
AN INTRODUCTION TO CONSUMER 
NEUROSCIENCE 

 

ANDRE BREEDT 

BUILDING BETTER BRANDS 
WITH NEUROSCIENCE 
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THE BIG QUESTION… 
 
WHY USE NEUROSCIENCE TO 
UNDERSTAND CONSUMERS? 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 



C
o

p
yr

ig
h

t 
©

20
12

 T
h

e 
N

ie
ls

en
 C

o
m

p
an

y.
 C

o
n

fi
d

en
ti

al
 a

n
d

 p
ro

p
ri

et
ar

y.
 

10 

SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SHOUT OUT THE COLOUR AS FAST AS YOU CAN! 
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SUBCONSCIOUS INFLUENCES 
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SUBCONSCIOUS INFLUENCES 
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SUBCONSCIOUS INFLUENCES 
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SUBCONSCIOUS INFLUENCES 
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SUBCONSCIOUS INFLUENCES 
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SUBCONSCIOUS INFLUENCES 
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SUBCONSCIOUS INFLUENCES 
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SUBCONSCIOUS INFLUENCES 
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TRADITIONAL CONSUMER INSIGHTS MODEL 
Does it tell the whole story? 

Market Data 

• POS  

• Panel 

Consumer Data 

• Focus Groups 

• Questionnaires 

A Complete View  
of the Consumer 

ASSUMPTION 
Consumers are able to fully comprehend, access,  

and articulate their thoughts and feelings 
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WHAT REALLY DRIVES DECISIONS? 
Emotions are really important! 

NON-CONSCIOUS  
EMOTIONAL VALUES 

Emotions 
create value 

Emotions bias 
what  

we believe 

Often, emotions 
(instinct) lead directly 
to purchase 
 

This is the classic path 
to purchase 

CONSCIOUS FACTS  

What we 
“know” 

about the 
brand 

* This  model is based on the Somatic Marker Theory proposed by Antonio Damasio in his book  Looking for Spinoza: Joy, Sorrow and the Feeling Brain ( Harcourt, Orlando 2003).  For more detail 
see Bechara, Antoine and Damasio, Antonio “The Somatic Marker Theory:  A neural theory of economic decision” Games and Economic Behavior, Volume 52, 2005. 

Choice X 

Choice Y 
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reason emotion reason & emotion 
work together 
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SYSTEM 1 
thinking fast 

intuition 
automatic 
emotional 

 

SYSTEM 2 
thinking slow 

rational 
deliberate 

logical 

two modes of thinking 

TWO MODES OF THINKING 
We can always chose to think, but we often chose not to 
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THE FAST BRAIN IS MORE EFFICIENT 

• Much of the brain’s processing 
occurs subconsciously 

• Brain weighs approx 3% of body, 
but consumes about 20% of its 
energy 
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ACCESSING BOTH SYSTEMS 
Acesss fast and slow thinking 

*As described by Daniel Kahneman, in his Nobel Prize for Economics acceptance speech, 2003. 

SLOW THINKING 

Used for tasks  
like taking tests  
and filling out 
questionnaires 

FAST THINKING 

Used for tasks like 
watching ads and 
making most day  
to day purchase 
decisions 

Traditional research 
only accesses our 

rational brain 



METHODOLOGY 
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THE NIELSEN NEURO STUDY PROCESS 
Overview of steps… 

Subject Recruitment Subject Preparation System Calibration 

Meets both client 
specifications and 

neurological guidelines. 

Electronic sensors attached to a 
cap.  Gel placed on each sensor to 

facilitate signal conduction.   

SUBCONSCIOUS 
RESONANCE Baseline 

TIME-FREQUENCY 
ANALYSIS 

SUBCONSCIOUS 
RESONANCE Lift 

Neurological responses and 
eye-tracking equipment is 

calibrated.  
 

5 

6 9 5 

7 

2 1 8 

3 

Existing depths of 
association with key words 
or branding is established. 

Exposure to the stimulus.  
Neurological responses tracked 

over 500 times per second in 
all areas of the brain.   

 

Changes (lift) in depths of 
association with key words 
or branding are measured. 
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RESONANCE 
Rethink your research 

NEUROLOGICAL 
EFFECTIVENESS  
+ RESONANCE 

EEG 
Fully capture activity  

across all brain regions 
 

EYE-TRACKING  
Pinpoints hot zones  

Measure real-time responses to your marketing materials 
 at both the conscious and subconscious levels 
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THE WAY TO MEASURE WHAT MATTERS 
Emotion, Attention, and Memory 

ACTION  
INTENT 

EMOTIONAL  
ENGAGEMENT 

PRIMARY MEASURES 

DERIVED MEASURES 

MEMORY  
ACTIVATION 

COMPREHENSION 

NOVELTY 

ATTENTION 

NEUROLOGICAL  
EFFECTIVENESS 



MAGAZINE COVER CASE STUDY  
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STUDY OVERVIEW 
Stimuli Tested 

Three Magazine Covers 

Design B Design C Design A 

Key Messages: Eye-Catching, Intriguing, Must-Buy 
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STUDY OVERVIEW 
Participant Definition 

SCREENING CRITERIA 

• Ages 21-54 

• Purchasers of “New Scientist” magazine from 
news-stands 

PARTICIPANTS 

London, UK 

0% WOMEN 

100% MEN 

20 PARTICIPANTS 
TESTED IN 1 CELLS 

TEST LOCATIONS 



KEY FINDINGS 
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DESIGNS A AND B ARE HIGHLY EFFECTIVE  
Both designs are in the top 20% of the Nielsen Neuro database. They are highly 
effective and highly likely to drive action among consumers 

Overall Effectiveness Action Intent 

DESIGN A 
DESIGN B 

DESIGN A 
DESIGN B 

DESIGN C 

DESIGN C 

Quintile Distribution* 

81 – 100 
Well Above Average 

61 – 80 
Above Average 

41 – 60 
Average 

21 – 40 
Below Average 

0 – 20 
Well Below Average 

DESIGN A 

DESIGN C 

DESIGN B 
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DESIGN B IS THE MOST EFFECTIVE COVER 
It is significantly more effective than the other covers  

 

Individual Key Metrics (as estimates of the population) are significant at a 95% confidence level of  +/- 0.2 (an overall difference of 0.4 to conclude statistical significance). 

7.5 

8.2 

6.5 

5

5.5

6

6.5

7

7.5

8

8.5

9

DESIGN A DESIGN B DESIGN C
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DESIGN B IS THE MOST EYE CATCHING COVER 
It is significantly more effective than the other covers  

 

Individual Key Metrics (as estimates of the population) are significant at a 95% confidence level of  +/- 0.2 (an overall difference of 0.4 to conclude statistical significance). 

D
IS

TR
IB

U
TI

O
N

 

DESIGN A DESIGN B DESIGN C 

LEVEL 5 
Exceptional 

3% 

LEVEL 4 
Excellent 

7% 

LEVEL 3 
Strong 

20% EYE-CATCHING 

LEVEL 2 
Good 

35% EYE-CATCHING EYE-CATCHING 

LEVEL 1 
Fair 

31%   

NO RESONANCE 
None 

4% 
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ALL ELEMENTS ARE EFFECTIVE ON COVER B 

ZONES DESIGN B EFFECTIVENESS 

1 8.2 

2 7.7 

3 8.7 

Consumers focus on the central 
image and story headline first. 

These elements drive high levels 
of appeal.  

 
Consumers then explore the 

magazine headline and the rest 
of the image. All elements drive 

high levels of appeal 

3 

2 

1 



C
o

p
yr

ig
h

t 
©

20
12

 T
h

e 
N

ie
ls

en
 C

o
m

p
an

y.
 C

o
n

fi
d

en
ti

al
 a

n
d

 p
ro

p
ri

et
ar

y.
 

50 

ALL ELEMENTS DRIVE APPEAL IN DESIGN B 
The comparable areas perform much higher on Design B 

DESIGN A DESIGN B DESIGN C 

COVER HEADER 7.6 8.7 5.2 

STORY HEADER 6.9 7.5 6.2 

MAIN IMAGE 8.1 8.2 5.2 

Even though design A scores as well as B on the main image the other 
elements mean design B is more effective overall  



C
o

p
yr

ig
h

t 
©

20
12

 T
h

e 
N

ie
ls

en
 C

o
m

p
an

y.
 C

o
n

fi
d

en
ti

al
 a

n
d

 p
ro

p
ri

et
ar

y.
 

51 

THE SUB HEADING IS WEAK ON DESIGN A 

ZONES DESIGN A EFFECTIVENESS 

1 6.9 

2 7.6 

3 8.1 

Although the image and main 
headline are effectivee, the sub 

heading is weak 
 

Cluttered background imagery 
and small text is difficult for the 

brain to process 

3 

1 

2 
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ALL ELEMENTS ARE WEAKER ON DESIGN C 

ZONES DESIGN C EFFECTIVENESS 

1 6.9 

2 6.2 

3 5.2 

The yellow headline is less 
effective than the red text on A 

and B 
 

Smashing glass imagery is less 
effective than space imagery in 
B. Smashed glass likely causes a 

withdrawel response in 
consumers 

3 

2 

1 
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SUMMARY 

• Both A & B are effective neurologically and both 
will drive action among consumers  

• However B is the overall winner: 

 It is highly effective in all cover elements 
(image, article title & magazine title) and they 
work well together to make it overall 
appealing to consumers 

 It is very eye catching and emotionally 
engaging, therefore it is likely to grab 
consumer’s attention on shelf and encourage 
them to buy the magazine 

Overall cover B is the winner; choose this cover 
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Three candidate covers were tested using Nielsen Neuro metrics 

Graham Lawton, New Scientist Deputy Editor:  
“… neurologically speaking, there was a clear winner which 
stood out noticeably from the other two possible covers. “ 

The results … 

• Second highest selling issue 
of the year 

• Especially unusual for the 
normally quiet month of 
August 

• 12 per cent increase over 
the same issue in the 
previous year  

• “We would certainly say the 
experiment was a big 
success." 

NEURO-SELECTED MAGAZINE COVER 
Cover chosen out of 3 candidates exceeds performance expectations 
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NIELSEN CONSUMER NEUROSCIENCE 

GLOBAL PRESENCE 
• 225 associates globally 
• Fully-dedicated client service staff in:  

• NA: US, Canada 
• LATAM:  Mexico, Colombia, Brazil, Panama 
• EU: UK, Germany, Hungary, Russia, Belgium 
• Asia: China, Japan, India, Australia, Thailand, 

Malaysia, Singapore 

UNPARALLELED EXPERTISE 
• 16 Neuroscientists on staff 
• Strong Science Advisory Board 

RESEARCH & DEVELOPMENT 
• 20 FT R&D staff in the US & India with  

over 50 patents granted to date 
• ~10 FT Engineering development staff 

Nielsen 
Neuro 



THANK YOU 

André Breedt 
Andre.Breedt@nielsen.com 
 
 


