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ABSTRACT

Introduction: Advertising will be useless if they fail to attract the attention of the audience.
The purpose of this study was to investigate the changes in the frontal and prefrontal area
in connection with the power of the alpha band while watching commercial advertisement.
Materials and Methods: The research design was semi experimental and 30 participants
(15 men and 15 women) watched two advertises (sports and non-sports). In this research,
the Neuro Guide software was used to convert electro-encephalographic data to quantitative
data. Results: The results of the study showed that alpha power decreased in most of the
channels among all individuals during watching the sports advertisements. This decrease was
not observed when watching non-sports advertisements. This difference was also examined in
terms of gender effect and the results showed that there was no significant difference between
male and female. Conclusion: Our data suggested that the use of sport elements may
enhance attention toward advertisement and lead to a long-lasting and efficacious memory
retention. :
Key words:

i 1. Neurosciences

i 2. Electroencephalography
i 3. Attention

4. Sports

i 5. Marketing

*Corresponding Author: Seyed Morteza Azimzade

E-mail: mortezaazimzade@um.ac.ir

|


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

[ Downloaded from shefayekhatam.ir on 2024-05-11 ]

[ DOI: 10.29252/shefa.8.2.29]

VWA joe Voigopdy

yaq )LQ'.’ 90 o)Lo..f) (omia® 0)90

T(igiad dazmo L yg1 b gogen o3l plhs (i po o (pilig ) (el 1)

Olpl edgeine cdgiin (g9 olStils ¢ o) 59 pole 0aSLails (B9 Cu e 095"

Ol edgien cdguinn o3T ol&itils ¢ pwsdige 0SS ( Sy (cwiige 09,5T

i wleMb|

YYAA g s ¥ dudlol IVAA ols e YA il yo

ol Bae aS Ll 05 4 1) Lbbw axgi ailes 51 og wiales onsld o il :aoaiio
sliles o 5o Whaily Gy b byl po 5he S 5 JWs )b ol Sledd (gm0 oo
VO 50,0 V0) 0diSES 1o Yo g 040 0,75 dewd bl ok :LDUD9I9 3190 5g S 5L lils
sleosls ks &l wlg)58 )l Ble 5 Bados cnl jo 50 ST Lale 1) (2559 38 5 (5%)59) &S 52 (05
Oy o W &yud as ols lias o guls ADIBL o coliiu! oS slaosls 4y 31 5 gllanl 2SIl

Py eels el cwl adls malS b JUIST co xS 50 g o8l eled le jo o359 Sl sasliv

s 5 0l sy Conis ).«.)l.tjal.?d)‘ O 1l ais samlive B3, wé DLl saslivn s

aps oo lis Lo glrosls :pgmSaaLii o las 599 (5,0 sme OS] o e g U5 o a5 Sl lis

oy uuls |

el pole )
ERXEWRETR]
4>y Vi

ISR
bbb o

g abail> i

PSP UKV i) LUV R VWP S By
mortezaazimzade@um.ac.ir : Saig ySI! w47

I


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

[ Downloaded from shefayekhatam.ir on 2024-05-11]

[ DOI: 10.29252/shefa.8.2.29 ]

AR )Le,) «©90 a)LA.,.‘Z i 093

=

U—AASH a‘—"—m

09953 il g g B Famw Az A g Caamw d |
Az algnas by daso, oYL oS, 5o g
Aoy cda 1,05 (OVF) S cde g5 as ) g iie
3 =l Sledbl ol s pze s )0 (6 yimiin
Sl oS, b gl d9—2g0 Lol (5 S
o=l 0 (V0) 05— go 55 )5 9 55,5 59, 0 &S
Ol oo Ol yimion [ g lomw jelatedy 5 Ll

0,5 oolaiwl " S iS yleg " L cmas b lL ]

Slocoye A (a8 slds jo aS amo e ylii La el
l_>J9‘ JLud_w)o 03— Lre).suo Qo> UYB_M ‘bl_a..:
Oy 5 9y sl a8 (IS sleanie o8 e T )
Oliaza 5 ool 5l i, ced 953 SBlocal a o s Lag]
g g glacudled [0 05250 mdle L ol S o
L g (V8) S |y ol 5k ks glsles
s 9 e ) |, M ie oyl olae] e 1SS
Gk o (VV) 0il s (g ie 4l g o3l
olads anas Slbasy ol yiie ool plodl wlados
5 alo S (5,5 ey GBI (6 b d g La]
355 a1, ol 8l ar g Loy ik a8 lasi s Se
A a g (OA-Y+) Sload gyl ;568 00,0 >
2Oy ey g Bale 5 ;5095 (Hlel 8 eel 2 Ls

O Ao 45 Cl Gl (gl ls Las ol al
93,00 9925 (Hloj Alols Joame a2 5 a1l iled
S9 a1 ol 8l azrgi ailety gt ;5e (ks (5
S 53 e 00 deld 0y oL Lk 0 S (L
O ety a5 plB e jo ol 8l g asle o 8L o, 8
Sdlas Ly (VALY V) oS o lssls o ad 5,
ANY) LT g5 a8 a s o ol copd Gbios Lol
Ol L e Tl G 9 T Sl cod 0 G5 2
o=y oyle Ll oaalie 090 fo-og0 au ol )8l 4> g5
Olye Ly oS i 5 OB 5 T (9 4t
"o >gr e, o Lall o sb c Jled g0, 5 a "
ot Ll ol ol poss a ST as S edel cassls sl
5 O 50 g (Y0) 31 args (33l o (il
S sloa o 4 )5 g (6,508 Gdou 5o
e lide (o>lgi o 05, ST 5 b Sl oSy S
Wy Az (ml a9l 8 (bl 9 e

! Neuromarketing
2 Frontal
3 Prefrontal

|

dodlo

sleol on Uy sl clo gl 5o il s wlacl pyle
an ! eae (b lL el a1y saas e goa
)‘ GO o> s (—as ‘r:l;)l)la (\) ..\_§|oo)51 Sg—>9¢
L il slas e (ibls 5 (5Lt e S
Lol 0,05 g ol i olwlus! g colid Gus

(Yc \ﬂ) \))"o)_;u;o

Sl iy Sl po Co ity (oas (Ll 5
Ol b sras (bl Sleas s d iy ol
Se il (=l g cloasl pgde Slalllas (s g 5o
S iy gty Sl i 0 ;500 (S5 3l 5 5
b sl oa ol oy eSS g La b o as
Jolse ol gl oos axd § 15 ay sloog i , S0
a8)S 5 e el L5 aS Gl it 5 sl Lo e
aslosls s 5l 1y 095 )5 gas L5 ccnl oo o
sloasSly Giu (=)l sl Loy, ol 1= o)
Ol (=g LaS e dy Cod ((a®) (950
=bbal 5 e gl e 5 (0-A) Wil s
o o el b sleanldh Llga a5 o e
S 00 el dliane oyl (3) bl o GLisl 4l
Wil o slade ol aas Jlss an bees 4
S8 Sl 5 (it 2y ol Al 4y s
(V) ams plamil (b e 5 5l Lo o e Jsle ]
as ol 8l alwlus! Sy ol slol wladoy 3—b
e o=l sleely 5 )bl ses 5 b 5l 388 )9k
hls Gl i a3 L8, o o (bl 06
S ol 8 g sl 00 <l g0y 5 ooy ozl
WS oo Slolg o B A | b ie 4 S g Cdly
ol ool S e i Bly o (@A) +) 0 G iS
g 58 S eeal glaais] b 5l ()l 45
5 a8l co 3Ll (pmad i) —2d oS log U
leanls b 5l Sl slalis, 5 olSTog 5wl
S Sl tgn o al5T gl ] Sl b
bl am (Lol b Jdo e 4 (F) 08l o
593 S S50 5 Obde 9 B (6 S e Byl
Sladsd j0 oolaiwl 0,5 o sla Jow g Loyl Loyl
cSld JLis a5 wah o eBle (Lt a g e
Obymie 3m P (6 S el (o5 5 5 098 Loty
el sloply (au 5l g Ghg 8 Al an L ooy
Sl =8 5l i ojal [y (V) wiles S8
)= slasST 5 (—lals sla )il o o
Ot Oly—ear DLl jlesliul g (V) 5,00 592
Sloels ) sl cmoal 3> )l (b 1L JUI
lagl 5 V1) wig=d ol yite ot 5 S 2 sl 008

4 Van Diepen
> Moon


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

yaq )LQ'.’ 90 a)Lo..f; (omia® 0)90

[ Downloaded from shefayekhatam.ir on 2024-05-11]

[ DOI: 10.29252/shefa.8.2.29 ]

CS 1 o6 mdyiillan] wocxie 5 052 S lail, (iodg
Laly ol 5o (PR F0) 5,5 oLl ol yo by s
Sl a4z e (o) JLiid o 0l Gdod
Sl (orae (L)l Sl ool Ly (2559 5=£ 5 (055
9y o=l 5l abl ol Gdod gyl al oe 2l
Shiditee dols g5 93 (o) JLo a o ol 5o
dalie L5 (=355 1€ 5 (=5))9) e e oS
Cel alg o (A9 Gk jl dds Lol 4 S oS

> L ogb ol 8l ez gy il

L gy 9 dlge

Sle—ale )—E‘;}‘ 5 &0l Sos Ll 3 des
A Loools (g gla—oz g 009 om0 doyd Sl aio £g
Gmtod sl Al ol oud plaul aB8iolel O g0
Bigos Aol JuSid agios oy ,8 ol8iils bgmeiils |
Obgzidle 51 (0,0 VO 9 53 VO) 5 Ve Jolds s 5sios
aobiolo, o, loslewl L aS abiog oy 3 oS il
O 330 olsall Slabss 7 b s a s es
a2 (X=YF/AY sd=YIVY) Jw YO LS Yo o ol 3
Wlgo & mn (g )low Al 4565 1o yau cCwd Sl

AT WJLM: GJLA_Mo Sy shhls o Sl g)lo

JSon 12l 9,

sybiedy 15 5500 sladiges i3S 5 ol s
229 (=Y ) 955 oo o8l Ve (il
Ay Y gmame dy b e gladds S al g0 a sl
5 =2509 S S bk 90 =l Sl S Laled | ey
e s Gk Ol same g 005 (0555 600
$ = ads liled sy Sos a—azme )3 05— 03,5
oled a5 el 153 (LS 0gm aiBs Yogu s 0,8 10
oorle oSy U AiaS i 5 i 55 L ole

sl 00 alosil gt Sy
(S5 Ml S ol Sl 50 U S g
ol s ool wl M luite &S 5 Yo ¥ Jos aJUS Y
b Jold sdod ol o ead solaiwl sl JUIS
Caowd > aSFZ §F7,F8, F3, F4, Fpl, Fp2 class =S|
Loy iSUl i bl oo it (Sldon iy 9 St
Aol IS slrog iSUl &g o a oo )0 0uis eolaiul
VooV e o adlipn piaw Ly 3 ollas 4 S 009 0,
==y Glrog pSIl .l oo 5 IS S |2l o
sboyhd g ob Jate pBauSes, 4 A5 4
S Dyg—o 4 oK w0 o 5
NETIENE S PV A R L IR N T
Sl el 235 55,0 Ve b IS L A Sl
Slasalsl jo g TanEg,e5 ,l58le 5 5 ol jo Lassls o

¢ Berger and Davelaar
7 Stroop test

8 Capotosto

% Simons

Ol L sli i su o Ll oyu 8 aalsa s
5 aS Sl S50 51 (YF) Cwl 035 of padr d > g5
DBlioe TVl 5 550 el Gls e e o
S s, sl gy 5 ool l L 5 ol
v%’ﬁf"jﬂ" 0531 Gl ol bl az g s o 1, Ll
S Ll ool as aso,S wdlel g asols 1,3 aalas 5,5
(OY) sl JBoojloamogay slias oy el
Sl (S 5 g Ay Q‘)L’{b“" 5 gginls
leslaiul by glajon job an | Ll e lid o 4oy
A lae ;o (YA) asols j1, 8wy 0,6 TMS 4 EEG
S8 Ol i g o8l Ay e 1 S5 3l LS’)—fi*’
i 5350 4y 5 285 55 il 90 Ll ol
Omizma (YA) o S ool Ll ol i a s a >4
Do 5 6 e 55 S5 i) ey o
S o bl | San g 4 BlS a o LLS | 0]
| ke s s 3 iy a0 LalT 0y Sl
OV YY) 0 S ol olids ay asg 2ol b
N8l ez ey a8 (hB L ollen 5 T gen
«0ls Lol EEG 5o,k 51 Ll ool & j08 g olads 4
oaline gl an ol 8l a>g5 moliala S as S el
LLs,l s La Syad yials L g le e jebo a oul
$9) 4S5 ladllas )3 5 (e g $5L255 (T)) el
0975 93 )3 0ad &l Jymaze aip 4 42 gi Gl
o) waols szl sa S B ras ol g 00 S8 a0
St o Ll oju8 palfas ase S a sl geb90
il aales ol jen a1 A ls a4 a g 158l 5 e

FY)

Cow sl aiasa o comal , 534S ;5 hila
5t S e S 5 L Ll
0,5 5,108 50 g e |y ek an asgr o] 5l esla
Oy Jdoay e el (55,9 daoxe 5l eola il
a oS bl gyl gl ool Slged slo Jo—uily
Joos plisYgame &l g (byme Sl (8 (1 et
l_il.ﬁuLA)stLQJ)_MJdJO\.\_M)LA_ClJBM‘OJ_MJ
Iy 092 g law SBlaal 5l —isy (53,8 3=l I olads
Slads o3 sl Jlw j0 45 (g,6b 4 .3lw 380
A8l (g Cogas (b)) AL laaizos
ol 5 0 pLowl dion) rml 0 s (g0l oo
o S8 5 4 il 4 (ol 4 0L
3as (FF-FY) aib oo ciio (5559 b 5l Ol ag
po,e 2T e rolidlas fls s o o JoYo ales
54§4l_..~os_§_>‘_§LwLm R R NN 6)L?d ul_..ua_i_>)|

10 Baseline
I Mitsar
12 Neuro guide

I


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

[ Downloaded from shefayekhatam.ir on 2024-05-11]

[ DOI: 10.29252/shefa.8.2.29]

AR )Le,) «©90 a)LA.,.‘Z i 093

= &

g—_‘:&-.'hs_}J=; ﬁ‘_—‘LAﬁ

basline 3l J-3d) coliul cdl> o (35,2 A-VY) LalT assl
Sl 9 52 53 5 0t e ;500 o g0 5l s (Gl
= 5> G AV LAl a8 (3555 7 5 (—55)9)
o l) 58S sae ol Slazgs Jdo a0 als sLiles
05 sl ) sl Al s Lol el 00l ol 555
il Syl g i Uy el o0gs o tne Sy ol
an fasS ol g3 an ) (it amrgd sl (5
3l se Sl ol (o) a adlol 0 55l (en
Ly Sl el 5l ool ol (yaens y5Laiods Il o
B oy 2y5— ] 6‘7‘”&)3 Oy Syl e
O39= oy G e )lal (25 iy O At B8
B9rS9dsS g3l 3l petaie e a Easloosls 55

(¥ Jsizr) o oolil Cgiymansh
5 Lmools a0 jei aas o Ll ¥ Jouo 4 S j5lailen
ot oyt aom 50wl o Jlo B LaJUST (sles
ot Syl sloggesl 5l Lo yiiis ay by po ol 8
O35 Stz A g Gy Slasl i a g Ly g onid S
b Gles (Silee B (o 2 5 ion sloans 2
5309 &=k SLsled (e 53 5 S8 G AV L
s ooliisl 5 S uilyly 3BT (ygme3T 51 (=509 £ 5
S0 5 S T zle il (sl s 52 5

6LAM)$ ) 6‘)—" 9 A eola SPSS)‘)_Blﬁ))
O3 5 B pa b By, FaalsS slniyse;l G
o At S IS Ay 5, Sea sy g U]

Lasy

‘rwﬁo)ﬁ B _isls ubﬁM‘J roLo.: ‘) d_~a.7u a_suol}
i T ol g A gas oy ST aq e
Gl Sy 50 AS D9 w8 oS iils L gmiils
SAYIVE) o5 8510 5 R=YF/A8 SA=F/F)) 5,0 , 55 10

REVER YV &x=Y¥/7F

sl xSl o G5, A-VY) LT e ol s fol jo
soaliw LTMLSVJ;)IJ_& dlore 0550 Al
sl JuK s o ol s sl ol el anily slsds
oS jehailen | 085 1,8 2 050 L LS
ool a5 G=,m AVY) LT g5 ials ol 3 amgs
Gye AVY) LT ol e 0 Sle j9taie (o 4
PRPEVSTIY SN U NV WIS Y T Ui VY H/0 1 [ -

A dwlre 09 f aod saalie o (o

03e31 e 0 98 (k0 sl =Yy

iz glacdls 5 LU o WT o yud .Sl - Jgus

i e &l SLAes e (S b gLk > s gliles J LS LU
OIVE Y] OIBYYTY FIFTD A FPI
019510 ) BIVEYAY FIAYYYO FP2
518V YVSE FIVELTY VISFS\§A F3
Y/-YAMA FIVABYD AIYAYIRY F4
¥ATYASY JAFAVYY ITFOSSS F7
O+ YOV FIVEA- V¥ OIFAY - AY F8

AR AEEY VARARES NAYADTY FZ

~&
e
1]

|


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

wvaq )LQ’.’ 90 o)Lo..fa o 0)9

[ Downloaded from shefayekhatam.ir on 2024-05-11 ]

[ DOI: 10.29252/shefa.8.2.29 ]

lises sla JUS )0 Wosls mje 05 Jloy cmes =Y Jgor

Wil el patls LU
LA MFY FP1
1=V j1ar FP2
L Iy F3
- 0¥ ey F4
v vy E7
JAEY AT A F2
VA fan FZ
AT TVAA FP1
JeFl - FP2
JaF N AT F3
AR i F4
T [-¥a E7
- 7Y F2
e A F- FZ

11 L FP1
nag AT FP2
- Ty F3
Y IYE F4
kAl Ve F7
JAAF Nisn F2
AL Akas F7

&

259 &S 9 oY e el o Lo JUIS e 5]
Lo JUlS 5l plaS g 5o (0355 8 &l 9 Y o
S WS ol 829 aolol o (F Jgaz) oid ovnliue
o=l a7l 5 pmols 1,8 asllas 050 cois LL
LT‘:’)‘)ﬁ &J.u O 00— bl_7u‘ sl a s Og— O ye—o
Sy 9 (5 O 9 009 S SIS (D)9 ol g
Sg—>g aald an a g L L)l o 5 )lo —me OIS

Oluye pufibe  golil 20

&L pyago 31 )8

etz dalsd glilad g 40

iy g paf ElE gliled ey

o9 L y090 )\owz.m Gl =/eve) aal s 4
o992 o5 Ol e oS Ad b (el Jlas )
999 o e gl Cles yo aS ad eolaul 1T 5
e o3 G, A YY) LT ool e o 4 s asb
l_fz:JLSlS Lr“’l"“s O gr“i’)')ﬁ )—"c 9 gr*:’})ﬁ &‘-l'-’ L dl—M’L"-’

o523l 5l LaiSiles (o OIS w6l aalol o
5048 b ool g ao,S oolawl O Sg,aie el

ilizes o JUS o S8l 5,0 Syl pygesl - Jaue

Glaype £ooma

235 ool 51 g

ARTEN A
CTEATAT fiova ARARI2 AT AIVARYS FP2
feed YIAL ARIAI UARES YYIASF F3
S/ FIANY YYIY-Y UARS YAIBY- F4
ofes¥ Y[-vF FZARR] VVYF TA/YaA F7
slel® WANAY ARTARR MAR\ TRIYVY F8
AR FIATY FY/-FO VVAA LATATAN FZ

4 Greenhouse-Geisser
15 Bomferroni


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

AR )Le,.v g a)LA..‘L i 093

[ Downloaded from shefayekhatam.ir on 2024-05-11 ]

148 pebacs 3 locabl ALl

YL ao oelide | pluald  oofald 8.

ik

EYENTRINN ST Fpl s
YA SV M | e | VA | s e el oLl e o Fpl Ul R
YI0A8 R T VSR B TN TR N Ol . Fp2 i
YHTE TV T T T SRR R W Tl L oLl 5
ey 75D dev | een ey | g ki sl e o F3 Jus EINIEVERE
YITEA S em | e | e | s e s sl e o3 Juts [T
YIVF) RN IR G e AT RS YT . |iF4 s
Yip-v A | A | e [ e | g pd auls ol e o F4 s [EEERRIRETG
Yiest e gt | omta Loy | s il sl e 0 FT s ENDIUME
VET FED BB | A | AT | s il i o s FT U5 [T
Yiay -\ ¥ Sorv |y | e | s ali el o oF8 s NS
T Sy |y | s | ey | s e il Lol e o F8 it [
¥AY YRY SAN | Y | s s el e oFZ s RO
Yavs T R R T R RN AT L s

&

iz ol L JUIS 55 831 g0 ol b eey] —0 Jguar

Olype fibe  @oliTday ol ggame

235 ougle o 5 cysel

odaliw 3l J—d e > o Lo JUKS 5l pla S o )0
A0l g2y ) y9 et g (Col pul e )
Lt o8539  Sliels 45 Sl i i o
e Sldion Gion 9 Sl Ceomnd o YL L] sl
Oloels gliles o o ol 6l ) 6 e 4z s
el b5, Olads Huos (Jolie [0 0 S oo ol
ali e ol 5 05 0 38l ke 0 Sl LAl sl
Sl 055 slraizmo 5 comle a5 cul ol 51 S
5 aey ol 5o Sl o y93 (6 i A gl 0
L 4 (gl «09=SL Giome sbogminer wlol
03,5 oy n |y g5—290 ol Sloacl pode 5l (6 S e
Sooluiwl b as e Sldllas Lol o el il
a_>las g dsliiuny ool wl ol guw sl iy,

S A 9 Cxy

LAl @ y08 i alS og g0 Ol b dudy bl
Sl Sldn i 9 St Send 3 G52 AV
Sl 3 g9=d30 (sl 5 955 o0 (gl Az gl il
Sldlan olols 4o by e Gladad g anl, olidss
A ol gasd il ol )0 (VY YO-YY) cewl ovuuw,
ks saaline LT a8 5 Sy ol gly (psily JUsio
&l a S (859 Gk 3l (0559 2 Joame S
Sl azrgs ol 50 (B9 = Gob 5l Jo—ame e
P FETENE RO RO SR RSN
Sl L5 (559 ;8 Gmsb 5l dls L alie )3 (3559

fog—i ol, 8l o s a g cds cel

[ DOI: 10.29252/shefa.8.2.29 ]

O Ol oo a8 alassl cows ol a8l L
S 95 lindiod gl 0,5 bl wl Lagl 511, oubs
04309 B 5l olsels ag ol 8l as ols (las Gl Sen
NS sl (FF) as so (ylis (5 s dzgi g 4B

16 Zori¢
17 Popovic

T ool glgs as ol s yol> 3o 5l ol zols
(ol ) saalin 5l L8 cdl> 0 (65,2 A-\Y)
Logl 5l 5o sm LaJUS (oolos o (2559 o> L
Sol ol a s s o cula il o e Sglss


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

yaq )LQ'.’ 90 a)Lo..f; (omia® 0)90

[ Downloaded from shefayekhatam.ir on 2024-05-11]

[ DOI: 10.29252/shefa.8.2.29 ]

5 Lanl (FV) 050 bwlypn o8 o g ™ 5aly 3bios
b Sya 8 iz sladgld o) d (i
U1 S o) 4t ol 4 Lol gm0 09 05
Y aS 60,09 ) OBauSeS b o b j0 8
u‘)LLo.Q 9 VYH)AJJS J_..ul.lsn dJLm.n A_S)lb g ‘)
Ol 9 Bt L oo Wlials (g5, a8 (o )0 5
O o 1y ulo e gl sl plol i B yae
30 (FA) 00,50 sl ie calizes slacdl> jo o, g
09 45 3,5 ol o Olssiee 48h ol e
5SS 5w L smbaizs glls co i soal i wlsds
O O (=l Sg ol G (gl colin U

Ais odwlie ady g95 g0 sl oS mom 5 o g

Slolppiin ol iagh sloaadl a a > L dad
'35—“’6" 4_1“)1 )4)

Slpiiin )5 g S ol Lol b —oled as e
Y gams) 093 Vg amme i gl a5 00, F o
)39 Sloime g Ldaizs 51 (=059 5 (o—0)y9 =
Eel 50, , 56 ol, 8l o5 xe slacdled gq, o
a5 s Jyme s Sl o 5 4 ol il

Dg dples el

oo DY aze DLl o i slaclas ¢
P P WV WY P G P 0 U 3 P P W) FYN RS VS0
S Ly 6xSsw b (mloams inled ay jol8 ()l -
Jomaze ;5 32 walsss (ol Sz ol i

Sl ol Canim gl 0,08 Gl su s AL

S9-ioe S (ST S tagh A ae) ran 500
e e e 1y (s e 5 Laaims 3k
OO bBu g s 5 (091 bl sl Slads o
STy oiile jie 3blie plow )5 G ien

iz O glaslal g W@‘bw

18 Bjelica
19 Muratovic

20 Bennett
2 Yilmaz

2 = el 5 O 5 Mo (o2
ral_?cﬂ o Lises 6&)9_M5"‘ el)_é\ S9) ;= AJO_:LQ..M 3
G 0l 8l Olin )8 g Lo jgls a5 0o, odel waiols
Rl dn o ()55 Gk Slead als Jeame 4
d_.)).la )‘A_YE .“ ...5‘..4 “ )_?L.. .:‘A)l“
SB ol,dla >g5 0 50 iy e oo plsil 3559
Q)j QL‘QJ‘ “.C;bl.f 64-!0.3‘) O_::AQ )° .(Y’a‘ YV Y’A) J)JLSA
G )yl i iy 9 o)l S ams el wl a S

s Lo g,

Syl gadei Slaas g DYy ame 5 Lo pls dawgd jo
Slidiod )0 55 (V2 1) 5oz 5 092 9 (V- +7) 09—
G309 Gk 5l Slaeks oS e aS as S edlel (6,500
3550 i ool (29 (Al 5 7 b S o o0y
PUNSTSERPSSENIING £ VR 25 WONIN PUCTIC - SN I UK
Jole (=855 asbad jlosliiwl as a4 oes (0
g o8 Dg—mmmo 00T B a0 Uy S lP )0 (—ope
Sl azgs el jolB (55,5 (S (g5 o0 ol nle (FT)
ailgly Aol 10 g 0sS > oud a1 LS Jeame 4 |
Sz o fdon dzg ol ol 6Ll 5l T Jlds o
E—o90 (ml Sl Sy 35w 355 Slaal o)
o Py azg G bl A 05 5 0 iy ]
20l 6l 5 ik bl s Jsame L g5-d50 S
ke 515 5 MLl o w5 (b ool
lS 4 S aaiire laceiils g el oanw, ol ay
S8l 50 a8 gyt azy > o gl L
OA-Y ) 0,50 QT Colyd jo g aab adls cwga |

e n 2 a8 S (el ader 5l s S
S50 )8 e 0y9e (Llb e g e SlLiES
09 & o |y S8l A g s Gdod (ml yo ()
G 3590 I3y g 55 09,5 93 e (D09 =
OISy (i 4 D9 (5lasS 4 alol> moll emols )8
(2505 =2 9 —),9) Sk baalin Lo o 0U5 5
sl ois sdnlin (g)lo mre glas Y un <>
o= e g s S G a8 Sl S5 L
&8 4o Sglds ol g Sdlo 0929 gl 09,590 ;0 50
Se—s slojlasil an glas ol Lol tog by y9 lseds
L Gaios ol mol 090 jlo me g,Lel LLsd 5las

22 Wolderlich
% Qccipital
24 Temporal
% Prital


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

[ Downloaded from shefayekhatam.ir on 2024-05-11 ]

[ DOI: 10.29252/shefa.8.2.29]

AR )Le,) «©90 a)LA.,.‘Z i 093

= & -
g—_‘:&-.'hs_}J=; a‘—"—m

1. Nyoni T, Bonga WG. Neuromarketing: No brain, no
gain. Dynamic Research Journals’ Journal of Economics
and Finance (DRJ-JEF). 2017; 2(2): 17-29.

2. Neto JC, Filipe JA. Consumers economic behavior
and emotions: the case of iphone 6 in neuromarketing.
Int J Latest Trends Fin Eco Sc. 2015; 4: 1041-7.

3. Akbari M. An overview to neuromarketing and its
application. Shefaye Khatam. 2013; 2(1): 75-84.

4. Calvert GA, Brammer MJ. Predicting consumer
behavior: using novel mind-reading approaches. IEEE
Pulse. 2012; 3(3): 38-41.

5. Davidson RJ. What does the prefrontal cortex “do” in
affect: perspectives on frontal EEG asymmetry research.
Biol Psychol. 2004; 67(1-2): 219-34.

6. Lee E-J, Kwon G, Shin HJ, Yang S, Lee S, Suh M.
The spell of green: Can frontal EEG activations identify
green consumers? Journal of Business Ethics. 2014;
122(3): 511-21.

7. Morin C. Neuromarketing: the new science of
consumer behavior. Society. 2011; 48(2): 131-5.

8. Ohme R, Reykowska D, Wiener D, Choromanska A.
Application of frontal EEG asymmetry to advertising
research. Journal of Economic Psychology. 2010; 31(5):
785-93.

9. Zaltman G. How customers think: Essential insights
into the mind of the market. Harvard Business Press;
2003.

10. Zurawicki L, Braidot N. Consumers during crisis:
responses from the middle class in Argentina. Journal of
Business Research. 2005; 58(8): 1100-9.

11. Vecchiato G, Kong W, Giulio Maglione A, Wei D.
Understanding the impact of TV commercials. IEEE
Pulse. 2012; 3(3): 42-7.

12.  Fett M. Neuromarketing in sports: how
emotions strengthen the consumers’ perception
of a brand. 1* ed. GRIN Verlag. 2012; p. 152.

13. Sharifi M, Pool JK, Jalilvand MR, Tabaeeian RA,
Jooybari MG. Forecasting of advertising effectiveness
for renewable energy technologies: A neural network
analysis. Technological Forecasting and Social Change.
2019; 143: 154-61.

14. Riebe E, Wright M, Stern P, Sharp B. How to grow a
brand: Retain or acquire customers? Journal of Business

|

&L
Research. 2014; 67(5): 990-7.

15. Simmonds L, Bellman S, Kennedy R, Nenycz-Thiel
M, Bogomolova S. Moderating effects of prior brand
usage on visual attention to video advertising and recall:
An eye-tracking investigation. Journal of Business
Research. 2020; 111: 241-8.

16. Jesulola E, Sharpley CF, Bitsika V, Agnew LL, Wilson
P. Frontal alpha asymmetry as a pathway to behavioural
withdrawal in depression: Research findings and issues.
Behav Brain Res. 2015; 292: 56-67.

17. Bayan Leyla, Alipour Fatemeh, Kolivand Hossein,
Sadat DS. Neuromarketing: the cognitive approaches to
consumer behavior. Shafaye Khatam. 2014; 2(4): 46-59.

18. Bellman S, Nenycz-Thiel M, Kennedy R, Larguinat
L, McColl B, Varan D. What makes a television
commercial sell? using biometrics to identify successful
ads: demonstrating neuromeasures’ potential on 100
mars brand ads with single-source data. Journal of
Advertising Research. 2017; 57(1): 53-66.

19. Ehrenberg A, Barnard N, Kennedy R, Bloom H.
Brand advertising as creative publicity. Journal of
Advertising Research. 2002; 42(4): 7-18.

20. Percy L, Rossiter JR. A model of brand awareness
and brand attitude advertising strategies. Psychology &
Marketing. 1992; 9(4): 263-74.

21. Harrison F. Digging deeper down into the empirical
generalization of brand recall: Adding owned and earned
media to paid-media touchpoints. Journal of Advertising
Research. 2013; 53(2): 181-5.

22. Pieters R, Wedel M, Zhang J. Optimal feature
advertising design under competitive clutter. Management
Science. 2007; 53(11): 1815-28.

23. Vaughan K, Beal V, Romaniuk J. Can brand
users really remember advertising more than
nonusers?: testing an empirical generalization
across six advertising awareness measures. Journal
of Advertising Research. 2016; 56(3): 311-20.

24. Rice B, Bennett R. The relationship between
brand usage and advertising tracking measurements:
International findings. Journal of Advertising Research.
1998; 38(3): 58-66.

25. Van Diepen R, Foxe JJ, Mazaheri A. The functional
role of alpha-band activity in attentional processing: The
current zeitgeist and future outlook. Curr Opin Psychol.
2019; 229-38.


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html

yaq )LQ'.’ 90 a)Lo..f; (omia® 0)90

[ Downloaded from shefayekhatam.ir on 2024-05-11]

[ DOI: 10.29252/shefa.8.2.29 ]

26. Moon J, Kwon Y, Park J, Yoon WC. Detecting user
attention to video segments using interval EEG features.
Expert Systems with Applications. 2019; 115: 578-92.

27. Berger AM, Davelaar EJ. Frontal alpha oscillations
and attentional control: a virtual reality neurofeedback
study. Neuroscience. 2018; 378: 189-97.

28. Capotosto P, Babiloni C, Romani GL, Corbetta M.
Frontoparietal cortex controls spatial attention through
modulation of anticipatory alpha rhythms. J Neurosci.
2009; 29(18): 5863-72.

29. Yoto A, Katsuura T, Iwanaga K, Shimomura Y.
Effects of object color stimuli on human brain activities
in perception and attention referred to EEG alpha band
response. J Physiol Anthropol. 2007; 26(3): 373-9.

30. Baraybar-Fernande A, Bafios-Gonzalez M, Barquero-
Pérez O, Goya-Esteban R, de-la-Morena-Gomez
A. Evaluation of emotional responses to television
advertising through neuromarketing. Comunicar: Media
Education Research Journal. 2017; 25(52): 19-28.

31. Simons RF, Detenber BH, Cuthbert BN, Schwartz
DD, Reiss JE. Attention to television: Alpha power and
its relationship to image motion and emotional content.
Journal of Media Psychology. 2003; 5(3): 283-301.

32. Vecchiato G, Astolfi L, Fallani FDV, Cincotti F,
Mattia D, Salinari S, et al. Changes in brain activity
during the observation of TV commercials by using
EEG, GSR and HR measurements. Brain Topogr. 2010;
23(2): 165-79.

33. James JD. Attitude toward advertising through sport:
A theoretical framework. Sport Management Review.
2011; 14(1): 33-41.

34. Bennett G, Ferreira M, Tsuji Y, Siders R, Cianfrone B.
Analysing the effects of advertising type and antecedents
on attitude towards advertising in sport. International
Journal of Sports Marketing and Sponsorship. 2006;
8(1): 62-81.

35. Bjelica D, Popovi¢ S, Jaksi¢ D, Hadzi¢ R, Akpinar
S. How does advertising through sport work? Evidence
from Turkey. 7" International Scientific Conference on
Kinesiology; 2014.

36. Masanovic B. Attitudes of consumers from
autonomous province of vojvodina toward advertising
through sport in relation with the frequency of watching
sports events. Sport Mont. 2018; 16(3): 91-6.

37. Muratovic A, Bjelica D, Popovic S. Examining

beliefs and attitudes toward advertising through sport
among montenegrin consumers. Facta Universitatis,
Series: Physical Education and Sport. 2014: 95-104.

38. Popovic¢ S, Jaksi¢ D, Mati¢ R, Bjelica D, Maksimovié¢
N. Examining beliefs and attitudes toward advertising
through sport among serbian consumers. Studia Sportiva.
2015; 9(1): 225-31.

39. Pyun DY. Proposed model of attitude toward
advertising through sport. 2006.

40. Pyun DY, James JD. Enhancing advertising
communications: Developing a model of beliefs about
advertising through sport. International Journal of Sport
Communication. 2009; 2(1): 1-20.

41. Behnam M, Gudarzi M, Hamidi M. The influence of
advertising appeal on future intention and consumer’s
attitude toward advertisement in sport service. Sport
Management Review. 2015; 30: 35-54.

42. Kordlu H, Elahi A, Khodayari A. The cause
and effect relation between beliefs, attitude toward
advertising through sport and attitude toward common
advertising: the results of structural equations model.
Sport Management Review. 2015; 30: 203-24.

43. Sajjadi SN, Omidi A, Zare g. The relation between
the use of sports in advertising and consumer behavior of
sports spectator. Harekat. 2007; 34: 83-93.

44. Kropp F, Lavack AM, Holden SJ, Dalakas V.
Attitudes toward beer and tobacco sports sponsorships.
Sport Marketing Quarterly. 1999; 8(3): 49-58.

45. Lyberger MR, McCarthy L. An analysis of volume
consumption, consumer interest and perceptions of sport
sponsorship as they relate to the Super Bowl. International
Journal of Sports Marketing and Sponsorship. 2002;
3(4): 60-78.

46. Zori¢ G, Masanovi¢ B, GardaSevi¢ J. Attitudes of
montenegrin consumers toward advertising through
sport among the question how often consumers purchase
sporting goods. JASPE. 2018; 2(1): 21-5.

47. Yilmaz B, Korkmaz S, Arslan DB, Giingor E, Asyali
MH. Like/dislike analysis using EEG: determination of
most discriminative channels and frequencies. Comput
Methods Programs Biomed. 2014; 113(2): 705-13.

48. Wonderlich-Tierney AL, Wenzel KR, Vander Wal
JS, Wang-Hall J. Food-related advertisements and food
intake among adult men and women. Appetite. 2013; 71:
57-62.

[


http://dx.doi.org/10.29252/shefa.8.2.29
https://shefayekhatam.ir/article-1-2090-en.html
http://www.tcpdf.org

