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Abstract:

Neuromarketing techniques provide valuable insights regarding consumer’s
subconscious decision-making experience. However, there are traditional
methods well-favoured for its ability to explain consumer’s conscious trade-
offs known as conjoint analysis. Although the two methods differ greatly, both
possess qualities that benefits and limits researchers the entire duration of a
study. Therefore, comparison of the methods could provide opportunities for
improvement. Recently, integration of neuromarketing techniques and conjoint
analysis are utilized under one study simultaneously and resulted in a more
holistic understanding of a controlled situation. Further analysis on
neuromarketing techniques, conjoint analysis, and dual method may enlighten
researchers on an effective and efficient alternative of data collection to obtain
higher quality of information. This mini review articulate characteristics of
both methods and identifies significance of a dual method in research efforts.
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Introduction

Neuromarketing has since been the field of choice for various marketers to not only gain
knowledge on; consumers’ perceived value (Eser, Isin, and Tolon, 2011) and cognitive triggers
(Alsharif et. al., 2020) on a brand or product from different stimuli, additionally, the knowledge
is further enhanced with the use of technological advancements which provides additional
depth to the current understanding and opened new possibilities within the neuromarketing
field (Alsharif et al, 2021). The goal of neuromarketing is to understand the initial efforts
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needed to create an internal push for consumers’ recognition of stimuli by triggering the brain
cortex (Chow et al., 2018) that analyses emotional and psychological input (Lee et al., 2017)
which then translates into quantifiable measurements such as the identification of the exact
point of cognitive interest, the interest towards stimuli based on the frequency and duration line
of vision and the visualization of the brain activity during exposure to stimuli. These
discoveries are made possible with scientific applications such as electroencephalogram
(EEG), eye tracking, fMRI and the equivalent. Due to the output presented by these
technologies, marketers are able to obtain clear and specific results, further increasing the
quality of the knowledge and future decisions.

However, would these advancements lead to the obsoletion of previous methods that is
arguably one of the preferred methods in the marketing research field known as conjoint
analysis? The conjoint analysis methodology allows marketers to understand the factors which
are able to influence the decision-making process by introducing different products within a
similar group and introduce different attributes for consumers to choose. This method is
favoured for its ability to indicate the perceived value of consumers towards a product based
on the sequential importance of each presented attribute. Therefore, reviewing both methods
will identify the effectivity of the applications which are conjoint analysis and the
neuromarketing tools in expanding the grasp of the marketing knowledge.

Conjoint Analysis

The conjoint analysis method has been used in many different fields of study such as medicine
(Ozdemir et al., 2021), market research (Grubor and Djokic, 2016), and general marketing by
assigning value to each measured attribute known as partworth utility. The concept of this
method is to provide a guide for marketers to efficiently assign resources towards the marketing
mix of a product or brand, ensuring sufficient return on investment. Although this method has
a rising popularity for its benefits, there are still limitations that deter marketers to employ this
methodological research.

Benefits and Limitations of Conjoint Analysis

In Table 1, it is explained that the conjoint method is often preferred by researchers due to cost-
effective and ease of distribution (Wang et al., 2016), invaluable insight (Grubor and Djokic,
2016; Boatwright and Stamps, 1988) and versatility (Ozdemir et al., 2021) of the method which
assist most marketers to understand their consumer market and making informed decision in
constructing their marketing strategies. The conjoint analysis is foremost a quantitative method
that encourages active participation from respondents as it involves personalized perceptions
and beliefs which reflects or differs from one another. Consequently, brands are able to benefit
from the utilization of conjoint analysis as has been done by Apple whereby conjoint analysis
method was used to provide valuation of a patent infringement case against Samsung
amounting to more than two billion dollars; further investigation were conducted and found
that it is plausible to utilize this method in the court of law, it is also deemed to be manipulative
and irrational, both in the standpoint of the law as well as the business valuation of the issue
(Chao and Donovan, 2021; Sidak and Skog, 2015). This highlights that although the method is
helpful and used by most, limitations can be identified. Generally, the issue with this method
lies in its method structure whereby increased complexity (Martini and Olmastrani, 2021) will
both complicate the process as well as the engagement and comprehension of respondents
towards the questionnaire (Bansak et al., 2018, 2021). Table 2 summarizes the general
limitations of the method shared throughout the research community. This implies that
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improvements can be made or integrations leading to the effective utilization of the conjoint
analysis method.

Neuromarketing Techniques

The neuromarketing field is not only novel in the integration of neurosciences, psychology,
and marketing, but also introduced new and complex neuro-linked tools that is able to identify
and observe consumer internal and subtle responses towards marketing stimuli. Some of the
most used tools includes the eye-tracking tool, electroencephalogram (EEG), fMRI and
although the method is helpful and used by most, limitations can be identified.

Benefits and Limitations of Neuromarketing Techniques

Generally, the issue with this method lies in its method structure whereby increased complexity
(Martini and Olmastrani, 2021) will both complicate the process as well as the engagement and
comprehension of respondents towards the questionnaire (Bansak et al., 2018, 2021). Table 2
summarizes the general limitations of the method shared throughout the research P300. These
tools are connected to respondents to capture brain waves and eye placements during the
showcasing of advertisements to identify which stimuli or feature best stimulate the
respondent’s cognitive and effective receptors. This is made possible due to technological
advancements especially in the neurology department which brought way to how people can
understand and perceive visual data based on the sensory activities. Table 3 provides some of
the benefits and contributions the neuromarketing technique introduced. Collectively, it is
believed that neuromarketing techniques are fair and unbiased as it is free from the societal
pressure (Li et al, 2018; as cited by Sung et al., 2019), detailed and isolated findings on hidden
cues (Lee et al., 2017; as cited by Sung et al., 2019), and materializing internal buying decision
processes of consumers (Pozharliev et al., 2015; as cited by Sung et al., 2019). These benefits
were highlighted after each research which uses neuromarketing tools are completed. The
scientific contribution of these techniques paved the way for a better understanding on
consumer’s perception and responses towards marketing stimuli.

However, neuromarketing is still considered young and growing societal pressures force
researchers to improve and ensure the security of both the respondents and accumulated
knowledge from malicious threats. The implication of neuromarketing to marketing research
allowed higher and deeper volume and knowledge in understanding consumers’ perception of
marketing efforts. Research which intends to use neuromarketing techniques are often
qualitative in nature as the process is lengthy and availability of collection is slow. Table 4
indicates the current issues of neuromarketing techniques which are the current standard
volume of respondents in one study (Michael et al., 2019), superficial forecast as results does
not take into account the entire buying process within the consumer’s journey as considerations
of personal constraints such as consumers with diabetes are attracted to high fructose foods
which indicates higher cognitive stimulation by sugary foods but these consumers would not
purchase the item under the pretense of a diabetic ailment (Booth and Freeman, 2014;
Ruanguttamanun, 2014), as well as the cost and ethicality of the neuromarketing techniques
(Ruanguttamanun, 2014; Sung et al., 2019). These limitations could be detrimental to the
quality of future findings if left to its current state.

Dual Method
It is imperative that the benefits and limitations are highlighted to understand that similar
evaluations for both methods will not provide a definite answer to which method is more
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effective and efficient. It is clarified earlier that the concern was, if with the introduction of
neuromarketing tools will push the conjoint analysis method to obsoletion. Therefore, it can be
understood that each method brings their own input towards the understanding of the marketing
field as such that the conjoint analysis provides conscious perception of consumers towards the
product or brand (Wang et al., 2016), while neuromarketing tools such as fMRI and eye-
tracking provides a definite indication of attention and cognitive stimulation towards the
stimuli (Alsharif et al., 2020). Due to this, discrimination between the two methods will not
suffice, contrarily, evaluating both methods’ benefits and limitations expressed that unification
of the two balances the limitation.

Recently, there are emergence of studies which employ a dual method whereby the conjoint
analysis method compliments the findings from an fMRI or eye-tracking tool and vice versa;
compensating the limitations of both methods. This indicates that the marketing field is slowly
accommodating ambiguities which are common when connecting the influence of marketing
stimuli in generating sales. Before the introduction of neuromarketing, traditional approaches
were able to prove hypotheses regarding the use of stimuli to the perception of the consumers.
Over the years, considerations of external influences and internal bias requires a more distinct
and absolute way of reflecting actual responses to stimuli. Neurosciences provide the needs of
these issue and subsequently introduced new subfields throughout multiple areas. The increase
of neuro-technological tools contributes to vast knowledge gain which proves to be a beneficial
investment for any marketer (Sung et al., 2019).

The pattern of outcomes that can be seen from these dual method researches are the differences
of findings from the two methods. The conscious and subconscious evaluation of 20 different
wines showed that there are stark discrepancies from the perceived value of the wine to the
cognitive responses for each wine (Robertson et al., 2021). Another found that attention
grabbing advertisements are not sufficient in promoting buying behaviors, instead it showed
the opposite of what was perceived and the actual behavior towards purchasing the product
(Gomez-Carmona et al., 2021). However, it can be argued that this phenomenon occurs due to
the concept of the liquor industry whereby purchases are not made based of superficial
identification. This could also be related to the instance whereby cognitive and affective
responses of diabetic patients towards unhealthy foods are higher despite the actual buying
decisions made by the segment. Therefore, implementation of the conjoint method contributes
to the actual decision-making process undergone as it investigates consumers’ needs and wants.
The utilization of the dual method will be great investment for future marketers in
understanding consumers in a holistic view to be able to meet their expectations.

Conclusion

New advancements have opened a path to a wider understanding of the behaviors as well as
the attitudes of the consumers in their buying decisions. Utilizing the necessary tools such as
the conjoint analysis method and neuromarketing tools has the potential to help marketers to
adapt to the rapid changing markets as conjoint analysis is able to portray the conscious
perceived value of consumers towards purchasing decisions (Wang et al., 2016) and
neuromarketing tool assists in attracting and retaining interest of consumers towards the
product or brand (Alsharif et al., 2020). The two methods inherently balance each limitation
by filling missing links from the other such as the internal thought process of conjoint analysis
to the known initial trigger of considerations through neuromarketing tools. New researches
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and reviews on the dual method technique encapsulate the need and merit of employing the
method to both marketers and the overall marketing field.

References

Alsharif, A. H., Salleh, N. Z. M., & Baharun, R. (2021). To better understand the role of
emotional processes in decision-making. International Journal of Academic Research
in Economics and Management Sciences, 10(2), 49-67.

Alsharif, A., Salleh, N., Baharun, R., & Safaei, M. (2020). Neuromarketing Approach: An
Overview And Future Research Directions. Journal of Theoretical and Applied
Information Technology, 98(7), 991-1001.

Bansak, K., Hainmueller, J., Hopkins, D. J., & Yamamoto, T. (2018). The number of choice
tasks and survey satisficing in conjoint experiments. Political Analysis, 26(1), 112-1109.

Bansak, K., Hainmueller, J., Hopkins, D. J., & Yamamoto, T. (2021). Beyond the breaking
point? Survey satisficing in conjoint experiments. Political Science Research and
Methods, 9(1), 53-71.

Boatwright, E. W., & Stamps, M. B. (1988). Employers' importance ratings of student
characteristics: A conjoint analysis approach. Journal of marketing education, 10(2),
74-78.

Booth, D. A., & Freeman, R. P. (2014). Mind-reading versus neuromarketing: how does a
product make an impact on the consumer?. Journal of Consumer Marketing, 31(3), 177-
189.

Chao, B., & Donovan, S. (2021). Does Conjoint Analysis Reliably Value Patents?. American
Business Law Journal, 58(2), 225-269.

Chow, Y., Masiak, J., Mikotajewska, E., Mikotajewski, D., Wojcik, G. M., Wallace, B., . . .
Olajossy, M. (2018). Limbic brain structures and burnout- A systematic review.
Advances in medical sciences, 63(1), 192-198.

Dursun, M., & Goker, N. (2019). A 2-tuple integrated DEA-based approach for
neuromarketing technology evaluation. Kybernetes, 48(5), 949-966.

Eser, Z., Isin, F. B., & Tolon, M. (2011). Perceptions of marketing academics, neurologists,
and marketing professionals about neuromarketing. Journal of marketing management,
27(7-8), 854-868.

Gbémez-Carmona, D., Cruces-Montes, S., Marin-Duefias, P. P., Serrano-Dominguez, C.,
Paramio, A., & Garcia, A. Z. (2021). Do You See It Clearly? The Effect of Packaging
and Label Format on Google Ads. Journal of Theoretical and Applied Electronic
Commerce Research, 16(5), 1648-1666.

Grubor, A., & Djokic, N. (2016). Organic food consumer profile in the Republic of Serbia.
British Food Journal, 118(1), 164-182.

Lee, E. J., Kim, D. H., & Choi, H. A. (2017). Putting faces to sustainability marketing—an
fMRI investigation of affective persuasion. Journal of Korean Marketing Association,
32(4), 43-56.

Lee, E.-J. and Yun, J.H. (2017), “Moral incompetency under time constraint”. Journal of
Business Research, 99(12), 438-445.

Li, S., Walters, G., Packer, J. and Scott, N. (2018a), “A comparative analysis of self-report and
psychophysiological measures of emotion in the context of tourism advertising”.
Journal of Travel Research, 57(8), 1078-1092.

Li, S., Walters, G., Packer, J. and Scott, N. (2018b), “Using skin conductance and facial
electromyography to measure emotional responses to tourism advertising”. Current
Issues in Tourism, 21(15), 1761-1783.

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved

155



Journal of Information System
and Technology Management JISTM

EISSN: 0128-1666

Volume 7 Issue 27 (September 2022) PP. 151-156
DOI: 10.35631/JISTM.727012

Martini, S., & Olmastroni, F. (2021). From the lab to the poll: The use of survey experiments
in political research. Italian Political Science Review/Rivista Italiana di Scienza
Politica, 51(2), 231-249.

Michael, I., Ramsoy, T., Stephens, M., & Kaotsi, F. (2019). A study of unconscious emotional
and cognitive responses to tourism images using a neuroscience method. Journal of
Islamic Marketing, 10(2), 543-564.

Ozdemir, S., Lee, J. J., Chaudhry, 1., & Ocampo, R. R. Q. (2021). A Systematic Review of
Discrete Choice Experiments and Conjoint Analysis on Genetic Testing. The Patient-
Patient-Centered Outcomes Research, 1-16.

Pozharliev, R., Verbeke, W.J.M.1., Van Strien, J.W. and Bagozzi, R.P. (2015), “Merely being
with you increases my attention to luxury products: using EEG to understand
consumers’ emotional experience with luxury branded products”. Journal of Marketing
Research, 52(4), pp. 546-558

Robertson, J., Ferreira, C., Reyneke, M., & Rosenstein, D. (2021). | think I like this: assessing
conscious versus subconscious wine taste responses using neuroscientific techniques.
International Journal of Wine Business Research.

Ropars-Collet, C., Le Goffe, P., & Lefnatsa, Q. (2021). Does catch-and-release increase the
recreational value of rivers? The case of salmon fishing. Review of Agricultural, Food
and Environmental Studies, 1-32.

Ruanguttamanun, C. (2014). Neuromarketing: I put myself into a fMRI scanner and realized
that I love Louis Vuitton ads. Procedia-Social and Behavioral Sciences, 148(25), 211-
218.

Sidak, J. G., & Skog, J. O. (2015). Using conjoint analysis to apportion patent damages.
Federal Circuit Bar Journal, 25(4), 581-620.

Sung, B., Wilson, N. J,, Yun, J. H., & Lee, E. J. (2019). What can neuroscience offer marketing
research?. Asia Pacific Journal of Marketing and Logistics, 32(5), 1089-1111.
Tagliazucchi, E., & Laufs, H. (2014). Decoding wakefulness levels from typical fMRI resting-
state data reveals reliable drifts between wakefulness and sleep. Neuron, 82(3), 695-

708.

Vidal, L., Antinez, L., Sapolinski, A., Giménez, A., Maiche, A., & Ares, G. (2013). Can eye-
tracking techniques overcome a limitation of conjoint analysis? Case study on
healthfulness perception of yogurt labels. Journal of Sensory Studies, 28(5), 370-380.

Wang, K., Liu, H., Hu, W., & Cox, L. (2016). Using online self-assessment tool to improve
conjoint analysis: Application in choices of wildlife excursions. Internet Research,
26(3), 644-660.

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
156



