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New marketing trends – neuroscience 
on the way forward

Neuroscience helps to make 
marketing more effective
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Brand Management

• The brand relationship becomes the 
competitive advantage. 

• It is the core competence of survival and the 
key foundation for a leading reputation
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A brand is not just...

A Jingle

A Product

A SymbolAn Ad A Logo

A Slogan An organizational Name
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...an emotional 
connection

...a relationship

...an experience

...a perception

...a promise

...expectations

...

A brand is more than a logo or an ad.  It is also...

...a reputation
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Company Brand & Company Reputation
Our approach
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Brand Leveraging

Branding-Institute AG ®
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The single most important thing to 
manage is the brand (perception)
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„The beauty lies in the eyes of the beholder“

• The Brand messages have to match the
personality structure of the core target group
to unfold their full impact.

• Accordingly, with successful brands, a high 
level of consensus exists between the brand 
profile and the profile of the target group.

• Through the repetition of emotionality, 
familiarity arises and trust arises from
familiarity.
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Managing Marketing ROI: Three major fields of action

Market 
intelligence 
generation

Formulation 
of marketing 

strategies

Decisions on 
marketing 
activities

Implementation 
of marketing 

activities

Response of 
consumers

Concept of 
which infor-
mation to  
analyze

Branding
Pricing
Innovation
Segmentation

Budget
Allocation of 
budget to 
instruments 
and consumer 
segments

Monitoring of 
implementa-
tion progress
Development 
of capabilities

Marketing 
performance 
measurement
Evaluation of 
prior actions 
for learning

1 2 3

Tools
e.g., 

Strategy development tools
Use of analytical techniques/ modeling

Tools
e.g., 

Teams
Trainings

Tools
e.g.,  

Audits
Tracking

“Ex ante”: Marketing strategy
(Forecasting of Marketing ROI 

choice of actions with highest future impact on 
marketing ROI based on past performance data)

“Ex post”: Marketing 
controlling

(Measurement of 
realized Marketing 
ROI after actions)

“In action”: 
Marketing 

implementation
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Limbic Cube

• Emotional 
segmentation
and positioning
approach to 
the successful
ability to 
forecast
customer
behaviour
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Source: H.-G- HÄUSEL

Limbic Facts 1

• Research into neuro-processes shows that our 
feelings play an important part in steering our 
behaviour

• Through the linking of neuro-scientific, evolutionary-
biological and psychological research results, a 
completely new picture is manifesting itself which 
removes the contrast between “emotion” and 
“reason”. 
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Limbic System

Illustration: the parts of the human brain

Limbic
system

The human brain is steered by
the limbic instructions

The limbic system is the central
evaluation instance which gives
meaning to our outer and inner 
world initially through
emotionalisation.

This evaluation ensues from the
basis of our pre-installed
biological programmes. 
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Conclusion „limbic“

STIMULUS

„The feeling of desiring something
only comes after the limbic
system has long decided what
ought to be done. The
quintessence is that this system
has the final decision about
whether we do something or not.“

Prof. Dr. Dr. Gerhard Roth, Neurobiologist at the
University of Bremen, Magazin für Wissenschaft 
und Kultur 01/1999
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The human beeing is first of all an emotional creature and 
not a rational one!

This is a judgement that today goes across the scientific
community.

Just two quotes…

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung
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Daniel Kahneman was 
awarded the Economy Nobel 
Prize in 2002. His biggest 
scientific achievement is to 
have disproved the human 
image: The Homo 
Oeconomicus – always 
deciding rational.
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„The so called free will is just a nice feeling…“
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Psychological Condition

• "Iceberg” Theory: The human being acts 
80% based on emotional primary motives 
(prestige, power, confidence, sympathy, 
security) and only 20% based on rational 
secondary motives.

• Second step: Rationalization of primary 
motives.
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How individuals register information

Information

Emotional
Stimuli

80% emotional
primary motives

Rational 
Relevance

Ultra-short-time-memory

Short-time-memory

Long-time-memory

20% rational
secondary motives

90% waste10% registration

1% registration 99% waste
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Psychological Operations

• Emotional processes (emotional driving 
forces) trigger the activation, 

• these processes then influence the cognitive 
processes (mental information processing) 
and 

• these, in turn, control the attitude and 
behavior of the individuals.
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Successful brands have a personal meaning
for their users

Rather than concentrating on increasing the 
own value of the brands, one has to 
concentrate on the increase of the self-
esteem of the stakeholders.
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The crucial question is:

„Which emotional value 
does the specific brand 

have for the human 
being?“
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But how exactely does the humans ‚tick‘ emotionally?

Emotional segmentation approach explaining a lot: 

the limbic segmentation

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung

Emotional Segmentation
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The Limbic Instructions

Sexuality
Eating
Sleep

Breathing

BALANCE

STIMULANCE DOMINANCE

„Balance“, „Dominance“
and „Stimulance“. 
These characteristics
are based on  
elementary vital needs
like eating and 
sexuality. 
As our historical tribal
inheritance, they also 
form the basis of the
human personality
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SecuritySecurity, , ContinuityContinuity, , StabilityStability

BALANCEBALANCEBALANCE

Avoid danger!

Avoid every change, go by old habits and hold 
onto them!

Avoid every interference and uncertainty!

Strive for inner and outer stability!

Optimise your energy balance and do not waste
energy uselessly!

The Limbic Instructions
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SqueezingSqueezing out, out, assertionassertion,,
power, power, statusstatus, , territoryterritory

autonomyautonomy

DOMINANCEDOMINANCEDOMINANCE

Assert yourself!

Increase your power!

Oust your competitors!

Extend your territory!

Retain your autonomy!

Be active!

The Limbic Instructions
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New New impulsesimpulses, , varietyvariety,,
curiositycuriosity, , lovelove of of riskrisk

STIMULANCESTIMULANCESTIMULANCE

Look for new, unfamiliar impulses!

Look for variety!

Avoid boredom!

The Limbic Instructions
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Best Practice Example
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Balance Positioning
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Balance-oriented Positioning
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Stimulance Positioning
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Do you want to tell your grandchildren later
what you would have liked to have done?

Or what you have done?

The impressions that symbols
make give the words their
meaning
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Research Example
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Empirical Validation
Master Thesis Meinen / Buerki, 2004
Master Thesis Moser /d‘Achille, 2005

Sample
n= 1312 (2004)
n= 558   (2005)

Seeing (visual)
Hearing (acoustic)

Smelling (olfactorily)  
Tasting (by sense of taste)
Touching (tactile)

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung
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72.3% (2005)
54.0% (2004)

75.0% (2005)
58.1% (2004)

67.8% (2005)
60.4% (2004)

Exactness of prediction

Master Thesis Meinen / Buerki, 2004      Master Thesis Moser /d‘Achille, 2005

72.3% (2004: 54.0%) of all Swisscom mobile customers have been
detected correctly; for Orange it was 75.0% (2004: 58.1%) and for
Sunrise 67.8% (2004: 60.4%).

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung
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How is this possible?
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‘LIMBIC CUBE’

• The connections visible in the LIMBIC CUBE are
compiled on the basis of the ways the human reptilian-
brain functions through different sensory input (visual, 
acoustic, haptic, olfactorily and by taste). 

• They are shown three-dimensionally (Balance, 
Dominance, Stimulance) and  facilitate optimal brand 
positioning and, subsequently, an extremely significant
and precise ability to forecast customer behaviour.
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LIMBIC CUBE- function modes

B D SB D S

STIMULANZ

DOMINANZ

P

BALANCE

P
M1

M2

M3

Compilation of Model Components:

1. Limbic Personality Structure

2. Individual Brand Awareness

Calculation of the Positions in the
Limbic Space. 

Calculation of the Distances
between the Limbic Personality
Structure and the Individual Brand 
Awareness.

Connection:

The shorter the distance is between the personality and the brand, the more likely
is the purchasing possibility of the respective brand 



42Marco Casanova

Successful brands are positioned and managed limbically

• After more than four years of intensive research, the
LIMBIC CUBE model is stable to such an extent that
the statement „Successful brands are positioned
limbically“ can be proved scientifically by a number of 
empirical studies.

Conclusion:
• Branding is successful when it appeals as directly as 

possible to the limbic system.
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Research Examples
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Empirical Validation
Master Thesis  Schaer / Zuberbuehler, 2004

Significant correlation between the limbic personality profile and the
perceived individual limbic brand profile leading into purchase.

Limbic positioning of the following three car brands
VW     =  Balance-oriented
Audi   =  Dominance-oriented
Seat   =  Stimulance-oriented

Sample
n=1400

Methods
Visual
Statements 
Attributes
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69% of all VW customers have been detected correctly; 
for Audi it was 66% and for Seat 62%.

Thesis  Schaer / Zuberbuehler, 2004

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung

Exactness of 

prediction

69 %

66 %

62 %
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Empirical Validation
Spagnoli / Dimeska, 2005

Sample
n= 264

Seeing (visual)
Hearing (acoustic)

Smelling (olfactorily)
Tasting (by sense of taste)

Touching (tactile)

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung
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80 %

91 %

76 %

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung

Exactness of 

prediction

80% of all Ricola customers have been detected correctly; 
for Fisherman‘s Friends it was 91% and for TicTac 76%.
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Successful brands are positioned limbically

• After more than ten years of intensive 
research, the LIMBIC CUBE™ methodology is 
stable to such an extent that the statement 
„Successful brands are positioned 
limbically“ can be proved scientifically by a 
number of empirical studies.

Conclusion:
• Branding is successful when it appeals as 

directly as possible to the limbic system. 
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Limbic Mainstream Positioning

Example:

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung Page 49
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Value-based Corporate Brand Management 
becomes more and more important

Corporate brands take a very exposed position, 
because the expectations towards them rose: 
from shareholder value to stakeholders 
value!

If the corporate culture does not meet the 
culture of the community, the company 
looses its market mid-term.
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The responsibility pyramid of Carroll

Economic responsibility 
Be profitable 
The profit is the basis on which all other layers of responsibility build 
up.

Legal responsibility 
Respect laws 
The law is the codification of social norms and 
values; follow rules

Ethical responsibility 
Be ethical 
Doing what is right, reasonable 
and fair; avoid damage

Philanthropic responsibility 
Entrepreneurial citizen engagement 
Resources investment in the 
community/municipality; 
quality of life improvement
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Conclusion

Strong brands require strategic
management which is
limbically differentiated

Brand positioning has a strategic
character, because it‘s the basis for
communication, distribution and price
policy concepts adopted for it
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Back Up Slides

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung Page 55
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Corporate Branding

Example:

Marco Casanova – Dozent am Institut für Marketing und Unternehmensführung Page 56
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Development Step 1

1

t
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2
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Development Step 2
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3
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Development Step 3
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4

t

We see kids dream
become true

Development Step 4
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