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Exploring New Frontiers

4th annual
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Stanford University

FOX | NEURAL bECision makinG

Fox School of Business, Temple University

The Center for Neural Decision Making (CNDM) at Temple
University’s Fox School of Business is at the forefront of academic
research in consumer neuroscience, employing a multi-
methodological approach to understand the neurophysiological
bases of consumer behavior and decision making. Working
closely with practitioners and experts in academia, the CNDM
seeks to apply academic rigor to address practical research
guestions in the areas of advertising and marketing. For more
information, visit www.fox.temple.edu/neural.

The CNDM offers training and research opportunities for
undergraduate and graduate students, along with scholarships
and research assistantships for doctoral students and post-docs.



http://www.fox.temple.edu/neural

Lunch

Angelika Dimoka
Temple University

Program

Friday, June 6"

12:00 PM

1:30 PM

Welcoming Remarks

Session 1: Consumer Neuroscience
(Session Chair: Angelika Dimoka)

Vinod Venkatraman
Temple University

Carl Marci
Innerscope Research

Linda Couwenberg
Erasmus University
Richard Silberstein
Neuro-Insight

Coffee Break

1:40 PM

2:05 PM

2:30 PM

2:55 PM

3:20 PM

Predicting Advertising Success: New Insights
from Neuroscience and Market Response
Modeling

Understanding the Neurophysiological
Response Profiles of Super Bowl
Commercials

Brain Responses Predict the Effectiveness of
Advertising Execution Style

Long-term Memory Encoding of Event
Boundaries, or Why Going Through
Doorways Makes You Forget

Session 2: Decision Neuroscience — Methods and Tools
(Session Chair: Carolyn Yoon)

Joel Huber
Duke University

Joe Kable

University of
Pennsylvania
Alexander Genevsky
Stanford University
Poster Session

& Cocktail Reception

Dinner

3:45 PM

4:10 PM

4:35 PM

5:00 PM

6:30 PM

Eyetracking Evidence that Conjoint Choices
Generate Decontextualized Values

Individuals with Ventromedial Prefrontal
Cortex Damage Exhibit Intact Contextual
Effects Despite Choosing Less Consistently

Neural and Affective Influences on Giving



Continental Breakfast

Saturday, June 7t

8:00 AM

Session 3: Decision Neuroscience — Choice and Value
(Session Chair: Uma Karmarkar)

Antonio Rangel
Caltech

Hilke Plassmann
INSEAD

Shinsuke Shimojo
Caltech

Steven Stanton
Oakland University

Coffee Break

Panel Discussion

Lunch

9:00 AM

9:25 AM

9:50 AM

10:15 AM

10:40 AM

11:10 AM

12:40 PM

The Attention Drift-Diffusion Model of Simple
Choice

How Expectancies Effect Outcome Valuation:
Brain Mediators and Moderators

Behavioral and Neural Correlates of
Preference Decision

The Role of Testosterone in Decision Making
and Consumer Satisfaction

Reverse Inference in Decision Neuroscience
Moderated by: Baba Shiv, Stanford University

Panelists:
Antonio Rangel, Caltech
Brian Knutson, Stanford University
Hilke Plassmann, INSEAD
Carl Marci, Innerscope Research



Session 4: Neuroeconomics
(Session Chair: Vinod Venkatraman)

Brian Knutson 2:00 PM  The "Risk Matrix": Predicting Financial Risk
Stanford University Taking with fMRI

Alec Smith 2:25 PM Irrational Exuberance in Experimental Asset
Caltech Price Bubbles: fMRI Evidence

Eric Set 2:50 PM  Contributions of Dopaminergic and

UC Berkeley Serotonergic Pathways to Learning In

Economic Games
John Clithero 3:15 PM  Applications of the Drift-Diffusion Model to

Caltech Measures of Preference and Prediction in
Consumer Choice

Coffee Break 3:40 PM

Session 5: Social Neuroscience
(Session chair: Baba Shiv)

Ming Hsu 4:05 PM The Power of Words: Neural Mechanisms

UC Berkeley Underlying Honesty and Prosocial
Communication

Ofir Turel 4:30 PM An Examination of the Neural Basis of

University of Southern Facebook “Addiction”

California

René San Martin 4:55 PM Charitable Giving is Associated with

Duke University Differential Neural Responses to Monetary

Outcomes for Self Versus the Charity

Crystal Reeck 5:20 PM Doing What's Best Instead of What's Best
Columbia University for You: Resisting Ethical Temptations in
Conflicts of Interest

Cocktail Reception 5:45 PM
and Dinner



We thank our sponsors for their generous support

Still Comparing Apples and Oranges in Market Research?

Neuro-Insight .. :
Because the brain knows better :o

Patented, Purpose-Built Technology | Independent Peer-Reviewed Validation

Global Presence | Robust Digital and Cross-Media Results

www.neul'n-insigh t.com

Neurc-Insight U.5. Inc. | 95 Morton Street Ground Floor New York NY 10014 |'T +1 212 905 3336

FOX

POWER OF PROMINENCE

The research productivity of faculty in

the Fox School's Management Information
Systems (MIS} Department has again been
ranked No. 1 in the world, according to the
Association for Information Systems survey
of top journals in the field.

We congratulate PROFESSOR PAUL A. PAVLOU'S
ranking as the Mo, 1 MIS researcher in the world
and ASSOCIATE PROFESSOR ANGELIKA DIMOKA
as the second highest-ranked scholar.

DISCOVER THE POWER OF FOX*

www.fox.temple.edu

Fox School of Business




We thank our sponsors for their generous support
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INTEGRATED CONSUMER
NEUROSCIENCE

UNDERSTANDING CONSUMERS MORE
COMPLETELY THAN EVER BEFORE

innerscope*

DOWNLOAD our guide to consumer neuroscience technologles
ON WWW,INNBrSCODeraEanr




Platinum Sponsors:

STANFORD
GRADUATE SCHOOL
OF BUSINESS

Gold Sponsors:

11jorms

Institure for Operations Research
and the Management Sciences
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Breakfast Sponsors:

CURRENT
180 DESIGNS

www.curdes.com

Supporters:



http://www.neuro-insight.com/
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