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Almost all information consumers receive through their senses of perception cause a modulation of their inner physiological states.
The underlying inner processes are context- and consumer-specific and change over time. Some examples of potential influences
include:

1. Weather conditions change the way our organism sets free certain neurotransmitters and hormones,
2. Sensory perception and neurophysiological reactions change with age,
3. Nutrients such as sugar and caffeine influence our mood states and the availability of cognitive resources, and
4. Atmospheric-sensory cues in the consumption environment such as ambient scent and lighting moderate our inner

perception of products and services.

Understanding these dynamic aspects in the physiology of consumer behavior is imperative for implementing successful
marketing activities and spreads across various domains (e.g., advertising, product development, design of service environments).

Our research in this field focuses on two dimensions in the physiology of consumer behavior. First, we seek to understand how
information cues in the consumer environment systematically vary our inner perception processes. Second, we evaluate how
changes of inner states affect consumer judgement and decision-making. Research in this stream of consumer research draws
from methods and paradigms prominent in sensory marketing, consumer psychology, and neuromarketing.
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Sample research topics include:

Selected Publications

Neurobiological origins of the compromise effect in consumers’ product selection,
The influence of test environments on consumer segmentations obtained in sensory marketing tests,
The appropriate implementation of ambient scent in service industries,
Caffeine consumption and decision-making,
Changes in processing neurotransmitters over age and resultant adoption in consumer behavior, and
The role of consumers’ senses in the retail context (e.g., research on need for touch)
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