
 

1 

BRAINS BRANDS 
& BEHAVIOR 
The Power of Pragmatic Brain ScienceÊ 
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ñFor a long while many social scientists have been unhappy with degree of explanatory depth that 

belief and desire based cognitive constructs can provide [to explain brand selection and usage]ò  

-Byron Sharp 

Has Our 

Industry 

Had  

Blinders 

On? 

 

Across the industry, researchers are questioning the use of traditional 

metrics to explain product selection and usage 
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The goal should be to go beneath the surface of stated answers, to get 

at the underpinnings of decision making 

ÁDecision making is typically quick! 

Á  based on emotion and non-conscious 

processing 

 

ÁResearch typically gets at  ñhigh attention 

processingò  

Áusually isolates rational message delivery 

(filtered recall) 

 

ÁEmotional marketing can be highly effective  

Ádevelops a gut reaction which later 

triggers action   

 

ÁEffective marketing is about  long term 

memorability  

Á  registered at lower levels of consciousness 
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Quick!  What impressions come to mind? 

 

 

Trusted Sensitive 

Macho Intimate 

Gentle Dynamic 

Silly Strong 

Genuine Fun 

Likeable Confident 
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Now What? 

 

Trusted Sensitive 

Macho Intimate 

Gentle Dynamic 

Silly Strong 

Genuine Fun 

Likeable Confident 
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How do they compare?  How do we register that comparison in 

research?  How does it affect consideration and behavior? 
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LRW Decision Framework Analysis Considerable evidence suggest that the basis of most decision making 

goes on under the surface.  Research should reflect this process.   

Conscious Non-Conscious Decision Process 

More  

Tangible 

More  

Intangible 

D
e
c
is

io
n
 C

ri
te

ri
a

 

Instinctual 

Buying 
Habitual  

Buying 

EMOTIONS,  

SIGNALS & 

SENSATIONS 

FEATURES &  

FUNCTIONAL 

BENEFITS 

Dual-Process Model 

LRW Decision Framework Analysis 



8 

Disruption is challenging in the Pharma categoryé but there are clear 

opportunities 

ÁMarketing highly regulated 

 

ÁOften no ñclearò best option to meet patient needs  

 

ÁRational arguments are limited 

 

ÁMany categories highly impacted by generic 

competition 

 

ÁTwo party decision making, Doctor and Patient  

ÁLanguage used for products can be quite 

different 

ÁDoctor influenced by patient expressed needs 

ÁPatient influenced by doctor experience 
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The patient/doctor treatment decision can be rooted in facts, but is 

generally driven by emotional and non-conscious associations 

Iôm experiencing problems with 

é.  What can I do about it? 

Helps to explain the success of 

the mega brands like the 

ñPurple Pillò 
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THE OPPORTUNITY 

Decisions are driven by nonconscious 

or emotional processes. Companies 

that leverage this knowledge will: 

Å Create marketplace advantages 

and build better strategies 

Å Build better brands, marketing 

and communications 

Å Improve decision making and 

predictive capability  

Å Improve customer experience, 

products and services 

Pragmatic Brain Science®: Illuminating the Way Forward 
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THE SOLUTION 

Å Based on extensive academic 

work 

Å Complementary to current 

approaches 

Å Scale-able to large 

representative samples online 

Å Relevant to a wide range of 

business problems 

Å Cost Effective 

Powerful tools incorporate-able into 

standard research instruments 

Pragmatic Brain Science®: Illuminating the Way Forward 
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ÁAssociations in the 

mind or gut reactions 

ÁActivated 

automatically outside 

awareness 

ÁUnknown, unable, or 

unwilling to express 

Intimacy 

Tubs 

Sex 

Respect Time 

Connection 

Love 

BRAND 

Togetherness 

Non-

Conscious 
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WHAT IS 

EMOTION? 

ïFirst Automatic 

ÅGood / Bad  

ÅPhysiological 

change 

ïThen More Conscious 

ÅAttention 

ÅAppraisal 

ÅRelevance 

ÅSpecific emotions 
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