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Abstract

Introduction: The aim of study is investigate the effectiveness of sports brand advertising on
electroencephalographic changes among athletes and non-athletes (interested and uninterested) in
neuromarketing.

Method: This research is applied in terms of purpose and is single blind. The study population
consisted of all University of Tabriz students, including athletes and non-athletes were interested and
interested in the Adidas brand. The statistical sample were approximately 40 students; The general
model for the study, composed the four main elements. The first step was the selection of subjects and
sampling with the informed consent form to participate in the research project which includes the
demographic information and information about the history of the disease. The next step was record
the brain waves of people by using the tool ProComp 2 before viewing the ad. The third stage was
record the brain waves of people while viewing the ads. The final stage, was recorded their brainwave
activity after watching the ad. Information became to the quantitative data using the BioGraph Infiniti
software and 16spss. Data analysis was performed using descriptive and inferential statistics.
Kolmogorov — Smirnov Test was used for study normality of data distribution, and was used analysis
of variance with repeated measures and the approach of Wilks Lambda to test the hypothesis.
Results: Results showed different frequencies of brain activity before, during and after viewing the
advertising in people interested and uninterested.

Conclusion: By creating a better comprehensive understanding of context consumer needs and
development of a knowledge base in this area.

Keywords: Advertising, Brand, Customers, Electroencephalographic, Neuromarketing
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. ProComp 2

. Nuprep Gel

.AFZ

. BioGraph Infiniti

. FFT, Fast Fourier Transform
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- Garcia, J., Saad, G. (2008). "Evolutionary neuromarketing: Darwinizing the neuroimaging paradigm
for consumer behavior”, Journal of Consumer Behavior, Vol. 8, Issue 5, Pp: 397-4



