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Research Trends , Problems and Prospects of Neuro-marketing
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Abstract; As a rapidly developed new interdisciplinary research field, neuro-marketing mainly centers on the
diversification, individuation and accurate exploration of consumers’ behavior and psychology from the brain
and neural level, and relevant remarkable achievements have been made in recent years. This paper aims to
explain the consumers’ cerebral activities from the neurobiological mechanism of the marketing. Based on
consumers’ brand attitude, promotion strategy, advertising cognition, purchase decision and individual char-
acteristics, the latest research trends of neuro-marketing in consumer behavior research and application are
comprehensively combed, then current problems are discussed and refined. Finally the prospects of neuro-
marketing are put forward from the following five aspects, such as sensory neuro-marketing, green neuro-
marketing, corporate social responsibility, marketing communication and brand management, consumer indi-

viduality and protection marketing.

Key words : neuro-marketing ; neuroscience; consumers’ behavior and psychology
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