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PARA VENDER MAS Y MEJOR
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TEMAS

 Comprender el cerebro humano desde
un punto de vista de marketing

* Las 3 partes del cerebro y como influyen
en el proceso de compra en el
consumidor

 En esta década del cerebro, tenemos
que comenzar a venderle a la mente del
consumidor
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EN UN MUNDO LLENO DE BIG DATA
MARKETING TRADICIONAL

FORMAS DE MEDIR
MI OBSESION Y MIS DOS PASIONES

VIVIMOS TIEMPOS INCREIBLES







CONOCE LA MENTE DE TU CONSUMIDOR

Un mundo en el que las emociones son
parte estratégica de cualquier negocio
Marketing & Neuromarketing:
Introducir las emociones en los

procesos. Estratéegicos



















Cambio de enfoque

BEFORE: “I have what you need”

Production

PULL

Little effort to persuade, competitors
and inexperienced consumers.



Different approach

+
PRODUCTS

NOW:

COMPETITORS

STANDARD



New approach

We have to stimulate the demand of
products to mantain our production:
“You need what I have got”

Advertising uses artificial consumer
accelerators: fashion, obsoleteness,
rarity...



Avanzamos contigo
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'Avanzamos contigo
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ANTES DE
EMPEZAR

NUEVO
PARADIGMA

MK interruptivo

Llegar a menos, conectar a
mas Consumidor mas

inteligente

No importa quien seas, silo
que compartes

Saturacién publicitaria,
nativos digitales...

Producto. Marca. Experiencia

2.0 no es una moda

No conozcais a vuestro cliente
por un pwp



PROSUMER
&
NUEVAS
GENERACIONES






Multitarea,
Inteligente
&

exigente







SELF-
ACTUALZATION
Pursue Inner Talent
Creatvity Fuliliment

SELF-ESTEEM
Achieverment Mastery
Recognihon Respect

BELONGING - LOVE
Friends Family Spouse Lover

SAFETY
Secunty Stabilty Freedom from Fear
PHYSIOLOGICAL
Food Water Sheller Warmth




DE LAS 4 PSA LAS 4 ES




From Product to Experience
From Place to Everyplace
From Price to Exchange

From Promotion to
Evangelism




PRODUCTO

MARCA

EXPERIENCIA




Sorry, hablar de tu
producto yano es
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ENFOQUE

Llegando al corazoén,
llegaras a todo el mundo

Racional

Emocion

al Mix







A VER SI LO ENTIENDO

LLEGARON A VENDER EL MISMO CAFE
QUE PRODUCEN EN ESTE PAIS PERD
OCHO VECES MAS CARD Y LA GENTE

HACE FILA PARA SENTIRSE “COOL




wateinado




Think differen




STOP INTERRUPTING
CONVERSATIONS START SHARING -
;QUIEN GANA?







Consumidor
experiencial
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EMOCIONES VS. EXPERIENCIAS
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Or... TOTALLY
THE

OPPOSITE




ESTIMULO
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ELEGIR

RENUNCIAR

EXITO




USP

TOP 3-5-
7

A VUESTRO CEREBRO NO LE
GUSTA LA CONFUSION

RENUNCIAR NOS LLEVA AL
EXITO







La ciencia de las
decisiones humanas (y de
tus clientes)

« Neurometricos
« Biometricos
 Psicometricos













Neocortex:
Rational or Thinking Brain

Limbic Brain:
Emotional or Feeling Brain

Reptilian Brain:
Instinctual or Dinosaur
Brain
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13 JAN 2003 RESEARCH & IDEAS

The Subconscious Mind of
the Consumer (And How To
Reach It)

& Comments <0 od Email & Print < Share 437|

Harvard Business School professor Gerald Zaltman says that 95 percent of
our purchase decision making takes place in the subconscious mind. But
how does a marketer reach the subconscious? Zaltman explains in this
Q&A.






OCCIPITAL PARIETAL TEMPORAL




Neocortex:
Rational or Thinking Brain

Limbic Brain:
Emotional or Feeling Brain

Reptilian Brain:
Instinctual or Dinosaur
Brain

Decide - feel -
Think



Self-Esteem Needs

Love and Belongingness Needs

Friendship, family, intimacy, connections

Maslow’s Hierarchy of Needs




Tu cerebro
reptiliano:

« 500 M de anos

* Muy rapido

* Instintivo

 Limitado

* Presente

* Siempre
encendido

« Egoista (yo, yo &
yo)

* Le gusta lo facil

 Subconsciente

* |ncontrolable

 Decisor

 No sabe hablar



Formas de estimular el cerebro
reptiliano

Yo, yo & yo (Hablale de tu)
Contraste (frio, calor,
noche, dia)

Tangible, no entiende de
palabras

Principio y fin (U)

Visual

Emocional



PERCEIVED
VALUE

com

LOSS
AVERSION

mapy
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RESEARCH
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Coke vs Pepsi







WEB
MUSIC

VISUAL
MARKETING

VIRTUAL

REALITY VIDEO

PACKAGING

SHOPS




Low load > High load

High load > Load load

Right amygdala
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Types of brand associations Favorability of brand associations

ANTERMOR
CINGULATE

CORTEX

Anterior

{front)
Ventral

(down)

\ MIPPOCAMPUS

PARAMIPPOCAMPAL
CORTEX

|
STRIATUM




EMOTIONS & FEELINGS

FEAR

JEALOUSY

J
. WOoRRY
ANXIETY
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IN CASE OF "
 EMERGENCY
BREAK GLASS
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STOP REACTING

&
START PREDICTING

#NEUROMARKETING







Figure 22: The gaze plot of a Brazilian woman after 5 seconds of viewing Figure 23: The goze plot of o Brozillen mgn ofter 5 seconds of viewing
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If you are not satisficd with the baby leakage protection, yoo will get yoor money back, Read more aboet our leakftee guaranice at www. baby.com
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Wake up
the red
IN your hair,
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Wake up
the red
IN your har. inyour hair
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Wake up
the red
In your hair.
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Wake up

the red
in your hair.
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UNIVERSITAT
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Nuestro cerebro esta configurado para
sentirse atraido por lo diferente



The golden circle case, S.
Sinek

WHY Do YoU
Do Wwhil You
Do 2 WwHAT'S
THE PURPD.ﬁ@
HoW
Do You
v whAT

YoU Do ¢ :

WHT
Do You po?



PRODUCT + EMOTION = LONG TERM MEMORY

Rational purchasing, emotional reasons



() MENOS...




Bueno,

Bonito



























Busca pains, no necesidades o
deseos
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- Inquietud que activa el
reptiliano para la supervivencia

- Es una inquietud que no le deja
avanzar



Pain

Inseguridad

Ansiedad
Inestabilidad

Descanso



Pains mas communes:
Energia

Descanso

Agua

Proteccion del frio
Seguridad
Sentimiento de pertenencia a un
grupo

Reproduccion
Confianza

Miedo al aislamiento



LA MAXIMA SATISFACCION...




“Estamos en la década del cerebro”
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THINK

OUTSIDE
THE BOX
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PABLO FERREIROS

“Strategy, Communication, Marketing, Business & International”
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