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Nouton, Vol ¢ G753, Ocooer 14,200, Copyrgnt 22004 by Col Prass

Neural Correlates _qf Beh_avioral Preference
for Culturally Familiar Drinks Teste Grup 1 Grup 2 Grup 3 Grup 4

(16) (17) (16) (18)
‘Samuel M. McClure, 2 Jian Li/ Damon Tomin, neural resposes, and the modusfion of both by ron-

Kim'S. Cypert, Latané M. Montague, ‘odor ornonflavor stimui—hat s, the senscry proolem. gust Pepsi (a) + Pepsi(a) + Cola (a)+Cola Pepsi (a)+Pepsi
and P. Read Nortague* Utimataly, such sansory ciscrimnaticns and the vari-
Deparimentof Newroscience e hat nfencathem sene o nence xpressec (comportament) ~ Cola(a) x 3 Cola(a) x15 x3 x15
Menninger Deparimen: of Psychiztry behavioral preferences. Hercs, there is ancther large
and Behaviora Sciences piece of the prodem to understand, For modem hu- fRMN la fel la fel la fel la fel
Baylor College of Medicine mars behavioral prafeences for food and beveragss. N
1 Baylor Plaza are potentially modulated by an enormous number of (cortical)
Houston, Texas 77030 ‘senscry variables, hedonic states, expecations, seman-
tic priming, and sociel contaxt, Tris assertion oan be
ilustrated with a quote from Anderson and Sobe' (2003
Summary profling the work of Small et al. (2003) on faste intensty

Coca-Colat (Ook!) and Pepsit are neariydentical in ;
‘hemical composiion, yet humns routinely dspiay el ey R e
subjective oreferences for ore or the oiher.

of how cutural messages combine with content to
pe. g

Pepsi detine un loc privilegiat
in preferintele subconstiente ale
consumatorilor, acestia alegand
Coca Cola nu din motive legate
de gustul acestei bauturi, ci
datorita experientei lor cu
brandul Coca Cola.

Activitate cerebrali RMN
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,Toata cunoasterea
noastra isi are
originea in
perceptiile
noastre.” (Leonardo
da Vinci)




