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techniques to better gauge responses to 
communication, creativity, design, products, 
and multi-sensory experience. The power 
and attraction of this approach is its objective 
recording of non-articulated reactions to 
stimulus. In contrast, most conventional 
market research techniques rely on subjective 
and overtly articulated consumer response. 

As has long been recognised - and 
frequently empirically demonstrated 
- people's subjective reports are both 
incomplete and include after-the-fact 
rationalisations for decisions that miss 
or misinterpret what was really driving 
their behaviour. Whi le not necessarily 
reflecting any intent to mislead on the part 
of respondents, they frequently lack direct 
conscious access to what determines their 
feelings, intentions and actions. As such, how 
can they accurately explain their motivations? 

Many contextual and motivational factors 
influencing behaviour may operate at an 
implicit emotional level, yet may directly 
impact perceived attractiveness, product 
preferences and brand loyalties. Noted 
neurologist Antonio Damasio, in his book 
Descartes' Error, suggests a 'somatic marker' 
hypothesis in which pre-conscious emotions 
affect decision-making and behaviour by 
rapidly triggering 'gut' reactions. Seemingly 
cold, rational, conscious deliberations are thus 
impacted at a completely non-conscious level. 

For example, if a brand were to incorporate 
an image of a snake on its product packaging, 
it might trigger a fight-or-flight response; the 
shopper rejects the brand, although unaware 
of the primal aversion to the image which 
influenced their choice. 

Similarly, in Thinking Fast and Slow, Nobel 
Prize-winner Daniel Kahneman differentiates 
between what he characterises as largely 
independent modes of brain activity: 'System 
I Thinking' is fast and parallel, automatic, 
preconscious, and driven by emotions and 
associations. In contrast, 'System 2 Thinking' 
is slow and sequential, deliberate and rule-
based, and uses conscious calculation to 
arrive at decisions. These systems operate in 
parallel and are largely complementary in the 
functional benefits they provide. 

According to Dr Smith, it appears that 
much routine, everyday consumer decision
making relies on System I. But when the 
consumer is directly questioned, System 
2 is more likely to be invoked to provide 
responses and articulated or explicit rationales 
as to why choices were made in the first 
place. This fundamental disconnect is both a 
substantial source of measurement 'noise' for 
conventional market research methods, and 
a major reason why conventional methods 
may entirely fail to provide key insight into 
unlocking purchase decisions. 

It's almost as if, wi th in each of us are t w o 

people; and up until now, market researchers 
have been listening to only one of them; and, 
as we now know, the less influential one. 

Be it f o r evaluating response to a bold 
blue-sky innovation or a subtle pack design 
tweak, simply asking the consumer what 
they think has thus far failed to provide 
adequate insight. Instead, consumer 
neuroscience is demonstrating that a more 
powerful approach is to also gauge the 
momentary implicit responses a stimulus 
elicits in the f irst fract ion of a second after 
exposure to something; a time-frame well 
before the onset of conscious awareness. 
Neuroscientific and physiological approaches 
can thus allow researchers to assess 
immediate, unedited, and pre-conscious 
feelings in a way that directly complements 
insights derived f rom more conventional, 
explicit techniques. 
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EEG techniques differ depending on the 
degree of sophistication and the type of study 
under consideration. However, w i thout 
adherence to the str icter protocols and 'high-
density' equipment used in clinical practice 
around the wo r ld , the integrity of the results 
will inevitably be undermined. A typical 
current high-density EEG study takes t w o to 
four weeks f rom go-ahead to debrief and is 
often an analytical combination f rom t w o or 
three different sources, i.e. the EEG 'brain 
signal' data, eye-tracking information and 
sometimes self-reported surveys or follow-up 
qualitative. Blending of the EEG results w i th 
other outputs is increasingly common. 

The costs, location and participant 

recruitment are not dissimilar to high-end 
focus groups. On average 20-40 target 
respondents are selected and recruited in 
much the same way as traditional research. 
W i t h compliance to certain specific 
strictures, f ie ldwork can take place within 
regular research facilities or offsite in, for 
example, hotels, as long as they meet the 
requirement fo r noise levels, electrical 

interference shields, temperature, humidity, 
lighting, lack of distractions on the walls 
etc. For real-world shopper/mobile insight, 
companies such as Sands Research, an EEG 
specialist, have developed portable systems 
to record response while the participant 
is on the move, in a store or in a car 
showroom. 

EEG studies are wide-ranging and can be 
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It hit the highest EEG rating of any ad Sands 
had ever tested. The engaging and emotional 
storyline delivered a strong positive response, 
wi th viewers emotionally engaged and strongly 
recalling the ad, and, more importantly, 
accurately recalling the specific VW brand. 
Online, it became one of the top ten viral ads 
ever (over 50 million views), increased traffic 
to the VW website by half, and contributed 
significantly to N o r t h American sales that year. 
One estimate reported 6.8 billion impressions 
wor ldwide and more than $100 million in 
earned media related to an ad, which the 
advertiser may have not run wi thout the 
neuromarketing study. 

EEG specialist Nielsen NeuroFocus has 
developed its own suite of propr ietary tools 
aimed at generating significant Rol gains fo r 
clients. Among these is an 'ad compression' 
technique; the outputs include creatively 
optimised cut-downs of longer-form TV ads, 
ready-repurposed and tai lored to suit 
specific web and short-form environments. 
Wear-out scores provide an indication of 
whether an ad's media strategy is better 
suited to a coverage or frequency plan. 

Another too l is Nielsen's TCE (Total 
Consumer Experience), which involves 
a second-by-second analysis of the 
emotional journey through a specific brand 
experience or ritual, e.g. unwrapping a 
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'Chi ldhood w i thout Violence' f r om the 
National Agency for Solving Alcohol-Related 
Problems. 

The TV ad featured a young girl feeding 
her teddy bear. "Come on, eat i t , " she 
encourages tenderly. But when some food 
spills, the mood snaps; she begins to tear 
the toy violently apart, shouting: "See what 
you've done? Don ' t you stare like this! Are 
you deaf or what? Answer me, you damn 
id iot ! " Towards the end the voiceover 
appeals: "Thousands of Polish children fall 
victim to domestic violence. Support the 
'Chi ldhood w i thout Violence' campaign." 

Facial EMG (Electromyography), a 
highly sensitive and specialist fo rm of 
facial-decoding, was used to help interpret 
emotional response, and depicted marked 
sadness throughout the ad. Respondents 
in the qualitative phase had declared the 
commercial ' too sad'. 

However, EEG depicted high and positive 
emotional responses. The anger was also 
evoking an appealing 'approach' behaviour. 
This was a key finding in predicting the ad's 
effectiveness and seeing how high relevance 
and involvement could be triggered by a 
negative emot ion; sadness was generating 
exactly the motivational response intended. 

W i t h o u t the benefit of measuring non-
conscious emotional responses, via EEG, it 
would not have been possible to faithfully 
assess the net emotional appeal and potential 
of the ads. 

incorporating and blending neuroscience 
w i th qual data allows planners and 
researchers to better connect the dots 
and improve understanding of consumer 
response, glean insights and clues to improve 
creativity. 

EEG practitioners tend to position their 
approach as highly quantitative, yet some of 
the scepticism f rom detractors emanates 
f r om the tendency among vendors to over
reach in declarations of data robustness 
and related significance levels. Interestingly, 
there are clients and strategists, especially 
among those w i th cognitive psychology 
backgrounds, who regard EEG data and its 
interpretat ion as far more a qualitative t oo l ; 
viewing the peaks and troughs in response 
patterns as less statistically definitive, but 
nonetheless extremely valuable in highlighting 
important pre-cognitive swings and trigger 
points to investigate and interpret further, 
using their own growing knowledge of 
neuro-psychology. 

Perhaps the biggest criticism levelled at 
EEG practitioners is their temptat ion to 
present data interpretat ion as hard fact. 
Whi le , this is not a problem unique to EEG 
(fMRI is similarly criticised, as are certain 
implicit tools and, of course, focus groups), 
it is critical to understand the limitations of 
what EEG data directly does and doesn't 
indicate. Informed interpretat ion, hypotheses 
and insights drawn by experienced 
practitioners f rom countless studies can be 
exceptionally valuable, but it is important 
to be clear about the grounding of the 
inferences. 

EEG technology has seen some exciting 
recent innovations w i th the development 
of new types of headsets and interfaces. 
Nielsen NeuroFocus' new Mynd headset 
is designed to accelerate data collection 
and analysis; being wireless and quick-fit, 
it facilitates mobile, in-situ and shopper 
studies. The Emotiv EPOC headset, already 
available for a number of years is, like Mynd, 
a cradle-like device. It provides a real-time 
dashboard w i th graphical interface depicting 
EEG output traces and a capability fo r 
bespoke metrics. It sells at a greatly reduced 
price ($2,000 ) versus EEG high-density 
equipment ($20,000) which is used for key 
clinical w o r k in neuroscience labs around 
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are impacting choices and what product 
features e.g. taste/texture/colour/shape/smell 
- are responsible for delivering the reward. 

Sceptics, on the other hand, feel that the 
interpretation of data is at times being 
over-reached and cause-effect inferences 
over-stretched; that activity noted in specific 
parts of the brain do not necessarily identify 
the nature of the response. 

Neurosense, founded in 1999, was an 
early pioneer, work ing wi th the R&D division 
of Unilever UK, Viacom and PHD Media. 
Neurosense's fMRI studies investigated 
how subtle, often non-conscious cues (e.g. 
images, sounds, fragrances, suggestions) and 
contextual scenarios (in-store environment, 
media platform and advertising campaigns) 
exert their influence on consumer behaviour 
and purchasing choice. 

Research by PHD in the late 1990s, 
used fMRI to measure the effectiveness of 
advertising messages across different formats 
(TV, radio, print) and category sectors. 
Neurosense measured the extent to which 
ads placed on different platforms impacted 
brain areas involved in memory encoding, 
understanding and liking. The results were 
used to develop the neuro-planning software, 
'Etna', to provide an objective approach to 
client media planning. The results influenced 
the allocation of many millions of advertising 
dollars each year. 

Currently, R&D departments use fMRI 
to understand the drivers of a rewarding 
product experience to evaluate the relative 
emotional impact of different marketing 
communications and to address fundamental 
questions about the nature of consumer 
decision-making. 

However, compared to EEG, fMRI 
studies are less frequently deployed in 
day-to-day marketing research studies, due 
to the current cost, complexity, difficulty 
in scaling and the unusual nature of the 
respondent testing experience. Moreover, 
much of the mainstream requirement f rom 
clients is to better understand the ebbs and 
flows of emotional response patterns and 
diagnostic triggers in stimulus that can then 
be optimised and re-tested. This capability 
sits wi th in EEG. The tendency, therefore, is 
to use fMRI for more academic and in-depth 
specialist R&D related projects. 
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tracking is commonly synched together w i th 
EEG or other biometrics, to give not just 
an evaluation of visual effectiveness, but of 
non-conscious and emotional response. It is 
also increasingly being deployed to trace eye 
movements when testing wi th newer hi-tech 
forms of stimulus material, e.g. virtual reality, 
3D stimulus, shopper studies. 

Very latest technology advances have 
enabled specialist companies to test material 
through the use of webcams. EyeTrackShop, 
a practit ioner, believes that, while webcam 
eye-tracking is relatively new to the wo r ld , 
interest in it is growing very quickly through 
rapid, low-cost evaluations, especially fo r 
ads and packaging. Its proprietary system, 
developed in partnership w i th leading ET 
technology partner Tobi i , provides software 
downloadable by respondents on their home 
laptop. This is claimed to be an accurate, 
cost-efficient and time-saving alternative 
to traditional eye-tracking. EyeTrackShop 
has identified a g rowth in standardised 
omnibus studies combining ET and traditional 
questionnaires e.g. for pr int or digital ads and 
increasing demand fo r enhanced evaluation of 
digital campaigns. 

Served impressions and/or click-through 
rates are the prevailing primary metrics 
used to buy and sell online advertising. 
More recently, in-screen metrics have been 
added to ensure that impressions served 
actually have an opportuni ty to be seen. 
Al l these measures are technically logged 
through cookie-based systems and all suffer 
the same inherent problem - they do not 
measure actual viewings of the ad. What 's 
more, according to EyeTrackShop, research 
typically indicates a substantial discrepancy 
between served versus seen impressions, 
but there is no appropriate technology to 
systematically measure it on a large scale. 

RealCPM is EyeTrackShop's proprietary 
solution to measure campaign effectiveness. 
In partnership w i th a multinational FMCG 
company, its webcam eye-tracking software 
recorded responses across specific sites/ 
ad placements over t ime. Gaze patterns 
were tracked and saved in a cloud database. 
The results showed averages for each ad 
placement on each site, the percentage 
seeing the ad(s), the average t ime spent 
on the ad, t ime to first f ixation, fixation 
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order etc. These results, combined w i th a 
traditional questionnaire, guided decisions on 
the optimal placement of ads and garnered 
valuable insights about how the brand is being 
received. 

Highly adaptable, well automated and 
easily paired wi th other research techniques, 
eye-tracking studies can help reveal actual 
visual areas of interest and also highlight 
discrepancies, w i th articulated feedback to 
pinpoint topics fo r fur ther probing. 

Automated Facial Decoding is another 
method gaining tract ion. Manual decoding of 
expressions has been a niche too l for years, 
but suffers f r om an intensive and laborious 
process fo r analysis, especially for longer 
fo rm material. Applications today enable 
real-time recording and, in certain cases, 
streamed dashboard report ing of a range 
of standard emotional states. According 
to specialist Realeyes, most facial decoding 
studies test video content, e.g. TV ads, movie 
trailers or online content, although other 
stimulus material can be tested. 

N o t dissimilar to online surveys, 
respondents click on the invitation 
email link and watch videos while their 
expressions are recorded and coded into 
emotional classifications. Tests are geared 
to several short, usually sub-two minute 
clips. Recommended sample size is 300 and 
standard turnaround is 48 hours (within 24 
hours in the UK and the US). 

Realeyes says its rapid turnaround means 
clients use it fo r 'in-flight' testing of live TV/ 
digital campaigns to act fast in re-weighting 
copy selections. It is also useful for guiding 
edits: to optimise moment-by-moment 
scenes, characters, storylines and music. 
Realeyes uses the technique fo r assessing the 
relative 'viri l ity ' of different product concepts. 
Large quantitative studies are now easy to 
run w i th online facial decoding and are often 
used fo r predictive analytics and reference 
norms projects. 

Goviral, a viral agency, turned to Realeyes 
to get a fix on how important emotional 
engagement is in driving social performance 
metrics. W i t h online viral reach growing in 
importance, a more scientific approach was 
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changing level of perspiration in the skin. 
This data provides an indication of the 
respondent's state of arousal and commonly 
provides metrics tracking stimulation or 
relaxation levels. 

Innerscope, a US-based specialist in 
biometrics, provides a comprehensive array 
of indicators integrated into its proprietary 
methodology. Biometric research typically 
uses unobtrusive moni tor ing devices. For 
Innerscope, it is the biometric monitor ing 
belt, which is easy fo r participants to put 
on and forget about during the test. As a 
result, research can m i r ro r a more natural 
media exposure in any environment, 
including offering the freedom to move 
between platforms w i thout interrupting the 
experience. 

A study on new media w i th C N N 
highlights the approach. W i t h TV viewing 
habits changing rapidly, particularly in relation 
to second screens, C N N recognised the 
need for a deep understanding of how this 
behaviour affects attention and the emotional 
experience of content and advertising 

In a first-of-its-kind project, on the night 
of the recent US Presidential election, 60 
American voters t ook part in a live biometric 
Innerscope study. Each participant wo re 
a biometric belt that collected moment-
to-moment changes in their heart rate, 

A ut
iliz

aç
ão

 de
ste

 ar
tig

o é
 ex

clu
siv

a p
ar

a f
ins

 ed
uc

ac
ion

ais
.



respiration, skin conductance, and mot ion as 
they experienced the election results in real
time during a 90-minute live C N N broadcast. 

Half the participants simply watched the 
news coverage and advertising as it aired 
on TV, while 30 used the C N N Election 
app on their iPads in combination w i th the 
TV for a two-screen experience. Results 
showed that when respondents coupled 
C N N TV viewing w i th C N N iPad app 
usage, the TV ads experienced a 3 0 % lift in 
engagement. Additionally, when compared 
to the Innerscope database, levels of 
engagement of the coverage itself were 
similar to engagement w i th Super Bowl 
content. Levels of heightened engagement 
also extended to the TV ads; wi th in the 
two-screen experience, levels during the 
TV ads were stronger than 9 0 % of the ads 
in Innerscope's ad database. C N N uses the 
information f rom biometric results to inform 
its content strategy across programming and 
sales, creating new opportunit ies to surround 
content and interact w i th consumers in a 
much more circular experience. 

An array of often proprietary software 
tools continue to be developed that allow 
the capture of non-conscious, 'gut' instinct 
responses via screen-based psychological-
derived testing protocols. This approach 
is frequently centred on identifying the 
degree to which stimulus material triggers 
pre-defined brand, category or sensory 
associations. 

Whi le the last five years has witnessed a 
rapid expansion in the use of neuromarketing 
wor ldwide, in order to integrate seamlessly 
into mainstream market research, 
neuromarketers are having to address 
questions of scaleability, timescale and 
cost-effectiveness. In response, a number 
of science-led practitioners are developing 
proprietary tests based on implicit measures. 

Neurosense has been able to leverage 
years of neuropsychological research using 
hi-tech fMRI into a range of online software 
tools, which allows the capture of consumers' 
non-conscious, 'gut' instinct responses. 
These tests are administered online in any 
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achievement: the stronger the association 
between the brand and the relevant, implicit 
goals, the higher the perceived goal value 
and, thus, the higher the chance of being 
purchased. 

To tap into the implicit system, a standard 
'priming paradigm' technique measured the 
strength of automatic association between 
objects in memory, e.g. a brand and an 
attr ibute. There are t w o outputs: speed 
of response and fit/no fit. The faster the 
response, the more the t w o objects are 
associated (or not) in the brain (in layman's 
terms 'what fires together, wires together ' ) . 

T-Mobile's brand profile showed relatively 
weaker implicit associations w i th the drivers 
relevant for mobile internet. Statistical 
analyses also determined which goals were 
drivers of T-Mobile's customer satisfaction 
and loyalty KPIs. The combined results 
produced a set of goals w i th which the brand 
needed to associate itself. This led to the 
new brand claim - 'life is for sharing'. 

To steer implementation of the new 
brand strategy, a brand-fit test was set up to 
show which brand values were triggered on 
an implicit level by exposure to a particular 
touchpoint. This approach identified 
and helped optimise the brand attribute 
contribution and cues for each touchpoint, 
and was incorporated into a brand code book. 

The new thinking spawned the 'Dance' 
ad at London's Liverpool Street railway 
station, the most commercially successful 
in the company's history (sales + 4 9 % , share 
+ 6 % , tr ipled brand consideration, average 
customer acquisition cost halved, 146% Rol 
and over 36 million YouTube views). 

Three years on f rom the relaunch, 
the same approach has been applied 
to guide implementation across other 
brand touchpoints, such as proposit ion 
development, store design/layout and 
customer service interactions. T-Mobile 
claims the study and insight arrived at 
transformed the business. It gave marketers a 
deeper level and distinctive insight to develop 
a creative idea around, it gave a scientific 
understanding and meaning to the brand that 
allowed it to measure a tangible performance 
against. Most importantly, it meant the 
execution just connected w i th consumers in 
a way that had never been imagined. 
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Some in the industry question whether 
traditional research methods have gone as 
far as they can in addressing the fundamental 
research needs of clients. Despite the 
frequent introductions of new tools over 
the past 20 years, have we seen any really 
significant step-change in our ability to 
accurately predict behaviour and our 
understanding of what's driving it? 

It is hardly surprising that dissatisfaction 
w i th mainstream traditional techniques 
is palpable among the more erudite 
marketers, as is the frustrat ion felt in the 
capacity of conventional tools to unearth 
fresher, profound and inspirational insights. 
Decades ago, the need was recognised that 
if marketers were to achieve a seismic leap 
forward, we wou ld have to dig deeper and 
get a f i rmer grip on how emotion and the 
sub-conscious helps shape our perceptions 
and motivations. 

More recent attempts to augment 
traditional methods by crafting emotionally-
based questioning into surveys and 
questionnaires, may have helped to a degree. 
But, of course, by not directly tapping into 
the non-conscious, there's still the age-
old reliance on post-cognitive, rationalised 
interpretations. 

W i t h marketers under ever more intense 
economic pressure to justify spend levels 
and deliver Rol, the quest for new answers 
f rom the sub-conscious and emotionally-
driven insights has never been so energised. 
And that interest is fur ther fuelled by the 
neuroscience revelations now frequently 
being broadcast in mainstream media. At 
the same t ime, technological advances 
are facilitating neural and bio-sensory 
measurement, reducing entry-level costs for 
marketing applications, compressing timelines 
and accelerating global scalability. 

These developments have spawned 
an increasing number of new vendors in 
neurometric, biometric and psychometric 
(implicit) evaluation. It has reached the 

point where the majority of leading FMCG 
companies, carmakers and media businesses 
have at the very least dipped their corporate 
toes into the pool. The past 12 to 18 months 
have seen the major MR groups seal trading 
alliances and acquisitions w i th leading 
specialist practitioners. Most self-respecting 
marketing VPs or directors have acquainted 
themselves w i th , at very least, a cursory 
understanding of the area. As a consequence, 
globally, interest in these tools has noticeably 
accelerated, especially in Asia and developing 
markets - insiders feel we are on the cusp of 
the next wave of development. 

So, in aggregate, what can these new 
techniques actually deliver and what 
contr ibut ion can they make to more effective 
marketing, more engaging entertainment and 
more rewarding experiences? 

When used judiciously, these new 
non-articulated techniques can potentially 
be transformational in revealing new insights 
to better understand consumer response. 
As we have seen above, their application 
covers a rich array of multi-sensory 
study areas, including creative ideas and 
proposit ion refinement, NPD and innovation 
optimisation, packaging, advertising and 
comms evaluation, shopper testing, online 
usability assessment and experiential/ 
touchpoint analysis. 

These tools can at last measure certain 
key aspects of how we think and feel that 
have proven elusive to marketing researchers 
until now. In a sense, casting more light on 
how we think and feel helps provide the 
missing link; since what people do and what 
people say are already measurable through 
traditional techniques. Integrating both 
pre- and post-cognitive measures provides 
a more holistic, more meaningful picture. 

Perhaps their most powerful and 
exciting contr ibut ion lies in their potential 
to unravel insights into some of the most 
important, yet most exasperating, areas 
confronting marketers, i.e. those areas in 
which the biggest gulf exists between what 
traditional research suggests and what we, 
as marketers, instinctively feel . . . the areas in 
which confidence in prevailing research data 
is at its lowest and where the prediction-
performance linkage is at its most flimsy. Top 
of my list would sit assessment of creativity 
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and proprietary and thereby help boost the 
IP of the company. Those w i th longer-term 
strategic client partnerships do, of course, 
share more w i th the clients' own scientific 
advisors. Nonetheless, perhaps this disparity 
in degree of daily exposure to applied 
neuroscience helps to explain some of the 
disconnects and diverging opinion between 
those neuroscientists actively involved in the 
commercial field and those not. 

However, there is no question that 
the black-box nature of neuromarketing 
techniques and lack of definitive, large-
scale, high-profile public validation wo rk , 
is holding back the industry. Addressing 
this fundamental has now to be an industry 
pr ior i ty. For various reasons, earlier attempts 
to orchestrate open validations have failed. 
The t ime is right to t ry again. 

But keep all this in context; whatever 
the chosen field, even the most eminent 
academics do not always agree w i th one 
another. Af ter all, this is science and 
scientists, by their very nature, need to 
continually challenge prevailing thinking in 
order for science itself to advance. Of course 
this is nothing new; current conventional 
marketing research and insight tools 
have until now been largely founded on 
psychological hypotheses. N o w neuroscience, 
some argue, is playing a key role in validating 
or reframing some of these work ing 
psychological models. The latest thinking 
is just that . . . and the most respected new 
research too l is only the latest 'best working 
model' . 

There are some fundamental neurological 
principles and robust techniques that are 
very widely accepted in scientific l iterature 
for measuring certain key response patterns. 
These include non-conscious or physiological 
degrees of A t tent ion , Emotional Arousal or 
Engagement, and various implicit Associative 
correlations. Yet, even these measures need 
to be tested by specialists under stricter 
conditions than mainstream marketing 
research. 

The most progressive clients began with 
the basics in neuro techniques, but have 
now been engaged for well over 10 years 
in investing and collaborating w i th leading 
suppliers to help shape and refine their 
suite of non-conscious methodologies. Ad 

and ideas, evaluation of perceptual drivers 
and the ability to measure multi-sensory and 
experiential responses. And to be able to 
do this on a moment-by-moment basis, not 
simply as an average. The potential benefits 
f rom these areas alone are game-changing in 
terms of both competitive advantage and Rol. 

In my view, the creative industry in 
particular has been a long-suffering victim of 
rationalised research findings which inevitably 
wil l have led to the ditching or emasculation 
of potent, emotionally-charged and highly 
promising campaigns. I have a feeling that, 
in t ime, these newer, non-conscious 
techniques, have the ability to liberate 
creativity and embolden clients to back ideas 
that would otherwise have been consigned 
to the studio bin. 

As wi th any new research methods, 
adoption and g rowth are not w i thout 
challenges. N o t least among the hurdles 
for clients is the struggle to make sense of 
the wide range of different techniques and 
capabilities on offer, the differing sometimes 
contradictory opinions of scientific advisors, 
the lack of openly public validation studies, 
the variable quality of data and vendor 
expertise evident in its interpretat ion, and 
then the spread of bewildering, sometimes 
incomprehensible, jargon. Understanding the 
landscape, benefits and limitations is critical 
fo r clients if they are to get the most out of 
this new te r r i to ry . 

One particular issue which I repeatedly 
hear clients bemoaning is how suppliers 
have left them dazed and confused; t o o 
much energy has been wasted on 'my-tool-
is-better-than-yours' sniping. Spokespeople, 
sometimes w i th little scientific or practical 
experience on the subject, talk effusively 
about the promise and the Holy Grail, while 
others just as readily pour ice-cold water on 
almost everything w i th neuro in the t it le. 

Three camps have emerged on the 
application of neurometric and biometric 
techniques; the NeuroPhiles who are 
upbeat, open and welcoming, NeuroPhobes 
who reject many of the assertions and 
NeuroSceptics who are intrigued but 
progress only wi th utmost caution. 

Are these divisions really any different 
f rom what we customarily see for the 
introduct ion of any new science-based 

technique? On the face of it, no. However, 
the difference here is that historic 
science-based innovations have largely been 
founded on well-established and academically 
familiar and peer-reviewed psychology and 
psychological hypotheses. Latest Cognitive 
Neuroscience is, in contrast, very new and 
evolving at a mind-boggling pace. Indeed, one 
of the biggest challenges for practitioners is in 
keeping abreast of the latest findings and their 
significance. As the Consumer NeuroScience 
industry emerges, the leading practitioners 
(especially those in harder-core neurometries 
e.g. fMRI and EEG) each have their hand-
picked teams of academic neuroscience 
advisors. These teams help devise proprietary 
metrics, stipulate study design paradigms 
and data-collection protocols and create 
algorithms and parameters for the meaning 
and interpretation of results. 

W i t h neuromarketing studies being 
conducted around the wor ld on a daily basis, 
across many industry sectors, answering 
many kinds of research questions, these 
enterprises are accumulating enormous 
amounts of data and intelligence on 
consumer response patterns. Naturally, 
given these are commercial businesses, 
there is a strong disinclination for them 
to share their findings via open academic 
peer-review. Instead, their learnings 
hypotheses and validations remain internal 
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hoc projects e.g. on copy-testing led swiftly 
to larger scale projects perhaps on, say, 
ideation before migration to neurolabs; more 
dedicated capabilities to run many types of 
study and stimulus on a more iterative and 
regular basis. These clients see the adoption 
of new techniques as journeys of discovery; 
reflecting the view that advances in both 
science and technology are continuously 
evolving their capabilities to improve 
intelligence-gathering. 

For those taking their f irst steps into 
the te r r i to ry , naturally, as wi th any new set 
of tools, one is best advised to read the 
instruction manual carefully before using. 
Following some simple guidelines is likely 
to lead new entrants more quickly and 
rewardingly through engagement. There 
are minefields to steer through, myths to 
blow-up, obstacles to negotiate and FAQs to 
adsorb, in order to get the biggest bang for 
your buck. 

These new tools differ f rom their 
purely clinical lab-based studies: they are 
a compromise. . . at least to some degree. 
The more reputable specialists have very 
stringent protocols, but hard, practical reality 
and commercial constraints preclude 100% 
adoption of clinical nth-degree rigour. In this 
sense, the same can be said fo r traditional 
science-based market research methods. 

Researchers have adapted clinical 
lab-based protocols to retain acceptable 
levels of integrity, get closer - when feasible 
- to the real experience, and deliver faster, 
more affordable solutions. The trade-off 
is in stretching the link between cause and 
effect hypotheses and therefore the reliability 
of results and predictions. When it comes 
to neurometric methods in particular, 
they wil l certainly improve significantly 
over the coming years w i th science and 
technology advances as well as the collective 
wisdom that comes wi th the experience of 
implementation. The key is to understand 
the relative strengths and weaknesses of 
what's on offer and match them to your 
business needs. 

As we have seen, there are varying 
degrees of sophistication ranging f rom 
harder-core fMRI to facial decoding and 
implicit testing. Some tools are almost 
universal plug 'n ' play in terms of their 

simplicity, while others are bespoke and 
require highly specialist operators and 
interpretat ion. Nevertheless, there are 
minimum thresholds that each method needs 
to meet to ensure the outputs are reliable 
and meaningful. These thresholds are more 
complex and stringent for neuroscience-
based techniques such as EEG and fMRI, than 
typical psychometric or implicit tests; but 
nonetheless are important for each too l . 

In these early days, the industry has yet 
to evolve global standards against which 
to evaluate these new techniques and 
competencies. Nonetheless, in assessing 

vendors in this area, it is generally accepted 
that there are three key criteria to be 
evaluated: the calibre and integrity of science 
teams underpinning study design algorithms 
and metrics; the sophistication of technology 
and processes for data collection; and the 
degree of experience in interpretat ion and 
application to marketing activity. 

Esomar has published a useful starter 
guide on neuromarketing vendor selection 
to help steer clients into asking the right 
questions; however, to avoid pitfalls, there's 
rarely a substitute for having at hand an 
informed advisor w i th a good deal of 
neuromarketing experience under their belt. 

Of course, the highest calibre scientific 
plus technological expertise doesn't 
guarantee informed, unique added-value 
in the fo rm of interpretat ion, insights or 
recommendations. So, again, experience 
counts fo r much here. This is certainly 
an area in which clients are demanding 
more guidance. Arguably, the first wave of 
pioneering vendors have been stronger on 
the science and technical f ron t than in market 
research or marketing literacy. 

In essence, there are t w o strata of 
outputs: standard evaluation tools that 
provide spreadsheet-style and dashboard 
outputs f r om formatted stimulus, and 
automated guidance to clients on whether 
to run ad A or B or C; and consultancy that 
goes further in gleaning insights on what 
drives the response and on how to optimise 
the strategy, creativity or execution. 

Of course, there is value to be yielded 
f rom both approaches. The standardisation 
approach can be fast and scaleable. We are 
already beginning to see a wider range of 
such tools at some highly affordable price-
points. Automated in-home eye-tracking and 
web-based implicit testing tools are examples 
that offer simple, actionable outputs f rom 
automated report ing wi th a 24-hour 
turnaround almost anywhere in the wor ld . 

Then, when it comes to neuro-
insight generation and its commercial 
implementation, there is a great deal of 
potential to add fur ther significant value in 
the fo rm of neuro-driven brand planning and 
brand consultancy. The smarter clients are 
already fol lowing this pathway to intensified 
emotional and multi-sensory engagement; 
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delivering more compelling propositions, 
enhanced creative impact and, ultimately, 
more effective activity and experiences. 
We are already seeing the emergence 
of so-called 'neuro-planners' and 
'neuro-brand consultants' and can expect 
to see this accelerate as more clients 
experience the benefits of applied 
neuroscience, and agencies see the 
opportuni ty in re-orienting themselves as 
'neuro-powered'. 

Clients w i th most exposure to these 
new techniques claim to 'feel' more intuitive. 
They think differently about their consumers, 
think differently about their shoppers, think 
differently about how they wr i te briefs and 
how they critique creative solutions and 
activation plans. Such clients remark they 
have developed a new language, a new 
perspective and a fresh set of reference 
points w i th which to engage in strategic and 
executional discussions, e.g. how to plant 
priming triggers, detect push versus pull 
emotional response patterns, and evoke the 
extra impact of synched-up sensory cues. 

One common theme wi th clients 
migrating f rom ad hoc projects to dedicated 
facilities or ongoing (day to day), iterative 
programmes, is the integration of non-
articulated techniques into revised research 
frameworks i.e blending newer tools wi th 
old. It may take a good number of studies 
across many different test areas, for a client 
to fully figure how best to optimise and blend 
tools together. And, of course, each client is 
different; there is no common prescription. 

Another discernible t rend among repeat 
customers is an increase in R&D and 
upstream early-stage innovation projects; 
the rationale being that better understanding 
early on in the NPD cycle can, of course, 
l imit costly downstream mistakes. The auto 
industry would be a prime example here, and 
one in which design technology now readily 
lends itself to neuro-testing of embryonic 
ideas and concepts. 

Those wi th experience of multiple studies 
are adding to a growing body of neurological 
insights and best practice: principles about 
how the brain perceives and encodes the 
wor ld around us. There are now many such 
best practices promoted into the public 
domain and, w i th them, ways in which 

neuroscience can help enhance activity and 
execution w i thou t always the need for fresh 
f ie ldwork. Familiarity w i th the marketplace 
application of these best practices is the 
domain of the emerging breed of neuro-
brand consultants. 

Longer t e rm, clients are finding more 
efficient ways of leveraging insights across 
their business. Client neurolabs, for example, 
can rapidly accumulate a wealth of learnings, 
insights and hypotheses, many of which will 
be applicable across portfol ios, categories 
and markets. It is an ideal environment in 
which to collate these insights and create 
new ways of work ing fo r critical activities: 
e.g. 'blueprints' or 'golden rules' for point-
of-sale design, on-shelf packaging or mobile 
advertising development. 

Neuro-literate clients now request 
consultants to immerse their agencies and 
support teams in workshops, in order to 
ensure that 'neuro-led' thinking becomes 
all-pervasive, the new language commonly 
understood, and best practices firmly 
embedded. Implemented well , this approach 
delivers more effective and 'r ight f irst t ime' 
solutions. 

In summary then, the debate has moved 
on f rom if to how these new science-
led tools can add value. A wide range of 
techniques provide different ways to glean 
insights f rom the non-conscious - the r oo t 
of perception and motivation. None of 
these new approaches is perfect. But neither 
are traditional tools. As the techniques 
evolve and improve, so t o o wil l formalised 
standards and open validations. The need for 
blending results wi th traditional methods is 
now widely acknowledged; a more holistic 
picture helps us in our quest to better 
understand behaviour and better predict 
performance. 

As an indication of what's to come, 
the most progressive clients have already 
migrated f r om ad hoc studies to running 
dedicated neurolabs, and the largest market 
research groups are offering a growing range 
of pre-cognitive techniques through vendor 
partnerships. 
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Text Box
Fonte: Admap, Washington, v. 48, n. 3, p. 28-45, mar. 2013.




