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Based on D. Kahneman, Thinking, Fast and Slow 2011
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CONSUMER NEUROSCIENCE
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Application of neuroscience knowledge and techniques to
market and media research questions for a deeper

understanding of consumer attitudes and behaviors.



MOST COMPREHENSIVE VIEW OF ENGAGEMENT
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CONSUMER NEUROSCIENCE AT GLOBAL SCALE

I- Fixed Neuro Labs

- Other Testing Markets
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ENGAGING THE AGE OF DISTRACTION
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OVERALL MEDIA USAGE IS INCREASING
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CONNECTED DEVICES USED DAILY BY 40% OF P2-34

1 25— Mg SNTCERINME RS,
2NN D34 (CH U TA40%I(ET D

P AUBDDAT 1 7785AR (TVETVRSDST/(AR) DERBIAER

H Both TV, Devi
B Device Only

H TV Only

Pi1z2-17 18-34 P50-64

Source: Nielsen NPOWER Reach & frequency reports for dates indicated
TV = HUT/PUT (including time-shifted viewing)
TV-Connected Devices = Videogame Console, Internet-Connected Devices, Audio-Video, DVD Playback, VCR Playback



60% ASCENT IN SWITCHING BETWEEN PLATFORMS
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A BIOMETRIC DAY IN THE LIFE
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Time Warner-Innerscope Research study presented at 2012 ARF Conference




VIEWING BEHAVIOR WITH 2NP SCREEN
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Council of Research Excellence Report, September 2016
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LEAN BACK ENVIRONMENT OF TV & VOD ENVIRONMENTS
ENCOURAGES HIGH EMOTION
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OPPORTUNITIES TO SKIP PRE-ROLL INFLUENCE
TIGHTER RANGE OF EMOTION ON SVOD
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VIEWERS STICK WITH ADS ON TV

REEA(E. TVILECHEL TLD,

30OV —> vz B DR
% WATCHING A 30 SECOND AD IN ITS ENTIRETY
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SCREEN SIZE MATTERS FOR BRANDING
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EXAMPLE: SCREEN SIZE MATTERS

Don’t assume you can run the same ad on any device







GOING FROM GOOD TO GREAT WITH NEUROSCIENCE
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GREAT CREATIVE GRABS ATTENTION, ENGAGES EMOTION
AND ACTIVATES MEMORY CENTERS
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BRANDS GROW BY BUILDING AND REINFORCING
NETWORKS OF ASSOCIATIONS IN THE BRAIN
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KEY DIMENSIONS OF ENGAGEMENT .
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BRAND & MESSAGE RESONANCE LIFT
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EEG: SECOND-BY-SECOND DIAGNOSTICS
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EEG EFFECTIVENESS
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KEY BRAIN SIGNATURES

AR ISD) ST — >

£hUT WIBNES JEEL U 15¥R #hesE
ZhERAY (CALIE Fluent Confusion  Entertaining Informational Novel
Strong, Processing
Focused
Processing

PN NN

— EBSS  EMOTIONAL MOTIVATION s zCI8 MEMORY ACTIVATION

s/ EE  ATTENTION PROCESSING



FACIAL CODING: EXPRESSED EMOTION

x|Ga0eek: BEALITRY

==
=

100

— ey —7

90

==ky2
Neutral

N 7

Hetral Neutral

80
70
60
50
40
30
20

00 110 . 20 30
Time

BEMNRKIE )
Positive Negative

Expressed u Expressed

Emotion Emotion 6




e R

T

-
- I;-F.l. ‘l‘ B

e SR
i i

il i o
_|r
T

chigmainiopey

=

;(l h:i;gq\:‘;egem(‘:o‘

-
ight @
Py

éo.
.

1
]

EYE TRACKING: FOCUS OF GAZE

HRERBN  ECE'E R33N

F0y: CENTRAL BIAS EH : FACIAL BIAS
PEOPLE ARE DRAWN TO THE PEOPLE NATURALLY
CENTER OF A STIMULUS ATTEND TO FACES

<% : MOVEMENT BIAS [5l&] TIXRFENBUR
PEOPLE OFTEN FOLLOW SCATTERED ATTENTION
MOVING OBJECTS LARGE SCENES OR MULTIPLE

ELEMENTS DRIVE SCATTER




SHELTER PET: TOO MUCH OF A GOOD THING?
EYE TRACKING: FOCUS OF GAZE

BIRZEDCM : RDJIGFAINZEITED?




SHELTER PET: TOO MUCH OF A GOOD THING?
EYE TRACKING: FOCUS OF GAZE

BIRZEDCM | RDJIGFAINZITED?

Ay Z—HREHD, JS5>REOTHRENRD,
COMPETITION FOR MESSAGE COMPETITION WITH BRAND AND CTA



SHELTER PET: REVISED VERSION
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ROI: CLIENT GENERATED SIGNIFICANT LIFT IN WEBSITE VISITS

ROI: DT YA MNODFENAKETHE

—

133%

DIIT YA SDFHREEDIEN
INCREASE IN WEBSITE VISITS

28%
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RISE IN PET FINDER
DATABASE SEARCHES



“CHEERLEADER” PSA
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SELF REPORT: VOICE OF THE VIEWER
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“LEARN TO BE ABETTER
FATHER”

FHEEHEZBT T,
“‘SPEND TIME WITH YOUR
KIDS”

oA HEBED [~

LRFREWDEFHDAE(IC
59 NRE,
“A FATHER SHOULD ALWAYS
BE INVOLVED IN THEIR
CHILD'S LIFE”

FREWVWDBEHRDOYR— MY
WHE, BFICRED,
“A KID ALWAYS NEEDS THEIR
PARENT FOR SUPPORT,
ESPECIALLY THEIR DADS”

ADZ EZRITMNTD
KUVFRTHDTZLN,
“TO BE A GOOD, INVOLVED
AND CARING DAD”

WOWRERTHBICIE. BUA
T. FH=Z(EFDHDZ LT
“BEING A GOOD FATHER TO
YOUR CHILD, HAVING FUN
AND ENCOURAGING THEM”
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EEG TRACE
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EEG EFFECTIVENESS
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0
0 5
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EEG & FACIAL CODING TOGETHER

EEG & XKIGE2Hk
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HOW DO WE KNOW IF ADVERTISING DROVE SALES?
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BT — 5

4.3MM HH

* Set Top Box Data

EXPOSURE DATA

* Nielsen Media Data ™

..........

AT —%

BUY DATA
90 MM HH

* Nielsen Homescan

All-Outlet Data

* Client Proprietary
Sales Data
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COMBINATION CREATES HIGHEST LEVEL OF PREDICTION

HAIENDEDIZEICKD. KDFBEHMELE

—-EY T2 —-0mXR3O7 0 FEDOFED LT ICHITIRE
R-SQUARED FOR NEURO MEASURE TO SALES LIFT*
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* PRELIMINARY ANALYSES
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THE NEUROSCIENCE OF EMOTIONAL ADS

RYBIIRL S DR E)

FRDILEETIHIERUIBDOF— R DEBOFEN L DS <D
TOP ADS HAVE GREATER BRAIN ACTIVITY IN KEY AREAS RELATED TO INFORMATION PROCESSING

Hippocampus

Amygdala

B JRBkAA il SMRIRTERRE

STUDY IN PARTNERSHIP WITH TIME WARNER MEDIA LAB &
TEMPLE UNIVERSITY DECISION NEUROSCIENCE TEAM
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THE NEUROSCIENCE OF EMOTIONAL ADS
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TOP ADS HAVE GREATER BRAIN ACTIVITY IN KEY AREAS RELATED TO INFORMATION PROCESSING

MEMORY EMOTION SENSORY REWARD
FORMATION GENERATION INTEGRATION EVALUATION

SIS RUBTZ A ROSHE SREMET A

STUDY IN PARTNERSHIP WITH TIME WARNER MEDIA LAB & TEMPLE
UNIVERSITY DECISION NEUROSCIENCE TEAM



PERSONAL RELEVANCE IS KEY: PRECUNEUS
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Engaging Ads Also Generate Greater Brain Activity in Area Related to Personal Relevance
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