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We aimed to give new findings to marketing strategies for flowers.

Especially purchase of flower plants is decided not with functional value but with sensibility
value. Therefore, we quantitatively and structurally analyzed the sensitivity of subjects”
preferences using Kansei Engineering method. Furthermore, based on cognitive neuroscience method,
fMRI was used to evaluate the impression on the way of ﬁresenting flowers and the effect on brain
activity. The reason to measure the brain activity is that the subjective evaluation itself is
insufficient to analyze the unconscious process that is potentially related to consumer behavior. It

is reported that the subjective reasoning of choice is often retrospective and unreliable and there
are many reports that brain activity can be used to reveal the process related to decision making,
evaluation, and consumer behaviors. Based on the results, this paper explores the possibility of
applying the neuromarketing to the flower business.
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