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Abstract : This paper is part of a doctoral research study aimed to identify behavioral indicators for the existence of the new
marketing paradigm. Neuromarketing is becoming a growing trend in the marketing industry worldwide and it is capturing a
lot of interest among the members of academia and the practitioner community. However, it is still not very clear how big of an
impact neuromarketing might have in the following years. In an effort to get closer to an answer, this study investigates
behavioral intentions and willingness to adopt neuromarketing and its practices by the marketing professionals, including
academics, practitioners, students, researchers, experts and journal editors. The participants in the study include marketing
professionals at different levels of neuromarketing fluency with residency in the United States of America and the South East
Europe. The total of 19 participants participated in the interviews, all of whom belong to more than one group of marketing
professionals. The authors use qualitative research approach and open-ended interview questions specifically developed to
assess ideas, beliefs and opinions that marketing professionals hold towards neuromarketing. In constructing the interview
questions,  the  authors  have  used the  theory  of  planned behavior,  the  prototype  willingness  model  and the  technology
acceptance model as a theoretical framework. Previous studies have not explicitly investigated the behavioral intentions of
marketing professionals to engage in neuromarketing behavior, which is described here as a tendency to apply neuromarketing
assumptions  and tools  in  usual  marketing  practices.  This  study  suggests  that  the  marketing  professionals  believe  that
neuromarketing can contribute to the business in a positive way and outlines the main advantages and disadvantages of
adopting neuromarketing as identified by the participants. In addition, the study reveals an emerging image of an exemplar
company that is perceived to be using neuromarketing, including the most common characteristics and attributes. These
findings are believed to be crucial in facilitating a way for neuromarketing field to have a broader impact than it currently does
by recognizing and understanding the limitations that such exemplars imply and how that has an effect on the decision-making
of marketing professionals.
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