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Abstract

Background and aims: With the rise of neuromarketing, neuroimaging,
particularly fMRI, has become an increasingly important tool for
understanding consumers’ brain responses to brands. This study
systematically reviews fMRI research on branding and examines the
strategic implications for marketing.

Methods: Following PRISMA guidelines, we searched Scopus, Web of
Science, PubMed, and ScienceDirect for studies published between
2013 and 2024, yielding 1,564 records. After screening, 19 eligible
studies were selected for qualitative analysis. Extracted data were
organized by type of brand stimulus, activated brain regions, and
cognitive-emotional dimensions.

Results: Across studies, strong and familiar brands consistently
activated brain regions linked to reward processing (ventromedial
prefrontal cortex, vmPFC), emotion (amygdala), and memory
(hippocampus). Organic or unfamiliar brands more often engaged
cognitive control regions (dorsolateral prefrontal cortex, dIPFC).
Neural responses also differed by advertisement type: hedonic
advertisements recruited emotional-reward circuits, whereas
utilitarian advertisements engaged cognitive pathways. Subtle stimuli
such as price, design, and symbols were shown to influence
perceived value and purchase decisions via identifiable neural
mechanisms.

Conclusion: The brand loyalty and consumer choices have
neurobiological foundations and are not driven solely by conscious,
rational processes. Incorporating these neural insights into traditional
marketing models can improve the design of more effective and
personalized branding and advertising strategies.
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Introduction

In today’s competitive marketplace, brands
have become cultural, psychological, and
emotional symbols that strongly shape consumer
preferences and choices [1]. Understanding
consumers’ mental and neural processes is
therefore essential for modern marketing.
Neuromarketing as an interdisciplinary field
combining  neuroscience,  economics, and
marketing, examines consumers’ unconscious
brain responses to marketing stimuli [3]. Among
available  techniques, functional = magnetic
resonance imaging (fMRI) is one of the most
precise ~ noninvasive  methods, allowing
observation of brain activity in response to brands,
advertisements, product designs, and pricing
[7].This systematic review was performed to
analyze fMRI findings in branding, identify
common neural patterns, offer practical
recommendations, and highlight gaps in the
literature.

Methods

This systematic review followed PRISMA
guidelines. We searched Scopus, Web of Science,
PubMed, and ScienceDirect (2012-2024) using
combinations of keywords such as “ftMRI AND
branding,”  “neuromarketing = AND  brand
perception,” and ‘“consumer neuroscience AND
brand preference.” From 1,564 records initially
identified, duplicates were removed and titles and
abstracts screened, leaving 83 articles for full-text
review. Nineteen studies met inclusion criteria—
rigorous designs (block-based, event-related,
within- or between-group), adequate sample sizes,
and valid analytical methods—and were included
in the final analysis. Data extraction focused on
stimulus type (logo, name, advertisement),
activated brain regions, cognitive—emotional
dimensions, and marketing implications.

Results

Findings clustered into five main themes:

1) Consumer decision-making: Strong,
familiar brands engage reward-related regions

(ventromedial  prefrontal  cortex, vmPFC),
emotion-related areas (amygdala), and memory
structures (hippocampus) [11]. Brand names that
reference product benefits elicit both cognitive
and emotional activation and speed decision-
making [22]. The insula plays a key role in
processing positive and negative emotions during
brand-extension evaluations [18].

2) Advertising response: Non-celebrity ads
often evoke greater appeal via activation of self-
referential regions and the reward system [25].
Hedonic ads activate reward-related areas
(hippocampus, orbitofrontal cortex), whereas
utilitarian ads engage cognitive regions (middle
temporal gyrus) [26]. Neural measures can predict
consumer behavior, with appeal and engagement
serving as effective predictors of brand interest
and purchase intention [27].

3) Brand loyalty and trust: Popular brands
recruit reward pathways (vmPFC); organic or
functional brands more strongly engage cognitive
networks (dorsolateral prefrontal cortex, dIPFC)
[30]. The brain processes brand trust differently
from interpersonal trust, treating brands as
cultural objects [31]. Seller-credibility symbols
(e.g., crowns) increase VmPFC activity and can
raise willingness to pay [32].

4) Pricing and perceived value: Higher prices
can enhance experienced pleasure through vmPFC
and ventral striatum activation [35]. Distinct
neural mechanisms underlie explicit price
processing (dIPFC-related) versus implicit price
signals (insula-related) [34].

5) User experience and product design:
Perceived product beauty influences purchase
decisions via reward circuits (amygdala,
orbitofrontal cortex) and perceived functional
value [36]. Presenting design examples early in
ideation may induce fixation and reduce creativity
[37].

Discussion and Conclusion
Branding is not solely cognitive; it is deeply
entwined with emotional and reward systems.
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fMRI offers powerful insights into unconscious
consumer responses and can inform more
effective  advertising,  naming  strategies,
psychological pricing, and product design.
Strategic recommendations include aligning
advertising with product type, using price as a
quality  signal, balancing aesthetics and
functionality in design, and accounting for
cultural and religious values in branding. Future
research should address the challenges identified
in the studies evaluated in this review, including
methodological heterogeneity, Western-centric
samples, small sample sizes, and ethical
considerations. Specifically, future investigations
should focus on integrating neural findings with
classical marketing models, expanding research to
Eastern markets, and developing comprehensive
ethical frameworks for neuromarketing research

99

Vol. 27, No. 2, Serial 91

Funding
There is no funding support.

Authors’ Contribution

All authors contributed to the
conceptualization, execution, and initial drafting
of the manuscript, as well as its revision. All
authors approved the final version and accept
responsibility for the accuracy and integrity of the
content.

Conflict of Interest

Authors declared no conflict of interest.

Acknowledgments

The authors would like to thank the faculty
members of Semnan University for their
cooperation in the execution of this study.



3150 swwly g mas SLABL i
Syl 9 39 (59 S (5T 4Tp1 8 39,5 wiopllas 4g 40

X\

S5 eguc Plg ¢ O 8515 patie

RVLCY

- v

03394 (ML (5 3 3u (et 3l STl ks 093 acdy L IBIARS 9 A )
OBLIISUS pms (s a0 LAIASI g S ja ) age 9 w3al 05 (5l 1l o (MR (54 sles siJT‘al
9 Sbeuad ys 5o TMRI Gladlas wisallis 59 pe Sua b (4 533 (i .Conal such Jaus Laas s 4
b pladl (b3l s OF s sl slaselay Jalas

9 g Ly pLadl Lo s 5 dmollio g ulea! 3 wiopllil 5950 (il S g ¥ (91
AlEa VOFY (YY1 Yo VY Jloo ) (uiiales 9T g 9 sanly ¢ g gSual sLaslSaly o 43Sl ,lid L
2 Lasals ahad Jalas S &y gods g 0BG Joul pdi aal g dadllos V4 Culgh jo.aud bl
A et Slaaa SAULE alal g saddilad (5 e o9 Wi S e g o3 sl

Juas 1 jie ) Sblis Hluly ) slods Lkl 5 (558 (sladi i 4S als lih ciladlias Jalas (D ABL
alibla g (JIaSael) Gloaa (il oaSd (ALl 7ud) (Bl BBl b &S SiS o
aile (AL (oal g Fidis LubTl b SIS )f (slass s oJallis o aiiees Lo ys (cuslS ga)

89 by g Ll & cuas fuly (iiaes WIS 1850 1) (Sldagies eala- Sl 08
Sy | Sl gt Sldalsld § hilal Sloasa (Sla e 1,8 0M Olialil (Cul & glile o
9 2l e wiile (yu gruasls glas yae yide (il (aines LAl WS oo Jlad ) (HAld
30 8wl o (Lol 5l B3y 31 a A psasal 9 (oS1pal (455 @ (SRS 5 Laolad
L g il (aeae o ) 59 dul y 00ISS pus Slasaal 9 i 53 43 (5,0l (S S Al
e sladae b e glagiiu ol sléul .o dalalST Sl slasisl § J gans
T (5 ol adil 9y fi5e ALl g g5l 3 LAy paly 9aS s Wil g oo (b5l
a9 8

Slhld (oSl ¢ s (510 9 55 (5O hos STHTpl i gl Silads”™

(AF Jadhaaso 1 F 2 ¥ by cpgun 5)losd ceiid 9 Coamasr Jlw) les Oloys 9 dlal cudblags o151/ Ugwo ol ciadg iy sole dolibiad

15 3125 1les Olays 9 shaal uiblgs 131 / Ll gy sole 4olikiad 4 51 ol Sine 3 $olo G dod

s g4
Si9s0 Vs

sl dowse ;U
VEF/EIRY aedb s
VEEINY iyl
VERIA iy
2 AVARRRRE R W41

olSuily o gyl pole g o e dlasl oasiisly )
Oyl egliaw ¢ liows

i pligg i)yt oxims”™

olRuisly gyl pole gy e lamdl 0aSisls 2y ol
Ol (gliow (@ liows

+AA (Y1) FYAYYYVY :als

t o]
hasannezhad_behnam@semnan.ac.ir


https://orcid.org/0000-0002-8719-6338
https://orcid.org/0000-0003-3806-1821
https://orcid.org/0000-0002-8719-6338
https://orcid.org/0000-0003-3806-1821

(AF Juiano N F 2 F ol pgun 0 losd «oiad 9 Camn Jw)

Lrles Oloys 9 slael ccudblags o)1l / Loyl g 3o (sole dolilad

[V] 88 (oo al3 385 5 (oales et ©yg0 ) Slads
slacllb 5 il by plodl e jie culled S| TMRI
Ol Jlod L () ol S (o )P el ilie
sbagiisly o)l 3455 5 (e sloodls Gan (3 (b
Sl 0 {A] amd o &l HBAS G pne Jlus g 5L
Sl b dadelitian g b o las ale (ttw (slashg, oS
WSl (s td (550318 (g )lol dnol 4y g g At ()
ol b [A] a8l iy (655 g wlgie ()bl 355 Jdse
pole sl nlo b avglio ) IMRI cusly L 5 bl 592
pda g 39 s 0wl yieS ET §°EEG wile luac!
A dm pladly 6y S me—al 0g50 (L)l sl
o3lail ] yrglai Ly Jpuamo b agzlse 1o (A5 pns

LV ] 0gd 0

9 Lesl bt b agalge a5 wlosls Lis sasie Clalllas
dox 5l 0298 0 jas Jl ol (2lg (giloled 4 oxie (558
(JuSsl S(VMPFC) sl (oS Sl ey »28
il b (San o5 (OFC) Jisgjdgio) 58 5 caolS geun
o=l DY NV ] st bagye ad obj)l g dasls «llen
5 oolaidl o5l Lessds aasp a S aad o lis bassly
9 L la i b paditns j5b @ aSd i)y eloia
MR Sldllas oyl 1 938l [IV] 55505 Lol 320 aladls
hcismd 9 598 sl Oplis &5 A8 o0 S8 GLL)I5L &
Sy IS o oS e e (lacllad o515
izo (A S Cunl 0ad sdaline ola yimgh 43 cdiges
P S JUb jae 1y Ol g (55SUIL b je (g 05,58
D] 35,6 6l s Cans b ol slassy oS Jbs
0298 Ay il slagimgiy > IMRI o iran
ol Lol 03,8 SoS 5350 Slls sbvs

> 95 Pl 959 (Phb 4 cbbe as lagul,

5. Electroencephalogram
6. ventromedial prefrontal cortex
7. Orbitofrontal cortex

ARR

-

doho

Ol a4 sy e <) oS Gyl Gl
5 G 0a S By an ) p Ll ()18, 5 ples sl
)5 lalpl L iy w0 a4 Coonl b iy
2wl g Slgy o S yd cladles opl aSl iy ool
(i 00 S B pnn (sl 6 S paaual g Clus (655 IS
> |) a.x_;;S«_é)_m (e—as 9 u.l_mb Lng;J).é P Gaes
Y] casl 03,8

Llil iy oles 0jes 50l b et 08 Byl
it 5l oa S, e LBy oy (LSl ias
S55Se 553k 035l Bam (Y] 45 el pulibaas
eplie 38l Ly ob)lil oS yoe 4y ludl (3 STy
L o oyl cwl SbyliL 5 slasdl cClac] pole
s (ET) i by w5le lagig, 3l odlisud
5 e sla)lSg5lw aiS Jlis & 5o jl oy pgad
oy o |y Slads g VY guame S i b oL owlus
OLSel &8 el S ) S grae I3k ¥ 4S e
o=l S e el 8]y Y g aze (i bdl g agS )
oalawl L;}L»Aj).g L;l.:bbﬁ.ml) L;}L»% Jhl O‘?:”u“’ OleMb!
ro glad Slas 0,Ly0 0,8 & pasvso i 1)) [0] 5)8
5 35 latglis S e sy gile (plulid Jeuily
N ismas 2Ll 2 0adiS Bpae )18, 553:85 Saising
shlel e lan ol 3 [F] cl 055 ool Cogume Jle
Ll pole (claylil onpiate 51 Ko TMRIL (03,Slac
9 Xy 4 Zusl )0 (g0 eyl sdalie 1Sl &S col

1. Neuromarketing

2. Eye Tracking

3. Biometric

4. functional Magnetic Resonance Imaging


Two#Reference08_05

B 9 el

w3 3 fMRI

S92 )
(lolid Gan Uy g diopllss yg0e g, 4 adllas oyl
MR LS L by (28 Slalllao @l 3,85 5 il
Sbive = pigimy Jale 0 plosl (g5l 0jo> 5
351355 gl i 1L (PRISMA) L,y dobioges
e (oole oL ez 3 sl sl (gor g dnodls
Sl sl 5 puialglog cmgsSl ol Joli
polawd VWY assil} 5l ang Cans (Sloj aield .as plocl
ol Gygo 4yl o (clanig, b o a8 )5 Jlas Y- YY
O 5lg 5l edlauwl L ooy (slaol Sl cpl 2 0dl> idie
cwlie (gl Slos jlosliiul b g (S 5 © g0y pj s0lS

fMRI” AND “Branding”, “Neuromarketing” AND “Brand Perception”,
“Consumer Neuroscience” AND “Brand Preference”, “Brain Activation” AND
“Marketing Stimuli”

O L;l)b 9 u’.wli:‘ ub) 4 u:YLo.o LUIRPRC I Tuwwics

o=l eSie WYl jliel g cudS ob5)l sl g JoS
2= 35 a5 oAb B Sl ) cesla (Slajline i pllas 550
o 55 5 380 gy slag b 45 3y Sl
e olaSy o @il)l) (saiuS ol asle faidgy 05" eolaiuwl
Mg, (CBless s Jgie Sloj oSk )3 5 sagSo)
Jolsd Ly bslai 5 305 &0 4 1S o0 1)) o
plod o yxe )3 oIS ES 15y (13 4118) (29,5 1193 et
ap SIS S b ) (g S it 9 (tabojl Ll
r g tlojl bl b 6 e Jlasl g I (slaog)S
yine gLaodls Jlod (gla ) 5 calio 903 w2 (o)
o pxie &S B05 Bls  SYe g Ol gl )lixe I 5
ST a0 00, SO a8 ey a |y osally (X bgae
2l gy 5L X539 03,8 oolil piael (glol (ola yasili
e J5dg 03, S odliwl (EEG usk) TMRI 1 4.8

xizdls (oYl 5l ey cudlid o g Slallas b coglyl

1. Preferred Reporting Items for Systematic reviews and Meta-
Analyses
2. PubMed, SCOPUS, Web of Science, ScienceDirect

395 o wal B Slalie (b Gl (Y g (g4 din
YL 58T b sl sae (ol il b bl on oS
aad o s TIMRI V0] scil acsly 0siiS' G pno 0d p
5 g ol bl 4y a5 ke I ala i S 48
VIMPEC 3 OCF ¢l 5 e sttt b po (6 5 e
Vgane lacadled oyl g o0 JUb 50 Sl L gelse 5o
A Ay doy il a8 b S Jlenl ol o i
I

sl JiSly (b5l )3 (mas (bl 0318 (sl )l
el 015 el el lil slb S o &) o yo olSTog5
Jb ol LWV] S as g 0jes () 4 G g 0lSihy oS
Jemsl aznlse (Blae 5 Lagills boje cnl > ldlas
S5l s o @l (@ pdamess Codgioe () salox
s Lagtalol obb o ol jl b (Bl by,
A ) G @bl 55505 (V DAl b iges sl S
L 5o claylil 5l s 0dly 59uaS 5 ()8 moles > Clisass
5 ok gl i (¥ D] Lol 5 s sl 1ilo dawgs
il S ela Jao L IMRI elo azily o0 pleo]
5 M Sllas Mo (¥ g V] By (5)bbly (sl ay,las wisle
) s (gl mas sl 0l 5l odlatl coly SIS
D8] 6155 G oo

dw 4y o BIKE pl (0,8 o Ban b e pllss jg 00 oy
OSLsS slacS oo 1315 () 14w o ey (58 sy
Sy jro e sl (i (AiSTy p Slids g 5 wile
JLed sy 510, 53 51l jobo 4 jee sblie plas (V
S5 Jols s/ s slal Uy abgSy 5 oo
sl ooy (b Glp mas Gloaidl jl Glye 455 (7
Ol a Gl L adlas (0] 93,5 oalisul 5350 (Sligls
5483 o a3 3290 (Slaaidly | el (gl da sy
olaasis o oLiise lyy 1) oat] (g (olo o

Djlocse gy 2b)lib

VoY



(AF Juiano N F 2 F ol pgun 0 losd «oiad 9 Camn Jw)

Lrles Oloys 9 slael ccudblags o)1l / Loyl g 3o (sole dolilad

VOFF =oud b 3L Y JS
OYF = ogsgSas!
Yoy =il gl OFA =5, S5 ©Ylie
Y= sarly
Y+ =S pls sl

gl orluslids

l oWy gD 0 B oYl
9 0P y9,0 Coa Sie OVe A= ouss ol
445 =0 b1 Rl e 390

P

31 o3Uikusl 52 E9d90 L alians
S S51) IMRT i sl s,
4 (EEG
{
|| A =590 8l o0 pled Yl
*
N T SF asd gyl e plos Ve
L Lgad w by Tob (39 3 k!
- < pinali 01> Julo (5,59, ccamsliol
g bgasen (glo it oo J S R
3 14 —esdte ol OVle srinal 5 ol b a5 gl
Y

CARg3 93 0l (ouy 32 Yo DG g (6 )R (bl Y UK

s S il Gl Tl sud caaid Lol jeoe gy
43,5 GAhgen (Joia ) 0dd (wyp Sl g (SIS

WDy g JeloS [xe g0t jg2xe 0 g () Jgi2)

S5 dm 9 S

DS B pure (5 8 posonc

2 Foo Jslos oy gl TMRI a8 glasllls
Jolis ol Jole 95 e ooliiwl (Miaign (slayali Aisle)
9 .))_il,o& ‘(_5'.’.‘)['5 J..«:Lo) (Sdodgw LS‘).)] IRV W) ‘_SJL-\)LAAJ

4ol 3 e 3ldled p (6yng8 b (Jpame sl S
Csanl oamalis 45 3l She (PFC) Sl i i3
Ly g Sl S el )3 Jgazme (63, 8es b Shs
Giludlad y 0 ((Jbrdsd g colsy (wlusl ail) ol .cwl

Sl 51 58 50 ol e bl )35 o 131 a4l ol

2. Prefrontal cortex

yoy

oy e a) ) Gimgiy (623485 (sl B Sl
54 0jg d2gi Ll (g pdyresd bl 4l  ogMe
5090 dalllas dxels #8lg odisled 45T Sl diges b Slellas
5l eV oolod ccile 3 03)S Ly (658 il
atopllas j500 ol Blial b b3l g (6)sl55 ¢ sogto ploea]
2 S sl lliwl p gYL L ola iagh U s obj)l
Lo oLl 5l adlis V0S¥ 1) wigd oS Ll oo
Sl oslil L (6,55 dlis OSA Gl 5| g b el Sl 300
5 e olwl 4 oasle Ly allie 495 gl 38l p
AY k> po pl )3 A3 (g2 Jtws (03l 93 bawgi 0aSe
o 2 bl b QB! ol e g (sl lie
3l 53 9 48 plosl pails 53 (Lo bawg @Ylie JolS
13 Loy 08,5 I8 Jos S pg yobs (sl s 30
() J5s) ad Qb JolS” o (s Ll b sl allde
L) 15 Sy 55 sloadlye (Ve (b))l 5
Sy sla Sy ot 9 GLdls (gdndin 059
ssg) esaneSsh) (piwgly (b (LT apnsl 558)
e Plas 29 S om b (29509 sl lib g
o (pwyy (3L dll g Wy oS oo 4 Funly 3 15y
soote ghaw )3 0395)LS5 (SlagSl 00,5 5 o3 lalllas
orslid 5 A toplLas dglio LSl s At gl sl

29 walyd ol slo gy sl 9290 Sl BSS

sl

.

alia 8 oy sl 5 (5, S sl)d Jlos! )

o=l s s Glswl a8 s gl bl i saly
b gilwsip 0je> 0 TMRI 5,8 a8 5l L clallas
S S e 83 (o0 ldgy |y Clegidge I ogiie

o ezl daosls yig il gy . Jpame b o

1. EndNote



Pz 9 £l

w3 3 fMRI

2w oty pt S IRYF (5 (Slod —) Jga

Jgl oy £
S5 glaaiily Jub ke 2y o S9el Sy Spegs  leml(Uw) ¥
213 53t &)ls Y guame Ol 3 @l ) i (diedgw STyl VvmPFC TY ol pan W Madgh (595 Ly 93 0)by0 gl AU
Y gaxe Ol g giedgw Wl Lolyn  [VV](Y0VF)
Sxld
IS G 55 s a8l e (LS AT S b L 58 (3l cwlyg o @Ysunl  VYE prab ¥ (S el Gandg i pb 9 ES T
il il et (Somn (Bl eximdplis Yauinl 4l K el )l DA (v-7Y)
FOWR'IY
b by sie gl (blie 528 sbul |y colia onyider (oo pé Syee s @St ple YH/A OV sbere) Sl Sy gy 4w Sk
S905 Jld |y plomn 5 (olajbgs Sloagl) @SS g ClgSi 528 10 ks Cendcesly ((iaio g 5 LA slaoge sl [YO] (Y417
18 g 8 g Gl Sty 8 it
SS) slasiyy g S (oo JUb 1y 3l 5 (elus] (sl s Cgne sloti VMPFC iogome 5 YV/-0 ja LyiYe 5 SGB) gl sy 5559 b ¥
S oo 1553 ) el (LS by sl iy PFC S b oge [Y-](Y4VY)
Tl > oo Iy Jitws allie 93 (65 maouad (lp (SRSl 5 Cli Sl (S @S g Glov Slig @Siicelie VA 55 058) 80 bl dagles) cgline gl ob b
4 s B (el (550 oS i ey WIS g A Sl @y (lenl @SS g e (Sl S 1S el sl (SRS (re LYSES is gome b [YV](V)F)
bl 3 b g Ky S oS (002 ISl
3 5 ol A e il ol 3131 & g Sim s sbtl ke | asiy a0 (o5t 4 dlazel 5 L) OFC 5 JSal  YF/D LYY S 6559 5 o psha J
WS (o8 Solos KXy CunaSed? ()98 [V (¥-3)
2B gy b wle) 45 5 adgl ol Bble & bgype St claadlie Sl Sy 2 s @SS - Yy ) sy g o)l oogile Y
Bl eadST 8 by e 2led )0 (e jed (ol Jlins] (ool [YY](Y-YY)
el i (o o)l o b ded g0 4 Jpaze sblie 4 oS g3 p slapl St Jlb g (Sle PFC i 8ly (slaojly  Yo=¥F )3 385 WF 9 ¥ &) eudians o) L3I L 250 pU 40> gy Spoke A
Hgdign e 5 Wb (S5l g 5leS 2y ole Ihseed g (il g iblje &) (cad 0)L3l L oy dope g b (oBly slaojly) Jparme sblze  [YY] (YY)
sblze o lagpel flins b (S Lo
Sl b (ly slaojly) Jgare
(e (g SBLo b pms b
2 bl S wms e i g WS e Cules K mas Spile P 4058 5l laasdly OFC aolS gpun c(slassly ausis ¢ Slo Jlig ;28 80l YVIY 4 558) & VY 5150l ol Al il S A
Al g Sy ol Sl (S o 228 ¢ B8 (slailal 125 oo (ISrS 15008 (O (8hos) 1S a0 [VF](V+1F)
SF roin
Ny se WY Y 5 USE Wl | Sl cVgame dlp 150l Clids  YsS mSs OFC wealSgun gilo b 50d olads  YEY (55)0) ,8 VY oM Sl o s 9 )= galils v
&3S S gazme (gly Cuasd 5 (28 Olasude wSle |5 diedgw Cligls Jusw PFC (3501 oba) S0l sbcS e (V [Y&£](¥-YY)
pcale S50 g Jhged Jude 528 giladl S edge Slids 135350 slocSome (¥ 4oy (5559
(-9 8 lasuie)
ool (S &5 45 o Slomy] (s jalato (s jte gisly (ST ofpg) lid cladiy ol JsSid w5 e S5 L agalye S8 Y0 ) sl s oy Y
il bye o395 )3 sty Byas 4 Bl b 6ilogd ook jsb @SB 1ol pd 5 IS N g0 L arzlye S palad (Bgpme lieps [VAJ(V- 1)
Jeeislel gl pogsS 0y @b 1S pslal b ag2lye (b 9 454, w5l
B3 e Gt gusly Mo Y g 4 oI35 L bty lakuns EALS B yne VMPFC : M &Y gas b agalge 3 Yo=Y Oleduss V- (M ol oY gase poliar T U
Sroom g 1M a5y s L agalye Jxe IS pglai g Poye D] (Y-N)
ooliial o 5 g Cengd ML) 53135 eyt Iime cln S il 51 520 (oils i 5 (b PFC Nguil ccpalisy iansd gy il YO-Be 9 05 VV) 585 Ve (olié 0 oy J cilisio jyemi Vo syl Y
il (Bl ol Jol Jobs 33 (6 e 9 30 8 Vgl g 38 did s0d iod By (8 sedgawibas  [FF](VNY)
Gl & Y o5 | 01 e 4955 olST393 b &y guody Wl e (638 Cenid VIMPFC :5YL slacwed  YAF 5350 10) ,&5 ¥e Hly Cad b Saudy gg dw B
R ,.‘L e Sl e cbaisej o ol laz] (055 poily yiwl 1 Jlo (gl yl (05 V0 (siosd S b bl LS [Ya] (v+1Y)
ol oS8 PFC icnd oMl il Coglize
09 g b oSl o3l sl silo Gl 5l e & eV e (olaj @SS (s Sl @SS (oS pglytad OFC (JuSal - YIS 5 05 V) 8 YF (00, 871)8 @old ¥ guams sl el 0
w3 o 8 8 o )y 3 e (93, Skae slal off (o 2S (252 2Y Sy o IYPI(P)
Gglano 39250 iy Sl sl ool Slo Sy 4 bl o83 dalie b agalse 33 lailbal o) = G i 0 s Jle bagalye 3 YoIVY ol WA itige (21 dltis g 90 )l $ W
25850 Jizeo gl (slaes] 155 5 2930 Sy (28S 0gl - Sl utige e (Vi b Ao e LB (Y [YV](Y4)R)
Prohenide)  jlocus Jbo G olyon & dlis
S (o lr |y @l 2295 odg) S OFC ¢ JluSal o oliyy i T eaSae Sy clids lg2oplSe) WY
oy [va](v-v¥)
S (oo gl |) Sl alabls 486 5 )5 el gpn T e Sya obsS” syl
Y guas
i
S o Sl 1) (155l epalhe ) Laolet Bl g Gbj (S 2P . Olble o slooylatal
Hellirn
S a3l (6598 Jos (e 5 (5)blg cute (Jbxn ply OFC Jlsssl T i S glaply
b slooles b aulie )3) o (o83 PFC jides (il Jlb L YL sl (slasles VIPFC syl 9 Y jliel b sloolad b agalge 5 T bemah ) edyd el (SSIS slasles DR
A5 BN B pae sy SV TN Cosd sy > c3by ol (0l slie) (ol (22 PFC il 5 YU Jlasl b laslos (815 iy L a8 e ol liel g gl Jo YU lael)  [PY] (YY)
oMl (8
o bl g el ) 055 slaSd (gl b 55 iy Lo 5 cdles slody b o PFC il VA=Y oghs Ve asl e VS ol FPSCIEYY
sl LS Bl ol i (60)lS oy sl S s 5 )l lisy a8 JISal o ils CsSis 5 05 0) cusscudy  Sae) up 0pSlan jl (S [YYT(YAY)
b (22 PFC 108k (5500 o5 (o3les e

OFC 2 Jg 85yl 528
PFC : i oy 5
VIMPFC : 513 S g ey 55

s el b (S0l g0 @ Jlo @ G



(AF Juiano N F 2 F ol pgun 0 losd «oiad 9 Camn Jw)

Lrles Oloys 9 slael ccudblags o)1l / Loyl g 3o (sole dolilad

i gloj die Jor Jre) e > dualiie JByé 5 il
was G L« 5l G ]y (Las aleMb] o)
S ol 5 il Ll o W5ty 08 oo o (e
el Sl als Gl LS (hib (s ol LS
§ Cmd s03gl ()T S plod &) Al (6 S e
{V¥] 298505 a5 3 0L & Sl Loy
lils 4 Fwly
Olals .cowl @aliie Glads glesl an  aae Fwl
Plo 5 Mdh |y cplin i adlipd Sone
9 (Csi 5 (gDsS 0 @S) (olaybgs Ly lasye
il 3,8 JLsb 1y ([ uineg ST aaun) (3L s
Doy Les g aish |) Coplin (2a8 By jme gl 0 0r
2 5 5 000 5 o8 153905 Uy (550 9508) (ol
2 88 aie Sl sl Jpaxe (slrdy Byjpue o0 255
Lall g 5l 4T p3gmdb o 4y g ius cs3 )8 (sla Shg
(0 el Joazme CLSl (s b 4 &5 A5
Sl g yi) (BLd (Ble5 il b 4 e
rlote (as gl a2 ST 0 (Sl Sliy i g (o3
MBI (55 d e dad g e ol Sl o Lol g
3 Ly Casd il 503 Jlelge 5 (598 b ot i &S
Sloolawl LY-YY Jlow o ol [YO] cowl (azi
slay gl £55 90 @ (e gl (yp 4 TMRI
2 i s by o0,8 5 AbLS O pT Slyls
L Loyl e ol b bagye g5 ol ), S cola iy a5
Ol oy a8 Jb S o Jkd ) Clulusl 509
@l Sles (Yool ool QLolid b b ye (00 (g5
CiS plgioe (i A (oo Sy |y (Bl S
L hSedd) Jymame comle a ang L atly o oy
Sie oy Ui odliil canliie slaoply 1 (00,08

5 zols sl yimgiy 5l SO [VF] oS slonl 1y Callas

2. Nucleus Accumbens

ARIA)

Gols ap glapl as ol L VoY Jle jo glasllas
Siro yiiSly ¢ Jouame sUlse asy (s b paians o, Ll
i xe e (Sly gsly slapl S o bl (g cuie
Ll s slagl 5 s Jio,b o) 5 (sloo PFC
IS mls ol S o WS 1) Sbrd sl e oyboliae
9455 )9 |y (bate Jdow e ) (Sloms b5l
IVYV] S Jareanss |y 3 oaoua

O Ny dmawgd byl 50 Yauisl oy lis gl adllas )
Vo] g csto o)l b co (Yguil 03 4L Sy
32 S (oo El 4Bl (ol g2 S (65 e
2 ol il pl ol date 5y Smreal p plie Sbua
[\A] ] u’.:‘.:..> [RVNLS Lgl.m.ﬁﬁ dl)f 032949 e My .)).:.b‘)
DSy adgl Jlpe 3 ©gld (0 g wgee Sy LS
S oy =48 4le adgl (olo (g > (0 &) sy
L)l 28 S8 ol 53 (o8l o 248 5 (Ls5sS)
A g Sl serine (635 el e g (Jb (p
s Tl e a8 cowl ] 51 (S adly ol ais ololis
BB ol press 5 45 oo (sadib alg) g0
LYY 55l e

sLa¥l5 555 (A3l (Kg5e (o) 4o laalllas
laYl§ olie )3 00 iS 5,5, w0 sla oLS wile 1,50
S =S owemal pLEn 3 VLS £95 90 o g0yl a8 oly oyl
oS 258 o Bl (oS5 poil il anl ) B 6l
Sy )l S o coles ‘«u_,ha_c Sy 5, aus,b
932y i o bo oo 295 (0 oS Cunl gl b cae

Glaie dad piwaw ol 0yl ()18 55 gl S i

1. Common Neural Currency



B 9 el

w3 3 fMRI

Ny )l g Silwsip

d)l_..qu_d vmPFC ael ‘JM) QYW )..gsl..a.'i
ool (g yS el L as b opl ool lis )y oy
e Sl L bgye s3] (bl 5 o8B
Y game Clowl 4 s o lis 4l pl .l bag e
So 4 Sl SMie prenns S S & bladus gl M
o) el 0> sla i) Al g g aes el a0l
G"M‘"‘" sl )1 oslawl 9 J)Ao- Lg}l.w.).iﬁ Caodd] Epo90
095 o=l sl Lk 2 1) (s slagS o) aile)
Pl «_i_..,lf)] 9 gD dLmA_,)J —as L)“’)l'))—’ fMRI
(oge STy )5 (o0 Cjge (Folite (Sire Sl e
G 3 035 Jlb 1y (ol 5 ol L e pe) VIPFC
PFC a sl « Sl slaiy 15,5 ¢ 50BTo95L § 5 a puw
b (hie 2l g B3Ud JuS b b ye) (Sl — il
iy (il i pmas ol e S8 aus S )|
Ol 9 48 (o Sluidy Soliste (BUBGg; 85)) sl
5 5y98 la bl U yiin Case sladiy & s 0
Y KGO clasip oS Jb g3 )y Siwgw oBlagsb
[ ] s awgn iy (la o5l g alalST (0l 4
l.:z»dle] 9 L!b_\ﬁ)g 4 Slozel s )159)1.» sly ul*“’ &) asdllas
Sbrn g sl ooy 4 slazel asl Sglize Mols
(Jolie > 0 o Jué 1, OFC ¢ JIsSuel wiile elois! g
Bl cpl Wigd ged JUb oy 4 sleisl bl ) (g
) Sinyd bl Gygo w1y kg jre &S a0 o oLl
[V WS o G015 (sloin] Slagage
'Slugil bd oy olmol Sl 55 as oy ol —ineh,
ol b dauslio ) (zU asle) YU Hleel slasles o)l 5

1. Taobao

Jls 53 Sgingli SlLads & (it gwly oy o 4lgly
4y gy Sl sl lolis 4 adllas ) 0 sl Y0NS
2 Obmd G ek S50 b S5 sy €95 &
CBby ©)ad plasl 5 95 3 i Jols Gl
i g3l Jlad L «cwliny sa 4 wohy o)L lnassl
st g 4)bod She (ARS8 5 a8 )bgd Slow Sl
a8 g oy Glee Sl jiB laJlb b €S )
= po A 53 Sl olyon o) (SLBS ol SonS
sdalin S e o 53 (61 Gixe Cgldy K yad polus
Jie adle 53 (653 5 Cunlin oy (Lt adlllas (] i
g e 5 i s & pulen) el > JoSa Js
Syt dad g Ny 4y (e (gl (6550 0AS nshe
s s o Ve BY 558 55y elealllan [YV] sl
ol e bty b duglio 3 ol clasy oS
S L laspe) conly JIsS) @S 4l 3 1) (it
@SS 5> Clld pials piman L3Sl (4255 9 gy
Spae (Al L Ly g9 93 1 4 Fwly )3 485l oo o8
o=l g ohen kp 1L by olie claoseg )3 (65
alads 4 (LSO cuwlues 0 (69,8 ol aisl
Loy g5l 0)Lyd o)l (i 5 03,5 A 1) (2lie
) SLS5sS elasiss Uiy 1 a5y b blide ae
[YA] a2 0

lad> oty (Bl e 1] 5 S Slils Sl
A el Cudge (13,8 1553 4 dtunly Olids aisu Sl .l
fadgl 4ol plote g o (Vi je (Lol S5k
5 s oS5 2 5le i gy b 51 Al g (Y
2 e 4S5 Glome (3,5 5553 (Vg 1590 ()35
Ly cio lomd e o sl OFC o JaSiul
Ao ) S o0 3wl ()98 Jos (bl (lom 9 el
sk ly (ras Glajpe (ol & sdnr Clds (AL
5 5B 3 (6,38 55 sl (gl wms 1B Gus lojen
[V conl (sy5 08 550k

Vo5



(AF Juiano N F 2 F ol pgun 0 losd «oiad 9 Camn Jw)

Lrles Oloys 9 slael ccudblags o)1l / Loyl g 3o (sole dolilad

ol 0y (oS5 peil yiwl g VMPEC Jolis (a0 (5,135 55
Lr)l_m}l 9 oJ)_f ) Caiio d‘&hﬁd |) )J\fb Caoud u}]?’
Bl SO ladd coand oplpln a S o coedr | )
5 Ohlasl ¢ uae o) gjle 54kl 4l fCund ol
LY0] s o S puiitnne yobo & |y s STl

Jypaze (2lyb g 51)8 4,08

oo g (lui STl s wae b3, a8 gladllas

92 Jl Jgmaze (2laj Sl as by las 58 (qwyp |y 25
Ay S Y ymo (V23,18 o 131 5 ransS 2 (o yoomo
5 (958 poilyyiwl) jse Ly &S ile Sl 52 )b
il 58U s > o (o3 Slas yuua (Y 5 (OFC
33 o ol 4Bl () 0,5 (o0 )18 il 3 e
@S 5 lws = plejer joban b Jgaxe (b
e 3 by Ojgmodny Josle 93 (ol 15 el 39 pette
AU s dig job 41y 15 2l press g 0kb Bl
0l YN Jlw o (gladllas [YF] 0 o ), 8
sl Jlo syl ol lis gols )8 wyp 1y « Sl ca»
2 edld Gl 4 e (il onl anlys il ) osle]
Cddled JlalS g ((pmim o) 8le) par (Bj1 (g
ol 4o 48 395 (PFC uile) e (o155 50
Lo Jlto oy 51 ooliol «lie )3 ol olSTo35 (gl oS
B S o (y9i Sl (e adgl (5l ol 5l
b S jore )] o (g oloj 2 4Bl ol a8l i pledl
LYYy ST hb sl

L (omas olo)lib a5 amd (o0 (LS (55950 dlio oyl
was il il spme Sy IMRI asle (6))50 51 edlaal
asly ¢ ilaio STy b s & sy amd o &3l 320 40 laiy
o )bl )l Jolss jae x5 (30 (sl s b
it S LS Lo Cadd 9 )13 (g j=gnas 4l Xy
ol Jiady a8 wae S yoro S aSly s (g3Laidl

Cuod | o2latnl (Joamo g3 b (Sl 3yl (Sinlon
et Slown Glbl)l slool s il SUis oSl )

AR

by (s B aen 3> e (B i) HlusleS
alasd ) Ladkes opl oy L IMRI (6)ls 3y guad aiiS' o
9 = oyl aS 0 S o b |, VMPFC (6,3 puouas
PCF (eopen a8 (o hilo ) €Ll g plomn (3,40
bye Bl J,u8 L oS S (0 550 ) (Sl ity
ol il S saidigyd Hliel WS o culi sl pl ol
LIV] e (o)l S i o el bl puas
sle o Sl &S ol s (s V) ol TMRIL iags
9 28 Lol hlete (as glaal oy )5
Jub 1) plms 5 30 slaasies 53 o (ol og3) (oloed
B s 28 olS 5 by ()55 0551 S e
&55551) (Sl PFC 128 (0oles 03531 5 (950 6,5530)
PFC L ilaie) (63,8os 05501 08 g0 Jb 1) (59
x5 WSS (o p5 3 |y (=l J0S) (sl
5 Sl hsd lb w53 Aoy (558 Sy 4 ()bl
Ul )8 slassy Clsal a8 b o o)l a0 3L
Y] ol e 5l ol
ST G315 65145 G

Slogouad 9 (5)l5Cuasd (pw b)) &S Limghy wlal

A 13l5 da 9d Caoud dlabls ged wyp |y B B uae
5l 1 45 (S Chd 4y s 9l85) ($115T) o
ety PRC (g3l JLeb L g el 35,55 ol
clacaad (5:Sils) (LS b) e aa g Cunl gy
Gblie o5l Jsd Ly g 5 nles i a5 (0.5 sanlise
Sl oy (A8 S ) o5 5 (o055 n) 0L
23S B pan (¢S maeval (S (ras by Jols o
[YF] amd o oyl 1y
e @3 5 e bYW Jlo > taghy b
e 4 (s ek a Cudly SV G S o)
G S Coid walllas G o amd s | (i @l asl)
i asy il 4 e (GluSs e Saedy sl VL

i (A b 0l ol (pmas elwl s A



B 9 el

w3 3 fMRI

S Pl
SoSgud hiagin ol aS S o pMel By

O s g5 o
g e adgl )5 g 1l (gild poss] 3 (Batun g den

5 B> Culgtus ¢ alas i b g lodgy wages o] (6,550

By e dlie opl ) zysie Jlas como

S @bo

i 8> Jlo Ko Slojl g 5l s ool 3

References

1. Rafiei S, haghighi nasab m, Yazdani Hr. The effect of
marketing-mix efforts and corporate image on brand
equity in the IT software sector. New Marketing
Research Journal. 2013;2(4):182-195. [Persian]

2. Haghighinasab M, Kamyabi R. Assessing the brand
positioning of cosmetic products from the consumers’
perspective by using the perceptual map technique. New
Marketing Research Journal. 2021;10(4):151-172.
[Persian] doi:10.22108/nmrj.2020.122898.2114

3. Hubert M, Kenning P. A current overview of consumer
neuroscience. Journal of Consumer Behaviour: An
International Research Review. 2008;7(4-5):272-292.

4. Morin C. Neuromarketing: The new science of
consumer behavior. Society. 2011;48(2):131-135.
doi:10.1007/s12115-010-9408-1

5. Zhang J, Lee E-J. “Two Rivers” brain map for social
media marketing: Reward and information value drivers
of SNS consumer engagement. Journal of Business
Research. 2022;149:494-505.
d0i:10.1016/j.jbusres.2022.04.022

6. Alsharif AH, Salleh NZM, Baharun R. Neuromarketing:
The popularity of the brain-imaging and physiological
tools. Neuroscience Research Notes. 2021;3(5):13-22.

7. HyoJung C, Michael OB, Ronald CA, Chompoonut S.
An fMRI study of advertising appeals and their
relationship to product attractiveness and buying
intentions. Journal of Consumer Behaviour.
2016;15(6):538-548. doi:10.1002/ch.1591

8. Ruanguttamanun C. Neuromarketing: | put myself into a
fMRI scanner and realized that i love Louis Vuitton
Ads. Procedia - Social and Behavioral Sciences.
2014;148:211-218. doi:1016/j.sbspro.2014.07.036

9. Alsharif AH, Salleh NZM, Baharun R, Hashem E AR,
Mansor AA, Ali J, Abbas AF. Neuroimaging techniques
in advertising research: Main applications, development,
and brain regions and processes. Sustainability.
2021;13(11):6488. d0i:10.3390/su13116488

Goob 5l csjlonlazel 5 58 a3 oylolins 5 3k (slopl ol
Sl (Sop (2Ll )3 (35 ) g 2l @ plojen
2,8 Dl ylpde 4 (gl o &S M

5 S5 ladised ()P (Bl s, (SoSeal
plesl 1 a0l sl clidss )l derg (AW wllas Mo
slaylib 4o oS (S sla Jio b e slaaisl

Higd 35 yeie (S Szl g 9 (B

S1oy8 g K
Ty Q_.{l dl)%l 9 OUM o Kasly sslul d)lSw.zz’ )‘l
Al Josds Ss,08 5 S

10. Sanchez-Fernandez J, Casado-Aranda L-A. Neural
predictors of changes in party closeness after exposure
to corruption messages: an fMRI study. Brain Sciences.
2021;11(2):158. doi:10.3390/brainsci11020158

11. Schaefer M, Rotte M. Favorite brands as cultural objects
modulate reward circuit. Neuroreport. 2007;18(2):141-
145. doi:10.1097/WNR.0b013e328010ac84

12. Marques dos Santos J, Seixas D, Brandao S, Moutinho
L. Neuroscience in branding: A functional magnetic
resonance imaging study on brands' implicit and explicit
impressions. Journal of Brand Management.
2012;19:735-757. doi:10.1057/bm.2012.32

13. Montague PR, Berns GS. Neural economics and the
biological substrates of valuation. Neuron.
2002;36(2):265-284. doi:10.1016/s0896-
6273(02)00974-1

14. Plassmann H, Ramsgy TZ, Milosavljevic M. Branding
the brain: A critical review and outlook. Journal of
Consumer Psychology. 2012;22(1):18-36.
doi:10.1016/j.jcps.2011.11.010

15. Hubert M, Hubert M, Mariani M. Cue-reactivity to
brand logos of consumers with a compulsive buying
tendency: A consumer neuroscience perspective.
Psychology & Marketing. 2023;41:677-692.
doi:10.1002/mar.21946

16. Ahmed H A, Nor Zafir Md S, Rohaizat B, Alharthi
Rami HE, Aida Azlina M, Javed A, Alhamzah FA.
Neuroimaging techniques in advertising research: Main
applications, development, and brain regions and
processes. Sustainability. 2021;13(11):6488.
d0i:10.3390/su13116488

17. Siddique J, Shamim A, Abid M. The hope and hype of
neuromarketing: a bibliometric analysis. Journal of
Contemporary Marketing Science. 2023;6(1):21-21.
doi:10.1108/JCMARS-07-2022-0018

VoA


https://doi.org/10.22108/nmrj.2020.122898.2114
https://doi.org/10.1007/s12115-010-9408-1
https://doi.org/10.1016/j.jbusres.2022.04.022
https://doi.org/10.1002/cb.1591
https://doi.org/1016/j.sbspro.2014.07.036
https://doi.org/10.3390/su13116488
https://doi.org/10.3390/brainsci11020158
https://doi.org/10.1097/WNR.0b013e328010ac84
https://doi.org/10.1057/bm.2012.32
https://doi.org/10.1016/s0896-6273(02)00974-1
https://doi.org/10.1016/s0896-6273(02)00974-1
https://doi.org/10.1016/j.jcps.2011.11.010
https://doi.org/10.1002/mar.21946
https://doi.org/10.3390/su13116488
https://doi.org/10.1108/JCMARS-07-2022-0018

(AF Juiano N F 2 F ol pgun 0 losd «oiad 9 Camn Jw)

Lrles Oloys 9 slael ccudblags o)1l / Loyl g 3o (sole dolilad

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

V-4

Yang T, Kim J-H, Kim J, Kim S-P. Involvement of
bilateral insula in brand extension evaluation: an fMRI
study. Scientific Reports. 2021;11(1):3387.
doi:10.1038/s41598-021-83057-8

Al-Kwifi OS, Abu Farha A, Ahmed ZU. Dynamics of
Muslim consumers’ behavior toward Halal products:
Exploration study using fMRI technology. International
Journal of Emerging Markets. 2019;14(4):689-708.
doi:10.1108/ijoem-11-2017-0486

Marques dos Santos J, Moutinho L, Seixas D, Brandao
S. Neural correlates of the emotional and symbolic
content of brands: A neuroimaging study. Journal of
Customer Behaviour. 2012;11:69-94.
doi:10.1362/147539212X13286273975319

Al-Kwifi OS. The role of fMRI in detecting attitude
toward brand switching: an exploratory study using high
technology products. Journal of Product & Brand
Management. 2016;25:208-218. d0i:10.1108/JPBM-12-
2014-0774

Hillenbrand P, Cervantes J, Barrios F. Better branding:
Brand names can influence consumer choice. Journal of
Product and Brand Management. 2013;22(4):300-308.
doi:10.1108/JPBM-04-2012-0120

Marques Dos Santos JP, Marques Dos Santos JD.
Explainable artificial intelligence (xAl) in
neuromarketing/consumer neuroscience: an fMRI study
on brand perception. Frontiers in Human Neuroscience.
2024;18:1305164. doi:10.3389/fnhum.2024.1305164
Motoki K, Sugiura M, Kawashima R. Common neural
value representations of hedonic and utilitarian products
in the ventral striatum: An fMRI study. Scientific
Reports. 2019;9(1):15630. doi:10.1038/s41598-019-
52159-9

Chang HJ, O'Boyle M, Anderson R, Suttikun C. An
fMRI study of advertising appeals and their relationship
to product attractiveness and buying intentions: An
fMRI study of advertising appeals. Journal of Consumer
Behaviour. 2016;15(6):538-548. doi:10.1002/cb.1591
Casado-Aranda L-A, Sanchez-Fernandez J, Viedma MI.
Neural Responses to Hedonic and Utilitarian Banner
Ads: An fMRI Study. Journal of Interactive Marketing.
2022;57(2):296-322. doi:10.1177/10949968221087259
Shen F, Morris JD. Decoding Neural Responses To
Emotion in Television Commercials. Journal of
Advertising Research. 2016;56(2):193-204.
doi:10.2501/JAR-2016-016

Masterson TD, Stein WM, Beidler E, Bermudez M,
English LK, Keller KL. Brain response to food brands
correlates with increased intake from branded meals in
children: an fMRI study. Brain Imaging and Behavior.
2019;13(4):1035-1048. doi:10.1007/s11682-018-9919-8

29.

30.

31.

32.

33.

34.

35.

36.

3.

Egamberdieva F, Egamberdieva S. Cognitive and
neurolinguistic aspects of advertising discourse
perception. International Journal of Industrial
Engineering, Technology & Operations Management.
2024;2(2):52-58. d0i:10.62157/ijietom.v2i2.60

Fehse K, Simmank F, Gutyrchik E, Sztrokay-Gaul A.
Organic or popular brands—food perception engages
distinct functional pathways. An fMRI study. Cogent
Psychology. 2017;4(1):1284392.
doi:10.1080/23311908.2017.1284392

Javor A, Kindermann H, Koschutnig K, Ischebeck A.
The neural correlates of trustworthiness evaluations of
faces and brands: Implications for behavioral and
consumer neuroscience. European Journal of
Neuroscience. 2018;48(6):2322-2332.
doi:10.1111/ejn.14134

Xu Q, Gregor S, Shen Q, Ma Q, Zhang W, Riaz A. The
power of emotions in online decision making: A study
of seller reputation using fMRI. Decision Support
Systems. 2020;131:113247.
doi:10.1016/j.dss.2020.113247

Goodman AM, Wang Y, Kwon WS, Byun SE, Katz JS,
Deshpande G. Neural correlates of consumer buying
motivations: A 7T functional Magnetic Resonance
Imaging (fMRI) Study. Frontiers in Neuroscience.
2017;11:512. doi:10.3389/fnins.2017.00512

Linzmajer M, Hubert M, Hubert M. It’s about the
process, not the result: An fMRI approach to explore the
encoding of explicit and implicit price information.
Journal of Economic Psychology. 2021;86:102403.
doi:10.1016/j.joep.2021.102403

Schmidt L, Skvortsova V, Kullen C, Weber B,
Plassmann H. How context alters value: The brain’s
valuation and affective regulation system link price cues
to experienced taste pleasantness. Scientific Reports.
2017;7(1):8098. doi:10.1038/s41598-017-08080-0
Chattaraman V, Deshpande G, Kim H, Sreenivasan KR.
Form ‘defines’ function: Neural connectivity between
aesthetic perception and product purchase decisions in
an fMRI study. Journal of Consumer Behaviour.
2016;15(4):335-347. doi:10.1002/ch.1575

Fu K, Sylcott B, Das K. Using fMRI to deepen our
understanding of design fixation. Design Science.
2019;5:€22. doi:10.1017/dsj.2019.21


https://doi.org/10.1038/s41598-021-83057-8
https://doi.org/10.1108/ijoem-11-2017-0486
https://doi.org/10.1362/147539212X13286273975319
https://doi.org/10.1108/JPBM-12-2014-0774
https://doi.org/10.1108/JPBM-12-2014-0774
https://doi.org/10.1108/JPBM-04-2012-0120
https://doi.org/10.3389/fnhum.2024.1305164
https://doi.org/10.1038/s41598-019-52159-9
https://doi.org/10.1038/s41598-019-52159-9
https://doi.org/10.1002/cb.1591
https://doi.org/10.1177/10949968221087259
https://doi.org/10.2501/JAR-2016-016
https://doi.org/10.1007/s11682-018-9919-8
https://doi.org/10.62157/ijietom.v2i2.60
https://doi.org/10.1080/23311908.2017.1284392
https://doi.org/10.1111/ejn.14134
https://doi.org/10.1016/j.dss.2020.113247
https://doi.org/10.3389/fnins.2017.00512
https://doi.org/10.1016/j.joep.2021.102403
https://doi.org/10.1038/s41598-017-08080-0
https://doi.org/10.1002/cb.1575
https://doi.org/10.1017/dsj.2019.21

