
ADVERTISERS CAN GET INSIDE YOUR HEAD—LITERALLY

FORBES EXPLORES HOW “NEUROMARKETING” MIGHT BE THE WAVE OF THE FUTURE
New York, New York (August 14, 2003)—What makes some products irresistible?  Companies will pay big bucks to find out.  Enterprising neuroscientists are figuring out just how valuable this information is to consumer marketers, and are finding innovative ways to probe the brains of potential consumers to find out what products appeal to the potential buyer.  The Forbes article, IN SEARCH OF THE BUY BUTTON (p. 62), describes how scientists are hooking up volunteers to electrode-studded caps that pick up cognitive functions in 12 different regions of the brain.  When activity spikes in a certain part of the brain, it suggests that the subject is attracted to the brand or message.  When activity spikes in another area of the brain, it suggests instinctive revulsion to the products or images.  Why is this type of research so important to marketers?  As Forbes states, “Unlike the people answering questionnaires or participating in focus groups, brain waves don’t lie.”  Could these futuristic techniques really determine if pink satin underwear will outsell black?  Companies are intrigued enough to find out.  Among the companies looking into whether brain signals can supplement or replace traditional tests of consumer response are General Motors, Ford of Europe and Camelot, the U.K.’s national lottery operator.  For the full story visit:  www.forbes.com
OTHER STORIES INCLUDE:

THE E-GANG (p. 94)—Profiles of five innovators who are doing their part to usher in the next revolution.  As Forbes states, “In the next decade each crank of Moore’s law—by which computing power doubles every 18 months—will open fantastic new worlds that wireless engineers have barely begun to explore.”  Those profiled are working on some of the biggest obstacles to a “Wireless Everywhere” world, including:  the Babel of standards; frustratingly short-lived batteries; and antiquated federal regulations.  They are also speeding new products to market, including networks of sensors that can track tank deployments and forest fires.
PURPLE PEOPLE (p. 72)—When the Internet roared, Yahoo spent lavishly on acquisitions, making hundreds of people into instant millionaires.  Forbes follows up and finds out what happened to all that newfound wealth.
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