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Neuromarketing research shows physical advertisements have a pronounced effect on
consumer decision-making.
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The most optimal marketing campaigns are multifaceted endeavors, mixing multiple mediums to hit
their target audience. Magazine ads, websites, billboards, direct mail, social media and smartphone
apps are just a few ways companies convert customers. To drive profits, businesses must allocate
Neuromarketing research shows physical advertisements have a pronounced effect on
their marketing dollars across the right channels. Today, no brand can dispute the power of the
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by physical ads than by their digital counterparts. Below, we’ll dive deeper into the research and the
results. Read on to learn how and when physical advertisements dominate digital marketing.
To get to the heart of this question, the U.S. Postal Service Office of Inspector General partnered with
the Center for Neural Decision Making at Temple University’s Fox School of Business to study the
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mail. Read on to learn how and when physical advertisements dominate digital marketing.
behavior and advertising phenomena.1 Working with Temple University, the USPS used
neuromarketing tactics to explore how consumers processed and engaged with physical and digital
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advertisements, both consciously and subconsciously.

By observing the actions of prospects on your
website or mobile app, you can trigger
personalized direct mail that is sent out within 48
hours of the interaction.

At the heart of this study lies neuromarketing. This emerging field combines the insights of multiple
disciplines, including neuroscience and psychology, to answer questions about marketing, consumer
behavior and advertising phenomena.1 Working with Temple University, the USPS used
neuromarketing tactics to explore how consumers processed and engaged with physical and digital
advertisements, both consciously and subconsciously.

Direct Mail Has a Huge Impact
Reaching people in their mailboxes can impact growth.
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By looking at these neurophysiological measurements, researchers were able to make conclusions
about consumers at three stages of the buying process. These stages include: exposure to
information, retrieval of information, and action. By understanding consumers’ subconscious
responses, businesses can optimize their marketing strategies and determine when to use mail,
digital media or both in combination.

The Methodology
Temple University used survey questionnaires, eye tracking, core biometrics and neuroimaging to
compare the effectiveness of both types of advertisements. In the first study session, participants
viewed physical and digital ads for products, services and restaurants. The physical ads were printed

on postcards, while the digital ads were embedded in emails. Eye-tracking equipment captured
which ads they looked at and for how long. At the same time, biometrics equipment measured heart
rate and skin conductance, which indicated physiological response resulting from emotional
engagement.
A week later, researchers carried out a second session, in which they tested memory and willingness
to pay. During this session, a functional magnetic resonance imaging (fMRI) scanner measured the
participants’ brain activity while they answered a series of questions about advertisements. Each
subject had to indicate which ads they remembered from the week before. Finally, they underwent a
simulated purchasing process, in which they had to report the amount they were willing to pay for
each service, product or meal. Parsing through this data, researchers were able to make a number of
telling conclusions.

The Results

each service, product or meal. Parsing through this data, researchers were able to make a number of
telling conclusions.

The Results
Physical advertisements were proven to have more influence than digital ads in a number of ways.
Not only did participants spend more time with physical ads, they also remembered them more
quickly and confidently. Physical ads also elicited a stronger emotional response than their digital
counterparts and, overall, had a longer-lasting impact. Looking at brain activity, researchers also
discovered that participants showed a greater subconscious valuation and desire for products or
services advertised in a physical format. This means physical ads are particularly effective in two
stages of the consumer journey: exposure to information and retrieval of information. Digital ads
trumped their physical counterparts in only one area: focused attention. Though participants did
show more attention to digital ads, they gained the same amount of information from both types of
advertisements.
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