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Abstract
Objective: Neuromarketing is the knowledge that can examine the decisions
and activities of the subconscious. The purpose of this study was to investigate
the neuro — physiological responses of consumer to the Endorsement and
discount strategies in sports products.
Methodology: The research in terms of purpose was an applied and In terms
of the methodology was a Semi-experimental research. The statistical
population of the study was 25-35 years old physical education students and
the sample was 40 volunteers (20 men and 20 women). In order to provide
research tool, images were adapted by two research strategies (endorsement
and discount). Validity of images was confirmed by 10 sports marketing
experts. Enobio electroencephalography device, 20 channels made in Spain,
was used to record the waves. A self-assessment manikin was used to measure
participant’s pleasure and arousal. By considering the role of the frontal lobe
in attention, the alpha and beta waves in this area of the brain were examined
by F3, F4 and FZ channels. Data were analyzed by using of SPSS 22, Matlab
2013 b and descriptive statistics and inferential statistics including Friedman
test and logistic regression.
Result: The results showed that the changes of alpha and beta waves in the
Endorsement strategy were lower than the discount strategy. This strategy
involves the brain in frontal lobe greater than the discount strategy.
Conclusion: Due to the greater effect of the endorsement strategy than the
discount strategy on the neuropsychological responses of consumers, it can be
used to more encourage consumers to use sports products.
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Extended Abstract
Introduction and State of Problem

One of the most common strategies favored by companies in the element of
personal selling is endorsement. Endorsement occurs when a famous artist or
athlete uses their fame to help a company sell its products. Another promotion
element that organizations often use is sales promotion, in which short-term
strategies are used with the aim of increasing sales. One of these strategies is price
discount (Keshker & et al, 2014). Most of the research carried out in the field of
promotional activities relies on surveys and rational decisions (Guerreiro & et al,
2015) and this research cannot accurately evaluate the emotional, cognitive and
emotional activities of consumers. Neuromarketing is the knowledge that can
solve this problem. Therefore, the aim of the present study was to investigate the
neuropsychological responses of consumers to two common strategies of
personal selling and sales promotion, endorsement and discount strategies, using
neuromarketing.

Methodology

In terms of methodology, the present study is semi-experimental research. The
statistical population of the study consisted of physical education students in the
age range of 25-35 years among who, 40 volunteers (20 males and 20 females)
were selected as the sample of the study. According to the survey of the research
population, those institutions (5 institutes) which were the most well-known ones,
as well as those sports products that were the most used among the statistical
population (5 products), were selected. Then the appropriate image for each of
them 1was prepared in both endorsement and discount sections. And also, the
validity of those images was verified by 10 sports marketing experts. After that,
10 images were prepared for each section and each image was shown to the
research samples over a period of 5 seconds in two steps (repeated).

In order to record the research data, the electroencephalography device was first
connected to the subjects. Then the subjects were shown images without strategy
and their brain waves were recorded. In the next step, the images prepared for
each strategy were shown to the research samples. The images of each strategy
were shown to the research samples in the form of a PowerPoint file with the
duration of each slide being 5 seconds and during two stages
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(repetition) (100 seconds in total) and their brain waves were recorded. The
samples were given a 10-minute rest between each strategy.

In order to eliminate the order effect, half of the research samples were first
shown the endorsement strategy images and the other half were first shown the
discount strategy images. Finally, at the end of each stage, the scale related to the
forms of self-evaluation was completed. In this research, considering that the
brain's executive functions are performed in the frontal part and this part of the
brain is responsible for immediate and sustained attention, the frontal part (F3,
F4 and FZ channels) and alpha and beta waves were selected for analysis. In order
to measure brain waves, a 20-channel Enobio electroencephalography machine
made in Spain was used.

Results

According to the results, there was a significant difference (p<0.05) in the
changes of alpha and beta waves in the frontal region in both endorsement and
discounting strategies. The absolute value of alpha wave changes (alpha wave
difference in two states with strategy and without strategy) in discount strategy
(6.118) is more than endorsement strategy (5.169) and the absolute value of beta
wave changes (beta wave difference in two combined states) with strategy and
without strategy) in discount strategy (2.477) was more than endorsement
strategy (2.056). The average alpha wave in the endorsement strategy (18.643)
was lower than the discount strategy (20.389) and the average beta wave in the
endorsement strategy (5.868) was lower than the discount strategy (5.916). Also,
there was a significant difference in the amount of pleasure in the two strategies
of verification and discounting (p<0.05), but there was no significant difference
between the arousal in the two strategies (p<0.05).

Table 1. Friedman test results of two alpha and beta waves in the frontal region

Changes In Average Chi- .
Area Strategy Channel Waves Changes Df N Squares sig
£ F3 5.456
E discount F4 7277 6.118
g FZ 5.614
‘_;5 F3 5398 5 40 28.126 0.001
*g endorsement F4 5.532 5.690
iy FZ 6.147
% F3 2.597
'a‘; discount F4 1.990 2.477
& FZ 2.845
5 40 22.329 0.001
; F3 2.297
5 endorsement F4 2.123 2.056
L FZ 1.749
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Discussion and Conclusion

According to the results of the present research, there was a significant difference
(p<0.05) between the absolute value of changes in alpha and beta waves in the
frontal region in the two strategies of endorsement and discount. The absolute
magnitude of alpha and beta wave changes in the discount strategy was more than
in the endorsement strategy, so the amount of alpha and beta waves in the
endorsement strategy was lower than the discount strategy. Since the lower alpha
level in the frontal region, it means that the level of involvement in this region of
the brain is higher (Stasi & et al, 2018) and also considering that the frontal region
plays an important role in attention. (Morin, C., & P. Renvoisé, 2018), The results
of the current research that the alpha wave is lower in the correction strategy
compared to the reduction strategy in the frontal region, indicate that the
correction strategy creates more conflict in this brain area, In other words, this
strategy attracts more attention from the consumer than the discount strategy.
endorsement and discount, so that the amount of pleasure in the strategy of
endorsement was more than the strategy of discount. However, there was no
significant difference in the arousal of the two strategies. Therefore, it seems that
due to the fact that sports stars have a special status and popularity in society, the
endorsement of sports products can attract the eyes and attention of consumers to
these products more than the discount strategy. On the other hand, due to the
special view of society on sports stars and their influence on society, the
endorsement of a sports product by a popular sports star can create pleasure and
a pleasant feeling in the consumer and increase the chance of choosing that
product. Another reason for consumers' more attention and pleasure to the
strategy of endorsement, can be the fit between famous athletes and sports
products, in other words, because sports endorsers are the users of these products,
they approve them. It can attract the attention of consumers of sports products
more. On the other hand, although it seems that the price discount can be an
important and effective factor in the decision to buy or not to buy a product; it is
one of the possible reasons for less attention and pleasure in the discount strategy
compared to the endorsement strategy. It is possible to refer to the consumer's
perception of whether the discount is real or not. In general, according to the
results of the present research, it can be said that the endorsement strategy attracts
the attention of the consumer more than the discount strategy and can be
enjoyable for the consumer.
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