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Hjernen bag kebet
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Hvorfor er det sddan, at

8 2% af reklamer

99 % af reklamer
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PROBLEMET

Marketing har omfattende problemer

82% 47% 64% 99.4%

of content is ignored of content is seen as of content drives of content is forgotten

irrelevant or annoying negative emotions

SO BLACK JACK -
REVEAL YOUR DARK SIDE ‘\‘Hm
4 \

713%

of advertising spent (A $740 billion market - $540
does not drive impact billion without impact)
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The Attention-Irritation Gap

42%

14% 15%
13%
1%

9% 8%

4%
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Attention «Oelrritation
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13%°
f the money I spend on

advertising is wasted; the trouble
is I don't know which half

John Wanamaker




Neuromarketing
1. Ny laering
2. Nye
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Product Price Choice Fixate

Godiva Chocolate

Valget traeffes

inden du er klar over det!

Knutson et al. (2007). Neural Predictors of Purchases

Neuron, 53(1), 147-156
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Types of brand associations Favorability of brand associations
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https://docs.google.com/file/d/1md6UEEH-1FYCXij311kRDO7oigXPTRHm/preview
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Testing &
predicting
on all social
media
platforms



https://docs.google.com/file/d/1sjG6oDM7ZW8mJ9wKVU2wY-03CO7cYHQ7/preview

neurons

Tech & Media
Google
Schibsted

Teads

N Meta

Hjernelsering pa tvaers af industrier

Entertainment

2ROVIO

Retail

TARGET

COoOp

PANDORA

FIVE GUYS

TESCO

Finance & Insurance

VISA

)

MONEY

i

Caplta/l()ne

Consumer Brands

LOREAL

PALMOLIVE

Grisbetg

e

ESTEE
LAUDER

COMPANIES

Agency

IKANTAR

dentsu

"
e
i
PUBLICIS GROUPE

m Omnicom
MediaGroup



",

neurons



http://www.youtube.com/watch?v=0NUYLqTENos
http://www.youtube.com/watch?v=o_8wAoh93jw
http://www.youtube.com/watch?v=W-RKAjP1DtA
http://www.youtube.com/watch?v=dEX1TlzySmY&t=45
http://www.youtube.com/watch?v=77Wb-ZOY1Gc
http://www.youtube.com/watch?v=BOrg2oc3-rQ&t=1657
http://www.youtube.com/watch?v=JirEU2kIVd0&t=125
http://www.youtube.com/watch?v=DZHeD1cqT3Q
http://www.youtube.com/watch?v=KArwR8gAZhU&t=45
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Udfordringer i marketing

MINDRE BUDGETTER

faldet fra >11% til under 8% (ift
omsaetning) siden 2019

MINDRE TID

Starre fokus pa volum og kortere
leveringstid, pa bekostning af
originalitet

)

<)
\
KOMPLEKST MEDIELANDSKAB
Antal kanaler og undertyper er
eksploderet
/
\

FORBRUGERMODSTAND

Flere forbrugere har en
“immunrespons” til reklamer, negativ
brand effect

/
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Getting attention is just the first step.
What you do with that attention—how
you build memory structures and
associations—is what really matters
for long-term brand growt
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Forbrugerbeslutninger er et resultat af
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Ubevidste valg

sker

Emotions @ Memory

300 ms — emotions begin 1000 ms — conscious
(especially "relevance" evaluation) feelings & thoughts
Attention (O Cognitive Load
50-100 ms — automatic 400 ms — cognitive responses,
(bottom-up) attention categorization, recognition
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Bliver den

SET?

<

TikTok 7

Hanging out with the

FABFAM

Then start your
saving now!

Hitt
Guintoroios:

B calasigmion
R s amarE ot
B veo

Bliver den

HUSKET?

@ YouTube




Tal til de mange
U
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4 forskellige former for opmarksomhed

Bottom-up Top-down Emotionel Kognitiv
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if E Dadens hjerne

51%

Reklamer som har brand Hvor mange ser brandet i
nede i hgjre hjgrne hgjre hjgrne



Engager de

ubevidste
]
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Emotionelle friggers

Wanting
Incentive salience

Smoking

Liking
Hedonic experience
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Bliv og
undga overload!
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Forstaelse

“And now here is my secret, “riverrun, past Eve and

a very simple secret: It is only Adam’s, from swerve of
with the heart that one can shore to bend of bay, brings
see rightly; what is essential us by a commodius vicus of

recirculation back to Howth

is invisible to the eye. Castle and Environs.”
“The Little Prince”

by Antoine de Saint-Exupéry “Finnegans Wake’

by James Joyce
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https://docs.google.com/file/d/0BwdhO8_xGLV2UnNpRE14cDRrcXM/preview?resourcekey=0-mcZPrTJHDkk1K2MRJC5pbQ

CONSCIOUS LIKING SUBCONSCIOUS EMOTIONS

6.5 65

BAD CUSTOMER EXPERIENCES ARE COMPARABLE TO | . Eﬁ .

WATCHING A HORROR MOVIE . -

’ 50
45 i B - E
' 40 n
* 35
’ 30
Nodelay  Mediumdelay  High delay No delay Medium delay ~ High delay
AN

With higher delays, users begin to
transfer some blame from the service

provider to the content provider




Eksempler
fra studier
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100%

75%

50%

% SEEN

25%

0%

25%
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BONNIER
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Platforme har betydning!
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Social Media
Effectiveness Study
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What is your

O

#1SECONDSTRATEGY?
67% 10% >50%
of ads are seen of ads are create an emotional of ads are create a memory
response response
400 ms 700 ms 1 sec

0O @ Y ® =srii yahoo!
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Gennemsnitlig reklameeksponering

3 4 SEKUNDER
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Drop Off Rate Drop off by seconds

Nettavisen 1:1

Nettavisen 9:16

YouTube Instagram
@ TikTok Snapchat
100% ﬂ VG TV TV 2 Play
2 Cinema ™v
90%
so% ¢
70% T
Na. ]
60%
o) Streaming
50% o platforms sustain
a longer
40% .
attention span.
30%
20% @
10%
0%
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Attention Drop-Off Rate on Instagram

Viewer drop-off rates over ad durabon percentages.

Legend

100% ~— AbercrombieAndFitch

— Forever21

Pringles

Quaker

- Takis

Drop-off Rate: Percorage ol people who
hivve viewed the t 1

Retention Rate

furation, and beyont

100%
Ad length percentage
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Reklamens
kreative form ==
driver

90%

af marketing
success!

Creative
90.0%

Google I/0 2023
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Marketing performance males med “lagging indicators”

99% AF AL KPI TRACKING

Lagging indicators

Predictive Al Altid et skridt efter og efter kampagnelancering

Cognitive Demand

e ) Click-

through rate ROAS

Campaign
launch

3s Post Market

Bounce rate CVR
Research

Time
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Eye-Tracking

Eye-Tracking

Eye-Tracking

NEURONS Al




neurons Model prediction



https://docs.google.com/file/d/1Mi9T1PAsIyRc7mPCkmtY88bCiZuCa0b9/preview
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Thomas / 1536x864_cmsv2_14e938f5-46bf-5ba...

AN EAGLE

SIEENEY

5.7 [AWNS

Brand building ashion & A

<~ Neurons Impact Score

Launch ;7

74 ( \

Optimize: The asset has strong headline and memory performance but needs
improvement in product and initial focus areas.

) Top Scores ®
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@; Compare

Al Insights

o" Insights

The American Eagle ad successfully captures attention with
Sydney Sweeney and clever wordplay, but misses opportunities
to showcase the actual denim products. While viewers
eventually notice the headline and brand elements in later
viewing seconds, initial attention is scattered rather than
strategically directed. The model's face dominates viewer focus
at the expense of the jeans and jacket, which receive only
peripheral attention despite being the featured products. The
minimalist gray background creates insufficient contrast to
highlight key selling points, limiting the emotional impact and
product-brand association. To strengthen this brand-building
asset, consider increasing visual emphasis on the denim
products through improved lighting, positioning, or color
contrast, while maintaining the successful headline wordplay
and celebrity appeal.

How would you rate this summary?

Brand Building Impact

A The Memory score of 74.7 is within the industry

H The Attention score of 69.2% for Headline text is 10/10
1 within the industry benchmark. 4

The End Focus score of 84.7 is within the industry a0

S 10/10
“ benchmark.



> heurons ORIGINAL IMPROVEMENT PROTOTYPE

Al recommended:

Make the brand bigger and
more central

Move the product a bit up,
increase color contrast, and
increase size

COCO || ll/S A

| MADEMOISELLE

Brand attention: 10.2%
Product attention: 25.2%

Brand attention: 5.4%
Product attention: 9.5%
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