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Abstract 

This research examines the impact of brand-related cues, specifically the Red Bull logo, on 

the cognitive performance of sleep-deprived individuals. Our studies reveal that the cognitive 

benefits of brand exposure for sleepy people are contingent upon the nature of the task. While 

the Red Bull logo can facilitate performance on cognitively demanding tasks, it may have a 

detrimental effect on the performance of simple tasks. 
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