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The purpose of this research is to determine whether different brands of cola are distinguishable 

by taste. According to fMRI research conducted by a group of neuroscientists, people display 

strong branding bias for Pepsi or Coca-Cola, despite the sodas being nearly identical in chemical 

composition (McClure et al.). Both Pepsi and Coca-Cola spend billions of dollars each year on 

advertising costs to establish and strengthen their brands and find new ways to connect with 

consumers (Andersson et al.). These advertisements establish long-term brand trust with 

consumers, triggering emotional effects when faced with opposing brands (Kabadayi & Alan). 

However, consumers with damage to the ventromedial prefrontal cortex, a part of the brain 

responsible for emotion and emotion control, do not exhibit the expected effects of brand trust 

and are somewhat unbiased (Koenigs). My project is a study of ten test subjects. Individuals may 

prefer either soda or neither. I will be testing three different types of soda: Pepsi, Coca-Cola, and 

Shasta Cola. I will be pouring equal amounts of randomly selected soda into three cups and 

asking the subjects to identify the soda based on taste. Without deception, information indicating 

the presence of these three sodas will be given as a placebo. I expect experimental results to 

show a low accuracy in the test subjects’ ability to distinguish the different sodas by taste, 

especially between Pepsi and Coca-Cola. I also expect the experimental results to show higher 

accuracy when provided brand information due to the effect of brand trust. 

 

 

 

 



Works Cited 

Andersson, Eva-Lena, et al. “Coca-Cola or Pepsi; That Is the Question: A Study about Different 

Factors Affecting Consumer Preferences.” DIVA, 12 July 2006, www.diva-

portal.org/smash/record.jsf?pid=diva2%3A207011&dswid=2517. Accessed 10 December 

2019. 

Kabadayi, Ebru Tümer, and Alev Koçak Alan. “Brand Trust And Brand Affect: Their Strategic 

Importance On Brand Loyalty.” Journal of Global Strategic Management, vol. 1, no. 6, 

2012, pp. 81–88., doi:10.20460/jgsm.2012615788. 

Koenigs, Michael, and Daniel Tranel. “Prefrontal Cortex Damage Abolishes Brand-Cued 

Changes in Cola Preference.” Social Cognitive and Affective Neuroscience, vol. 3, no. 1, 

2007, pp. 1–6., doi:10.1093/scan/nsm032. 

McClure, Samuel M., et al. “Neural Correlates of Behavioral Preference for Culturally Familiar 

Drinks.” Neuron, Cell Press, 13 Oct. 2004, 

www.sciencedirect.com/science/article/pii/S0896627304006129. Accessed 10 December 

2019. 

 


