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Executive Summary 

 

With the aim of presenting normative solutions to industry professionals i.e., 

marketers/advertisers, this thesis seeks to test the optimal brand logo placement and 

exposure time in terms of enhancing communication effectiveness towards 

consumers/viewers.  

By employing a sequential mixed-method research design using both qualitative and 

quantitative methods along with a ‘mock’ neuromarketing experiment, the significance of 

both brand logo placement and logo exposure time within commercials is tested.  

Ultimately, no statistically significant difference, in terms of communicative effectiveness, 

was found between manipulating the placement of the brand logo or the exposure length. 

As such, while this thesis does not present any groundbreaking revelations for advertising 

practitioners, it does however provide an insightful look into the contrasting beliefs held 

within the industry and academia surrounding creativity and advertising effectiveness. 

Nevertheless, it does conceptualize how a pilot study can be set up and used for future 

research. 

Finally, the thesis highlights the potential future directions new technology can help steer 

the industry toward, enabling advertising/marketing professionals to peer ever deeper into 

the mind of the consumer in an effort to understand and communicate with them even 

better. 
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Part 1: Introduction 

1.1 Introduction & Topic Relevance 

You see them on digital billboards, on TV, when you read your favorite magazine or 

between videos when streaming and surfing online. An omnipresent part of people’s every-

day life, advertisements and commercials are everywhere in our modern-day world with 

consumers being exposed to, on average, between 6.000 to 10.000 ads every day (Carr, 

2021).  

With consumers being constantly bombarded by ever-increasing amounts of advertising, it 

potentially becomes harder for advertisers to “cut through the noise” and engage 

consumers. One trend that seems pervasive, especially for video commercials, is an 

increased focus on storytelling and the lessening importance of explicit brand logos - with 

logos either being relegated to the end of the commercial or omitted entirely (Zalando 

2020; Sephora 2015; Johnnie Walker 2015; Lloyd Lee Choi 2014; TWOMEN Advertising 2021; 

Chanel 2010; Hermès 2019; Speaking Human 2019).  

As such, this thesis seeks to investigate if these new “storytelling” commercials are more 

effective, than the so-called “tactical” advertisements that explicitly feature brand and 

product information. Resultingly, the main wondering/question that this thesis seeks to 

answer is whether the choice to deemphasize the logo in favor of narrative storytelling is a 

sound strategic choice or simply a passing ‘bandwagon trend’ within the advertising 

industry. Hence, the goal of this thesis is to investigate the importance of brand logo 

placement and exposure within commercials in relation to advertising effectiveness. 

With the above-stated goal in mind, how one measures the effectiveness of advertisements 

in relation to brand logo presence becomes relevant. In this regard, neuromarketing 

provides an answer: As a relatively “new” approach, neuromarketing enables advertising 

professionals and creatives alike to tap further into the consumer’s “black box”, their minds, 

and uncover hitherto unknown insights and unconscious metrics which cannot be described 

rationally, using tools such as eye-tracking, GSR, and other technologies. Consequently, 
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given this thesis’ focus on storytelling and emotionally appealing commercials, examining 

the question of brand logo presence within commercials through the lens of 

neuromarketing is an ideal fit.  

Finally, it should be noted that our study was done in the middle of the COVID-19 pandemic, 

which meant that conducting experiments with physical attendance was not possible. 

Consequently, the originally intended research design was changed as no “real” 

neuromarketing studies/experiments could be undertaken. Despite these special 

circumstances, this thesis is still driven by a neuromarketing “logic” as it seeks to come up 

with normative suggestions for how industry professionals may use the neuromarketing 

“toolbox” to create more effective advertisements. 

1.2 Structure of the Thesis 

As illustrated below, the thesis is built using a “two-part” structure with a sequential mixed-

method research design. This design and reasoning behind it will be discussed in greater 

detail in part 2 of the thesis (Byrne & Humble, 2007). 

Firstly, a short introduction along with our overall approach to philosophy of science is 

accounted for. Secondly, in part 3, using exploratory qualitative interviews, themes and 

topics are uncovered in relation to our initial topic wondering. The findings from the 

conducted interviews are then used to frame both the overall research question and 

literature review. Thirdly, in part 6 and 7, the conducted “neuromarketing experiment” 

along with analysis of the gathered quantitative data will be analyzed and discussed. Finally, 

the implications of the found result will be elaborated and future perspectives regarding 

further research and improving/expanding the pilot study will be highlighted.  
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1.3 Thesis Delimitations  

On a general level, this thesis is cross-sectional, which means that it studies a particular 

phenomenon at a particular time. Thereby the research represents a “snapshot” taken at a 

particular time (Saunders et al., 2016, p. 200). As time goes, the neuromarketing, advertising 

and branding practices presented may have changed, which could obsolete the findings of 

this thesis. Additionally, the research was, as earlier mentioned, conducted in the middle of 

a pandemic, which made it impossible to conduct experiments and interviews with physical 

presence. The implications for this will be dealt with, in detail, in the respective 

methodology sections.    

In the subsequent sections, the delimitations made regarding the main theoretical areas of 

marketing, branding and neuromarketing are presented. 



8 
 

1.3.1 Marketing: Visual Media & Advertising 

Marketing and marketing communication is a vast and diverse field of study including brand 

management (Heding et al., 2016), the marketing mix (Kotler, 1991, 1999), strategy 

formulation and competitive positioning (Hooley et al. 2008), just to name a few areas of 

inquiry. While a basic understanding of marketing and communication will be elaborated 

upon, this thesis will, in terms of delimitation, focus on advertisements as a form of 

communication and persuasion between companies and consumers. More specifically, this 

thesis revolves around advertisements within the visual medium of television/video. As 

such, other forms of advertising, such as those within the realm of Offline/Outdoor, Print 

and Radio etc. will not be discussed or explored.     

Furthermore, this thesis is interested in the effectiveness of advertisements and the effects 

brand logo placement and exposure has on consumers. When exactly an advertisement is 

considered effective is, even to this day, a point of contention. As such, a significant portion 

of the literature review is devoted to uncovering different perspectives on advertising along 

with a short overview of relevant logo literature.     

Additionally, it is worth mentioning that the terms ‘advertisement’ and ‘commercial’ will be 

used interchangeably within this thesis. While advertisement usually refers to any kind of 

“commercially minded” communication from companies towards consumers, commercial 

specifically refers to ads using video/aired on TV. This distinction is especially poignant as 

much of the academic literature presented later in this thesis, dependent on their area of 

inquiry, also uses these terms. Moreover, we also use a range of job titles, i.e., advertisers, 

marketers, brand managers and creatives, interchangeably within this thesis. Regardless of 

specific titles, each should be viewed as a general representation of the stakeholders within 

the advertising industry. 

Moreover, while we are interested in how consumers react and interact with commercials 

and the effects advertising messages have on consumers, we are not interested in how 

consumers interact with brands beyond that. Consequently, phenomena such as consumer-

led ‘brand communities’ and other frameworks and constructs put forth by, for instance, 
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Consumer Culture Theory (Arnould & Thompson, 2005) will not be explored further or 

elaborated upon. 

1.3.2 Neuromarketing 

‘Neuromarketing’ is a relatively new field of study that bridges human biology and 

psychology with knowledge rooted in the fields of neuroscience and social psychology, with 

more commercial knowledge rooted in behavioral economics (Morin, 2011). As such, it is a 

diverse field based on various academic and practical fields, which is why only concepts 

relevant to this thesis are accounted for.   

Neuromarketing tools may be divided into the study of external reflexes, input/output 

models and internal reflexes (Kottier, 2014, p. 4). Given the scope of this thesis, focus is on 

elements from the human brain and the eye that are relevant to the study of how visual 

stimuli is perceived and how this, in turn, is stored and remembered in the human brain. As 

such, this thesis takes an outside-in approach of the consumer, since emphasis is on the 

identification of consumer reaction patterns to marketing communication stimuli. In this 

connection, an account of how eye-tracking could be used to study the influence of external 

reflexes on consumer behavior is explored. The tools to study external reflexes do not 

investigate the brain, but they register the external reflexes of people (Kottier, 2014, p. 4). 

Consequently, this thesis is theoretically limited to the study of external reflexes.  

Despite this thesis focus on the study of external reflexes, a comprehensive account of the 

internal reflexes is made i.e.., human brain and memory. This choice is taken as our 

originally intended plan was to examine i.a., ad recall, brand recall, which are concepts 

linked to memory.  

Lastly, it must be noted that neuromarketing tools such as eye-tracking, 

electroencephalography (EEG) and functional magnetic resonance imaging (fMRI), can all be 

used to measure psychological responses to advertising i.e., attention levels, brain 

reactions, etc., (Morin, 2011). However, as will be outlined, we could not specifically 

measure what captures respondents' visual attention or their cognitive experience when 



10 
 

receiving and processing information (Wang, 2019). Nonetheless, we describe the relevant 

concepts in the literature review as they are important components within neuromarketing.  

Thematically, neuromarketing is a diversified field, which may also be used to study i.a., 

product packaging, in-store marketing, online shopping experience and sensory cues (Genco 

et al., 2013). Overall, the focal point of this thesis is the usage of neuromarketing tools in 

relation to advertising effectiveness. 

 

Part 2: Philosophy of Science 

2.1 A Mixed-method Approach 

The term research philosophy refers to a system of beliefs and assumptions about the 

development of knowledge (Saunders et al., 2016, p. 124). Throughout our research, we 

have made several assumptions about human knowledge i.e., epistemology, and the 

realities we encountered in our research i.e., ontology. All these assumptions have shaped 

our research question, the methods used, as well as the interpretation of our findings 

(Saunders et al., 2016, p. 124).  

Our research has not been rooted in a specific research philosophy, rather we have taken 

the philosophical stance of pragmatism in the development of knowledge. For a pragmatist, 

research starts with a problem, and aims to contribute practical solutions that inform future 

practice (Saunders et al., 2016, p. 143). Pragmatists view the exclusive adoption of one 

philosophical paradigm as unhelpful and choose instead to see these as either end of a 

continuum. Thus, allowing a choice of mixture of positions that will help to undertake their 

research (Saunders et al., 2016, p. 169). As a result, we have opted for a mixed-method 

approach study, which is commonly used in social science studies. The idea behind this is to 

combine and integrate both quantitative and qualitative methods in one study (Clark & 

Creswell, 2008). Thus, both quantitative and qualitative research is valued by pragmatists, 

and the exact choice of methods is contingent on the nature of the research (Saunders et 

al., 2016, p. 169).  
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As pragmatists, we were aware that quantitative research would attempt to predict 

phenomena, whereas qualitative researchers seek to gain a deeper understanding of a 

phenomena as they exist for each individual. Consequently, we acknowledged each 

method's strengths, and the fact that, by combining each of them, we could come closer to 

uncovering a complex problem area (Florczak, 2014, p. 281). Thus, for pragmatists, it is 

perfectly logical to mix methods that belong to respectively different philosophical 

paradigms. Accordingly, it is the specific research problem that determines the methodology 

of a study (Byrne & Humble, 2007). 

Our mixed-method approach is characterized as sequential exploratory. In this type of 

research, the researcher gathers qualitative data to explore a phenomenon, and then 

collects quantitative data to explain the relationships found in the qualitative data (Byrne & 

Humble, 2007, p. 3). As illustrated below, the sequential exploratory approach starts with 

off using qualitative methods, followed by quantitative methods, and involves multiple 

phases of data collection and analysis (Saunders et al., 2016, p. 171).  

 

Using a mixed methods research design suggests a dynamic approach to the research 

process, where one phase subsequently informs and directs the next phase of data 

collection and analysis (Saunders et al., 2016, p. 171).  

In relation to our research, our initial qualitative studies, i.e., exploratory interviews 

provided an empirical and thematic background for our “wondering” as described earlier in 

the topic relevance section. Additionally, the interview findings guided our subsequent 

literature review, which allowed us to come up with the hypotheses and overall research 

question. Our qualitative method was “only” used to form the basis of our theory section, 

but not to predict phenomena and achieve a definitive truth. Consequently, our quantitative 

methods are the core of our research approach and were used to test our hypothesis and 
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come up with normative suggestions. Resultingly, our mixed method approach was 

quantitatively driven, with qualitative research taking the back seat (Morse & Cheek, 2014).  

Given the above, we were not bound to a specific research paradigm, but rather we applied 

the methods that were most suitable to answer our research question. Additionally, 

dedicated sections detailing each method and their concrete execution in relation to the 

thesis is included at later relevant points. The following section will, at a general level, detail 

our research design in relation to our overall philosophy of science approach. 

2.2 Research Design 

2.2.1 Qualitative Research Method  

Pragmatist research is a reflexive process, which is initiated by doubt about something that 

recreates belief when the problem has been resolved (Saunders et al., 2016, p. 143). 

Accordingly, our research started with a wondering that set the stage for our qualitative 

research i.e., the semi-structured interviews. Qualitative research is often associated with 

an interpretive philosophy i.e., hermeneutics. Consequently, researchers within this 

paradigm, wish to make sense of subjective meanings expressed about the phenomena 

being studied (Saunders et al., 2016, p. 168). Thus, qualitative research is very different from 

quantitative research which aims at obtaining objective facts (Patton, 2005, p. 3).  

As we undertook a sequential exploratory approach, the initial phase of qualitative data 

collection was used to identify themes and patterns and create a conceptual framework. 

Accordingly, the findings from our qualitative research were interpreted as premises to 

generate untested conclusions i.e., induction. Thereby, generalizing from the specific to the 

general (Saunders et al., 2016, p. 145). Thus, the interview findings led to the discovery of 

new insights, which were then followed up by theories and scholarly literature in the 

successive literature review sections (Saunders et al., 2016). The presented literature on 

marketing communication models, advertising, branding and neuromarketing, 

complemented and built on the notions set forth by the qualitative interviews. Furthermore, 

the interpretive nature of our research was also apparent as we critically interpreted and 
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reflected on existing scholarly literature regarding the above presented topics. Lastly, we 

interpreted and related the results from our quantitative research to the theoretical 

concepts from the literature review and the scope of our research question. 

2.2.2 Quantitative Research Method 

We outlined an experiment, guided by a neuromarketing “logic”, which, in practice, has 

been a survey. Both an experiment and a survey are exclusively linked to a quantitative 

research design (Saunders et al., 2016). We wanted to examine the effectiveness of a 

commercial i.e., the optimal placement and logo exposure to facilitate communication 

effectiveness. Accordingly, our analysis was based on numerical values obtained using a 

Likert scale and asking respondents questions they needed to score i.e., “How clearly was X 

communicated”. Thus, we were only interested in data that could be measured and lead to 

the production of credible and meaningful knowledge. 

Quantitative methods are associated with the research philosophy of positivism, which 

entails working with an observable social reality to produce general rules (Saunders et al., 

2016, p. 135). On a general level, positivists regard observation as the only source of 

knowledge and further emphasize verification/falsification to obtain knowledge (Ladyman, 

2002). By virtue of this, claims are only meaningful if they have been verified or falsified by 

evidence (Caldwell, 2015). In positivism, the researcher is neutral and independent of what 

is researched, which is also characteristic of neuromarketing research. Accordingly, 

neuromarketing examines consumer behavior, by measuring physiological reactions when 

exposed to certain stimuli. Therefore, positivism takes a deductive approach to theory 

development. Deductive reasoning occurs when the conclusion is derived logically from a 

set of premises, the conclusion being true when all the premises are true (Saunders et al., 

2016, p. 144).  

Given the nature of quantitative methods, this part of our research has not sought to gain a 

deeper understanding of each individual uncovered. Rather, we have looked for causal 

relationships to create law-like generalizations. Ultimately, coming up with “universal rules” 

that could be used to explain behavior in the processes of executing creative concepts i.e., 

advertisements (Saunders et al., 2016, p. 136). As partly influenced by positivism, we 
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considered our quantitative findings to represent some reality. However, as pragmatists, 

truth is not fixed as the positivists claim. Rather, ideas become true as they fit together with 

other ideas (James & Burkhardt, 1975). Hence, we assessed how our findings could best be 

related to our existing knowledge and the research question. 

2.3 Reliability and Validity 

When undertaking academic research, it is paramount to assess the quality of the research 

undertaken. Accordingly, validity represents the truthfulness of the findings (Whittemore et 

al., 2001), or, as pragmatists view it, the practical usefulness of both the theory and the 

measure in providing new insights (Graham et al., 2011). Reliability is the trustworthiness of 

the research findings and is understood as whether a finding is reproducible (Brinkmann & 

Kvale, 2008, p. 142).   

Guided by a pragmatist ontology, we acknowledged that our research problem reflected a 

complex reality. Given the pragmatists` epistemology, we accepted that knowledge would 

be derived from answering our research question and coming up with practical outcomes to 

a complex reality. Accordingly, we were aware that our research problem did not suggest 

that one specific type of method should be adopted to answer the research question. 

Consequently, instead of moving from theory to data (deduction) or data to theory 

(induction), we combined both approaches i.e., abduction. As such, we initially obtained 

qualitative data that allowed us to explore the phenomenon. We then integrated these 

explanations in an overall conceptual framework that was subject to later tests using 

evidence provided by existing data (Saunders et al., 2016, p. 148).  

Our mixed-method approach helped to establish the reliability and validity of the study, and 

to produce more complete knowledge (Saunders et al., 2016). Qualitative methods gave us 

the flexibility to explore the complexities of the topic, however using qualitative methods 

can be subject to issues regarding replicability, potentially undermining the strength of this 

type of research (Saunders et al., 2016, p. 398). Additionally, qualitative methods are 

criticized for being too person-dependent, subjective, and exploratory, rather than scientific 

(Brinkmann & Kvale, 2008). Thus, the sequential exploratory approach should only use 
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qualitative findings to explore and develop a framework that is later used in numerical data 

measures (Florczak, 2014, p. 279). In consequence, qualitative data should not stand on its 

own.  

To improve both validity and reliability, we therefore complemented our qualitative 

methods with quantitative methods. This was done to test the hypotheses that were built 

on the framework from the interviews, as well as the literature review. Thereby, seeking to 

come up with “universal rules”, that marketers/advertisers could use to most effectively 

incorporate brand logos in commercials. Moreover, we were aware that our methods would 

only be deemed suitable to answer our specific research question. Overall, the mixed-

method approach is context dependent (Florczak, 2014, p. 279). Thus, the application of a 

mixed-methods approach was relevant in the context of our research. To help others 

understand the choices made and further boost the study’s reliability, each method will be 

explored further in their own separate sections, presented later (Saunders et al., 2016, p. 

399). 

 

Part 3: Industry Outlook 

3.1 Relevance & Usage 

To support and provide an empirical background for our ‘wondering’, described earlier in 

the topic relevance section, a series of expert interviews using an exploratory approach was 

undertaken. Moreover, the themes and topics uncovered in these interviews further shaped 

the focus of our research and the subsequent literature review contained within this thesis.  

Conducting exploratory, qualitative interviews, allowed our research design to adopt an 

inductive approach (Saunders et al., 2016). Induction is the process of inferring a general 

law or principle from observation of specific instances (Rothchild, 2006, p. 2). Thus, within 

the context of this thesis, the conducted expert interviews should be viewed as a general 

representation of how marketing professionals view and engage with advertising 

campaigns, commercials, and creative concepts. The interview subjects came from a wide 
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variety of different academic and professional backgrounds and consequently represent 

different perspectives from the industry. 

Overall, exploratory research is a valuable means to clarify one´s understanding of an issue 

or phenomenon. It may commence with a broad focus and become narrower as the 

research progresses. It guides the subsequent stages of research and may be conducted as 

interviews with “experts'' from within the chosen field (Saunders et al., 2016, p. 174). 

Exploratory interviews are usually open and start with the interviewer introducing a topic, 

which is then uncovered through follow-up questions on the subject's answers. In response 

to the interviewee’s answers, the interviewer can then obtain new information and explore 

the topic in depth (Brinkmann & Kvale, 2008, p. 42). In general, interviews can be subject to 

participation bias (Saunders et al., 2016). The nature of the interview data was therefore 

viewed as normatively oriented accounts (Brinkmann & Kvale, 2008).  

The main purpose of the conducted interviews was to obtain knowledge on how 

marketing/advertising professionals utilize and view the importance of creative concepts 

and advertising overall. Furthermore, we aimed at gaining a deeper understanding of the 

thoughts and decisions behind advertising campaigns by relating one interviewee’s 

experience of concrete campaign work, i.e., Bang & Olufsen’s “The Exchange'', to his 

approach to advertising and consumer trends in general. In addition, we wanted to examine 

how upcoming tools and perspectives, such as neuromarketing, may provide new insights 

and better ways to conduct advertising campaigns. 

3.2. Interview Subjects 

Cecilie Hjermind Hjelmager, Senior Creative Strategist. 

The first interviewee, Cecilie Hjermind Hjelmager, had been a previous colleague of Mikkel. 

Employed as a Senior Creative Strategist at the Danish branch of the international media 

agency dentsu, she works with creative concepts, advertising, content, and commercial 

strategy daily. Extensively experienced from both the company and agency-side, her insights 

into advertising would provide an interesting and valuable angle to our further research. 
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Subsequently, Mikkel contacted her through his personal LinkedIn network, and she agreed 

to be interviewed as part of our preliminary exploration for the thesis. 

Kurt Beren Geiger, Senior Creative, Bang Olufsen.  

As described earlier in our topic wondering, we found the emphasis on narrative and 

storytelling in commercials and not prominently featuring brand logos until the very last 

moments, perplexing. Thus, our preliminary brainstorming sessions and deliberations 

focused on the presence of brand logos in advertisements. The early stages of the research 

process were devoted to examining commercials and the prominence of brand logos within 

them. In connection to this, we discovered that the Danish Hi-Fi company B&O (Bang & 

Olufsen) was especially fond of using creative narratives and stylistic cinematography in 

their commercials. On the contrary, the B&O logo was almost entirely absent from most of 

the commercials, only briefly being shown at either the end or beginning. This spurred us on 

to investigate who made these campaigns/commercials in order to understand the 

reasoning behind the absence of the logo.  

After some thorough detective-work, we found that Kurt Beren Geiger, our second 

interviewee, had been involved in several Bang & Olufsen advertisements and campaigns, 

including “The Exchange”, as a Senior Creative. In addition to his work for B&O, Kurt has 

been involved with media production for companies such as Absolut Vodka, Radisson Blu 

Hotels, Easy Park and Scandinavian Airlines (Kurt Beren Geiger, 2021). Kurt was 

subsequently contacted by e-mail and hereafter the interview was conducted.  

Thomas Zoëga Ramsøy, Founder and CEO, Neurons Inc.  

As the aim of this thesis is to uncover how neuromarketing may assist future marketers in 

their work with advertising and commercials, we found it relevant to also include the 

perspective of a neuromarketing professional - our third interviewee, Thomas Zoëga 

Ramsøy, provided this perspective. As founder and CEO of Neurons Inc, a consumer-insight 

neuroscience company, Thomas utilizes neuromarketing principles and tools daily. In 

practice, his company offers online tools that predict customers' visual attention and more 

(Neurons Inc.com, 2021). 
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3.3 Interviewing: Method & Execution 

We conducted three semi-structured interviews with the experts presented above. Thus, 

semi-structured interviews are used to obtain precise descriptions and nuanced insights 

rather than numbers and fixed categorizations as with quantitative measures (Brinkmann & 

Kvale, 2008, p. 15).  

Furthermore, semi-structured interviews are useful in exploring how subjects understand 

and describe a phenomenon. The format further allows the interviewer to obtain unique 

access to the “life world” of the subjects (Brinkmann & Kvale, 2008, p. 9). Using semi-

structured interviews was also advantageous, since our purpose, at this preliminary stage, 

was to explore and investigate a topic area which we did not fully understand yet. The semi-

structured approach allowed the interview subjects to speak more freely, go on tangents 

and also touch on themes and topics which the interviewers had not considered beforehand 

(Brinkmann & Kvale, 2008). However, this means that the interviewer may have to omit 

some questions and the order of questions may also be varied, depending on the flow of the 

conversation (Saunders et al., 2016, p. 391).  

Finally, Brinkmann & Kvale (2008) highlight that a good interview custom involves practicing 

the skills of active listening, allowing for pauses between the answers. Consequently, asking 

different types of questions, including introductory, follow-up, probing and specifying 

questions. 

3.3.1 Ethicality 

Interviewing individuals and using their statements to produce knowledge involves moral 

concerns. Consent and confidentiality were therefore of special import. Prior to conducting 

the interview, we thematized and designed the interviews to meet the objectives of 

conducting ethical research. Additionally, our subjects requested an interview guide to be 

sent prior to the interviews. Finally, we briefed and debriefed the subjects and notified 

them about the usage of the knowledge produced (Brinkmann & Kvale, 2008).  
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3.3.2 Online Interview Format 

Given the circumstances with the global pandemic of COVID-19, our interviews were 

conducted digitally through Microsoft Teams with initial contact established by email. An 

advantage of computer-assisted interviews is that it gives increased opportunities to talk to 

people who are geographically distant from the researcher (Brinkmann & Kvale, 2008, p. 

81). In our case, one of the interviewees was located in Stockholm, Sweden, whereas the 

other interviewees were located in different areas of Denmark.  

This interview format allowed us to set up the interviews in an efficient and time-saving 

manner. Moreover, the brief about our research to the subjects was sent by email. A 

drawback of the computer-assisted/digital interview is that it can be difficult to retrieve 

verbal and non-verbal cues as well as obtaining rich and detailed descriptions (Brinkmann & 

Kvale, 2008, p. 81). To counter this, we were aware of creating a positive experience for our 

interviewees. Additionally, we were aware of the interpersonal dynamics, setting the 

interview stage, asking the right questions, listening carefully, and clarifying the answers 

given by our interviewees (Brinkmann & Kvale, 2008).  

3.3.3 Analyzing the Interviews 

The three interviews conducted lasted from 30 minutes to 45 minutes. For analyzing the 

interviews, a prerequisite of data transcription is that it is recorded (Brinkmann & Kvale, 

2008, p. 107). The interviews were therefore recorded and afterwards transcripts were 

produced. Given the overall aim of the interviews was to explore different themes and 

topics and gain expert insight from an exploratory and inductive point of view, rather than 

an in-depth textual or content analysis standpoint. The data was not subject to extensive 

coding or analysis. Rather, we used the findings to reflect theoretically on specific themes of 

interest. The findings were reported in a continuous interpretative text (Kvale, 2007), and 

served as a basis for our literature review and further research. Some key findings and 

overarching themes uncovered in the interviews will be presented in the following.  
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3.4. Key Findings 

One of the major themes discussed during the first interview revolved around the role that 

brands and advertising occupies in our modern-day world. Particularly, on the topic of 

consumers and brands, Cecilie elaborates: 

“[...] vi er i en tid hvor der er kæmpe reklametræthed og folk bliver bombarderet med 

budskaber og de (forbrugere red.) er generelt megatrætte af reklamer [...] Husk det 

er et menneske vi kommunikerer til, det er ikke en cookie, det er ikke en robot. Det er 

mennesker med følelser og behov, som vi skal ud og snakke til. Hvor kan vi gå ind og 

bringe noget værdi, hvad sker der i de her menneskers liv, hvad er vigtigt for dem? 

[...] Brands skal gå ind og spille en mere positiv rolle og berige på en ikke 

anmassende måde […]  Det er blevet enormt populært, men også vigtigt, at brands 

også prøver at tage en samfundsmæssig rolle” (Interview 1 - Appendix) 

Seemingly, consumers are constantly bombarded with advertising messages and as a result 

are tired of them and do not really care about brands that do not provide them with 

anything meaningful or address a societal cause. Additionally, the above quote highlights 

the importance of thinking about advertising from a consumer perspective. Furthermore, 

regarding effective advertising and branding, Cecilie continues:  

“Brands skal jo ikke bare udkomme med en god historie og så ved vi ikke hvem der er 

afsender, for det er jo bare spild af ressourcer [...] brandet skal ikke plastres på, man 

skal se det som en integration [...] Selvfølgelig skal det (logoet red.) vises og 

selvfølgelig skal brandet nævnes på en eller anden måde, men det er bare vigtigt, at 

der er balance mellem det og indholdet. Det skal heller ikke være det første minut, at 

der står et eller andet logo [...] gå ud med den gode fortælling først og så kom med 

dit mere taktiske budskab sidst.” (Interview 1 – Appendix) 

The above quote highlights the important issue of integrating the brand/logo within 

advertisements. Moreover, it emphasizes good storytelling and narrative as cornerstones of 

effective advertising. In line with the emphasis on storytelling, Cecilie also accentuates the 

importance of reaching consumers on an emotional level: 
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”Vi skal jo få folk til at føle noget, vi skal påvirke dem indeni. Det sværeste er jo at få 

dem til at føle noget og bruge tid, men også, at de skal opfatte, hvilket brand der er 

bag. Balancen mellem den gode fortælling og brandets tilstedeværelse er det, der er 

allersværest. […] Vi er nødt til at tænke mennesket først og menneskets værdier […] 

Fordi man egentlig skal være […] på menneskets præmisser, men vi må heller ikke 

glemme at der står nogen bag […]” (Interview 1 – Appendix) 

Evidently then, the balancing act between telling a compelling story/narrative and 

communicating which brand/company is behind the advertisement seems to be a 

consideration of paramount importance for advertising professionals. Furthermore, this 

mindset of “consumer first” is also emphasized in the second interview, featuring Kurt 

Beren Geiger: 

“One of the hallmarks of a great creative is that you have the ability to think yourself 

into a consumer’s situation. It is a degree of empathy […] So being able to think 

about what drives people and try to think yourself into their situation and so on […] 

Because the whole idea of being a creative problem solver is to identify a problem 

and then come up with a solution […] Advertising is like good communication. It does 

not occur in a vacuum. It is always occurring within some cultural arena that is 

around you. So, you have to make sure that whatever you are saying and whatever 

you are telling kind of fits into the time.” (Interview 2 – Appendix) 

Further underscoring the importance of adopting a consumer centric mindset, Kurt 

highlights that an essential role for advertising creatives is to be problem solvers – 

addressing societal and business challenges or issues through their work. Additionally, the 

part about communication not happening in a vacuum seems to indicate that effective 

advertising is more than just a simplistic “one-way street” with companies and brands 

broadcasting their messages to a willing and waiting audience of consumers. As Kurt puts it, 

the effectiveness of communication is influenced by the context which the advertisement 

finds itself within. 
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Moreover, on the topic of incorporating the brand/logo with creative work, Kurt continues: 

“The placement of logos is very much based on whether it is a tactical or a strategic 

decision. […] First and foremost, I think that this is a question of channel […]  a lot of 

the things [...] depend on the category. It depends on whether it is fashion and 

whether it is electronics and so on […] For instance, a lot of automotive advertising is 

very tactical, since you try to get people into the dealer shop and so on. You might 

have the logo in the advertisement as a watermark the whole time, since you are 

paying so much money to display the ad on television and you want to make sure 

that they at least get the name of the car right […] In other cases, you might try to 

reinforce a brand’s certain aspects and you do that by sort of telling a story and by 

putting the logo at the end is sort of the solution. It is like telling a joke and then the 

punchline is the brand logo. Then that helps you remember the brand more.” 

(Interview 2 – Appendix) 

Where Cecilie earlier emphasized that advertisements/commercials should present a 

compelling story before explicit logo and brand exposure, Kurt seems to advocate for a 

more contextual approach – with logo and brand presence being dependent on several 

factors including business/campaign goals, media channel and product category. Clearly, 

opposing views on the subject and importance of branding and logos exist. This discrepancy 

begs the question: “What is the best way to incorporate logos within commercials?”.  

One avenue of uncovering the best logo/brand placement and optimizing the effectiveness 

of advertising/commercials is using neuromarketing methods and tools. Thomas Ramsøy, 

CEO-and founder of Neurons Inc, elaborates: 

Man kan helt konkret finde ud af, hvilken reklamefilm, der fungerer bedst, hvis man 

laver nogle A/B test. Man har et klart sammenligningsgrundlag og får et konkret 

svar. Mange gang ved man ikke, hvorfor en reklame fungerer bedre end en anden og 

her får man så et målbart resultat. Man ved jo ofte ikke om det er fordi man har 

brandet placeret et bestemt sted eller folk kigger et bestemt sted, osv. De ting kan 

man derfor nuancere, som man ikke kan gøre på samme måde når man spørger folk. 
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Man kan sige, at man diagnosticerer en reklame ved at finde ud af hvad det er, der 

fungerer og hvad det er, der går galt.” (Interview 3 – Appendix) 

Here, Thomas highlights the shortcoming of traditional marketing methods, i.e., the 

inadequacy of self-reporting through surveys, and simultaneously accentuates the strength 

of neuromarketing’s reliance on quantifiable and measurable results. Furthermore, on the 

topic of strategic decision-making at firm-level, Thomas continues: 

 ” I mange virksomheder ser man ofte direktøren, det kreative bureau, 

marketingdirektøren og en masse andre aktører diskutere reklamefilm. Det man kan 

sige er, at de alle har en holdning og diskuterer sig frem til hvilken version af 

reklamefilmen der er bedst. Så kommer direktøren og siger hvilken version af 

reklamefilmen de bedst kan lide. Derefter bliver der taget en beslutning, som måske 

ikke altid er den bedste. Det er ikke fordi det er en kvalificeret beslutning, men man 

har simpelthen ikke noget modargument. […] Neuromarketing kan komme ind og 

sikre en bedre beslutning […] Neuromarketing bliver derved et sprog internt til at 

diskutere reklamer i beslutningsprocessen.” (Interview 3 – Appendix) 

Here, Thomas underlines that, currently, gutfeel and guesswork seem to be at the heart of 

the decision-making process when it comes to advertising and commercials. Consequently, 

he advocates that neuromarketing tools may provide a new, more informed foundation 

upon which to discuss the implementation of creative advertising efforts.  

3.4.1 Summary of Key Findings 

Through a series of exploratory expert interviews, several trends, and challenges in relation 

to creative advertising, commercials and their subsequent measurement have been 

uncovered. These will be listed briefly in the following: 

▪ Consumers are tired of advertisements and commercials due to being constantly 

bombarded with them. 
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▪ Brands should champion a societal cause and contribute to consumers' lives 

meaningfully. 

 

▪ Compelling narrative, storytelling and evoking the emotions of consumers lead to 

more effective advertisements/commercials. 

 

▪ The role of logos and their proper integration within advertising/commercials is still 

a point of contention. 

 

▪ Traditional marketing methods present shortcomings which the implementation of 

neuromarketing tools can remedy – empowering marketing/advertising 

professionals to make better and more informed decisions. 

 

 

Part 4: Research Question 

4.1 Summary of Problem Area  

Through the above presented exploratory expert interviews, light has been shed on some of 

the key points and problem areas regarding how to create effective advertisements and 

commercials.  

Considering that the modern-day consumer is constantly bombarded with brand- and 

marketing-communications, one of the main challenges for industry professionals is to “cut 

through the noise” and reach the advertising averse, reluctant, and skeptical consumer. As 

the previously discussed expert interviews have suggested, a way to capture the consumer's 

attention is through compelling storytelling, creative, engaging emotional content.  

Because of the above, several questions arise. Firstly, if emotions do indeed play a large role 

in terms of advertising effectiveness and consumer involvement, how does one figure out 

whether a commercial is effective or not? In this regard, traditional marketing methods 
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have, somewhat, fallen short. Instead, the relatively new discipline of ’neuromarketing’ may 

provide advertisers with cutting edge tools to address these challenges. Secondly, if story, 

narrative and appealing to emotions does indeed resonate with consumers, where and how 

should the brand and their logos be present, to not “turn off” the advertising averse 

consumer? Thirdly, if overt branding and “tactical communication” detracts from the 

consumer experience surrounding the advertisement/commercial, to what degree should 

explicit brand information, i.e., logos, then be present? 

4.2 Research Question 

Given the above, the main purpose of this thesis is to examine how logos can be best 

integrated within visual advertising, i.e., commercials, to facilitate communicative 

effectiveness. For this purpose, the following Research Question (RQ) will underpin the 

entire study: 

 

RQ: From a neuromarketing perspective, how should creative agencies ideally 

incorporate brand logos in commercials to ensure effective communication? 

 

It should be noted that, within the scope of this thesis, an advertisement/commercial is 

considered effective if it is able to clearly communicate both the product advertised and the 

brand behind the advertisement/commercial to consumers.  

To answer the above stated RQ the following literature review will dig deeper into 

marketing/brand communication, advertising theory and neuromarketing literature to 

uncover concepts and theories that help shed light on the identified complex problem area 

the proposed RQ presents.   
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Part 5: Literature Review 

5.1 Marketing Communications 

The following section of the literature review will provide a short overview of the marketing, 

communication, and advertising literature. Highlighting different relevant theories and 

models, emphasis is placed upon the interplay between communication and marketing and 

how changes within these fields relate to advertising. Furthermore, considering this paper´s 

emphasis on the placement of logos, a short overview of relevant academic literature 

surrounding these will also be explored.    

5.1.1 Overview & Early Models of Communication 

The definition of marketing has changed dramatically over the years (Smith 1937; Kotler 1991; 

Paliwoda & Ryans 2008). Contemporarily however, marketing can be defined as “the activity, 

set of institutions, and processes for creating, communicating, delivering, and exchanging 

offerings that have value for customers, clients, and society at large” (American Marketing 

Association, 2020).  

Given the above definition´s emphasis on communication, it thus becomes relevant to 

investigate the importance of information transfer within the context of markets – i.e., how 

does one communicate with and to consumers? To understand how marketing 

communication works, one needs to understand the process that lies behind it. 

One early model likened the process behind mass communication to that of a ‘hypodermic 

needle’ or ‘Magic bullet’. Communication was viewed as a simplistic transfer of information, 

knowledge and feelings which could be directly injected into the mind of the passive recipient. 

As such, the theory suggests that consumers are indistinguishable from one another and 

consequently would respond to messages in the same way (Lasswell 1927; Klapper 1960).    

Wilbur Schramm (1955) expanded upon the idea of the communication process as he 

developed the basic model for communication: 

Overall, the process model contains four main components as illustrated below: 
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- The Sender: the origin or source of the message. Practically, this can also be a third 

party, if the “sender company” employs consultants or agencies to handle their 

communications.   

- The Message: What is actually being communicated, i.e., the content. 

- The Medium: the ‘channel’ or ‘vehicle’ with which the message is being 

distributed/communicated.  

- The Receiver: The one(s) receiving the message, in the case of marketing 

communication typically customers/consumers.   

 

 

 

 

 

 

The model emphasizes that each of the four core components are mutually linked. While each 

component must be carefully considered, it is also paramount to consider the links between 

them if communication is to be successful. This deepened the perception around 

communication, as it was no longer considered an immediate process, but rather required 

taking several components into consideration before a message could reach its intended 

receiver(s) successfully. Furthermore, the recipient of a message was no longer simply viewed 

as a passive bystander ready to be injected with a given message which would subsequently 

be understood as intended. As such, contrary to the earlier ‘hypodermic needle’-model, 

Schramm's model recognizes that the receiver plays as large a part in the context of a 

communication situation as the sender, the medium used and the message itself. 

Further highlighting the importance of human agency and partly in response to the 

‘hypodermic needle’-theory’s hypothesis that mass communication happens directly, the 
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two-step flow theory of communication rose to prominence (Katz & Lazarsfeld, 1955; Katz, 

1957).  

The two-step flow model of communication posits that real-world mass communication is not 

received directly, but rather is mediated through what is termed as opinion formers and 

opinion leaders. The two-step model of communication is shown below: 

 

The model suggests that receivers, i.e., consumers, are influenced by the advice of others or 

follow perceived trends within the market context.  While the model acknowledges that some 

receivers receive marketing messages/communication directly, most communication is 

disseminated through intermediaries – No longer is the receivers a disconnected mass of 

individuals as previous mass communication research had suggested. Consequently, the 

model places emphasis on the interpersonal relationships and networks between 

“influencer” and the “influencee”. As previously mentioned, the model distinguishes between 

two forms of intermediaries:  

Firstly, Opinion formers are individuals or organizations with a certain degree of influence or 

authority. For instance, this could be scientists, politicians, journalists, or the like, who 

occupies a position of significance or are experts within their field. Secondly, opinion leaders 

are also influencers who, while not necessarily formal experts, are well-established within 
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their ‘sphere’ (for example fashion or art). Trailblazers, pioneers, or visionaries, they often 

occupy a higher social status than their following and are more prone to take risks by trying 

new things. Most importantly however, opinion leaders were found to be more exposed to 

mass media channels and more actively sharing the received information throughout their 

networks. The typical example of a modern-day opinion leader is a well-known celebrity; 

however, one does not need to be famous to be an opinion leader (Egan, 2014; Katz, 1957).   

While the above models provide a basic framework for understanding communication overall, 

the emergence of Integrated Marketing Communications (IMC) in contemporary marketing 

academia has further expanded upon the complexity of the communication process 

specifically within the realm of marketing. 

5.1.2 Integrated Marketing Communications 

Emerging as a natural evolution of marketing communications, Integrated marketing 

communications, IMC for short, presents a move away from the product-centric marketing 

theories of the 1950s and 1960s. Instead, IMC proposes a more customer-centric, database-

driven, interactive, and measurable approach/framework (Kliatchko 2005).  

Overall, the Integrated Marketing Communications theory adopts a holistic approach towards 

marketing communication. Ideally, all communication from a company should be integrated 

and considered in relation to each other, rather than taken on their own. If applied effectively, 

such an approach would then result in synergy effects and create more cohesive and 

successful communication (Kitchen & Burgmann, 2010).  

Furthermore, Kliatchko (2005) highlights that the rise of information technology, i.e., the 

internet, has made it possible for brands and companies to reach and interact with 

consumers through many different avenues and on new platforms. Equally, consumers have 

also been empowered to both seek out and obtain information themselves. These changes 

necessitate that companies and brands should likewise alter their approach to marketing 

communication – no longer is communication linear or “one-way” as previous models 

suggested. Rather, the marketing communication process is now “two-way” where sender 
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and receiver, i.e., company and consumer, engage in continuous dialogue. Broderick & 

Pickton (2005) suggest the following model as illustrative of the IMC process: 

 

Building upon Schramm’s (1955) original framework, the IMC process model acknowledges 

that modern-day communication now happens in a continuous loop involving both encoding 

and decoding of marketing messages between sender and receiver, i.e., company and 

consumer. Moreover, it recognizes the importance of the marketing communications context 

and that receiver responses, in turn, shape this context over time and ultimately affect a 

company’s brand equity. Furthermore, both “image & brand management” and 

“customer/audience relationship management” are highlighted in the model. The inclusion 

of these parameters reinforces the model’s holistic outlook, as the marketing communication 

situation is not viewed in isolation, but rather in relation to a wider context. The concepts of 

brand equity and brand management will be elaborated further in a later section of this 

literature review.   

Owing to the relatively recent arrival of IMC on the marketing communications scene, 

academics are divided – both when it comes to defining the concept and its overall usefulness 

in relation to academia as well as managerial implications. Duncan & Everett (1993) posit that 

IMC is both a process and a concept, consequently making it difficult to arrive at a unified 
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definition. Additionally, Nowak & Phelps (1994), through an examination of practitioner-

based literature, were able to identify IMC as containing three main concepts: 

Firstly, the concept of ‘One voice’. This concept revolves around integration as having a “clear 

and consistent image, position, message and/or theme, across all marketing communication 

disciplines and tools” (Nowak & Phelps, 1994). Secondly, the concept of “integrated” 

marketing which primarily viewed advertising as having the twofold role of both 

strengthening brand image and influencing consumer behavior. Finally, the concept of 

‘coordination’ emphasizes the need for harmonization between all marketing communication 

tools, i.e., sales promotions, advertising, and public relations.  

The above concepts are likewise highlighted by Beard (1997) who, while investigating the 

prevalence of the IMC approach among US marketers, found that two principles seemed 

pervasive across the IMC literature. Those being that of: [1] campaign messages designed to 

speak with one voice and [2] campaign messages attempting to elicit a measurable, 

behavioral consumer response (Beard 1997).  

Furthermore, Eagle et al., (1999), in a study conducted among New Zealand ad agency 

executives, explored whether IMC as a paradigm was ‘new’ or ‘nothing new’. They concluded 

that IMC as a concept was taken seriously within professional circles and that it represented 

a fundamental change in perception and practice surrounding marketing communication. 

Conversely, some authors believed that IMC was merely a ‘management fad’, calling the 

validity of the concept into question by highlighting its lack of a theoretical underpinning and 

ambiguous definition (Cornelissen & Lock 2000; Cornelissen 2001). The claim that IMC merely 

constituted a management fad was later refuted, with authors claiming that the importance 

and impact of IMC would become apparent given both time and further research, as the 

concept was still at a ‘pre-paradigm stage of development’ (Schultz & Kitchen, 2000). 

Despite the above-mentioned complications surrounding defining, understanding, and 

implementing IMC, most of the academic community nevertheless agrees that IMC can be 

regarded as the major development within marketing communications of the modern age. 

Moreover, contemporary studies have found that real-world practitioners are indeed turning 
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towards integration and IMC in their approaches to advertising and marketing 

communications (Kitchen & Schultz 1999; Kitchen et al., 2004; Kliatchko 2005).  

5.2 Advertising 

5.2.1 What is Advertising? 

Advertising messages can be defined as “paid communication from an identified sponsor 

using mass media to persuade an audience” (Rodgers & Thorson, 2012). This definition links 

back to the previously discussed models of communication as it contains all the constituent 

elements of communication, i.e., sender, message, media, and receiver. Furthermore, 

Ducoffe (1995, 1996, 2000) views advertisements as communication exchanges between 

advertiser and consumer. Consequently, advertising can indeed be defined as a form of 

communication. 

Having established that advertising is a form of communication, it then becomes paramount 

to understand advertising in relation to both marketing and marketing communications. 

There are several elements which should be considered when planning and executing 

marketing strategy. These factors are most widely referred to as the ‘marketing mix’. In 

essence, it was proposed that a correct ‘mix’ of marketing activities would create a product 

capable of satisfying consumer/customer needs (McCarthy, et al., 1979). Building upon the 

theoretical foundation laid by McCarthy et al., the American marketing professor Phillip 

Kotler classified the marketing mix into four distinct subcategories, the 4 P’s: Product, Price, 

Place and Promotion. According to Kotler, all these factors must be continuously considered 

by marketing professionals to effectively achieve an organization’s marketing goals (Kotler, 

1999). The 4 P framework has since become a mainstay within marketing literature and 

seen widespread use among marketing professionals. Nevertheless, despite its popularity, 

the 4P classification has been criticized by academics (e.g., Van Waterschoot & Van den 

Bulte, 1992), however an in-depth examination of academic criticism levelled at the theory 

itself is beyond the scope of the current section and will therefore not be elaborated 

further. 
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Specifically, advertising, and all marketing communication in general, fall under the fourth P: 

Promotion. Inside this P yet another classification is made, that of the ‘marketing 

communications mix’. In its simplest form, the marketing communications mix contains four 

elements or ‘tools’: public relations, advertising, sales promotion, and personal selling. It 

should be noted that these areas often tend to overlap because many marketing activities 

can be said to utilize more than one ‘tool’ at a time (Belch & Belch 1995; Kotler & Armstrong 

1999; Broderick & Pickton 2005). As an example, a TV-commercial which serves to inform 

about a recently discounted automobile acts as both advertisement and sales promotion 

simultaneously. Despite the apparent difficulty of separating each marketing 

communication tool from one another, the following will exclusively deal with advertising.   

5.2.2 Advertising Models & Theoretical Perspectives 

Considering much advertising expenditure is wasted on ineffective communication and 

failed promotional campaigns along with the fact that simply increasing advertising budgets 

relative to market competitors do not directly result in increased sales (Abraham & Lodish 

1990; Lodish et al. 1995), it becomes interesting to explore how advertising works. To this 

end, the following section of the literature review will present a brief look into a range of 

different models of advertising and how academic perspectives on advertising have evolved.     

Based on a review of over more than 250 books and journal articles with emphasis on the 

behavioral and intermediate effects of advertising, Vakratsas & Ambler (1999), identify 

seven different model-types, describing how advertising works. The core assumption of 

their taxonomy is that “Consciously or unconsciously, advertising must have some mental 

effect before it can affect behaviour” (Vakratsas & Ambler 1999). These ‘mental effects’ are 

identified as: [1] Cognition [2] Affect and [3] Experience. Subsequently, the seven different 

models are then classified in accordance with what type and order of effect(s) each model 

emphasizes. 

The first type of model, Market Response models, rely on econometrics and do not take any 

form of intermediate effect into account. Typically, such models would correlate 

advertising/promotional measures directly to purchasing behavior measures like sales, 
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brand choice or market share by using a logit or regression model framework. Studies were 

done at either the aggregate level using market-data (Bass & Clarke 1972; Blattberg & 

Jeuland 1981) or at individual-level, derived from single source data (Deighton et al. 1994; 

Tellis 1988).  

The second model type, Cognitive Information models, focuses on the cognition 

intermediate effect and operates under the assumption that consumers and their 

preferences are entirely driven by rationality. Consequently, advertising cannot ‘persuade’ 

per se, but simply provides information, which the rational consumer then acts upon 

(Nelson, 1970; 1974). 

The third model type, Pure Affect models, reject the concept of the rational consumer and 

instead focuses on the affective responses (Zajonc, 1968; 1980; 2001), i.e., the feelings and 

attitudes, which ads might conjure within the consumer and how these subsequently relate 

to the advertisement’s effectiveness and consumer attitude toward it (Batra & Ray, 1986). 

Overall, this perspective posits that consumers form their preferences based on affect 

(Aaker et al., 1986; Gardner 1985). An important concept within Pure Affect models is the 

theory of ‘Mere exposure’. The psychological phenomenon of ‘Mere exposure’ is described 

as the “mere repeated exposure of the individual to a stimulus object enhances his attitude 

toward it.” (Zajonc, 1968). From an advertising point of view, the ‘mere exposure’ effect has 

been continually researched and utilized from different perspectives: Atkin & Heald (1976) 

examined it in relation to the advertisement of political messages. Baker (1999) explored it 

in relation to its influence on brand choice. Additionally, Moorthy & Hawkins (2005), also 

found that repeat ad exposure resulted in increased perception of quality surrounding the 

advertised product. Furthermore, Grimes & Kitchen (2007), investigated it conceptually 

along with its methodological implications when used for research purposes. However, 

Vakratsas & Ambler (1999), with reference to Franzen (1994), highlight that models based 

purely on affective response are unlikely, as a prerequisite for advertisement effectiveness 

is some degree of awareness, i.e., cognition.      

The fourth model type, Persuasive Hierarchy models, emphasizes both the cognitive and 

affective intermediate effects. Within this framework, advertisements must first inform and 
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then persuade.  Contrary to the Pure affect models, cognition becomes a necessary 

precondition before affect forms and behavior is acted out. Coincidentally, one of the 

earliest models depicting how advertising works is the AIDA-model (Strong, 1925). 

Emblematic of the persuasive hierarchy models, it describes how consumers move through 

a series of actions when making a purchase. AIDA is an acronym for Attention, Interest, 

Desire and Action. Consequently, it follows a “Cognition  Affect  Behaviour'' 

sequence/hierarchy which is characteristic of these models. The concept of hierarchies has 

since been extensively researched within advertising academia. Especially the number of 

stages, the importance of each sequence, and their order, have been examined, refined, and 

questioned (Aaker & Day 1974; Greenwald 1968; Wright 1973; MacInnis & Jaworski 1989). 

The fifth model type, Low-involvement Hierarchy models, aptly named due to its stance that 

consumers preferences are “low involvement” and therefore cannot be persuaded through 

advertising directly. While this model type still emphasizes cognition and affect, it also 

introduces experience as an important intermediate effect. Furthermore, contrary to the 

Persuasive Hierarchy models, it follows a “Cognition  Experience  Affect” sequence. 

Illustrative of this view is Ehrenberg’s (1974) ATR-model which claims that consumer choice 

follows a sequence of “Awareness  Trial  Reinforcement”. Consequently, emphasis is 

placed on trial i.e., product experience, as the main factor determining consumer 

preferences. Thus, within the ATR-model, the role of advertising becomes a supportive one. 

In this view, advertisements do not directly persuade, but rather function as habitual 

reinforcement towards consumers who are already familiar with a product or brand. 

Advertising’s role as reinforcement, rather than directly persuasive, has similarly been 

studied in terms of its increased effects on loyal consumers (e.g., Raj 1982; D’Souza & Rao 

1995). Likewise, consumer involvement, both in relation to advertising and products overall, 

has also been extensively examined (e.g., Greenwald & Leavitt 1984; Laurent & Kapferer 

1985; McWilliam 1993). 

Overall, the discussion among academics on whether, and how, advertising influences 

consumers is a hot topic with opposing theoretical views being framed within a ‘strong vs. 

weak’-theory dichotomy, where the AIDA-model represents the classical direct “ads 
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persuade”-view, and the ATR-model represents a more indirect, “weak”, approach. For 

further elaboration on this debate, see Jones (1990). 

The sixth model type, integrative models, are even more complex. While still including 

Cognition, Affect and Experience as intermediate effects, the order in which they manifest is 

dependent on the context surrounding the advertisement. As an example, product category 

and level of consumer involvement are viewed as contextual variables (Vakratsas & Ambler 

1999). Emblematic of the integrative models, Vaughn’s (1980, 1986) FCB grid model takes 

these different contexts into account. Meant as a tool to classify product categories, the grid 

presents four quadrants, each with a combination of High/low involvement and Think/Feel-

dimensions. The model postulates that, for advertising to be effective, it should be designed 

in accordance with the product category’s corresponding quadrant. As an example, most 

“pleasure” FMCG-products, like beer and candy, would belong in the “Satisfaction”-

quadrant as these purchases require low consumer involvement, due to their price point, 

and are steered by affect, i.e., emotions and feelings, rather than logical thinking (Vaughn, 

1986). Further developments of integrative models have since been proposed, including 

ones distinguishing between product category and brand choice (Percy & Donovan 1991; 

Rossiter & Percy 1997) and how advertising might affect consumer beliefs about products 

(Smith & Swinyard, 1982). 

Finally, the seventh model type, Hierarchy-Free models, offers a more experimental 

approach by rejecting the notion of both hierarchies, “advertising-as-persuasion” and the 

consumer as a rational decision-maker, all-together. Instead, emphasis is placed on a 

brand’s symbolic meaning, value, and its emotional connection to consumers (Lannon 1994; 

Lannon & Cooper 1983). Adopting a postmodern perspective, proponents of the hierarchy-

free models have also studied advertisements, both print ads and TV-commercials, from a 

range of different angles, including feminism, dramatic theory, and mythic narrative (Stern 

1993; 1994; 1995).  

However, Vakratsas & Ambler (1999) highlight a distinct shortcoming of the postmodern 

Hierarchy-free models: the literature lacks empirical insight into how the proposed models 

work and how advertisement effectiveness is measured within them, thus limiting the 
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models’ practical usefulness for marketing professionals. Nevertheless, they do 

acknowledge that: “The postpositivists have, thus far, broadened the width of our 

understanding, but not the depth” (Vakratsas & Ambler, 1999 p. 35).     

Having presented several different perspectives and models on how advertising works, it is 

clear that advertising as a research field is both complex and ever-changing. From early 

econometric models to more modern consumer-centric approaches, advertising, and our 

understanding of it, has clearly evolved beyond the role of a simplistic tool in the pursuit of 

market share and increased sales volume. Furthermore, with reference to neuroscience and 

the sheer complexity of the human brain itself, Vakratsas & Ambler (1999) concludingly 

remarks that the concept of a ‘hierarchy of effects’ within advertising is “deeply flawed” 

because of how the human brain processes and perceives information. This process, its 

relation to advertising, and how marketers can tap even further into the mind of the 

consumer will be elaborated in a later section of the literature review.     

5.3 Logos 

By no means intended as an all-encompassing review, the following section will contain a 

short overview of relevant academic literature regarding logos through the lens of 

advertising and their effects on consumers. For a more exhaustive overview, see Kim & Lim 

(2019).  

Logos can be defined as ‘the graphic design that a company uses, with or without its name, 

to identify itself or its products’ (Henderson & Cote, 1998, p. 14). Logos are likewise used as 

visual cues that draw consumer attention (Cian et al. 2014; Pieters & Wedel 2004), 

differentiate a given company from its industry competitors (MacInnis et al., 1999) and is 

assumed to positively affect consumer perceptions of both brand and product (Schechter 

1993).  

Much of the academic literature surrounding logos deal with the constituent design 

elements of the logos themselves and their effects on consumers – i.e., shape (Jiang et al. 

2016; Lieven et al. 2015), colour (Bottomley & Doyle 2006; Hynes 2009; Ridgway & Myers 

2014), and typeface (Childers & Jass 2002; Hagtvedt 2011; Henderson et al. 2004). 
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Additionally, the redesigning of logos in relation to firm strategy has also been devoted 

much attention (Morgenson & Levine 1992; Siegel 1989). Also, Airey (2009), identified that, 

while the practice of redesigning corporate logos was widespread, the magnitude of change 

a company was willing to undertake was dependent on several factors including strategic 

preference, current market position, and desired brand image of the company.   

Furthermore, the concept of ‘processing fluency’, i.e., how well a certain stimulus is 

perceived, processed, and familiarized on repeat exposure, is linked to positive attitude and 

positive affect toward the brand/logo (Janiszewski & Meyvis 2001). Moreover, Van Grinsven 

& Das (2016), found that factors including logo complexity and recurring exposure was 

correlated with both increased brand recognition and positive consumer attitude. These 

findings also link back to the concept of ‘mere exposure’ described earlier, further 

reinforcing its academic robustness and significance in relation to advertising research 

overall. 

Overall, consumer responses to repeat advertising (Tellis 1997; Nordhielm 2002; Schmidt & 

Eisend 2015) and the placement of logos in different contexts (Baltas 2003; Shapiro & 

Nielsen 2013; Boerman et al. 2015), have been extensively researched. Surprisingly 

however, there seems to be a lack of research surrounding both the temporal placement, 

i.e., placing the logo at the end or the beginning of a commercial, and exposure time of 

logos in video advertising. This presents a potential research gap which this thesis seeks to 

fill.  

While apparently not much research on this specific topic exists, the reasoning behind 

effective logo placement in video advertisement can potentially be described by delving into 

the human psyche: Murdock (1962), described what he termed the ‘Serial-position effect’, 

which included both the ‘primacy effect’ and ‘recency effect’. These effects explain that 

object recall is greatest for the first and last items in an experience – with the middle items 

being harder to recall. Furthermore, Kahneman et al., (1993) highlight that people judge and 

remember experiences in accordance with the ‘Peak-end rule’. According to this 

psychological heuristic, judgement is based on the most intense moment, i.e., the peak, and 

the end of an event rather than the event’s total sum of moments. These concepts 



39 
 

potentially have profound impact on where a logo should ideally be placed to elicit the most 

effective responses from consumers. Consequently, the importance of logo/brand 

placement in the context of the human mind will be further expanded upon in the later 

section of the literature review surrounding neuromarketing. 

5.4 Branding & Advertising Success 

Having discussed the vast literature on marketing communications, it becomes prevalent to 

dive deeper into a new subject area that is rooted in the earlier presented notions of 

marketing communications. Namely, the following sections provide different perspectives of 

brand management and brand communication to understand how branding works and how 

value during the communication process is created. Given this paper´s focus on advertising, 

the findings on how brand value is created and how effective communication is facilitated 

will be related to the concept of advertising.  

‘Branding’ is about representing a company's products and services in a way that they meet 

the expectations of the consumers. Advertising is persuasive communication which conveys 

the quality and the value of a brand's offerings to the consumers (Aaker & Biel, 1993). 

Therefore, advertising plays an important role in raising awareness of a brand i.e., company 

logo, slogan, etc. Advertising increases the chance of paying attention to a brand, simplifies 

the customers' selection and habituates the selection of a brand (Makasi, et al., 2014, p. 

2616). Advertising also nurtures the long-term viability of a brand by providing functional 

and emotional values to consumers. Thus, advertising contributes to image-building (Aaker 

& Biel, 1993, p. 52). 

In essence, advertising and branding are closely related. If a brand is not advertised or 

communicated to the external environment, there would be little likelihood of any 

awareness of a brand, i.e., effective communication. Without any awareness of a brand, 

little reasoning behind either positive or negative consumer evaluations exists. A brand 

without any awareness and attitudes would provide little value to the functional product. 

Thus, it is advertising and effective communication that builds and nurtures a positive brand 

attitude that leads to the creation of brand value (Hansen & Christensen, 2003, p. 21). 
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Additionally, the performance of a brand depends on the advertising and marketing 

pressure that supports the brand (Aaker & Biel, 1993, p. 33). Therefore, we assume that a 

high degree of brand equity is a result of successful brand communication which may be 

utilized through effective communication. 

5.4.1. What is a Brand? 

The American Marketing Association (1960) defined a brand as: “A name, term, sign, 

symbol, or design, or a combination of them, intended to identify the goods or services of 

one seller or group of sellers and to differentiate them from those of competitors”.  

This originally intended definition was later criticized as it was too product oriented and it 

viewed the brand as an extension of the product (Hanby, 1999, p. 1). Since then, several 

scholars have defined brands as something that benefit the company (Aaker 1991; Kotler et 

al. 1996; Stanton et al. 1991; Bennett 1998; American Marketing Association 1960; Watkins 

1986 cited in Wood 2000 p. 666). Others have included a consumer-oriented view (Keller, 

1993). Aaker & Biel (1993) view a brand as a name that refers to the product of a particular 

manufacturer in a particular product category. A brand includes tangible and intangible 

qualities such as its physical appearance and the attributes that the consumer attach to a 

brand. Thereby, including all elements of the marketing mix that are then evaluated and 

subject to interpretation by the consumer.  

Moreover, consumers interact with brands by means of two different sources: by first-hand 

experience with a brand or by being exposed to a brand through advertising and product 

packaging (Jones, 1998). Therefore, branding is about communicating the tangible and 

intangible offerings of a company's products and services to consumers to distinguish one 

company's brand from that of another (Murphy, 1992). 

5.4.1.1 Brand Equity 

The perspective of a brand and how it creates value has been widely discussed in the brand 

management literature (Yoo & Donthu, 2001). The added value that a brand contributes to 

a product is ‘Brand Equity’. It is used to estimate the value of a brand, and it has been 

defined as “a set of brand assets and liabilities linked to a brand, its name and symbol that 
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add to or subtract from the value provided by a product or service to a firm or that firm's 

customers” (Aaker, 1991, p. 15). Brand equity consists of brand associations, brand loyalty, 

brand awareness, perceived brand quality and brand assets linked to the brand (Aaker, 

1991). Keller (1993) views Brand Equity as consisting of brand knowledge since value is 

created when consumers obtain knowledge about your brand. Ultimately, it can be said that 

brand equity is the added value to a product by the fact that it wears a brand name and has 

a history in the mind of the consumer (Aaker & Biel, 1993, p. 33).  

Brand Equity can be seen from a trade, financial, company- and consumer-perspective 

(Farquhar, 1989). From a trade perspective, a brand equity has leverage due to easier 

acceptance and wider distribution (Farquhar, 1989, p. 26). A financial approach argues that 

brand equity is based on the financial market value of the firm and future cash flows (Simon 

& Sullivan, 1998). Others have taken a focus on brand equity as the strength of the 

consumers' mental associations and evaluations of the company's brand (Keller 1993; 

Leuthesser et al. 1995). Hence, “A consumer perceives a brand's equity as the value added to 

the functional product or service by associating it with the brand name” (Aaker & Biel, 1993, 

p. 2).  

Therefore, brand equity is important for companies to manage as it serves as a value 

creating asset. It contributes to the effectiveness of marketing programs, advertising, brand 

loyalty, prices and margins, brand extensions, trade leverage and ultimately conveys a 

competitive advantage (Aaker, 1992, p. 29). It enhances the value of a product beyond its 

functional purpose and gives the opportunity for companies to introduce new products 

advantageously (Farquhar, 1989, p. 25). Consequently, a brand with high equity is easily 

recognizable in advertising or other means of communication (Makasi, et al., 2014, p. 2617). 

5.4.1.2. Brand Equity & Advertising 

Advertising serves the purpose of communicating product attributes by highlighting the 

benefits to the consumer. It also serves to communicate the intangible and emotional 

aspects of a brand in a comprehensive way (Keller, 2012). Advertisements contribute to 

brand equity by two ways. Advertisements can influence brand attitude and brand equity by 

influencing consumers' memory structure of a brand (Aaker & Biel, 1993, p. 196). 
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Advertisements can create awareness and exposure of a brand and increase the probability 

that the brand is included in the consumer's evoked set (Cobb-Walgren et al., 1995). When 

consumers are exposed to a brand through advertising, they recognize and create 

connections to the brand. This may strengthen associations and attitudes towards the 

advertised brand (Aaker & Biel, 1993). Accordingly, effective communication of a brand, i.e., 

brand logo, is paramount to create value for the company/brand behind an advertisement.   

Therefore, advertising should aim at creating strong brand associations that can easily be 

stored and recognized at later purchasing situations (Keller, 2012). A strong brand is 

therefore one of the most valuable assets in advertising, since it demonstrates what the 

brand can offer in the marketplace (Gupta, 2009). Moreover, advertising should position the 

brand so that it correctly reflects the desired intent of the brand (Keller, 2012). Therefore, 

advertising drives brand equity by creating and enhancing brand image (Aaker & Biel, 1993). 

Cobb-Walgren et al., (1995), also found that brands with greater advertising budgets yielded 

higher levels of brand equity. In line with this, Kirmani & Wright (1989) argued that the 

perceived expense of an advertising campaign influences consumers` expectations about 

the product's quality. Thus, careful branding efforts, supported by a good advertising 

campaign, i.e. effective communication can therefore be successful in convincing consumers 

to pay higher prices for products that are cheap to produce (Gupta, 2009, p. 2). Accordingly, 

there is a clear correlation between the branding practices and advertising.  

The following sections will focus on the evolution of brand management with specific focus 

on certain brand management approaches accounted for by Heding et al. (2016). The 

approaches will be presented in a chronological order. The chosen approaches represent 

different perspectives on the perspective of brand equity, which also has implications for 

the communication exchange between the brand and the consumer through advertising. 

5.4.2 The Economic Approach 

‘The economic approach’ of brand management assumes that consumers are passive 

receivers of marketing communication and evaluate brands communications rationally. 

Thereby, the company has the control of the communicated message (Heding et al., 2016, p. 

27-29). For advertising success, a consumer must recognize the brand and be exposed to the 
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brand message at the right place and at the right time to facilitate the highest degree of 

brand awareness. Accordingly, taking a utilitarian approach to advertising by informing the 

rational consumers of the functional product benefits (Meenaghan, 1995).    

5.4.2.1 The Rational Consumer 

The guiding principles behind the economic approach are the theories of microeconomics 

put forward by Adam Smith in The Wealth of Nations (1937). He argued that if one would let 

market forces govern the allocation of resources and the exchange of goods, then an 

‘invisible hand’ would allocate resources in a way that optimizes the individual and societal 

resources (Heding et al., 2016, p. 29). These assumptions governed the way for viewing the 

consumer as an ‘economic man’. He can take in all perfect information and his behavior is 

guided by rational parameters where he constantly seeks to maximize his own resources 

and has an instrumental view to other human beings (Grampp, 1948). Additionally, the 

economic approach assumes that consumers consider every transaction cost before 

choosing the right brand (Heding et al., 2016). 

5.4.2.2 The Economic Approach & Brand Equity 

The exchange between the brand and the consumer is seen as a transaction. The marketer 

sends out communication in the form of information regarding product, price, and 

promotional messages which the consumer then receives passively (Heding et al., 2016, p. 

31). Therefore, it can be argued that the economic approach to brand management is in line 

with the early communication model assuming a simplistic transfer of information to a 

passive recipient (Lasswell 1927; Klapper 1960). Moreover, the economic approach assumes 

that brand communication is based on analysis, planning and the right implementation of 

the marketing mix. As a result, brand equity is created when the consumer reacts to the 

marketing mix in a planned and desired manner (Heding et al., 2016). The figure below 

exemplifies the transactional nature of brand communication in the economic approach 

(Heding et al., 2016, p. 31).  
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Thus, effective communication of a brand, i.e., brand logo, takes place when the consumer 

is aware of the brand and knows where to buy the brand. In relation to advertising, brand 

awareness must be created. Brand awareness is a consumer's ability to identify a brand 

within a category in sufficient detail to make a purchase (Percy & Rossiter, 1992). Thus, the 

more the consumer gets in touch with the brand i.e., logo, slogan, etc., by seeing, hearing, 

registering it, the more likely he or she is to register it in memory (Keller, 2012, p. 75). Thus, 

the selection of some brands ultimately depends upon awareness and recognition of the 

brand. Therefore, effective advertising should feature visual reminders (Percy & Rossiter, 

1992, p. 265). Accordingly, advertising should work on pairing the brand with its product 

category by communicating the brand elements such as name, logo, slogans, packaging, 

etc., (Keller, 2012, p. 75). Hereby taking a utilitarian approach to advertising by informing 

consumers of the functional product benefits (Meenaghan, 1995). Ultimately, the creation 

of brand equity in the economic approach hinges on the consumers ability to be aware of 

and recognize the brand. Advertising can aid in this process by increasing familiarity and 

awareness by repeated exposures of the brand messaging (Keller, 2012).        

The weakness of the economic approach is that it assumes a simplistic transfer of 

information between the brand and the consumer. There is no two-way exchange between 

the brand and the consumer (Heding et al., 2016, p. 40). Additionally, the economic 

approach views the consumer as completely rational that evaluates all transaction costs. 
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However, Levy (1999), argued that consumers are not as price conscious. Hutton (1997) 

further found that consumers are willing to pay a price premium for their favorite brand.  

5.4.3 The Consumer-based Approach 

‘The consumer-based approach’ of brand management assumes that consumers store brand 

information as mental associations in the mind (Heding et al., 2016). Therefore, consumers 

must be aware of the brand and share a common understanding of the meaning of the 

brand. Advertising can aid in this process by raising awareness of the brand and 

communicating the values of a brand to facilitate and build up a favorable, strong, and 

unique brand image.   

5.4.3.1 The Information Processing Consumer  

The consumer-based approach to brand management is rooted in the theories of the 

‘information processing consumers’ (Payne et al., 1991). The work focused on the high 

degree of external stimuli that the consumer is constantly faced with. This includes direct 

information in the form of advertisements, in-store displays, packaging, etc., (Payne et al., 

1991) Consumers engage in limited information processing. Instead, they form overall 

affective impressions of brands (Leuthesser et al., 1995). 

5.4.3.2 The Consumer-based Approach to Brand Equity  

The consumer-based approach assumes that ‘Brand Knowledge’ is key to the creation of 

brand equity and hereunder effective communication. Brand knowledge consists of brand 

awareness and brand image, which are reflected as a set of nodes and representations in 

the consumer's mind (Keller, 1993, p. 2). The perspective on brand equity is therefore 

shifting more towards how consumers evaluate brands. As a result, a brand has positive (or 

negative) customer-based brand equity if consumers react favorably to the product, price, 

promotion, or distribution of the brand than they do to the same marketing mix of an 

unbranded product (Keller, 1993, p. 8). 

According to the ‘Dimensions of Brand Knowledge’ (Keller, 1993), illustrated below, brand 

knowledge is a prerequisite for customer-based brand equity. If no prior brand knowledge 

exists, the already stored mental nodes and attributes about the brand do not exist (Heding 
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et al., 2016, p. 95). As discussed earlier, advertising can facilitate the creation of brand 

knowledge by increasing familiarity and awareness of a brand (Keller, 2012).  

 

Brand knowledge also consists of ‘Brand Image’, which is defined as perceptions about a 

brand as reflected by the brand associations held in consumer memory. These contain the 

meaning of the brand for the consumers (Keller, 1993, p. 3). Brand communication must be 

consistent and congruent with the brand image to build brand equity (Heding, et al., 2016). 

Besides, the associations of brand image must be favorable, strong, and unique. As can be 

seen from the illustration, associations are categorized as attributes, benefits, and attitudes 

(Keller, 1993, p. 4). Thus, all branding elements, such as brand name, slogans, logo, and 

symbols contained in the communication, contribute to brand image (Makasi, et al., 2014, p. 

2618). 

Accordingly, brand image drives brand equity, since the image of a brand is the result of 

how consumers evaluate a brand (Aaker & Biel, 1993). Thus, image is the consumer's 
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feelings and beliefs associated with a brand because of its activities (Meenaghan, 1995). 

Advertising professionals and brand managers use advertising to build positive brand equity 

(Aaker & Biel, 1993, p. 143). Consequently, image and advertising are closely related since 

advertising can contribute to the brand image by communicating the intangible aspects of a 

brand to the consumer. Furthermore, advertising can affect the perceived quality of a brand 

and, in turn, brand image. This can be done by explicitly mentioning the quality of a product 

in the advertisement or by implicitly including abstract dimensions e.g., a large stereo 

speaker infers price-levels. Resultantly, establishing an image through advertising (Aaker & 

Biel, 1993, p. 148). Hereby, advertising is an attempt to influence consumer perceptions of a 

brand, i.e., establishing a positive image (Aaker & Biel, 1993). This requires integrated and 

consistent communications (Aaker, 1992). As a result, creating perceptions about a brand 

that must be positively understood by the consumers. 

In sum, the consumer-based approach to brand management assumes that effective 

communication of the brand, i.e., logo, is ensured by high levels of brand awareness, 

combined with a positive brand image, increases the probability of brand choice (Keller, 

1993, p. 8). Brand awareness and brand image also serve as prerequisites for effective 

advertising (Keller, 1993, p. 9). Accordingly, the success of the brand ultimately hinges on 

whether communication is effective, cohesive, and understood by consumers (Heding et al., 

2016). Nonetheless, the consumer-based approach still implies that the marketer is in 

control of the communication process. Based on Allen et al., (2008), the consumer-based 

approach does not pay attention to consumers as part of a collective society. Resultantly, 

consumers are still seen as passive information processors and not as active meaning 

makers. 

5.4.4 The Cultural Approach 

‘The Cultural Approach’ to brand management is rooted in the work by Douglas Holt. He, 

amongst others, argued that consumers have become more critical towards the earlier 

hegemonic powers of marketers and firms (Holt 2002; Holt 2004; Klein, 2009). Brands have 

also lost control in the market they operate in (Willmott 2003; Brexendorf et al., 2014). 
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Thus, consumers are no longer passive recipients of image-laden advertising (Makasi, et al., 

2014, p. 2617). 

Therefore, the cultural approach investigates what culture does to brand value creation and 

how branding affects culture. It takes a point of departure in the culture that the brand and 

the consumers reside in (Heding, et al., 2016). Thus, brands, logos, and other company 

representations, are inherently part of our society as cultural meaning is constantly moving 

in the culturally constituted world. It is the advertising and fashion landscape that through 

communication translates meaning from the culturally constituted world into consumer 

goods. Hereafter, meaning is transferred to the individual consumer through the individual 

consumer's consumption habits (McCracken, 1986, p. 72). Brands are therefore ideological 

referents that guide our behavior and influence our goals, thoughts, and desires (Schroeder, 

2009).  

5.4.4.1 The Cultural Approach to Brand Equity  

The cultural approach assumes that brand equity is created when a brand fits to its 

historical context and provides meaning to consumers lives (Heding et al., 2016). It requires 

a holistic understanding of both consumers and brands (Holt, 2004, p. 210). The emphasis 

on the broader context is also of relevance to advertising. These points were also presented 

as a main objective for industry professionals, as investigated earlier during the exploratory 

interviews (Interview 1; Interview 2 – Appendix).  

Furthermore, advertisements reflect lifestyles, values, and trends and, as such, must be 

viewed as a cultural phenomenon. The process by which advertising gives brands cultural 

meaning, involves associating the brand with other social and cultural symbols that contain 

cultural meaning (Aaker & Biel, 1993, p. 94). Accordingly, consumers interpret 

advertisements to understand their world and themselves and, in the end, they become the 

arbitrators of advertising meanings (Mick & Buhl, 1992, p. 318). Thus, it can be argued that 

the advertiser’s knowledge of the social context influences advertising success (Makasi, et 

al., 2014). Consequently, advertising agencies now have departments of anthropological 

researchers (Hackley, 2010, p. 99).  
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Mick & Buhl (1992) have proposed a model to investigate contemporary advertising through 

the consumers' eyes. It depicts the consumer in a sociocultural context that he or she has 

inherited at birth. The same consumer goes through a particular life-history and resides in a 

current lifeworld that includes life-themes and life-projects. As the model below illustrates, 

most advertising originates from the same sociocultural context and consists of sign 

structures, i.e. brand logos, ad connotations, etc. Sign structures correspond to common-

sense meanings, which provide a horizon of expectations, e.g., a man wearing a suit. Ad 

connotations are used to actualize meaning, e.g., a man wearing a suit is likely an executive. 

These, in turn, translate back to the lived experience of consumers (Mick & Buhl, 1992, p. 

319-320). Thus, the model depicts the consumer's own history and current lifeworld, and 

how this shapes meanings within advertising (Mick & Buhl, 1992, p. 328).  

 

Thus, advertisements and consumers are part of the same sociocultural context (Mick & 

Buhl, 1992). From this perspective, it can be deduced that advertising success relies on an 

understanding of the current societal movements and cultural trends. Therefore, the 

cultural approach argues that brand managers and advertisers should provide credible, 

relevant, and authentic communication that provides meaning to consumers (Holt, 2004, p. 
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8). Determination of these meanings enables better execution of advertising to capture and 

maintain the cultural meaning that adds value to a brand (Aaker & Biel, 1993, p. 139).  

In sum, the literature review on brand management has exemplified the evolving 

perspectives of viewing the brand-consumer exchange. The nature of the brand also 

influences the communication process and brand equity formation. This, in turn, also shapes 

how advertising strategies should be conducted. Furthermore, the findings also exemplify 

how emphasis in branding and advertising literature has shifted from linear communication 

towards emphasis on the inner lived realities by the consumers. Accordingly, the meanings 

that consumers attach to brands, logos and advertisements are no longer a result of a 

skillful communicative message. Rather, they are influenced by contextual forces such as the 

culture and society (Schroeder, 2009).  

With these complexities, brand communications and advertisements should be aligned with 

topics that are relevant for the modern-day consumer (Allen et al., 2008). Hence, the 

following sections will examine consumers and their relationships to advertisements in 

depth.  

5.5 Annoying or Awesome? – Advertisements and their Effects 

Functioning as an extension of the previously discussed theories surrounding branding and 

advertising, the following section will further explore how modern-day consumers react and 

interact with advertisements. Given this thesis’ specific focus on the visual medium, 

emphasis will especially be placed on television/video commercials and their effects on 

consumers. 

5.5.1 Consumer irritation, Skepticism & Advertising Intrusiveness 

Operating under the assumption that commercials affect consumer perception about the 

associated brand, Aaker & Bruzzone (1985) examined causes of irritation in TV advertising. 

Using a sample of 524 American commercials, a range of different factors were identified as 

influencing how irritated consumers were in response to the observed commercials. These 

factors included product classes/category, with feminine hygiene products, laxatives and 
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mouthwash commercials being considered most irritating. Moreover, the socioeconomic 

status of the consumer was also found to be a significant contributing factor: The study 

found that “white-collar” consumers/viewers, on average, were more susceptible to being 

irritated by commercials over their “blue-collar” counterparts. Furthermore, the degree of 

overall TV viewing also had an impact: The more one watched TV, the less irritation was 

reported regardless of socioeconomic status (see also Clancey, 1994). Additionally, “copy 

execution”, i.e., the storyline/narrative and content of the commercial, also had an impact: 

among others, if the commercial featured a credible spokesperson, was perceived as 

amusing (see also Gelb & Pickett 1983; Aaker & Bruzzone 1981), or included words 

associated with positive emotions, the commercial was regarded as less irritating. Aaker & 

Bruzzone (1985), concludingly remarks that while irritating advertisements can indeed be 

effective in terms of high viewer attentiveness because “people are not likely to be irritated 

by something they ignore” (Aaker & Bruzzone, 1985, p. 56), the irritating commercials were 

also the ones most likely to elicit negative reactions and therefore potentially reflect badly 

upon the associated brand/company. 

In the same vein, Li et al., (2002), studied the Intrusiveness of advertising. Linking perceived 

intrusiveness to degree of consumer irritation, they found that if an advertisement were 

deemed as intrusive, it was unlikely to elicit positive responses from consumers, who would 

subsequently be more likely to engage in “ad avoidance” behaviors. These behaviors could 

manifest as either [1] cognitive avoidance, i.e., “tuning out”/shifting mental focus, [2] 

behavioural avoidance, i.e., leaving the room, or [3] mechanical avoidance, i.e., changing 

channels or closing the ad. Overall, they found that if consumers were given means to avoid 

ads they would do so. Additionally, Speck & Elliott (1997) found that the prevalence of ad 

avoidance behaviours was tied to the medium in which an advertisement was displayed – 

with consumers more likely to avoid TV commercials over print ads.  

Likewise, Krugman (1983), studied whether commercials featured during “interesting” TV-

shows were more effective than commercials aired alongside uninteresting shows/formats. 

It was found that “when an interesting show is interrupted by an interesting commercial the 

momentum of aroused interest does carry over” (Krugman, 1983 p. 23). Furthermore, Peters 
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& Bijmolt (1997), with reference to both the recency and primacy effects described earlier, 

found that commercials should ideally be placed at the start of a TV-advertisement “block” 

rather than at the end if maximizing brand recall, i.e., consumer memory of a brand, was the 

main goal. These findings suggest that both where and when commercials are shown 

impacts how consumers react to them. 

Overall, the view that consumers are, in general, skeptical of advertising seems pervasive 

(Zanot 1984; Andrews 1989; Alwitt & Prabhaker 1992; Mittal 1994). Calfee & Ringold (1994), 

found that an overwhelming majority of consumers were skeptical towards advertising, 

however they do acknowledge that the relationship between consumers and advertising is a 

complex one, as exemplified in this quote:  

“Consumers are skeptical of advertising in the abstract, but they nonetheless extract 

much useful information from ads. This appears to reflect a complex process in which 

advertisers devise methods to achieve credibility with rational consumers who 

understand the self-interested nature of advertising.” (Calfee & Ringold, 1994 p. 236) 

This view is further reinforced by later research which found that the ‘consumer sceptic’ 

was less likely to believe advertisements, generally liked them less, found them less credible 

and reported less connection between advertising and purchasing behavior (Obermiller & 

Spangenberg 1998; Obermiller et al. 2005). On the contrary, Shavitt et al., (1998) found that 

public attitudes towards ads were more optimistic than previous studies had first assumed. 

Moreover, the feelings elicited by advertisements, specifically enjoyment, was found to be 

the best predictor of consumer attitude towards advertising. 

Considering the above, whether consumers are, in general, negative, or positive towards 

advertising seems to be a topic of constant contention within advertising and marketing 

academia. Regardless of this contention however, researchers have devoted much time and 

effort into ascertaining how consumers are most effectively engaged with through 

advertising – The following section will explore this further.       
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5.5.2 Advertisement Wear-out & Wear-in 

The previously discussed concept of “mere exposure” posited that the more one would be 

exposed to a certain stimulus, his/her attitude towards the stimulus would enhance. While 

this concept can also be applied to advertising campaigns and commercials, researchers 

have found that the effectiveness of subsequent exposure would eventually lessen or “wear 

out” as consumers would become familiar with the advertisements shown (e.g., Appel, 

1966, 1971). Likewise, advertisements can also “wear in”. Regarding this concept, Pechman 

& Stewart (1988) elaborates: 

“An ad is said to have worn in at a particular level of repetition if, when consumers 

are exposed to it, it has a significant positive effect on them. An ad may wear in the 

first time consumers are exposed to it. On the other hand, an ad may not wear in or 

have a significant positive effect until the third time consumers are exposed to it, or 

until some higher exposure level has been reached. In fact, an ad may never wear in” 

(Pechman & Stewart, 1988, p. 286)     

Evidently then, the challenge for advertisers becomes one of balance, i.e., making sure 

commercials ‘wear in’ quickly and take long to ‘wear out’ in the minds of consumers. 

Examining advertisement wear-out in the context of TV commercials, Calder & Sternthal 

(1980) found that wear-out still occurs even when strategies to increase consumer attention 

were employed. This finding seems to indicate that advertisements will inevitably wear out 

in the mind of the consumer. However, exploring the link between creativity and “wear 

out”, more recent studies discovered that creative TV commercials were easier to recall, 

would “wear in” faster, be less prone to “wear out” and more liked by consumers overall 

(Chen et al. 2016; Lehnert et al. 2013). This would suggest that, while advertising wear-out 

cannot be eliminated entirely, usage and implementation of creative advertising strategies 

could impact the onset of wear-out and wear-in effects, consequently resulting in more 

effective advertising overall. 
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5.5.3 The Role of Creativity, Storytelling, and Emotions in Advertising 

Creativity in advertising has been studied extensively from a range of different perspectives. 

Overall, creative advertising has been found to get more attention, result in positive 

consumer attitudes, be more impactful in terms of sales, aid recall and be more persuasive 

(e.g., Ang & Low 2000; Reinartz & Saffert 2013; Smith et al. 2007; Till & Baack 2005; Yang & 

Smith 2009).   

Examining the relationship between creativity and effective advertising from a consumer 

point of view, Kover et al., (1995) found that the most effective advertisements were the 

creative ones focusing on ´personal enhancement’. They define the term as: “that which 

reflects the ideal for himself or herself that each person carries as a sort of blueprint […] To 

the extent that advertising enhances this, it will have impact; to the extent that it ignores or 

denigrates, it will have less impact.” (Kover et al., 1995, p. 36-37). This finding suggests that 

effective advertising should, in a sense, hold a mirror to the consumer and “speak” to them 

about their ideal selves, rather than simply being a communication tool to peddle products 

and services.  

Furthermore, advertisements high in originality, i.e., creativity (see also Smith et al., 2008), 

were found to draw more of the consumer’s attention and subsequently having a positive 

impact on brand memory (Pieters et al., 2002). Even creative advertising deemed ‘wasteful’ 

was found to improve both brand interest and perceived brand quality in the eyes of 

consumers because “An extra degree of creativity may send signals about the advertiser 

that rub off on consumer perceptions of the brand” (Dahlén et al., 2008, p. 394). Likewise, a 

study by Ambler & Hollier (2004) found that the extravagance of a shown commercial 

influenced the overall persuasiveness of the advertisement and how consumers perceived 

the associated brand – The more extravagant, the better.    

In addition to creativity, storytelling and especially emotions play a significant role in 

relation to advertising effectiveness and have been studied extensively (e.g., Aaker et al. 

1988; Holbrook & O’Shaughnessy 1984; Mehta & Purvis 2006; Ray & Batra 1983; Silk & 

Vavra 1973). Further highlighting this importance, Zaltman (2003) argues that 

communication, i.e., advertising, is an emotional process of co-creation between advertiser 
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and consumer. This view is similarly reinforced by more recent research, studying 

commercials, which argued that: “Storytelling in advertising enhances anchoring of the 

brand name into memory because consumers co-create the meaning of the brand together 

with the advertiser at an emotional level” (Micu & Plummer, 2010, p. 152). Additionally, 

Adaval & Wyer Jr. (1998) found that consumers had an easier time processing and 

remembering information if it was conveyed using a narrative structure. Similarly, Escalas 

(2004), discovered that advertisements following a narrative structure were both more 

effective and meaningful in terms of creating connections between consumers and brands 

(See also Escalas, 1998). Moreover, Escalas et al., (2004) found that the extent to which a 

consumer was drawn in or ‘hooked’ by a commercial was correlated with both the intensity 

of their emotional response towards and overall liking of it. Consequently, commercials that 

were able to hook viewers performed better. These findings are further cooperated by Kim 

et al., (2017), who observed that narrative ads were superior to non-narrative ads in terms 

of effectiveness due to consumers’ increased emotional involvement with the 

advertisements that featured a narrative. Furthermore, considering that attitude towards 

advertising, i.e., consumers liking ads, was found to be an indicator of advertising 

effectiveness (Mehta & Purvis, 1995), seemingly the best way to connect with modern day 

consumers is to create commercials which are both well liked, creative, narratively driven 

and resonates with them on an emotional level. 

Considering the themes explored above, the question then becomes “How does one create 

effective commercials and subsequently measure them?”. Can traditional marketing 

methods adequately uncover and explain the deep-seated mechanisms and cognitive 

substructures that are at the root of consumer decision-making or is a new approach 

needed? The following section of the literature review will explore this question further. 

5.6 Neuromarketing 

‘Neuromarketing’ has its foundations in the fields of neuroscience, behavioral economics, 

and social psychology. Neuroscience is the study of the human nervous system, hereunder 

the brain, its anatomy, and functions. Neuroscience is of relevance to neuromarketing, since 

it seeks to understand brain states and psychological reactions of humans to the exposure 
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of brands, products, and marketing efforts. Behavioral economics is the study of how people 

make economic decisions, whereas social psychology seeks to understand the conscious or 

unconscious brain reactions of people in social settings (Genco et al., 2013 p. 9).  

 

A combination of these fields forms the foundations of neuromarketing. Accordingly, 

bridging the gap between neuroscience and consumer behavior into one discipline of 

consumer study. While neuroscience and social psychology study the relationship between 

the brain and human cognitive and psychological reactions, neuromarketing looks at 

consumer behavior from a brain perspective. As a result, building more accurate insights 

about consumers behavior (Morin, 2011). 

5.6.1 What is Neuromarketing?  

For over 260 years, since the theories of rationality by Rene Descartes, it has been assumed 

that rationality and emotions are separate (Du Plessis, 2011). Through logical models, it 

could be predicted how consumers respond to marketing efforts (Fugate, 2007). In 1995, 

Antonio Damasio published the work “Descartes Error”, which paved the way for a shift in 

neuroscience in accepting the role of emotions (Du Plessis, 2011). Damasio hypothesized 

that individuals make judgements not only by assessing the severity of outcomes and their 

probability of occurrence. Individuals also make judgments in terms of their emotional 

quality, which compromises the efficiency of rational decision making (Bechara et al., 2000).  

Following this, it became more accepted that emotions and feelings are part of our decision-

making process as heuristics. These are shaped by moods, feelings, experiences, and 
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personality (Du Plessis, 2011). Zaltman (2003), also argued that only a small amount of 

human mental activity occurs at a conscious level. Thereby, seeking to explain that 

consumers have both rational and emotional motives.  

Consequently, neuromarketing takes a point of departure in the coexistence of rationality 

and emotions. It assumes that emotions drive people's attention and relates it to 

movements in the rational brain (Fugate, 2007). From this, the following definition on 

neuromarketing can be deducted: “Neuromarketing is the use of neuroimaging, eye 

movement and other techniques to measure the response from consumers to specific 

products, packaging, colours, advertising and other aspects of marketing” (Gbadamosi, 

2019, p. 77). Genco et al., (2013) take a similar approach and define it as “a market or 

marketing research activity that uses the methods and techniques of brain science”. Lee et 

al. (2007) suggests that neuromarketing is the application of neuroscientific methods to 

analyze and understand human behavior in relation to markets and marketing exchanges. In 

line with this, ”Neuromarketing and its precursor, neuroeconomics, uses clinical information 

about brain functions and mechanisms that help explain what is happening inside the “black 

box”, resulting in explanations about consumer behavior” (Fugate, 2007, p. 385).  

Hubert & Kenning (2008) view neuromarketing as an applied science that should 

incorporate the findings of neuromarketing and apply them in a managerial context.  

The analysis of unconscious human brain behavior has also attracted critical voices against 

neuromarketing. It has been questioned how consumer autonomy can be protected and 

whether consumers have a free will to resist neuromarketing methods (Wilson et al. 2008; 

Nemorin, 2017; Murphy et al. 2008; Fisher et al. 2010). 

5.6.1.1 Traditional Marketing Methods 

Marketers have for centuries embraced the view of a rational consumer and tried to 

articulate predictive models that analyze consumer behavior (Fugate, 2007). Marketing 

research is about understanding, explaining, and predicting individual, group, and 

organizational behavior relevant to markets (Lee et al., 2007). To facilitate easier decision 

making, marketing matches the design and compatibility of products with the preferences 

of consumers (Ariely & Berns, 2010). To do so, marketing techniques involve the gathering 
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of data about consumers through focus groups, interviews, and questionnaires. These 

methods can be used to obtain knowledge on consumers' evaluation of product design, 

product attributes, consumption choices, etc., (Ariely & Berns, 2010). Consequently, 

marketing examines how to influence consumers to buy a product, but it does not 

incorporate the unconscious reasoning behind a purchase (Lee et al., 2007, p. 200). 

Moreover, ‘traditional marketing methods’ assume that individuals are able to rationally 

describe their cognitive process. However, traditional marketing methods have not been 

able to seek out unconscious and abstract knowledge about consumers (Morin, 2011). 

When marketers do focus groups and surveys, meaning about e.g., a brand is not necessarily 

consciously accessible to the participant. Consumers are not necessarily able to accurately 

describe how they are impacted by advertisements and marketing efforts (Morin, 2011). 

They often also behave differently than what they report during focus groups (Gbadamosi, 

2019). Several other factors, such as incentives, feelings, peer-pressure, and time 

constraints may impact the outcomes of focus groups and questionnaires (Morin, 2011).  

As a result, traditional marketing methods should be used to explore individual consumer 

insights and attitudes. Hereby, consumers consciously self-report on various aspects 

relevant to the marketer. However, marketers are only able to scratch the surface through 

these methods. Neuromarketing can contribute to this by discovering the unconscious 

metrics that take place in the consumer`s brain before such self-reports are expressed 

(Genco et al., 2013, p. 248).  

5.6.1.2 Neuromarketing Methods 

To sustain competition, companies must develop products and services that satisfy 

customers. This requires deep knowledge about consumers´ feelings and attitudes towards 

products and advertisements. Traditional marketing methods, such as focus groups and 

questionnaires, are not able to offer insights about a consumer`s emotions when exposed to 

stimuli, such as an advertisement (Gbadamosi, 2019). Furthermore, Zaltman (2003), also 

found that 95% of consumers` purchasing decision-making takes place below the conscious 

level.  
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Using traditional methods, marketers can therefore not fully comprehend why people buy 

one product over another. Neuromarketing can potentially fill this gap. It goes beyond the 

traditional research in marketing and offers professionals an understanding of why 

consumers buy certain brands and products by focusing on consumers' brain reactions to 

marketing stimuli. Studying brain activity and eye-movements enables marketers to go 

beyond the conscious level of consumers' attitudes towards brands and advertisements. 

Resultantly, these methods allow marketers and advertisers to form better advertising 

strategies so that brands can easier target consumers. Thereby, neuromarketers follow the 

indirect, ‘weak’, approach to measuring advertising effectiveness with emphasis on 

unconscious emotional connections, priming, implicit memory and brand attitudes (Genco 

et al., 2013, p. 46).   

This thesis examines consumers' visual attention levels to advertisements. The 

neuromarketing method of eye-tracking seeks to capture such information. ‘Eye-tracking’ is 

“a tool that provides a real-time record of where and when visual attention is directed” 

(Genco et al., p. 173). In contrast to traditional marketing methods, eye-tracking indicates 

an accurate focus point of visual attention by tracking the pupils of a subject. It captures 

what objects the participants' eyes pay attention to, but also the duration of those 

processes. It provides researchers with an index of overall attention and engagement with 

an advertisement (Venkatraman et al., 2015). The method is beneficial when studying logo 

placements in advertisements in contrast to asking consumers to self-report in e.g., 

questionnaires (Du Plessis, 2011). Eye-tracking is therefore an effective method for 

measuring advertising effectiveness, as it offers the possibility to measure the number of 

fixations per second when an ad is viewed (Venkatraman et al., 2015).  

In sum, classical consumer research viewed humans as a ‘black box’ which they could not 

gain insights to (Hubert & Kenning, 2008). Thus, when industry professionals can use science 

to locate consumers' ‘buy buttons’ or locate which elements of an advertisement 

consumers pay most attention to, they have come closer to opening the “black box” of the 

consumers' mind (Fugate, 2007). Hereby, possessing information that is not obtainable 

through conventional marketing methods (Ariely & Berns, 2010). Thus, neuromarketing 



60 
 

takes a step further and measures whether and how marketing is working based on analysis 

of the consumers` brains (Genco et al., 2013, p. 8). The strength of the neuroscientific 

method is that it examines consumer behavior by measuring brain activity, eye-movements 

and other physical reactions when exposed to certain stimuli (Kühn et al., 2016). 

 

(Adapted from, Morin 2011) 

 

5.6.2 The Human Brain 

The literature on the human brain is vast, which is why concepts only relevant to attention, 

memory and emotions will be accounted for in the following sections.  

The human brain is responsible for all our consumer behaviors. It only accounts for 2% of 

our body mass, but still most of the functions we need to go through a day are managed by 

the brain (Morin, 2011, p. 134). It consists of 10 billion specialized body cells, which are also 

called neurons. Neurons are the core components of the brain and are placed in the nervous 

system that transmit information (Du Plessis, 2011). Within each individual neuron, 

complicated chemical and electrical processes take place. The activities of the neurons give 

rise to our perceptions, memories, emotions, etc., (Ambler et al., 2000, p. 18). Each human's 

brain is similar, but it is the activities and the connections between neurons that differ from 

individuals (Du Plessis, 2011).  

When humans make decisions, they are either cognitively driven or emotionally driven. The 

upper frontal lobes, with the prefrontal cortex, deal with cognitive behavior and action 

planning (Ambler et al., 2000, p. 20).  
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The prefrontal cortex helps us to guide thought and action in association with abstract goals 

or intentions. The prefrontal is one of the brain areas that has expanded most in humans 

relative to other primate species (Cohen, 2005, p. 10). The lower parts, with the limbic 

association cortex, deal with emotion and memory. The same goes for the cingulate gyrus 

and the hippocampus area.  

The Amygdala and the Hippocampus are involved in the registration and processing of 

emotional experiences. In these areas, information to and from long-term memory also 

passes by. Additionally, the Amygdala and the Ventro-medial frontal lobes are involved in 

the registration and retention of memory (Ambler et al., 2000, p. 20).  

 

It can be argued that advertising that does not cause a brain reaction is not effective 

(Ambler et al., 2000). Thus, neuromarketers and advertisers seek to understand how 

advertising can target the limbic system for advertising to succeed (Nemorin, 2017, p. 69). 

By understanding human brain reactions, when confronted with marketing stimuli, one can 

optimize advertisement effectiveness regarding attention, memory, and emotions 

(Gbadamosi, 2019). If managers know how advertisement stimuli is received and stored by 

the brain and how they affect brand choices later, they could improve advertising 

productivity (Ambler et al., 2000, p. 17).  
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Therefore, the most important concepts for neuromarketers to study are the following: 

memory, attention, and emotions (Genco et al., 2013, p. 89). Neuromarketers aim to 

uncover what attracts the attention of the consumers, what engages their emotions and 

how they remember things (Zurawicki, 2010). This is also of focus for this thesis, which is 

why the three concepts will be accounted for in relation to the field of neuromarketing and 

its implications for advertisements.  

5.6.2.1. Human Memory  

The human memory is a system for storing and retrieving information that is acquired 

through our senses. Memory is constantly influenced and shaped by visual and auditory 

stimuli that are processed and remembered (Baddeley, 1997). Memory has both input and 

output functions since it encodes and stores memories and retrieves and remembers 

memories. In advertising literature, the primary focus has been on the retrieving functions, 

such as recall and recognition. It involves the ability to generate the target, such as a brand, 

with partial or no cues (recall), and in which the target, such as the brand, is distinguished 

from novel distractors (recognition) (Venkatraman et al., 2015, p. 438).  

The limbic association cortex of the lower brain part is where memory is formed (Ambler, 

2000). Memory comes in various forms, such as sensory, short term and long-term memory. 

Sensory memory is a system that allows one to remember sensory input long enough to 

process it in the brain (Genco et al., 2013). It takes approximately a few hundred 

milliseconds for the sensory stimuli to become conscious (Baars & Gage, 2010).  

The brain area named hippocampus is responsible for short-term memory retention 

(Ambler et al., 2000). Short-term working memory is the system that retrieves input from 

the external environment and retains it as a piece of information in the conscious mind for a 

period of one minute (Genco et al., 2013). Others argue that information in the short-term 

memory is stored for 5-6 hours (Ambler et al., 2000). The short-term working memory is 

used to make decisions and regulate information flow. Ultimately, the information may be 

transferred to the long-term memory. The length of the stay of information in the short-

term memory depends on the control processes such as rehearsal, coding, retrieval, etc., of 

the information obtained (Atkinson & Shiffrin, 1971).  
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The long-term memory stores memories that can last from days and weeks to a whole life 

(Bailey et al., 1996). It is divided into explicit memory, which is consciously accessible, and 

implicit memory, which is unconsciously accessible. Moreover, explicit memory can be 

divided into episodic and semantic memory (Genco, et al., 2013, p. 141).  

Episodic memory is memories that are connected to a specific time or event. It may refer to 

something that one has experienced (Baars & Gage, 2010, p. 325). The region of the brain, 

named Amygdala, together with the Ventro-medal frontal lobes, is involved in the retention 

of memory for emotional events (Ambler et al., 2000).  

Semantic memory refers to accessing the knowledge of the facts and of the world. It is the 

encyclopedic and descriptive knowledge which need not be colored by personal experiences 

(Zurawicki, 2010, p. 27). These could involve product attributes or product specifications.  

As argued earlier, memory can also be unconsciously accessible and hereby implicit.  

Priming is a form of implicit memory and is “the identification of perceptual objects from 

reduced cues as a consequence of a specific prior exposure to an object” (Schacter, 1992, p. 

1). In relation to branding, priming can occur when one idea comes easily to mind after 

exposure to another idea. Brands can be primes or be primed by other objects.  

Conditioning takes place when associating two things in memory by repeatedly presenting 

them together. This is dominant in branding and advertisements as consumers 

unconsciously form attributions to brands (Genco et al., 2013).  

Procedural memory is memory about how things are done and is linked to automatic 

behavior, such as skills and habits (Cohen & Bacdayan, 1994). An illustration of the memory 

system is seen below.  
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5.6.2.2. Human Memory & Advertising 

Consumers' ability to remember a brand after having been exposed to it through an 

advertisement is a key. Typically, there is a lag between consumers' exposure to advertising 

and their opportunity to purchase the advertised brand. Therefore, the effectiveness of 

advertising depends on the consumers' ability to memorize the brand (Keller, 1987). If no 

memory exists, the consumer will not be familiar with your brand, as a result, not being able 

to recall the brand when subject to a purchasing situation. Thus, brand memory is essential, 

since any advertisement should persist over time to create brand equity (Genco et al., 

2013). The question is therefore what the best practice in terms of creating an 

advertisement for a brand that the consumer considers as effectively communicated. 

For a brand to be considered effectively communicated, a consumer must remember it. 

Brand memory can be enhanced when the brand name is connected to other concepts that 

are already stored in memory i.e., episodic memory (Meyers-Levy, 1989). Du Plessis (2005) 

argues that consumers use existing memory of a brand to decode an advertisement, which 

impacts existing brand memory. Consequently, there is a link between the memory of the 

brand and the advertisement, which is termed brand linkage. Exposure to advertisements 
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can produce the following nodes that can be stored in the long-term memory network: 

brand specific information, ad specific information, brand identification, product category 

and evaluative reactions. Each of these types of nodes may or may not be established in 

memory by the ad exposure (Keller, 1987, p. 317).  

Consumers also recall the brand more easily when the information is repeated several times 

(Schmidt & Eisend, 2015). Pieters et al. (2002), found that original and familiar 

advertisements improve brand memory. Hence, information from advertisements will be 

stored in memory and connected to form brand memory. When exposed to a brand again, 

new memories may be stored, expanding the earlier brand memory (Genco et al., 2013). If 

the brand is known to the consumer, the role of the advertisers is to activate and refresh 

the neurons already in place to enhance existing memory. With new brands, neurons must 

be activated through experience and advertising (Ambler et al., 2000, p. 18). Accordingly, 

advertising exposure may create memories that translate into unconscious pre-dispositions 

towards a brand (Aaker & Biel, 1993, p. 214).   

5.6.3 The Visual Field  

A quarter of the space of the human brain is devoted to visual image processing and 

integration. It occupies a greater area of the brain than other senses. The processing of 

visual information starts in the eyes and is then projected into the retina, which is the inside 

black screen of the eye. The retina is composed of millions of specialized neurons that 

transform the light inputs into signals in the brain (Zurawicki, 2010, p. 12). Visual 

information from the retina is then mapped to the visual cortex of the brain (Grill-Spector & 

Malach, 2004).  

The visual cortex is the primary cortical region of the brain that receives, integrates, and 

processes visual information relayed from the retinas (Huff et al., 2019). The information 

obtained in the retina travels through the nerve cells and is stored as models inside the 

brain area of the visual cortex (Zurawicki, 2010). As visual information gets passed along, it 

will be processed into five different areas, based on structural and functional classifications 

(Huff et al., 2019). These include recognition (V1), vision (V2), depth and distance (V3), color 
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(V4), movements (V5) and position of object (V6). The brain uses categories and previously 

stored data to provide meaning to what is captured from the retina (Zurawicki, 2010, p. 14).  

Moreover, the retina constantly captures eye-movements from the visual field. These fall 

into the following categories: fixations and saccades. Fixation is when the eye-movement 

pauses in a certain position and saccade is a switch to another position (Gbadamosi, 2019, 

p. 101). Thereby, implying that what the eyes look at is also what captures one's attention 

(Boerman et al., 2015). Methods of tracking consumers' eye movements, such as fixations 

and saccades, can provide insights on visual attention, information acquisition and brand 

choice (Pieters & Warlop, 1999).  

Henderson (1992, p. 260) defines visual attention as “the selective use of information from 

one region of the visual field at the expense of other regions of the visual field”. Visual 

attention is therefore a precondition to subsequent processes that eventually leads us to 

make choices. Overall, increased visual attention increases the likelihood of choice (Pieters 

& Warlop, 1999, p. 2). Thereby, aiding the assessment of advertising effectiveness 

(Duchowski, 2017).  

 

(Adapted from: From Eye to Brain (n.d.). 

5.6.3.1. Human Attention 

Humans are finite beings that cannot process all information at once (Duchowski, 2017). 

Marketers and advertisers need to understand how to get the consumers' attention through 
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advertisements and other marketing efforts. Attention is the ability to focus on certain 

aspects of the environment while ignoring others (Venkatraman et al., 2015, p. 438).  

To pay attention to something, some pre-attentive dynamics happen in the brain, which can 

be both conscious and unconscious (Genco et al., 2013, p. 89). These are categorized into 

endogenous attention ‘top-down attention’ and ‘bottom-up attention’. The first is when 

specific aspects of e.g., an advertisement is explicitly selected and processed, whereas the 

second is when features of stimulus attract attention and processing (Venkatraman et al., 

2015, p. 438). Thus, top-down visual attention is a voluntary and conscious process in which 

a particular object is given visual attention (Katsuki & Constantinidis, 2014). Bottom-up 

attention takes place when attention is unconsciously influenced by objects in the external 

environment. (Genco et al., 2013).  

The processing of visual attention combines bottom-up sensory aspects with top-down 

influences (Treue, 2001, p. 295). Cues of bottom-up attention may be in the form of sensory 

stimuli such as colors and shapes. Therefore, logos and other visual representations brand 

and influence consumer behavior. The method of eye-tracking can beneficially be used at 

this point to track consumers' visual attention. Therefore, the two concepts are intertwined, 

since bottom-up attention alerts us to objects in the environment, but top-down attention 

modulates bottom-up signals when we need to look for something specific (Connor et al., 

2004, p. 1). Thus, bottom-up and top-down factors constantly influence each other to guide 

attention (Katsuki & Constantinidis, 2014).  

5.6.3.2. Human Attention & Advertising  

Researchers have for centuries been seeking to discover how advertising works (Ambler et 

al., 2000, p. 17). The most important goal of advertisements is to attract attention, no 

matter to which degree of the attention spectrum one is advocating for (Du Plessis, 2011). 

Traditionally, advertisers have assumed that effective advertising needs to involve high 

attention (Genco et al., 2013, p. 181). This can be exemplified by the following, “For an 

advertisement to be effective, it must achieve first exposure and then attention” (Doyle, 

1994, p. 240 cited in Heath & Nairn, 2005). This follows the direct route to measuring 
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advertising effectiveness, since emphasis is on conscious attention, logical persuasion, and 

recall (Genco et al, 2013, p. 46).  

A contrasting view is that consumers cannot process all advertisements at once (Duchowski, 

2017). High attention advertising may therefore no longer be suitable since consumers have 

become tired of advertisements. Despite this, consumers still remember what they have 

been exposed to. As a result, most attention devoted to advertisements today is understood 

to be ‘low-attention’ (Du Plessis, 2005). The idea that low-attention may be better for 

advertising effectiveness was introduced by Herbert Krugman in the 1960´s and later 

developed by Robert Heath (Genco et al., 2013). The underlying idea is that people pay little 

attention to advertisements. Therefore, it is not suitable to bombard the consumer with 

marketing messages. Instead, effective advertising should appeal to the emotional 

connections and brand attitude in creating brand equity. This is since human brains respond 

emotionally to sensory stimuli.  

According to neuromarketers, an advertisement that establishes emotional associations 

with low levels of attention therefore leads to better results (Genco et al., 2013). The reason 

why these advertisements work is because our brains make emotional assessments of 

objects in our environment before we are consciously aware of them. When attention is 

drawn to an object, we have already evaluated whether we should approach or avoid it. The 

emotional responses then get associated with the advertised brand through conditioning 

(Genco et al., 2013, p. 185).  

In this sense, consumers link emotions to brands and the role of advertisers is to constantly 

reinforce the positive emotions through emotional and storytelling advertisements.  

5.6.4 Linking Memory, Attention and Emotions 

The low-attention types of advertisements contain no persuasive arguments and barely 

mention the product. They usually tell an emotionally engaging story that appeals to the 

emotions of the consumer and has little to do with the product advertised for (Genco et al., 

2013).  
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The notion behind it is that emotional responses can be created even when consumers have 

no awareness of the stimulus that causes them (Heath & Nairn, 2005) This explains why 

advertisers devote their resources to creating storytelling advertisements that are creative, 

visually attractive, and emotionally appealing (Du Plessis, 2005). The link between emotions 

and attention was further emphasized as “Attention, for instance, is a result of the emotion, 

not its cause” (Du Plessis, 2005, p. 84). For advertisers, it means that advertisements do not 

get attention and then create an emotion. Rather, advertisements create an emotion which 

then results in attention given to the advertisement (Du Plessis, 2005, p. 84).  

As argued, emotions and memory are also linked. Experiences related to emotions are 

stored permanently in the memory (Levine, 1997). The long-term memory stores memories 

that are connected to a specific time or event in the episodic memory. Consequently, brand 

memory may be unconsciously created through a narrative story that evokes some 

emotions in the recipient. Thereby, creating a brand linkage and enhancing brand memory 

(Genco et al., 2013). Thus, emotions can strengthen memory for advertisements, which may 

enhance the likelihood that the brand will be recalled (Aaker & Biel, 1993, p. 197).  

In sum, the literature review on neuromarketing has emphasized how important emotions 

are in driving consumer behavior. The concepts presented have exemplified how emotions 

play a key role in creation of memory and attention. Therefore, the following sections will 

look at how advertisers can use emotions to their advantage to create the most effective 

advertisements. 

5.6.4.1 Capturing Attention with the Emotions 

Advertising composed of narratives is generally referred to as narrative advertising. In 

advertising, narratives always evolve around product consumption, i.e., the experiences or 

consequences of product use (Chang, 2009, p. 22). The narrative form arguably follows the 

prescriptions of the low-attention types of advertisements. These contain no persuasive 

arguments, encompassing a narrative story instead, with little emphasis on the brand and 

product (Genco et al., 2013) 

Advertisers can therefore benefit from incorporating emotions into narrative 

advertisements. Data from the Institute of Practitioners in Advertising (IPA) has 
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demonstrated that advertisements with an emotional appeal perform better than 

advertisements with a rational appeal (Dooley, 2012). Holbrook & Batra (1987) further 

assert that advertisements with certain kinds of message content tend to produce 

emotional responses that shape attitude toward the advertisement and the advertised 

brand.  

According to Milton (1974), “factual ad copy presents assertions about a product features 

and benefits in a clear, logical and to the point expository style, while in narrative ads, the 

copywriter cloaks the selling message in a story-like sequence” (cited in Peracchio & Meyers-

Levy, 1997, p. 179). Resultingly, narrative advertisements tell a story around a product and 

are acted out by actors or presented out by narrators (Chang, 2009).  

Furthermore, narrative advertisements also make emotions meaningful by placing them in 

the context of an individual's personal history and goals (Stern, 1998). Thereby, relating to 

the earlier presented concept of personal enhancement (Kover et al., 1995 p. 36-37). 

Moreover, successful narratives should provide compelling stories that move or touch the 

consumers in a personal way (Stern, 1998). Narratives also encourage mental stimulation, 

which also invokes strong emotional responses (Chang, 2009, p. 23). Advertising which 

stimulates those parts of the brain is also better remembered (Ambler et al., 2000). 

Emotions trigger and improve memory, since humans tend to associate memories with 

some events that have activated an emotional state (Genco et al., 2013).  

Thus, advertisers should seek to create narrative advertisements that appeal to the 

emotions of the consumer. This strategy enhances the levels of attention and increases 

memory. However, narrative advertisements should not deviate too much from consumer 

expectations. If a story is too novel, repetitive or deviates too much from expectations, it 

may lead to confusion and incomprehensibility (Stern, 1998, p. 280). 

5.6.4.2. Eye-Tracking and Brand Placement 

Traditional marketing methods have difficulties in measuring where most visual attention is 

directed. In terms of brand placements and exposure, consumers can process these 

implicitly, and at times, not even recall them after exposure. ‘Eye-tracking’ can overcome 
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this barrier by providing a heatmap on where visual attention is given (Gbadamosi, 2019). 

These insights can be used to highlight whether consumers look at a brand logo and for how 

long.     

The degree of brand placement can be either prominent or subtle, i.e., whether the brand is 

a central theme of the advertisement or it is placed as part of the story (Banerjee, 2009, p. 

18). A prominent placement of a brand in an advertisement is more deeply processed and 

that leads to increased brand memory (Van Reijmersdal, et al., 2007).  

Furthermore, it has been argued that placing the brand at the beginning of an 

advertisement should increase effectiveness. Once a brand name is activated, subsequent 

experiences are more likely to be organized around that brand (Baker et al., 2004). This 

notion can also be linked to memory anchoring. According to Tversky & Kahneman (1974), 

anchoring happens when individuals make decisions that are biased towards an initially 

presented value. It assumes that individuals retrieve information sequentially, so when new 

information is received, it will be processed around the original anchor.  

Marketers can therefore benefit from introducing the brand name first and allowing it to 

serve as a main anchor for the processing of information around the brand in an 

advertisement (Baker et al., 2004, p. 79). Neuromarketing can aid in this assessment by 

obtaining quantitative data about eye-fixations and the duration of visual attention given to 

an object. Providing a real time record of where and when visual attention is directed can be 

used as an indicator of whether the brand placement must be prominent or subtle, and 

where it should be placed in the advertisement (Genco et al., 2013).  

5.6.4.3 Neuromarketing and Advertising Success  

As this literature review has exemplified, the way that we remember things, the way we 

draw attention to something and the way we are persuaded by an advertisement is not as 

conscious as traditional marketing theories assume. Self-reporting methods from marketing 

pose some limitations, in terms of accurately describing consumer behavior. Eye-tracking 

offers the possibility of obtaining a detailed report of which aspects of an advertisement 

attract the consumers attention and what distracts them. Further, offering insights on the 



72 
 

optimal placement and duration of brands based on visual attention levels (Gbadamosi, 

2019). Thus, knowledge on how attention to advertisements is devoted can improve 

advertising effectiveness (Ambler et al., 2000). 

Consequently, the ability of neuromarketing to obtain access to consumers' mental 

responses below the level of conscious awareness is paramount (Genco et al., 2013). 

Potentially, adding extra value by going much further than traditional marketing metrics and 

becoming more profitable by extracting data about the consumer’s brain and visual field 

(Nemorin, 2017, p. 63).  

This literature review has also demonstrated that emotions play a key role in the shaping of 

memory and attention and advertisers can therefore benefit from incorporating emotions 

and stories into advertisements. This may soften the generally interrupting and intrusive 

character of advertisements. As a result, presenting a product in an advertisement where 

consumer's positive sentiments have already been activated (Genco et al., 2013, p. 228). 

Hereby, placing more emphasis on low-attention and indirect persuasion through 

storytelling. Ultimately, leading to more positive attitudes towards the advertisement 

industry (Genco et al., 2013, p. 189).     

 

Part 6: The Neuromarketing Experiment 
 

The following sections will present our conducted experiment in relation to our overall 

hypotheses and problem statement/RQ. Firstly, an account of the chosen method will be 

presented. Secondly, a description of how data has been generated, collected, and analyzed 

will be elaborated. Moreover, the implications of the chosen methods will also be discussed.  

6.1. Introductory Statement 

As highlighted in the literature review, no significant research regarding the optimal degree 

of brand logo exposure and brand logo placement in video commercials seems to exist. 
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Therefore, we wanted to examine how certain visual stimuli, i.e., logo exposure and 

placement, influences advertisement effectiveness.  

By nature, neuromarketing research is experimental. It is conducted under controlled 

laboratory conditions using several different tools, i.e., eye-tracking (Genco et al., 2013, p. 

295). Our originally intended plan was to examine how certain visual stimuli, i.e., logos, are 

linked to consumer attention and how manipulating both exposure and placement would 

affect a range of different variables including ad recall, brand recall and processing fluency. 

However, the research we actually conducted is different from what we had initially 

conceptualized. Originally, our experiments should have been conducted in the ‘SenseLab’ 

at Copenhagen Business School. SenseLab is a test laboratory with facilities for stationary 

and mobile equipment, aiming to run experiments with brain scanning (EEG), high-

resolution eye-tracking, galvanic skin response (GSR), and response time measurements 

(About SenseLab, 2020). Unfortunately, due to the COVID-19 pandemic, conducting 

experiments at CBS SenseLab was not possible. Consequently, we had to rethink how to 

conduct our experiments. 

6.1.1 Original Intentions & New Approach 

Our original intention was to examine the visual presence of a brand logo and its correlation 

with brand recall. To do so, we wanted to use eye-tracking tools to measure visual 

attention. This would have been done by tracking the pupils of test subjects when viewing 

an advertisement. Specialized equipment would have been used to measure eye-blinks, 

fixations and pupil dilation when exposed to certain stimuli (Genco et al., 2013, p. 290). This 

would allow for measurement of the unconscious metrics that go beyond what traditional 

self-reporting marketing methods offer. Afterwards, we would have asked respondents a 

series of questions regarding the experiment using a short questionnaire. The originally 

intended hypotheses that would have been tested in the SenseLab were the following:  

 

H1: The visual attention a brand logo receives has little to no significant impact on 

the recall of the shown brand. 
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H2: There is no optimal length of exposure of a brand logo within advertisements. 

H3: The degree of visual attention a brand logo receives is dependent on its 

temporal placement within the commercial.  

H4: The presence (placement) of a brand logo at the end of a video advertisement 

correlates with a higher degree of visual attention on the brand logo. 

 

Given that we had no eye-tracking equipment and software available without access to the 

CBS SenseLab, we could not measure visual attention levels. Thus, we could not test the link 

between the unconscious metrics, i.e., attention level obtained from the eye-tracking study, 

with the test person's ability to memorize and recall what they had been exposed to, i.e.., 

brand recall. Resultingly, we had to change our hypotheses.  

To remain somewhat within the same scope, we formulated the following new, alternate, 

hypotheses. Instead of focusing on visual attention, these hypotheses revolve around 

whether the associated brand logo and product is communicated clearly. 

 

H1a: In terms of communicating a brand clearly, placing the associated company 

logo at the beginning of the commercial is more effective than placing it at the end. 

H2a: In terms of communicating a product clearly, placing the associated company 

logo at the beginning of the commercial is more effective than placing it at the end. 

H3a: In terms of communicating a brand clearly, exposing consumers to the 

associated company logo for a longer duration of time is more effective than a 

shorter duration. 

H4a: In terms of communicating a product clearly, exposing consumers to the 

associated company logo for a longer duration of time is more effective than a 

shorter duration. 
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As a result of the need to change trajectory away from the original idea mid-project, it 

should also be noted that the research/experiment which will be outlined in the following 

pages represents a smaller scale pilot study which is not as comprehensive as originally 

intended. While the intended structure and “logic” of our experiment remains the same, 

instead of conducting the experiment within a controlled laboratory setting with a focus on 

visual attention, the different experiment videos were embedded in surveys made using 

Google Forms which were then distributed digitally. Ultimately, this influenced the nature of 

the study, the ramifications of which will be elaborated in a later section.  

6.2 Pilot Study 

Two A/B-tests were conducted with the aim of testing if there is a statistical difference 

between two variables i.e., whether two means are equal or not (Kohavi & Longbotham, 

2017).  

Four almost identical surveys were sent to four independent groups of respondents. The 

only difference between the surveys that the groups received, was the embedded 

video/advertisement within the survey. After answering a couple of introductory questions, 

each test group viewed a YouTube video, simulating a TV commercial. The entire video 

lasted approximately two minutes. Within the experiment, our test-persons watched a 

documentary from a nature program featuring a honey badger (Smithsonian Channel, 

2018). This documentary served as background material and was included in all four 

experiments. Video-editing tools were used to edit and insert a commercial within the 

shown documentary. Featuring the BeoLab 50 speaker by B&O (Bang & Olufsen, 2017), the 

commercial shown to all four groups was identical apart from the variables that were 

manipulated based on our hypotheses (illustration below). 
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Moreover, we purposefully misdirected our respondents. This” priming statement” 

(illustrated below) was presented in the survey before our subjects were exposed to the 

actual video. Accordingly, our subjects presumably had no idea that they would be exposed 

to an advertisement. In such a state, people are relaxed and unmotivated to pay attention 

to advertising (Genco et al., 2013). This was done to organically simulate a situation where 

an individual watches a TV-program and an advertisement suddenly shows up.  

 

After having shown the actual video, we included the following respondent debrief 

(illustration below). It is important to debrief the participants when research design does 

not allow fully informing the participants in advance. A proper debriefing informs the 

participants about the purpose of the research and why misdirection was necessary and 

legitimate (Hensel et al., 2017, p. 13). 
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6.2.1 The Commercial 

The manipulated commercial featured the BeoLab 50 speaker by B&O (Bang & Olufsen, 

2017). In the initial phases of our research, we searched for commercials that had little or 

no explicit presence of a brand, i.e., name, logo or otherwise.  

The chosen commercial by B&O revolved around a story with a male and a female, 

potentially a married couple, dancing in their dimly lit living room, set to a backdrop of 

classical music. The actual product, the BeoLab 50 speaker, is seen only in short glimpses as 

part of the living room interior. As such, the actual product served to support the story by 

underlining that this specific B&O speaker/product can create good feelings and moments 

of joy. Accordingly, the commercial fulfilled our criteria of being of a “storytelling character” 

with little emphasis on the brand and product behind the advertisement/commercial. 

Furthermore, as one of our interviewees, Kurt Beren Geiger, had previously been involved in 

the creation of commercials for B&O, we chose this specific B&O commercial as a way to 

further link our exploratory research and the subsequently conducted pilot study together.  

An illustration highlighting some of the “creative copy” from the B&O commercial can be 

seen below.  
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6.2.2 Definition of Variables  

We conducted two separate A/B tests. The first test measured the impact of brand logo 

temporal placement in terms of communication effectiveness. The second test measured 

the impact brand logo exposure length had on communication effectiveness. The 

independent variables that we sought to test were manipulated to measure their impacts 

on the dependent variable (Saunders et al., 2016, p. 179). The dependent variable in both 

A/B tests was the effectiveness of the communicated brand/product as understood by our 

respondents i.e., the “how clearly was X communicated” question featured in the survey.  

6.2.2.1 Experiment 1: The Temporal Placement of a Brand Logo 

The first A/B test measured the temporal placement of the brand logo. For group A, the 

B&O brand logo was placed at the end of the advertisement. For group B, the B&O brand 

logo was placed at the beginning of the advertisement (illustration below).  
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6.2.2.2 Experiment 2: Brand Logo Exposure Length 

The second A/B test measured the length of exposure of a brand logo. For group A, the B&O 

brand logo was shown two seconds at the end of the advertising block. For group B, the 

B&O brand logo was shown seven seconds at the end of the advertising block (illustration 

below).  
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6.2.3 The Sample 

Our surveys were made using the Google Forms Online Survey Software, where respondents 

could provide unique answers using a supplied link. Thus, our surveys were self-completed, 

web-based surveys (Saunders et al., 2016). We used web-based surveys, as they make it 

possible to easily obtain large sample sizes (Birnbaum, 2004, p. 818). 

As has been outlined, we conducted two separate A/B tests, which meant that we had four 

separate surveys that had to be distributed. A weakness of web-based surveys is that they 

may receive multiple submissions from the same individuals. It typically occurs when a 

participant scrolls to the end of the survey and uses the “back” button on the browser to 

return to the study (Birnbaum, 2004, p. 816). We had four surveys in total, and we wanted 
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to avoid the same individuals responding twice to the same surveys. To counter this, we 

took a two-fold approach to the distribution of the experiments.  

Firstly, we distributed the surveys, Experiment 1, “The temporal placement of a brand logo”, 

by sending the survey link directly to individuals that were not part of our Facebook and 

LinkedIn networks. Naturally, this gave a certain representation bias, as Mikkel distributed 

the survey, Experiment 1, “Group A” with his network, whereas Henrik distributed the 

survey, Experiment 1, “Group B”, with his network. Thus, the links to the surveys were not 

shared “externally”, which gave us the possibility to easily control the number of 

respondents.  

After having received sufficient responses on the first round of surveys, we decided to 

distribute the second survey set, Experiment 2, “The length of exposure of a brand logo”, to 

a broader audience. Thus, the links to the surveys were shared “externally” which meant 

that even second and third link connections on LinkedIn/Facebook could respond to our 

surveys. Mikkel shared the survey, Experiment 2, “Group A”, with his network on Facebook 

and LinkedIn, whereas Henrik followed the same approach with survey, Experiment 2, 

“Group B”. Furthermore, the experiments were shared across several so-called “survey 

fora’s” on Facebook.  

We continuously monitored the responses so that we could receive an equal number of 

answers in each category. This was important, as we sought to compare different variables 

against each other. Thereby, aiding the later processes of A/B testing and the t-test analysis.  

6.4. Survey Methodology 

Initially, during our planning phase, we thought of how we could possibly best incorporate 

video clips into a survey design. Qualtrics Software, provided by Copenhagen Business 

School, is a well-acknowledged survey tool that offers multiple options. We acknowledged 

that the incorporation of the video within the survey itself was essential to execute the 

research design effectively. Qualtrics Software posed some challenges in this regard. Thus, a 

significant drawback of using the Qualtrics Software is that it requires respondents to 

download video clips before viewing and proceeding with the survey questions. Accordingly, 
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we were aware that if the participant had to wait for a large file to download, he or she 

might get bored and quit the experiment prematurely (Birnbaum, 2004, 812). The survey 

software “Google Forms'' allowed for videos to be automatically played and paused directly 

inside the survey/browser (Survey Design - Appendix). Thus, we came up with the 

conclusion that Google Forms was a better survey software to use for our specific purpose. 

When using video, it is important that all respondents are exposed to the same stimuli. As 

our respondents may have different computers, smartphones, browsers. Consequently, the 

actual stimulus received may have differed dependent on the device which respondents 

used. This could potentially impact our results (Birnbaum, 2004, p. 811).   

Initially, we made several assumptions regarding how we could improve the reliability and 

validity of the survey. We pre-tested all questions and changed question wording to 

eliminate respondent confusion (Vannette & Krosnick, 2018, p. 335). Additionally, we 

outlined the structure of the survey, carefully designed each individual question, and made 

sure that the survey had a pleasing visual representation (Saunders et al., 2016, p. 439). We 

were also aware that the order and flow of questions should be logical to the respondent 

(Saunders et al., 2016). Our web-based survey further allowed for automating the route that 

each respondent takes through the survey (Vannette & Krosnick, 2018, p. 44). Furthermore, 

we promised anonymity and confidentiality to our respondents to ensure higher 

participation rates (Vannette & Krosnick, 2018, p. 336).  

Moreover, our surveys included both demographic-, attitudinal- and behavioral- variables 

(Saunders et al., 2016, p. 445). We applied the “laws of similarity” to group and organize 

related questions together. At the end of the survey, we also inserted a validation scheme 

where respondents had to tick a red box out of four different colour variants. This decision 

was made to reduce intentional misreporting (Vannette & Krosnick, 2018). On a general 

level, we also paid close attention to the wording of the questions by avoiding jargon, 

negations, ambiguous words, and leading questions (Vannette & Krosnick, 2018, p. 100).    

Furthermore, our survey included some open-ended questions, as we wanted to capture 

which brand came to the respondent’s mind when exposed to the experiment video. Mainly 

our survey consisted of close-ended questions as we sought to test the effectiveness of the 
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communicated brand/product as understood by our respondents. We used a Likert-style 

rating scale to collect the numerical data. The method was advantageous as it standardized 

the responses for this category. Respondents were asked how strongly she or he agrees or 

disagrees with a statement on a 1-10 rating scale. To improve reliability, we presented the 

rating questions in a straight line (Saunders et al., 2016, p. 457). Research demonstrates that 

labelling end points on a scale attracts respondents to those points, which is why we chose 

not to label the end points. However, we could have labelled all points on the scale for 

easier clarification (Vannette & Krosnick, p. 100).  

Due to our sampling process, our surveys may have been subject to coverage-error. This 

error arises when the survey is not representative for the whole population (Vannette & 

Krosnick, 2018, p. 46). As argued, the surveys representing Experiment 1, were distributed 

to individuals through personal contact, this included family members and friends. 

Consequently, we subjectively chose which persons participated in the survey. The surveys 

representing Experiment 2, were also subject to sampling bias as they were distributed to 

people within our respective Social Media networks.  

When the experiments are conducted online, we as researchers lose control of the 

experimental setting. For instance, we cannot control whether respondents begin the study 

and quit before completing it, who responds etc., (Birnbaum, 2004). For instance, our 

surveys did not have a representative distribution in terms of gender. Consequently, a 

significant weakness of our method is that our data cannot be used in a broader sense, as it 

lacks generalizability. 

6.5. Data Analysis Methodology 

With our originally intended eye-tracking study, we would have obtained data about the 

frequency, duration, and order of fixations, as well as data on pupil dilation and blink rates 

(Genco et al., 2013, p. 173). As any neuromarketing finding should be qualified by an 

appropriate statistical test, we would also have performed statistical data analyses (Genco 

et al., 2013, p. 311). These statistical tests and analyses would have been conducted in the 

CBS SenseLab using on-site equipment and software (About SenseLab, 2020).  
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To uphold our research design within the earlier presented neuromarketing “logic”, we 

analyzed the findings from our survey statistically. After having seen the advertisement, 

respondents were asked to rate how clearly both the brand and product was communicated 

using a 10-point Likert Scale. Using the Likert scale allowed for subsequent statistical 

analysis (Saunders et al., 2016, p. 457). Firstly, we examined the average values for each 

group and subsequently, using Microsoft Excel, conducted a T-test to sufficiently determine 

whether a statistical difference between the collected data existed.  

 A T-test is used to determine whether there is a significant difference between the means 

of two groups. The method is mostly used when the data sets follow a normal distribution 

and may have unknown variances (Hayes, a, n.d.). A normal distribution is a special form of 

the symmetric distribution, in which the data can be plotted as a bell-shaped curve 

(Saunders et al., 2016, p. 518). Accordingly, using the T-test offered us the possibility to test 

whether there is statistical proof of significance between two variables i.e., placing the 

brand logo in the beginning viz-a-viz the placement of a brand logo in the end. As we were 

interested in examining whether a difference between two independent datasets existed, a 

two-tailed T-test was utilized. Then, we calculated and compared the samples and either 

accepted or rejected the associated null hypotheses based on the uncovered P-values 

(Hayes, b, n.d.).  

To ensure the validity of the T-test, we assumed that our data values were independent. 

Moreover, we assumed that our data represented a simple random sample based on our 

conducted research. We also assumed that data in each group followed a normal 

distribution (Two-Sample t-Test, n.d.). Accordingly, we conducted a T-test by calculating the 

P-value based on the respective variables. The P-value is a measure of the probability that 

an observed difference could have occurred by random choice. T-tests normally determine a 

significance at a 5% level or 0.05. This means that if the P-value from the T-test is P > 0.05, 

there is no statistical significance between the data collected i.e., there is not enough 

evidence to conclude a difference between the two set variables exists. We used the 

following automated formula provided by Excel:   

T-test = (Array 1, Array 2, Tails, Type)  
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Firstly, the formula includes the “Array 1”, which is the first data set whereas “Array 2” is 

the second data set. Secondly, “tails” specifies whether it is a one-tailed or two tailed 

distribution. As argued earlier, we conducted a two-tailed T-test as this method examines 

whether there is a difference between two independent sets of data. Thirdly, “type” 

specifies the category of the T-test. We were doing a T-test of two samples with equal 

variance. 

 

Part 7: Analysis & Discussion 
 

In the following section, the results from our surveys/experiments will be presented. 

Moreover, we will analyze and discuss our findings in relation to the previously presented 

theories contained within the literature review. Finally, the implications of our research will 

also be outlined.  

7.1. Findings & Testing of Hypotheses  

The data that we received from our four distributed surveys gave us the following 

respondents. The aggregated datasets gained from the survey are attached separately 

(Aggregate Survey Data - Appendix). 
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As previously mentioned, our surveys were not representative in terms of gender. 

Concretely, survey 1A had 62,2% male respondents, survey 1B had 53,1% male respondents, 

survey 2.A had 68,2% female respondents and survey 2B had 71,8% female respondents.  

Additionally, the survey respondents were on the younger side, predominantly aged 

between 18-24. In survey 1A, 55,6% of respondents had ticked that they belonged to the 18-

24 age group, survey 1B had 61,2% aged 18-24 and survey 2A had 40,3% aged 18-24. Finally, 

60,6% of respondents in survey 2.B were between the ages of 25-34. 

7.1.1 Analysis of Findings 

The data analysis based on the answers from our survey respondents gave us the following 

findings (T-test - Appendix).  

7.1.1.1 Experiment 1 

 

Impact of Logo temporal placement on how clearly a brand is communicated: 

H1a: In terms of communicating a brand clearly, placing the associated company 

logo at the beginning of the commercial is more effective than placing it at the end. 

 

Since the calculated P-value is >0,05, there is no statistically significant difference between 

the two studied groups. Consequently, when the intention is to communicate a brand 

clearly, placing the logo at the beginning of the commercial cannot be said to be more 

effective than placing it at the end.  

 

Impact of Logo temporal placement on how clearly a product is communicated: 

H2a: In terms of communicating a product clearly, placing the associated company 

logo at the beginning of the commercial is more effective than placing it at the end. 
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Since the calculated P-value is >0,05, there is no statistically significant difference between 

the two studied groups. Consequently, when the intention is to communicate a product 

clearly, placing the logo at the beginning of the commercial cannot be said to be more 

effective than placing it at the end. 

7.1.1.2 Experiment 2 

 

Impact of logo exposure length on how clearly brand is communicated: 

H3a: In terms of communicating a brand clearly, exposing consumers to the 

associated company logo for a longer duration of time is more effective than a 

shorter duration.  

 

Since the calculated P-value is >0,05, there is no statistically significant difference between 

the two studied groups. Consequently, when the intention is to communicate a brand 

clearly, having consumers be exposed to the company logo for a longer (7 seconds) duration 

is not more effective than exposing them to the logo for a shorter (2 seconds) duration.    

 

Impact of logo exposure length on how clearly product is communicated: 

H4a. In terms of communicating a product clearly, exposing consumers to the 

associated company logo for a longer duration of time is more effective than a 

shorter duration. 
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Since the calculated P-value is >0,05, there is no statistically significant difference between 

the two studied groups. Consequently, when the intention is to communicate a product 

clearly, having consumers be exposed to the company logo for a longer (7 seconds) duration 

is not more effective than exposing them to the logo for a shorter (2 seconds) duration. 

While no statistically significant difference between the groups was found, it should 

however be noted that the averages of this group, i.e., the reported scores on the Likert-

scale, showed the biggest difference out of all the conducted experiments (0,5). This could 

potentially indicate that length of logo exposure mediates communication clarity and 

consumer processing fluency regarding product. Such a relationship could possibly be 

explored further by tweaking the ‘length of logo exposure’ variable, i.e., looking at more 

‘extreme’ duration-pairings or including more duration variables and subsequently analyzing 

these using an ANOVA-test.    

7.2. Discussion 

7.2.1 Temporal placement of Logo 

In terms of effective communication, the right placement of a company’s brand logo is 

paramount. Based on Keller (2012), the more a consumer gets in touch with a brand logo 

i.e., by seeing and registering it, the more likely it is to be registered in memory. In 

connection to this, Baker et al. (2004) have argued that placing the brand, i.e., name, brand 

logo or otherwise, in the beginning of a commercial, increases effectiveness. Furthermore, 

based on theories on memory anchoring, individuals retrieve information sequentially and 

decisions will therefore be biased towards the initially presented value (Tversky & 

Kahneman, 1974). The reasoning behind this is that humans cannot process all information 

at once (Duchowski, 2017). Resultingly, the intention of Experiment 1 was to examine 

whether placing the brand logo in the beginning would serve as a “memory anchor” and 
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thereby aid the communicative effectiveness regarding both the product and brand 

featured in the commercial. Despite this, our conducted research has, in terms of 

communication effectiveness for both brand and product, not found a statistically 

significant difference between placing the associated brand logo at the beginning over 

placing it at the end. Overall, this means that placing the brand logo at the beginning of a 

commercial has the same effect on communicative effectiveness as placing it at the end. As 

such, our findings seem in line with the previously outlined psychological heuristics of 

Murdock (1962) and Kahneman et al., (1993) which emphasize that the ending of an 

experience is just as potently remembered as the beginning.  

7.2.2 Exposure of Brand Logo 

In terms of effective communication, the right amount of exposure of a company's brand 

logo is also of importance, as brand exposure is one of the two components of the brand-

consumer communication exchange (Jones, 1998). In relation to this, it has been argued 

that the greater degree of awareness of the brand, i.e., name, logo or otherwise, the more 

value can potentially be created for the brand (Percy & Rossiter 1992; Aaker 1991; Aaker & 

Biel 1993; Keller 1993; Hansen & Christensen 2003; Jones 1998). In this connection, 

exposure to brand related information, i.e., brand logo, will be stored in the memory as 

nodes i.e., brand memory. The nodes will, in turn, be transformed into knowledge 

structures of the brand (Keller 1993; Heding et al. 2016). Accordingly, high degree of 

exposure contributes to awareness and brand memory, which in turn may enhance the 

attitude towards the stimuli i.e., brand and company (Zajonc 1968; Aaker & Biel 1993). 

Ultimately, long duration of a company's brand logo, combined with favorable associations 

and nodes, may improve the processing fluency, as well as the quality perceptions of the 

actual product (Moorthy & Hawkins, 2005) and brand image (Keller 1993; Makasi et al. 

2014). Resultingly, the intention of Experiment 2 was to examine whether a long duration of 

brand logo exposure would enhance awareness and thereby aid the communicative 

effectiveness regarding both the product and brand featured in the commercial. For the 

sake of our experiment, we assumed a link between level of exposure and duration of 

presented information. Further, we assumed that an increase in brand logo exposure would 
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lead to increased consumer processing fluency. Familiarity and repetition have proved to be 

factors influencing processing fluency (Genco et al., 2013, p. 78), as well as brand knowledge 

(Keller, 1993). The assumption was that respondents exposed to the brand logo for 7 

seconds would score higher than respondents exposed to the shorter 2 second logo 

duration. When respondents are exposed to the brand logo for a longer period of time, we 

assume a greater likelihood for the creation of nodes and associations, in their minds. In 

turn, these will, through positive reinforcement, i.e., longer exposure, be preserved in the 

memory - ultimately, making it easier to process the information and increasing 

communication effectiveness. The short exposure length (2 seconds) represented the other 

end of our scale. In this sense, we wanted to examine how “low” we could go in terms of 

duration length without it affecting the communicative effectiveness.  

Finally, our conducted research has, in terms of communication effectiveness for both brand 

and product, not found a statistically significant difference between exposing the 

respondent to the associated brand logo for a longer duration over a shorter duration. 

Overall, this means that exposing people to the company logo for a longer 7 second 

duration is not more effective than exposing them to the logo for a shorter 2 second 

duration. As such, our findings seem in line with the previously outlined theories on low-

attention (Heath & Nairn 2005; Genco et al. 2013; Du Plessis 2005) and narrative advertising 

(Chang, 2009). These notions highlight that narrative and storytelling advertising, with short 

duration of brand and product exposure, are just as potently remembered as long duration 

ones. To improve further, these storytelling advertisements could also tap into socially 

relevant discourse and present stories that are meaningful for the consumers (Mick & Buhl 

1992; Makasi et al. 2014; Holt 2004; Aaker & Biel 1993). In sum, our results indicate that 

exposure of the company logo for a shorter duration is as effective as longer duration. In 

consequence, our results may accommodate suggestions to soften the interrupting 

character of advertisements. Hereby, addressing the earlier presented notions regarding 

consumer irritation and advertising intrusiveness. 
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7.2.3 External/Other Factors 

Looking at the average scores of the test/experiment results overall, it is apparent that the 

B&O commercial was able to communicate both the brand and product effectively 

regardless of the manipulated variables, i.e., logo placement and logo exposure time. 

A possible explanation for this could be that our survey respondents were already familiar 

with the B&O brand, i.e., brand knowledge (Keller, 1993). Concretely, in group 1A, 50% of 

respondents reported that they recognized/knew the brand. For group 1B, 73% of 

respondents knew the brand. Likewise, in group 2A 74% of respondents had seen the brand 

before. Finally, 87% of respondents in group 2B reported that they recognized/knew the 

brand already. Considering that the survey respondents were sourced from within our own 

social networks and personal spheres which consist of mostly Danish nationals, it would not 

be a stretch to argue that many of the survey respondents were of Danish descent despite 

our survey not including nationality as a demographic variable. This potentially skews our 

results: while they may not be familiar with the specific product advertised, Danes are 

probably familiar with the B&O brand due to its long history and Danish heritage. 

Additionally, B&O employs over 1,000 people and operates in more than 70 markets, which 

is why our respondents, presumably, might know of it (LinkedIn - Bang & Olufsen, n.d.). 

Consequently, they possibly have had prior exposure to the brand, resulting in both higher 

brand memory (Pieters et al., 2002), brand knowledge (Keller, 1993) and processing fluency 

i.e., making it easier to link the visuals, product and brand shown in the commercial with 

each other (Genco et al., 2013). 

Furthermore, the commercial follows a narrative/storytelling structure. Since the studies, 

highlighted in the previous literature review, have found a positive correlation between the 

usage of narrative/storytelling and advertisement effectiveness (e.g., Adaval & Wyer Jr., 

1998). Further, creative TV commercials are easier to recall, “wear in” faster and are more 

liked by consumers overall (Chen et al. 2016; Lehnert et al. 2013). Therefore, it can 

potentially be argued that one of the reasons the B&O commercial performs well, and 

respondents score high, is due to its usage of these narrative elements.  
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Another factor potentially influencing the commercial’s communicative effectiveness is its 

ability to elicit positive emotions within the viewer. In this regard, the B&O commercial also 

excels, as 87% of respondents in group 1A, when prompted to describe the commercial, 

exclusively associated it with positive adjectives - either picked from a list or self-reported 

using a free-form textbox within the survey. Likewise, 73% of respondents in group 1B were 

exclusively positive toward the commercial. Finally, for both group 2A and 2B, 72% of 

respondents were positive towards the commercial. This can be linked to the previously 

discussed literature surrounding advertising effectiveness and the role of emotions - with 

commercials eliciting positive emotions being more effective. Similarly, the previously 

described neuromarketing literature highlighted that emotions drive attention and memory. 

Additionally, the commercial highlights how advertising can affect the perceived quality of a 

brand (Aaker & Biel, 1993). Its abstract dimensions infer quality, which may also be the 

reasoning behind the commercial being associated with positive adjectives. Thus, it can be 

argued that one reason for the B&O commercial’s high communicative effectiveness is its 

ability to foster positive emotions that grab the viewer’s attention and makes the 

commercial itself more memorable (e.g., Genco et al. 2013; Stern 1998; Escalas et al. 2004). 

 

Part 8: Conclusion and Future Perspectives 

8.1 Future Research  

Given that no statistically significant difference between placing the brand logo at the 

beginning or at the end of a commercial was found, a potentially interesting direction for 

further research could be to investigate whether other placements of the brand logo 

besides the start/end-pairing would have any significant impact on communicative 

effectiveness. An obvious choice would be to place the brand logo in the middle of the 

commercial. Secondarily, the brand logo could also be incorporated in such a way that it 

coincides with the climax of the commercial’s narrative. Such a setup would involve and test 

the previously mentioned ‘peak-end rule’ (Kahneman et al. 1993). Another approach could 

be to show the brand logo multiple times, instead of only showing it once - as discovered by 
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Zajonc (1968) repeat exposure to a stimulus increases attitude toward it. Consequently, the 

question whether or how ‘mere exposure’ affects communication effectiveness could also 

be explored.  

Furthermore, our research has not demonstrated any statistically significant difference 

between brand logo exposure for a short (2 second) duration as opposed to a long (7 

second) duration. As previously alluded to, future research could adjust the “length of logo 

exposure” variable further, to ascertain the optimal length of exposure. At one end, 

shortening the logo exposure to an extreme degree could result in viewers not actually 

perceiving the logo, unless the commercial had their full attention at the moment of 

exposure. On the other, while lengthy exposure would undoubtedly result in increased 

communication clarity, viewers might begin to feel bored or under stimulated, resulting in 

less favorable feedback in relation to other variables such as enjoyment of the commercial 

or the like. 

Additionally, if future research is to be undertaken, controlling for external variables should 

also be given attention. Considering that our experiment featured a manipulated 

commercial from a prominent and well-established Danish brand/company and our 

respondents were, we assume, primarily Danish nationals because of the distribution 

method of our survey, prior knowledge and familiarity with the B&O was potentially high. 

One way to control for this variable would be to “invent” a company and commercial 

ourselves, ensuring that the experiment respondents would have no prior knowledge of the 

brand. On the other hand, if we know that our respondents primarily will come from a 

specific national background, featuring a commercial from a brand/company, which is 

largely unknown to that specific demographic, i.e., due to its geographical distance, could 

also be an option. 

Moreover, it must be noted that our conducted research can be characterized as a pilot 

study. As such, our experiments should be viewed as preliminary small-scale studies that 

evaluate the feasibility of how a neuromarketing approach may aid in uncovering how brand 

logos are included effectively in commercials. Future research should also preferably 

improve upon some of the variables of our study design, i.e., the background variables in 
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our survey. We included the demographic background variables, i.e., gender and age, as 

these variables might be investigated further in a full-scale research project. In line with this, 

studies have found gender differences in terms of eye-movements and how the human 

visual field processes information (Sargezeh et al. 2019; Vanston & Strother 2017; Brabyn & 

McGuiness 1979). Sekuler & Ball (1986) have also studied the relationship between age and 

visual localization. Accordingly, future research may investigate variances in variables, such 

as age and gender, in relation to consumer processing fluency of product and brand 

exposure and length in commercials.     

As argued earlier, our research should ideally have been conducted in the CBS SenseLab, 

using neuromarketing software and equipment i.e., eye-tracker. If we had the available 

resources, we could potentially further expand on the research. In this connection, it should 

be noted that pupil dilation measured with an eye-tracker is insensitive to arousal 

responses. Accordingly, biometrics equipment i.e., galvanic skin response (GSR), as well as 

Electroencephalogram (EEG) could have provided us with data on arousal levels, implicit 

associations, and memory activation, allowing for a much richer dataset (Genco et al., 

2013).  

In relation to our experiments, when comparing visual materials, i.e., the video in our 

experiment, they should optimally be at the same resolution and quality (Genco et al., 2013, 

p. 322). As stated earlier, our research was not conducted in a controlled laboratory 

environment. Resultingly, we could neither control for the resolution quality nor the 

“actual” time that our respondents were exposed to the stimuli. This potentially influenced 

the uncovered data. Future research should therefore not underestimate the importance of 

“researcher control” when conducting neuromarketing research in laboratory settings.  

Furthermore, our survey respondents willingly partook in the experiment. As a result, our 

respondents may have been more attentive to the stimuli as they chose to allocate the time 

and energy for the purpose of our experiment. If our respondents had seen the commercial 

in a natural setting, they would potentially have paid less attention to it and as a result 

scored it lower in terms of communication effectiveness. Therefore, our research inherently 

may include some “setting error” that could have affected our conducted research (Genco 
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et al., 2013, p. 302). Moreover, the fact that our respondents were, to a large degree, part 

of our network, the responses may have been more positive in nature. Given that surveys 

are self-reporting, our respondents may have tried to report what they think we as 

researchers would like to investigate, i.e., reporting higher values as well as ticking off more 

positive adjectives (Saunders et al., 2016). In addition, it must be noted that there exists an 

inherent “self-selection bias” in neuromarketing research. Participants that accept being 

subject to testing in an experiment are often characterized as more open-minded, curious, 

and adventurous than average. The samples studied may therefore not be representative 

(Genco et al., 2013, p. 301). Future research on the topic should take these reflections into 

account. 

8.2 Conclusion  

Our intention of uncovering normative findings regarding how creative agencies should 

incorporate brand logos in commercials to ensure effective communication has not come to 

any revelatory conclusions. Inevitably, our findings do not end the academic debate on the 

extent of how brand logos should ideally be incorporated in commercials to ensure effective 

communication.  

In essence, our experiments have investigated how neuromarketing tools can be used to 

measure the impact on visual stimuli on consumers processing fluency on attention levels, 

and how this, in turn, can be linked to communication effectiveness. Given that we could 

not use neuromarketing equipment and investigate our proposed research question “in 

practice”, our thesis can be characterized as a theoretical paper.  

Arguably, our research does not expand the practical application of neuromarketing and, as 

such, may not be deemed as “true” neuromarketing research. Because “true” 

neuromarketing is experimental and hands-on, our thesis does not adequately constitute 

what neuromarketing should ideally be. Nevertheless, we have, by virtue of our 

neuromarketing “logic”, demonstrated how a pilot study can be set up and its potential use 

for future research purposes. Furthermore, since advertising agencies are slowly beginning 

to understand the importance of predicting campaign effectiveness by using 
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neuromarketing (Nemorin, 2011), managerially, our research shines a light on the future 

importance of adding neuromarketing tools to the advertising/marketing professional´s 

toolbox.  
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