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Professional Certificate in Neuroscience in Marketing Communication

Neuroscience Applications in Market Research

Affective Computing: A subfield of computer science that focuses on the development of systems and
devices that can recognize, interpret, process, and simulate human emotions. In market research, affective
computing can be used to measure consumers' emotional responses to marketing stimuli, providing
valuable insights into their decision-making processes.

Autonomic Nervous System: The part of the nervous system that controls involuntary actions, such as heart
rate, digestion, and respiration. The autonomic nervous system has two branches: the sympathetic nervous
system, which prepares the body for action, and the parasympathetic nervous system, which conserves
energy. In neuroscience applications in market research, measuring autonomic nervous system activity can
provide insights into consumers' emotional states.

Biometric Measures: Objective measures of physiological responses, such as heart rate, skin conductance,
and facial expressions. Biometric measures can provide insights into consumers' emotional states and
cognitive processes, making them a valuable tool in market research.

Central Nervous System: The part of the nervous system that includes the brain and spinal cord. The central
nervous system is responsible for processing sensory information, regulating body functions, and
controlling movement. In neuroscience applications in market research, measuring central nervous system
activity can provide insights into consumers' cognitive and emotional processes.

Cognitive Load: The amount of mental effort required to complete a task. High cognitive load can interfere
with consumers' ability to process marketing messages, making it essential to design marketing materials
that are easy to understand and process.

Decision-Making Process: The series of cognitive and emotional processes that consumers go through
when making a purchasing decision. Understanding the decision-making process is essential for developing
effective marketing strategies.

Electroencephalography (EEG): A non-invasive technique for measuring electrical activity in the brain. EEG
can provide insights into consumers' cognitive and emotional states, making it a valuable tool in market
research.
>
Event-Related Potentials (ERPs): A type of EEG signal that is time-locked to a specific event, such as the
presentation of a marketing stimulus. ERPs can provide insights into the cognitive and neural processes
underlying consumers' responses to marketing stimuli.
>
Facial Expression Analysis: A technique for measuring facial expressions to infer underlying emotions. Facial
expression analysis can provide valuable insights into consumers' emotional states and responses to
marketing stimuli.
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Functional Magnetic Resonance Imaging (fMRI): A non-invasive technique for measuring brain activity by
detecting changes in blood flow. FMRI can provide insights into consumers' cognitive and emotional
processes, making it a valuable tool in market research.

Galvanic Skin Response (GSR): A measure of the electrical conductance of the skin, which can provide
insights into autonomic nervous system activity and emotional arousal. GSR is a commonly used biometric
measure in market research.

Hedonic and Utilitarian Motivations: Hedonic motivations are related to pleasure and enjoyment, while
utilitarian motivations are related to functionality and practicality. Understanding the balance between
hedonic and utilitarian motivations is essential for developing effective marketing strategies.

Implicit Association Test (IAT): A technique for measuring implicit attitudes and biases by asking participants
to quickly associate words or images with different concepts. The IAT can provide insights into consumers'
unconscious attitudes and preferences, making it a valuable tool in market research.

Limbic System: A group of structures in the brain that are involved in emotional processing, motivation, and
memory. The limbic system includes the amygdala, hippocampus, and hypothalamus. In neuroscience
applications in market research, measuring limbic system activity can provide insights into consumers'
emotional states and motivations.

Marketing Communication: The use of communication channels to convey marketing messages to
consumers. Effective marketing communication requires an understanding of consumers' cognitive and
emotional processes.

Mirror Neurons: Neurons that fire both when an individual performs an action and when they observe
someone else performing the same action. Mirror neurons are involved in empathy and social cognition,
making them a relevant concept in neuroscience applications in market research.

Neuromarketing: The application of neuroscience principles and techniques to market research.
Neuromarketing aims to understand consumers' cognitive and emotional processes to develop more
effective marketing strategies.

Neuroplasticity: The brain's ability to change and adapt in response to experience. Neuroplasticity is an
essential concept in neuroscience applications in market research, as it highlights the potential for
marketing to influence consumers' cognitive and emotional processes.

Neurotransmitters: Chemicals that transmit signals between neurons. Different neurotransmitters are
involved in different cognitive and emotional processes, making them a relevant concept in neuroscience
applications in market research.

Optogenetics: A technique for controlling and observing neural activity using light. Optogenetics involves
genetically modifying neurons to express light-sensitive proteins, allowing researchers to manipulate neural
activity with precision.
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Pupillometry: A technique for measuring pupil size, which can provide insights into cognitive load, arousal,
and attention. Pupillometry is a commonly used biometric measure in market research.

Reward System: A group of structures in the brain that are involved in reward processing, including the
ventral striatum, nucleus accumbens, and prefrontal cortex. The reward system is involved in the experience
of pleasure and motivation, making it a relevant concept in neuroscience applications in market research.

Startle Reflex: A reflexive response to a sudden or unexpected stimulus, such as a loud noise. The startle
reflex can provide insights into autonomic nervous system activity and emotional arousal, making it a
valuable tool in market research.

System 1 and System 2 Thinking: System 1 thinking is fast, automatic, and unconscious, while system 2
thinking is slow, deliberate, and conscious. Understanding the balance between system 1 and system 2
thinking is essential for developing effective marketing strategies.

Usability Testing: A technique for evaluating the ease of use and user experience of a product or service.
Usability testing can provide valuable insights into consumers' cognitive and emotional processes, making it
a valuable tool in market research.

Visual Attention: The process of selectively attending to visual stimuli. Understanding visual attention is
essential for designing marketing materials that effectively capture consumers' attention.

Working Memory: The cognitive system responsible for temporarily holding and manipulating information.
Working memory is a limited resource, making it essential to design marketing materials that are easy to
process and remember.
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