
                  

 

 

                    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

      

 

                       

  
 

CHANGE is the catch ǿƻǊŘ ǘƻŘŀȅ ŀƴŘ ǿƘŀǘΩǎ ƻƴƭȅ Ŏƻƴǎǘŀƴǘ ǘƻŘŀȅ ƛǎ ǘƘŜ  
accelerating pace of change  and it is certain that we cannot continue  
to practice advertising the way we have been. 

 
Recycling the advertising process to stand out among the clutter is to  
connect with the coƴǎǳƳŜǊΩǎ ƳƛƴŘ ŀƴŘ ǘǊƛƎƎŜǊ ƛǘ ŀƴŘ elicit a response.  
The process calls for a high amount of intuition, lateral thinking and a  
complete out-of-the-box act.  The Future of advertising shows that  
major shifts are occurring at the intersection of consumers, marketers  
and media companies. 

 
 

 
 
 
 
 

 



 

           
           
         ²I!¢Ω{ ARTIFICIAL INTELLIGENCE? 
 

A robotic/scientific research and its physiological / Neurological relation to  
humans A salient: [neuroscientific term: relevance ] simulation of the human 
attention. 

  
Artificial intelligence is a discipline of computer science study of symbolic  
reasoning by a computer and symbolic representation The objective of applied 
Artificial intelligence (AI)  is to design and simulate computer characteristics  
normally associated with natural  intelligence (NI) i.e. performance, adaptability,  
and self-knowledge. 
 

 
               This cognitive agent uses four models. 
 
 

1- The first is a dynamical model of human attention, for estimation of the location  
ƻŦ ŀ ǇŜǊǎƻƴΩǎ ŀǘǘŜƴǘƛƻƴΣ ōŀǎŜŘ ƻƴ ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ ƻōƧŜŎǘǎ ŀƴŘ ǘƘŜ ǇŜǊǎƻƴΩǎ ƎŀȊŜΦ 

 
2- The second model is a reasoning model which the agent uses to reason through  

the first model, to generate beliefs on attention states at any point in time. 
 

3- With a third model, the agent compares the output of the second model (a 
descriptive model) with a model for the desired attention distribution  
(a prescriptive model), 
 

4- Finally, the agent uses a fourth model to provide support: in case the third  
model assesses that there is a discrepancy with respect to a certain object  
ƻƴ ǘƘŜ ǎŎǊŜŜƴΣ ƛǘ ŘƛǊŜŎǘǎ ǘƘŜ ǇŜǊǎƻƴΩǎ ŀǘǘŜƴǘƛƻƴ ǘƻ ǘƘŀǘ ƻōƧŜŎǘΦ Lƴƛǘƛŀƭ ǾŜǊǎƛƻƴǎ  
of the first two models were adopted from earlier work 
 

 

            
           NEUROSCIENCE AND ADVERTISING 
 

 
It is recommended that you visit this link  to get acquainted with artificial 
intelligence and to better understand how advertising and environmental 
stimuli enter ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ŎƻƴǎŎƛƻǳǎƴŜǎǎ and /or subconsciousness. 

                   
 
 

 

 

 

 

 

     

http://www.aaai.org/AITopics/pmwiki/pmwiki.php/AITopics/Neuroscience


 

   

                    
                     
                    THE OLD PARADIGM 
  
                           ω  Interruptive advertising and promotion  

ω  .ǊƻŀŘŎŀǎǘ ŀŘǾŜǊǘƛǎƛƴƎΥ ŀŘǎ that speak at you not to you 
ω  Iƻǿ ǿŜǊŜ ǘƘŜȅ ǇŜǊŎŜƛǾŜŘΚ   
 
  .ǊƻŀŘŎŀǎǘ ǾƛƻƭŀǘŜǎ ǇŜƻǇƭŜΩǎ ǊƛƎƘǘǎ 
 
ω  /ƻƴŦƭƛŎǘ ŎŀǳǎŜŘ ŀ revolution:  the unethical behavior became  
     UNACCEPTABLE 

 
      Consequences of the revolution 
 
 ω  tŜƻǇƭŜ ǘƻ ǘŀƪŜ ōŀŎƪ  ǘƘŜƛǊ ǇƻǿŜǊ 

 
 

 THE NEW PARADIGM 
  
   Advertising Take 2 
 
   PERMISSION  .  RELEVANCE . VALUE  . REWARDS  .  TRUST:  
  THE OPEN - CLOSED CHALLENGE 

 

                        
 
 
 
 
 
 
 

 



 
 
 
 
 
                                TODAY, 
 

                                /hb{¦a9w{ 5hbΩ¢ {99 ¸h¦w !5Υ 
                  Emotion to faults is always blind, unconfined, and breaks all chains  
                              verbal seduction. 
 
 
 

                                    
 
 
 
 

               Emotional responses to commercial messages [below the level of conscious    
               awareness] can be successfully monitored in real time and analyzed with sufficient 
               depth aƴŘ ŀŎŎǳǊŀŎȅ ǘƻ ǇǊƻǾƛŘŜ ŀƴ ƛƴǾŀƭǳŀōƭŜ ǿƛƴŘƻǿ ƻƴ ¸h¦w  ώ!¦5L9b/9Ψϐ ƛƴƴŜǊ 
               decision making process.   
 
             
 
 

 
 

   
 

 

 

 

 



      

 

 

  SEE YOUR BRAND THROUGH THE EYES OF YOUR AUDIENCE 

 

//  PACKAGING: attention simulation test  
 
SLEEPLESS IN THE SUPER MARKET 

 
Most of us are 'sleep shoppers', wandering the store, missing all the advertising. Only 7 words 
are read during our shopping trip and believe it, 80% of our shopping is completed 
subconsciously.  Imagine your brand in perfectly  placed on the supermarket shelf  competing 
for attention with other brands 
 
Take your brain to the gym, take this attention simulation test and experience the amazing 
accuracy consumers simulated attention through the powerful artificial intelligence: 
[ŜǘΩǎ  ǎŀȅ Ƴȅ ōǊŀƴŘ ƛǎ ǘƘŜ ƳƛŘŘƭŜ ǇŀŎƪŀƎŜ ǘƻǇ ǎƘŜƭŦ ŀƴŘ ȅƻǳΩǊŜ ǘƘŜ ŎǳǎǘƻƳŜǊΧ 
 
Objectively,  observe all the brands on the shelf for 5 seconds and memorize your  
 
 1- The trajectory of your eye fixations 
 2- Your attention span  
 3- Your emotional engagement 

Then look  the AI generated results just below it. (Please do not peak at the result unless 

ȅƻǳΩǊŜ ǊŜŀŘȅ) 
 

 
 
 
 

 



 
 
 
 
 
 
 HERE IS THE RESULT OF YOUR ATTENTION SIMULATION: 
 
 
If you wish to verify your attention simulation, go back and do the test once more. You will 
find that that is an almost accurate simulation of your attention on the brands above. 
 
 

 
 
 
 

So how is ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ōŜƘŀǾƛƻǊ ƳŜŀǎǳǊŜŘ 
in the new paradigm? 
 
When a person is exposed to a visual communication he/she is also faced with the decision of 
accepting or rejecting the persuasion, he/she may be expected to relate this information to his 
existing attitudes, knowledge, feelings, etc. In the course of doing so, he/she is likely to 
rehearse substantial cognitive processing beyond that of the persuasive message itself. 
 

EVALUATE AND MEASURE THE IMPACT 
 
Before your send your brand to the shelf, and prior to incurring colossal printing cost, take the 
time and look at it from a cognitive perspective. It is VITAL that you run it through a cognitive 
analysis. This can be done by contacting http://btoone.com ȅƻǳΩŘ ōŜ astonished at the results 
and how it will impact its success. 
 
 
 

http://btoone.com/


 

 

 
// ADVERTISING 
 

[ŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ ǘƻǇ т ǊŜŀǎƻƴǎ ƻŦ a failed ad: 
 
        

 Corporate vanity 

 Failure to understand and focus on the consumer 

 Confusing content 

 Too much emphasis on price 

 Unrealistic expectations 

 Too much about the product 

 Not memorable. Not meaningful 
 
[ŜǘΩǎ ƛƳŀƎƛƴŜ ȅƻǳ Ǌŀƴ ǘƘƛǎ ad for an 8 week period, only to realize that the return  
is negligible vs. your cost of designing the ad, and running it. This comparative analysis is 
of paramount importance when it comes to you ROI 
 
The common mistakes of a failed print ad   
  

 Playing "Follow the Leader" with your competitor . Your competitor's  marketing 

agenda may not resemble yours, so copying his/her advertising strategy isn't 

the best way to be effective.  

 

 Assuming that bigger and louder is always better  
 ¢ƻƻ ƳǳŎƘ ŜƳǇƘŀǎƛǎ ƻƴ ǘƘŜ ŎǊŜŀǘƛǾŜ ŀƴŘ ƴƻƴŜ ƻƴ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ōŜƴŜŦƛǘǎΥ 
ŘƻƴΩǘ ŘŜŎƻǊŀǘŜΣ Ŏommunicate. Consumers are not there to rate your creative 
but seek their benefits. 

 Too much clutter: too much information kills the information 

 Etc. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 
 

//  PUT YOUR BRAIN TO THE TEST 
 
In the next page you will see an ad, observe the ad for 5 seconds then look at the 

cognitive response measurement results bellow itΦ ²Ŝ ǿƻƴΩǘ ǘŜƭƭ ȅƻǳ ǿƘŜǘƘŜǊ ǘƘƛǎ ŀŘ ǇŀǎǎŜŘ 

or failed the AI performŀƴŎŜ ǘŜǎǘ ōǳǘ ȅƻǳΩƭƭ ƘŀǾŜ ŦƛǊǎǘ-hand look at your simulated attention 

 
 
To ensure total objectivity (Please Řƻ ƴƻǘ ǇŜŀƪ ŀǘ ǘƘŜ ǊŜǎǳƭǘ ǳƴƭŜǎǎ ȅƻǳΩǊŜ ǊŜŀŘȅ) 
 
 
 

 
 
 
hƴŎŜ ȅƻǳΩǊŜ ǊŜŀŘȅ, you can look at the results? Scroll down to see your AI results bellow. 
 
Note: AI results represent an accuracy of +/- 93% of the target audience 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
RESULTS 
 
LŦ ȅƻǳΩǊŜ unsure, repeat the same test objectively more times. Feel free to share this test 
with friends to ensure result accuracy. To achieve objective results send this file to your 
friends and ask them to run the test. 
 
 

 
 
 
 
Each of the analysis elements represent a cognitive issue.  When your ad is subjected to a 
cognitive analysis, you will be provided with a tailored report detailing each of the ad 
relevancy factors/ strong as well the weak spots on the ad. 
 
!ǊǘƛŦƛŎƛŀƭ LƴǘŜƭƭƛƎŜƴŎŜΩǎ Ƴŀƛƴ ƻōƧŜŎǘƛǾŜ ƛǎ ǘƻ ƎƛǾŜ a panoramic view of your print ad impact 
prior to publishing. If the relevant information did not capture the target audienceΩǎ 
attention during the attention simulation test, the ad will undergo a COGNITIVE optimization 
to achieve the desired impactful results. Then it is ready for publishing. 
 

         When you plan an ad campaign, designing an ad requires more than just applying the  
A.I.D.A  model. Your ad design must embody the persuasion principles and cognitive models 
designed into it.   
 
In order to ensure success, your ad must include the mathematics of persuasive 
communication. On the surface, ads may look similar in a magazine or a newspaper, but be 
ŎŜǊǘŀƛƴ ǘƘŀǘ ƻƴ ǘƘŜ ǎǳōŎƻƴǎŎƛƻǳǎ ƭŜǾŜƭ ƛǘΩǎ ŀ ǿƘƻƭŜ ŘƛŦŦŜǊŜƴǘ depth. Mathematics is all about 
precision. 

 
 
 
 

  



          

 

 

  

// THE WEBSITE 
 
9ƴƎŀƎŜΣ ŜƴƎŀƎŜΣ ŜƴƎŀƎŜ ΧTHIS IS THE AGE ENGAGEMENT 
     

 The cognitive K.E.E effect:  

 Knowledge, Experience, Emotion  
 
 

Why do Websites fail? 
 
56.6 M Websites: 7.7 BILLION Web pages worldwide. Fewer than 5,500 Websites  
pass THE PERFORMANCE METRIC TEST 
 
²Ƙȅ ŘƻŜǎƴΩǘ ȅƻǳǊ ǿŜōǎƛǘŜ ǇŜǊŦƻǊƳΚ 
 
The audience can't give you money while rubbing their eyes or scratching their heads.  
If users can't find the sense and order they need, they soon grow exasperated and give up. 
 

Users are NOT on your Website to rate your clever design, flashing bells and whistles,  
ǘƘŜȅΩǊŜ ǘƘŜǊŜ ǘƻ ŀŎŎƻƳǇƭƛǎƘ ŀ ŎŜǊǘŀƛƴ ƻōƧŜŎǘƛǾŜ ƛƴ ŀǎ ƭƛǘǘƭŜ ǘƛƳŜ ŀǎ ǇƻǎǎƛōƭŜΦ ¸ƻǳ ƳŜǎǎ ǿƛǘƘ  
that, you lose that customer ǘƻ ȅƻǳǊ ŎƻƳǇŜǘƛǘƻǊ ǿƘƻΩǎ Ƨǳǎǘ ƻƴŜ click away   
 
 
                    1-  The more elaborate the design, the greater the risk of 
                       confusion: Over-excitable, over-design layouts will fail miserably   
 
  2- Take into account "audience intelligenceέΥ 
       Know your audience (psycho-graphics /techno-graphics) 
 
  4- Focus on design that draws attention to the message, not to itself:  
                          design that serves your Website visitors objectives rather than  
                          dazzle them.  
 
                      Performance metric measurement components: 
 
                     1- Are you engaged? 
                     2- Does the ergonomics (information architecture) make sense? 
                     3- Is it easy to use? 
                     4- Is it efficient? 
                     5- Is it effective? 
 
 
 

 

 



 
 
 
Today, users have developed a short fuse when it comes to Websites, not only will they never 
return, but will mark your website (not bookmark you) for life.  
 
 

TAKE A WEBSITE AI TEST 
 
Bellow is an interface design for your cognitive and engagement performance test. Observe this 
interface for about 5 secondsΣ ǘƘŜƴ ǿƘŜƴ ȅƻǳΩǊŜ ǊŜŀŘȅΣ ƭƻƻƪ ŀǘ ǘƘŜ ǊŜǎǳƭǘǎ ōŜƭƭƻǿΦ 
 
 

 
 

  
[ŜǘΩǎ ǎǳǊǇǊƛǎŜ ȅƻǳ ōŜŦƻǊŜ ȅƻǳ ǎŜŜ ǘƘŜ ǊŜǎǳƭǘǎΥ ƘŜǊŜ ƛǎ ȅƻǳǊ AI simulated attention: 
 
1- The little youngman 
2- The relevant links  block bellow ( the left one then the right one) 
3- then the top right 
4- You ignored the logo on top left! 
 
Assuming that your quest for relevancy is important, you were engaged for at least 

       15 seconds this means that the design process as well as the ergonomic (information 
       architecture) aspect respected your rational part of the brain while the colors and the  
       ambiance succeeded in engaging you fully. 

 
         
 
 
 



 
 
Now look at your attention results bellow 
 
 
 

 
 
 
 

          Reclaim your customers trust 
       Optimize your brand / corporate image credibility 
       Minimize your risk 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
        
 
       NEUROMARKETING : THE NEW NEURO MATHEMATICS 
       OF CREDIBILITY   
        
       An ounce of prevention is worth a pound of cure 
          
       You can now EVALUATE ǘƘŜ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǊƘŜǘƻǊƛŎ ŀƴŘ ǘƘŜ ƳŜǎǎŜƴƎŜǊΩǎ CREDIBILITY 
          level through artificial intelligence.  
 
          We will demonstrate further in this document how artificial intelligence technology 
          bridged the barriers to give you the CREDIBLITY detection arsenal. 
 
 

       THE GOOD, THE SPAM AND THE UGLY 
 
       OVERRAN BY SPAM (nice word for deception) LATELY?   

   
          We open our inbox and bam another tsunŀƳƛ ƻŦ ǎǇŀƳΦ !ǊŜƴΩǘ ǿŜ ǘƘŀƴƪŦǳƭ ŦƻǊ ǘƘƛǎ 
          revolutionary anti-spam technology? Analyst firm Ferris Research has estimated that, in 
           2004, spam cost U.S. companies over $10 billion per year. 
            
          One does not have look further than their inbox to realize the overwhelming level 
           malicious payloads of deceptive tactics. It is no wonder that consumers worldwide 
           are on red alert for any marketing rhetoric that remotely resembles what they get in  
           their mail box            
 
           Lately, the problem has become more acute due to the wave MARKETING 
           PULLUTION. In the consumption-oriented world, consumers are constantly filtering through 
           layers of MARKETING RHETORIC to find the credible and trustworthy ones.   
 
          In a world of visual and rhetoric junk yard consumers have developed a short fuse for  
          misleading communication and produced their own poly-graphic organism to evade 
          unethical and sugar-coated advertising jargons and unreliable marketing tactics. 
 
          IF ȅƻǳΩǾŜ ǘǊǳǎǘŜŘΣ ǘƘŜ ŀƴǘƛ-spam technology to protect your messaging infrastructure 
          and rightly so. 
 
          IF EEG and fMRI measure the flow of oxygen through the blood to detect the emotional  
          activated level, Artificial Intelligence went a step further to give you a powerful 
          counter-measure weaponry to determine if  your communication mediums pass the 
          consumer credibility performance level before ever reaching your audience. 
 
           
 
 
 
 
 
 
 
 
 



 
 
            
 

           NOW, Say Hello to,  
 

           Artificial intelligence credibility/trust  
       detection technology. 
 
          Through a robotic/scientific research, Artificial Intelligence had developed new  
           physiological/psychological neuro TRUST finger prints and its relationship to humans. 
 
 

           The eyes are the window of your soulΧ           

           

           ITõS ALL ABOUT TRUST        
 
          TRUST had become the most expensive commodity, not even the wealthiest can afford it. 
 
         άMany studies in interpersonal communication (people to people) conclude that if the 
           source is competent, reliable and trustworthy the message will be more readily accepted  
           by the receiver.  Competent, reliable and trustworthy  make up the components of being  
          ŎǊŜŘƛōƭŜ ƛƴ ƛƴǘŜǊǇŜǊǎƻƴŀƭ ŎƻƳƳǳƴƛŎŀǘƛƻƴΦέ  William L. Haig, Ph.D 
 
          1.  The source or messenger of the message (the company). 
          2.  The message. 
          3.  The receiver (stakeholder, ie customers, employees, banks, suppliers etc.) 
         
          

           TESTING THE TRUSTWORTHINESS  
        OF A MESSENGER  
 
           In the next visual testsΣ ȅƻǳΩƭƭ ōŜ ǇǊŜǎŜƴǘŜŘ ǿƛǘƘ a marketing message delivered by 
           a two different messengersΦ ¸ƻǳǊ ǘŀǎƪ ƛǎ ǘƻ ŜȄŀƳƛƴŜ ǘƘŜ ƳŜǎǎŜƴƎŜǊΩǎ ŜȄǇǊŜǎǎƛƻƴ ŦƻǊ  
           5 seconds. 
 
           You will be asked to assess your trust level vis-à-vis both messengers because, 
           regardless of the credibility of the message, if the message is not delivered by a  
           trust-worthy messenger, your message will miss the mark entirely. 
 
            REASON: 
 
          Interpersonal communication IS NOT ABOUT what you say but who says it and how 
           it is said. We all had situation where we meet individuals and we just click instantly 
           the reason being, two souls connected. PERIOD. When we trust, We feel it almost  
           instantaneously; there is no grey area.  
 
            
            
 
 
 
 
 



 
 
 
 
          ²IhΩ{ ¢I9 a9{{9bD9wΚ 
 
          A messenger can be a TV commercial /  infomercial  actor or actress, a visual of a person on 
          print AD, on a Website landing page or any on other mediums where persons are 
          employed to depict their relationship to your brand. 
 

           THE TEST: 

              
           Observe the fist visual for 5 seconds and concentrate on the messenger not the message 
           then look at your trust level results bellow. 
 
            MESSENGER 1              
     
 

               
 
          

          



 
 
 
 
             Now observe  MESSENGER 2        
 
 

             
 
 
 
Before checking the results of your trust level, scroll up and down between both  
images to ensure that your decision is accurate and final then, then, look at the results  
bellow. 
 
 
 
 
 
 
 
 
 



 
 
 
REUSLT OF MESSENGER 1         
 
 

          
 
 
Now look at REUSLT OF MESSENGER 2 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 

        
 
 
 
 

ANALYSIS 
 

Is it safe to say that you trusted messenger 1 more ?  

The question is WHY 
 
 
 
 
 
 
 
 


