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Нейроэкономика: 
Нейробиология принятия решений 
& нейромаркетинг 

Рынок в головах: нейромаркетинг 



Neuromarketing 
•  What is ‘neuromarketing’? (Lee et al., 2006) 

•   In business schools, marketing research is essentially about 
understanding, explaining, and predicting individual, group, and 
organizational behaviour relevant to markets. 

•  A buy button? Is there a danger that  brain imaging will be used in 
ways that infringe personal privacy to a totally unacceptable 
degree”  (Kennedy, 2004). 

•  Commercial brand and consumer behavior applications? 

•  It is about collaboration between neuroimaging and marketing 
researchers can advance our knowledge of many key areas 
pertaining not only to consumer choice, but how we interact, relate, 
and behave in the context of markets and organizations. 

•  It is a part of neuroeconomics. 



Assigning a value…  
•  Value	
  is	
  an	
  objec/ve	
  measure	
  e.g.122	
  $	
  	
  
•  But	
  real	
  values	
  subjec/ve:	
  
ü In	
  decision	
  theory,	
  u"lity	
  is	
  a	
  measure	
  of	
  the	
  
desirability	
  of	
  consequences	
  of	
  an	
  ac/on.	
  

ü Neuroeconomics	
  u/lity	
  is	
  a	
  subjec"ve	
  value	
  (real	
  
number)	
  –	
  the	
  averaged	
  firing	
  rate	
  (0,2,…1000	
  etc)	
  of	
  a	
  
popula/on	
  of	
  neurons	
  that	
  encodes	
  the	
  subjec/ve	
  
value	
  of	
  the	
  object.	
  It	
  predicts	
  choices.	
  When	
  
expected	
  u/lity	
  correctly	
  predicts	
  choices	
  it	
  is	
  
propor/onal	
  to	
  subjec/ve	
  u/lity	
  	
  

Subjective value = r (firing 
rate) =   ∑rn/n 



Anticipated gains and NAc 

Knutson et al 2005 



Shopping & Brain  
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***, product period; $$$, price period; ???, choice period; 

Product preference and NAc 



Neuromarketing Notes: 

•  Subcortical nucleus accumbens (NA) 
activated proportional to anticipated gain 
magnitude. 

•  Product preferences are encoded by the 
nucleus accumbens. 



Brands & Brain  



Erk at al, 2002 

Are true preferences coded in reward 
prediction areas? 



Erk at al, 2002 



•  NAc is activated by sports cars in contrast 
to other categories of cars.  

•  We could thus demonstrate that brands 
associated with wealth and social 
dominance elicit activation in reward-
related brain areas. 
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Advertisement  & Brain  





Stallen et all 2010 



Enthusiasts  

Hilke	
  Plassmann	
  	
  









Shestakova et al, in prep. 

ERP study of brand associations 



Neuro-marketing directions  
fMRI 
 

Expansive, bad time resolution  
 

EEG Bad spatial resolution  

MEG Expansive 

Gaze-tracking (including 
pupil dilation) 
Skin conductance 
response (SCR)  

Questionable specificity   

Optical imaging  New technology 



Center for  
Neuroeconomics and Cognitive studies 



Thank you for your attention! 


