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Lecture 1: Introduction to Neuromarketing  
Managing marketing investment risk 

- Essentially, marketing is shifting someone’s behaviour to your brand. 
- How do you know your advertisement will work, minimise risk, guarantee ROI 
- You need market research 

 
Marketing Research Methods: 

- Quantitative research: phone survey, mail, online 

-  

 
Hidden Decision-making Influences: 

- Flashing images 
- Music 
- implicit drivers of decision-making 

 
Consumer research limitations: 

- Reliability issues of consumer self-reports 
- As thought process occur largely beneath the surface influence decisions, awareness and 

ability to reflect may be limited. Self-reported influences on decisions may not reflect actual 
decision factors. 

-  
Alternative approach for gaining consumer insights: 

- Neuromarketing data: eye tracking 
- Bypassing all questions and looking solely at behaviours and how they react to stimulus 
- Benefits: 

- Not asking: objective viewpoint 
- Provide direct measure of consumer response to a stimulus 
- Acquired at time of exposure rather then post-hoc as in traditional measures where 

memory influence viewpoint 
- regard explicit consumer viewpoints as additional/secondary response 

 
Neuromarketing Toolkit: 

- Cognitive neuroscience: biological foundations of mental processes 



- Principles of thinking, sensation, perception, learning, memory, neuroanatomy, 
neurophysiology 

- Neuromarketing/ neuroeconomics theories 

-  

- What is reward, how do we put value on something? 
- Psychophysiology 

- Measurement of physiological process that reflect internal states (tools) 
- Heart rate, muscle tension, pupil dilation, eye-tracking, EEG, MEG, PET, fMRI 

 
Why neuromarketing now? Contemporary media issues 

- Media challenges marketers to seek greater connection with more specific audience, with greater 
efficiency and accountability 

- Happening now because we now have the tools and technology to support this that we didn't 10 
years ago 

- There weren't as much options back then, but with so much options now, they need to catch your 
attention the second you see the ad 

- Media control: consumers control exposure 
- Clutter: Message attention is low 
- Media fragmentation: Mass audience gone 
- Ad avoidance: Savvy consumers avoid ads 

 

 
Lecture 2A: Core ‘Neuro' Concepts 
Tono tono 

- Example of a specific type of Aphasia: a deficit in language production or comprehension 
- Broca's aphasia (language production impaired): stroke that damaged a part of the brain 
- Wernicke's aphasia (language comprehension & meaning impaired) 

 
 
The brain demonstrates regional specialisation: 



- Different area do different jobs 
- Aphasias demonstrate that brain regions can be specialised for particular kinds of processing to 

support specific behaviours 
- E.g. brain region producing speech is Broca and brain area understanding and producing meaning 

language (Wernicke) 
- Functional connected network: they are connected physically but whether they're being used or not 

depends on the function being perform and what brain regions are required 
- Neural networks support complex behaviour 

- Connections between specialised brain regions enable complex behaviour 
 
Nervous system components: 

- Central nervous system (CNS) - brain and spinal cord 
- The brain is for our survival purposes and thrive (+ reproduce) 

- Peripheral nervous system - includes somatic and autonomic nervous systems 
- Somatic nervous system connects brain and spinal cord with environment 

-  

- Sense: touch, smell, hear, sight, taste (+proprioception) 
- What makes up the nervous system? 

- Neurons:  
- cells specialised in sending, receiving, and converting electrochemical 

(electrical/chemical) signals 
- neurons are the basic information-processing unit of the nervous system 
- in the brain - generate ‘brain activity’ signals 
- 3 parts: 

- Dendrites: RECEIVE signal coming in 
- Body: generate an “all or none" electrical impulse 

- If enough signal, make a spike, if not enough, no spike not small 
spike 

- Axon: SEND off to next neuron 
- Connection between 2 neurons is chemical (there's a gap) and its chemical not 

electrical (Spike gets to the end, transform into chemical signal) 

-  

- Neurotransmitters: chemicals that carry neural impulses from one neuron to 
another (make neuron more likely - excitatory or less likely -inhibitory to fire) 

- Neurotransmitters support core behaviours 



-  

- Myelin sheath (fatty): signal jumps not flows through, making it move faster 
- Glia: cells that support neurons 

 
Gray matter/ White matter: 

- Cerebral cortex (means shell): a layer of gray matter folded around the outside of the brain 
- Gray color due to heavy concentration of neuron cell bodies that generate electrical signals 

‘brain activity' (brown - cell bodies - did the number crunching) 
- White matter: layer beneath the cortex made up of mostly axons (fatty - tails of axons) 

- Connections between different brain regions 

-  

- Why is the brain cringly? brain is folded to fit in more surface area so we have more number 
crunching cells 

 
Four lobes: 

 

 
 

- Regionalised procession: 



-  

- Signals travel front and the front part is what makes us humans, the part doing all the crunching 
(integrating outputs); The other hearing, seeing part is similar to other species 

- E.g. vision goes all the way to the back (simplistic - if the thing i'm looking at straight or 
curvy, the shade) -> as it moves to the front, more bits are put together to determine what 
object it is (a horse or a car or a ball) 

- Because regionalised functions 
- E.g. inferior temporal lobe linked with object categorisation hence damage to this area 

results in inability to recognise faces 
 
Subcortical regions: 

- Lie beneath the outer cortex, play critical role in regulating (consumer) behaviour - much of this 
beneath awareness 

- Key role in learning and regulating emotions/motivated behaviours 
- 4 Fs: feeling, feeding, fighting and … sexual behaviour 

- Reward processing 
- This explains why neuromarketing is important as people are regulated by this region unconsciously 

and hence they're cannot reflect or not aware of it 
 
Left side/ right side: 

- Left: high spatial frequency 
- Fine graining (if right-handed) - details 

- where most language learning happen 
- If left-handed: more equally spread out 

- Right: low spatial frequency 
- the big picture 

-  

1700s: Phrenology: deducing the existing of personality characteristics from features on the skull 


