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Chapter 3: Contemporary marketing research
Journal article 1: Hsu, M. (2017). Neuromarketing: Inside the mind of the consumer. California Management Review, 59(4), 5–22.
URL: https://journals.sagepub.com/doi/10.1177/0008125617720208
Abstract
Managers today are under tremendous pressure to uncover factors driving customers’ attitudes and behaviour. Unfortunately, traditional methods suffer from well-known limitations and have remained largely unchanged since their introduction decades ago. As a result, there is growing interest in brain-based approaches that may enable managers to directly probe customers’ underlying thoughts, feelings and intentions. This article provides practical guidance to managers on using these tools, focussing on two distinct uses: validation of existing insights and generation of novel insights. Throughout, we emphasise that managers should see traditional and brain-based approaches as complements, rather than substitutes, in understanding customers.

Journal Article 2: Bang, J., Youn, S., Rowean, J., Jennings, M., & Austin, J. (2018). Motivations for and outcomes of participating in research online communities. International Journal of Market Research, 60(3), 238–256.
URL: https://journals.sagepub.com/doi/abs/10.1177/1470785317744110?journalCode=mrea
Abstract
This study examined consumers’ motivations for participating in market research online communities (MROCs) and an integrative role of community identification in explaining its motivational antecedents and consequences. Online survey data (n = 1,461) were collected from various company-sponsored MROCs, which were run by a leading online community service provider in the United States. The findings showed that several motivations underlying MROC participation had an influence on members’ sense of identification with MROCs. Furthermore, members’ identification with MROCs was found to contribute to enhancing their feeling heard by the sponsoring company, which in turn affected their intention to continually participate in communities and trust in the sponsoring company’s brand. Theoretical and managerial implications were discussed in relation to the value that listening to consumers has for market research.

Journal Article 3: Zaltman, G., Olson, J., and Forr, J. (2015). Toward a new marketing science for hospitality managers. Cornell Hospitality Quarterly, 56(4), 337–344.
URL: https://journals.sagepub.com/doi/abs/10.1177/1938965515599841?journalCode=cqxb
Abstract
A new marketing science (NMS) is proposed that can dramatically improve a firm’s marketplace performance. The NMS challenges managers to dare to think and act differently. It generates deep insights into the thoughts and actions of both customers and managers and how the two mind-sets interact. As several examples illustrate, it departs from the ‘old’ marketing science by its emphasis on imagination, knowing how and why a practice works, understanding the total customer experience and focus on effectiveness over efficiency. The NMS is grounded in principles from the behavioural sciences and humanities such as the importance of the unconscious mind, the way mental frames serve as interpretative lenses, the centrality of emotions, the reconstructive nature of memory and the importance of metaphor for learning about and influencing choices.
