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Abstract

The purpose of this study was to investigate the role of charity and advertising to purchase
sports products. 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 physical education student 25-35 years old and the sample was 40 volunteers (20 men
and 20 women). In order to provide research tool, images were adapted by two research
strategies (charity and advertising). Validity of images was confirmed by 10 sports
marketing experts. Enobio electroencephalography device, 20 channels, was used to
record the waves. A questionnaire was used to measure purchase decision and self-
assessment manikin were used to measure 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 SPSS 22, Matlab 2013 b and descriptive
statistics and inferential statistics including Friedman test and Binary logistic regression.
The results showed that the changes of alpha and beta waves in the charity strategy were
higher than the advertising fit. This strategy involves the brain in frontal lobe greater than
the advertising strategy. Also Neurological psychological responses explain a significant
percentage of consumer buying decisions. Therefore, marketers and researchers can use
this finding in their promotion strategies to make their promotional activities more
effectiveness.
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Extended Abstract

Background and Purpose:

Promotion is the connection between the organization and consumers to establish
a positive attitude towards the products and eventually, purchasing them (1).
Coming across with promotional stimuli, various behaviors of consumers get
influenced by their unconscious self (2), so it is impossible to turn a blind eye over
them (3). The traditional marketing cannot achieve the true nature of these
thoughts (4). Deriving benefits from different branches of science,
neuromarketing can examine human decisions which are often made
unconsciously in his brain (5). Since traditional marketing cannot accurately
assess the consumer's subconscious activities (6), the purpose of this study is to
investigate the role of two strategies used in promotional activities, namely charity
marketing and rational advertising, on the decision to purchase sports products
based on both stimulus-organism-response theory and a combination of
neuromarketing and various surveys.

Materials and Methods:

In terms of methodology, the present study is a semi-experimental research. The
statistical population of the study consisted of physical education students in the
age range of 25-35 years among whom, 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 was prepared in both charity and advertising 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, while the Enobio electroencephalography device with 20 channels was
connected to the subjects, a white screen was shown to them and their brain waves
were recorded. Then, in the next step, the images were shown to the subjects and
again, their brain waves were recorded and the changes of the waves in these two
steps were computed. Different forms of self-assessment manikin were used to
measure the arousal and the pleasure of subjects. Finally, in each strategy, the
images were presented to the subjects both together with promotion strategy
(charity and promotion) and without that strategy and they were asked to decide
on purchasing one of these products. If they choose the product which came with
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strategy, the number one was considered in the purchase decision and if the
product without strategy was chosen, that number changed to zero. Matlab 2013b
and spss 22 software products were used respectively for coding and extracting
waves from quantitative electroencephalographic data and data analysis by
descriptive and inferential statistics including Friedman test and binary logistic
regression.

Findings:

Due to the abnormal distribution of research data, the nonparametric Friedman
test was used to examine the research hypothesis. According to the results of this
test, there was no significant difference (p <0.05) between the two strategies in
alpha and beta waves. Yet the changes of alpha wave in charity strategy (6.36)
were more than the advertising strategy (4.98) and the changes of beta wave in
charity strategy (1.95) were more than advertising strategy (1.35). Thus the charity
strategy makes more conflict in this area of the mind .

The Hosmer—Lemeshow test was used for investigating the goodness of fit of the
research regression model. Since this test was non-significant, the research models
were well-fitted. Also, the results of the evaluation of the research model
demonstrated that in the charity strategy, the explanation of the independent
variables of alpha, beta, arousal and pleasure varied between 30 and 43 percent of
the variance of a product purchase decision. In the advertising strategy, this
number changes to 23 to 33 percent. According to Table 1, the results of the
included variables in the model, the alpha changes (0,048) and arousal (0,008)
were significant in the charity strategy. The alpha changes (0,041) and arousal
(0,038) in advertising strategy was significant, too
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Table 1. Results of Eentered Variables in the Model

B S.E Wald DF Sig Exp(B)
§ Alpha Changes 0,268 0,082 2,506 1 0.048* 1,231
% Beta Changes  -0,108 0,262 0,171 1 0,679 0,898
‘g Arousal 0485 0214 5989 1 0.008** 1,899
S Pleasure 0,198 0,189 1,125 1 0,192 1,050
> Alpha Changes 0,312 0,126 2,632 1 0.041* 1,326
é § BetaChanges  -0,142 0,324 0,856 1 0,482 0,923
©
§ o Arousal 0382 0,179 4,562 1 0.038* 1,523
Pleasure 0,168 0216 1,058 1 0,204 0,986
Conclusion:

The research results showed that based on the alpha wave, the charity strategy
attracts more attention from the consumers than the advertising strategy. Also,
according to results, neuropsychological responses explain a significant portion
of consumer purchase decisions. Since understanding the consumer's behavior is
a fundamental notion in marketing, it is essential to pay attention to this notion.
One way of identifying consumers is to pay attention to their neuropsychological
responses when dealing with marketing stimuli. Therefore, it is suggested for
marketers and sports researchers to use the advantage of neuromarketing and its
tools to examine the unconscious self of consumers and their neurological and
psychological responses in future researches so that they can provide more
effective promotional strategies for sports marketing.

Keywords: Advertising, Arousal, Charity Marketing, Neuromarketing,
Pleasure.
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Table 1. Demographic Characteristics of Research Samples
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Table 2. Results of Friedman Test Alpha and Beta Waves in Frontal Region

. Chi- Mean Wave sl
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Table 3. Results of Ominous Test

Sig DF Chi-Square
0.001 4 17.738 Step
0.001 4 17.738 Block wlalgs s
0.001 4 17.738 Model Charity
0.016 4 12.212 Step
0.016 4 12.212 Block ol
0.016 4 12.212 Model Advertising
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Table 4. Results of Evaluation of Research Models

Nagelkerke R Cox & Snell R Log
Square Square Likelihood
42.9 30.2 36.342 silalss ;=
Charity
32.8 235 39.584 o
Advertising
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Table 5. Hosmer-Lemeshow Test Results

Sig DF Chi-Square
0.099 8 13.393 el
Charity
0.303 8 9.487 &L .
Advertising
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Table 6. Results of Variables Entered in the Model

Exp(B) Sig DF Wald S.E B
T &l s
*
1.231 0.048 1 2,506 0.082 0.268 Alpha Changes
Lo &l s -
0.898 0.679 1 0.171 0.262 -0.108 Beta Changes }>,
1.899 0.008** 1 5.989 0.214 0.485 Emotional 3
Arousal )
Ry
1.050 0.192 1 1.125 0.189 0.198 Pleasure
W &l s
1.326 0.041* 1 2.632 0.126 0.312 il
Alpha Changes
0.923 0.482 1 0.856 0.324 -0.142 Beta Changes '7{ =
M/“ > __/'l :q' g
1.523 0.038* 1 4562 0.179 0.382 Emotional ‘lé
Arousal
Ry
0.986 0.204 1 1.058 0.216 0.168 Pleasure
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