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Outcome Feedback on Choice using Neuroscientific Techniques John Dickhaut, University of Minnesota  Consumers face risky

choices in a variety of settings, from purchasing financial securities to deciding on whether or not to purchase an extended warranty

for a new car. We examine differences in the neural mechanisms that may occur in the evaluation of risky outcomes in the presence

and absence of performance feedback. Employing behavioral and neuroscientific measures, we not only observe differences in

performance quality but also observe differences in emotional response, depending on the presence and absence of feedback.   2. The

Neuroscience of Trust  Kevin McCabe, George Mason University  Two settings in which consumers may employ trust are examined.

In interpersonal exchanges in which the other player in the marketplace is known, the nature of brain activity is substantially different

relative to exchanges with marketplace institutions (such as brand names). It appears that the anticipation associated with consuming a

branded product may yield a different type of arousal as opposed to the system that has evolved to monitor inter-personal
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Akshay Rao, University of Minnesota The decoy effect is a long-standing empirical observation of a violation of the regularity

principle. According to this effect, the choice share of elements in a two-element choice set change upon the introduction of a third,
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SPECIAL SESSION SUMMARY

What’s On Your Mind? Neuroscientific Approaches to Studying Consumer Choice
William Hedgcock, University of Minnesota

Akshay Rao, University of Minnesota

SESSION OVERVIEW
Consumers routinely make choices between multiple alterna-

tives. There is a long tradition of research in several disciplines (i.e.
Economics, Psychology, and Marketing) that provides normative
and descriptive insight into how consumers should and do make
theses choices. Notably, the emergent literature on choice has
veered away from standard expected utility theory and its associ-
ated axioms based on numerous observed violations of the predic-
tions of the theory as well as the axioms. For instance, Prospect
theory has now become the received view in much of marketing
research on consumer choice.

Our session was designed to address a set of issues that derives
from this perspective. Decision-making is a complex process that
can involve emotional as well as computational elements. In
particular, the assessment of risk, the making of tradeoffs, the role
of social cognitive strategies, arousal due to anticipation and other
aspects of a decision may play a role in the observed violations of
expected utility theory, and are difficult to assess using traditional
methods. The session featured three presentations that employ
multiple methods including sophisticated functional imaging tech-
niques to examine the processes employed by subjects as they are
exposed to choice tasks.

The session accomplished three objectives: we provided in-
sight into theoretical issues, particularly the role of emotion/arousal
on decision-making; we highlighted the role of functional imaging
and associated techniques that are quickly becoming important
techniques to study brain processing; and we informed practitioners
and public policy makers about how consumer choice is demonstra-
bly contextual and labile, thus suggesting that extreme caution be
employed in making generalizations about how consumers respond
to choice sets.

ABSTRACTS

“Inferring the Role of Outcome Feedback on Choice using
Neuroscientific Techniques”

John Dickhaut, University of Minnesota
Consumers face risky choices in a variety of settings, from

purchasing financial securities to deciding on whether or not to
purchase an extended warranty for a new car. We examine differ-
ences in the neural mechanisms that may occur in the evaluation of
risky outcomes in the presence and absence of performance feed-
back. Employing behavioral and neuroscientific measures, we not
only observe differences in performance quality but also observe
differences in emotional response, depending on the presence and
absence of feedback.

 “The Neuroscience of Trust”
Kevin McCabe, George Mason University

Two settings in which consumers may employ trust are exam-
ined. In interpersonal exchanges in which the other player in the
marketplace is known, the nature of brain activity is substantially
different relative to exchanges with marketplace institutions (such
as brand names). It appears that the anticipation associated with
consuming a branded product may yield a different type of arousal
as opposed to the system that has evolved to monitor inter-personal
relationships.

“Brain Activation: Shedding Light on the Decoy Effect”
William Hedgcock, University of Minnesota

Akshay Rao, University of Minnesota
The decoy effect is a long-standing empirical observation of a

violation of the regularity principle. According to this effect, the
choice share of elements in a two-element choice set change upon
the introduction of a third, irrelevant alternative. We observe and
predict (based on behavioral as well as functional imaging studies)
that the decoy effect occurs because trade-offs (between the origi-
nal two elements) elicit negative emotion and the presence of the
decoy makes the decision task easier and less laden with negative
emotion.


