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Putting Faces to Sustainability Marketing:
An fMRI Investigation of Affective Persuasion
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ABSTRACT

Despite the increasing importance of sustainability management as a business philosophy, there have
been few studies which investigated how simple effective persuasion tactics can foster sustainable
choices. In this study, we examine hemodynamic responses of twenty-five subjects during their purchase
decision-making process, which are measured by functional magnetic resonance imaging (fMRI). We
investigated the neural representations of when subjects faced the faces of people who could potentially
be the beneficiaries of the sustainability marketing. The results indicated that brain activities of the
occipital cortex and right thalamus and hippocampus were significantly higher when subjects saw the
faces during their purchase decision-making process compared to the control condition where there were
no faces being presented. Behavioral data also showed that subjects were approximately 5 to 10 percent
more likely to buy sustainable products if the faces were present than the conditions without faces. These
results suggest that simple emotional persuasion tactic, such as brief exposure of potential beneficiaries’

faces, can be an effective communication strategy.
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(Figure 4) Experimental Paradigm
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Note. The experimental block of luxury brand with face is presented (A).
The fast brand without face condition is presented (B).
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= AACE FelskAl vEke™(B=0.43, Wald
Statistic=6.15, p=0.013), IHAE A H:M o]
gk Fufeirt S7be mi- frelshAl UekdeHB=1.24,
Wald Statistic=43.59, p=0.000). A &z} Bl
=] FoARE felokr] & slom W HB=-0.22,

Wald Statistic=0.64, p=0.806), thd &3}= <13t

Tl gL T HAS f30] BT Dol £ e 2

(contrast) & 2+ T@Amc} 1¥-level 2 HS & BE
H&zte] 1%-level contrast & E§8h= 2™-level &
FolXith,

gMe] Bale oA I wekal ti B3t Qlel
F7Hcw 243t He o 992 7 A1 9
(occipital cortex), MNIFE(18, -97, 8)& A=

shal, &4 Fei2Ele] A7|7F 17919 w5 Bl

CER

(Table 1) Subjects” Purchase Decisions under Different Conditions

) Face
Brand Choice ) ) Total
without Face with Face
148 121 269
no
55.2% 44 5% 100%
Buy
120 151 271
Luxury brand yes
44.8% 55.5% 100%
268 272 540
total
49.60% 50.40% 100%
67 59 126
no
5 26.3% 22.4% 100%
uy
Fast Fashion 188 205 393
yes
Brand 73.7% 77.7% 100%
255 264 519
total
49.10% 50.90% 100%
(Table 2) Results of Logistic Regression
Variables B S.E. Wald p-value Exp(B)
Intercept -0.44 0.203 4.716 0.03 0.644
Face (F) 0.43 0.173 6.155 0.013 1.637
Brand (B) 1.242 0.188 43.589 0.000 3.464
F x B -0.215 0.269 0.641 0.423 0.806

Note. The dependent variable is the purchase choice of sustainable products (yes:1, no:0).
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(Table 3) Neural Activations by Faces under Different Brand Conditions

MNI-coordinate (x, v, 2) Cluster Size Region Side t
Luxury Brand
(18, =97, 8) 1791 Occipital Cortex Right 10.38
(24, -28, -1) 17 Thalamus / Hippocampus Right 5.20
Fast Fashion Brand
(21, =97, 8) 3374 Occipital Cortex Right 12.96
(18, =31, -4) 16 Thalamus / Hippocampus Right 4.92
ogdolt}t, FHA, Al (thalamus)-al=H hippocampus) ZFE(18, -31, -1)& o= sf= Fe|2E 7] 169
92 MNIFE(24, 28, -1)& Tz 3= &9 TAaslE 4 dhgom UeRth o]RAE (¥ 5)9]

1 27 179 S48 24 veow Ye ol
3 s gdel ol (a9 5ol Awk Acl vER QI

At 7l 2 FF99] A12F 31 (occipital cortex),
MNIFHE(21, -97, 8)& 4l 3lar &4 Fe~H
o] A7|7} 33749] vil-§- BT 9o Ddstet, Al
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(Figure 5) Neural Representations of Face Effect

Note. The effect of face under the luxury brand condition (A) and the fast fashion brand condition (B). All activated
areas had p<0.001 and cluster size) 15. Activations are mostly observed in bilateral occipital cortex and right

hippocampus and thalamus areas.
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