The NeuroL.oop
Behavioral Framework™

The psychology behind how we build, test, and scale marketing.

A practical framework for applying established research on attention, curiosity, engagement, emotion,
trust, decision-making, and learning to organic content, paid advertising, and digital experiences.



NeurOLab THE NEUROLOOP BEHAVIORAL FRAMEWORK™

FRAMEWORK OVERVIEW

Marketing starts in the mind.

Before someone clicks, buys, follows, shares, or books a call, a sequence of smaller decisions has already
happened. They noticed something. They decided it was worth another second. They processed it. They
judged whether it felt relevant and credible. Then they acted — or they did not.

What NeuroLoop is What NeuroLoop is not
A proprietary application framework that turns established findings from Itis not a claim that we can “hack the brain,” predict individual behavior,
psychology, consumer behavior, advertising research, and neuroscience or guarantee that one psychological principle will work for every
into testable creative decisions. audience.
Built for organic content, paid ads, and landing experiences. No universal “3-second attention span” claim.
Designed to create better hypotheses before creative is No mind-control language or pseudo-neuroscience.
produced. No theory replacing real-world testing and business results.

Structured as a loop so every campaign teaches the next one.

“The goal is not to know exactly what people will think. It is to understand
behavior well enough to ask better questions, build better creative, and learn
faster than the market.”

Research Creative Performance

helps us decide what is worth testing. turns behavioral principles into real hypotheses. decides what survives, improves, and scales.
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01-02 /| EARN ATTENTION

Attention & Curiosity

THE NEUROLOOP BEHAVIORAL FRAMEWORK™

The opening of a piece of marketing has one job before everything else: make the next moment worth

choosing.

Attention

Attention is the first conversion. A message cannot
persuade someone who never meaningfully
processes it.

RESEARCH ANCHOR

Pieters & Wedel (2004) used infrared eye tracking across 1,363
advertisements and more than 3,600 consumers, showing that visual
elements play different roles in capturing and transferring attention.

Teixeira, Wedel & Pieters (2012) studied video advertising and found
that surprise and joy influence how attention is concentrated and
retained over time.

HOW NEUROLAB APPLIES IT

Test first frames, opening lines, faces, movement,
contrast, and visual interruption.

Separate the hook from the explanation. The first job is to
win the next second.

Use retention data as creative feedback.
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Curiosity

Curiosity creates unfinished business. A strong hook
gives the audience enough information to feel
relevance, but not enough to feel complete.

RESEARCH ANCHOR

Gruber, Gelman & Ranganath (2014) found that high-curiosity states
were associated with reward-related brain activity and improved
memory for both the information people wanted to know and incidental
information encountered during that state.

The takeaway is not “dopamine hacking.” It is that curiosity changes
how information is processed and remembered under the conditions
studied.

HOW NEUROLAB APPLIES IT

Use information gaps, unresolved questions, contrarian
premises, and expectation violations.

Make sure the payoff delivers. Curiosity without
substance becomes clickbait.

Test multiple hooks against the same core message.
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03-04 /| HOLD ATTENTION

Engagement & Emotion

THE NEUROLOOP BEHAVIORAL FRAMEWORK™

Stopping the scroll is not the same as keeping attention. Retention requires continued value, movement, or a

meaningful psychological response.

Engagement

The first second and the twentieth second are
different creative problems. Attention has to be re-
earned as the message unfolds.

RESEARCH ANCHOR

Teixeira et al. (2012) is especially useful because the study measured
attention and avoidance over time rather than treating exposure as a
yes/no event.

Their findings reinforce a practical truth: retention is dynamic. A viewer
needs a new reason to stay before the message becomes predictable.

HOW NEUROLAB APPLIES IT

Test pacing, sequence, payoff timing, proof, narrative
movement, and visual change.

Delay nonessential context until attention has been
earned.

Use drop-off patterns to identify where creative loses
momentum.
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Emotion

People do not share information alone. They share
things that create a response — surprise, usefulness,
recognition, humor, aspiration, tension, or awe.

RESEARCH ANCHOR

Berger & Milkman (2012) studied online virality and found that
transmission was associated not only with positive or negative emotion,
but with physiological arousal. High-arousal emotions such as awe,
anger, and anxiety were linked to greater sharing.

The research also found that surprising, interesting, and practically
useful content tended to spread more.

HOW NEUROLAB APPLIES IT

Design content around the response we want to create,
not just the information we want to say.

Use utility and recognition as emotional tools — not
everything needs to be dramatic.

Measure shares, saves, retention, and business
outcomes together.

04



NeuroLab

05-06 | REDUCE RESISTANCE

Trust & Action

THE NEUROLOOP BEHAVIORAL FRAMEWORK™

Attention creates an opportunity. Trust and clarity determine whether that opportunity becomes a decision.

Trust

Consumers do not evaluate a brand using only the
brand’s own claims. They also use social information,
platform cues, proof, and the behavior of other
people.

RESEARCH ANCHOR

Muchnik, Aral & Taylor (2013) ran a large randomized experiment
showing that artificially manipulated initial ratings changed subsequent
users’ ratings — evidence that social information can influence
judgment.

Wojdynski & Evans (2016) found that recognizing content as
advertising generally produced more negative evaluations, while
disclosure language and placement affected recognition.

HOW NEUROLAB APPLIES IT

Make proof visible: reviews, comments, case studies,
customer outcomes, creators, and demonstrations.

Build paid creative that is transparent but still feels native
to the platform.

Match proof to the uncertainty the customer is actually
trying to resolve.
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Action

Once attention and trust are present, unnecessary
cognitive friction can still kill action. The next step
should feel obvious, not mentally expensive.

RESEARCH ANCHOR

Reber, Schwarz & Winkielman (2004) reviewed evidence on
processing fluency: stimuli that are easier to process tend to produce
more positive aesthetic responses.

For marketing, the responsible application is clarity. Novelty can live in
the idea while the offer, hierarchy, and next step remain easy to
understand.

HOW NEUROLAB APPLIES IT
One dominant idea per creative beat or page section.

Clear hierarchy, familiar language, and a visible next
action.

Reduce unnecessary decisions when conversion is the
goal.
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07 | CLOSE THE LOOP

THE NEUROLOOP BEHAVIORAL FRAMEWORK™

Familiarity, fatigue & learning

Repeated exposure can help — until it
does not.

Montoya et al. (2017) analyzed 268 exposure curves from 81 articles.

Repeated exposure generally increased familiarity and liking, but the
pattern was consistent with an inverted-U: repetition can help, then
eventually lose value or reverse.

PRACTICAL IMPLICATION
Repetition can build recognition.
Creative fatigue is real.

A winning concept should become a platform for variation,
not a reason to stop developing creative.

07 LEARNING

Psychology creates
hypotheses.
Testing creates knowledge.

Research can tell us what may be worth testing. It cannot tell us which
exact hook, creator, offer, proof point, edit, landing page, or CTA will win
for a specific brand at a specific moment.

That requires exposure to the market.

How NeuroL.oop shows up in real work

Organic content Paid advertising Landing experiences
A live behavioral environment where Creative has to earn attention from The loop does not end at the click. The
people choose to stop, watch, share, someone who did not ask to see it while post-click experience has to preserve
save, comment, follow, or ignore with still moving toward a commercial action. message continuity and make the

almost no friction.

decision easy.

Keep creative platform-native.

Test hooks and first frames. Use proof to reduce uncertainty. Reduce cogpnitive friction.

Use retention to guide edits. Scale based on business outcomes. Keep the offer clear.

Learn what earns voluntary
engagement.
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Make the next step obvious.
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THE OPERATING SYSTEM

The market gets the final say.

The value of NeuroLoop is not that it gives us one “perfect” idea. It gives us better reasons for what to test —
and a clearer way to learn from what happens next.

ResearCh - HypOthESiS - Creaﬂve - * Hooks & first frames
Test - Learn — Scale S

. . . ) ) * Narrative structures
A campaign can fail because a team tests too few meaningful ideas and overinterprets

the result. NeuroLoop pushes variation at the level that matters: the underlying * Emotional frames
hypothesis. « Proof types

« Creators & formats
Each round should make the next round smarter.
« Offers & CTAs

« Landing experiences

The seven NeuroLoop rules

Earn the next second. Create a reason to continue.

Do not assume attention. Design for it. Use curiosity, relevance, movement, or value.
Change the state. Make proof visible.

Great creative creates a meaningful response. Evidence can do work that brand claims cannot.
Keep the message easy to process. Respect familiarity and fatigue.
Novelty should come from the idea, not confusion. Repetition can help. No creative deserves immortality.
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Let behavior win the argument.

The framework is a starting point. Real audience behavior and real business results decide what scales.
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SELECTED RESEARCH

THE NEUROLOOP BEHAVIORAL FRAMEWORK™

Research behind the framework

NeuroLoop is a practitioner framework built from established research. The papers below are among the
studies most directly relevant to the marketing problems NeuroLab works on.

Berger, J., & Milkman, K. L. (2012). What Makes Online Content Viral? Journal of
Marketing Research, 49(2), 192—205. DOI: 10.1509/jmr.10.0353

Gruber, M. J., Gelman, B. D., & Ranganath, C. (2014). States of curiosity modulate

hippocampus-dependent learning via the dopaminergic circuit. Neuron, 84(2), 486—496.

DOI: 10.1016/j.neuron.2014.08.060

Montoya, R. M., Horton, R. S., Vevea, J. L., Citkowicz, M., & Lauber, E. A. (2017). A
re-examination of the mere exposure effect: The influence of repeated exposure on
recognition, familiarity, and liking. Psychological Bulletin, 143(5), 459—-498. DOI:
10.1037/bul0000085

Muchnik, L., Aral, S., & Taylor, S. J. (2013). Social influence bias: A randomized
experiment. Science, 341(6146), 647-651. DOI: 10.1126/science.1240466

Pieters, R., & Wedel, M. (2004). Attention Capture and Transfer in Advertising: Brand,
Pictorial, and Text-Size Effects. Journal of Marketing, 68(2), 36-50. DOI: 10.1509/
jmkg.68.2.36.27794

Reber, R., Schwarz, N., & Winkielman, P. (2004). Processing Fluency and Aesthetic
Pleasure: Is Beauty in the Perceiver’s Processing Experience? Personality and Social
Psychology Review, 8(4), 364-382. DOI: 10.1207/S15327957PSPR0804_3

Teixeira, T. S., Wedel, M., & Pieters, R. (2012). Emotion-Induced Engagement in
Internet Video Advertisements. Journal of Marketing Research, 49(2), 144-159. DOI:
10.1509/jmr.10.0207

Wojdynski, B. W., & Evans, N. J. (2016). Going Native: Effects of Disclosure Position
and Language on the Recognition and Evaluation of Online Native Advertising. Journal
of Advertising, 45(2), 157-168. DOI: 10.1080/00913367.2015.1115380

Methodological note. This document is a practitioner synthesis, not a systematic review, meta-analysis, or peer-reviewed scientific paper. The cited findings are

summarized conservatively and should be interpreted within the methods and contexts of the original research. NeuroLoop uses behavioral science to generate better

hypotheses, not to claim certainty about individual behavior.

Trademark and authorship note. The NeuroLoop Behavioral Framework™ is NeuroLab Marketing LLC’s proprietary application methodology. The underlying academic
concepts and cited research belong to their respective authors and institutions. Use of the NeuroLoop name does not imply that the framework itself has been

independently peer reviewed or clinically validated.

Find what works. Scale what wins.

NEUROLAB MARKETING LLC
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