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ABSTRACT.
Consumer -neuroscience or neuromarketing is a research field that utilizes neuroscience tools like fMRI (functional Magnetic Response Imaging) and Electroencephalography (EEG) to identify the marketing phenomena like brand image, decision making, liking, and others (Pagan et al.,2020).  This master's research thesis takes an integrative review approach bringing together the narrative review, systematic review, and historic review frameworks used for researching neuroscience as a whole to develop a timeline of the evolution of the field in its short-term existence. During the research, the study used forty-two articles from the year 2000-2019 qualitatively to analyze neuroscience's overall image (Farahany et al.,2020).  The study's main objective is to identify the different themes surrounding consumer neuroscience and neuromarketing. The goal is to create an overall image of the neuroscience field that gives scholars and managers valuable information that they can use to implement neuromarketing in practice and during their future research. During the study, three key areas became evident, and these themes discussed the evolution of consumer neuroscience and neuromarketing (Javor et al.,2013). The three critical areas observed are an evolution of the attitudes, the second is the understanding of quality, and the last theme is the growing interest in neuroscience and the entry barriers that were lowered. Over the past two decades, getting a complete interpretation of good quality neuromarketing research has continued to evolve from an inexistent form to a solid understanding. The amount of actual quality in neuromarketing has continued to grow (Pagan et al.,2020).  The consumer attitude started just like a fairy-tale of having high hopes of marketing, which would most influence the consumer's buying power and painting a picture of the dystopian future scenarios are minimized from their autonomy and their marketing mind-controlled. Since then, the consumer's attitude has evolved into a realistic optimism where the potential is seen and has moved to more ethical and reasonable concerns. An example is neuroimaging safety. Initially, the entry barriers for research were so high. However, as time has gone by, the interest in the neuroscience field has grown simultaneously has many research works have been carried to lower the entry barriers. For this purpose, various authors recommend that managers remain cautious when investing in neuromarketing consultancy or when engaging in decisions based on neuromarketing findings (Pagan et al.,2020). The suggestion is that the current literature comprises conceptual research articles and empirical findings subpar and scattered in nature. Many consultancy companies offer neuromarketing services that should be approached with care. For scholars, neuromarketing is an exciting field of study that they should focus on for quality future research as it evolves to focus on empirical research.
