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Into	
  the	
  Wonderland	
  of	
  Neurodesign	
  	
  
by  Jeff  Sandgren,  Technology  Editor,  BrandTech  News  

Upon  learning  that  NeuroFocus,  a  curious  company  that  is  busy  gleaning  insights  from  deep  inside  our  skulls,  
had  recently  published  findings  from  a  study  of  the  male  brain,  I  thought  it  prudent  to  benchmark  my  male  
psyche.  

It  turned  out  to  be  a  choice  like  that  of  Alice,  curious  to  see  where  the  rabbit  was  
going,  and  stumbling  inadvertently  into  Wonderland.    My  simple  initial  curiosity  was,  

  

ly  disarming  
Dr.  Pradeep,  CEO  and  neuro  marketing  White  Rabbit our  estimate  of  your  own  

  

Dr.  Pradeep  is  a  genial,  energetic  fellow,  whose  frequent  humor  provides  comic  relief  
from  topics  as  heavy  as  brain-­‐wave  analysis.    Nevertheless,  I  decided  to  proceed  with  caution,  since  there  were  
clues  here  that  my  wife  might  already  have  this  guy  on  her  payroll.    Better  to  leave  the  personal  introspection  
aside,  I  thought,  and  focus  on  the  more  general  applications,  starting  with:  what,  among  all  their  neuro-­‐
discoveries,  has  been  the  most  surprising  so  far?  

According  to  the  good  doctor,  they  run  into  interesting  insights  all  the  time,  nearly  every  day.    But  there  have  
been  a  few  fundamental  surprises.  

	
  
One  big   aha   concerns  the  over-­‐sixty  segment,  and  how  we  talk  to   heir  brains  
seem  to  almost  always  discard  negative  messaging.     -­‐sixty  

s  safe  (negative  spin)  versus  suggesting  that  they  put  it  where  
one  day  their  grandchildren  can  have  access  to  it  (positive       The  latter  approach,  according  to  this  analysis,  
will  likely  be  more  effective.  

Another   aha ince  the  different  parts  of  their  brain  develop  at  different  rates  (the  
reasoning  part  of  the  brain  develops  more  slowly  than  the  emotional  part  of  the  brain),  talking  to  teenagers  
should  use  the  language  of  emotion,  rather  than  the  language  of  reason.  

that  they  should  drive  more  carefully     what  a  
frustrating  exercise  that  is  when  we  approach  it  based  on  rational  arguments      positive  

a  DUI  or  
wrecking  your  car  is  SO     
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Doctor  Pradeep  suggests  tha he  cliché  is  to  characterize  the  male  brain  has  having  a  natural  propensity  to  
focus  on  scantily  clad  images;  but  that  is  an  overly  simplistic  way  of  characterizing  what  is  actually  a  more  
complex  underlying  emotional  phenomenon.     ink  of  guys  as  emotional,  so  we  talk  to  them  in  
the  language  that  grabs  their  attention.   

What  if  you  understood  the  emotional  territory     brains  occupy?    
Then  you  could  talk  to  them  in  the  language  that  their  brains  are  actually  focused  on,  but  do  so  with  a  certain  

  

At  this  point  in  the  interview,  I  abandoned  the  notion  of  selling  this  story  to  Cosmopolitan  instead  of  using  it  in  
BrandTech  News.    T s  have  such  a  thin
tough  a  sell.  

So  what  about  the  female  mind?    According  to  Dr.  Pradeep,  
    And  again,  the  contagious  chuckle.  

Seriously,  there  are  insights  being  gained,  and  he  promised  that  Neuro s  in  
the  near  future.    Dr.  Pradeep  did  note  that,  while  we  (the  royal  Marketing  We)  seem  to  agree  that  there  is  a  
Trillion-­‐Dollar  Woman  out  there  shopping,  much  

the  decision  maker  in  the  language  that  is  natural  to  
  

Enabling	
  Neuroscience	
  
So  how  does  all  this  mapping  of  our  brain  territory  come  about?    
The  enabling  technology  that  NeuroFocus  uses  for  their  psycho-­‐
cartography  is  the  well-­‐established  Electroencephalography  
(EEG);  but  not  the  gooey  experience  that  most  of  us  envision,  
with  greasy  sensors  stuck  in  your  hair  and  a  plethora  of  wires  
tethering  you  to  the  monitors.      

Instead,  NeuroFocus  has  developed  Mynd    1,  full-­‐
brain,  wireless  EEG  apparatus,  to  map  in  great  detail  the  parts  of  
your  brain  that  are  active  when  you  are  sensing  and  considering  
various  stimuli     without  overlaying  the  subconscious  stimuli  of  
being  tethered    by  a  mass  of  wires,  or  worrying  about  messy  
cleanup  afterward.    Mynd  effectively  untethers  the  wearer,  and  
the  brainwaves  it  is  capturing  can  be  transmitted  wirelessly  to  
any  Bluetooth-­‐enabled  device.      

The  real  magic  comes  when  this  is  coupled  with  pixel-­‐level  eye  tracking,  at  a  rate  of  two  thousand  times  a  
second.    Test  subjects  can  then  be  exposed  to  various  packages,  ads,  images,  messages,  etc.  while  adorned  with  

                                                                                                                      
1  The  Mynd  headset  does  require  a  very  tiny  amount  of  hair  conditioner  to  make  contact  with  the  scalp  
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the  NeuroFocus  headgear.    A  neuro-­‐physiologist  can  observe  in  real  time,  and  the  ensuing  data-­‐stream  can  be  
analyzed  and  interpreted  after  the  session.      The  focus  of  NeuroFocus  is  on  what  they  deem  to  be  the  three  key  
parameters:  attention,  emotional  engagement,  and  memory  retention because  neuroscientists  know  what  
physical  parts  of  the  human  brain  correlate  to  those  mental  activities,  and  the  EEG  can  reveal  their  activation.  

But  what  about  this  Big  Lurking  Question:    was  this  neuroscience  a  creepy  Orwellian  invasion,  or  a  way  for  
Marketing  to  better  understand  and  tailor  the  big  wide  world  to  little  old  you  and  me?  

marketing  is  just  using  sc akes  us  behave  in  certain  
  

Focus	
  on	
  Retail	
  
There  are  many  applications  for   s  not  surprising  that  NeuroFocus  has  offices  in  
such  insight-­‐hungry  locations  as  New  York,  Hollywood,  Cincinnati,  Tokyo,  London,  and  more.        The  company  is  a  
world  leader  in  the  fast-­‐growing  neuromarketing  research  field,  with  numerous  patents  for  its  advanced  
technologies  and  a  blue-­‐chip  client  list  representing  the  top  companies  in  many  Fortune  100  categories.  

One  solution  area  that  is  especially  relevant  to  many  of  our  readers  is  marketing  to  shoppers,  online  and  in-­‐
Shopper  Insights  In  Action

www.iirusa.com/insights/homepage.xml  ),  along  with  such  big  names  as  A.G.  Lafley,  former  CEO  of  Procter  &  

GameStop.  

Asking  Dr.  Pradeep  about  marketing  at  retail  revs  him  up  even  more,  like  
bumping  an  electron  in  the  great  atomic  structure  of  neuroscience  up  to  an  

   early  vexed.  

.    There  is  
your  consumer
ozone  coming  through  the  phone  line,  over  a  crackling  high-­‐pitched  whirring  
sound  that  had  no
marketing  in  that  scenario,  to  a  willing  person  with  money  in  their  pocket?    
Hundreds  of  millions  of  dollars  are  spent  sending  messaging  to  the  consumer  
on  the  couch,  far,  far  away;  yet  brand  marketers  have  difficulty  justifying  a  
few  dollars  more  at  retail.   

Doctor  Pradeep  suggests  a  new  term,  Storefront  Marketing,  to  synthesize  
both  the  physical  retail  in-­‐store  environment  and  the  online  web  storefronts  (as  distinct  from  webpages  where  
goods  are  not  being  offered  for  sale),  a  very  consumer-­‐centric  definition  that  defines  a  moment  in  time  and  
space  (or  cyberspace)  where  a  consumer  is  potentially  on  the  verge  of  a  purchase.  

and  now  the  consumer  is  right  
there  at  the  point  of  purchase,  eyeballing  your  merchandise.    How  are  you  connecting  with  them?    What  

http://www.iirusa.com/insights/homepage.xml
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conversations  are  you  replaying?  Are  you  trying  to  start  a  brand  new  conversation?    Or  do  you  think  your  
previous  marketing  was  so  profound     

  and  
same  brain     talking  to.    What  would  happen  now  if  

you  could  selectively  replay  the  key  parts  at  that  moment?    Neuroscience  facilitates  this  by  isolating  these  
particularly  evocative  and  memorable  snippets.    These  are  what  you  need  to  give  to  your  creative  folks,  so  they  

  

We  observed  a  common  maxim  of  Storefront  Marketing  (by  whatever  other  name  you  reference  it):  that  you  
only  have  a  few  seconds  of  a   hich  to  engage  them  and  draw  them  to  your  product  or  
offer.  

important  to  your  consumer,  and  you  could  tastefully  reactivate  it,  then  the  whole  experience  could  be  
  

Predictive	
  Analytics	
  
In  addition  to  guiding  the  design  of  your  Storefront  Marketing,  Dr.  Pradeep  believes  that  the  combination  of  
neuromarketing  and  predictive  analytics  can  be  especially  effective.    And  he  had  empirical  evidence  to  back  it  up  
as  his  verbal  tempo  and  tone  hit  the  accelerator  again.  

of  data,  and  applied  to  that  history  the  predictions  that  our  neuromarketing  research  would  have  made.    We  
wanted  to  see  how  our  predictions  correlated  with  real  in-­‐market  performance.    In  some  scenarios,  you  might  
be  very  happy  to  find  a  20     25%  correlation  of  prediction  with  in-­‐market  results.    In  our  case,  we  found  a  
correlation  in  excess  of  80%.  

How  much  better  would  your  performance  be?    What  costs  of  wasted  advertising  could  you  save?    The  
  

decisions  are  made  at  the  brain,  so  the  closer  we  are,  
  

Neurodesign	
  
Finally,  we  asked  Dr.  Pradeep  for  his  view  of  the  future  of  neuromarketing.      There  was  a  rare  pause.  

ike  I  actually  have  a  thinking  and  feeling  brain     like  I  
am  someone  who  is  not  fooled  easily.    People  want  to  be  talked  to  in  a  way  that  shows  respect,  that  evokes  
thoughtfulness  and  passion.  

  
-­‐design.    By  better  understanding  the  human  brain,  we  
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can  move  up  the  chain  beyond  marketing,  to  truly  designing  for  the  consumer  products  and  offers  that  will  
genuinely  be  of  greater  service  and  relevance.  

learn  all  this  stuff?    Think  of  neurodesign  as  if  everything  was  designed  by  Apple.    Brand  Apple  takes  the  time  to  
make  sure  their  products  are  fit  for  human  consumption.      We  have  agencies  to  decide  if  food  is  fit  for  human  
consumption,  but  not  product  interfaces.  

d  engage  consumers.    It  
can  direct  products  and  features  that  appeal  to  the  human  brain,  pricing  that  is  not  confusing,  promotions  that  

  

its  place,  and  
  

***  

After  the  interview,  I  reflected  that  my  initial  impression  of  Dr.  Pradeep  was  all  

was  full  of  smoky,  intoxicating  images  of  a  future  where  the  inner  mysteries  of  
my  brain  directed  the  world  of  product  design  and  marketing  with  magical  
efficiency.    I  half-­‐stumbled  outside  for  a  breath  of  fresh  air,  but  still  felt  a  bit  
dizzy,  so  I  sat  for  a  moment  at  the  base  of  our  maple  tree.  

An  unknown  time  later,  my  wife  woke  me  with  a  gentle  shake.      

You  kept  saying  
curiouser  and  curiouser .   

Okay,  so  my  estimate  of  my  own  normality  may,  in  fact,  be  just  slightly  exaggerated.    

a  business  book  bestseller  (according  to  
CEO  Read)  published  in  2010.  
  

  


