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I’m sorry, I was wrong.



There is a perfect pickle!











“Mmmm….Donuts”

Chapter six

Homer Simpson
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Lorem ipsum dolor sit amet, magnis a metus quibusdam dui 
donec, a , erat et vivamus acurpis, erat et  vivamus ac neque dis 
cras. Phasellus est mollis distinctio, ridiculus elit dolor quis 
ipsum. Cum dis nam, rhoncus ut curabitur arcu integer eget, erat 
tempus vel nonummy amet curabitur. Phasellus felis ridiculus 
tellus et, in pede, mauris magna reptile brain, odit venenatis, 
arcu ultrices. Suspendisse elementum pretium odio. 

Plor, et ullamcorper nisl nec ut cum, integer quisque massa 
ultricies risus adipiscing morbi, proin vestibulum aliquam sociis 
blandit donec cras, mus quam suspendisse in quis.

Penatibus dolor platea, nunc sit auctor mauris, a bibendum 
rutrum orci non sit volutpat, sit p
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More Than Science Fiction. (2009). 60 Minutes. 



There's a Sucker Born in Every Medial Prefrontal Cortex 
By CLIVE THOMPSON

When he isn't pondering the inner workings of the mind, Read Montague, a 43-year-old neuroscientist at 
Baylor College of Medicine, has been known to contemplate the other mysteries of life: for instance, the 
Pepsi Challenge. In the series of TV commercials from the 70's and 80's that pitted Coke against Pepsi in a 
blind taste test, Pepsi was usually the winner. So why, Montague asked himself not long ago, did Coke 
appeal so strongly to so many people if it didn't taste any better?

Over several months this past summer, Montague set to work looking for a scientifically convincing 
answer. He assembled a group of test subjects and, while monitoring their brain activity with an M.R.I. 
machine, recreated the Pepsi Challenge. His results confirmed those of the TV campaign: Pepsi tended to 
produce a stronger response than Coke in the brain's ventral putamen, a region thought to process feelings 
of reward. (Monkeys, for instance, exhibit activity in the ventral putamen when they receive food for 
completing a task.) Indeed, in people who preferred Pepsi, the ventral putamen was five times as active 
when drinking Pepsi than that of Coke fans when drinking Coke.

In the real world, of course, taste is not everything. So Montague tried to gauge the appeal of Coke's 
image, its ''brand influence,'' by repeating the experiment with a small variation: this time, he announced 
which of the sample tastes were Coke. The outcome was remarkable: almost all the subjects said they 
preferred Coke. What's more, the brain activity of the subjects was now different. 

“So Montague tried to gauge the appeal of Coke's image, its ''brand 
influence,'' by repeating the experiment with a small variation: this 

time, he announced which of the sample tastes were Coke. The 
outcome was remarkable: almost all the subjects said they 

preferred Coke. What's more, the brain activity of the subjects was 
now different. There was also activity in the medial prefrontal 

cortex, an area of the brain that scientists say governs high-level 
cognitive powers.”

There’s a Sucker Born in Every Medial Prefrontal Cortex - NYTimes.com. (2003, October 23). New York Times. 
Retrieved from http://www.nytimes.com/2003/10/26/magazine/26BRAINS.html?pagewanted=1

“In the series of TV commercials from the 70's and 80's that pitted 
Coke against Pepsi in a blind taste test, Pepsi was usually the 

winner. So why, Montague asked himself not long ago, did Coke 
appeal so strongly to so many people if it didn't taste any better?”

http://www.nytimes.com/2003/10/26/magazine/26BRAINS.html?pagewanted=1
http://www.nytimes.com/2003/10/26/magazine/26BRAINS.html?pagewanted=1






Public Relations



How to get free advertising with a doughnut

















Final exam



There isn’t one….but...



There is one in STR/581 that covers this material





Comprehensive review
every slide. rapid review.




