Consumer

The "Why" Behind the Buy

In recent years, the practice of
consumer neuroscience has
made strides in accessibility and
affordability, offering brands a
way to understand customers
on a deeper level.
We spoke to marketers and
experts across industries to get
their opinion on the value and
viability of this emerging trend.

“We have very consistently found a
positive and significant relationship
between strong response with consumer
neuroscience tools and in-market sales
performance. What that does is gives us
confidence that, if we can help our
clients get that strong response, they're
going to have more success in market.”

Laurent Larguinat,
Director of Consumer
Market Insights at Mars,
said biometrics predicted
real sales results of TV ads
78 percent of the time,
compared with 58 percent
success for survey-based testing.

“The output from this
[neurological testing]
research was so telling
and specific that it’s
probably the most defined
feedback I’ve seen in 30
years of doing this.”

Steve Howard
CMO |



Improvements to the cost,
availability ease-of-use, and
portability of enabling technologies
are lowering the barriers to usage.
All of these developments
will improve the credibility of
consumer neuroscience and
accelerate adoption.

“Without the use of consumer
neuroscience tools, you’re
missing a big part of what’s
happening in a consumer’s brain.”

Top Consumer Neuroscience

Techniques and Applications
While neuroscience techniques that track
biometrics and brain physiology can give
marketers an unprecedented depth of
consumer knowledge, the following
methods are currently more popular, due
to their mobility and affordability.

Eye Tracking
Monitors the direction of a consumer’s
gaze and eye movements to pinpoint
where they’re looking on a screen, a store
shelf, or elsewhere as a measure of
visual attention.

Facial Coding (FC)
Measures, in real time, the emotional
facial expressions of consumers as they
experience marketing content.

Implicit Association Test (IAT)
A method of understanding
information—specifically semantic
associations—that individuals are unable
or unwilling to verbalize. The IAT and
related measures use the speed with
which respondents

To learn more about how
marketers are using consumer
neuroscience, check out the
full research report.
You can also visit ANA's Marketing
Futures Hub for other cutting-edge
marketing topics that are changing
the world of marketing forever.
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