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While psychology is undergoing an immense shift towards the use of neuroscientific methods such as functional magnetic resonance

imaging (fMRI), the application of these techniques so far has received only little attention in marketing and consumer research. The

authors seek to address this gap by (1) examining the nature of consumer neuroscience, (2) discussing ways in which neuroscientific

methods can be used in marketing and consumer research, and (3) illustrating the proposed procedures with empirical data. The aim is

to enhance marketing researchers’ understanding of neuroscientific methods and assist them in their efforts of validly measuring

affective and cognitive processes.
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EXTENDED ABSTRACT
Advances in brain imaging have made it possible for research-

ers to enhance their knowledge about how the brain functions.
Recently developed forms of neuroimaging, such as functional
magnetic resonance imaging (fMRI), allow for a direct measure-
ment and localization of brain activations. In some respect, fMRI
may be considered superior to more traditional measurement ap-
proaches, such as questionnaire surveys, in that it promises: (1) the
ability to provide confirmatory evidence about the existence of an
intrapersonal phenomenon; (2) the generation of a more fundamen-
tal conceptualization and understanding of underlying processes;
and (3) the refinement of existing conceptualizations of various
phenomena.

Although the use of neuroscientific methods has a long history
within the social sciences, e.g. in the discipline of neuropsychology,
applications in the field of consumer neuroscience are still rela-
tively scarce. While consumer neuroscience–also referred to as
neuromarketing–has excited growing interest in recent times, both
in the business practice and as a focal point of academic research,
its use is still far from being wide-spread among marketing and
consumer behavior scholars. A possible diffusion barrier may be
that familiarity with neuroscientific methods in the consumer
behavior area is low, making it difficult for most researchers to
properly evaluate its use. Exacerbating this problem of limited
familiarity, existing applications of neuroimaging in the consumer
behavior area have used the technique inconsistently and, at times,
inappropriately.

The purpose of our research is to provide insights into the field
of fMRI, which is the most frequently-used neuroscientific method-
ology in marketing and consumer research in past years. We will
focus on the advantages it provides and the problems it faces.
Moreover, we will suggest guidelines for how to implement fMRI
in marketing and consumer research.
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