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Abstract

In recent years, neuromarketing and consumer neuroscience have experienced significant growth in Iran as an
interdisciplinary research domain. This study aimed to provide a comprehensive systematic review of research
conducted in this field with a focus on the tools, methodologies, and trends over time. The research method
involved analyzing 60 peer-reviewed articles published between 2015 and 2023. The literature review followed
the Boland (2013) approach, while the screening process adhered to the PRISMA (2009) guidelines. The
analysis examined key aspects, such as publication trends, keywords, types of stimuli presented, sample size
characteristics, citation patterns, and experimental settings. The main findings revealed that while the studies had
robust theoretical foundations, they also displayed significant weaknesses in their operational and procedural
dimensions. A primary challenge identified in data analysis was the likelihood that observed significant effects
were influenced by extraneous variables rather than the independent variables, highlighting the critical need for
rigorous experimental control. These findings underscored the importance of standardizing participants'
physiological conditions prior to experimentation to ensure data validity. Most studies concentrated on two
primary tools: EEG and eye tracking, while challenges such as the geographical concentration of research
facilities in the capital and the limited publication of studies in high-impact international journals were also
noted. Researchers are encouraged to provide detailed descriptions of procedures and experimental designs to
enhance replicability in future studies. Ultimately, this review emphasized the necessity of fostering international
collaborations and standardizing research protocols to enhance the scientific standing of neuromarketing
research in Iran.
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Introduction

Neuromarketing is a subfield of marketing that has emerged from the integration of 3 disciplines: neurology,
cognitive psychology, and marketing (Dos Santos et al., 2015; Popa et al., 2015). This science investigates
consumers' cognitive and emotional reactions—such as attention, emotional responses, memory, and
preferences—by employing neurophysiological research methods that assess brain activity and biological
measures that capture bodily responses to marketing stimuli (Popa et al., 2015; Pozharliev et al., 2017; Shakeri et
al., 2025; Stasi et al., 2018). The primary objective of neuromarketing is to understand the processes underlying
purchase decision-making. Its advantage lies in the ability to identify authentic consumer preference data, model
these data, and apply the findings to enhance products, services, advertisements, and marketing strategies
(Crespo Pereira et al., 2022; Ercan & Kabakgi, 2019). While traditional marketing methods, such as interviews
and questionnaires, measure individuals' conscious responses and are fundamental tools in marketing research,
neuromarketing can capture implicit cognitive and emotional responses to marketing stimuli (Adeola et al.,
2022; Alvino et al., 2020). This capability allows neuromarketing to serve as a complementary method to
traditional approaches; researchers suggest that combining these two methodologies yields richer data and more
accurate interpretations of consumer preferences (Borawska & Latuszynska, 2020; Mansor & Isa, 2020). Three
major factors motivate researchers to utilize neuromarketing tools. First, various influences—such as
motivations, time constraints, and peer pressure—can lead participants to distort their self-reported emotions
(Morin, 2011). Second, it is estimated that approximately 95% of human decisions are made unconsciously
(Nyoni & Bonga, 2017). Third, the threshold of human consciousness is roughly 300 to 400 milliseconds,
meaning that awareness of a stimulus begins only after this duration; as a result, brain events occurring within
shorter time frames are often not verbally reportable (Ohme et al., 2011; Pozharliev et al., 2017). Neuroscientific
tools enable us to "look inside consumers' brains", revealing insights that are often thought to be hidden, thus
illustrating the metaphor of the consumer's "black box" (Sung et al., 2020). Given the innovative nature of
neuromarketing and its increasing importance in understanding consumer behavior, numerous review studies
have been conducted worldwide. However, most of these reviews have been descriptive, primarily focusing on
introducing the general concepts and tools of neuromarketing. For instance, Alvino et al. (2020) described and
reviewed neuromarketing tools with the aim of outlining them, while Harris et al. (2018) provided guidance to
researchers in selecting appropriate tools. Although these studies have successfully offered an initial
understanding of the field, they have not delved into critical aspects, such as research design, methodologies,
publication trends over time, or study domains based on the types of advertising stimuli. In fact, Alvino et al.
(2020) highlighted the importance of proper experimental design as a key issue for researchers in consumer
neuroscience; yet, this was not addressed in their own study. Thus, the novelty of the present research lay in its
contribution to existing reviews by examining overlooked dimensions, including: (1) the type of research design,
(2) the research methods employed, (3) the tools utilized, (4) the temporal trends of article publications from
2015 to 2023, and (5) the research focus areas based on the types of advertising stimuli presented. These aspects
can pave the way for enhancing the quality of future studies and promoting evidence-based policymaking. In
recent years, there has been a notable increase in attention to the application of neuroscience in analyzing
consumer behavior in Iran and neuromarketing has gradually gained recognition in academic and scientific
literature. However, no systematic review has yet been conducted in the country to analyze studies in this field.
Accordingly, this study aimed to provide a comprehensive review of research designs, methodological
approaches, and neuromarketing tools, besides systematically assessing the temporal trends of publications and
research focus areas based on advertising stimuli in Iran. By following the PRISMA systematic review
framework (Moher et al., 2010), the study sought to offer a clear and comprehensive overview of the current
state of neuromarketing research in the country.

Materials & Methods

This study employed a systematic literature review to analyze Iranian research in the field of neuromarketing,
focusing on studies that utilized neuromarketing tools to examine consumers' cognitive and emotional responses
to marketing stimuli, such as advertisements or product displays. The primary aim was to evaluate the types and
quality of research designs implemented in these studies. Additional objectives included examining publication
trends, keywords, categories of advertising stimuli, sample sizes, citation indices, geographical research focus,
and identifying research gaps within this domain. Following the systematic review framework proposed by
Boland et al. (2017) and adhering to the PRISMA protocol (Moher et al., 2010), the review process was
conducted in multiple stages. In the initial phase, research questions, data collection procedures, and inclusion
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criteria were established. An extensive search was then performed across both Persian and international
academic databases, including Google Scholar, SID, Magiran, Noormags, Civilica, Scopus, and Web of Science
by using keywords related to neuromarketing tools, such as EEG, eye-tracking, fMRI, fNIRS, MEG, GSR,
EMG, and ECG. A total of 147 articles were initially identified, of which 60 articles met the inclusion criteria for
final analysis. The inclusion criteria stipulated that studies must be experimental, conducted within Iran, and
published in peer-reviewed Persian journals approved by national ministries or in English journals indexed in
Scopus, Web of Science, or PubMed. Non-experimental studies, those conducted abroad, or published outside
the 2015-2023 timeframe were excluded. Due to limited access to theses and grey literature, only published
studies were included, acknowledging the potential for publication bias. The final pool of studies reflected the
current state and methodological quality of neuromarketing research in Iran, providing valuable insights for
future investigations and evidence-based policy development.

Research Findings

Following a systematic evaluation of 60 qualified neuromarketing articles conducted in Iran, this study assessed
the field from three key perspectives: research quality, journal quality, and annual citation rates. The results
indicated that the average overall quality scores were 57.39 for EEG-based studies and 59.60 for eye-tracking
research, suggesting a moderate yet improvable status. While strong performance was observed in defining
research objectives and articulating theoretical frameworks, significant weaknesses were identified in
experimental procedures, ethical reporting, and sample design. Notably, less than 28% of studies reported ethical
considerations, highlighting that formal ethics approval and informed consent processes had not yet become
standard practices within the Iranian neuromarketing community. Temporal trend analysis revealed that
neuromarketing research in Iran began around 2015, peaked in 2019, and then experienced a sharp decline in
2020, likely due to the COVID-19 pandemic, which restricted laboratory-based data collection. Although a
partial recovery occurred subsequently, publication rates never returned to pre-pandemic levels. This volatility
underscored the structural fragility of research infrastructure and the limited methodological resilience of the
field in response to external shocks. Keyword frequency analysis further indicated an instrument-centered rather
than problem-oriented focus. Terms like “electroencephalography”, "advertising”, and "brain waves"
predominated in EEG studies, while "eye tracking", "visual attention", and "advertising effectiveness" were
prominent in eye-tracking research. This pattern suggested a concentration on demonstrating the technical
capabilities of neuromarketing tools rather than addressing deeper theoretical or practical marketing questions.
This highlighted the need to shift attention from what could be measured to the theoretical or behavioral
problems these tools could help solve. Additionally, topic frequency analysis revealed a commercial bias, with
the sports and food sectors dominating the research landscape (18 and 8 EEG studies, and 5 and 6 eye-tracking
studies, respectively). While this alignment with market demand could be viewed as a strength, it also
highlighted a lack of engagement with public-interest areas, such as health campaigns, financial decision-
making, and educational content design. Statistically, only 47.61% of EEG studies met the minimum sample size
of 30 participants compared to 83.33% for eye-tracking research. Given the inherently low signal-to-noise ratio
of EEG data, insufficient sample sizes critically undermined both reliability and reproducibility. This imbalance
likely reflected resource constraints as EEG studies were typically more expensive and time-consuming than
eye-tracking experiments. Publication analysis indicated that over two-thirds of the studies were published in
domestic journals indexed by the Iranian Ministry of Science with limited representation in international
databases, such as Scopus (16.66%), Web of Science, or PubMed. This overreliance on local journals may
isolate Iranian researchers from international peer review and diminish the global visibility of their work.
Additionally, a spatial concentration of research infrastructure was evident with most neuromarketing facilities
and experiments located in Tehran, while cities like Mashhad, Tabriz, and Rasht were minimally represented.
This centralization created logistical and economic barriers that contributed to smaller sample sizes, weaker
methodological rigor, and reduced research diversity. Overall, the findings revealed a field with solid theoretical
foundations but fragile empirical execution, emphasizing the urgent need to enhance methodological standards,
enforce ethical norms, and decentralize research infrastructure to foster sustainable scientific development in
Iranian neuromarketing.
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Discussion of Results & Conclusion

Given the identified methodological and structural gaps in Iran’s neuromarketing research, there is an urgent
need for a coordinated national framework to enhance research quality and standardization. Emphasis should be
placed on methodological rigor through the development of practical, criteria-based guidelines that cover
participant screening, adequate sample sizes (e.g., a minimum of 30 participants for comparative analyses), and
ethical compliance with mechanisms in place to ensure adherence during peer review (Adhikari, 2023; Hong &
Cho, 2025; Wu et al., 2016). Enhancing methodological diversity through mixed methods and multi-instrument
designs can strengthen both validity and interpretive depth. Current reliance on EEG and eye tracking should be
complemented by integrating additional biosensing tools supported by research grants and training workshops
for multimodal data analysis (Karalic, 2016; Maunula, 2012; Shakeri et al., 2025). Addressing infrastructural
inequities and sampling biases requires decentralization of research resources. Establishing neuromarketing
laboratories at regional universities and developing a national access platform could increase inclusivity and
efficiency (Malecki, 1981). Furthermore, a unified strategy for scientific dissemination—including funding for
open-access publishing, training in English academic writing, and fostering international collaboration—could
elevate visibility and align research efforts with global standards (Tennant et al., 2016). Expanding research into
socially relevant areas, such as public health, education, and environmental behavior, would enhance societal
impact and diversify the field’s scope (Caratu et al., 2020). Ultimately, advancing methodological
standardization, ensuring equity in infrastructure, promoting interdisciplinary integration, and fostering global
engagement can collectively enhance the transparency, applicability, and international credibility of
neuromarketing research in Iran (Clithero et al., 2024).
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OWF ) OLKes 5 e 5 S350 pde Y
S d QEEG 5l eslizal b 3131 (g 50 sl ol i
ek (5SS Ak a3l s LSS, s 3l Jua 4l
OF ) OLen 5 omls SE L e | g S5 i 5,005 L) oS U5 me laas! \
(s’
K55 IS 531 (g 2t 6D 3 g0 J gmamme Oluzl i
(Y4%) O, K8 5 diese (6 goms elB0lsy e . Ty
WT e 2
. st Al 1 game SUS STl anes 5 A S
(Yyav) a}l{} Lg"‘"}‘ d.ﬂl,.;ul”w o Yy
P N PN
S5 gl 38y sy Sl 3L e
(\Y49) (gl 50 0Ly cnae ~ vf
Ly o LadMe 8 g Laddle QB AS 5 uan
n&ﬂ)%@};t&lij)‘)édia-\ﬁwéﬁj)
OYAY) 0, Ker 5 (g s L ke slaojl Yo
Sl 4 e g Sl e
W PN g o J s gyl Sl JI
ok ARG ATy OSP4 SR s
(1¥44) o1, 8Kan 5 (s ks H308 e e - - k¢
2= bl S 4 0l 5 &SI gl ol
SRt 5 SOF S SRR
OF ) 0L, 5 g ki L) ST Gl 1 gladdlls Sl 8 sl \n%
35T BL i _
I 5 &I OLlsl g 55 i
15T SLS 55 Cad 4 oS o A
= = o=l el et Pansheald o
OF+ ) oKan 5 (6 i 6,555 8 e SWlas ~ < YA
o b5 sl S Sl eslizal b (5 e
Ol 3 51,5 (ylus a5 S oo Sl o)
OF ) olLKen 5 Sl 5l b v
oo by Sl eslizad b sl 5T anlllas lalty LIS
Sl @@)}‘i slaply ol bl 4 dbaly
OFY) 01,88 5 30 plen oS (5 e 41y Slallas ¢ g
a2 U3k 5SS Sl eslizal b (gl 5 5ol
):Qlfuufg}j_..mé)l.l_i; D}S'fwg-jg&ﬁj::%
OF ) 0K 5 Slowdin o5 DUl Sl _ )
Sy s b B 5l DY pumoes (Gt
. The effect of sport events environments on
. Annals of Applied Sport . - . .
Aminiroshan et al. (2021) Science PP P audience attention to advertising using Y
brain activity
Investigating the cognitive process of
Interdisciolinary Journal attention  while  watching sports
Aminiroshan et al. (2024) plinary Joul advertisements in interested and non- fr
of Management Studies | . -
interested people using
Electroencephalogram technology
Processing and analysis of
. Journal of Advanced | electroencephalography signal to evaluate
Darabi et al. (2018) phalography signal ¥
Sport Technology the effect of sport advertisement on
customers
The application of EEG power for the
Golnar-Nik et al. (2019) Physiology & behavior prediction and interpretation of consumer fo
decision-making: A neuromarketing study
Discrimination of customers decision-
IEEE Access \te




£/ 01 5 6,5 alma /0151 53 OT byl 5 omas 2bb s St (555 50

Gender differences in EEG responses to

Hassani et al. (2023) IEEE Access color and black-white images: fv
implications for neuromarketing strategies
. - Neuropsychological responses of
Izadi et al. (2022) Asia P_alcmc Journ_al_ of consumers to promotion strategies and the A
Marketing and Logistics .
decision to buy sports products
_ Caspian  Journal  of The Role of Ev_ent Related Po'FentiaIs in
Nazari et al. (2019) Neurological Sciences Pre-Comprehension Processing of ¥4
Consumers to Marketing Logos
Sport« Business and | Impacts of game attractiveness and color
Oboudi et al. (2023) Management: An | of message on sport viewers' attention to o
International Journal prosocial message: an eye-tracking study
. . | Computational An EEG-Based Neuromarketing Approach
Zzggzc)iana & Mousakhani inteIIige_nce and | for Analyzing the Preference of an Electric )
neuroscience Car
_ IBRO Neuroscience Neural Correlatgs of Expectation Violation
Saeedi et al. (2023) R Phenomenon in  Consumer Purchase oy
eports .
Decision
Journal of Information | Visual attention to the Logos of Popular
Salarifar et al. (2020) Technology and Unknown Brands: An Eye-tracking or
Management Study during Decision-making
. Journal of Optimization | Neurological Analysis of Consumer
Samadi et al. (2016) in Industrial Engineering | Behavior in Shopping Malls Using EEG o
_ Basic & Clinical Gende_r Effec_t on Neural Correl_ates of
Shabani et al. (2024) Neuroscience Autobiographical False Memories for 00
Brand Images
Brain Effective Connectivity Comparison
Taghaddossi et al. (2022) AUT . Jour_nal . of in the Four States of Confrontation to the i
Electrical Engineering . .
Brands During Shopping
Effects of Visual Aspects on Consumer
_ iranian Journal  of Preferences in The !—|ea|th Supplement
Tahmasebi et al. (2022) . . Market by Eye-Tracking: Effect of color ov
Pharmaceutical Sciences .
and shape in health supplement
preferences« Eye tracking method
Using eye tracking technology to
. Journal of Advanced | investigation the impact of celebrity
Zahmati et al. (2020) Sport Technology athlete endorsement on the attention to o
advertising
An eye-tracking study on how the
. Electronic  Commerce | popularity and gender of the endorsers
Zahmati et al., (2023) Research affected the audience’s attention on the o
advertisement
. Lo . Best feature extraction and classification
Frontiers in biomedical .

Zamani & Naieni (2020)

technologies

algorithms  for EEG
neuromarketing

signals  in

5L Ring taso




VEF(09) &lﬂ oyl CC)LGP‘- oylads n(..azfl.: Ju (r U’JL_J‘)L Oladss / b

5'\‘:;'6")}3 64.;5 Lghu.a;-l.& Y Jsde
Table 2. Quality Indicators Reviewed

o3 4 jliel Ske , m o33 4 jliel (Sl . m
(wir 65) St (41,7 et 5500 ke

FA/FA A Sl AYY © s e

a s Ol AV/$Y Coda Olo

4. (DY 5) s 3 V40 (OV15) as 3

AY/Y ORI 0 \A7Al SRR )

FY/eY G ged 4 by 0 Ol FY/ay & gai 4 by o Slla>Me

OVAY | S e/ ST 1 b Sl FOAF | S e/ ST b Sl

il T iy Ll F/vo st lo3T iy Lol o

\diss SNl Sl YV/AY Sl Sl

YV/AY ST el ot Loyl i FY/AY SlesT gl l Ll

VA Dl by e Ol 0V/A0 Dpla by e Sl

lddiad ol s s, I4TAN bl sla iy,

FO/AY sl 3 Jelos FVIAD i

4\ /89 = FO/FY =8

AMAY S ot AF/AY S o

04/%+ () <t Ll ov/Ya (JS) kS el

S e (p 8 ity 2SI gl AY/F 5Lzl L) (g s
Sl s CIYs § sb 50 ol tles ST ST VL
s 3 S O sl sl s 01 Sa s,
3ls Gags flus dsda

Slles laad is js Guws sla S (bl
3y gm ods JSCET sbay ST s o185
Ll 5 Glslosle Cans ol glaas s
Sl FVO by sl Slzel L) (i le3T oy
Y i sy sl 5 pl 8 Ity S
& — YV/AY Lajlael L) 59 Sl basDa
¥ ot Sy 6l m 19I55 5l S ity SN
Sl FY/AY lajlial L) a5 sas s b gy o SollamSle
crl (ot SLin) sl FYVFY 5 6l 8 ity SN

Sl lblwl gl 55 ol 5l oS Sl s

Wl Kin 9 Rt

Sl Aobers R gsm Lok (ele oLl 0
Glesls S o os SlWllas &5 &S Hlael i
s bk Sldlas S sla e le Y Jsu
jldl?jb}a%’éﬂ}dcdfd&la.;jlfbﬁ)‘ﬁ‘).}
bl 5 gdalss g &K Sl edas o )l o) s !
9 R SHedda 9l 5 (5 - Glas o )ler
=l gl s L;J:iaj.?:- sl sl Jii%;}w)'l
.J)}@ou\.‘buub&;&jji‘s\ﬂ\i})j

s DV gl Co ST S el SO
Slalllae (sl 5 OV/FA Ly il ol 8 Il S
48 el 0ds 1S 08 L ol e Ol
g._,»\j_.,\_iLE:)\} .12_,..0}24: W} sdlasolis
S AV/EY 5Lael L) o 0Ly Ll ols e La

Sl s (et SLis) sl n 80 5 ol 8 il S



0/ 01San 5 (6,5 alowus /0151 53 OT Gyl l 5 o Sb15b sy S latnw (555 50

Sl N 5 (B SaeSy 51 e sDle
Sl 1y Sl 0 K ss oLy B s S 4
o OVzee 5 il A slags ) Kon
il oo 3gd e 41,8 C N LS
ool 3 (S 5 eddedalin 6 Sl i sazma )
S el G S (S
syl C 4 4 —* Sld sdasolis
Coley s 230l S Gilwslis (o ld iy,
Cobly el Lol li )l gl SN SllamDe

el Ol pl 53 (amae SLHL e g s A 5L

5 e slas S5 035 S hleT o
Slal M an gz 5505 5 La o Ll s d 8
1035 0T 1y Laesls Wl 5 oo o iy 3,1 3O
solelaad 53 505, S 5o g Ll
ST Cands sl sba |y il 6 pdil SO
I S 5 ol s
aS a0 0L Gl 5 8 gl Ao ysYA I 2S)
Al b sl s O oS Ay b J s e
5 SV A Gl Olgeay 5m 8WET ¢85 Culs,

(Cans cpl Sl odis i s 05 e cpl s 5l

Jlo a5 el Y sl ¥ J g
Table 3. Number of Articles Published per Year

b ol OV sluxs oalatwl b oulb il OYlas o

WS ) Aoy = Jw
e Db 3l ool P15 glauilg w31 5

\A%d Y \ya¥
\7AMi Y AT
o/00 \ \ZAM Y A4
0/00 \ VY Y VY
YY/YY ¥ YV/FY q ARV
YY/YY ¥ 4/bY ¥ AARLY
ARVAR! Y \#/9% v VFeoo
\idisd Y 4/bY g VE)
\#/9% Y \#/9% v AR

L e -l g8 (o, Saan )l - T EYGE PR
S s g p e Slalllan ol gl | 5 s ASL
534Sl ol A leT (sLs 55 La 35037
Lol s ol SL3L 51 sbalis OT 31w gladl
Lt SG5L AR Jle 3 355 751 Ol 4 Las] e
055 3L a5 S ezt o Syl

V\—:S‘}; ww&h&@\ Ujﬁ}ﬁ C;Y)‘tﬁ-\ﬁ\j);
slesla ;s aS das o 0LEIYA Loy e
Pl s eism ml (FLE S a5 (Aash

ﬁl)b)\&é\j@)&»@)uéhgﬁi

Sl e Rt ure
sl p a3 dsb 5o DY Sl Ly )
Slrosls il o JEET ) ade )50 ¢S5 (65Tl
Ol 53 e b L a5 &S das o DL Y J g

sl 03,57 by (oS iy s
WAF Jlw s5d> 3l o) ool cdal o s slie
sl 03,87 4y 2ei 1y e y5 Ad )y 9 Sl ol Iy
4 Slej el s WA b 5o ) ol sl
BE cQT)"w_é Ao s e dllae VYW § oz
sualine SYle Hled 53 (6 Katr S2alS 1144 Lo

A Sl S ol s il a S e 5 o




VEF(09) u;lj oyl ‘CJLG’; oylads Lv.&bfl.g_ Ju (s ufl’-J‘)L CJLE.:E:J / OY

2 S (mle Ll e b 5 LBl (o gos
Aol wlge ol o sl 8L oS cpl S8 iy Sl
Silwpslan 5 (Ll S, 8 8 Cm s oy 0 g

J;..\.;U g h sl

Lag |y e W5 Sdaoli S 5550 o S ausla
)C)\J_}‘L;‘J;QAAMé)bL»&)&Lc.XSG&
Séﬁ@gwu)w\jbwujé)‘%bv

oD 855 (adMestl 87 35 Ol oo 5l

AN PR RN R TR VS PR g S PR

Table 4. Most Frequently Occurring Keywords in Articles

oS Slos e DLy b Ly IS s P15 auily 51 b s 5o
s bbb 4 2 bbb
e ) Y S sty S
St § 4 Sl
Sl s 31 6 S sl
i b, ¥ S
WL iR g3 ko

S OLSY) Slls s S Y GLSY) e
ladialy o I8 b, ot 5 S o8 sias0les
el OT 2 ,15L
Y3 bl (slao 35S Lltoss asl 5l o s
Slalas 1 (6 5koms 33 cid gl i a5 3505 0T
Sl @ 8 S glagtiaily il J
62208 JFlus = b g b Gl i 4 el I~
Sl AL (slmos s )3 oS s e LS5 53
Joln b 65 palis 5055 oSl sulS” 595 o0
(§ S o 53 o 5ln) Ao tagl ols
350 55 alsl Al (s JL L Sy @ 61065
A o s 5l Sy (B Slasl W5 s 5 el
JUaS! Al 055l ol 63,05 ol o 4 1) GoeS
s—ae 2Ll =l L Ol oo amsiT 1 S s
Loyl nl ! Sl eslial K58 a0 03 S (6,5 05100
o 0505T L pasde gl e &G - s

Loty sl suasilas Wae3 oS Slsl 5 bt
Ll a8 S (6 (6,8 g 5 SR,
SLa i g 4S8 55w o BT ¥ Jydr claosls
D adlien «SST 51 i Ol 53 (omae Lo13L
lots 5518 5 (b el ksl
Sl o5l 00 72 508 5 (e (2lI5L 851
A s ol 8 Jiily SNy omn Slalllan 55 1SS YR)
oS 5 0L 48T (i Clsy Slalllas s RS
Olallae js .ol atiy pl gla) o g anls G (6l
A el 5 (5 (slae 5 S (] S il SN
W) G318 Mty 801N 1 5500 (o sladil 3
D) (s ke gl gmal ¥ 41,5 4) SLads Y () S5
Lo oS 5 oml OSSO F) KKl F ) S5
Sl o 5 S ) o S
Olallas ¢ Jolie 53 .l (953 5 K58 5 8005
2S5 ol slaejlaa kS L i oL,




OF / 01ea 5 (6 S sl /01 51 53 OT Slajlzl 5 omae bk 2 Ko latem (6550

ol Lg\.adffu dwe) O Jgd

Table 5. Context of the Stimuli Provided
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