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ADVERTISING EFFECTIVENESS

Low-l nvolvement processing

Part one: A newroscientific explanation of how brands work
bv Robert Heath, Icon Brand Nauvigation

subject of low-involvement pracess-
ing, I re-examine the theor, in the
light of recent thinking in cogniye ugi-
roscicnee, and explain what 1t 1+ and

INTHIS, the first of two articies on the

exactly Row it operates, "

In the second article I shall look at the
implications this has for the develop-
ment and evalua:ion of brands and
brand communici-iion.

Key conclusions

® Consumers do not regard learning
about brands as being very important.
As a result, most advertising is processed
at very low attention levels, using low-
involvement processing.

{ ® Low-involvement t processing is & Cog:

ﬂlt.l\-"e process; itis ?‘!DI SUbCOI’lSClOL‘lS Qr

* unconscious, It uses very little working
' memory, OTY, Which means it is vn:ry poor at

" dlusions from ads. Imstead it simply

stores everything as it is recerded, as an

_association with the brand.

® The way our long-term memory
works means that the more often some-
thing is processed, the stronger its links
to Ih(.‘ bI’a.‘l.d Thus it is L.uc-ae Sinlpu.

involvement pr m_lhax_tcn_d_;g
define brands in our minds.

® Brand associations can  exert a
powerful influence on brand decisions,

especially if these are made intnitively.

Introduction

My article on this subject in March
1999 (1) drew heavily on the original
ideas put forward by Krugman (2) in the
1860s. Krugman underpinned his theo-
ry by reference to left and right-brain
thinking, and it was something of a
shock to me to discover after I had writ-
ten the article that, in the realm of
modern cognitive neurosctence, hemi-
spherical lateralisation is about as up to
date as the idea that the first woman was
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fashioned from Adam’s rib. Clearly the
mental basis of the theory needed
rethinking, but before embarking on
this, I thought it worth considering a
more fundamental queston.

1 Low -irvolvernent processing is syn-
onymous Sus with low levels of attention, .
“which raises the question why con-
suriers are hot interested enough to pay
more attention to advertising? We do not
sit in front of our televisions, pen in
hand, waiting for the ads to come on so
we can write down what they say; nor do
we go round supermarkets studving
packs and memeorising what is written
an Lhem In general we do not scck out -

to us Wh}j'_ﬂ}g _s_hort answer is that con-

sumers do not regard lcam1m
bra.nds as E g very unportam

o
Brand learning Is not seen

as important

brand decisions conczr—rig‘t_ﬁé ‘needs’ we

have, not wl‘uch brand we choose ffone.
pamcular brand satisfies our needs bet-

tér than any other, then this’1s h1ghl3=

ul\cly o bE ChDSCIl .

But brancls are so competitive, and are
updated in performance so swiftly, that
most are expected, with some justfica-
rion, to perform in the same way these
days. And if you believe that brand ‘A’ is
going to petform like brand ‘B’, then
why do you need burden yourself with

-~y
-

_often donoL even attempt 10 ‘ratuoiy
thcm, We resortto LSING our m
intyition.
*This in turn has 2 profound -'
the way we record and stor
Jearning in ove memories.

How our bralns process
brand learning

When we talk about learning, m
assume we are talking about h
were taught at school. There
told to pay attention, to think &
what we are being told, and to as
tons if we did not understand w
being said.

This ‘active’ learning is calle
involvement processing, The
behind it is not just 10 record nfdy
ton but to understand In ordef

wi‘-&:’z)rking memory s what we T
with. We wuse it to manipulate idegy
relate them 1o other concepts
learned and understood. So
use high-involvement processing
all sorts of different and new i
what we see and hear, and then &
into our long-term IMEmory.

High-involvemnent processing
high atrention, but none of us is
maintain high levels of attention
periods, Rather than pay attentio
ume, we constantly MONMor

'trying to learn anything about either of
_them? Even if you do be be'r“vc there 15 2
_difference, irying to o establish which

brand rcally is best is so dlﬁictik that thc

‘Low-involvement processing is a cogniti!
process; it is not subconscious or unconsci
It uses very little working memory’
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poing on around 1s via another A
“jlg_c_i_prc-attenuve Emcessmg. g

Pre-attentive processing is a §
mental process, which contribal
to our learning and store of kv
Giep Franzen (3) describes it th




