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Abstract 
Neuro-Management has emerged in the last two decades as an interdisciplinary paradigm that integrates 
neuroscience with management sciences. While classical management theories viewed organizations through 
the lens of rational planning and control, modern research shows that human decision-making is deeply 
shaped by emotions, intuition, and neurobiological processes. This paper aims to provide a comprehensive 
analysis of neuro-management, focusing on its role in strategic decision-making, leadership, and consumer 
behavior, with applications in tourism and marketing.Drawing on literature from neuroscience, organizational 
behavior, and behavioral economics, the paper shows how the brain processes information under conditions 
of uncertainty, stress, and social interaction. .The empirical analysis includes data from Harvard Business 
Review, UNWTO, and recent neuroeconomic experiments, illustrated through figures and tables. Findings 
reveal that over 55% of managerial decisions are influenced by emotions and intuition, while in tourism, 
emotional memory accounts for nearly 30% of repeat visits. Stress and framing effects are shown to alter 
strategic choices, highlighting the limits of purely rational models.The study concludes by proposing a 
conceptual Neuro-Management Framework, which integrates rational analysis with emotional intelligence 
and neuroscience-based insights. Practical implications include leadership training through neuroplasticity, 
application of consumer neurometrics, and adoption of ethical guidelines for neuromarketing.  
 
Keywords: Neuro-Management;Strategic Decision-Making;Neuroeconomics; Consumer Behavior; 
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INTRODUCTION 
 
Management as a scientific discipline has undergone several major transformations. 
The classical school of management, represented by Frederick Taylor, Henri Fayol, and 
Max Weber, conceptualized organizations as rational systems where efficiency and 
logicalstructures dominated. Decision-making was considered a process of objective 
data analysis and linear rationality.In the mid-20th century, psychology and sociology 
began to influence management theory. Thinkers like Herbert Simon introduced the 
concept of bounded rationality, showing that decision-makers cannot process unlimited 
information. Daniel Kahneman and Amos Tversky later demonstrated through Prospect 
Theory that humans weigh losses more heavily than equivalent gains, introducing 
cognitive biases into decision-making. This gave rise to behavioral management, which 
integrates psychological factors into organizational analysis.The 21st century has 
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witnessed a new wave of transformation through the rise of neuroscience. Advances in 
brain imaging technologies such as fMRI and EEG allow scientists to observe how the 
brain responds to stress, emotions, trust, and incentives. This has opened the path for 
Neuro-Management – a field that connects organizational sciences with the biology of 
the human brain. Neuro-Management studies how neural processes shape leadership, 
motivation, innovation, and consumer behavior. 
 

The aim of this paper is fourfold: 
1. To define Neuro-Management as an emerging interdisciplinary 

paradigm. 
2. To analyze its role in strategic decision-making and leadership. 
3. To explore applications in consumer behavior and tourism. 
4. To propose a conceptual framework that integrates neuroscience into 

organizational practice. 
The significance of this research lies in its ability to expand management theory 

beyond rational and behavioral perspectives, offering a holistic understanding of how 
leaders and consumers make decisions in complex environments. 

 
1. LITERATURE REVIEW 
 
From Behavioral Management to Neuro-Management-Behavioral economics and 
psychology have demonstrated that decision-making is not purely rational. Kahneman 
(2011) emphasized the dual-system model of the brain, distinguishing between System 
1 (fast, intuitive, emotional) and System 2 (slow, logical, deliberate). Simon’s (1947) 
bounded rationality highlighted the cognitive limitations of decision-makers. Neuro-
Management extends these insights by identifying the brain mechanisms underlying 
these processes, such as dopamine in reward anticipation and the amygdala in 
emotional processing (Jack et al., 2019).Neuroleadership-Neuroleadership, introduced 
by David Rock, applies neuroscience to leadership development. His SCARF model 
(Status, Certainty, Autonomy, Relatedness, Fairness) explains how social interactions 
trigger brain responses that affect collaboration and trust. Leaders with high emotional 
intelligence activate mirror neuron systems that facilitate empathy and communication 
(Boyatzis et al., 2017). Neuroleadership emphasizes mindfulness, stress regulation, and 
visioning as tools to rewire the brain through neuroplasticity.Neuromarketing and 
Consumer Neuroscience-Neuromarketing investigates how consumers respond to 
marketing stimuli using brain imaging and biometric tools. Studies show that brand 
loyalty is linked to activity in the ventromedial prefrontal cortex (Plassmann et al., 
2015). Emotional memories stored in the hippocampus influence tourism choices, with 
UNWTO (2022) reporting that 28% of tourists return to a destination primarily due to 
positive experiences. This demonstrates that consumer behavior is driven by 
subconscious and emotional mechanisms, not just rational evaluation of price and 
quality.Neuroeconomics-Neuroeconomics integrates economics, psychology, and 
neuroscience. Fehr and Rangel (2019) describe how risk perception and reward 
anticipation are shaped by neural circuits involving dopamine pathways. Framing 
effects show that identical information presented differently can activate distinct neural 
responses, altering strategic decisions. This has implications for managers who must 
present organizational changes effectively.Neuroplasticity and Organizational 
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Learning-Neuroplasticity refers to the brain’s ability to rewire itself in response to 
experience and training. In organizational contexts, this means that leaders can develop 
new skills in emotional intelligence, creativity, and resilience through 
structuredinterventions. Longitudinal studies show that consistent mindfulness training 
leads to measurable changes in brain connectivity (Becker & Cropanzano, 2015).Brain 
Imaging in Business Studies-fMRI and EEG are increasingly used in organizational 
neuroscience to study trust, cooperation, and motivation. For example, experiments 
show that oxytocin levels increase when employees perceive fairness, enhancing team 
collaboration (Senior et al., 2018). These methods provide objective measures of how 
organizational policies affect brain responses.Ethical Implications of Neuro-
Management-The application of neuroscience in management raises ethical questions, 
particularly in neuromarketing. Stanton et al. (2017) caution against manipulation of 
consumers through subconscious cues. Ethical frameworks must ensure transparency, 
informed consent, and respect for individual autonomy. 
 
2. METHODOLOGY 
 

This study adopts a qualitative interdisciplinary methodology, structured into three 
stages: 

1. Systematic Literature Review 
Articles published between 2015 and 2023 were analyzed, covering topics such as 

neuroleadership, neuromarketing, neuroeconomics, and organizational neuroscience. 
Databases included Scopus, Web of Science, and Google Scholar. 

2. Secondary Data Analysis 
Reports from international organizations such as UNWTO, OECD, and Harvard 

Business Review were used to illustrate empirical trends in leadership and consumer 
behavior. 

3. Conceptual Synthesis 
Findings from neuroscience were integrated with management frameworks to 

propose a Neuro-Management conceptual model. 
Limitations: This study does not include primary neuroscientific experiments (e.g., 

brain scans of leaders), but instead relies on secondary data and conceptual integration. 
Further research should conduct empirical validation in organizational contexts. 
 
3. EMPIRICAL DATA AND ANALYSIS 

 
Emotional vs Rational Decision-Making-A Harvard Business Review survey 

(2020) indicated that managerial decisions are influenced by:Factors influencing 
managerial decision-making (HBR, 2020). 

 Rational analysis: 45% 
 Emotions: 32% 
 Intuition: 23% 
Neuro-Marketing in Tourism 
According to UNWTO (2022):Factors influencing tourist return motives (UNWTO, 

2022). 
 28% of tourists return due to emotional memories. 
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 26% return for service quality.
 19% return for price.
 27% return for combined factors.
Stress and Risk Perception in Leadership

that under high stress, amygd
39% of managers chose the optimal decision under stress, compared to 68% under 
normal conditions.Impact of stress on strategic decision

 
Neuroplasticity and Leadership Training

leadership training based on mindfulness improves emotional intelligence by up to 70% 
over five years (Jack et al., 2019).
 
Table 1. Neuroplasticity and leadership training over time.

Dimension Rational 
Management

Source of 
Decisions 

Logical analysis

Type of 
Rationality 

Linear 

Practical 
Example 

Budgeting via 
financial tables

 

                       Figure 1. Neuroplasticity and leadership training over time.
 

                       Figure 2. Neuroplasticity and leadership training over time.
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26% return for service quality. 
19% return for price. 
27% return for combined factors. 

Stress and Risk Perception in Leadership-Fehr & Rangel (2019) demonstrated 
that under high stress, amygdala activation increases risk aversion. In experiments, only 
39% of managers chose the optimal decision under stress, compared to 68% under 
normal conditions.Impact of stress on strategic decision-making. 

Neuroplasticity and Leadership Training-Longitudinal studies show that 
leadership training based on mindfulness improves emotional intelligence by up to 70% 
over five years (Jack et al., 2019). 

Neuroplasticity and leadership training over time. 
Rational 

Management 
Behavioral Management Neuro-Management

Logical analysis Emotions + heuristics Neurological + emotional 
processes 

Bounded Integrated logic + brain

Budgeting via 
financial tables 

Budgeting with team 
morale in mind 

Budgeting using neuro
feedback insights 

 
Neuroplasticity and leadership training over time. 
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Fehr & Rangel (2019) demonstrated 
ala activation increases risk aversion. In experiments, only 

39% of managers chose the optimal decision under stress, compared to 68% under 

al studies show that 
leadership training based on mindfulness improves emotional intelligence by up to 70% 

Management 

Neurological + emotional 

Integrated logic + brain 

Budgeting using neuro-
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4. FINDINGS AND DISCUSSION 
 
The Role of Emotions in Managerial Decision-Making-The findings from HBR 
(2020) confirm that more than half of managerial decisions are influenced by emotions 
and intuition rather than rational analysis. This aligns with Simon’s (1947) concept of 
bounded rationality and Kahneman’s (2011) distinction between fast and slow thinking. 
In practice, managers often rely on heuristics or emotional cues to make rapid decisions 
under uncertainty. Neuroscience explains this by highlighting the interaction between 
the prefrontal cortex (responsible for rational thought) and the limbic system 
(responsible for emotional processing). When under pressure, emotional responses 
dominate, leading to quicker but sometimes biased decisions. 

For example, in tourism management, a leader may choose to invest in customer 
experience enhancements (such as staff hospitality training) not only based on cost-
benefit analysis but also because of personal intuition that “memorable experiences” 
matter more than price. This intuition is supported by empirical data showing emotional 
memories are key drivers of repeat visits.Neuroleadership and Organizational 
Performance-The literature and data analysis confirm that neuroleadership 
significantly improves collaboration and performance. Leaders who develop 
mindfulness and emotional regulation skills show increased activity in brain regions 
linked to empathy and trust (Boyatzis et al., 2017). This results in higher employee 
engagement, lower stress levels, and greater innovation.Organizations that adopt 
neuroleadership practices—such as structured empathy training, mindfulness 
workshops, and neuro-feedback coaching—report measurable improvements in team 
cohesion. These findings support the argument that leadership cannot be fully 
understood through traditional rational models but must incorporate neural and 
emotional dimensions.Neuromarketing and Consumer Loyalty-Tourism and 
marketing data indicate that consumer decisions are not purely rational but strongly 
shaped by emotional and subconscious processes. The fact that 28% of tourists return 
to a destination due to emotional memories highlights the importance of experience 
design in marketing. Neuromarketing tools such as EEG and eye-tracking can identify 
which advertisements trigger emotional engagement, helping firms optimize 
campaigns.For example, research shows that advertisements which evoke strong 
positive emotions activate the ventromedial prefrontal cortex, increasing the likelihood 
of purchase (Plassmann et al., 2015). In practice, tourism marketers should invest less 
in price-based strategies and more in creating emotionally resonant experiences that 
remain in long-term memory.Stress, Risk Perception, and Strategic Decisions-The 
data on stress and decision-making reveal that managers under pressure are more likely 
to avoid risks, even when risk-taking could lead to higher returns. This has practical 
implications for organizations during crises, such as economic recessions or pandemics. 
Neuroeconomic studies show that stress activates the amygdala, leading to heightened 
risk aversion (Fehr & Rangel, 2019).Organizations should therefore train leaders in 
stress management and provide supportive environments that reduce excessive cortisol 
levels. Neuroplasticity research indicates that consistent training in mindfulness and 
resilience can rewire neural pathways, enabling leaders to make more balanced 
decisions even under stress (Jack et al., 2019). 
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Comparative Insights: Rational vs Behavioral vs Neuro-Management-The 
comparative table presented in section 4.5 highlights the distinct contributions of each 
management paradigm: 

 Rational Management provides structure and efficiency but assumes unlimited 
information and logic. 

 Behavioral Management introduces psychological realism by considering 
emotions and biases. 

 Neuro-Management adds a biological foundation, explaining why emotions 
and biases occur and how the brain can be trained for better outcomes. 

Thus, Neuro-Management does not replace the earlier paradigms but integrates 
them, offering a more comprehensive and evidence-based framework.Theoretical 
Contributions-The main theoretical contribution of this study is the articulation of 
Neuro-Management as a distinct paradigm that bridges neuroscience and organizational 
sciences. It enriches the literature by connecting neuroplasticity, mirror neurons, and 
emotional intelligence with leadership and consumer behavior. This creates 
opportunities for new models of organizational behavior that are biologically informed 
and practically applicable. 

Practical Implications: 
1. For Leaders: Invest in mindfulness, neuro-feedback, and emotional 

intelligence training. 
2. For Organizations: Use neuroscience-based HR tools to assess stress, 

engagement, and collaboration. 
3. For Marketers: Apply neuromarketing tools to design emotionally resonant 

campaigns. 
4. For Policymakers: Encourage ethical guidelines to regulate neuromarketing 

and protect consumer autonomy. 
5. For Academia: Promote interdisciplinary research combining management, 

psychology, and neuroscience. 
 
CONCLUSION 

 
This paper has demonstrated that Neuro-Management represents a significant shift in 
management science. Traditional rational models cannot fully explain the complexity 
of human decision-making, while behavioral management acknowledges emotions and 
biases but lacks a biological foundation. Neuro-Management fills this gap by 
integrating neuroscience to explain how leaders think, how employees collaborate, and 
how consumers make choices. 

Empirical data confirm that: 
 Over 55% of managerial decisions are influenced by emotions and intuition. 
 Emotional memories are a stronger predictor of tourist loyalty than price. 
 Stress significantly alters risk perception, reducing optimal decision-making. 
 Leadership training can leverage neuroplasticity to improve emotional 

intelligence by up to 70% over time. 
Based on these insights, the paper proposes a Neuro-Management Framework 

consisting of three pillars: 
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1. Neuroleadership – Developing leaders’ empathy, stress regulation, and 
visioning. 

2. Neuromarketing – Using neuroscience tools to understand and influence 
consumer behavior ethically. 

3. Neuroeconomics – Applying insights on risk perception and reward 
mechanisms to improve strategic decisions. 

Future research should focus on empirical validation through experiments involving 
brain imaging of managers, cross-cultural comparisons, and longitudinal studies of 
leadership training programs. For practitioners, adopting Neuro-Management means 
recognizing that effective management is not only a matter of logic but also of biology 
and human emotion.Ultimately, Neuro-Management represents a more human-centered 
approach, where understanding the brain is key to understanding organizations. This 
perspective positions organizations to thrive in a world of uncertainty, complexity, and 
rapid change. 
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