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Human behaviour is driven by conscious (or explicit) as 
well as non-conscious (or implicit) neural information 
processing in the brain. To better understand and also 
predict human behaviour researchers take measures that 
are assumed to be directly correlated with it while 
exposing their study participants with various different 
stimuli or asking them any questions. 
 
Crucially, explicit decisions and/or explicit responses to 
asked questions are not always directly reflective of 
actual behaviour. For example, just because people say 
(or tick a box) that they always buy eco-friendly (or 
organic) food doesn’t mean they actually do it. However, 
traditional research approaches in product development, 
marketing and advertising usually follow the idea that 
explicit responses form a reliable basis to shape 
products, marketing strategies or the design of an ad. 
This is in clear contrast to what recent empirical 
evidence would suggest one to do. Grahl et al. (2012) 
found gender-specific discrepancies between explicit and 
implicit responses to different bottle shapes. Geiser and 
Walla (2011) found that walking through virtual urban 
environments elicits implicit emotional responses that 
differ from explicitly stated preferences. Also food intake 
(Walla et al., 2010), viewing facial expressions (Dunning 
et al., 2010) and even simply looking at emotional scenes 
are associated with such discrepancies (Mavratzakis et al. 
(2013). 
 
Given all the above-mentioned evidence we were highly 
motivated to test whether or not an implicit measure, in 
this case brain activities in the form of neural potential 
changes (event-related potentials; ERPs), are directly 
reflective of brand attitude as in like and dislike towards 
known brands.  
 
For this purpose we invited participants to first take part 
in the initial phase of our experiment, during which they 
were required to complete a survey and rate their 
attitude towards 300 brand names. After having 
recorded these ratings, an individual brand list was 
created for each participant. In the second phase of the 

experiment, participants were required to enter the 
laboratory and view all brand names again while brain 
potentials were recorded via electroencephalography 
(EEG). After adequate statistical analysis we found that 
brands that were rated more positively (via self-report) 
were seen to elicit less negative brain potentials over the 
right frontal hemisphere than brands that were rated 
negatively. First of all, this result strongly confirms the 
usefulness and reliability of objective measures to 
investigate marketing-relevant attitudes as in likes and 
dislikes related to brand names.  Second, it also provides 
an important basis for future investigations that will be 
designed to demonstrate the effect of evaluative 
conditioning on attitudes, a widely used tool in 
marketing and advertising. Finally, the present findings 
support the idea that basic affective processing as in 
brand attitudes is accessible via EEG (see 
Walla&Panksepp, 2013) 
  

 

 
Figure 1.  Event-related potentials elicited during 
exposure to written brand names that differed with 

respect to prior stated attitude. 

 

Corresponding author: peter.walla@newcastle.edu.au 

Truth Detection: Unbiased Brain Responses Reflecting 
Brand Attitude 

 
Peter Walla, School of Psychology, Functional Neuroimaging Lab, University of Newcastle; 

Centre for Translational Neuroscience and Mental Health 
Monika Koller, Department of Strategic Management, Marketing and Tourism, University of 

Innsbruck School of Management, Innsbruck, Austria; Department of Marketing, Vienna 
University of Economics and Business, Vienna, Austria 

Shannon Bosshard, School of Psychology, Functional Neuroimaging Lab, University of 
Newcastle 



 

 Gmunden Retreat on NeuroIS 2014 │ © NeuroIS.org 19 

REFERENCES 
 Dunning JP, Auriemmo A, Castille C, Greg H.(2010). In the face of anger: 

Startle modulation to grade facial expressions. Psychophysiology, 47: 
874–878. 

 Geiser, M., Walla, P. (2011). Objective measures of emotion during virtual 
walks through urban environments. Applied Sciences, 1: 1-11. 

 Grahl, A., Greiner, U., and Walla, P. (2012). Bottle-shape elicits gender-
specific emotion: a startle reflex modulation study. Psychology, 3(7): 
548-554. 

 Mavratzakis, A., Molloy, E., and Walla, P. (2013). Modulation of the 
Startle Reflex during Brief and Sustained Exposure to Emotional 
Pictures. Psychology 4 (4), 389-395. 

 Walla, P., Richter, M., Färber, S., Leodolter, U., and Bauer, H. (2010). 
Food-evoked Changes in Humans: Startle Response Modulation and 
Event-related Brain Potentials (ERPs). Journal of Psychophysiology 24, 
25-32. 

 Walla, P., Brenner, G., and Koller M. (2011). Objective measures of 
emotion related to brand attitude: A new way to quantify emotion-related 
aspects relevant to marketing. PLoS ONE 6(11), e26782. 
doi:10.1371/journal.pone.0026782. 

 Walla, P., and Panksepp, J. (2013). Neuroimaging Helps to Clarify Brain 
Affective Processing Without Necessarily Clarifying Emotions, Novel 
Frontiers of Advanced Neuroimaging, Prof. Kostas Fountas (Ed.), ISBN: 
978-953-51-0923-5, InTech, DOI: 10.5772/51761. Available from:  
http://www.intechopen.com/books/novel-frontiers-of-advanced-
neuroimaging/neuroimaging-helps-to-clarify-brain-affective-processing-
without-necessarily-clarifying-emotions” 


	1-3.pdf
	References

	4.pdf
	References

	5.pdf
	References

	6-8.pdf
	References

	9-11.pdf
	References

	15-17.pdf
	References

	18-19.pdf
	References

	20-22.pdf
	References

	23-25.pdf
	I. Introduction
	II. Literature Review
	III. Experimental Setup
	IV. Results
	V. Conclusion
	References

	26.pdf
	References

	27-28.pdf
	References

	29-31.pdf
	References

	32-34.pdf
	References

	35.pdf
	References

	36.pdf
	References

	37.pdf
	I. Conceptualization of the CA grid
	II. Preliminary Application of the CA Grid
	III. Potential contribution of the CA Grid
	References

	38.pdf
	References

	39-41.pdf
	Introduction
	Methods and Contribution
	SSAES Design
	Discussion and Conclusions
	References

	42.pdf
	References

	44.pdf
	References

	45.pdf
	References

	46-47.pdf
	References

	48.pdf
	References

	49.pdf
	References

	51.pdf
	References

	52.pdf
	References

	53.pdf
	References


