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Unveiling the nevscience of rarketing
without marketing

Neuromarketing

How it better powers your
ROI and inspires timeless sustainability

Attractor pattern research
Extracting essence from appearance

Generational Sciences

Predictable behavior traits and trends of
emerging generations in the new
paradigm shift
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OVERVIEW:

A NEWWORLD OF MARKETING IS HERE,
ARE YOU READY FOR THE

NEUROMARKETING
THENEW
MARKETING
FRONTIER

Neuromarketing research turns grey
matter W/ [ Q! w

Why do people who prefer the taste of Pepsi loyally Roke? Will the
Catwomanmovie make you want to see the film? And are women
subconsciously drawn to the sight of a bikilad model hawking beer on
television?

Neuro gientists andop researchers haventangled advertising mysteries
of neuromarketing anew spin on market research that foassonthose
seeking revolutionaryechnologies such dsnctional magnetic resonance
imaging(fMRI)that gazes directly intothe customerbehavioral and
attitudinal scientific findings.

While traditional marketings still using oldagedemographic equations to target
audiences, Neuromarketing proves gemethodsno longer relevant and
emphasizes Psyckgraphic layer processin@ 2 y & dzftiubifiakand behavioral
morphogenesis.

While traditional marketlng still CDS|derspeopIetargets Neuromarketmghas
humanizedr Yy R SNJ a SR (KS (i SNDé prétigds tdBoSrie@@with



people on an emotional level to win their hearts and minds.

Neuromarketing is currently the domain of larger corporations with significant
marketing researciudgets. But traditional forms of research have shown that tl
more emotionally charged @eemmercial is, the more likely the message is to be
imbedded in a consum& mind. Tha®

because in order for a loAgrm memory to be created, it must first have an
emotionalcomponent to it. (This explains why most people recall the Taco Bell
Chihuahuaor the Energizer Bunnyoth of which ticked our emotional funny
bones but carRrecall the lasfTylenol commercial they saw.)

Coca Cola

[ Qh NB I €
Nestle
Volkswagen
DaimlerChrysler
Ford

Altadis

Camel
LeviStrauss

Nielsen ResearchiRead the article
Google read the article of March 18 2008
Google neuromarketing book

More neuromarketing resources

DEMONSTRATION

Take your brain to the gym foa moment

In the next image you will be asked to pronounce the color not the wéod. will
experience something that you probablgver thought possible. This test will

demonstrate the left brain right brain conflict and its effect on your purchasing
behavior
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http://www.imagilys.com/neuromarketing/
http://www.reuters.com/article/pressRelease/idUS144628+07-Feb-2008+PRN20080207
http://www.democraticmedia.org/jcblog/?p=770
http://books.google.ca/books?id=iSjzP-MH81AC&pg=PA154&lpg=PA154&dq=what%27s+neuromarketing&source=bl&ots=rz8liQAJ3S&sig=2LTI1OxoT_mzPFRErYH1AFDdPHE&hl=en&ei=RKLKSdycLaLinQfnndzkCQ&sa=X&oi=book_result&resnum=2&ct=result#PPA3,M1
http://neuromarketing.blogs.com/neuromarketing/2008/11/advertisers-ride-a-brain-wave-called-neuromarketing-but-is-it-for-real.html
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Take the test now: see next page

AMALYZE THIS CHART AND TRY TO PRONOUNCE THE COLOR NOT THE WORD

YELLOW BLUE ORANGE
RED GREEN
PURPLE YELLOW RED
Z2LUE RED PURPLE
GREEN BLUE ORANGE

LEFT RIGHT CONFLICT

While yeur right brain [smotional) wanis 1o p the celar, your lelt beain
(rationad] insists on p ing ther woind

You have just experienced the left brainght brain conflict. The gestion is
if the left ard the right brain are in such conflict whben decided to luy?

Let us understand that thenajor motivational circuit of our actions is the
quest for pleasure and satisfaction.

While the emotional brain loves to maxp the creditcard, the rationabne
insistson saving fothe retirement.



While the closet is full gfairs of shoes that go with every dress, more ofte
than not, she finds herself buying an extra pair just in case. While his ce
phoneis still working, hemotiondly wantsthe latest model.

Neuromarketing is psho-analyzing our cerebral activity, understanding tt
results from the shere of emotions, sensationstionaland even
consciousnesand translating them into valuable marketing guidelines.

Ah he undertands mel!

The main driving force to a rewarding intergenal or organization
relationshipis TRUST ar@ONNECTIOM other words beingon the same

values platform.

Trust can only settle in ihtegrity, intent and CREDIBILITOBécome the
pistons that dive theengine of the relationship forwardAt this point the
door of TRUS¥ields to productivity and lonrterm success.
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The following visual will give a firsthand look at the brain under the

microscope:

HUMAN CEREBRAL SYSTEM

Mewronal circults | meres system

Neocortex

magery reactive cerebral zone
Rational reactive systesm

System reactive lo visaal
troubles

INDIRECT LINK TS
THE PRIMITIVE BRAIN

GAIN / LOSS

Sell-identification
Logée | mality

Facts
Pressant [ past
Wtk { priance

Pranification | atategy
Rnordadge
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Emotional resctive sysiem

LIMBIC SYSTEM

System related to smotion
and mierits

A ple s worth 1000 wards
25% more memaorization

MRECT LINK TO
THE PRIMITIVE BRAIN

GOOD / BAD

Foeirg

HIPPOCAMPUS
LTM

Huthius Bcumbana: Maci | i

L]

PRIMITIVE ERAIN

survival reactor
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As you can see, the reptilian brain a.klee Primitive brain is the kingdom of
Nucleus Acumens in plain Englifiie zone of merits and rewardd)e survival
reactor.

The primitive says: your pretty brand may get you to the door but itneil

guaranteeyou a chair at my table. The primitive is all abatalue merits
You muddle with your brand value you lose everything.

THEAGE OF IMAGE CONSUMPTION

A PCTURE IS WORTH A THOUSAND WORDS:

Does this sound familiar? If the answer ésydoyou know why we say it?
y GKS ySEG aS3aySyid ¢S Qidentificherdidstive
why we use this term.

THE RETINAL IMAGERY

The optic nerves channel the image via the retinal zone as
eletrical impulses in the neuronal circuits to the brain

TWO EYES = STERED ViSION = DEPTH PERCEPTION

LEFT WISUAL AHSLE @ 212mn

B

94 T
OPTICAL TRACT \

S POREATION BISTRIEUTION TOWARD CORTEX
CONECIOUS FERCEFTION ANALTSIS

2
OPTICAL CHIASMA

RIGHT HEMISPHERE

HFORMATION REFINMENT CENTER ventral path
IMTRINSIC AMALY
dorsal patn iR LT
EXTRINGIC PROFRITY AMALYEIS:
SPALCLAL POSITION ORIENTATION

3D CONSCIOUS IMAGE

AAGES ARE COMPARED AND MALOAMATED AT THE CEREERAL LEVEL T8 POk
AHEIUE TRICIMERTIOMAL IMACE
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an in depth presentatiorBut we can tell you this, not having the precise
AYF3IS GKIFIG NBFfSOGa GKS O2yadzYSN
and the right brain hemispheres to it, will be treated as non credible.

In the previous image, takelook atthe red dotinthem RRf S @& 2
that it is connected to the emotional hemisphere of the brain witile
prefrontal cortex (rationglis in the outer layer of the brain.

Studieshave proverthat before the act of purchase is activated, the
pleasure zone of the braireactsat 500 milliseconds beforthe rational
zone The Rtamen is the pleasure zone that releasigpamineinto the
blood (related to thesensationof pleasurg before the act of purchase

&E T BN MALING

TELEMETRIC SYST

BIO-INSPIRED 4 o]
DECODER

3D CONSCIOUS IMAG

IMAREE ARE COMPARED AND MALGAMATED &Y THE CEREBRAL LEVEL T0 POk
B vneuE TR TR RAGE

It is nowonder thatour impulses can lead us omariouswild sprees of
spending. And it iso wonder that banks gladly offer you credits cards
because they are well aware of the human pleasbased spending
behavior.
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Thepurchasing act

Decoding the brain buying stimuli:

REVENDICATE

ST: DEMONSTRATE / D1

FRUSTRATION "]

RESTORE TRU | MMFFERENTIATE
YOUR OFFERING AND THAT OF THE COMPETITION
B
DIAGHOSTING THE CLIENT

‘ s ‘ ADDED VALUE
FRUSTRATION AHD HOW TG
SOVE THIM DEMONSTRATE THE
VALUE-ADDED SOLUTION YOU
°/ BRING THE CLIENT

ACT OF PUR\CHASE

ACTIVATE THE PURCHASE ACT

THE 6 FUNDENNMETAL BRAIN STIMULI

1) The reptilian brain is selfentered

2) He reacts only in contrast situations. noiség'silence

3) He only understands basic elements

4) He only concentrates on thgeginningand the end

51 SQa | daxhé &ptical hedivdsltransport 28mes
more information than the audible).

6)1 SQa @GSNE SY20A2YyLl @

http://btoone.com



http://btoone.com

The corporate identity:
(the logomemoly test)

1-

Letus introduce:Johnsmith

John Smith: 2 names John and Smith

Letus introduce:JohnEdward WilliamWayne Smith

5 names John, Edwardilliam, Wayne Smith

Letus introduce:JohnEdward WilliamWayneBernardSmith

6 names John, Edward, Williariyayne,BernardSmith

Letus introduce:JohnEdward William Smith

4 names John, Edward, Willig®mith

Letus introduce:JohnEdwardWilliam WayneBernardKaycee
Smith

7 names John, Edward, WilliakWayne,BernardKaycee Smith
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Alert:

DO NOT look at the next page
and answer the following question

What are althe namedisted in#3 of the previous page
Please take agw moments to think andhen look at thenext page for the answer

If you respectedhe previous , the answer is:

2dzOQNB dzyl 6t S G2 NIX

Why are youunable to remember?

Introducing theHippocampus
also called theLTM (long term memory)




Let us get intimate with our HippocampusOur memory stock room
{AyOS @&2dz 6SNB dzyl6fS G2 NBYSYo0SNJI
alone anyone else would have alfaled the same test and here is why:
Humansas well as animals, when confrontedth organizing objects into a
hierarchy, and are forcetb prioritizea given set of objectsimultaneouslytheir

hippocampughuman long term memoryjannot yield attention to two or more
at objects once

It is normal for the human brain to be unable temember a set of six names
previously read.

The Corporate logo

TAKEA LOOK AT THESE COMPANIES CORPORATE ID EVOLUTION

Why do companies change their logos? Why do thelgreaxd?Here is a
cohesive reason.

Follow the process till the end and iililbecome clear how a logo design is mc
of amethodological process than just a personal decorating project.
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Have you noticed anything in all previous corporate logo evolution?

Takea look at all of their final logo design outconse



Xerox @) NOKIA

47 ] CossecTING PEOFLE

Microsoft

Canon

And take a look at the following logos together

What do they all have in common2 QY & dzNB & i &m@m@lﬁé I

Market leaderscorporatelogos involve anethodologicabdesignprocess Their logos are
based on the famousredibility-based formulaby Saulbass
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