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1. What is the question (of the paper)?
Whether our brains process the information of brand image in a specific pattern or
within some recognizable areas, and whether we can identify what information is
retrieved when provoked by different brands.

2. Why should we care about it?
Differentiation by establishing a unique brand image has always been an important
marketing strategy, but collecting reliable data about consumers’ perception on
brands is difficult since such information is mostly composed of feelings, emotions,
or some other subconscious thoughts. Neuroscience is thus helpful for obtaining
objective observations. However, the physical observations may not be meaningful
if we are not able to link the brain activities to specific information about brands.

This paper provides a solution for both needs.

3. What is your (or the author’s) answer?
The two hypotheses are justified: 1) our brains process the information of brands
stably in some regions where brand images can be recovered by observing brain
activities. 2) for different characteristics of brand images, there are different
corresponding neural response patterns. This means that ideas of brands can be
constructed by simply observing brain activities without requiring the respondents’

self-report.

4. How did you (or the author) get there?
An experiment consists of consumer survey, brain scanning, and machine learning
is conducted. First a set of brands were displayed to the participants, who were later
asked to think about the brands freely while being scanned by functional magnetic
resonance imaging (fMRI). Then they filled-in a brand association survey, in which
they gave a rating on each brands to each characteristic. A factor analysis was
conducted using survey data from the second stage and the principle components of
brand traits were listed out. To combine the components with the brain images,
multiple regression was used to estimate correlation between neural responses and
each component. Using the estimated coefficients, researchers were able to predict

neural responses for some specific brands. The outcome was significant.
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An example
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