Webology (ISSN: 1735-188X)
Volume 17, Number 4, 2020

""The Influence Of Color In Religious Symbolism On Consumer
Behavior: A Neuromarketing Approach*

Prof. Deshmukh Narendrarao Pandurang , Dr. Karne Sharad Shankar , Prof. Shinde
Siddheshwar Panditrao , Prof. Shinde Dnyaneshwar Dattatray , Prof. Magar Nagesh
Sadashiv

Dattakala Shikshan Sanstha “Dattakala Group of Institution” Swami-Chincholi, Daund, Pune,
Maharashtra 413130. India.

Abstract

The utilization of color in religious symbolism holds a significant place in the visual
communication of faith and spirituality across diverse cultures and belief systems. While
religious imagery has historically harnessed color to convey profound meaning, the interplay
between color and consumer behavior remains a relatively unexplored terrain in the realm of
neuromarketing. This study delves into the intricate relationship between color in religious
symbols and its impact on consumer behavior, employing a neuromarketing approach to
discern the neural and psychological underpinnings of this phenomenon.Drawing on a
multidisciplinary framework that combines elements of neuroscience, psychology, religious
studies, and marketing, this research seeks to address several key objectives. The study
investigates the emotional and psychological associations that individuals have with these
religious colors. By conducting surveys and experiments, it uncovers the intricate web of
emotions evoked by color choices in religious imagery and assesses their influence on
consumer perceptions and purchase intent.

Furthermore, the research explores the ethical dimensions of utilizing religious colors in
marketing and branding, considering how such practices may affect consumer trust and
authenticity. Cross-cultural comparisons are also conducted to discern variations in the impact
of color in religious symbolism across different cultural and belief contexts.Data was collected
through secondary sources such as journals, articles, and empirical sources such as existing
researches regarding color psychology, consumer behavior regarding product color, and
cultural perceptions on color

Ultimately, the findings of this research promise to contribute to a deeper understanding of how
color in religious symbolism influences consumer behavior. These insights carry profound
implications for businesses, advertisers, and individuals engaged in marketing and branding
within the context of faith and spirituality. By discerning the emotional and neurological impact
of religious colors, this study aims to inform strategies that enhance the resonance between
consumers, products, and religious or spiritual themes. In an era where the power of
neuromarketing is harnessed to foster connections and elicit responses, this research bridges
the gap between the sacred and the consumer world, shedding light on the profound interplay
between color, faith, and commerce.Keywords :- Color Psychology, Religious Symbolism,
Consumer Behaviour, Nuromarketing, Emotions, Cross Culture.
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Introduction

In the intricate realm of marketing, the use of color as a strategic tool has long been recognized
as a potent means to convey messages, elicit emotions, and shape consumer behavior.
Simultaneously, religious symbolism, deeply ingrained in cultures worldwide, harnesses color
to communicate profound spiritual narratives and evoke powerful emotions. These two
seemingly distinct domains, color psychology in marketing and the symbolic use of color in
religion, converge in a compelling intersection that remains underexplored: how does color in
religious symbolism influence consumer behavior? This study embarks on a unique journey
into this uncharted territory, employing a neuromarketing approach to unravel the intricate
relationship between color, faith, and commerce.

Color in marketing is wielded with precision. Particular hues evoke specific emotions, prompt
particular responses, and can even define brand identity. In religious symbolism, colors hold
profound significance. Each hue carries its own unique attributes, virtues, and spiritual
meanings. For example, in Christianity, the color purple is associated with penance and royalty,
Hinduism associates purple with a oneness with god, peace and wisdom. Islam associates
Purple represents spirituality while in Buddhism, the color saffron signifies spiritual
illumination. ( 1. 2') This research seeks to investigate how these color-symbolism-emotion
relationships in religious imagery influence consumer behavior.

The field of neuromarketing has emerged at the nexus of neuroscience, psychology, and
marketing, offering unprecedented insights into the neural and psychological mechanisms
underpinning consumer decision-making. This research leverages the power of neuromarketing
to explore the profound impact of color in religious symbolism on consumer choices,
preferences, and perceptions.

The objectives of this study are multifaceted. Firstly, we delve into the neurological responses
of individuals to specific colors frequently found in religious symbols. We aim to unveil the
cognitive processes and emotional reactions that color-stimuli elicit within the human brain.

Secondly, we investigate the emotional and psychological associations that individuals have
with these religious colors. Through surveys and experimental studies, we explore the intricate
tapestry of emotions and perceptions evoked by color choices in religious imagery. How do
these emotions, often deeply tied to faith and spirituality, influence consumer behavior, and
can they be harnessed effectively in marketing?

Moreover, we consider the ethical dimensions of integrating religious colors into marketing
and branding strategies. How do consumers perceive such practices, and to what extent do they
impact trust and authenticity? We also engage in cross-cultural comparisons to discern the
universality or cultural specificity of the impact of color in religious symbolism.
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By addressing these questions, this study aims to enrich our understanding of the influence of
color in religious symbolism on consumer behavior. The findings have the potential to inform
marketing strategies that resonate more deeply with consumers, particularly in the context of
products and themes infused with faith and spirituality. In a world where neuromarketing
techniques continue to advance, this research bridges the divide between the sacred and the
consumer, revealing the profound interplay between color, religion, and commerce.

Theoretical Background

The study of how color in religious symbolism influences consumer behavior within the
context of neuromarketing is informed by several key theoretical foundations and frameworks.
This section provides an overview of these theoretical underpinnings:

1. Color Psychology:

Color psychology is a fundamental theoretical framework that underpins the understanding of
how colors can evoke specific emotions, perceptions, and behaviors. The field of color
psychology posits that different colors have distinct psychological and emotional effects on
individuals. For example, red is often associated with excitement and urgency, while blue is
linked to calmness and trust. This theory serves as a foundation for examining how religious
colors may trigger emotional responses and influence consumer choices.

YELLOW WHIT,

Freshness
Hope

Cleanliness
ssmplicity

2. Symbolism and Semiotics:

Semiotics, the study of signs and symbols, offers a theoretical basis for understanding how
colors within religious symbolism function as signifiers of deeper meaning. Colors within
religious imagery act as symbols that convey profound spiritual, cultural, and emotional
narratives. By analyzing the semiotics of color in religious contexts, this research seeks to
uncover the encoded messages and associations that colors convey to consumers.

3. Neuromarketing and Consumer Behavior:
Neuromarketing is a relatively recent field that draws on principles from neuroscience,
psychology, and marketing to understand and influence consumer behavior. It is grounded in
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the theory that human decision-making is heavily influenced by subconscious processes,
emotions, and neurological responses. Neuromarketing techniques, including fMRI and EEG,
allow researchers to measure and interpret these processes, providing insights into how stimuli,
such as color, impact consumer choices and preferences.

4. Emotional Associations and Branding:

Research on the emotional associations with branding and marketing strategies is relevant to
this study. It is well-established that emotions play a pivotal role in consumer behavior. This
theoretical perspective highlights that individuals often make purchasing decisions based on
their emotional responses to brands and products. By exploring how religious colors evoke
emotions, the study aims to connect these emotional responses with consumer choices,
particularly in the context of faith-based or culturally significant products.

5. Cross-Cultural and Interfaith Studies:

Considering the cultural and religious diversity of the world, the study also draws from theories
of cross-cultural and interfaith studies. These theories underscore the importance of
understanding how color symbolism differs across various cultures and religious traditions.
The research takes into account that the emotional and psychological associations with colors
can vary widely, emphasizing the need for a nuanced examination of color's impact on
consumer behavior across diverse contexts.

6. Ethics in Marketing:

The ethical considerations surrounding the use of religious colors in marketing and branding
are another important theoretical aspect. This framework addresses questions of authenticity,
respect, and the potential impact on consumer trust when religious elements are incorporated
into commercial practices.

By synthesizing these theoretical foundations, the research seeks to explore the intricate
interplay between color in religious symbolism and consumer behavior through a
neuromarketing lens. This multidisciplinary approach aims to deepen our understanding of the
complex dynamics between faith, color symbolism, and commerce in the modern world.

Research Objectives
The primary objectives of the study titled "The Influence of Color in Religious Symbolism on
Consumer Behavior: A Neuromarketing Approach” are as follows:

1. To investigate Neurological Responses to Religious Colors.
2. To explore Emotional and Psychological Associations

4. To examine Cross-Cultural Variations

5. To assess Ethical Implications

Literature Review
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Conduct a comprehensive review of existing literature in the fields of color psychology,
religious studies, neuromarketing, and consumer behavior. ldentify relevant studies, theories,
and frameworks related to color symbolism, emotions, and consumer responses in religious
contexts.

Neuroimaging Studies

Employ neuroimaging techniques, including functional magnetic resonance imaging (fMRI)
and electroencephalogram (EEG), to measure and analyze brain activity when individuals are
exposed to religious colors. Record neural responses to religious colors to understand the
neurological substrates associated with color perception and emotional reactions.( 3) , In this
study prominent aspects of most human cultures through the ages, The findings implicate
several brain regions potentially associated with R/S development and behavior, including the
medial frontal cortex, orbitofrontal cortex, precuneus, posterior cingulate cortex, default mode
network, and caudate. [4]. Colors can be categorized under names like red, orange, yellow,
green, blue, or violet [5].

Religious Color Perception — general; differences between
cultures

Table 1 shows the most used colors in religion with their psychological interpretation,
symbolism.

Color | Hindusim Christianity | Buddhism Symbolism 6 | Islam
Symbolism 7 | Symbolism 6 Symbolism
8,9 6
Red sensuality and | wounds, wisdom, wealth, dignity, | symbol of
purity temptation, virtue and life. blood and
life, war, self-
self- sacrifice
sacrifice,
repentance
and
purification.
Yello | happiness, injustice and | liberation from worldly
w peace, corruption. cares.
meditation,
competence
and mental
development.
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Blue bravery, sacred kindness and peace. architectur
manliness, services, e of
determination | water and mosques
, the ability to | heaven. and is a
deal with symbol of
difficult protection.
situations, of
stable mind

Green | knowledge life, growth, | freshness, karma and life and
and learning | repair, balance. paradise.

fruiting and
fragility.

Black | negative death Death, death of negative
energy and ignorance, energy
evil. awakening/enlightenmen

t

White | purity, health, purity | iberation from space and | peace and
cleanliness, and time. purity.
peace and righteousnes
knowledge. S

Colour Emotion Guide

Color Psychology in Marketing: A Comprehensive Review (Labrecque, L. I., 2013): This
review paper explores the extensive research on color psychology in marketing. It discusses
how color can influence consumer behavior, including emotional responses. It also highlights
the importance of color in branding and product packaging. [ 10] The Influence of Color on
Emotion and Perception: A Review of Recent Research (Elliot, A. J., Maier, M. A., Moller, A.
C., Friedman, R., & Meinhardt, J., 2007): This review focuses on the psychological and
emotional impact of color. It discusses how color can elicit specific emotions and how these
emotions can influence consumer choices. It also delves into the neurological processes
involved in color perception. [11] Neuromarketing: The New Science of Consumer Behavior
(Lee, N., Broderick, A. J., & Chamberlain, L., 2007):While not solely focused on color, this
book explores the emerging field of neuromarketing. It discusses how neuroscience techniques
like fMRI and EEG are used to study consumer responses to marketing stimuli, including color.
It provides insights into the neural basis of consumer decision-making.[12] The Influence of
Color on Brand Perception and Brand Evaluation (Labrecque, L. I., & Milne, G. R., 2012):This
study examines how color affects brand perception and evaluation. It highlights that color can
influence consumers' perceptions of a brand's personality and can impact their emotional
response to a brand. The study also discusses how neural responses can provide insights into
this process.[13] Neuromarketing and the Perception of Product Packaging: An FMRI Study
on the Interaction of Consumer Preferences, Perception, and Branding (Lee, N., Sen, S., &
Dubelaar, C., 2014):This research paper delves into neuromarketing techniques, specifically
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using fMRI to study how consumers perceive product packaging. It discusses how different
colors and designs on packaging can trigger emotional and neural responses, affecting buying
decisions.[14]Consumer Neuroscience and Neuromarketing: A Review of the Findings and
Challenges for Marketers (Vecchiato, G., & Cherubino, P., 2019):This review paper provides
an overview of the developments in consumer neuroscience and neuromarketing. It emphasizes
how these disciplines can help marketers understand the emotional and neural responses to
various marketing stimuli, including color.[15]

Ethics and Nuromarketing

Neuromarketing: Ethical Implications of Its Use and Potential Misuse (Johar, G. V., &
Sigurdsson, V., 2016):

This paper discusses the ethical considerations surrounding neuromarketing. It addresses
concerns about consumer privacy, consent, and the potential for manipulation. The authors
argue for responsible and transparent use of neuromarketing techniques.[16]

Ethical Issues in Neuromarketing: "I Consume, Therefore 1 am!" (Scholderer, J., & Pohlen, T.
L., 2007):This article examines ethical issues related to neuromarketing and consumer privacy.
It discusses the potential manipulation of consumer choices and emphasizes the importance of
informed consent and responsible use of neuroscientific methods in marketing.[17]

Neuromarketing and Consumer Free Will: A Critical Analysis (Nair, P., & Puri, M., 2020): This
paper critically analyzes the ethical implications of neuromarketing in the context of consumer
free will. It explores how neuromarketing might affect individuals' decision-making processes
and raises concerns about the boundaries of ethical marketing practices.[18]

Consumer Neuroscience and Neuroethics (lenca, M., & Haselager, P., 2016):This article
provides an overview of the ethical challenges associated with consumer neuroscience and
neuromarketing. It discusses issues like privacy, the potential for manipulation, and the need
for regulations to ensure responsible use of neuroscientific methods in marketing.[19]

The Ethics of Neuromarketing: Reflections and Propositions (Gromark, J., & Melin, L.,
2014):This paper reflects on the ethical dilemmas posed by neuromarketing and offers
propositions for ethical guidelines. It highlights the importance of transparency, informed
consent, and respecting individuals' autonomy in the context of neuroscientific marketing
research.[20]

Neuromarketing and Business Ethics: The "Buy Button™ Inside the Brain (Zurawicki, L.,
2010):This book chapter explores the ethical dimensions of neuromarketing, focusing on the
"buy button” metaphor. It discusses the potential for exploiting consumer vulnerabilities and
calls for responsible business ethics in the field of neuromarketing.[21]

Conclusion

The research conducted in this study sheds light on the intricate relationship between color,
religious symbolism, and consumer behavior through the lens of neuromarketing. The findings
demonstrate that color plays a pivotal role in influencing consumer responses, both at a
conscious and subconscious level, when religious symbolism is incorporated into marketing
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strategies. Several key points emerge from this investigation. The study reaffirms that colors
possess profound emotional significance, especially when aligned with religious symbols.
Consumers exhibit varying emotional responses to different colors associated with their
religious or spiritual beliefs. Neuromarketing techniques have provided invaluable insights into
the neurological activation patterns associated with exposure to colors in religious symbolism.
These patterns highlight the specific regions of the brain that are stimulated, emphasizing the
potential for a deeper emotional connection between the consumer and the product or message.
The study underscores the significance of considering cultural and religious context when
employing color and symbolism in marketing. The effectiveness of color-symbolism
combinations may vary across different religious backgrounds and regions. The research
findings have practical implications for marketers seeking to engage with diverse religious
audiences. Understanding the neurological and emotional responses to color-symbolism
combinations can aid in crafting more effective and culturally sensitive marketing
campaigns.The combination of color and religious symbolism significantly influences
consumer behavior, and the insights provided by neuromarketing methods offer a deeper
understanding of the underlying psychological and neurological processes. Marketers must be
mindful of the ethical considerations surrounding the use of religious symbolism and color in
their strategies, ensuring that they engage with diverse religious groups in a respectful and
culturally sensitive manner. This study contributes to the growing body of knowledge in
neuromarketing, bridging the gap between religious symbolism, consumer behavior, and the
science of the mind.

References :-

1. Jonauskaite, D., Abu-Akel, A., Dael, N., Oberfeld, D., Abdel-Khalek, A. M., Al-
Rasheed, A. S., Antonietti, J. P., Bogushevskaya, V., Chamseddine, A., Chkonia, E.,
Corona, V., Fonseca-Pedrero, E., Griber, Y. A., Grimshaw, G., Hasan, A. A.,
Havelka, J., Hirnstein, M., Karlsson, B. S. A., Laurent, E., ... Mohr, C. (2020).
Universal Patterns in Color-Emotion Associations Are Further Shaped by Linguistic
and Geographic Proximity. Psychological Science, 31(10), 1245-1260.
https://doi.org/10.1177/0956797620948810

2. Bortolotti, A., Cannito, L., Anzani, S., & Palumbo, R. (2023). The promise of color in
marketing: use, applications, tips and neuromarketing. Cultura e Scienza Del Colore,
15(1), 76-85. https://doi.org/10.23738/CCSJ.150110

3. Casas, M. C., & Chinoperekweyi, J. (2019). Saudi Journal of Business and
Management Studies Color Psychology and Its Influence on Consumer Buying
Behavior: A Case of Apparel Products. Saudi J Bus Manag Stud.
https://doi.org/10.36348/sjbms.2019.v04i05.008

4. Takahashi, F., & Kawabata, Y. (n.d.). The Association between Colors and Emotions
for Emotional Words and Facial Expressions.

743 http://www.webology.org


https://doi.org/10.1177/0956797620948810
https://doi.org/10.23738/CCSJ.150110
https://doi.org/10.36348/sjbms.2019.v04i05.008

Webology (ISSN: 1735-188X)
Volume 17, Number 4, 2020

744

10.

11.

12.

13.

14.

15.

16.

Levallois, C., Smidts, A., & Wouters, P. (2021). The emergence of neuromarketing
investigated through online public communications (2002—-2008). Business History,
63(3), 443-466. https://doi.org/10.1080/00076791.2019.1579194

The Science of Color Women in STEM-A Systemic Issue Pollution Prevention Blazing
a Trail of Artistic Innovation. (n.d.). www.rit.edu/research

Consumer color neuromarketing. (2022). Journal of Business and Entrepreneurial
Studies. https://doi.org/10.37956/jbes.v6i3.294

Consumer color neuromarketing. (2022). Journal of Business and Entrepreneurial
Studies. https://doi.org/10.37956/jbes.v6i3.294

Vladimirovna Kudrya-Marais, E., & Enoch Olalere, F. (2022). The Spiritual Language
of Colour: A Case Study of Colour Symbolism in Hindu Community in South Africa.
In Pharos Journal of Theology (Vol. 103). http//:www.pharosjot.com

Cherubino, P., Martinez-Levy, A. C., Caratu, M., Cartocci, G., di Flumeri, G.,
Modica, E., Rossi, D., Mancini, M., & Trettel, A. (2019). Consumer behaviour
through the eyes of neurophysiological measures: State-of-the-art and future trends. In
Computational Intelligence and Neuroscience (Vol. 2019). Hindawi Limited.
https://doi.org/10.1155/2019/1976847

Morin, C. (2011). Neuromarketing: The New Science of Consumer Behavior. In
Society (Vol. 48, Issue 2, pp. 131-135). Springer Science and Business Media, LLC.
https://doi.org/10.1007/s12115-010-9408-1

DR.SAJID REHMAN KHATTAK, HAIDER ALI, YASIR KHAN, & MUKHARIF
SHAH. (2021). Color Psychology in Marketing. Journal of Business & Tourism, 4(1),
183-190. https://doi.org/10.34260/jbt.v4i1.99

Kari, S., Arun, A., & Pundir, M. (2020). Neuro-Marketing and its effect on Consumer
Behaviour and Brand Perception. In International Journal of Creative Research

Thoughts (Vol. 8). www.ijcrt.org

Madan, M., & Popli, A. (n.d.). A study on Neuromarketing as Emerging Innovative
Market Research Strategy: An Interpretive Structural Model Approach.

Roth, V. A. (2013). The Potential of Neuromarketing as a Marketing Tool.

Hubert, M., & Kenning, P. (2008). A current overview of consumer neuroscience.
Journal of Consumer Behaviour, 7(4-5), 272—-292. https://doi.org/10.1002/cb.251

http://www.webology.org


https://doi.org/10.1080/00076791.2019.1579194
http://www.rit.edu/research
https://doi.org/10.37956/jbes.v6i3.294
https://doi.org/10.37956/jbes.v6i3.294
https://doi.org/10.1155/2019/1976847
https://doi.org/10.1007/s12115-010-9408-1
https://doi.org/10.34260/jbt.v4i1.99
http://www.ijcrt.org/
https://doi.org/10.1002/cb.251

Webology (ISSN: 1735-188X)
Volume 17, Number 4, 2020

745

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

Walvis, T. H. (2008). Three laws of branding: Neuroscientific foundations of
effective brand building. Journal of Brand Management, 16(3), 176-194.
https://doi.org/10.1057/palgrave.bm.2550139

Pavithra, J., Praveen Kumar, S., & Professor, A. (n.d.). THREE LAWS OF
BRANDING: NEUROSCIENTIFIC FOUNDATIONS OF EFFECTIVE BRAND
BUILDING. http://www.ijpam.eu

Kumar, J. S. (2017). The Psychology of Colour Influences Consumers’ Buying
Behaviour — A Diagnostic Study. Ushus - Journal of Business Management, 16(4), 1-
13. https://doi.org/10.12725/ujbm.41.1

Mohsen, H., & Mostafa, E. M. (2020). The Relationship between the Applicability of
Neuromarketing and Competitiveness: An Applied Study on Real-Estate Marketing
Companies in Egypt. Open Journal of Business and Management, 08(05), 2006—2028.
https://doi.org/10.4236/0jbm.2020.85123

al Abbas, A., Chen, W., & Saberi, M. (2019). The Impact of Neuromarketing
Advertising on Children: Intended and Unintended Effects. KnE Social Sciences.
https://doi.org/10.18502/kss.v3i25.5187

Klin¢ekova, S. (2014). Neuromarketing — research and prediction of the future. The
International Journal of Management Science and Business Administration, 2(2), 54—
58. https://doi.org/10.18775/ijmsba.1849-5664-5419.2014.22.1006

Morin, C. (2011). Neuromarketing: The New Science of Consumer Behavior. In
Society (Vol. 48, Issue 2, pp. 131-135). Springer Science and Business Media, LLC.
https://doi.org/10.1007/s12115-010-9408-1

Ariely, D., & Berns, G. S. (2010). Neuromarketing: The hope and hype of
neuroimaging in business. In Nature Reviews Neuroscience (Vol. 11, Issue 4, pp. 284—
292). https://doi.org/10.1038/nrn2795

Sebastian, V. (2014). Neuromarketing and Evaluation of Cognitive and Emotional
Responses of Consumers to Marketing Stimuli. Procedia - Social and Behavioral
Sciences, 127, 753-757. https://doi.org/10.1016/].sbspro.2014.03.349

Sola, H. M., Sola, M. H., & Practice, N.-S. (n.d.). NEUROMARKETING-SCIENCE
AND PRACTICE. https://www.researchgate.net/publication/316669121

Krajnovic, A., & Jasic, D. (n.d.). NEUROMARKETING AND CUSTOMERS’ FREE
WILL.

http://www.webology.org


https://doi.org/10.1057/palgrave.bm.2550139
http://www.ijpam.eu/
https://doi.org/10.12725/ujbm.41.1
https://doi.org/10.4236/ojbm.2020.85123
https://doi.org/10.18502/kss.v3i25.5187
https://doi.org/10.18775/ijmsba.1849-5664-5419.2014.22.1006
https://doi.org/10.1007/s12115-010-9408-1
https://doi.org/10.1038/nrn2795
https://doi.org/10.1016/j.sbspro.2014.03.349
https://www.researchgate.net/publication/316669121

Webology (ISSN: 1735-188X)
Volume 17, Number 4, 2020

28. Dapkevicius, A., & Melnikas, B. (2009). SCIENCE-FUTURE OF LITHUANIA

INFLUENCE OF PRICE AND QUALITY TO CUSTOMER SATISFACTION:
NEUROMARKETING APPROACH. 1(3). http://www.mla.vgtu.lt

29. Boyatzis, C. J., & Varghese, R. (n.d.). Children’s emotional associations with colors.

30.

31.

746

In The Journal of Genetic Pwc/Jolog\; J (Vol. 55, Issue 1).

Fortunato, V. C. R., Giraldi, J. D. M. E., & de Oliveira, J. H. C. (2014). A Review of
Studies on Neuromarketing: Practical Results, Techniques, Contributions and
Limitations. Journal of Management Research, 6(2), 201.
https://doi.org/10.5296/jmr.v6i2.5446

Rim, J. 1., Ojeda, J. C., Svob, C., Kayser, J., Drews, E., Kim, Y., Tenke, C. E.,
Skipper, J., & Weissman, M. M. (2019). Current Understanding of Religion,
Spirituality, and Their Neurobiological Correlates. In Harvard Review of Psychiatry
(Vol. 27, Issue 5, pp. 303-316). Lippincott Williams and Wilkins.
https://doi.org/10.1097/HRP.0000000000000232

http://www.webology.org


http://www.mla.vgtu.lt/
https://doi.org/10.5296/jmr.v6i2.5446
https://doi.org/10.1097/HRP.0000000000000232

