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NeuroMarketing is one of the buzzwords in the world of Marketing. In fact, neurosciences are
breaking new grounds in multiple disciplines, such as Medicine, Psychology, social sciences... and
of course, in Marketing.

Understand and predict consumer behavior properly, and research segments or markets in a
realistic and relevant way  are becoming more and more important these days. Companies focus
more and more on the short-term return on investment of the Marketing activities, and they want to
secure the tipline growth. To succeed, companies need to  know which product launch, the optimal
advertising campaign or promotion which would increase their total sales and business margin.

Therefore, Business leaders are looking for new ways to predict the success of innovation; and
better understand consumers and buyers as a competitive advantage.
In parallel, science is also evolving and now offers some intriguing ways to know what consumers
perceive and think...

In these sessions we will review the basis of NeuroMarketing; its definition and brief history. We will
see if it has come to stay or how it fits with the other marketing trends of the XXI century.
And most importantly, we will see examples of application of NeuroMarketing in today's companies,
and how information is used for decision making... using real life case studies.

In the 15 sessions of this elective we will cover some of the basics of Neuromarketing; from the
diversity of tools on how to apply the learnings. Specific learning objectives would be: 

- Understand what Neuromarketing is, and when it makes sense to use it. 

- Gather an overview on the different tools available and the cognitive process related to them 

- Assess the strength and limitations of Neuromarketing tools, and how they complement other
research techniques / behavioral sciences. 

- Practice the selection of tools, and the steps of the process; as well as the existing knowledge
already available. 

- Apply existing learnings to real life cases 
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METHODOLOGY

 

PROGRAM
 
 

SESSION 1 (LIVE IN-PERSON) 

 

SESSION 2 (LIVE IN-PERSON) 

 

SESSION 3 (ASYNCHRONOUS) 

Article: From Neural Responses to Population Behavior: Neural Focus Group Predicts Population-

Level Media Effects (Psychological Science 23(5) 439 –445) (ced) 

 

SESSION 4 (LIVE IN-PERSON) 

 

SESSION 5 (LIVE IN-PERSON) 

 

SESSION 6 (ASYNCHRONOUS) 

 

SESSION 7 (LIVE IN-PERSON) 

 

SESSION 8 (ASYNCHRONOUS) 

Teaching methodology Weighting Estimated time a
student should
dedicate to prepare for
and participate in

Lectures 60.0 % 45 hours
Discussions 33.33 % 25 hours
Exercises 33.33 % 25 hours
Group work 40.0 % 30 hours
Other individual studying 33.33 % 25 hours
TOTAL 200.0 % 75 hours

Session1: Intro to Neuromarketing. Definition

Session2: Market research tools and neuromarketing. When to use neuromarketing

Session3: Async session – practice time!- "Falk" academic paper + practical cases               

Session4: Neuromarketing tools- overview

Session5: Neuromarketing: zoom into top  tools industry

Practice time : Analysis of the output of neuromarketing 

Will be shared at a later stage

When to use each tool+ research design tips

Individual  project- assignment submission 

2
19th November 2021



 

SESSION 9 (LIVE IN-PERSON) 

 

SESSION 10 (LIVE IN-PERSON) 

 

SESSION 11 (ASYNCHRONOUS) 

 

SESSION 12 (LIVE IN-PERSON) 

 

SESSION 13 (LIVE IN-PERSON) 

 

SESSIONS 14 - 15 (LIVE IN-PERSON) 

BIBLIOGRAPHY

Recommended

 - Martin Lindstrom. Buyology. ISBN 0385523890 (Printed)

   

 - Patrick Renvoise. Neuromarketing. ISBN 1595551352 (Printed)

   
 

EVALUATION CRITERIA
 

 

PROFESSOR BIO
 

Briefing will be uploaded in the documents area

Tips on how to apply learnings from Neuromkt (1/2)

Tips on how to apply learnings from Neuromkt (2/2)

Practice: How to use & read the output from  Neuromarketing in a real cases 

Material will be share before the session

Q&A on group project. Close-out of the course + extra practice

Guidance on how to execute neuromarketing research. Agencies and budgets. Access to tools

Final presentation of group projects.

Criteria Percentage Comments
Individual Work 20 % Delivered in session8
Group Presentation 50 % Delivered in session 14-

15
Class Participation 20 %
Other 10 % Forum online

participation

E-Mail:  jveiga@faculty.ie.edu 

Academic Background
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Chemical Engineer, University of Santiago de Compostela (Galicia, Spain)

Psychology, UNED (Madrid, Spain)

P&G WE Department- 2001-2005 : R&D process Engineer/ Product research (Brussels)

P&G Iberia 2005-2007: CMK (Market research) Associate manager beauty (Madrid)

P&G Iberia 2007-2009: CMK Spain supporting Sales teams (Madrid)

P&G Western Europe 2009-2010: CMK Senior Manager of experts in Point of Sale (Geneva)

P&G Iberia 2011- 2014: Shopper Marketing Manager

Johnson&Johnson 2015-2021   Head of Consumer Business Intelligence Southern Europe +

France

OTHER INFORMATION

Corporate Experience

Professor: JAIME VEIGA MATEOS

E-mail: jveiga@faculty.ie.edu

JAIME VEIGA MATEOS
Jaime started his career as R&D Chemical Engineer at Procter & Gamble, in Brussels. After 3
years he moved within R&D to the Product Research role, where he discovered market research
when qualifying fabric softener formula (Lenor) to be launched in Russia, Eastern Europe or Saudi
Arabia.

He moved then to Madrid to the Market research Dept (Consumer Market Knowledge) within P&G,
where he studied the shopper and got familiar with many research techniques. On 2009 he’s
assigned as Market Research Senior Manager Western Europe, where he manages a team of
experts on research at the point of sale. In 2011 he comes back to Madrid as Shopper Mkt Senior
Manager, where he becomes an expert on the shopper, working closely with sales teams and key
distributors.

On 2015 he joined Johnson&Johnson as Head of market research for the Southern Europe cluster
for the Consumer unit. In 2020 he became Head of Consumer Business Intelligence withn J&J for
the Southern Europe + France cluster until Feb21. 

On the personal side, he loves travelling and sports (badminton especially), and he’s passionate
about understanding what it goes deep inside our mind (Psychology, NeuroSciences).

RE-SIT / RE-TAKE POLICY Each student has four (4) chances to pass any given course
distributed over two (2) consecutive academic years.

Each academic year consists of two calls: one (1) ordinary call (during the semester when the
course is taking place); and one (1) extraordinary call (or “re-sit”) in June/July.

Students who do not comply with the 70% attendance requirement in each subject during the
semester will automatically fail both calls (ordinary and extraordinary) for that Academic Year and
have to re-take the course (i.e., re-enroll) during the next Academic Year. Regarding to the newly
implemented ´liquid learning´ model, all students must still abide by the same IEU attendance
policy, including those students who are connecting remotely to class sessions and not physically in
the classroom because they are unable to be physically in Spain, on campus.

During the sessions, students connecting remotely are required to fully connect their camera and
microphone at all times, and must actively participate during the sessions (using all necessary
audiovisual equipment), just as their fellow peers who are physically present in the classroom on
campus. ç

The Extraordinary Call Evaluation criteria will be subject to the following rules: ç
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? Students failing the course in the ordinary call (during the semester) will have to re-sit evaluation
for the course in June / July (except those students who do not comply with the attendance rule,
and therefore will not have that opportunity, since they will fail both calls and must directly re-enroll
in the course during the next Academic Year).

? It is not permitted to change the format nor the date of the extraordinary call exams or deadlines
under any circumstance. All extraordinary call evaluation dates will be announced in advance and
must be taken into consideration before planning the summer (e.g. internships, trips, holidays, etc.)

? The June/July re-sit will consist of a comprehensive evaluation of the course. Your final grade for
the course will depend on the performance in this exam or evaluation only. I.e., continuous
evaluation over the semester (e.g. participation, quizzes, projects and/or other grade components
over the semester) will not be taken into consideration on the extraordinary call. Students will have
to achieve the minimum passing grade of 5 and the maximum grade will be capped at 8.0 (out of
10.0) – i.e., “notable” in the extraordinary call.

? Re-takers: Students who failed the subject on a previous Academic Year and are now re-enrolled
as re-takers in a course will need to check the syllabus of the assigned professor, as well as
contact the professor individually, regarding the specific evaluation criteria for them as re-takers in
the course during that semester (ordinary call of that Academic Year).

The maximum grade that may be obtained as a retaker during the ordinary call (i.e., the 3rd call) is
10.0 (out of 10.0). After exams and other assessments are graded by the professor (on either the
ordinary or extraordinary call), students will have a possibility to attend a review session (whether it
be a final exam, a final project, or the final overall grade in a given course). Please be available to
attend the session in order to clarify any concerns you might have regarding your grade. Your
professor will inform you about the time and place of the review session. ! Students failing more
than 18 ECTS credits after the June/July re-sits will be asked to leave the Program. Please, make
sure to prepare yourself well for the exams in order to pass your failed subjects.

Students with Special Needs:

To request academic accommodations due to a disability, please contact Academic director 

Student Privacy Statement:

At times, students may disclose personal information through class discussions. It is expected that
all members of the class will respect the privacy of their classmates. This means that the
information disclosed in the class will not be repeated or discussed with other students outside of
the course.

Decisions about Grades:

Decisions about grades are made very carefully and are final at the end of the course. If you have
questions regarding a certain grade or you would like to receive personal feedback, you must
request a meeting with me to discuss grades on specific assignments before the last session of the
course. Any disputes regarding grades must be resolved before the final session. “Extra credit” or
makeup assignments will only be allowed under extenuating circumstances at the sole discretion of
the course professor.

ACADEMIC INTEGRITY

Unless you are specifically instructed to work with other students in a group, all of your
assignments, papers, projects, presentations, and any work I assign must reflect your own work
and thinking.

What is academic integrity? When you do the right thing even though no one is watching. The core
values of integrity, both academic and otherwise include: honesty, fairness, respect, responsibility,
and trust. Academic Integrity requires that all students within Instituto de Empresa (IE) act in
accordance with these values in the conduct of their academic work, and that they follow the rules
and regulations concerning the accepted conduct, practices and procedures of academic research
and writing. Academic Integrity violations are defined as Cheating, Plagiarism or other violations of
academic ethics.
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Cheating and plagiarism are very serious offenses governed by the IE student code of conduct. Any
student found cheating or plagiarizing on any assignment or component of this course will at a
minimum receive a “0” on the affected assignment. Moreover, the student will also be referred to
the University Judicial System for further action. Additional penalties could include a note on your
transcript, failing the class, or expulsion from the university.

It is important to note that, while the list below is comprehensive, it should not be considered
exhaustive.

Cheating includes:

a. An act or attempt to give, receive, share, or utilize unauthorized information or unauthorized
assistance at any time for assignments, papers, projects, presentations, tests or examinations.
Students are permitted to mentor and/or assist other students with assignments by providing insight
and/or advice. However, students must not allow other students to copy their work, nor will students
be permitted to copy the work of other students. Students must acknowledge when they have
received assistance from others.

b. Failure to follow rules on assignments, papers, projects, presentations, tests or examinations as
provided by the course professor and/or as stipulated by IE.

c. Unauthorized co-operation or collaboration.

d. Tampering with official documents, including electronic records.

e. The impersonation of a student on presentations, exercises, tests or an examination. This
includes logging onto any electronic course management tool or program (e.g. Black Board, etc.)
using someone else’s login and password.

Plagiarism includes:

a. Using the work of others and attempting to present it as your own. For example, using phrases or
passages from books, articles, newspapers, or the internet and not referencing them properly in
your document. This includes using information from others without citing it, misrepresentation of
cited work, and misuse of quotation marks.

b. Submitting an assignment or paper that is highly similar to what someone else has written (i.e.,
minimal changes in wording, or where the sentences are similar, but in a different order).

c. You don’t have to commit “word for word” copying to plagiarize – you can also plagiarize if you
turn in something that is “thought for thought” the same as someone else.

Other violations of academic ethics include:

a. Not acknowledging that your work or any part thereof has been submitted for credit elsewhere.

b. Misleading or false statements regarding work completed.

c. Knowingly aiding or abetting anyone in committing any form of an Academic Integrity violation.

CODE OF CONDUCT IN CLASS

1. Be on time: : Students arriving more than 5 minutes late will be marked as “Absent”.

Only students that notify in advance in writing that they will be late for a specific session may be
granted an exception (at the discretion of the professor).

2. If applicable, bring your name card and strictly follow the seating chart. It helps faculty members
and fellow students learn your names.

3. Do not leave the room during the lecture: Students are not allowed to leave the room during
lectures. If a student leaves the room during lectures, he/she will not be allowed to re-enter and,
therefore, will be marked as “Absent”.

Only students that notify that they have a special reason to leave the session early will be granted
an exception (at the discretion of the professor).

4. Do not engage in side conversation. As a sign of respect toward the person presenting the
lecture (the teacher as well as fellow students), side conversations are not allowed. If you have a
question, raise your hand and ask it. It you do not want to ask it during the lecture, feel free to
approach your teacher after class.
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If a student is disrupting the flow of the lecture, he/she will be asked to leave the classroom and,
consequently, will be marked as “Absent”.

5. Use your laptop for course-related purposes only. The use of laptops during lectures must be
authorized by the professor. The use of Social Media or accessing any type of content not related
to the lecture is penalized. The student will be asked to leave the room and, consequently, will be
marked as “Absent”.

6. No cellular phones: IE University implements a “Phone-free Classroom” policy and, therefore, the
use of phones, tablets, etc. is forbidden inside the classroom. Failing to abide by this rule entails
expulsion from the room and will be counted as one absence.

7. Escalation policy: 1/3/5. Items 4, 5, and 6 above entail expulsion from the classroom and the
consequent marking of the student as “Absent.” IE University implements an “escalation policy”:
The first time a student is asked to leave the room for disciplinary reasons (as per items 4, 5, and 6
above), the student will incur one absence, the second time it will count as three absences, and
from the third time onward, any expulsion from the classroom due to disciplinary issues will entail 5
absences.
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