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Across the industry, researchers are questioning the use of traditional

metrics to explain product selection and usage

Has Our
Industry
Had
Blinders
Oon?

whil e many social scientists have bee

desire based cognitive constructs can
-Byron Sharp
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The goal should be to go beneath the surface of stated answers, to get
at the underpinnings of decision making

A Decision making is typically quick!
A based on emotion and non-conscious
processing

A Research typicallygetsat ihi gh att ent
processingo
A usually isolates rational message delivery
(filtered recall)

A Emotional marketing can be highly effective
A develops a gut reaction which later
triggers action

A Effective marketing is about long term
memorability
A registered at lower levels of consciousness
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Quick! What impressions come to mind?

VIAGRA’

(sildenafil citrate) tablets
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Now What?
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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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Considerable evidence suggest that the basis of most decision making
goes on under the surface. Research should reflect this process.
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Disruption is challenging in the Pharmac at egor yé but t hi

opportunities

A Marketing highly regulated

AOften no ficlearo best opt
A Rational arguments are limited

A Many categories highly impacted by generic
competition

A Two party decision making, Doctor and Patient
A Language used for products can be quite
different
A Doctor influenced by patient expressed needs
A Patient influenced by doctor experience



The patient/doctor treatment decision can be rooted in facts, but is
generally driven by emotional and non-conscious associations
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Therex just something about Purple.

Nexium.
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Helps to explain the success of
the mega brands like the
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Pragmatic Brain Science®: llluminating the Way Forward
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THE OPPORTUNITY

Decisions are driven by nonconscious
or emotional processes. Companies
that leverage this knowledge will:

Create marketplace advantages
and build better strategies

Build better brands, marketing
and communications

Improve decision making and
predictive capability

Improve customer experience,
products and services
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Pragmatic Brain Science®: llluminating the Way Forward

THE SOLUTION

A Based on extensive academic
work

A Complementary to current
approaches

A Scale-able to large
representative samples online

A Relevant to a wide range of
business problems

A Cost Effective

Powerful tools incorporate-able into
standard research instruments
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Togetherness

.

Non-
consclous

AAssociations in the
mind or gut reactions

AActivated
automatically outside
awareness

AUnknown, unable, or
unwilling to express
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WHAT IS
EMOTION?

First Automatic
A Good / Bad

A Physiological
change

" Then More Conscious

A Attention

A Appraisal

A Relevance

A Specific emotions



