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Success

understanding

Influencing
human behaviour.
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A shallow understanding & knowledge
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Vincent Van Gogh, Starry Night — 1889
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Marketing is NOT an art
Marketing is a SCIENCE




The Dawn of a New Era,
The Neuro Transformation
of Marketing.
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The neuro-transformation of
marketing

Installing a process

that systematically enhances
A brand's capacity to influence
what people LIKE and BUY
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+150 BRANDS | 34 COUNTRIES | 150 MILLION CONSUMER RESPONSES
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SENSORIAL IMPLICIT EXPLICIT
INPUT EVALUATION EVALUATION
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Le decision
centre

The
Implicit mind
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Price

Immaterial Motivations Material Motivations
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COMPETITOR
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Material Motivations

low

low Immaterial Motivations high



Consumer Category Expectations

Sexuality / Lust / be attractive

Recognition / Appreciation / be admired

Self development / Purpose / best version of myself
Individuality / Self centeredness / me time
Individuality / Autonomy / be myself
Individuality / Self centeredness / think of myself
Individuality / Autonomy / feel free
Individuality / Non conformism / be authentic
Certainty / Stability / familiarity

Belonging / Relatedness / be with friends
Individuality / Control / be in control
Individuality / Non conformism / be original
Certainty / Reassurance / safe choice
Recognition / Be respected / be valued
Individuality / Non conformism / be unique
Recognition / Be respected / be successful
Self development / Understanding / to explore
Belonging / Conformism / blend in

Sexuality / Intimacy / be romantic

Self development / Critical autonomy / be assertive
Power / Prestige / to impress

Recognition / Attention / be noticed
Recognition / Significant / be a role model
Sexuality / Intimacy / be sensual

Recognition / Attention / to stand out
Recognition / Significant / be influential
Recognition / Appreciation / get recognition
Recognition / Appreciation / be popular
Sexuality / Lust / be sexy

Recognition / Attention / get attention
Sexuality / Intimacy / to flirt

Sexuality / Lust / to seduce

Power / Prestige / to show off

Belonging / Conformism / follow trends

Power / Authority / to dominate

High Impact

Moderate Impact

Low Impact

Negative Impact



Category Expectations vs Brand Performance

Sexuality / Lust / be attractive

Recognition / Appreciation / be admired

Self development / Purpose / best version of myself

Individuality / Self centeredness / me time

Individuality / Autonomy / be myself

Individuality / Self centeredness / think of myself

Individuality / Autonomy / feel free

Individuality / Non conformism / be authentic

“ Brand A B Brand B
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La Neuro-Transformation maximises your
Influence on preference & purchase

&
Increases the perceived value of a brand.
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Geef je huid de kracht van

. ’
72u rehydratatie. T E
Nieuwe technologie met aloé vera. K l N C ' V
Moisture Surge™72-Hour Aut&Re_plenishing Hydrator.

Op allergie getest. 100% parfumvrij
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v LET YOUR SKIN
BE BORN AGAIN
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ALOE VERA
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©2018 Clinique Laboratories, LLC

~ Nieuwe technologie .
. met aloé vera. '

CLINIQUE

Geef je huid de kracht van
72u rehydratatie.

Nieuwe technologie met aloé vera.
Moisture Surge™ 72-Hour Auto-Replenishing Hydrator.
Op allergie getest. 100% parfumvrij.

Shop online op clinique.nl

Het #1 merk in moisturizers, vanaf

€20
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De verleiding van perfecte huid,
gehvdrateerd door Moisture Surge.

Shoporine og dinguent

Met #1 merk in moisturizers, vanat

€20

CLINIQUE
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high

De verleiding van perfecte huid,
gehydrateerd door Moisture Surge.

soperirooccnmen

Geefje huid de kracht van
72u rehy

CLINIQUE

Material Motivations

low

low Immaterial Motivations high
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mokin melstuzars vrat.
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CLINIQUE

Geefje huid de kracht van
72u rehydratatie.
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Material Motivations

low

low Immaterial Motivations high
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The Neuro-Transformation enables you to
optimise the entire marketing mix.
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Uma Thurman
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FEVER-TREE

Material Motivations
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low Immaterial Motivations high
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Material Motivations

low
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The Neuro-Transformation process
allows you to construct ALL

marketing & sales initiatives according
to the customer's material & immaterial
purchase motivations.
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Frustration of goals
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“Implicit motives determine
which actions are experienced
as rewarding and satisfying.

Goals that do not align
with implicit motives,
cannot bestow feelings
of reward or satisfaction”

Joachim Brunstein, Professor of Psychology, University of Giessen, Germany.
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Festivals Festivals
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De verleiding van perfecte huid,
gehydrateerd door Moisture Surge.
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Cost

De verleiding van perfecte huid,
gehydrateerd door Moisture Surge.
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Be admired
Be attractive
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10,28€ 10,35€

MAYBELLINE
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Material Material

75% satisfaction 73% satisfaction
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10,28€ 10,35€

MAYBELLINE

Immaterial Material Immaterial Material

82% satisfaction 75% satisfaction 55% satisfaction 73% satisfaction
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Here’s the way | see it

kind to animals

13

from Rimmel London

where clean works

of make-up
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free from fragrance

new kind & free

16



! i

Rehson L]




2 FOR V“

[ *12

RIMME L )

Rehson L]



wNil
WINGS VOLUNE

Reason (]



high

Material Motivations

low

low Immaterial Motivations high

Rehson L]



