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Background 

§ Aim: to combine two effects based on their common 
neural structure  
 
§ First-choice brand effect (FCB)1: deactivation in the 

dorsolateral prefrontal cortex (dlPFC) for favourite 
brand products 

§ Ego-depletion2: deactivation of dlPFC during the 
state of self-exhaustion after self-control 

 
§ The dlPFC seems to represent an underlying structure 

that is associated with both effects 

 

§ Online study with N = 60 participants (50% 
female; Mage=43.18, SDage=17.26), whereby 
half of the participants were ego-depleted 
prior the task 
 

§ Task: grocery shopping on a supermarket 
website with and without a strong brand in the 
choice set (see figure 1) 
 

§ General linear model: effects of ego-
depletion and brand strength on decision time 

 

Methods 

§ Interaction effect between brand strength and preference group, indicating a significant 
increase in the decision time for the strong brand-preference-group if no brands are in the 
decision set (see figure 2.A). 
 

§ Interaction effect between brand strength and ego-depletion for the strong brand-preference-
group, showing (non-significant) increases if no strong brands are in the decision set which 
seems stronger for the non-depleted group (see figure 2.B). 
 

§ Interaction effect between brand strength and ego-depletion for the weak brand-preference-
group, showing no effects of brand strength or depletion on decision times (see figure 2.C). 

Discussion and Conclusion 

§ Strong brands simplify decisions, reducing the decision time (especially for consumers with a 
strong brand-preference). 
 

§ However, this effect is not facilitated by ego-depletion as suggested by the neural insights. 
 

§ Potentially, ego-depletion might only have an effect on decision time if the cognitive effect is 
not already created via the strong FCB effect. 
 

§ This study examines the potential consequences in the context of online-retailing, signifying the 
fundamental importance of consumer neuroscience for behavioural research. 

Figure 2. Brand Strength Effects on Decision Time for Brand-Preference-Groups. * p<.05. 
 

Research question: Do these effects operate complementary on the dlPFC, such that 
behaviourally ego-depleted consumers choose faster in decision sets with strong brand 

products? 

 

Figure 1. Example of a choice set on the supermarket website in the online study 

Results 
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