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PREFACE

Perhaps because it distinguishes us from ‘the beasts’ we humans are inordinately fond of our individual and collective capacity for ‘rational’ thought. We like to believe we act on the basis of rational thought even though the evidence suggests that we are invariably guided by our ‘irrational’ instincts and impulses. How else do you explain the success of Tamagotchis, the Macarena or even the iPad?

In this book Pepe Martínez uses everyday examples to explore how instincts, impulses and cognition combine to determine our reaction to the world around us. He brings together the world experienced through the senses and the world as understood by the mind, and explores how the two create meaning, the mental significance that empowers brands and makes them valuable.

This is not an ordinary book on neuroscience. It is a unique exploration of the meaning created by everyday events and encounters set against a backdrop of how our mind works. One that reminds us we are all ‘researchers’ seeking to understand and make sense of ourselves and our world.

Nigel Hollis
Executive Vice President and Chief Global Analyst, Millward Brown
Fairfield, Connecticut, United States

As marketers we are trying to influence the way our brands are perceived to encourage the trial and repeat purchase. In the pursuit of this aim we use the language of ‘consumers’, ‘shoppers’ and ‘respondents’. But the reality is that we are dealing with ‘people’, ‘human beings’ and those definitions include us and our families and friends.

This book is a field guide for marketers, encouraging us to think about people and their everyday lives and how our increasing understanding of our brains explains how we all behave day to day. It is from this new common sense understanding of how we respond to experiences, what we remember and what we recall, how we decide and how we behave that marketers can refine what they do to make brands more personally relevant to more people.

In The Consumer Mind we are not trying to add to the academic literature nor trying to further understanding of the biology of the brain. It is an accessible handbook for marketers and advertisers to connect our daily thoughts and actions with the practice of marketing.

Gordon Pincott
Chairman, Global Solutions, Millward Brown
Warwick, United Kingdom

During my 10 years of training and my 20 years and more of experience in market research, I have been able to see for myself the usefulness of qualitative and quantitative methods in gathering and analysing information offered by consumers.

In later years, an ethnographic (from anthropology) focus allowed us to live with consumers, giving us the opportunity to observe their behaviour ‘live and direct’, adding another study tool to our arsenal. Now, neuroscience has reached market research and is challenging traditional methods. I was born and live in Poland, a country where this new discipline has been widely welcomed. I have become a huge fan of this focus.

Pepe Martínez is one of the best researchers of our time and truly understands that there are many pathways to reach the ‘truth’; the very essence of things. And, most important, that these pathways are complementary.

The Consumer Mind offers us a wealth of exciting and practical knowledge on the phenomena relating to the consumption of brands, products and services. It is also written in a very entertaining and unusual style. Believe me, not reading it would almost be an act of bad taste.

Krzysztof B Kruszewski
Chairman, Firefly Millward Brown Europe
Warsaw, Poland

Pepe’s first book Qualitology was devoted to the various qualitative research techniques that help marketers to understand better what consumers think and why they think as they do. The book showed the author’s passion for understanding human behaviour.

Qualitative techniques look into human nature with the help of tools rooted in clinical psychology; it is obvious that Freudian thinking is not alien to Pepe’s mind. Freud is very often regarded by science as not ‘scientific’ enough to be taken as a base for strong theory. Neuroscience on the other hand is founded on well-grounded neurobiological research. These two paradigms seem to be distant from each other. In his book Pepe has the courage to combine both points of view, enriching them with other psychological concepts on our personality and emotions.

The Consumer Mind is an introduction to neuroscience. From this book one can learn how our brain is built, where the basic structures responsible for reasoning, decision making, emotions and senses are located. This is not for the sake of knowledge itself, however. Pepe describes them to better introduce concepts well known in everyday marketing practice: one has to understand the very origin and nature of memory, attention and emotion to build a brand successfully.

This book is not only about theory, it is more about how this theory is applied in marketing practice, so we learn about how to build brands, how to carry out better research into advertising based on Pepe’s examples. This aspect makes The Consumer Mind essential reading for everybody who is interested in how the latest developments in science have influenced today’s marketing practice.

Pawel Ciacek
Head of Neuroscience Practice, Millward Brown Europe
Warsaw, Poland

Physics versus metaphysics. Body and soul. Brain and mind. For a long time these different concepts have been thought of and felt as separate entities. However, the 21st century is more and more illuminating about their continuum and interdependence.

Matter and energy had been evolving for millions of years until the human mind appeared. And the result is a wonderful and highly sophisticated ‘thing’ that hosts very different dimensions: biological (the brain as part of our physiological body), psychological (yes, there is someone in our heads!), sociological (our relationships with others) and a historical perspective (the time management of the past, present and future).

In this book, Pepe shows us in a clear and actionable way how our minds work … from our everyday life to the many lives of brands and communications. Pepe, with whom I have shared great professional experiences and who is also a very good friend, has a passionate curiosity about the mind and the progress of neuroscience. The way he talks about them is always very accessible and fun, but this masks extensive reading and a deep knowledge of the workings of the human mind. So don’t be fooled by Pepe’s simplicity: he will always know you more than you think you do!

Enjoy reading and take the opportunity to meet the man behind the book in person!

Cécile Conaré
Director, Europe, Firefly Millward Brown
London, United Kingdom

When Pepe told me a few months ago that he was going to write a book about consumers’ minds and explained what it was going to contain, two conclusions leapt immediately into my head: finally I am going to find out how our ‘control tower’ works. I have always been really lazy about learning the terminology that is used to describe it. However, Pepe writes as he speaks, and he speaks very clearly. And finally I would manage to explain to my wife the reasons behind my obsession with buying technology (I love Apple products). I have run out of excuses to justify myself and I need some fresh arguments to be able to continue my ‘habit’.

A few weeks ago I was one of the lucky ones to receive a draft copy of this book. So I took the opportunity during a high speed rail journey between Madrid and Barcelona to read it closely. On the outward trip I read half the book because I found it interesting, enjoyable and easy to read. Later the same day, during my meetings, I found myself reconciling my reasoning with my emotions to offer a balanced argument. Readers will understand this statement when they have finished reading this book.

I really wanted that day in Barcelona to end so that I could use the return journey to read the rest of the book. And that’s how it was: when I got home I began to relate to my family with the new insight, outlook and understanding that reading this book had given me.

Now, having read it, I realize that I understand myself a little better, that I understand a bit more about the people who are around me, and I even understand my job a little bit better. I even understand why I recently had to buy my 12-year old son, Javito, a BlackBerry.

Congratulations Pepe! I think you have hit the mark again.

Vicente Condés
Marketing Manager, APD (Asociación para el Progreso de la Dirección)
Madrid, Spain

This book is a great contribution to professionals working in marketing. It helps us to understand how our work is progressing and the direction it is taking in the 21st century and makes us aware of the need to understand the mental processes of consumers.

Pepe Martínez, as is his custom, guides us through the various different mental processes in a simple and enjoyable way, and he ends each chapter with a brief reflection on the practical application of what we have learnt with regard to brands.

I have always thought being a marketing specialist to be an exciting career: you need a high humanist regard and to understand that, deep down, brands are like people, and this book clearly shows that.

Brands have to be coherent and genuine to be credible. There has to be an understanding between what they think (their values), the emotions they create (what they feel), what they say (their communications) and the actions they carry out (what they do).

Thank you Pepe for reminding us that success is having what you want and happiness is wanting what you have.

Enrique Larumbe
General Manager, Eurogap
San Sebastián, Spain

I’m sure that for many of us – and this is definitely the case for me – the brain seems such a complex organ, capable of so very many things, that it feels almost impenetrable. Yet, in this book, Pepe make it very penetrable and fascinating. At the end of the book you feel like you can understand much of how it works so well that you almost feel quite an expert on the subject.

Pepe has an amazing way of making everything sound fun and enjoyable when he speaks and writes. For much of what is involved in research and marketing this isn’t totally surprising, because it is a very fun and enjoyable world. However, the term ‘neuroscience’ sounds serious, difficult to come to terms with, something that perhaps it would be better to leave other people to work on and understand. But, in this book, neuroscience is described in layman’s terms… and makes sense! So, if you are interested in knowing why consumers do what they do or indeed why you do what you do, this book helps to give a good idea of the different processes that go on in all our minds.

Catherine Kohler
Account Director
Firefly Millward Brown
Barcelona, Spain
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Introduction

The mind is not a vessel to be filled but a fire to be kindled.

PLUTARCH

A look back

As the history of thought has progressed, the human mind has suffered three major blows:


	The first came during the Renaissance, when Nicolaus Copernicus stated that the Earth was not the centre of the universe. In those days it took a brave man to proclaim such a discovery: men had been sent to the gallows for less. In the new Copernican view of the cosmos the Earth shifted from its central position and was no longer the belly-button of the universe.

	The 19th century saw the second blow, this time to human pride in its own existence. Charles Darwin was developing his theory of evolution, with all the consequences that this entailed: humans were no longer the ultimate aim of God’s creation.

	Then, towards the end of the 19th century and the start of the 20th, Sigmund Freud was responsible for landing the final blow (so far) with his view of the self and the environment surrounding humans. Freud highlighted the fact that humans are not completely rational beings. He showed how our behaviour is largely determined by subconscious elements and emotions.



The birth of neuroscience

Not long afterwards, towards the end of the 20th century, neuroscience was born. Daniel Goleman’s book Emotional Intelligence was a major advance in this field. Antonio Damasio had already made the definitive step towards making this discipline relevant. His two major works, Descartes’ Error and Looking for Spinoza, are widely published and continue to have had a major impact. Neuroscience has highlighted the importance of emotions in the decision-making process. Damasio’s concept of a ‘somatic marker’ has shown the influence of the subconscious aspects of our behaviour.

New technology allows us to study the brain and mind as it carries out its functions. In the 20th century the great Russian neuropsychologist, Alexander Luria, wrote a very interesting book, The Working Brain. The title was promising, but in those days the brain and mind could not be researched in the way they can today. During the 21st century we will be able to research the working brain with increasing accuracy. Modern technology is showing us the secrets of the brain and mind. This is going to be the century of the brain.

The brain is amazing. It is the only organ in the human body capable of thinking for itself. And all this thanks to neurones. The human brain is made up of 100,000 million neurones interconnected in complex ways.

Brain activity involves real teamwork – and that is not easy. Think of a football team, carrying out a university assignment, how a corporate department works, or the relationship between the different departments within a company. It’s not easy is it? Well, in the case of the human brain this group activity extends to 100,000 million members: 100,000 million units working as a whole. Impressive!

José Antonio Marina, in his latest book, El cerebro infantil: una gran oportunidad (The infant brain: a great opportunity), says in the Introduction:



The brain is a small continent – it weighs less than 1.5 kilogrammes – but it holds the greatest complexities of the universe. It makes up 2% of the weight of a human body, but it uses 20% of its energy, channelled through the 36 litres of blood it receives every hour.

Everything about it is overwhelming. It is made up of a hundred thousand million neurones and over a billion glial cells, and we scarcely know how these function. Marian Diamond, of the University of California, discovered that the left parietal lobe of Einstein’s brain had 77% more glial cells per neurone than other males of the same age, but we still don’t know what this means.

Every neurone can have thousands of links – some like the Purkinje cells in the cerebellum, up to 500,000 – which creates a total sum of a hundred billion approximately, because no one, obviously, has counted them one by one.

Neurones are connected by almost one million six hundred thousand kilometres of nerve fibres. We have two hemispheres connected by the corpus callosum, a mass of two hundred million nerve fibres.

The brain is constantly working, and specialists think that it can process up to 10 to the power of 27 bits per second, that is a one followed by twenty-seven zeros.

They have discovered a ‘default neural network’, which works frenziedly while the brain is resting, that is to say when it appears to be doing nothing. And we can continue with this catalogue of heroic deeds.



This complex ‘network’ holds our entire life, our ‘self’, our personalities, our desires, our fears, our beliefs, our preconceptions, our vision of the future.

Our unique and unrepeatable self, our identity is to be found in the neurone circuits in our brain, in the synaptic connections that are created between these neurones throughout our life. In reality, we are the neuronal map or outline that is configured in our brains as the years go by.

Life’s experiences and what we learn from life encourage the creation of neuronal networks and make it difficult, or impede, the formation of others. For this reason, we tend to rely on the strongest circuits, the ones we can control the best. We tend towards repetition.

We have to develop our mind, to show it new pathways, to develop new connections between neurones. As Albert Einstein said: ‘If you want different results, do things differently.’

What is neuromarketing?

This is all well and good, but what is neuromarketing? It is the result of integrating three different disciplines:


	neurology, which focuses on studying the human brain;

	cognitive psychology, which studies the relationship between the human mind and behaviour; and

	marketing, a term that has recently suffered from negative connotations, but is the discipline (a mix of science and art) that is responsible for developing new concepts for products and services that satisfy the needs of consumers/customers and, at the same time, are profitable.



Neuromarketing provides us with valuable help in furthering our understanding of:


	brand functioning;

	the effectiveness of communications;

	consumer behaviour; and

	the decision-making process when choosing purchases.



As such, neuromarketing is a very useful tool for drafting more effective strategies and plans of action for brands, communications and corresponding business plans.

We have come across three core attitude types to this new discipline of neuromarketing. Broadly speaking, these are the same ones we find whenever something new appears on the market: radicals, sceptics and admirers.

At one extreme we find the ‘radicals’ or extreme defenders, for whom neuromarketing is the new panacea, the new Holy Grail. These people are very critical about market research and consider neuromarketing is going to completely replace it.

Obviously, neuroscience is going to shed a lot of light on how the minds of consumers work through precise and objective measurements. For the moment it is a budding science. It will take a long time before it replaces traditional market research (if it ever does); for now it is an interesting and promising complement. However, adopting an extremist attitude is not appropriate.

At the other end of the spectrum are the ‘sceptics’ who look askance at any new ideas. They will not consider anything innovative until it has been firmly established. They always emphasize the problems; in this case, they tend to focus on the ethical problems, since we are talking about being in people’s brains/minds. They see this discipline as a way of manipulating consumers.

Occupying the intermediate ground are the ‘admirers’ who tend towards a realistic optimism. Their minds are open to new ideas and to incorporating new methods into current tools. They would consider neuromarketing as a good, complementary addition to market research methods. It involves a new type of information because it is not declarative; it does not require ‘feedback’ from the consumer. This is a very interesting new development, because people are not aware of everything that goes on in their mind.

I consider myself to be part of this latter group, because the ‘radicals’ show an extreme attitude and ‘sceptics’ reject what market research brings to the table (consumers’ statements are still important). Figure 1.1 shows these three attitudes.

FIGURE 1.1 Three core attitudes to this new discipline of neuromarketing
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Four dimensions can be differentiated within the consumer mind, as shown in Figure 1.2:

FIGURE 1.2 Four dimensions can be differentiated within the consumer mind
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In traditional research (qualitative and quantitative) of an explicit nature, we have to work with what the consumer tells us: their verbal statements. At this point thoughts, feelings and behaviour are inferred. Some critics emphasize the fact that consumers contradict themselves, saying what they think, but doing what they feel. Researchers already know this, because we work with consumers on a daily basis. Our job is to analyse what they say, to identify the most important and relevant information, and interpret it for any inconsistencies we find.

With the arrival of ethnographical methods we had the opportunity to round out consumers’ statements by observing their behaviour in their ‘natural habitat’. This allowed us to compare and contrast their verbal discourse with their behaviour as they were shopping or using consumer products.

Neuroscience now offers us the possibility of directly recording consumers’ thoughts and emotions. Therefore, it is an implicit research method (undeclared). This new information completes the explicit data – what consumers do and what they say.

The realities of the market and consumer phenomena are very complex. There are a lot of variables interacting at the same time. Qualitative and quantitative methods manage to capture a large part of the psycho-sociological phenomena in play, but there are some ‘blind spots’ that cannot be recorded. Combining the three methods (qualitative, quantitative and neuroscience) allows us to obtain a much richer snapshot of the market:


	The qualitative data gives us the richness of free discourse, shows the emergence of the most important aspects and gives a profound knowledge through interpretation.

	The quantitative data provides the security offered by statistics, precise mathematical measurements, the objectivity of quantities and representation through the concept of extension.

	Finally, neuroscience rounds out the previous methodologies because of its objectivity through the use of physiological measurements, the use of implicit modern technology and the ability to effectively sift through people’s statements.



Figure 1.3 shows how these three methods complement each other.

FIGURE 1.3
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Neuroscience is already producing results

At Millward Brown we have already carried out several studies with various partners. We have worked with some top notch clients (manufacturers and service companies), with the academic world and with suppliers of technical equipment.

We have worked with electroencephalograms (brainwaves measurements, EEG). It is a very modern, functional and simple technology. It consists of fitting a comfortable band around the consumer’s head and registering the brain’s electrical activities whilst watching a stimulus (for example, a TV advertisement).

We have also used eye-tracking, which externally looks very similar to a computer screen, and is used to determine where the consumer’s visual attention is focused when looking at a stimulus. Using these methods we have analysed numerous stimuli (logos, picture ads in magazines and billboards, packaging, shelving displays in shops, web pages, etc). We now have eye-tracking equipment available in many of Millward Brown’s offices, throughout the world.

A glimpse of the future

The 21st century is going to be the century of the brain. Technology will continue its unstoppable advance and will allow us to follow the imprint left by communications, consumption and brand phenomena in consumers’ minds.

This is going to change the way markets are researched and researchers’ activities. At the moment we are only at the beginning of this new route and we have to be both modest and optimistic about the results we achieve. At the same time, ethical standards are being developed to guarantee the confidentiality of information from consumers. Any advance means new opportunities, but it also brings with it possible threats.

Everything hangs on the intentions behind using these new discoveries. The key is almost always the intention and significance of the actions carried out by the subject or organization using these technologies. It will be necessary to regulate the use of these new technologies to safeguard consumers’ dignity and to protect them from any type of manipulation that could be related to purchasing and consuming products.

The aim of this book

The main aim is to take an amazing journey into the human mind. We are going to combine two perspectives in analysing our minds. At times we will look within ourselves as consumers and sometimes as people.

This is why this book has a twin approach. On the one hand, we offer a view of the consumer mind for all those professionals who work in the field of marketing or related areas, such as market research, advertising, media, sales departments, etc. In this same vein, the book is also suitable for students who are attracted to these professions (business school students, university alumni, etc). The aim is to penetrate consumers’ minds, to gain a better understanding of their behaviour and to be able to predict, as far as possible, their future purchasing decisions.

This book is also for all those people who want to understand themselves better and to know a little bit more about how their minds and those of others work during their daily activities and interrelations that make up their life. Therefore, we shall delve into our mental functions as human beings and as individuals.

The vista we are going to provide is quite separate from the medicine, neurology, anatomy and physiology of the brain. We will offer a brief outline of neuroscience for a better understanding of the neural basis behind consumers’ mental functions. Because within that mind are recorded the most successful brands and communications – unlike those that did not make it, those that went completely unnoticed.
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Starting point: the pillars of the human mind

Each man can be, if he so determines,
the sculptor of his own brain.

SANTIAGO RAMÓN Y CAJAL

Evolution is capricious

The brain and the mind are inextricably intertwined. The brain corresponds to the bodily level, whilst the mind is on a higher plane. The brain is an organ; it is associated with biology, physiology and neurology. The mind is a function; it is associated with psychology, sociology, history and philosophy. If we compare it to computing, we can say that the brain is the hardware, whilst the mind is the software (the operating system).

In the beginning the human brain was not designed as it is now. It is the result of millions of years of evolution. There have been constant improvements on the initial results. The brain could be compared to a house. The house starts off small, and extends as it adapts to the growing needs of the people who live inside it. They have work done, they remodel, they make changes, and they build extensions. We also have to believe that our brains as they are now are not the end point. They are part of an evolutionary process. The brains of future generations will have new mental developments.

Our brain is a very complex, advanced and fascinating organ. The fact that it has undergone various evolutionary incarnations creates some difficulties with integrating its various parts; sometimes we even find faults in the system. For this reason it is very important to know about its structure and function, as this gives us a better understanding of the reactions, emotions, thoughts, discourse, etc of consumers (and of ourselves).

The triune brain

Overall, we can sum up the evolution of the human brain as the consecutive process of integrating three different animal species: reptiles, mammals and finally, human beings.

FIGURE 2.1
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From reptiles we inherited the most basic and primitive part of the brain. This is our instinct function, and it works very well. The ultimate aim is survival. This part of the brain is responsible for regulating the homeostatic balance, reflexes, reproduction, automatic and programmed behaviour (routines, habits, territoriality, defending our living space), etc. Most of this type of behaviour is geared towards satisfying biological needs and defending against other animals.

Species with this type of brain focus on the present and on action. This means very simple and basic reactions: fight or flight (the biological response of animals to acute stress). There are still some humans who function according to this type of model, for example the psychopath, whose behaviour is very aggressive, predatory and without feeling – he or she feels no empathy with the victim; and the paranoiac, who always sees him or herself as the victim, and sees dangers and threats everywhere.

As mammals began to appear on the evolutionary timeline, they incorporated new brain structures. The limbic system, also known as the ‘emotional brain’, makes its appearance. Mammals now have motivation, restraint, desires, emotions and basic feelings. Along with these, the ability to learn becomes part of the memory. For this reason, concepts such as ‘the present’ and ‘action’ that we see in reptiles, the ideas of the ‘past’ and ‘emotion’ as contributed by mammals must now be added. From a psychopathological point of view, there are known and widespread neuroses. In these cases, an emotional trauma has occurred that has not been properly linked to the corresponding ideas, which means the person suppresses them in his or her unconscious.

The last stage in the brain’s development occurred with the arrival of more highly evolved mammals including primates and some cetaceans. This produced a major development of the neocortex (cerebral cortex), which is a fine layer covering practically the whole brain. This evolutionary leap forward allowed the function of thought to be incorporated and humans now had the ability to think of a future. This completes the current mental apparatus:




	
reptiles


	
+


	
mammals


	
+


	
human beings





	
act


	
+


	
feel


	
+


	
think





	
past


	
+


	
present


	
+


	
future








Wikipedia summarizes the current view on this model:



The triune brain is a model of the evolution of the vertebrate forebrain and behavior proposed by the American physician and neuroscientist Paul D MacLean. He originally formulated his model in the 1960s and propounded it at length in his 1990 book The Triune Brain in Evolution.

MacLean’s recognition of the limbic system as a major functional system in the brain has won wide acceptance among neuroscientists, and is generally regarded as his most important contribution to the field.

The triune brain idea holds little in favour in current neuroscience. Subsequent findings have invalidated the traditional neuroanatomical ideas upon which MacLean based his hypothesis, although the three functional domains described by the original triune model remain useful organizing themes and concepts.

The triune model continues to hold interest for some psychologists and members of the general public because of its focus on the recognizable differences between most reptiles, early mammals, and late mammals. Reasons for the success are its simplicity; the theory in this form recognizes three major evolutionary periods in the development of the brain that are characterized by three recognizably distinct ways of solving adaptive challenges.

The popularity of the model can also be seen in the way it parallels recurring themes in popular culture and the arts. For example, some languages have phrases which refer to speaking from the ‘head’, ‘heart’ or ‘gut’, or philosophically of the three virtues of ‘wisdom, benevolence and courage’, or psychologically of ‘thinking’, ‘feeling’ and ‘willing’.



Table 2.1 shows a comparison of these three levels.

TABLE 2.1





	
Reptiles


	
Gut


	
Courage


	
Willing


	
Act





	
Mammals


	
Heart


	
Benevolence


	
Feeling


	
Feel





	
Human beings


	
Head


	
Wisdom


	
Thinking


	
Think








The four basic mental functions

If we focus more specifically on human beings, there are three differentiating characteristics:


	the major development of the frontal lobe (prefrontal cortex);

	the ability to use language and communicate; and

	the perception of awareness (consciousness).



There are other aspects that have also been crucial in the development of humans and their culture. For example, the way the thumb is positioned in a human hand has allowed us to make tools and manipulate objects; being able to control fire has meant that we can cook food and given us access to different food sources.

As a result of this long evolutionary process, our current brains project upwards from the back of the neck, towards the forehead, in a treelike structure. At neck level, the nervous system hides its roots within the body by packing them into the spinal cord. This bundle of nerves relays communications between the head and the rest of the body. In brief, there are three levels within the structure of our brain:


	The first is made up of the brainstem and the cerebellum (little brain). This is the lower part of the brain. It is the most primitive and basic part. It is responsible for supplying energy to the body, for homeostatic regulation, for controlling automatic behaviour and for motor activity. It is like the maintenance area in an apartment block. This level is related to the present and to action.

	The second level is the intermediate area of the brain, the core as it were. This is the limbic system. It has a circular form – the word ‘limbic’ comes from the Latin limbus meaning ring. It incorporates learning from the past, memory and emotions. There are four important structures that are referred to throughout the rest of the book: the thalamus, the hypothalamus, the amygdala and the hippocampus. As this area is concerned with emotions, it can become a real pressure cooker. It is a ‘hot’ area.

	Finally, we reach the most evolved area of the brain: the cerebral cortex, and especially the frontal lobe. This is where the rational level comes into play (thought, reasoning, decision-making, etc) and planning for the future. The prefrontal cortex is the control tower, the directional system for the brain and mind. It is a ‘cold’ area and the one that does the calculating.



I would like to make it clear that this approach is a simplification and is just a way of illustrating it. These three levels are very closely interrelated. Everything is connected to everything else. In reality, this entity that we know as the ‘self’, that observer of external reality and the internal world is a complex integration of body, brain and mind. For example, the emotions have their origin in the limbic system but are ‘felt’ in the prefrontal cortex and become manifest on a physical level.

To the three previous levels, corresponding to doing, feeling and thinking, we now add a fourth level, communication, or language: the act of saying things to others and listening to them. All four levels are shown in Figure 2.2.

FIGURE 2.2 The four basic mental functions
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It is important to analyse the level of integration of these four functions within a single person. There are people who think a lot, sometimes even too much, but they find it difficult to turn these thoughts into actions. They spend their lives thinking but never do anything about it. Every specific case is its own world. Equally, there are minds that are always acting, usually impulsively, because they are incapable of stopping to think about the consequences of their actions. Emotions push them towards actions and they cannot relate this to the thought area. And of course, there are many combinations of the two.

Do we make sufficient use of these four areas of mental activity? Is there any consistency between what we do, feel, say and think? These four mental function indicators are the key to analysing the way a person behaves (in their personal or professional life), in the way a consumer behaves, or how a brand behaves within its established category.

Is our brand consistent? Is there any synchronization between what we do, feel, say and think? This is the key to its credibility. These days consumers are very sensitive to brand authenticity. If a brand is not credible, its rhetoric will fail and its competitiveness will decrease significantly.

When qualitative market research users attend group meetings to monitor events, they sometimes comment that consumers contradict themselves between their individual and social discourses. Clearly they contradict themselves because their minds have different levels, and functions that are not properly integrated. The mind does what it can. Consumers are not logic-based, mathematical computers, fortunately! This is why the researcher, who understands the various dimensions in which the mind of the consumer moves, has to analyse and interpret consumer discourse.

For example, consumers usually say what they think but do what they feel. If there are some contradictions in the consumers’ discourse, researchers try to shift the focus onto what they do (their behaviour) and what they feel (their emotions). A teenage girl who is really keen on a boy in her class may be significantly influenced by what the boy says, but she may be confused. He might tell her he really loves her, but largely ignores her. When things are not clear, it is better to be guided by the behaviour and emotions that someone demonstrates and not so much by their words. Words sometimes drift away on the breeze.

We have to exercise these four mental functions. If we are not aware of our emotions, we live in a state of neurosis, and feelings could pop up at any time in our lives, giving us a huge shock. If emotions are unable to surface normally, they will find another outlet.

If the area of thought and language takes no notice of the emotional brain, these emotions cannot come to the surface (rational world), so they are buried within the body itself, and they begin to deposit this energy at the biological level (in the stomach, heart, skin, etc). These are what we know as psychosomatic disorders.

The greater the level of integration between these four areas, the more genuine we will be, happier in ourselves and we will have much more satisfying relationships with others. Our mind is the result of having evolved through different stages. It has gradually incorporated functions. It needs integration and synchronization. This way it works best and most effectively.

The mind and the theatre

Our minds are very complex. The mind could be compared to a theatre production. (I haven’t gone mad! Or at least I don’t think so.)

In our daily lives there is a feeling that there are several characters at work within our mind. Obviously these are integrated and we feel like one entity with one identity. Yet, at the same time, it is as if we were having a dialogue with ourselves.

It is important to identify the characters acting in our daily theatre production. Sometimes there is one who is very disciplined, urging us to behave in a thoroughly responsible manner. At other times, another character who is very impulsive pops up and insists that we give in to our desires and emotions. It is not unusual for there to be a struggle between these various characters, at different times of the day as well as during various stages in life.

The characters affecting our minds are quite diverse and they vary greatly from one person’s mind to another. These characters and their corresponding ‘roles’ are shaped in infancy and evolve throughout our lives, depending on how we treat them and how we work with them on a daily basis.

There are characters that slip our control; this can endanger our relationship with ourselves and with others. In the most extreme cases, when these characters gain complete autonomy, the mind strays into the area of psychopathology. With very serious diseases, such as major psychoses, these characters take on their own lives and manifest themselves as people giving orders to the subject (hearing voices, feeling compelled to behave in a certain way and so on).

But, let’s not be overdramatic: this only occurs in very special circumstances. It is unusual for the mind to go so far. What we usually feel is that our mind is working as a team, with the frontal lobe taking the lead, but having to negotiate with the rest of the brain, rather like the board of directors in a company. In life, you can only succeed as part of a team. It is very difficult to achieve goals absolutely independently.

Enter your mind!

What do we currently know about the brain? In this section we are going to take a fascinating journey into the depths of the mind. So, fasten your seat belts.

FIGURE 2.3
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The brain consists of two cerebral hemispheres, joined internally by a structure known as the corpus callosum. Each one has a slight specialization. This is very common in cerebral function: some areas take the lead in certain specific functions. But that is all it is – taking the lead – because the brain and mind work as a team. As Antonio Damasio describes in his book, Looking for Spinoza, ‘the mind as emerges from the cooperation of many brain regions’.

The left hemisphere is also known as the language and logic brain. In most people it assumes greater responsibility for the following functions:


	language (spoken and written);

	logical reasoning;

	numeracy skills; and

	controlling the right side of the body.



The right hemisphere is also known as the emotional and spatial brain. In most individuals it assumes greater responsibility for the following functions:


	the emotional world;

	imagination, creativity and artistic skills;

	spatial perception; and

	controlling the left side of the body.



We have to be very careful with the functions we assign each hemisphere. Every day more research is undertaken into this subject, and there are aspects that are still not clear. Wikipedia alerts us to this point:



The concept of right brain and left brain thinking developed from the research in the late 1960s of an American psychobiologist Roger W Sperry. He discovered that the human brain has two very different ways of thinking. One (the right brain) is visual and processes information in an intuitive and simultaneous way, looking first at the whole picture then the details. The other (the left brain) is verbal and processes information in an analytical and sequential way, looking first at the pieces then putting them together to get the whole. Sperry was awarded a Nobel Prize in 1981, although subsequent research has shown things aren’t quite as polarized as once thought (nor as simple).

Broad generalizations are often made in popular psychology about certain functions (eg logic, creativity) being lateralized, that is, located in the right or left side of the brain. These ideas need to be treated carefully because the popular lateralizations are often distributed across both sides.

There is some evidence that the right hemisphere is more involved in processing novel situations, while the left hemisphere is most involved when routine or well-rehearsed processing is called for.

Other integrative functions, including arithmetic, binaural sound localization, and emotions (lateralization of emotion), seem more bilaterally controlled.

Left hemisphere functions: numerical computation (exact calculation), direct fact retrieval and language (grammar/vocabulary, literal). Right hemisphere functions: numerical computation (approximate calculation) and language (intonation/accentuation, prosody, pragmatic, contextual). Terence Hines states that the research on brain lateralization is valid as a research exercise, although commercial organizations have applied it to promote subjects and products far outside the implications of the research.

The human brain is divided into two hemispheres – left and right. Scientists continue to explore how some cognitive functions tend to be dominated by one side or the other, that is, how they are lateralized.



We have to be very cautious about the function of the brain’s hemispheres, because we often attribute activities to one of the hemispheres while they are actually the result of real teamwork.

The cerebral cortex, the most advanced and evolved part of our brain, is divided into four lobes, as shown in Figure 2.4. The mind’s abilities, so advanced and complex, are closely related to this part of the brain.

The figure shows us the four lobes that make up the brain, plus the cerebellum. The occipital lobe, located in the area of the head we call the nape of the neck, is completely dedicated to visual perception, the most complex of our senses.

The parietal lobe is in the uppermost part of the head. The left-hand side is dedicated to making calculations, writing and collaborating in the body’s movements. The right-hand side works on activities involving spatial dimensions (turning objects in the mind, 3-D and dimensionality), recognizing faces and drawing.

The temporal lobe is directly under the parietal lobe, above the ears. The left-hand side specializes in language, whilst the right-hand side collaborates in the perception function.

Finally, there is the frontal lobe, located above the eyes, behind the forehead (which is where the name comes from). It is the most recent part added by the evolutionary process and offers us the latest generation in brains.

FIGURE 2.4
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Human beings are not fitted with standard equipment. Facilities have been added as new requirements have emerged. The frontal lobe carries out very high level mental functions:


	reasoning and thinking;

	future planning;

	it is the management and executive area in a human;

	it is directly involved in problem solving;

	intelligence;

	consciousness;

	the concept of ‘self’;

	personality;

	the social dimension;

	ethical and moral judgements (conscience).



As we shall see in the chapters on emotions and decision making, the frontal lobe plays a key role in coordinating thoughts and feelings. The right-hand side registers negative feelings, such as fear and aggression. This area is known as the discomfort centre. The left-hand side houses the switch that regulates negative experiences and is the centre for well-being.

The frontal lobe also has a very active role in the attention process and the functions of operational memory. These functions allow the brain to work on external information or information that is stored in internal reality. The frontal lobe does not hold any information; instead its capability consists of acting the best way possible on the information available. It has two parts: the dorsolateral nuclei (behind the temples) and the ventromedial areas (the lower and central parts of the lobe).

Having briefly described the rudiments of the human brain and mind, we are now ready to delve deeper to reveal its mysteries.

[image: ]

Summary of key learning points about brands


	Brands have to be coherent and genuine to be credible. There has to be a relationship between what they think (their values), the emotions they convey and create (what they feel), what they say (their communications) and the actions they carry out (what they do).

	A brand’s credibility is essential to attracting consumers and earning their loyalty.

	A brand’s coherence must be obvious in all levels of the marketing mix: concept, product, image, communications, packaging-labelling, advertising, varieties of the product, distribution and price.

	Danone is a manufacturer of dairy products. The essence of this brand is the concepts of health, enjoyment (products that are pleasurable to eat) and the idea of modernity (products that are functional, individual and fast). Danone sells brand-name products like Activia (to aid the digestive function), Actimel (to strengthen the body’s defences), Danacol (to reduce cholesterol), and Densia (for bones). If an umbrella brand like Danone positions itself to focus on health, enjoyment and modernity, all the elements that make up each of its brands and their strategies have to be coherent and convey this positioning.
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