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Chapter 4: Neuromarketing
Journal article 1: Hsu, M. (2017). Neuromarketing: Inside the mind of the consumer. California Management Review, 59(4), 5–22.
Explanation: Given the shortcomings of the traditional methods to unpack issues around customers’ attitudes and behaviour, this article offers practical guidance to managers on using the use of brain-based methods, focusing on two distinct uses: validation of existing insights and generation of novel insights. Overall, it indicates that traditional and brain-based approaches should be considered complementary.

Journal article 2: Baldo, D., Parikh, H., Piu, Y., & Müller, K. M. (2015). Brain waves predict success of new fashion products: A practical application for the footwear retailing industry. Journal of Creating Value, 1(1), 61–71.
Explanation: This article involves the use of brain data to forecast product performance and discuss the importance of pre-market forecasting in the footwear retailing industry. The approach adopted greatly improves brand image and introduces significant value for organisations, shareholders and consumers.

Journal article 3: Boksem, M. A., & Smidts, A. (2015). Brain responses to movie trailers predict individual preferences for movies and their population-wide commercial success. Journal of Marketing Research, 52(4), 482–492.
Explanation: The authors of this article obtain both stated preference measures and neural measures (electroencephalography; EEG) in response to advertisements for commercially released movies (i.e., movie trailers) to investigate their potential to offer insight into participants' individual preferences as well as movie sales in the general population. The results indicate that EEG measures, beyond stated preference measures, provide unique information regarding individual and population-wide preference
