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The Neuroscience Revolution 

Increasing power of 
COMPUTING & 
TECHNOLOGY 

Accelerating 
breakthroughs in 

NEUROSCIENCE 

DEMAND  

for deeper insights 
from marketing 

research 

THE 

NEUROMARKETING 

REVOLUTION 
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Evolution of Market Research 
…but how far has it actually got us? 

1990s 

1980s 

1970s 

1950s/1960

s 

2000s 

Shopper Insights 

Social Media 

Brand Equity 

Structural Equation Modeling 

Customer Value Analysis 

Ethnography 

Data Mining 

Database Marketing 

Blogs/Online Communities 
Marketing Mix Models 

Conjoint/Discrete 

Choice 

Semiotics 

New Product Volume Forecasts 

Market Structure 

Focus Groups 

Concept Tests 

Copy Tests 

Segmentation 

2010s 

Virtual Reality 

Neuromarketing 
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But how far have has it got us? 

Thinking about marketing research, to what degree do you feel the industry has 

equipped you to  

1 Explain Consumer 

behaviour 

Not at all Not well enough Not sure Well enough Absolutely 

2 Predict Consumer 

behaviour 

Not at all Not well enough Not sure 

 

Well enough Absolutely 

Tick the box 

Time for a 50 year review? 
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Give us a fresh 

perspective! 

I just don’t have faith 

in our research into 

creativity 

True insight’s only 

going to come from a 

deeper look at 

response patterns   

Traditional methods 

can’t give us enough 

meaningful insights 

into emotions 

We’re stuck in a rut; 

learning nothing new! 
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Video Clip of the Sub Conscious v Conscious 



8 NeuroStrata 2013 © NeuroStrata, Confidential and Proprietary.  

Subconscious processing 

Our brains process 11,000,000 bits of sensory information every second. 

But our conscious minds can only handle about 40 bits per second. 

What happens to those other 10,999,960 bits of information? 

Consumers’ brains process them subconsciously. 
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Implicit Explicit 

System 1 System 2 

Unconscious 

Emotion  

Conscious 

Reason 

Limbic  

System 

Pre-Frontal  

Cortex 

Associative 

Very Fast 

Effortless 

Involuntary 

Here & Now 

 

Rule Following 

Slow 

Effortful 

Controlled 

Future Plans 

 

Kahneman’s Contention 
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Patients with damage to emotional 

parts of the brain cannot make 

decisions despite having no change 

in IQ  

Prof. Antonio Damasio 
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(Very Simplified) Cognitive Timeline 

IMPLICIT 

SYSTEM 1 
Often referenced as:  

Non-Conscious 

Non-articulated 

Pre-Cognitive 

 EXPLICIT 

SYSTEM 2 
Often referenced as: 

Conscious 

Articulated 

Post-Cognitive 

Expressed 

0N 100 200 300 400 500 600 700 800 900 1sec 1.1 1.2   

                                                                                                                                                  

                                                                                                                                                  

                                                                                                                                                    

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                      

                                                                                                                                                    

                                                                                                                                                  

OBSERVATION REACTION EXPRESSION 

Traditional Techniques Neuro 
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5 Potential Benefits of Neuro Testing 
Evaluation-Insights-Optimization 

1.Evaluates how consumers think / feel (not say) 

2.Provides Quantified data, at deeper-than-Qual levels 

3.Can detect moment by moment interaction with all 

forms of stimulus 

4.Identifies cause and effect triggers of response 

patterns 

5.Yields fresh, deeper, highly actionable insights 

 

 

Complementary Tool 
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+ Another 5 Potential Benefits  
Evaluation-Insights-Optimization 

1.Applies very latest principles and hypotheses of 

Cognitive NeuroScience and NeuroPsychology 

2.Delivers rich diagnostics for strategic and creative 

optimization 

3.Reaches the parts other techniques struggle to reach 

eg emotions and feelings, creative,  intangible, 

experiential and sensory work 

4.Delivers a quantum leap in understanding consumer 

thinking and perception 

5.Helps drive significant improvements in marketing ROI  

 

 

Complementary Tool 

  



14 NeuroStrata 2013 © NeuroStrata, Confidential and Proprietary.  

Increasing array of tools and techniques 

 

Lion 

Jungle 

Tropical 

Heat 

Safar

i 

Kenya 

Safari 
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3 Core Approaches 

 

NeuroMetrics BioMetrics PsychoMetrics 

Lion 

Jungle 

Tropical 

Heat 

Safa

ri 

Kenya 

Safari 
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NeuroMetrics : Key Facts 

Harder Core Neuroscience 

 

Measure activity directly from the brain 

 

Sophisticated, Specialist, Hi tech 

 

Deeper, richer response patterns 

 

Strict protocols, unusual respondent experiences 

 

Less scalable, slower turnarounds 

 

Higher study costs  
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Measure physiological response 

 

Measure moment by moment response 

 

Lagged indicators 

 

Often with neurometrics (especially ET) 

 

Relatively simple to administer, Webcam & Inhome 

 

Automated reporting, Scalable, Fast 

 

 

BioMetrics : Key Facts 
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IRT Testing measures associative response 

 

IAT Derived | Reaction Speed | Priming 

 

Specialist algorithms and study design 

 

Relatively simple to administer, Web-based  

 

Fast, Adaptable, Scalable 
 

Dial Testing measures moment by moment 

response.  

 

Under certain conditions it is used as an 

implicit tool  

 
 

PsychoMetrics (Neuro-Implicit) : Key Facts 

Tiger 

Jungle 

Tropic

al 
Heat 

Sa

fa

ri 

India 

Delhi 
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Neuroscience toolkit 

NeuroMetrics BioMetrics PsychoMetrics 

Neural Activity  Physiological (Bodily)  Psychological (implicit) 

Harder core neuroscience Accessible physiology Accessible neuro-

psychology 

Deep, rich, multiple and 

specific diagnostics 

Measures vary in degree of 

specificity. Some lagging 

indicators 

Associative measures. 

Highly specialist* tool Degree of required specialism 

varies with technique 

Moderately specialist 

Wide ranging studies Wide ranging studies Wide ranging studies 

Less Scalable Eye Tracking / Facial 

Decoding Highly Scalable 

Highly Scalable 

 

Higher Cost Least Expensive Moderate Cost 
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The Science & 

Application 
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Wide range of applications 

• BRAND 

• POSITIONING 

• DRIVERS 

• PRODUCT 

 DESIGN 

• SENSORY 

• PACKAGING 

 DESIGN 

• SENSORY 

• ADVSG 

• COMMS 

• MEDIA PLANS 

• EXPERIENTIAL 

• TOUCH POINTS 

• IN-STORE 

• ONLINE 

• ACTIVATION 



22 NeuroStrata 2013 © NeuroStrata, Confidential and Proprietary.  

Advanced Implementation 

Full-scale neurological testing centers 

Operated on behalf of individual 

clients 

On-site staff of neuroscientists, 

neurophysiologists, technical experts, 

and consultants 
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Characteristics  of advanced, neuro-literate clients (1) 

Journey of discovery  

 

Partnerships 

 

Blended frameworks  

 

Testing hypotheses / Validating working 

practices 

 

Clients think differently 

 

Behave differently 
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Characteristics  of advanced, neuro-literate clients (2) 

 

 

 

 

• Accumulate actionable neurological 

insights 

 

• Fully leverage them across portfolios, 

categories, and cultures 

 

• New Golden Rules and Best Practices 

 

• ‘Believe’ and are energized by the 

increasing opportunities  
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Differing Perspectives 

• Academics v Academics 

• Practioners v Academics 

• Sceptics v Advocates 

• Differing Client Perspectives 
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Simmering Debates 

What is true State of the Art? 

 

Why internal Academic Divergence ? 

 

Practioner Competency? 

 

Validation v IP ? 

  
 

 

 

 

 

 

 

 



28 NeuroStrata 2013 © NeuroStrata, Confidential and Proprietary.  

Video clip: Coke endorses NeuroMarketing 
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Video Clip  

Stan Stanunathan 
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Section 3  

Opportunity Areas 
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Areas of Opportunity  

Experiential 
  

Sensory 
InNoVaTiOn & 

CrEaTiViTy 
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Why so difficult to research? 

Emotion-centred topics 

Unfamiliar to consumers  

Fewer consumer reference points  

Limited consumer language / lexicon 
 

 

Biggest gulf between predicted and 

actual behaviour 

Deepest dissatisfaction from 

marketers 
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Research Challenges 
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Innovation + Creativity 

 

• Creative / Design industry tension with traditional research 

 

• Constraint on creativity and ideas 
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But can new science-led research methods 

can help? 
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Maybe? Maybe Not? 

OMG. Please……No more 

research!  Whatever it is!  

Fantastic! At last something 

that can measure emotional 

responses. Bring it on.  

Enslaver or Liberator of Creativity? 
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Creative Diagnostics  

EEG Scene by Scene Metrics 

The	Neuromedia	movies	display	the	s mulus	with	eye-tracking	heatmap	in	the	upper	le ,	
NES	score	with	the	overall	engagement,	EVS	with	the	Emo onal	Valence	below,	and	the	
real	 me	neural	ac vity	on	the	right.	These	movies	allow	researchers	to	play	and	pause	
the	s mulus	at	any	point	to	gain	insight	into	what	scenes	are	crea ng	certain	types	of	
engagement,	and	to	what	degree.		

Real- me	
neurological	
ac vity	NES	&	Overall	

Engagement	

Target	Media	
w/	Eye-tracking	
Overlay	

7	

EVS	&	Emo onal	
Valence		

Reading	the	Data	
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Overall	
Engagement	
NES	=	6.35	

Emo onal	
Valence	
EVS	=	-10.0	

Posi ve	

Nega ve	

62	Second	Spot	

11	

Key	Scene	Analysis		(VW	-	The	Force)	

VW Mini Darth SuperBowl Ad 
Creative Diagnostics 
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VW : Mini Darth 

Deutsch LA’s Executive Vice President 

and Group Planning Director for 

Volkswagen, Douglas Van Praet: 

 

"If we had relied on traditional testing 

for VW's "The Force" ad we may have not 

run it. Sands Neuro-Engagement Score 

proved we were sitting on gold." 
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Scene by scene trace 
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With and without soundtrack 
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Still Selection for Outdoor + Print  

Scene 1: involves extra layers of sensory activation (touch) 

Scene 2: also engaging, but less differentiated 

Which Scene has most potential for Outdoor or Print?  

1 2 
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Outdoor & Print Scene  

Recommendation 

The Sense Power of Touch 
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How other brands have used it eg Peugeot 2012 

The Emotional Potency of Touch 
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Mirror-Neuron System Activation 

(MNS) is activated when we see someone 

performing an act that’s emotionally 

relevant to us.  

 

 

Techniques monitor the extent to which 

an ad stimulates the observer’s brain to 

reach out and handle /consume the 

product immediately.  
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48 SHEET POSTER MAGAZINE PRINT AD 

Optimal Scene Selection  
by Media Channel and Format  

WED BANNER AD 

Algorithms automatically extract compressed versions of the ad based on 

neurological optimality.  

Illustration 

only 
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Touch Point Mapping 
What contribution does each TP deliver to overall goals?  

0 

10 

20 

30 

40 

50 

60 

70 

80 

90 

100 

Appealing 
Engaging 

Desirable 

Credible 

For me 

Value for money 

Worth watching 

Recommend 

Different 

Stand-out 

Clear 

Memorable 

Special 

Exciting 

Innovative 

Upbeat 
Competitive 

Different 
Passionate 

Hard-sell 

For everyone 

Friendly 

Efficient 

No Nonsense 

High tech 

Reliable 

Flexible 

Convenient 

Professional  

Fastest possible 

Guaranteed 

Integrated 

6 months free 
No Risk 

TV Ads   

Experiential 

Mailing 

Provides framework template against which to evaluate specific ads / claims   

and other comms/ touchpoints 
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Automatic  Neuro-Repurposing of Ads  

MASTER ORIGINAL ~30 

sec 

Methods 

Automated v Semi-automated v Manual 

UK 20’ TV 

GER 10’ TV 

IND 8’ WEB 

SPN 15’ MOBILE 

BZL 20’ CINEMA SHORT 

CHI 20’ TV 

RUS 20’ WEB 

USA 20’ TV SPONSORSHIP   

SA 12’ WEBCLIP 

Benefits:  Speed, Cost reduction, Creative optimization, Effectiveness 

Illustration 

only 
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Ad Wear-Out Profiling 

Reach v Frequency? 

NeuroMetrics rated during 

repeated exposures to the ad 

Helps optimize Media Plan and Media Buy 

Illustration 

only 
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Alternative Moment-by-Moment methods 

 

MOTION  
SENSOR 
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Virals : Drawing out intended emotions  
via Implicit techniques 
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Desired Emotional Response Mapping 
eg Ads v Virals 

0 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

Reassuring 

Comforting 

For me 

Understanding 

Optimistic 

Uplifting 

Special 

Challenging 

Inspring 

Credible 

For everyone 

Sophisicated 

Viral 1 

Viral 2 
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Ability to stand-out 
Dial testing in ad break 
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Experiential 
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Sensory Experience Framework 

SIGHT 

SMELL 

TOUCH TASTE 

SOUND 
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Parietal (Taste/Touch/Smell) 
Brain Stimulation 

EEG can record  the brain areas 

responsible for taste, touch, and smell, 

second-by-second as the experience 

unfolds 

 

Superior communication results in the 

direct stimulation of the parietal area 

of the brain, where the product is 

enjoyed.  

 

Particularly important for brands in food 

and beverage categories or others with 

sensory or experiential attributes 
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Emotional Iconic Triggers (EIT) 

Unique moments in the 

product experience 

 

Which generate the highest 

levels of emotional 

engagement.  

 

How then deployed? 
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Example  

Emotional Arousal Trace  
eg Cream Liquor 

  

 

0 

1 

2 

3 

4 

5 

6 

7 

8 

9 

OPENING 

BOTTLE 

POURING OVER 

ICE 

SWIRL IN GLASS FIRST SIP SAVOUR  SWALLOW BREATHE OF AIR SECOND SIP 

FIRST HAND EXERIENCE  OBSERVED EXPERIENCE  
Emotional Arousal 

Response Index  

Emotional -Iconic 

Trigger 
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Activating Iconic Triggers  

Upstream R+D  +  Downstream Activation  
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Ideas Testing at a deep subconscious level 

Hooks  

Angles 

Storylines 

Plotlines  

Concepts 

Ideas 

Prototypes 

Roughs  

 

Evoking 

the 

intended 

response? 
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Audio 

Optimization 
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The power of audio 

• Under-utilized 

 

• Precious, powerful 

 

• Extraordinary ability to instantly unleash deep emotions  

 

• Powerful emotional memories triggered by sound  

 

• Physiological impacts 
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Why under-utilized? 

1. Visually-dominated Creative and Design industry 

 

 

2. Entrenched skill sets 

 

 

3. Limited testing / optimization 
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Unlocking the opportunity 

Audio Brand Identity | Architecture 

 

Product Design 

 

Ad soundtracks 

 

TV Programming 

 

Activating Emotional Iconic triggers 

 

Ambiance creation 
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Key Take-Aways 

• New techniques are potentially transformational in improving effectiveness 

• Especially in emotionally-centric study areas: Creativity, Sensory and Experiential 

development 

• There’s no right or wrong methodology 

• Executed well, they all have something to offer 

• Understanding the pros and cons of each approach is critical 

• Robust validations are not yet public currency  

• New methods are not fully standardized 

• NB! vendor competency in new methods is a significant variable   

• Take specialist advice and DON’T be blinded by science 
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