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THREE THINGS: WRY

HOW
WHAT






I'M GOING T0 DO A TALK TO END ALL NEUROSCIENCE TALKS



(KIDDING)






I'M NOT GOING TO BE BUCKING THE TRADITION



NEUROSCIENCE CLICHE #1

VISUAL PERCEPTION












NEUROSCIENCE CLICHE #2

AUDITORY






NEUROSCIENCE CLICHE #3

COGNITIVE



(ASAPSCIENCE)



Answer out loud,
as quickly as you can.



What's one plus four?



What's five plus two?



What's seven minus three?




Name a vegetable?



(Nine out of ten people
answer “Carrot’)




BLUE PINK RED GREEN YELLUW ORANGE GREEN RED YELLOW PURPLE
PINK GREEN RED BLUE ! - ORANGE YELLOW PINK URANGE PINK

~ PURPLE GREEN BLUE GREEN YELLUW RED BLUE ! - RED
BLUE PINK RED YELLOW ORANGE RED GREEN PINK PURPLE YELLUW




NEUROSCIENCE CLICHE #4

DUAL PROCESS THEOQRY
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(DANIEL KHANEMAN & AMOS TVERSKY)



NEUROSCIENCE CLICHE #5

NEUROBLABBER



I'll take it!

Yes!

Brainf

100 WAYS TO PERSUADE
AND CONVINCE CONSUMERS
WITH NEUROMARKETING




BEFORE | FORGET



European Journal of Social Psychology, Eur. J. Soc. Psychol. (2013)
Published online in Wiley Online Library (wileyonlinelibrary.com) DOI: 10.1002/ejsp.1962

Research article
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Abstract
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Humor is a common ”Herp Ers 2009, Vol. 15, No. 1, 35-45 1076-898X/09/$12.00 DOIL: 10.1037/a0014812

interaction experiments, we exd
from a prior experiment (origi
disclosure task and rated each

participated in a series of eithei
with liking and closeness; perce
and liking. Likewise, we found Madelijn Strick, Rick B. van Baaren, Rob W. Holland, and Ad van Knippenberg
humor use. The findings sugges Radboud University Nijmegen

and for both sexes. Copyright ¢

Humor in advertising is known to enhance product liking, but this attitude change is often considered
nonpredictive of product choice. Previous research relied exclusively on explicit self-report measures to
assess attitudes and purchase intentions. The present research shows that unobtrusive association of a
product with humor can affect persuasion through implicit attitude change. Participants viewed humorous
and nonhumorous cartoons in a mock-up magazine. One of two products was consistently presented in
the vicinity of the humorous cartoons. whereas the other product was consistently presented in the
vicinity of the nonhumorous cartoons. The results of an evaluative priming task showed enhanced
evaluations of products paired with humor (Experiment 1, 2, and 3). Furthermore, these enhanced
evaluations mediated the relation between association with humor and product choice (Experiment 2 and
3). Paradoxically, products paired with humor were also less recognized than the control products
(Experiments 2 and 3). In summary, the present research demonstrates that mere association with humor
enhances product evaluations and product choice in a way that is dissociated from the accessibility of the
product in memory.

Kevwords: brand choice, distraction, evaluative conditioning, humor, implicit attitudes




Neuroscientific evidence illustrates these two
shases by showing that humor first activates

brain areas that are associated with
ambiguity resolution, followed by activation

of a reward network In the brain (VIA-VS).

(Goel & Dolan, 2001; Mohbs, Greicius, Azim, Menon, & Reiss, 2003)




NEUROBIOLOGY

Dopamine from the reward system

Endorphin from the laughter

Oxvytocin from the increased trust
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ecently, a friend of mine shared this simple thought: “My ultimate goal
is to change people’s behavior. Behavior change techniques are
powerful enough tools. I do not need to know what the brain does.”
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Dolby Labs is using biosensors to learn how we're
reacting to movies and shows

Netflix and not chill

By Lauren Goode | @LaurenGoode | Mar 19, 2017, 11:.00am EDT
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The myriad ways in which video and audio impact our brains and bodies have long been
studied by academia. But that research isn't only taking place in university labs: at Dolby
|_.aboratories, the company has been conducting its own internal research into how media
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DIGI BROS LOVE THEIR METRICES AND FORMULAS

(WEBSITE TRAFFIC x EMAIL CONVERSION RATE x ACTIVE USER
RATE x CONVERSION TO PAID SUBSCRIBER) + RETAINED

SUBSCRIBERS + RESURRECTED SUBSCRIBERS = SUBSCRIBER
REVENUE GROWTH

NUMBER OF INSTALLS x NUMBER OF MONTHLY ACTIVE USERS x
NUMBER OF PURCHASERS x AVERAGE ORDER SIZE x REPEAT
PURCHASE RATE = AMOUNT OF GROWTH

NUMBEE 31; SBELLEII{{SS )T:ISTWGEIEE(;*;SS;%ESLOF LISTSEECI[TI’(E)% . VIRAL COEFFICIENT (K) = INVITES SENT OUT BY CUSTOMERS * THE
NUMB UYERS » NUMB C TRANSAC - PERCENTAGE OF THOSE INVITED WHO ACCEPT THE INVITE

GROSS MERCHANDISE VOLUME GROWTH

VERTICAL EXPANSION x PRODUCT INVENTORY PER VERTICAL x VIRALITY = PAYLOAD » CONVERSION RATE x FREQUENCY
TRAFFIC PER PRODUCT PAGE x CONVERSION TO PURCHASE x

AVERAGE PURCHASE VALUE x REPEAT PURCHASE BEHAVIOR =
REVENUE GROWTH

DESIRE — FRICTION = CONVERSION RATE

(SEAN ELLIS)



BEHAVIOUR AND CHANGE IS THE ONLY ABSOLUTES
DECISION SCIENCES CONSTANT BN )\RE

ARE STOCHASTIC (EXPONENTIAL, DIGITAL.  pmmmmmm ~ ABSOLUTELY
NOT DETERMINISTIC) CONNECTED WORLD) NOT NEEDED




REASONABLE

HYPOTHESIS PRESCRIPTION

SIGNAL




FAIL FAS],
FAIL OFTEN,

FAIL SMALL.
FAIL FORWARD.




MACRO
ECONOMICS

NEUROECONOMICS

MICRO
ECONOMICS

NEURO
SCIENCE




MARKETING
STRATEGIES

NEUROMARKETING

ADVERTISING
STRATEGIES

NEURO
SCIENCE



HEAR IT HERE FIRST



OMNI-APPROACH

ADVERTISING

N PERSUASION ¢
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OMNI-APPROACH

PSYCHOLOGY

INTERPRETE FORMULATE

CUE GOALS
o ' - 0
ENCODE GENERATE
CUE RESPONSES

E EVALUATE
ENACTING RESPONSES
RESPONSE o




OMNI-APPROACH

ADVERTISING
PSYCHOLOGY & o

INTERPRETE FORMULATE
[IUE GUALS

GENERATE
RESPONSES

ENCODE
CUE

: EVALUATE
ENACTING RESPONSES
RESPONSE &3




OMNI-APPROACH

NEUROSCIENCE

=

Choose
Purchase ~item

Dual routes to action (decisions)

Relative decision value (RDV)

Language i an o Motorand Explicit
Cortex « Planning Sehavioural
. aress Responses
f
! i
s
Amygdala — Don't purchase
Association - - - —» and =
e Orbitotrontal | 7
Cortex - U BDM bids: Purchase choice: -cedback:
1 1) 1 random trial
| \ A J - B | 50 products Iaou trials ' o vurchasisd. Shi avoduct ‘
Primary Reinforcers
LL e. g tntn, touch, pain
R e e Pr.m lllmﬂnll 2000 ms
r E— D Thalamus —« Cortex otc —— Behavioural (enforced) Free RT
Frltwy I I—'—|
Cortex [
I
1‘ : .
I I
; brainstem Y : :
I masen——— = | Price: $25 |
AP e - rice: S
INPUT i ———"3= Reflexes : :
I i

Collect eye-fixations @ 50 Hz

o - - . . . R




OMNI-APPROACH

ADVERTISING
PSYCHOLOGY
NEUROSCIENCE
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SYSTEM 1:

99/ REFLEXIVE
(NON-CONSCIOUS)

Wb CONCLUSION

50/0 REFLECTIVE (DRIVEN BY REASON)
(CONSCIOUS)




SYSTEM 1.

05 REFLEXIVE ACTION

(NON-CONSCIOUS) DRIVEN Y EMOTION

W CONCLUSION

50/0 REFLECTIVE (DRIVEN BY REASON)
(CONSCIOUS)




ATTENTION

GOLD
—
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TOOLS OF NEUROMARKETING

NEUROMETRICS
BIOMETRICS
PYSCHOMETRICS



TOOLS OF NEUROMARKETING

NEUROMETRICS Functional Magnetic Resonance Imaging (fMRI)

Electroencephalography (EEG)
Positron Emission fomography (PET)



TOOLS OF NEUROMARKETING

BIOMETRICS Eye Tracking (Gaze, Fixation, Pupillometry, Saccadometry)
Facial Expression Tracking
Galvanic Skin Response (GSR)
Electrocardiography (ECG)
Electromyography (EMG)
Photoplethysmography (PPG)



TOOLS OF NEUROMARKETING

PYSCHOMETRICS Implicit Association Test (IAT)
Implicit Experiment
Implicit Self-Reporting Questionnaire



REAL WORLD APPLICATIONS



PRIMARY TEST THE BIGGEST ASSUMPTIONS
SIGNAL RESULT IS GOOD ENOUGH

TEST EARLY, TEST SMALL, TEST OFTEN

FORMATIVE OVER SUMMATIVE
IMPLICIT OVER EXPLICIT




Live outside the box.
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Experiment Set #3

Blometrnc Iracking

Results (Fixations)

Total time, all Avg time, per

Area Avg first view views view
'{ﬁf A3 6.56s 1.4s (2%) 0.46s
A4 2.78s 0.68s (1%) 0.22s
A5 5.3s 1s (19%) 0.5s
AB 4.61s 0.63s (0%) 0.31s

Viewed by
(%)

3 of 4 (75%)
3 of 4 (75%)
2 of 4 (50%)

2 of 4 (50%)

Distribution of viewing times

Click and draw some Areas Of Interest (ADIs) on the image below. Then click '‘Calculate’' show the statistics.




INDICATIVE TESTING — EYE-TRACKING

Through our analysis, we know
that clutter causes discomfort
In our target audiences.

50 we put our ad to the test to
assess Its impact on how it
captures people’s attention
amongst a sea of clutter.
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EXPERIMENT DESIGN (DIGITAL STIMULUS)

INSTRUCTION:

A VISUAL WILL BE FLASHED IN FRONT
OF YOU FOR TEN SECONDS.

INSTRUCTION:

READ THROUGH ALL THE TEXTS
WITH THE INTENTION TO

COMPREHEND THE INTENDED MESSAGING.

THE WAIT I§£VEH

B T
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INSTRUCTION:

A VISUAL WILL BE FLASHED IN FRONT
OF YOU FOR 20 SECONDS. LOOK THROUGH IT.

INSTRUCTION:

YOU'RE INTERESTED IN THIS, AND YOUR TASK
IS TO FIND THE
INSTRUCTIONS FOR SIGNING UP.

e

DON'T
MISS THE
ACTION,

-
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THE PREMIER LEAGUE BEGINS.

Omne football league. 10 exhilarating months, 380 spelibinding matches,
Milliona in support, Don't be the odd one out, Exclusively on Singtel TV,
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EYE TRACKING SNIPPETS

INSTRUCTION.
A VISUAL WILL BE FLASHEBN-FRONT——. |
OF YOU FOR 20 SECONDS. LOOK THROUGH IT.



EYE TRACKING SNIPPETS




10th ANNV: PRESS

CELEBRATE WITH

FREE 3 MONTHS'
TV ENTERTAINMENT. ™ B
NO CONTRACT R U — . —
ok - Our special anniversary offer.
REQUIRED! /] Y .

| ﬁ Limited to first 1,000 sign-ups only. '

FIRST
1,000

SIGN-UPS ONLY

FREE

MONTHS
TV PACKS

MORE EXCITING THINGS TO LOOK OUT FOR ON OUR 10™ BIRTHDAY!

GET YOUR FREE 3 MONTHS SINGTEL TV PACKS NOW!

Our special anniversary offer

| Limited to first 1,000 sign-ups only

oy

FREE
MONTHS
TV PACKS

SIGN-UPS ONLY

MORE EXCITING THINGS TO LOOK OUT FOR ON OUR 10™ BIRTHDAY!

GET YOUR FREE 3 MONTHS SINGTEL TV PACKS NOW!

Terms and conditions
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EPL: PRESS

LIFE STARTS
WHEN THE

PREMIER y Burnt-out joes, rﬁeet fired up bros.
LEAGUE DOES.

Nothing gets our blood pumping like the PL. Because life's nothing without goals.

e SIGN UP

YOU

S 4 8 0 1Gbps Fibre Broadband at i?)]?g

only $39.90/mth (U.P. $59.90/mth)
(820 rebate/mth) S with Singtel TV Value Pack

Burnt-out joes, meet fired up bros.

Nothing gets our blood pumping like the PL. Because life's nothing without goals.
GET YOUR FOOTBALL FIX NOW.

—— Shops | & 1609 (Pam-9pm) | & 5_.;r||,___l[r*f*-,|'|-'..I_:.'-.-. om
SAVE i~ SIGN UP

YOU

$480 1Gbps Fibre Broadband at o
D‘T"ll}’ 939.90/mth 0. §59.90/msh Best Telco anc Fibre Broadband Service Provider

($20 rebate/mth)} with SlngtEl TV Value Pack

«;

GET YOUR FOOTBALL FIX NOW.

el Shops | &9 1609 (Yam-Spr e SrTESNOPD. Com







EULERIAN VIDEO MAGNIFICATION (PPG) — HEARTBEAT TRACKING







VALUE PROPOSITION TEST

QUESTION:
YOU STAND TO WIN A VOUCHER FOR THE FOLLOWING.
WHICH ONE WILL YOU CHOOSE?

A

MOBILE PHONE PLAN #A MOBILE PHONE PLAN #B
THE CHEAPEST OPTION. 10% MORE EXPENSIVE.
KNOWN FOR PRICE. KNOWN FOR BEING COOL.

MEDIOCRE QUALITY. BEST QUALITY.
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