
                  

 

 

                    

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

                       
 

Get insights into how consumers understand, use,  

and respond to traditional media and new  
emerging technologies.   
 
Our visualization is driven by emotional ƛƳǇǳƭǎŜǎΦ LǘΩǎ ƻǳǊ principal means of  
observing and evaluating everything ŀǊƻǳƴŘ ǳǎΦ LǘΩǎ Ƙƻǿ we filter information  

inflow and our reactions to it. 
 
 
 
 
 
 

 
 
 



 
 
 
 

From head to heart: 
 
TODAY,      
 

                                /hb{¦a9w{ 5hbΩ¢ {99 ¸h¦w !5Σ 5hbΩT 
                  READ YOUR AD, DONΩT HEAR YOUR AD 
 
                  Emotion to faults is always blind, unconfined, and breaks all chains  
                              verbal seduction 
 
                    

                                   
 
 
 

 Evaluate human perception of magazines, print ads, TV  
 Commercials, direct mailings, outdoor ads, web pages, and shopping shelves.   
 Measure impact of different media formats and messages and identify potential benefits  

and problems.  
 Find out how visual elements gain and retain the highest attention (or no attention).  
 Determine the effect of placement and ability to cut through cluttered scenes and visual  

pollution.  
 Evaluate design of physical products, packaging and labeling. 

 



 

 

 

IS YOUR MEDIA EVOLVING? 
 

Market is evolving, consumer is evolving, YOUR COMPANY is evolving The media landscape is evolving  

more rapidly than ever,  the world appearing to shrink as news moves beyond borders and regulation  

while at the same time expanding through the proliferation of niche communications channels. 

These changes affect all media communications in all shapes and forms, and bring more urgency to 

 the need to EVALUATE and influence the position and value of your marketing and  

advertising means. 

 

HEDGE AGAINT UNFORSEEN RISKS 

 
There is a shift from broadcast to narrowcast, and from traditional media to άsocial mediaέ  

where consumers now taking charge of your media and decide how to use it.  

 

Ultimately effective communications still boils down to the same essentials ς knowing your  

audience and how to best engage with them. 

 

As the borders between communications channels, and consumers, are more and more  

blurred, MEDIA INTELLIGENCE had becƻƳŜ ǘƻŘŀȅΩǎ passport to audience  optimum engagement 

 

 

WHAT IS MEDIA INTELLIGENCE? 

 
Emotional responses to commercial messages [below the level of conscious  awareness] can be  

successfully monitored in real time and analyzed with sufficient depth and accuracy to provide an  

invaluable ǿƛƴŘƻǿ ƻƴ ¸h¦w  ώ!¦5L9b/9Ψϐ ƛƴƴŜǊ decision making process.   

 

1- Understanding of how to measure, analyze and report on your media design production, to clearly  

witness its performance and impact prior to publication through neuro-scientific analysis of the  

revolutionary MEDIA INTELLIGENCE. 

 

2- EVALUATING YOUR MEDIA  is about providing you with audience COGNITIVE insights. It offers a  

comprehensive understanding of the consumer level of engagement of your media design  

and production.  

 

 



 

 

 

 

3- By understanding your customers behavioral /cognitive targeting, you leverage, improve  

your advertising and media production for optimum results prior to publication of your ad/  

broadcasting of your radio and TV ad and Website 

 

4-  TAPPING INTO THE EMOTIONAL GOLD MINE 

 
    Seeing is believing- take a FREE media intelligence  test 
 

        See what captures their attention 

        See whatΩs relevant to them 

        See your visual design weakness             

        See their eye fixation on your print / Web media  

        See their degree of engagement 

        See their emotional level on any given area of your print/interactive/broadcast media 

 

     FREE DOSENΩT COST YOU ANYTHING 

 

         Eliminate your doubt, send us your print media or Website welcome page design in and weΩll provide 

         you with a complete free media intelligence analysis because we know once you see the result, you  

         will believe. 

 

          

         FOLLOW THE FOOT STEPS OF THE LEADERS 

         If  Nike,  [ΩhǊŜŀƭ, Daimler Chrysler, Nestlé, Coca-Cola, Nielsen,  and Google Χ BELIEVE 
         in MEDIA INTELLIGENCE and  NEUROMARKETING , We can trust ǘƘŜȅΩǾŜ done their 
         home work before believing. 

 

          

 

 

 

 

 



 

 

 

SO HOW ARE WE AS SHOPPERS? 
 

SEE YOUR BRAND THROUGH THE EYES OF YOUR AUDIENCE 

 

//  PACKAGING: attention simulation test  

 
SLEEPLESS IN THE SUPER MARKET 

 
Most of us are 'sleep shoppers', wandering the store, missing all the advertising. Only 7 words are 
 read during our shopping trip and believe it, 80% of our shopping is completed subconsciously.   
Imagine your brand in perfectly  placed on the supermarket shelf  competing for attention with  
other brands 
 
Take your brain to the gym, take this attention simulation test and experience the amazing accuracy  
consumers simulated attention through the powerful artificial intelligence: 
[ŜǘΩǎ  ǎŀȅ Ƴȅ ōǊŀƴŘ ƛǎ ǘƘŜ ƳƛŘŘƭŜ ǇŀŎƪŀƎŜ ǘƻǇ ǎƘŜƭŦ ŀƴŘ ȅƻǳΩǊŜ ǘƘŜ ŎǳǎǘƻƳŜǊΧ 
 
Objectively,  observe all the brands on the shelf for 5 seconds and memorize your  
 
 1- The trajectory of your eye fixations 
 2- Your attention span  
 3- Your emotional engagement 

Then look  the mi generated results just below it. (tƭŜŀǎŜ Řƻ ƴƻǘ ǇŜŀƪ ŀǘ ǘƘŜ ǊŜǎǳƭǘ ǳƴƭŜǎǎ ȅƻǳΩǊŜ ǊŜŀŘȅ) 

                  

                                       



 

 

                                  
 
                             Can you tell from this packaging design line up which will pass the performance metric test? 

                              CAN YOU TELL IF YOURS WILL? 

 
 
                             HERE IS THE RESULT OF YOUR ATTENTION SIMULATION: 
 
                             If you wish to verify your attention simulation and degree of engagement, go back and do the test  
                             once more.  You will find that that is an  almost accurate simulation of your attention on the  
                             brands above. 
 
 
                              
 
                                           

                                

 

                                       
                   

 
 
 
 
 
 

 

 

 

 

 



 
So how is ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ōŜƘŀǾƛƻǊ ƳŜŀǎǳǊŜŘ 
 in the new advertising paradigm? 
 
When a person is exposed to a visual communication he/she is also faced with the decision of accepting or 
rejecting the persuasion, he/she may be expected to relate this information to his  
existing attitudes, knowledge, feelings, etc. In the course of doing so, he/she is likely to rehearse substantial 
cognitive processing beyond that of the persuasive message itself. 
 

 

MEDIA INTELLIGENCE  

 
Media Intelligence provides you a panoramic saliency [ neuro-scientific term for relevancy]  map  view 
of your media design effectiveness:  
 
Consumer visual attention scan of your visual design : 
Customer/user media interaction analysis: How do they interact with your media, what they skip,  
what catches their attention, what do they skip   
 

 Analysis of emotional level of engagement 

 Trajectory of eye movement on your visual design: 
Tracking the movement of a research subject's eyes over advertising copy, or other images, to 
measure the level of attention and the sequence in which attention is paid to various components 

 Optimum placement and relevancy analysis 

 Website user behavior analysis: Convert web page visitors into sign-ups and buying customers 
 

Measure true user experience: 
 
Experiencing a website through the eyes of your users helps  
you to understand their motives and behavior in a revolutionary new way. Get new valuable 

knowledge and: 

 

- Create design that works towards business goals. 

- Improve your interface design 

- Accurate interpretation of implicit feedback 

- measure how much time spent on your home page 

- Assuring that specific design elements are seen by users 

- LŘŜƴǘƛŦȅƛƴƎ ŘŜŀŘǿƻƻŘ ŜƭŜƳŜƴǘǎ ǘƘŀǘ ŘƛǾŜǊǘ ǘƘŜ ƻƴƭƛƴŜ ŎǳǎǘƻƳŜǊΩǎ 

  attention in buying processes. 

- Test of radical design changes: Creating a basis for redesign decisions. Ensuring that the design 

  elements and layout is optimized 

 

 

 

 

 

 

 

 



 

// PRINT ADVERTISING: 
 

 FOR THEIR EYES ONLY:   

  See your ad through their eyes  

 

The average time spent gazing at a print ad is less than two seconds. The decision to engage or turn the page 

is made within this short time. The reasons for this become clear when you see what respondents see. 

MEDIA INTELLIGENCE CANΩT MEASURE creative brilliance or brand strategy, but measures the engagement. 

It can show why the perfect image might just be too perfect. 

 

Example:   

 

This ad is randomly selected from the Web. Although the creator of this ad may or may not know that there is 

an audience, but one thing for certain, this ad appears to have failed the performance and the engagement 

metrics.   

 

          
 

 

 

 

 

 

 



 

 

 

               

 

                     Can you tell from this analysis if this ad passed the performance metric test or failed? 

                     CAN YOU TELL IF YOUR DID? 

 
                      Most common mistakes of a failed print ad   

  

 Playing "Follow the Leader" with your competitor . Your competitor's  marketing agenda may 

not resemble yours, so copying his/her advertising strategy isn't the best way to be 

effective.  

 

 Assuming that bigger and louder is always better  
 ¢ƻƻ ƳǳŎƘ ŜƳǇƘŀǎƛǎ ƻƴ ǘƘŜ ŎǊŜŀǘƛǾŜ ŀƴŘ ƴƻƴŜ ƻƴ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ōŜƴŜŦƛǘǎΥ 
ŘƻƴΩǘ ŘŜŎƻǊŀǘŜΣ Ŏommunicate. Consumers donΩt buy cute no more, theyΩre not interested  
in  to rating your creative ingenuity but seek only their benefits. 

 Too much clutter: too much information kills the information 

 Etc. 
 

 

 

 

 

 



 

 

 

//  PUT YOUR BRAIN TO THE TEST 

 
 
Observe the ad for 5 seconds then look at its media intelligence measurementΦ ²Ŝ ǿƻƴΩǘ ǘŜƭƭ ȅƻǳ 

whether this ad passed or failed the mi  performŀƴŎŜ ǘŜǎǘ ōǳǘ ȅƻǳΩƭƭ ƘŀǾŜ ŦƛǊǎǘ-hand look at your 

simulated emotional level of engagement 
 
 
To ensure total objectivity (Please Řƻ ƴƻǘ ǇŜŀƪ ŀǘ ǘƘŜ ǊŜǎǳƭǘ ǳƴƭŜǎǎ ȅƻǳΩǊŜ ǊŜŀŘȅ) 
 
 
 

           

 

          The next page will show you your mi results: 

 

 

 

 

 

 



 

 

                  

 

                     Can you tell from this analysis if this ad passed the performance metric test or failed? 

                     CAN YOU TELL IF YOURS DID? 

 

 

 

 

 

 

 



 

// THE WEBSITE 
 
9ƴƎŀƎŜΣ ŜƴƎŀƎŜΣ ŜƴƎŀƎŜ ΧTHIS IS THE AGE ENGAGEMENT 
     

The cognitive K.E.E effect:  

Knowledge, Experience, Emotion  

 

    56.6 M Websites: 7.7 BILLION Web pages worldwide. Fewer than 5,500 Websites  

        pass THE PERFORMANCE METRIC TEST 
     
Audience can't give you money while rubbing their eyes or scratching their heads.  
If users can't find the sense and order they need, they soon grow exasperated and give up. 
 

Users are NOT on your Website to rate your clever design, flashing bells and whistles,  

ǘƘŜȅΩǊŜ ǘƘŜǊŜ ǘƻ ŀŎŎƻƳǇƭƛǎƘ ŀ ŎŜǊǘŀƛƴ ƻōƧŜŎǘƛǾŜ ƛƴ ŀǎ ƭƛǘǘƭŜ ǘƛƳŜ ŀǎ ǇƻǎǎƛōƭŜΦ ¸ƻǳ ƳŜǎǎ ǿƛǘƘ  
that, you lose that customer ǘƻ ȅƻǳǊ ŎƻƳǇŜǘƛǘƻǊ ǿƘƻΩǎ Ƨǳǎǘ ƻƴŜ click away   
 
 
Take into account "audience intelligenceέΥ  Know your audience (psycho-graphics /techno-graphics) 
Performance metric measurement components: 
 
                     1- Are you engaged? 
                     2- Does the ergonomics (information architecture) make sense? 
                     3- Is it easy to use? 
                     4- Is it efficient? 
                     5- Is it effective? 
 
 

       Today, users have developed a short fuse when it comes to Websites, not only will they never return,  
       but will mark your website (not bookmark you) for life.  
 
 

 
 
 
 
 
 



 
 
   TAKE A WEBSITE MI TEST 
 
      Bellow is an interface design for your cognitive and engagement performance test. Observe this 
       interface for about 5 secondsΣ ǘƘŜƴ ǿƘŜƴ ȅƻǳΩǊŜ ǊŜŀŘȅΣ ƭƻƻƪ ŀǘ ǘƘŜ ǊŜǎǳƭǘǎ ōŜƭƭƻǿΦ 
 

       
 
 
 

Let us  surprise you before you see the results: here is your mi simulated attention: 
 
1- The little young man 
2- The relevant links  block bellow ( the left one then the right one) 
3- then the top right 
4- You ignored the logo on top left! 
 
Assuming that your quest for relevancy is important, you were engaged for at least 

       15 seconds this means that the design process as well as the ergonomic (information 
       architecture) aspect respected your rational part of the brain while the colors and the  
       ambiance succeeded in engaging you fully. 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
      The result analysis of this Website 
 
 

       
 

       Can you tell from this  if this Website passed the performance metric test or failed? 

       CAN YOU TELL IF YOURS DID? 

      In order to ensure success, your ad/Website must integrate  the mathematics of persuasive 

       communication.  On the  surface, ads may look similar in a magazine or a newspaper, but be certain  

      that on the  ǎǳōŎƻƴǎŎƛƻǳǎ ƭŜǾŜƭ ƛǘΩǎ ŀ ǿƘƻƭŜ ŘƛŦŦŜǊŜƴǘ depth. Mathematics is all about precision. 

 

 

 

 

 

 

 

 

 



 

   // MEDIA INTELLIGENCE 2010 
    Credibility/trust  detection technology. 
 
    Through a robotic/scientific research, Artificial Intelligence had developed new  
           physiological/psychological neuro TRUST finger prints and its relationship to humans. 
 
 

           The eyes are the window of your soulΧ           

           

           ITõS ALL ABOUT TRUST        
 
          TRUST had become the most expensive commodity today. 
 
         άMany studies in interpersonal communication (people to people) conclude that if the 
           source is competent, reliable and trustworthy the message will be more readily accepted  
           by the receiver.  Competent, reliable and trustworthy  make up the components of being  
          ŎǊŜŘƛōƭŜ ƛƴ ƛƴǘŜǊǇŜǊǎƻƴŀƭ ŎƻƳƳǳƴƛŎŀǘƛƻƴΦέ  William L. Haig, Ph.D 
 
          1.  The source or messenger of the message (the company). 
          2.  The message. 
          3.  The receiver (stakeholder, ie customers, employees, banks, suppliers etc.) 
         
          

           TESTING THE TRUSTWORTHINESS  

        OF A MESSENGER  

 
           In the next visual testsΣ ȅƻǳΩƭƭ ōŜ ǇǊŜǎŜƴǘŜŘ ǿƛǘƘ a marketing message delivered by 

           a two different messengersΦ ¸ƻǳǊ ǘŀǎƪ ƛǎ ǘƻ ŜȄŀƳƛƴŜ ǘƘŜ ƳŜǎǎŜƴƎŜǊΩǎ ŜȄǇǊŜǎǎƛƻƴ ŦƻǊ  

           5 seconds. 

 

           You will be asked to assess your trust level vis-à-vis both messengers because, 

           regardless of the credibility of the message, if the message is not delivered by a  

           trust-worthy messenger, your message will miss the mark entirely. 

 

            REASON: 

 

          Interpersonal communication IS NOT ABOUT what you say but who says it and how 

           it is said. We all had situation where we meet individuals and we just click instantly 

           the reason being, two souls connected. PERIOD. When we trust, We feel it or we donΩt  

           there is no grey area.  YOU DO THE SAME and your audience does too. 

 

 

 

 

 



 

HOW TO CHOOSE THE RIGHT CAST FOR CREDIBILITY? 

 
          A messenger can be a TV commercial /  infomercial  actor or actress, a visual of a person on 

          print AD, on a Website landing page or any on other mediums where persons are 

          employed to depict their relationship to your brand. 

 
          PUT YOUR TRUST FACTOR TO TEST 

 

           Observe the fist visual for 5 seconds and concentrate on the messenger not the message 

           then look at your trust level results bellow. 

           MESSENGER 1     
 
            
 

                                      



 
 
                              Messenger #2  
 
 

                               
 

 

                              WHO CAN YOU TRUST TO WORK ON YOU CAR TRANSMISSION? 

                              Take a look at the facial level of emotional engagement on each 

                              of the following results 

 

 

 

 

 



 

 

       Messenger #1 

 

           
 

 

          Now look at the facial degree of engagement on the facial expression of Messenger #2 

 

 

 

 

 

 



 

 

 

                           

                                Can you tell who you trust most? Can we safely say #1? 

 

 

 

 

 

 

 


