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Subhead: UFOs, aliens and houses on Saturn or Mars may still be sci-fi fodder, but mind 
reading might just be a lot closer than we think 
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Reading and manipulating one's thoughts are tales reserved for Jedis and science fiction evil villains. 
Last time we checked, advances in neuroscience are nowhere near achieving this as well. 
Neuroscience, however, has discovered ways to use existing technologies to gauge what the normal 
consumer wants and what they need, all in the name of market research. This brought forth a new 
term coined, neuromarketing.

Neuromarketing is simply applying neuroscience in measuring customer reactions toward a certain 
product or service. This involves the use of several accepted equipment that will record and acquire 
data from human brainwaves. Yes, human brainwaves. Now I got your attention.

Before you concoct images of whitewashed laboratories with nerdy scientists poking into an exposed 
brain, let me explain the process in details. Or better yet, I'll let the experts handle it.

“Neuromarketing is an applied extension of neuroscience, using scientific brain scan technology to 
measure consumers’ preferences for marketing research. The keyword here is "scientific” explains 
Everett Tan, consultant for market research firm, Business Private Eye. He continues to enlighten us 
that this doesn't mean that the other traditional research methods are not scientific. It's just that the 
method in question is more scientific than the others.

Of Sensors and Stimuli

Traditional market research tools include surveys, taste tests, and focus group discussions where you 
get active participation and direct answers from respondents. Neuromarketing, on the other hand, 
depends more on the data recorded from the test equipment. These equipment are nothing new to 
neuroscience practitioners, they are the EEG (electroencephalography), fMRI (functional magnetic 
resonance imaging), EM (electromyography) and the GSR (galvanic skin response).

One company majorly involved in neuromarketing is the US-based NeuroFocus. It's safe to say that 
NeuroFocus was the pioneer in bridging neuroscience and marketing, thereby inventing a totally new 
approach in market research. The light bulb on this concept came to company CEO, Dr. A.K. Pradeep, 
when he had an unexpected chat with a neuroscientist.

“I  realized  that  the  knowledge breakthroughs  that  neuroscience  was  making  could  be applied  to 
marketing, to help companies gain much more accurate and reliable insights into how consumers 
respond  to  stimuli  such  as  branding,  products,  packaging,  in-store  marketing,  advertising, 
entertainment content, and more,” Dr. Pradeep said. 

Having  been  well  involved  in  research  and  development  for  several  industries,  he  founded  the 
company that will focus on this new science. 

“NeuroFocus  developed  highly  sophisticated  patented  algorithms to  analyze  the  many billions  of 
brainwave and biometric data points that are collected during a typical neurological testing session. 
We break that  data out  into three primary NeuroMetrics of  Attention,  Emotional Engagement and 
Memory Retention. We combine those to develop an Overall Effectiveness score. From those primary 
NeuroMetrics, we derive Market Performance Indicators for Purchase Intent, Novelty, and Awareness.”



Here's  how  it  goes.  Respondents  are  picked  via  sampling  of  the  target  demographic  and 
psychological profile. Then they are taken into “labs” to undergo neurological testing, of course the 
process will  be explained to them to immediately eliminate unfounded fears. After agreeing to the 
terms, sensor caps will be attached to the head, face and hands of the respondents. The actual tests 
involve the respondents being shown several products or packaging or making them watch several 
commercials. Facial expressions or verbal reactions won't matter because it is the brain that will do 
the talking.

The small  sensors capture brainwave activity and reactions at  2,000 times a second.  They don’t 
actually touch your scalp, and there is nothing uncomfortable about the process. NeuroFocus, which 
uses the EEG claims that the equipment was tested on thousands of people and they frequently get 
positive responses. Aside from EEG, NeuroFocus also employs secondary testing like GSR mainly to 
confirm the EEG's results. 

While fMRI (aka the machine used in hospitals to scan the brain) may be highly useful in the field of  
medicine, Dr. Pradeep cites significant limitations when using it for neuromarketing tests.

“fMRI measures changes in blood flow to areas of the brain. When a certain region of the brain is 
stimulated by something, that heightened activity results in a need for more oxygen-bearing blood to 
fuel that activity.  fMRI equipment captures that increase. The problem with the technology from a 
neuromarketing perspective is that it can take as long as five seconds before additional blood reaches 
that area of the brain. That makes it hard to try and catch the brain’s exact response to a stimulus.”

To put it more clearly, he gives us this example: If a TV commercial is being tested, and a red truck 
appears in  that  commercial,  causing a response in  a specific  area of  the brain,  it  may take five 
seconds after that truck’s appearance will be registered by the brain if you're measuring via fMRI. 

In contrast, EEG sensors capture the brain’s response within milliseconds. So, in terms of timeliness, 
EEG testing is a much more precise and, therefore, reliable form of brain activity measurement for  
marketing applications.

Also, conducting fMRI tests are very expensive, costing millions of dollars, and only one person can 
be tested at a time. Test subjects have to remain completely still, inside a narrow tube which can be 
very noisy once the magnets are activated--it can be a jarring experience. 

The WHY Factor

Neuromarketing is relatively new, while it is slowly gaining success and attention in the West, the Asia 
Pacific region is merely waking up to this advancement. In fact, of the five companies we contacted 
locally, four of them was even unaware of such term: 'Neuromarketing? We've never heard of it' 'No 
we don't do neur...what's it called again?'

One company did recognize the methodology but wasn't at first aware they were already applying it in 
their research. “I wasn't actually familiar with the term neuromarketing but I realized that it's 
something that we've already done (after checking on the materials you sent me),” admits Everett Tan. 

“We had a project conducted in South Korea where we measured brain activity of the respondents 
while  they  were  watching  TV commercials,  we  used  EEG  technology.  Our  partner  provided  the 
equipment and our role was the recruitment of the respondents and the logistical facilities.”

Business Private Eye (www.businessprivateeye.com ) is a market research company with offices in 
major Asian cities. Tan confirms that they have conducted at least two neuromarketing research, but 

http://www.businessprivateeye.com/


none yet in the Philippines. 

If we will tread on the accuracy of these tests, both Tan and Dr. Pradeep agree that it delivers. 

“Definitely  it  helps  to  provide a  more complete  picture  regarding  consumer  preferences  because 
neuromarketing  measures  subliminal  consumer  inclinations,”  says  Tan.  “In  surveys,  you  ask  the 
respondent for his conscious answer to a question, like for example do you like orange juice or coffee, 
the respondent says orange juice. On the other hand neuromarketing measures the WHY, why did he 
choose  orange  juice?  Neuromarketing  does  this  by  measuring  three  aspects  of  brain  activity: 
attention, emotion & memory.”

“What we do is measure how your brain responds to stimuli. Specifically, if you’re paying attention to 
something;  if  and  to  what  extent  you’re  emotionally  engaged  by  something.  How much  of  that 
experience you transfer to memory,” confirms Dr. Pradeep.

“From  those  primary  neurometrics  we  can  gauge  the  overall  effectiveness  of  the  stimuli  you 
experienced, and we derive measures of purchase (or viewing) intent, novelty, and awareness.”

Dr. Pradeep explains further that neuroscience has made amazing advances in understanding how 
the brain is structured, and how it functions. One of the things that neuroscientists have learned is that 
when a person is asked to recall how they felt about or what they remembered about something they 
experienced, in the process of formulating an answer, their brain actually alters the original data it 
recorded at the time.

So when surveys and focus groups ask people questions, the answers they get are changed in a 
basic way from what that person truly felt or what registered at the time they experienced something. 
This is because people can recall facts pretty well but are not so good at recalling and describing 
emotions and other ‘non-factual’ things very accurately.

“Surveys and focus groups get responses from the stage of the brain’s cognitive process where many 
different  ‘external’  factors  come  into  play.  Things  like  language,  educational  levels,  cultural 
environments and more influence our conscious brain’s responses to questions,” he expounds.

Going back to Tan's coffee versus orange juice example: “If you say you prefer coffee over OJ, we can 
probe deeper to find out why you prefer coffee. When a neuromarketing test is conducted, we find out 
that the memory part of your brain is triggered when you drink coffee. It could be that you like coffee  
not really because of its taste but because you associate it with pleasant memories such as of time 
spent with loved ones or with fun memories they had while drinking a particular brand of coffee.”

Ergo, neuromarketing measures the brain’s responses at the subconscious level before the  ‘external’ 
factors  come  in.  In  theory,  the  scientific  measurements  of  brainwave  activity  at  that  early  stage 
produce more accurate and reliable data than conventional methods that must rely on ‘articulated’ 
responses.

Facts Vs. (Science) Fiction 

“We can’t, and don’t, read people’s minds!” Dr. Pradeep declares adamantly

Like all  things new that  does not share the lack of  complications of,  say,  opening a can of tuna, 
neuromarketing has its naysayers – critics who conjure mind manipulation hypotheses, sometimes 
even going as far as questioning the ethical use of this technology. While mind reading may sound 
truly interesting, neuromarketing practitioners say this claim make for good science fiction, but has 
zero science fact to the idea.  



“We  don’t  know  what  specific  thought  you’re  thinking  at  any  given  moment.  The  neuroscience 
community  casts  doubt  that  that  may  ever  be  possible,”  furthers  Dr.  Pradeep.  “The  brain  is  an 
extremely powerful and sophisticated entity. When someone suggests that it can be easily persuaded 
or manipulated, it reveals that they don’t know much about neuroscience facts.”

“I  wouldn't  say  it's  an  unethical  method,”  Tan  agrees.  “As  long  as  the  respondents  are  briefed 
thoroughly regarding the procedure. We inform the respondents that the equipment are certified safe 
and harmless that it does not pose any health hazard. Also, some respondents are not allowed to 
participate like if they're pregnant or if they have ailments, like epilepsy.”  

Say or fear what you may, neuromarketing is making its way into our psyche. Big companies, and 
even a few market research companies, employ NeuroFocus to conduct tests. Aside from Europe and 
the US, Dr.  Pradeep's  team is  traveling to Latin  America,  Africa and Asia to service multinational 
clients. Therefore, many of the brands we are actually buying are tapping into our tastes because of 
successful neuromarketing tests done in California or in Brazil.

It is yet to catch up in the Philippines, but Tan is optimistic about implementing the method locally. 
Even if it may entail a higher amount of compensation demanded by the respondents.

“Aren't we all better served by brands and products that have taken the time and the initiative to get to 
know us, to understand us, to learn about what it is that subconsciously we most want and need and 
expect that brand or product or service to do for us?” Dr. Pradeep poses the question.

“This isn't about mind control or manipulation, this is about respecting consumers enough to want to 
meet their needs and desires with products,” he concludes.
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