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Russo, V., Bilucaglia, M., Casiraghi, C., Chiarelli, S., et al. (2023).
Neuroselling: applying neuroscience to selling for a new business
perspective. An analysis on teleshopping advertising, Front
Psychol, 14: 1238879.

Sun, H., Verbeke, W. J., Pozharliev, R., Bagozzi, R. P., et al.
(2019). Framing a trust game as a power game greatly affects
interbrain synchronicity between trustor and trustee. Soc.
Neurosci, 14, pp.635-648.
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Neuro Storytelling: Story VS Data
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Barraza, J.A., Zak, P.J. (2009). Empathy toward strangers
triggers oxytocin release and subsequent generosity. Annals

of the New York Academy of Sciences, 1167, 182-189.
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Memory Highway: Storytelling
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Michelmann, S., Price, A. R., Aubrey, B., Strauss, C. et al. (2021).
Moment-by-moment tracking of naturalistic learning and its
underlying hippocampo-cortical interactions. Nature communi-
cations, 12(1), 5394.
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