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Introduction 

A growing body of scientific literature shows that recently developed neuroimaging techniques 

increasingly provide powerful insights into immediate neural responses to different types of media 

and branding stimuli. It also demonstrates that measures of neural activity capture processes that 

guide consumer behaviour. Neuroimaging techniques allow direct measurement of processes 

which play key roles in value perception and behavioural changes that are not obtainable through 

conventional methods such as surveys or interviews.  

At Alpha.One, we are all driven by a desire to understand why we behave the way we do. In most 

personal choices the subconscious plays a dominant role. Science shows that people are not able 

to articulate what motivates them. So we need new ways to gather those insights and filter out the 

real drivers. Neuroscience reveals the workings of these processes. It helps us understand, analyse 

and predict behaviour. It is our mission to help our customers make better decisions. We bridge 

the gap between the forefront of neuroscience and the practice of marketing. 

We believe that our clients can make better decisions if they understand how the brain works. We 

do this by adopting insights and techniques from neuroscience in order to advance (marketing) 

strategy. In close collaboration with leading neuroscientists at Erasmus University Rotterdam, we 

publish regularly in top ranked science journals. Jointly we perform research at the forefront of our 

industry and provide actionable deliverables that increase the understanding of how consumers 

process media, product & brand design. Based on this data driven understanding we can improve 

decision-making and help companies to optimize the effectiveness and efficiency of their media 

and branding. 

Brand strategy

When building your brand, you often have clear goals. What are the benefits, key values, attributes 

and personality of the brand? What makes you credible and stand out? What would you like to 

change? Some of the basic questions you need to address before talking to your audience and 

start mingling with competitive brands. We can measure brand perception. We can’t read minds, 

but we can reveal hidden information. Tools that help align brand strategy and creative concepts 

with the minds of your audience. We respect the creative process and our aim is to substantiate 

and improve its impact. 

When communicating to large audiences, the stakes are always high. Validating large investments 

with gut feeling and test panels has been the industry standard. Our subconscious reacts in 

milliseconds. What do people look at and what happens as a consequence of that. It’s important 

to know which aspects of your creative efforts work best. That’s another reason why we measure 

responses in the brain. Our tools analyse what triggers engagement and emotions. This helps you 

increase the impact while reducing costs. 
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Test and optimize ads and media before publication

Testing and editing of media to optimize impact is a very pragmatic and actionable way to apply 

Consumer Neuroscience. Some of the major consumer brands such as Unilever and Heineken are 

increasingly improving communication by better understanding their audiences reaction by using 

this new measurement and perspective. 

Benefits of consumer neuroscience testing of commercials;

• Sales forecasting: the measures Engagement & Attractiveness (EEG) and Reward Processing 

(fMRI) are directly related to the ability of the commercial to drive sales. 

•  Impact analysis: Consumer Neuroscience research provides a ‘moment to moment’ analysis 

of the impact of media. For example, is your commercial able to stand out from the clutter of 

other commercials, are people attracted to the content, does it evoke desire and buying 

intentions? 

•  Targeting: By performing split-group analysis, based on brand-loyal versus non-loyal 

customers, male versus female, or old versus young, you will get insights in how well your 

message resonates with your target audience. 

•  Dynamic reporting: The EEG and Eyetracking measures are presented simultaneously with 

the video, allowing one to intuitively grasp what moments during the video work well and 

trigger Engagement and positive emotions in your audience. 

•  Subconsious processing: Measuring brain activity reveals insights that are not obtainable 

through other methods, and lead to surprising or unexpected improvements of your

marketing strategy. 

•  Guidelines for creatives: Each study results in a set of actionable guidelines to improve your 

ads and provide guidelines for future commercials. Understanding what works well for the 

audience will make you a more effective marketer. 

•  Return on investment: By using insights from brain research to increase the effectiveness of 

media, you will attain your goals and reduce media spending. 

EEG (Electroencephalogram): metrics and techniques

EEG is a non-invasive brain-imaging method that involves placing electrodes on the scalp surface 

in order to record electrical brain activity. It is non-intrusive and easy to place, as the electrodes are 

inserted into a cap, which is placed on a participant’s head. In that sense, people can surf the 

internet or watch videos without discomfort, thus emulating real-world conditions in the lab. 

Alpha.One uses scientific-grade 32-channel EEG machines. At 32 different locations across the 

scalp we will sample brain activity at sub-millisecond resolution. EEG measures brain activity 

directly from the scalp and provides insights into processes that occur inside the brain.

  

A neuroscientific investigation-based EEG measurement will reveal signatures in brain activity that 

are significantly predictive of the effectiveness of media. The technique is particularly useful as a 

fine-grained second to second analysis of engagement, conspicuity and attractiveness of your 

video.
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The outcome measures for ads and media can be compared to averaged results of different 

selected benchmarks and, if compatible, even to a larger set of ads in our database. Comparing 

the results for a brand with other ads will reveal whether the ads perform above or below average 

on important dimensions such as conspicuity (attention), engagement and attractiveness. 

In addition, because EEG has a high temporal resolution it is possible to visualize during which 

scenes of the ad the engagement and attraction are high or low. This provides insights into which 

executional elements perform well and how to optimize the editing. 

EEG metrics;

• Gamma consists of high frequency brain waves between 75 and 95 Hz, and reflects (task) 

engagement. 

•  Beta consists of mid-high frequency brain waves and reflects active concentration. 

•  Occipital Alpha consists of lower frequency brain waves (8-12Hz) recorded from the occipital or 

visual cortex, and reflects visual attention captured by the commercial, or its conspicuity. 

•  Theta are low frequency brain waves (4-7Hz) and are indicative of memory processes. 

•  Alpha-asymmetry is measured as difference in amplitude of Alpha-frequency waves between 

the left and right frontal cortex. Relatively more activity in the left hemisphere means the brain 

is processing positive emotions and activates approach systems, while more activity in the 

right hemisphere is associated with negative emotions or withdrawal. 

All measures can be extracted from on going EEG recordings of brain activity, while participants 

are viewing multiple ads, a series or surfing a website to assess user experience.

The different EEG metrics will be presented in a dynamic way, by displaying how the brain 

responds to the stimuli in a video with the EEG metrics displayed in sync with the video. This 

dynamic approach will allow you to intuitively grasp the effects of your ad. 

Pre-testing with EEG and eye-tracking: Understand what 

happens from moment to moment and optimize the final 

editing of the commercial.

Because EEG has such a high temporal resolution, the technique is particularly useful to 

understand what happens from moment to moment during the ad or series. This input can be 

used to optimize the ad or to analyse which executional elements trigger engagement in the 

audience.  We usually test the new ad (or versions of the new ad) against a number of existing ads.

Pre-testing with EEG is typically used to answer the following questions;

• Is the commercial able to escape from the clutter of other competing ads?

• Are people attracted to what they’re viewing?

•  Which of different versions/edits from the same ad is the most effective?

• What type of music or which song works well with the ad?

•  Which moments work well and which moments need a reconsideration or change in editing?

•  Are people looking at important elements such as brand logo or call to actions?

• Does the ad appeal to a target audience?
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Optimize & measure the effectiveness of media with EEG 

Eyemovements are transformed 

into heatmaps. Eyetracking is 

used to understand why 

moments work or don’t work well.

The red line runs simultaneously 

with the video, and points to 

stronger and weaker parts of the 

video.

The radar plot shows which 

dimensions drive the 

performance of the ad, and the 

differences between versions of 

the same ad or between 

competitors’ ads. 

Pressing play and scrolling 

through the dynamic 

presentation of the results will 

allow you to intuitively grasp why 

moments during the ad work well 

for the audience. 

 ENGAGEMENT 
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Eyetracking; metrics and techniques

In addition to our EEG measurements, we also keep track of our participant’s eye movements. 

Their eye movements will be recorded with a multi camera infrared system, facing the participants 

while they are looking at the ads or performing an user experience task. By measuring eye move-

ments, we will know exactly which section of the screen the participants were looking at during 

each point in time. This data can then be used to explain the responses from the brain. Furthermo-

re, heatmaps can point to moments during the ad or website where the outlook is suboptimal.

Besides the use of Eyetracking with our EEG measurements, we can also perform Eyetracking ex-

periments seperately. Alpha.One offers both screen based and mobile Eyetracking, using the Tobii 

systems. Screen based Eyetracking can be used to test ads, media and websites. While mobile 

Eyetracking is also suitable for product and brand design, user experience and in store experience. 

When using screen based Eyetracking with the same stimulus for each participant, heatmaps can 

be made indicating the salience of the shown stimulus. Besides the heatmaps, the eye move-

ments from each participant will be delivered in movie form, allowing you to follow their gaze 

while they are walking through your store or looking at your product. Several metrics are available;

• Saliency; Time to first fixation, the time it takes before the location is noticed. Locations that 

stand out have a low time to first fixation and are therefore more salient.

• Engagement; Fixation duration, the lengt of the fixation made in a location. The longer the 

fixation, the more engaging.

• Comprehension; Fixation count, often returning to the same location indicates lower compre-

hension. 

                  

                  Before

                    After
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