M Publishing Progressive Academic Research Since 1988

Applying Neuroscience
to Business Practice

Part of the Advances in Business Strategy and Competitive Advantage Book Series

. . . B , Applying Neuroscience
Manuel Alonso Dos Santos (Universidad Catdlica de la Santisima Concepcion, Chile) to Business Practice

Description:

Neuroscience is a multidisciplinary research area that evaluates the structural and
organizational function of the nervous system. When applied to business practices, it
is possible to investigate how consumers, managers, and marketers makes decisions
and how their emotions may play a role in those decisions.

Applying Neuroscience to Business Practice provides theoretical frameworks and
current empirical research in the field. Highlights scientific studies and real-world
applications on how neuroscience is being utilized in business practices and
marketing strategies to benefit organizations, as well as emergent business and
management techniques being developed from this research.

Readers:

This book is a pivotal reference source for researchers, managers, and students.

ISBN: 9781522510284 Release Date: November, 2016 Copyright: 2017 Pages: 279

Topics Covered:

e  Consumer Reactions e  Facial Coding

. Customer Temperament . Neuromarketing

. Emotional Connections . Television Advertisements

. Experiential Marketing
Hardcover + E-Access +
Free E-Access: Free Hardcover:
$200.00 $200.00

Order Information |
Phone: 717-533-8845 x100 1Gl=sSs|
Toll Free: 1-866-342-6657 DISSEMINATOR oF KNOWLEDGE
Fax: 717-533-8661 or 717-533-7115

Online Bookstore: www.igi-global.com




Table of Contents

Foreword
Preface
Acknowledgment

Section 1

INTRODUCTION TO NEROMARKETING: TECHNIQUES AND
STATE-OF-THE-ART

Chapter 1

Assessing consumer reactions with neuroscientific measurements
Christopher Rumpf, German Sport University Cologne - Institute of
Sport Economics and Sport Management, Germany

Christoph Breuer, German Sport University Cologne - Institute of Sport
Economics and Sport Management, Germany

Chapter 2
Neuromarketing step by step: Based on scientific publications
Erick Valencia, CICRET EA, Colombia

Chapter 3
Neuromarketing perspective of consumer choice
Salim Lahmiri, ESCA School of Management, Morocco

Chapter 4

Experiential marketing: Searching for emotional connection with
consumers in POS

Barbara Aucejo Devis, Emotion Research Lab, Spain

Chapter 5

Mastering cognitive neuroscience and social neuroscience perspective
in the information age

Kijpokin Kasemsap, Suan Sunandha Rajabhat University, Thailand

Section 2
SECTORIAL APPLICATIONS

Chapter 6

Neuroscience applications in financial markets: A practitioner’s
perspective

Alessia Falsarone, PineBridge Investments, United States of America

Chapter 7

Interaction between the emotional and rational aspects in consumer
buying process for typical food products of Italy

Luisa Sturiale, DICAR - University of Catania, Italy

Alessandro Scuderi, Di3A University of Catania, Italy

Chapter 8

Marketing Meets Neuroscience, Useful Insights for Gender Subgroups
During the Observation of TV Ads

Patrizia Cherubino, IULM University & BrainSigns srl, Italy
Giulia Cartocci, Sapienza University, ltaly

Arianna Trettel, BrainSigns srl, Italy

Dario Rossi, Sapienza University, Italy

Enrica Modica, Sapienza University, Italy

Anton Giulio Maglione, Sapienza University, Italy

Marco Mancini, BrainSigns srl, ltaly

Gianluca Di Flumeri, Sapienza University, Italy

Fabio Babiloni, BrainSigns srl & Sapienza University, Italy

Chapter 9

How is the personality of Facebook Customers?: Cloninger's
psychobiological model of temperament as a predictor of SNSs.
Juan Jose Delgado, London School of Business & Finance, England

Section 3
THE MARKET OF EMOTIONS

Chapter 10

Neuroscience Applications on the Assessments of TV Ads
Tuna Cakar, Acibadem University, Turkey

Kaan Gez, Anatolian University, Turkey

Chapter 11

Neuromarketing from the Perspective of Advertising Professionals: A
Battle between Creatives and Strategic Planners

Ugur Bakir, Ege University, Turkey

Muge Elden, Ege University, Turkey

Erdem Gecit, Izmir Katip Celebi University, Turkey

Compilation of References
About the Contributors

Index



