience, 
seen from the consumers’ point of view. 

The outlined brand image of the brand knowledge model could be considered comparative to 
phenomenology, which is the basis of the relational model. Coinciding, both approaches sport the 
notions of the need to revive and update the brand. The consumer-based approach regards the 
brand to be owned by the consumer, but modeled by the marketer; the relational approach considers 
the relationship to be cooperative and dyadic. The relational approach, sporting phenomenological 
facet, might be implied to be the closet of the two approaches, to the notions of neuromarketing, as 
the focus is on the study of consumers’ behavior and experience; ultimately with the goal of allowing 
the marketer to enforce brand equity. The emotional connection ignited by the experience of the 
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labeled Coke cup, could be considered a successfully obtained emotional relationship, with the Coke 
brand. 

As prior established, consumers evaluate multiple attributes when computing the value of a deal. 
These attributes are furthermore considered in the consumption experience, as pointed out by Shiv et 
al. (2005). The placebo effect study highlights how price and quality can be correlated from a 
consumer point of view. 

From the economic brand approach point of view, it ought to be a mere computation of attributes 
versus the task or problem at hand, however, if the consumer has a positive attitude towards the 
prospects of the brand and product, it can result in a self-deception bias. 

Essentially, because the consumer needs the brand or product to perform, it will.  This study, in 
addition to the previous mentioned Coke-Pepsi study, suggests a direct parallel to the basic principle 
of phenomenology, the supporting theme of the relational approach. If the consumer experiences the 
energy drink to be superior, it is. For another consumer it may not be so. The truth about the brand 
consumptions experience has thus become individual. 

The computation of the experience could be suggested to be equivalent to the notions of costumer-
based brand equity, evident in Keller (1993) brand knowledge dimension model. As good experience 
generates brand equity, however the deviating point is that the good experience is  tied to more than 
just the experience.

6.1.3%Distinguishing%features

From a branding or marketing perspective, what are the distinguishing features? 

The most distinguishing feature of neuromarketing may be considered to be the grounding in science. 
Where consumer psychology has offered insights based on tested hypothesis and experiments, 
consumer neuroscience offers understanding of consumer behavior through a brain scanner, eye-
tracking technology, EEG or MEG. This poses a great opportunity for the marketer, who can benefit 
from observing consumers’ reactions to product, brand, advertisement or preference.  

Based on the outlined taxonomy by Heding et al. (2009), the key features of neuromarketing, based 
on the previously presented themes and findings, are emphasized in the following the table below.
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Brand Management Comparison 

Topic/approach Economic Consumer Relational Neuromarketing

Brand-Owners Marketer Consumer Dyadic Consumer

Brand-value-
creation

Marketer%K>%Consumer Consumer%K>%Marketer Marketer%<K>%Consumer Marketer%<K>%Consumer

Push/pull Push Pull Pull Pull

Scope-of-
exchange

ShortK%individual%
transaction

Long%term Long%relationship Long

Science-
Tradition
-

Positivism/Empiricism Cognitive%psychology Existentialism,%
Phenomenology

Neuroscience,%
psychology

Brand-
perspective

Functional Cognitive%construal Human Emotion

Consumer-
perspective

Economic%man Computer Existential%being Irrationally%Predictive%&%
Human

Supporting-
themes

Traditional%marketing/
The%4Ps

Cognitive%Psychology.%
Information%
processing%consumer

Animism,%Relationship%
Theory

Relativity,%Consumer%
psychology%&%Consumer%
Neuroscience%%

Managerial-
Keywords

Control Programming Friendship Study/Programming

Methods-to-gain-
insight

Scanner%panel%data,%
laboratory%settings,%
quantitative%data

Mental%mapping,
Cognitively%based%
association%maps,%
interviews,%projective%
techniques

Depth%interviews,%life%
story%method

Behavioral,%EyeKtracking%
&%Brain%scans

Key-readings McCarthy,%E.%J.%(1964),%
Basic%Marketing,%a%
Managerial%Approach,%
Homeward:%Richard%D.%
Irwin,%Inc.%Borden,%N.%
(1964),%The%Concept%of%
the%Marketing%Mix,%in
G.%Schwartz%(ed.)%
Science%in%Marketing

Keller,%K.%L.%(1993),%
'Conceptualizing,%
Measuring,%and%ManK%
aging%CustomerK%Based%
Brand%Equity',%Journal%
of%Marketing

Fournier,%S.%M.%(1998),%
'Consumers%and%their%
brands:%developing%
relationK%ship%theory%in%
consumer%research',%
Journal%of%Consumer%
Research

Plassmann,%H.,%Ramsøy,%
T.%Z.,%&%Milosavljevic,%M.%
(2012).%Branding%the%
brain:%A%critical%review%
and%outlook.%Journal%of%
Consumer%Psychology,%
January,%vol.%22,%page%
18K36.

Like the consumer-based approach, neuromarketing seek to understand the consumers, in order to 
optimize applied marketing and brand equity building. Consumers are therefore considered to be the 
brand owners.

The goal of neuromarketing is to understand consumers, and subsequently revise and optimize 
utilized marketing methods. This would suggest that the brand value process is also similar to that of 
the consumer-based approach. Nevertheless, as neuromarketing continuously seeks to update and 
revise based on consumers’ key findings, and additionally as emotional ties to brands are residing and 
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generated by consumers, this thesis suggests that brand value creation ought to be considered as 
cooperation, as is outlined in the relational approach. 

The purpose of neuromarketing is to enhance a consumer pull effect. Though none of the presented 
studies have targeted the scope of consumer-brand exchange directly, one must assume a long-term 
scope, as neuromarketing is founded on researching consumers, to improve brand equity building, 
and marketing methods. The scientific traditions of neuromarketing, as previously mentioned, are 
consumer neuroscience and consumer psychology. Neuromarketing is based on the assumption that 
consumers are not rational, as irrationality and bias creates opportunities to be utilized by the 
marketer. The brand perspective of neuromarketing is still a target for further investigation, however 
the Coke-Pepsi study indicated that brands could cause emotional reactions with consumers. As it is 
intangible, and lacks solid evidence, the role of the brand in neuromarketing is not completely 
classified. 

Brand and emotion hold many similarities. Though emotions are readable in a brain scan, the interplay 
and functions between the various brain systems. Additionally, solid evidence as to how emotions are 
generated is not yet uncovered, from a neuro-scientific perspective, although consumer psychology 
has some hypotheses on the matter. As it is clear that emotion influences consumers throughout the 
decision making process, it may be beneficial for the marketer to lean towards the substantial 
evidence given on the matter, that brands can be read by emotions in a brain scanner, and even 
trump the sensorimotor system. This is why this thesis proposes to categorize the brand perspective 
in neuromarketing as the brand as an emotion. 

As previously established, neuromarketing offers two legs to marketers: the research approach and 
the exploitation approach. Concerning the consumer perspective, neuromarketing capitalizes on the 
fact that humans hold bias and irrationality, and much of the conducted research target the general 
areas within these aspects of consumer behavior, with the purpose of exploiting the knowledge to the 
brand’s advantage.  Thus, it offers similarities to the computer perspective of the consumers, in the 
consumer-based approach, as it presumes consumers can be programmed, though e.g. the deploy 
effect, or subliminal priming. This might be considered the core of neuromarketing, in an exploitation 
stage. The research approach view consumers as humans, individual, and fallible, and seek to 
understand more about consumer behavior. The managerial keywords are therefore both study, and 
programming. The tools  to obtain neuromarketing knowledge consist of eye-tracking technology, and 
various brain scan technologies. Lastly, the discussion of neuromarketing branding by

Plassmann et al. (2012) is suggested as the key reading, as it encompass recent development within 
the field, in addition to an overview of the factors influencing the brand decision-making process, and 
reactions observed in the brain.
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6.1.4 Values and Implications
Understanding Neuromarketing and its value and implications in branding. 

In previous sections, the benefits  of neuromarketing have been outlined in relation to building brand 
equity with consumers, whether it is  consciously or subconsciously. Moreover, the possibility of 
framing brand decisions to obtain a favorable outcome, for the marketer. Additionally, the technologies 
can be deployed to obtain knowledgeable insight 
concerning consumer reactions to preferences, 
brands, brand strategies and finally product. The 
value being insights the consumer could not 
accurately verbalized otherwise (Fugate, 2007) 
(Lee et al., 2007).

The great potential for neuromarketing is reducing 
marketing failures. Brain scan promoters argue 
that unconscious thought patterns can be 
decoded from the reactions to a video clip.  
Additionally neurological researches have proved that advertising that do not receive direct attention, 
affect purchase decisions subsequently. Furthermore, neuroscience allow marketers to become better 
strategist, as research have proved that though feelings like arousal might be beneficial to gain 
attention, the brand message ought not to be delivered in that specific moment, as arousal seem to 
burn out information (Fugate, 2007). 

Despite the criticism that neuromarketing is flawed, and unethical, Lee et al. (2007) argue that the field 
of neuromarketing should be considered as a legitimate and significant area for continued research.

Neuromarketing offer some implications, and even raise concerns and disdain with some 
neuroscientists concerning the commercialization of their field (Fugate, 2007). The concern often 
relates to the possible unethical use of neuromarketing, rendering the consumers’ their free will 
superfluous through manipulation (Wilson et al., 2008). Others argue that clearly, this does not 
resonance in reality (Senior & Lee, 2008).

First and foremost, the technologies that serve neuro-marketers with insights are often expensive to 
apply. Lee et al. (2007) emphasize that neuroimaging is still an emerging field, and as such is 
constantly evolving, both technologically and in regard to the insights and interpretation into the actual 
meaning of the brain activity and processes. Certain evidence currently available is  proprietary and 
even presumptive, as marketers face great difficulty in translation narrowly defined studies into general 
applicable methods and frameworks (Fugate, 2007).
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Fugate (2007) too emphasize current critique claiming that the 
technology is imprecise, and in insufficiently can uncover 
complex questions concerning consumer response and 
behavior. 

Drawing causal conclusions from a neurologic fMRI study can 
be difficult, as the technology offer images of correlational 
activity, but often unclearly can identify if the neural correlates 
are actually driving the behavior or simply a byproduct of the 

process (Rick, 2010). Furthermore, knowledge of the construction of the brain does not necessarily 
depict how decisions are made (Fugate, 2007). 

The danger of neuromarketing, according to Chancellor and Chatterjee (2011) is that though 
neuroscience might seem more persuasive than additional data, 
the premature stage of the development of the technology a level 
of knowledge, it may in reality not be so.

Moreover, though neural scanning can be deployed in previewing 
advertisements to ensure recalling, is does not consequently 
mean that purchase behavior will follow. Thus, skeptics do not 
believe that neuroimaging can render the current methods and 
data redundant (Fugate, 2007).

Finally, it ought to be questioned if the dreaded exploitation of consumers though neuroscience is 
possible. Though companies are equipped with experts and neuroscientists, proof that consumers 
can be utterly manipulated to like a brand they dislike, is currently non-existent. 

6.1.5 NeuroBranding – The New School
What are the arguments  and considerations  to regard neuromarketing as  representing a new school 
or paradigm in branding? 

As previously mentioned in the method chapter, the applied research of this thesis differs from the 
cataloging research of (Heding et al., 2009). Nevertheless, this thesis argues that the selected findings 
can be considered representative for a possible neuromarketing approach. It is with this  in mind that 
the arguments and considerations are compared to the earlier outlined brand management 
approaches. 

With regards to where the outlined approaches differs, neuromarketing stems from vary different 
scientific traditions, compared to the economical, the consumer-based and relational approach. 
Neuromarketing is predominantly grounded in scientific findings, though skeptics may question the 
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validity of these, as a result of the development stage of the field. Furthermore the field of brain scans 
is developing, ensuring revision of proposed theories and hypothesis. 

Aside from the earlier discussed differences between neuromarketing and the three outlined brand 
management approaches, this thesis  argues that neuromarketing brings substantial new insight to the 
field of consumer behavior, and consequently to how consumers operate in brand decisions settings. 
Currently, neuromarketing considers brands to literally be residing within the mind of the consumers, 
though deviating from the consumer-based approach, as the brand preference is presented in the 
emotional center, if held dearly for the consumer. 

Neuromarketing is utterly science-based, which means outside experts and technology must be 
deployed to study consumers. This may be a complication for many companies, as this is expensive. 
Yet, utilizing results from neuromarketing studies might ensure that every penny put forward to the 
construction and application of these studies matter, by reducing launch failure expenses.

The proposed criticism however, must be considered. Fundamentally, a more cohesive study to 
outline neuromarketing studies and theories may recommendable, before deeming it as suitable as 
framework for a new approach. Yet, as neuromarketing essentially set forth new information and 
methods that allow for closer inspection of consumers, and their preferences, neuromarketing brand 
management approach framework may eventually be constructed. One could argue that though the 
development of the emerging field of neuromarketing is not yet ripe to completely outline a new 
approach, yet the accumulated knowledge within neuromarketing may hereafter validate such an 
outlining more cohesively. Until then, neuromarketing is  likely to be confined to small independent 
research companies, aiding them in the construction of brand equity.

6.1.6 Modification or Development of New Approach
Overall question: Do findings  in consumer neuroscience and consumer psychology call for a 
modification of existing brand management approaches or the development of a new approach? 

According to Thomas Kuhn, as outlined by Heding et al. (2009), a paradigm shift is required when 
earlier believed truths are made obsolete by new information. Then, the question is if neuromarketing 
indeed renders parts of the outlined approaches obsolete. 

Throughout this chapter, similarities and differences with the existing schools have been outlined. In 
several cases, neuromarketing has offered explanations to the hypothesis already at the foundation of 
some of the outlined brand approaches. The relational approach suggests consumers can have 
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relationships with brands, and a familiar brand did spark emotional activity in a brain scan. The 
question ought therefore to be, when do the provided findings call for modification, while 
neuromarketing ceases to be additional methods to supplement the existing brand approaches, or as 
a whole disregard the current approaches, to become a framework in its own right. 

To answer whether neuromarketing can represent a coming paradigm or merely call for modification, 
timing may be the most crucial key to consider. Paradigms change occurring in cyclical patterns. First 
a stage is a normal period, with established. This stage is followed by a time of abnormalities and a 
stage with multiple paradigms that will ultimately lead to a revolutionary shift into a new normal period 
(Tollin & Carù, 2008).  

Neuromarketing is still in an early stage with the science largely derived from ad-hoc studies of various 
aspects of consumer behavior. Few general neuro-branding theories exist, much less a complete and 
scientifically founded brand management framework. 

Suggestively, it could be argued that with neuromarketing we are still identifying the abnormalities, and 
have just begun to construct new and multiple frameworks. This suggests that it may not be 
advantageous at the present stage of neuromarketing to devise a new neuromarketing brand 
management approach, as both technology and knowledge of the brain functions might need more 
considerations, before a general framework can be designed.

A cornerstone of neuromarketing is  the incorporation and study of irrationality apparent in consumers, 
which is not represented in any of the other approaches. These abnormalities are reflected in the 
decoy effect, the framing effect, the endowment effect, choice sets, choice architecture, and even the 
subliminal priming studies. The common denominator is  the focus and influence of relativity: value 
prediction, influenced by the relative proximity of options; preferences, influenced by the relative 
proximity of options; purchase behavior influenced by the overwhelming proximity of relative options. 

In time, when the field of neuromarketing is both technologically and knowledgably ripe to overcome 
the raised critics, it may call for a ‘relativity’ approach to brand management, which incorporates 
neuromarketing findings on human abnormalities and biases. 


The research aspect of neuromarketing will probably continue to supply existing approaches with 
additional methods to create brand equity, though EEG, fMRI or eye-tracking, and thus offers new 
insight with regard to consumer behavior. For now, existing approached might consider incorporating 
neuromarketing methods to compliment in brand equity building. 
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This thesis has offered evidence to the effect of advertisement in the form of subliminal priming; 
emphasized the presence of choice paralysis when overwhelmed by choice; a trust in defaults and 
how to counter it when designing the choice set; the liquidity of preferences and the use of relativity to 
predict value, and how it can be thrown irrationally by submitting an inferior option; outlined possible 
influences of emotions and loss aversion and consequently how expectation can ultimately improve 
the performance of a product; and finally that brand preference can trump sense. Yet, the criticisms 
and implications of neuromarketing ought to be taken into account. Neuromarketing relies on costly 
equipment. 

Neuromarketing could definitely be considered a current trend within marketing. Yet, as it allows us as 
marketers to modify and gain more insight, it is not a trend likely to disperse anytime soon. Eventually, 
it might initiate a framework shift. 

 

6.2 Neuromarketing: Building Brand Equity
All brand approaches seek to build brand equity. Brand equity can lead to loyal consumers, but 
fundamentally, brand equity is the intangible element, that might tip the scale for the consumer in a 
purchase decision.

The goal of any marketer is to first attract attention to the product or brand. Next to win the value 
evaluation process, and finally create a desirable experience for the consumer.  

If viewing the outlined decision-making model as outlined by Plassmann et al. (2012) as a brand value 
chain for building equity, the model can offer some considerations for marketing managers to 
acknowledge in order to both select brand elements, and practical positioning to highlight the brand 
to consumers. 

6.2.1 Barbie Neuro-Brand Equity
Previously, the separate neuromarketing findings have been applied to the case of Barbie in China; to 
offer specific managerial implications to apply for a neuromarketing based brand management 
approach. Arguably, Barbie could have benefitted from any of the outlined approaches in China, as 
long as it was applied before launch of the concept store.

Yet, if applying proposed neuromarketing brand management approach to Barbie as outlined in the 
brand management taxonomy, it offers the following general considerations for the Barbie brand 
manager. 
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The brand of Barbie is residing within the mind of consumers. This apprehension is  even more so true, 
as the brand was not familiar before the launch of the concept store. Furthermore, aiming to build 
equity and loyal consumers is a long-term goal. This implies constant evaluation of consumers’ 
response, to maintain a product pull effect. For Barbie, neuromarketing tools could have been utilized 
to establish what consumers thought and felt about the brand. Conducting an eye-tracking 
experiment within the store might have stressed the underlining problem of paralysis  in the face of 
abundant choice. Neuromarketing tools might have aided the brand managers to select which brand 
elements to market, and eventually reach the heart of consumers.

The reality is that with the thriving counterfeit markets of China; the difference between competing 
directly with counterfeits and elevating the field to make counterfeits obsolete to some extent is a 
question of branding and loyal consumers. Counterfeits will not cease to exist in China anytime soon, 
unless drastic legislative measures are taken, but the outlook for that is not promising. However if the 
brand is strong enough, then counterfeits  will only accommodate the consumers who might not have 
purchased the genuine product to begin with.

6.3 Experts Interviews
The following interviews are conducted with two individuals, who both have considerable years  of 
experience in the branding industry. The objective is to add a pragmatic aspect to the discussion of 
neuromarketing in branding. The theme of the interview was ”How do you see the role and use of 
neuromarketing in the field of branding in the future?”

Mads Bang Pedersen, CEO & Co-Founder, Brandstate:

When we select brand elements  for brand rejuvenation, the match is  important; the match between 
the consumers, and the company. It has  to be coherent, authentic and transparent. Especially the 
way the company wishes  to communicate with prospect consumers. Therefore, if neuromarketing can 
offer more, and deeper insight into consumer, then that is  only an advantage. I am aware that that it 
can also offer tools  for exploitation, but hopefully, this  can be regulated legislatively; e.g. in Denmark, 
marketing with scents  is  not legal. But there is  also a limit to trying to control the symbiosis  between 
marketer and consumer. Though control can limit exploitation, I still have the somewhat romantic 
notion that the consumer ought to have free choice of will, in addition to transparency in the decision 
process. The object is  to create a long-term relationship, with consumers, not merely trick them into 
buying.

Pia Leichter, Associate Creative Director, DigitasLBi:
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What neuroscience can bring to marketers  is  a deeper understanding of what motivates  people when 
making purchasing decisions by accessing ‘brain data’. 

For example, junk-food giant Frito-Lay hired…“a neuromarketing firm to look into how consumers 
respond to Cheetos, the top-selling brand of cheese puffs  in the United States. The EEG patterns 
indicated a sense of giddy subversion that consumers  enjoy over the messiness  of the product.” That 
data in hand, Frito-Lay moved ahead with ads  that encouraged consumers  to commit subversive acts 
with Cheetos, which performed very well  (Nobel, 2012).

Although neuromarketing may provide interesting insights  into consumer choices, it will not be the 
silver bullet that single-handedly increases  sales  based on neural activity readings. A rich grounding in 
culture, context, the brand and end-user and how these intersect will always  play a key role that big 
data cannot replace, but rather complement. 

6.4 Summary
Neuromarketing was outlined as stemming from consumer neuroscience and consumer psychology. 
The finds from the previously presented studies was translated into brand decision-making in a 
neuromarketing perspective. This  discussed finds etched the outlines of a neuromarketing brand 
management approach. The outlines suggested that neuromarketing considers the consumers to be 
brand owners, yet suggestively co-create brand value, as focus is on the research of consumer 
preference and attitude. The constructed brand perspective for the neuromarketing brand 
management approach was suggested considered as an emotion. This  founded in the Coke-Pepsi 
study. Consumers were suggested considered as irrational, yet predictive to some extent, as 
neuromarketing studies the bias of consumers. Thus the goal of the approach is simultaneously to 
study and program consumers. Moreover, it was discussed if modification or construction of a new 
brand management approach was necessary, based on the findings. The section discussed both the 
critique of the accuracy of neuromarketing, in addition to the prospect of exploitation consumers. 
Conclusively, two experts offered their opinion on neuromarketing in branding.
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7. CONCLUSION

Neuromarketing has generated considerable attention, both positive and negative. The search for 
consumers’ buy button has cause fear and questioned the ethics of trespassing into consumers’ 
mind and exploiting inherit bias in a marketing context. The positive voices have been thrilled over the 
new tool providing them with a detailed look under the hood of consumers. 

Stemming from consumer neuroscience and consumer psychology, neuromarketing can provide 
marketers with information unobtainable elsewhere. The outlined studies shed light over bias, and 
characteristics, which could be deployed in a branding strategy, as evident from the case of Barbie.  
Interestingly, Relativity seems to be a recurring theme. The presented studies indicate how relativity 
affects consumers, especially in the two first stages of the decision-making model. Concerning 
attention and representation, it could cause choice paralysis if too many options present, and even 
trigger goal-directed actions, when priming consumers in a certain direction. Prediction of value was 
also influenced by the relative options present. This was especially evident in the decoy effect. One 
might wonder if the inherited susceptibility to relativity is an adaptability feature in humans’ inbuilt 
survival strategy.  Finally, results proving that emotions are stronger than senses were outlined in the 
expectation bias. Thereby scientifically justifying markers strive for consumer loyalty. 

When comparing with the additional three brand management approaches, neuromarketing 
distinguish itself first and foremost in scientific traditions. Though the consumer-based approach 
shares a psychological perspective, neuromarketing posses the abilities to uncover information on a 
neural level. Furthermore when perceiving consumers as irrational, yet predictable, neuromarketing 
differs significantly. This implies a study and program approach into a possible neuromarketing brand 
management approach. 

Neuromarketing shows great potential. Accurate in-depth 
consumer information can reduce cost of failures in the 
long run, for companies. Though the initial cost of 
deploying brain scans and eye-tracking to obtain 
information may be costly; notwithstanding the outlined 
critique of the field. 
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The assumptions of neuromarketing differ prominently from the outlined brand management 
approaches, however I do not believe the field is yet holistically researched to devise a general 
approach at this time. The available neuromarketing studies are still somewhat scattered in research 
issues, in addition to our knowledge of the brain still limited. Studying a living brain is  still a fairly new 
science. Consequently, all brain research was limited to the areas we shared with animals (Saxe, 
2009). 

However, the field will develop further, and the development will eradicate some of the obvious point 
of critique. Namely the question of transferring limited studies to general constructs, and additionally, 
the accuracy of the studies conducted. 

If considering the earlier outlined notions of Thomas Kuhn’s paradigm shift, I would argue that 
neuromarketing is still in its emerging and conflicting phase, where various paradigms is devised to 
explain the complexity of reality. Therefore, I do not believe time is ripe to construct a general brand 
management approach. I do however; see great possibility in some of the outlined elements. In this I 
agree with my interviewed experts. Until we know more, neuromarketing can serve as additional 
methods, but effectively so.

Modification of the existing brand management schools may be necessary regardless. Even though 
neuromarketing is not yet pungent enough to create a construct. Nevertheless, reality is difficult to 
translate into a simplified model, without losing nuance, and though the presented brand approaches 
all present areas of important insight to value, I still consider them stringent in their approach.

7.1 Neuromarketing Marketers – Fortunetellers?
Regarding the dichotomies present in neuromarketing, further development of the field does pose 
new, and philosophical and ethical questions. 

If the field of neuromarketing becomes pungent, and marketers suddenly possess the tools to 
trespass into the mind of consumers, it would certainly raise serious considerations. However, I do not 
see this happening any time soon. I do not believe researcher will find the buy-button, anymore than 
they will find the love-button. Though I do regard neuromarketing research to be valid, I believe that 
caution is still a prerequisite. 

Essentially, if the tools are present, someone will probably use them to their advantage. Should 
consumers fear the uneven match of them on one side, and huge cooperation, with money and 
experts at their disposal on the other? I do not believe so.

I acknowledge that the tools  of neuromarketing is  in a gray area, and that some legislative guidelines 
may be needed to prevent exploitation of consumers, as emphasized by the interviewed expert. Yet, 
essentially, I regard e.g. the decoy effect as little different from using bright colors in a sale to gain 
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attention. I believe we can assume consumers to aware of their choices, and how they make them. In 
my opinion, though neuromarketing may provide some in-depth information, it will not make them 
fortunetellers of consumer behavior over night.  
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APPENDIX

Neuromarketing Tools
Usually the neurologic images are developed from a study involving the following tools: 
electroencephalography (EEG), magneto encephalography (MEG), positron emission tomography 
(PET) and the newest method: functional magnetic resonance imaging (fMRI) (Baars & Gage, 2010) 
(Zurawicki, 2010) (Fugate, 2007). In addition to the neuroimaging tools, neuromarketing furthermore 
capitalizes on eye-tracking studies. 

EEG
Electroencephalogram (EEG) is a record of the brain’s large-scale electrical activity, measured through 
the scalp or on the surface of the cortex. The electroencephalogram records the electrical fields 
created by the neurons, but not the neurons themselves. EEG is very sensitive temporally, as the 
electromagnetic waves proliferate instantaneously.

However, EEG is more sensitive to neurons close to the surface than to deeper neurons. Furthermore, 
EEG is recorded through layers of saturated tissue, and original electrical activity is diminished and 
distorted conductive properties and shape of intervening cells.

MEG
Magnetoencephalography (MEG) index the magnetic field produced by electrical activity in the brain. 
Compared with the EEG, the MEG is  not affected by tissue in its way. Furthermore the strength of the 
recorded magnetic field can estimate the depth of the location of the source within the brain. By 
comparison, the MEG has enhanced spatial accuracy and the high temporal resolution; however it 
cannot distinguish activity of cells  with certain orientations of the brain. Conducting a MEG demands a 
specialized room where interference from the earth magnetic field can be blocked. This is a constraint, 
which adds substantially to the cost of research.

fMRI
Where EEG and MEG measure brain activity relatively directly, other neuroimaging measures utilize 
indirect measures, and incorporate blood flow or regional oxygen level. Functional Magnetic 
Resonance Imaging (fMRI) is such a method (Baars and Gage (2010).

Subjects in an fMRI test would be connected to the device while viewing a sample product, 
advertising campaign etc. Based on the areas in the brain that light up as a result of the stimuli, 
marketers could gain a basis for assumption to determine the consumer’s attitude to the product, 
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founded on the subject’s own unconscious thought pattern (Fugate, 2007). From these results, 
marketers could gain an opportunity to tweak the product or advertisement further, to hit the target 
audience properly. 

Eye-Tracking
Eye-tracking offers results relating to both cognition and behavior. It can measure where the subject is 
looking or the motion of the eye, relative to the position of the head, and the dilation of the pupil 
(Zurawicki, 2010). Eye-tracking offers various tracking methods, but prominently, it allows for the 
researchers to establish when, how long, and how often the subject is looking at something

(Morin, 2011). Thus, researchers may conclude where exactly the person is looking at any moment 
and map the sequence of gazes (Zurawicki, 2010).
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