Table of contents

Preface

1. Essential terminology o fneuromarketing
J Bercik
Abstract
11 The briefhiscory ofneuromarkecing
12 The definition ofneuromarkecing
13 The importance ofneuromarkecing
14 The nervous syscem and che human brain
t5 The emotions
16 The memory
17 The senses
References

2. Interdisciplinary relations o fneuromarketing and neuropsychology

J Bercik

Abscracc

21 Incegracion of'sciencific disciplines
22 Incerdisciplinary relacions wich psychology
23 Incerdisciplinary relacions wich neuroscience
2.4 Incerdisciplinary relacions wich neuroeconomy
25 Incerdisciplinary relacions wich neuromanagement
2.6 Incerdisciplinary relacions wich sensory marketing
2.7 The benefits ofneuroscience
28 The prospecc o fneuromarkecing
References

Neuromarketing in food retailing

40
42
44
45
46
47
47
48



3. Ethical issues o fneuromarketing 51
M Petz and R. Haas
J\bstract 51
31 Some views abouc neuromarkecing 2
32 The broad scope o fneuromarkecing 54
33 Echical code o fneuromarketing %
3.4 Echical issues affeccing neuromarkecing %
References 74
J\ppendix: The NMSBJ\ Code ofEchics 79

4. Methods used in neuromarketing 8
J Bercik andJ Rybanskd
J\bstract F3]
41 Incroduction to neuromarketing methods 84
4.2 Mechods ofmeasuring brain signals 86
4.3 Mechods o f measuring biometrie signals a
4.4 Combining mulciple research methods into a single unit 97
References roo

5. Application o fneuromarketing in communication with the customer 103
B Borusiak, B. Pieranski, D. Brohm and N. Domurath
J\bstract 103
51 Nature and objeccives ofin-store communicacion 104
52 Classificacion ofche forms ofin-store communicacions 106
53 Retailer's marketing inscrumencs as forms o f communicacion 106
5.4 Visual merchandising cechniques 109
55 New trends in in-store communicacion 2
56 Web 2.0 and its possibilicies in communication wich che customer I3
57 Influencing online purchase decisions and how to handle che modem web 114
References 116

8 Neuromarketing in food retailing




6. Application o fneuromarketing in retailing and merchandising 119
L. Nagyovd, E. Horskd and.J Bercik

Abstract 119
6.1 Merchandising in retailing 120
6.2 Visual merchandising in retailing 124
63 Sensory merchandising in retailing 126
6.4 Application ofneuromarketing in visual merchandising 137
References 140
7. Application o fneuromarketing in visual merchandising in services 143
J Paluchovd, J Bercik and K Neomdniova
Abstract 143
71 Consumer and his/her senses in service marketing 144
72 Visual merchandising in services 148
73 Application ofneuromarketing in service 153
References 157
8. Future o fneuromarketing 159
L Loijens
Abstract 159
81 The neuro' part of neuromarketing 160
8.2 Ethical, methodological and financial issues in neuromarketing 162
83 Traditional marketing research methods are still valuable 164
8.4 New trends in marketing and technology 165
References 168

Neuromarketing in food retailing 9



	9789086863006_obsah_1
	9789086863006_obsah_2
	9789086863006_obsah_3

