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§   # Google hits “Neuromarketing”:         12 in 2000;   320.000 in 2010 

§   # Marketing Publications (articles, books etc.):    10 in 2000;      >2600 in 2010 

§   # Neuromarketing companies:      5 in 2000;        >150 in 2010 

  

 

 

History	
  of	
  Neuromarke)ng	
  

H. Plassmann et al. (2012) Journal of Consumer Psychology, 22: 18–36 



What would happen in this country if corporate marketers and political consultants could 
literally peer inside our brains, and chart the neural activity that leads to our selections in the 
supermarket and the voting booth? What if they then could trigger this neural activity by 
various means, so as to modify our behavior to serve their own ends?  
 
We Americans may find out sooner than we think. Orwellian is not too strong a term for this 
prospect. Yet this research is happening right now, conducted by neuroscience and marketing 
professors affiliated with some of this nations most prestigious universities, such as Harvard, 
Baylor, CalTech, Penn State and Emory. They are using medical technologies such as 
functional magnetic resonance imaging (fMRI) not to heal the sick but rather to probe the 
human psyche for the purpose of influencing it.   
 
This new field is called “neuromarketing,” and those involved are near-euphoric in the 
possibilities for the marketing industry. …  
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  The prospect of big corporations or political lobbyists enlisting brain science to 
manipulate consumer and voter behavior has inevitably raised concerns in some quarters: 
a watchdog agency founded by consumer advocate Ralph Nader, for instance, has asked 
the US government to investigate neuromarketing companies on public health grounds. 
But given the current state of the science, these worries seem premature. Cognitive 
science is not yet close to explaining or predicting human decision-making in the real 
world… 

 If the media hype is to be believed, then fMRI is being exploited by savvy consulting 
companies intent on finding 'the buy button in the brain', and is on the verge of creating 
advertising campaigns that we will be unable to resist. A more skeptical view of 
neuromarketing is that cognitive scientists, many of whom watched from the sidelines as 
their molecular colleagues got rich, are now jumping on the commercial bandwagon. 
According to this view, neuromarketing is little more than a new fad, exploited by 
scientists and marketing consultants to blind corporate clients with science. 
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  Editorial	
  

Nature Neuroscience  7, 683 (2004) 
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What	
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“This	
  Is	
  Your	
  Brain	
  on	
  Poli)cs”	
  



Neuroscien)sts	
  Respond…	
  
“As cognitive neuroscientists who use the same brain imaging technology, we know that it is 
not possible to definitively determine whether a person is anxious or feeling connected 
simply by looking at activity in a particular brain region. This is so because brain regions are 
typically engaged by many mental states, and thus a one-to-one mapping between a brain 
region and a mental state is not possible.” 
 
… 
  
“As cognitive neuroscientists, we are very excited about the potential use of brain imaging 
techniques to better understand the psychology of political decisions. But we are distressed 
by the publication of research in the press that has not undergone peer review, and that uses 
flawed reasoning to draw unfounded conclusions about topics as important as the 
presidential election.” 
 



“You	
  love	
  Your	
  iPhone.	
  Literally.	
  ”	
  



Neuroscien)sts	
  Respond	
  (Again)…	
  

“The kind of reasoning that Lindstrom uses is well known to be flawed, because 
there is rarely a one-to-one mapping between any brain region and a single mental 
state; insula activity could reflect one or more of several psychological processes. 
This same point was made by some of us regarding a similar Op-Ed piece in 2007.  
We are disappointed that the Times has published extravagant claims based on 
scientific data that have not been subjected to the standard scientific review 
process, especially considering how often its pages exhort policy makers to pay 
more attention to peer-reviewed scientific evidence and disregard specious claims.” 
 



“It is impossible for someone to lie,unless he thinks he 
knows the truth. Producing bullshit requires no such 
conviction.” 
 
“…bullshit is a greater enemy to the truth than lies are” 

“[P]ractitioners [of pseudoscience] may believe it to be 
science, just as witches and faith healers may truly 
believe they can call forth supernatural powers. What may 
begin as an honest error, however, has a way of evolving 
through almost imperceptible steps from self-delusion to 
fraud. The line between foolishness and fraud is thin.” 
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Neural	
  correlates	
  of	
  preferences	
  

Tom et al. (2007) Science 
Knutson et al. (2007) Neuron 

Harbaugh et al. (2007) Science 
Kable & Glimcher (2007) Nature Neuroscience 



Meta-­‐analysis	
  of	
  preference	
  signals	
  

Bartra et al. (2013) Neuroimage, 76: 412 



Preference Brain Activity 

??? 



Beware Reverse Inference! 



Does Ventral Striatum Activity 
Provide Strong Reverse Inference? 

Ariely & Berns (2010). Nat Rev Neuro 11: 284-292.  



MPFC Activity Predicts Choices 

Tusche, A. et al. (2010) J. Neurosci., 30: 8024-8031 



MPFC Activity Predicts Choices 

Tusche, A. et al. (2010) J. Neurosci., 30: 8024-8031 



Ventral Striatal Activity Predicts 
Future Cultural Popularity 

Berns & Moore (2011) Journal of Consumer Psychology 



MPFC Activity Predicts Ad Success 

Falk E et al. (2012) Psychological Science 23: 439-445 
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Global View of Neuromarketing 
Firms 



Is There An Issue Of Privacy? 



How Might Marketers Use Neuro? 

Ariely & Berns (2010). Nat Rev Neuro 11: 284-292.  



How Might Marketers Use Neuro? 



Ques)ons?	
  
Discussion?	
  


