Reading Customers’ Brains for Automobile company
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New Metric for Customer’ s Choice?

Brain may answer the question...
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TRENDS in Cognitive Sciences

Parameter Estimates from Medial PFC ROI
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a. Self-Report Only: R% ., =.146*

Self-Report R? =.146* ‘( Behavior
(Intention, Self Efficacy, o Ch
Ability to Relate) J L ange

b. Self-Report and Neural Activity Combined: R?,,, =.351*

[ Self-Report

Behavior
Change

{ Neural Activity

Figure 2. Variance explained by self-report alone and self-report com-
bined with neural activity in medial prefrontal cortex (MPFC). (a) A
regression model including self-reported intentions, self-efficacy, and abil-

ity to relate to messages predicted 14.6% of the variance in behavior

change. (b) A regression model including self-report measures plus neural

activity during ad exposure in MPFC predicted 35% of the variance in
. 2 £ *

behavior change (R = .20"). *p < .05.
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NEW THINKING.
NEW POSSIBILITIES.

Fig. 3 Topographic maps of maximal amplitudes of N270 (270 ms)
from different probe-identification conditions. The N270 for clothing
and household appliances was more remarkable than for snacks and
beverages in the frontal area.
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1. The effects of different classes of Brand on consumer’s brain
 focused on Automobile brands

2. The effect of brand image in new product development on
consumer’s brain response ; focused on Automobile brands

3. Celebrity Endorsing for Advertising (films & still cuts)

4. Framing effect of media



