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INTRODUCING

THE NEW NEUROBIOLOGY ATTENTION DECODER:
COGNITVE COMMUNICATION
IN THE NEW PARADIGM

WHAT'S ARTIFICIAL INTELLIGENCE?
MEASURABLE

CHANGE thecatchd 2 NR (2RI & | yR gKIGQa 2yfe
accelerating pace of change and it is certain that we cannot continue
to practice advertising th way we have been.

Recycling the advertising process to stand out among the clutter is to

connect with the cg’ & dzZY SN A Y A Yy R elicif d&resfioNde.3 I S NI A |
The process calls for a high amount of intuition, lateral thinking and a

complete outof-the-box act. The Future of advertising shows that

major shifts are occurring at the intersection of consumers, marketers

and media companies.

HTTP:// BTOONE.COM



2 1 I ¢cARTIFICIAL INTELLIGENCE?

A robotic/scientific research and its péiological / Neurological relation to
humans A salientneuroscientific term: relevancgsimulation of the human
attention.

Artificial intelligence is a discipline of computer science study of symbolic
reasoning by a computer and symbolic repres¢iotaThe objective of applied
Artificial intelligenceAl) is to design and simulate computer characteristics
normally associated with natural intelligendél)i.e. performance, adaptability,
and selfknowledge.

This cognitive agenisesfour models

The first is a dynamical model of human attention, for estimation of the location
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The second model is a reasoning model which the agent uses to rdasagh
the first model, to generate beliefs @aitention states at any point in time.

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),

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
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of the first twomodels were adopted from earlier work

NEUROSCIENAEDADVERTISING

It is recommended that you viditis link to get acquainted withartificial
intelligenceand to better understand howdvertisingandenvironmental
stimulienteri KS O2 y a dzY S NIrad /ddulfcnsRidudniss.y S & a


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

THE OLIPARADIGM

w Interruptive advertising and promotion
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w | 2y ¥ le®lutio® lthezin&titcal lbehavidbecame
UNACCEPTABLE

Consequences of the revolution
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THE NEVPARADIGM

Advertising Take 2

PERMISSION . RELEVANCE . VALUE . REWARDS . TRUST:
THE OPENCLOSED CHALLENGE




TODAY
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Emotionto faultsis always blindyunconfined, and breaks all chains
verbal seduction.

Emotional responses to commercial messages [below the level of conscious
awarenessjcan be successfully monitored in real time and analyzed with sufficient
depthay R | OOdzN} 08 (2 LINPOGARS |y Ay@lfdz o
decision making process.



SEE YOURRANITHROUGHHEEYES OF YOUR AUDIENCE

/| PACKAGING@ttention simulationtest

SLEEPLE®STHE SUPER MARKET

Most of us are 'sleep shoppers', wandering the store, missing all the advertising. Only 7 \
are read during our shopping trip and believe8i®6 of our shopping is completed
subconsciously. Imagine your brand in perfectly plamethe supermarket shelf competing
for attention with other brands

Take your brain to the gym, take this attentiemmulation testand experience the amazing
accuracy consumers simulated attention through the powerful artificial intelligence:
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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 lok the Al generated results just below itP{ease do not peak at the result unless
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HERE IS THE RESULY@BR ATTENTION SIMULATION:

If you wish to verify your attention simulation, go back and do the test once more. You wi
find that thatis an almost accurate simulation of your attention the brands aove.

COGNITIVE RESPONSE MEASUREMENT CALIBRATES AND MEASURES THE LEVEL OF EMOTION IN THE HUMAN BRAIN
2 OF THESE BRANDS PASSED THE C.R.M. TEST 3 FAILED #ND-“ FAILED MESIREABLY

Sohowigi KS O2y adzySNDa& o0SKIFJA2N
in the new paradigm?

When a person is exposed to a visual communication he/she is also faced with the decis
acceping or rejecting the persuasion, he/she may be expected to relate this information t
existing attitudes, knowledge, feelings, etc. In the course of doing so, he/she is likely to
rehearse substantial cognitive processing beyond that of the persuasigsage itself.

EVALUATE ANDMEASURE THE IMPACT

Before your send your brand to the shelf, and prior to incurring colossal printing cost, tak:
time and look at it from a cognitive perspective. IVi§ AlLthat you run it through a cognitive
analysisThis can be done by contactingp:/btoone.com & 2 dzQdtonisked athe results
and how it willimpact its success.



http://btoone.com/

// ADVERTISING
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e Corporate vanity

e Failue to understand and focus on the consumer
e Confusing content

e Too much emphasis on price

e Unrealistic expectations

e Too much about the product

¢ Not memorable. Not meaningf

[ SGQa A YLl 3 Aad tor aB8avdek peFiod only ko kealize that the return
is negligible vs. your cost of designing the ad, and running itcthiparative analysiss
of paramount importance when it comes to y&0I

The common mistakes of a failed print ad

e 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

e ¢22 YdzOK SYLXKIaAxa 2y GKS ONBIFGABS
R2y Qi R&nanichtéi SansurBers are not there to rate your creative
but seek their benefits.

e Too much clutter: too much information kills the information

e Etc.



/I PUT YOUR BRAINO THETEST

In the next page you will see an,a@bserve the d for 5 seconds then look at the
cognitive respons measurement results bellowdt 2 S g2y Qi G Sttt @&2¢

or failed theAlperformk y 08 @ 834 0 dzhandl@kzpfotr sifula@dattehtion

To ensure total objectivityPleaseR 2y 2 0 LIS 1 |0 0KS )NBadz

e

IRRESISTIBLE OFF -

hy OS @& 2 dzgoNBarioniGat thie&esults? Scroll down to see your Al results bellow.

Note: Al results represent an accuracy of 493% of the target audience



RESULTS

L ¥ eudglr@ Meat 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 toun the test.

Each of the analysis elements repragea cognitive issue. When your ad is subjected to ¢
cognitive analysis, you will be provided with a tailored report detailing each of the ad
relevancy factors/ strong as well theveak spots on the ad.

INIOAFAOALE Ly GStf A 3% paddaniéview bf joyir pit adantparti A ¢
prior to publishing. If the relevant information did not capture the target audi€hée
attention during the attentionsimulation test, he ad willundergo aCOGNITIVVaptimization
to achievethe desiredimpactful results. Then it is ready for publishing.

When you plan an ad campaign, designing an ad requires more than just applying the
A.l.D.Amodel. Yur ad design must embody the persuasion principles and cognitive mc
designed into it.

In order toensure siccess, your ad must inclutlee mathematics of persuasive
communication On the surfaceads may look similar in a magazine or a newspaper, but
OSNIFAY GKIFG 2y GKS adzo O 2spth MatRedwmiics iis &lizaBout
precision.



/Il THE WEBSITE
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The cognitive K.E.Eeffect:
Knowledge, Experience, Emotion

Why do Websites fail?

56.6 MWebsites: 7.7 BILLION Web pages worldwide. Fewer tharhOWebsites
pass THE PERFORMANCE METRIC TEST
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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

Users areNOTon your Websi to rate your clever desigfiashing bells and whistles,
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1- The more elaborate the design, the greater the risk of
confusion: Oveexcitable, overdesign layoutsvill fail miserably

2- Take into accountdudience intelligence Y
Know your audiencet )

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 nev
return, but will mark your website (ot bookmark yoi for life.

TAKE A WEBSIFE

Bellow is an interface dég for your cognitive and engagement performance test. Observe th
interface forabout 5seconds G KSy ¢KSy @2dzQNBE NBIF Re&x f 22

Desjardins
Caksse de Saint-Hubert

ENTREPRISES PARTICULIERS
Devaner motre clinni

’ Financamesls
A Asnurancen ! Risiourme

Commarce

Aulomatination | Autres
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1- The little youngman

2-The relevant links blodsellow ( 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 meansahthe 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 resultsdilow

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



NEUROMARKETING : THE NEW NEURO MATHEMATICS
OFCREDIBILITY

An oune of prevention is worth a pound of cure

You camow EVALUATE KS 02 YYdzy A OF G A2y NX SGREMNAIOTY |
level throughartificial intelligence.

We will demonstrate further in this document how artifial intelligence technology
bridged the barriers to givesou the CREDIBLIdétection arsenal.

THE GOOD, THE SPAM AND THE UGLY

OVERRAN BY SPAMce word for deceptionLATELY

We open our inbox and bam anothertduty A 2 F aLJl Y® | NBy Qi ¢
revolutionaryanti-spam technology&nalyst firm Ferris Research has estimated that, in
2004, spam cost U.S. companies over $10 billion per year.

One does not have look firer than their inbox to realize the overwhelming level
maliciouspayloadsof deceptive tactics. It is no wonder that consumers worldwide
are onred alertfor any marketing rhetoric that remotely resembles what they get in
their mail box

Lately, the problem hasecome more acute due to the wave MARKETING
PULLUTIONK the consumptiororiented world, consumers are constantly filtering throug
layers oiMARKETING RHETO®Ifihd the credible and trustworthy ones.

In a worldof visual and rhetorigunk yardconsumers have developed a short fuse for
misleadingcommunication and producettheir own poly-graphic organismio evade
unethical andsugarcoaed advertisingargons and unreliable marketing tactics.

IF@ 2 dzQ @S (i NXHzapars tRchnoldgl  protettlydumessaging infrastructure
and rightly so.

IF EEG and fMRieasure the flow of oxygen through the blood tetdct the emotional
activated level, Artificial Intelligence went a step further to give you a powerful
countermeasure weaponry to determine if your communication mediums pass the
consumercredibility performancelevel befae ever reaching your audience.



NOW, Say Hello to,

Artificial intelligencecredibility/trust
detection technology.

Througharobotic/scientific researchArtificial htelligencehad developed new
physiological/psychologicakuro TRUSTinger printsandits relationship to humas.

Theeyesare the window of yousouX

| TOS ALUORUSBOUT

TRUShad becomdahe most expensive commodity, not even the wealthiest can afford it

dMany studies in interpersonal communicatigrepple to peoplg conclude that if the
source is competent, reliable and trustworthy the message will be more readiépted
by the receiver.Competent reliable andtrustworthy make up the components of being
ONBRAOGE S Ay Ayl SNLWIiINGEn2 Hhidg, Ph2 Y Y dzy A OF (A 2

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
OFAMESSENGER

In the next visualestsy & 2 dzQf f 0 Sa malkdiiryteysags &elivaradibK
atwo different messenges® |, 2dzNJ G a1 A&a G2 SEFYAyYS
5 seconds.

You will be asked to assess your trust levebwits both messengesbecause
regardless of the credibility of themessageif the messagés not delivered by a
trust-worthy messengeryour message will miss the maehktirely.

REASON:

Interpersonal communicatiodS NOT ABOUihat you say but who saysand how

it is said. We all had situation where we meet individuals and we just click instantly
the reason being, two souls connected. PERMIBenwe trust, We feel it almost
instantaneouslythere is no grey area.
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A messenger can beTa/ commercial infomercial actoror actress a visual of a person on

print AD, on aWebsitelanding page or angn other mediums where persons are
employedto depict their relationship toyour brand.

THE TEST:

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

MESSENGER 1

We don’t just maintain your car but we're
more about maintaining a durable
relationshipwith you.

AUTOCARE



Now observe MESSENGER 2

We don’t just maintain your car but we're
more about maintaining a durable
relationship with you.

AUTOCARE

Before checking the results of your trust levescroll up and down between both
imagesto ensure that your deision is accurate and final thetien, look at the results
bellow.



REUSLT OF MESSENGER 1

Now look atREUSLT OF MESSENGER 2



ANALYSIS

Is it safe to say that you trugd [TIE€SSENJET ore ?
The question isVHY



