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1

Overview of innovation and tendencies in
Neuromarketing for the retail sector.

Before 2000, retail trade was structured on department stores, supermarkets and small shops
but the arrival of E-commerce brought about a proliferation of on-line shops and applications
for mobile phones. According to data from Frost & Sullivan 2018 “Evolving Smart Retail
Through In-store Analytics - Improve customer experience with a data-first mindset using
instore analytics technology solutions™ E-commerce represented approximately 8% of all
retail sales in 2015. Nowadays, it is an undeniable fact that advanced societies have integrated
technology into everyday life to the point that, in the connected generation, mobile devices
and Internet have changed ways of living, working and consuming.

Often conditioned by excellent on-line experiences, customers at physical points of sale
expect immediate, personalised service, showing less tolerance to queuing, for example.
Customers also have high expectations for interaction with retailers whether on-line
-using social networks and mobile devices- or off-line. This context promotes the creation
of new, more agile, low cost retailers, and this implies new approaches to the competition

between them.

In the future it seems probable that there will be a growth in “Brick-
and-Click” business models, where retailers operate in physical

. togeth?r with the shops (bricks) as well as on-line (clicks) both integrated into a single
introduction of new  commercial strategy. The retail sales area will be reduced in terms of
marketing channels  thesurface area of the individual shop, but extended in the form of smaller,
and formats, mean  multiple concept shops.
that retailers must

quickly adjust

This being so, presencial shopping continues to be important because it
becomes the prime point of contact between brands and customers, but

business mo_dEIS new challenges must be met to valorise these moments.
on the basis of Among others things, retailers must take better advantage of their

sophisticated way  physical shops by analysing and improving the shopping
of obtaining and  experience.

analysing data”
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Technology plays a key role in this context. The process of digitalisation
of a retail outlet is usually implemented in phases leading to digital
immersion, with the purpose of obtaining commercial information that enables
making data-based decisions.

One of the main reasons for retailers is to try to understand customer needs

and behaviour by obtaining data. Information about the profiles-type of customers

may be decisive for the implementation of loyalty policies. Many organisations still

try to understand the behaviour of their customers through interviews and traditional

research processes which, if not implemented correctly, do not reveal the customer

hehaviour. But the use of sensors and visual analysis can help simplify and automate
3
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this research. Taking advantage of large amounts data collected by cameras, for
example, enables retailers to better understand purchase patterns, preferences,
demographic diversity and many other aspects.

As the digitalisation of retail trade advances, omni-channel experiences become
more sophisticated. On-line interactions are optimised to direct traffic towards physical
shops, areas when interactions are again intensified to understand customers, and
then deduce guidelines for shop design and changes in product ranges. Some
companies still suffer from imprecise inventories because of inaccurate predictions
and ineffective promotions, but organisations are moving towards the deployment of
integrated transparent models for all channels of the retail supply chain. Automation
software available through cloud computing plays a fundamental role in this process of
transformation, as it eliminates the need for manually processing orders in a single place
and also helps provide all agents involved with a transparent view of the order status,
from anywhere at all.

Bringing digital content to a retail outlet and force interactivity, often
with Internet of Things (loT) with the idea of creating a stronger and more
interactive customer experience, is also a growing tendency seeking to positively
influence customer spending and brand loyalty. As involving customers with the
brand is one of the most difficult tasks in a competitive commercial space, retailers
adopt innovations and take advantage of technological convergence to stay close to
customers and inform them about products and services, guiding their decision-
making processes however they like.

Changes in customer behaviour, together with the introduction of new marketing channels and
formats, mean that retailers must quickly adjust business models on the basis of sophisticated
way of obtaining and analysing data. In short, the growing use of useful technologies to automate
operative processes, improve marketing processes to free-up more specific content and
improve customer communication with points of sale. Some of the technologies providing next
generation services to commercial spaces are loT sensors, cloud computing, augmented
reality (AR), artificial intelligence and digital payment systems.

But in the near future retailers will not only invest in platforms, but also in customer analysis
methods and models. Sensors in shops, together with analytics, provide the power to follow-
up consumers to the physical plane, but to do so outlets must progress towards “scientific
mentalities” for the collection, analysis and strict modelling of data. In this context,
the idea of neuromarketing comes to the fore.

It is well-known that specialists in psychology and neurosciences coincide in saying that
purchase decisions are not only of the rational type, but also include strong instinctive and
emotional components. In fact, it has been shown that the majority of decisions are made
unconsciously. Neuromarketing offers a scientific basis for analysing consumer
demands and perceptions, and for detecting and interpreting their needs, hopes, desires,
frustrations and projections. This science is even used to predict hehaviour patterns
leading to suggesting the most suitable products, channels, messages and prices. In retail, the
analytical elements of neuromarketing may include:
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multisensory experiences: odour, music, colours, light and comfort of spaces
(points of sale, shop windows and facades).

customer movements.

seller behaviour.

product positioning.

the experiences being suggested: possibilities of interaction, induced entertainment.

Improve marketing efficiency based on neuroscience implies, among other things, applying
Brain Computer Interface (BCI) techniques involving the capture and understanding
of human brain waves, the electrical signals generated by the brain. The analysis of these
signals enables deciphering various parameters such as attention or concentration levels,
thought focus and emotional activity. These signals, now widely used in the healthcare
sector and consumer electronics, can also be used in several types of neuromarketing devices.

It is also interesting to note the use of Functional Magnetic Resonance Imaging (FMRI)
techniques based on neuroimaging procedures that measure brain activity through analysis
of the changes in blood flow in the brain detected by magnetic resonance. A common FMRI
image may represent one region of the brain with more blood flow than another, indicating
use levels different brain areas. Investigations in neuromarketing consider the measurement
of blood flow in the areas of brain responsible for decision-making processes in
individuals, as well as electroencephalograms (EEG) that track brain activity through
electrodes strategically placed on the head. The combination of FMRI and EEG is used to
study brain activity by measuring the blood flow to regions of the brain that are active during
exercises such as when purchasing on-line or watching advertisements for new products. Other
applied research and innovations contributing to neuromarketing include the use Neurofocus,
Neuroconsult, Neuro-insight and EmSense neuromarketing services.

The application of neuroscientific methods to marketing is a relatively new field of research,
undoubtedly interesting in marketing research not only for the new results it contributes about
the consumer sub-conscious, but also because it helps reject unpromising hypotheses or,
in other words, it identifies lines of research which delve more deeply into more
traditional methods, as well as the application of the Smart Retail technologies described
above.

Companies such as “Nielson Market Research” are already using neuromarketing to evaluate
sensorial experiences, the propensity to certain products and the emotional commitment
of buyers for their client companies. In the near future multidisciplinary experts will
work together to evaluate and design hypotheses about the impact of the nervous system
on the purchasing experience. Among brands, neuromarketing will become a way of
differentiation in the measure that it contributes to providing additional income flow.
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Smart Retail, Sensory Tracking and Brain
Computer Interface: Key infographics

2.1. Changes in consumer patterns and effects on Retail and Consumers

Shifting Demographics Rise of Data
The consumers of tomorrow What can data do for us?

Generation Z Data as a key enabler
+ Endeavor to be independent - Aggregating of data
+ Unique preferences - Real-time prognosis
+ Persistently mobile « Provide personalization and customization
Social culture creators « Launch of new products and services
- Digital integrators - Develop dynamic pricing strategies
Urbanization Changing Retail Model
Migration to urban centers Evolution from single channel to omnichannels
Store sizes to shrink 15-20% by Hybrid model integrating “Bricks and
2020 Clicks”
« Walking accessibility from « 71% of in-store shoppers use
urban centers and hubs smartphones for online research
Leased small stores to fit into « 42% of in-store shoppers search
existing city buildings M for information while in the store

« Move from semi-urban to urban
shopping centers

- Mobile devices, therefore, have
become a very important element
of the in-store experience

Source: Frost & Sullivan (2018). Evolving Smart Retail Through In-store Analytics

2.2. Strategic imperatives for retailers

The future of retail involves influencing customers through interactive
experiences. Bringing digital content into the retail store toward creating a
stronger and interactive customer experience is becoming a reality.

Physical stores remain the most important customer touch point with
shoppers. Future retail needs to integrate aspects of both physical and e-
commerce (“bricks and clicks”) formats by leveraging technology to give
customers the best shopping experience.

Strategic Industry transformation involves the convergence of various smart
Imperatives technologies. It includes virtualizing physical objects, giving them an identity,
for connecting them, and interacting with them to capture data.
Retailers

Retailers need to have the data-first mindset where the data collected needs
to cycle back to gathering data again to validate the process change.

In-store sensors, together with analytics, bring the power of consumer
tracking into the physical retail realm. It involves the use of various sensors
to bring about data-driven decisions.

Source: Frost & Sullivan (2018). Evolving Smart Retail Through In-store Analytics.
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2.3. Areas of digital transformation in retail trade.

Perfect Personalisation Mobile and Ambient Commerce

Mobile commerce is seeing buoyant growth.
Mobile payment accelerates. Some stores
may have no tills in the future. Al reduces

friction and allows shopping to happen as a

lower involvement, ambient activity.

Retail reaches true 1-to-1 marketing as online
and offline (in-store) analytics converge into
digital BDA that provides insight, prediction,

and targeted marketing action.

Immersive Experiences
As customer experience becomes vital,
physical stores evolve into marketing
channels and delivery points for multi-sensory
experience. AR and VR take the quality of
non-physical experiences to a new level.

Non-Human Agents
Voice-controlled personal digital
assistants place orders on
shoppers’ behalf, chat bots accept
orders, and robots provide
information and advice to shoppers.

Source: Frost & Sullivan (2017). Digital Transformation in the Global Retail Sector.

2.4, Impact of digital transformation by geographical areas.

North Western
Trend CEE/CIS LATAM America Europe

Perfect Personalisation

Mobile and Ambient Commerce

Immersive Experiences

""

W vV vV v
¢6 oG

Non-human Agents
Low 5 (p & @ High

Source: Frost & Sullivan (2017). Digital Transformation in the Global Retail Sector
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2.5. Smart Retail: Value of data capture

Category Retailers Value

New Market
Opportunities

Operations

\

In-store \

Employee
Optimization

In-store Operations:
Management of facilities
and human traffic
Optimization of product
display

Monitoring of employees

Employee Optimization:

Monitoring, localization, control &
safety

Functionality, availability of staff
and cost

Inventory Product availability, managing
In-Store Management: inventory cost
Retail Optimization of inventory
/ \ A nalytics / T\ Customers Customer retention, customer
/ \ with Sensors / A\ Engagement: satisfaction, lead generation, offer
New \ / \ Understanding customer optimization, sa!es proposition,
Business Inventory behaviors and what drives customer experience
Models Management buying patterns

New Business Models:
Managing of online and
offline experience

Source: Frost & Sullivan (2018). Evolving Smart Retail Through In-store Analytics

2.6. Smart Retail: Consumer profiles and data dimensions

Public Spaces
L

Customers Profile

/ \ New Market Sharing of intelligence with the
/ Opportunities: ecosystem
Customer \
Engagement Data as a product

Added-value offering / new
services, Pay-per-use / Product-as-
a-service

In-stores

I\

Curious
Viewer

Committed
Seeker

10

Curious
Browser

Committed
Buyer

Y
Types of Data

Environment Duration Profile
A « Footfall Dwell (how long customers - Agerange
PP:“::K;aI - Direction interact) Gender
Qrameiess - Entrances and exits « Time of day
« Transit « Peak days
Data Outcomes
Environment Duration Profile
- Traffic patterns Measure interactivity - Customer profile
Behavioral Hot spots, cold zones Quantify marketing activities « Cater to customer needs
Tendencies Understand pathing Optimize staffing - Focus on concepts and
Quantify concepts and brands activities
for optimization

Source: Frost & Sullivan (2018). Evolving Smart Retail Through In-store Analytics.

hubb30.
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2.1. Smart Retail: Data compilation technology.

Bluetooth
Low Energy RFID/NFC
(BLE) of data

Video

Passive Tracking Active Tracking

Smart Data

Visualizing data to provide insights provides basic awareness Customer intimacy

Source: Frost & Sullivan (2018). Evolving Smart Retail Through In-store Analytics

2.8. Sensory tracking: Technological tendencies and coincidences.
Voice, visual, touch, gesture/ emotion, and thought sensory advances will have notable impacts, particularly
with biometrics, payments, and wearables

Wearable Technology in Energy: Advances in Trends, Technology, and Use Cases in Sensory
Technology, Global, 2017

Advancing Trends:

« Natural language processing for
structure and concise narrative
presentation

« Productivity enablement

« Environmental personalization

+ Location Based Service (LBS)

Advancing Trends:

« EEG-enabled Brain Computer
Interface (BCI) and biosensors and
wearable electronics to enable
wearable neuromodulation

- Treatment of neurological disorders

« Improving cognitive gaming

coordination Advancing Trends: Evolvi ) Advancing Trends: experiences
« Balancing security, latency, and - Eye tracking vo ‘_"ng use cases: ) - Gesture recognition in « Pain management via wearable
computing trade-offs between cloud . Gontacts with + Driver state detection via the smart home and devices such as EEG enabled
and on-device computing sensors, antenna, steering wheel, seat sensors remote control of headsets and patch-based devices
Technology Considerations: and cameras + Haptic : e y tech Evolving Use Cases:
« High memory required for various « Vision analytics to using ultrasound to generate Facial expression, « Cognitive enhancement, treating
y A ) waves and enable ; -
languages and dialects improve voice manipulation of virtual deep learning algorithm DHD
+ Increased voice engine training recognition objects in the air. The waves gasslﬁers ot - VRIAR reality i.n BCI systems
requirements displace air using pressure,  * Consumer sentimen . 1ts instead of p
« Microphone advancement and creating turbulence that can analysis o and net
locations be felt, for example., virtual + Telekinesis to help the disabled
Evolving use cases: clicks or button press in mid- control their environment
+ Real-time translations ar. o + Treatment of anxiety, depression,
+ Online banking document processing « Haptic/ OLED projection sleep disorders and autism

« Automated financial planning
- Intelligent semantic search and filtering

Source: Frost & Sullivan (2018). Impact of Wearable Technology on the Global Energy Sector, 2017
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2.9. Sensory tracking: Technological development

Interactions with technology will increasingly span and blend multiple sensory inputs. Connectivity and
convenience are driving the evolution of sensory technology.

Wearable Technology in Energy: Evolution of Sensory Tracking Technology, Global, 1990-2020

Basic Sensing
Mechanism +
2-way Data
Transmission
+ Intelligent
Analytics

Computers

Basic Sensing
Mechanism +
2-way Data

Transmission Interactive Voice

Response Systems

Basic Sensing
Mechanism +
1-way Data
Transmission

Security-based
Automated Facial

Industrial Machines,

Basic Sensing
Mechanism

Eye-tracking
Cameras

Voice-controlled

Interactive Eye-
tracking Systems

Intelligent Voice-
controlled Electronic
Appliances

Pay-by-face Systems

Facial Recogpnition in
Mobiles
-bésed Data

lographic
‘ouchscreen
Systems

e-enabled
earch Engine

and Tablets

Mobfle Phones
Touchscreen in
)aming Consoles

3D Gestural
Trackers

Gesture-controlled
Gaming Consoles

Real-time Image
Processors

1990 2000

Eye Face

v

2010 2020

Gesture

Voice Touch

Source: Frost & Sullivan (2018). Impact of Wearable Technology on the Global Energy Sector, 2017

2.10. Brain Computer Interface (BCI): Key tendencies

Wireless
Communication for
Data Transfer

of usage

Portable solutions for
wider application
penetration

Wired connections are making way for wireless nodes as mobility is a
key requirement for proliferation in consumer applications.

Wet to Dry Electrodes
for Data Capture

Miniaturization of
components for ease

Wet electrodes provide better signal sensing but
require the application of gels, which can cause
discomfort to users. Dry electrodes are being
increasingly used for brain signal sensing

For consumer applications, mobile headsets require all
electronic components to fit into tight space constraints.
Sensors, signal processing and communication
components are becoming smaller to enable mobile
applications

Traditionally brain activity monitoring was performed in healthcare
establishments with bulky devices and processing equipment.
However with the advent of portable solutions the application scope of
BCI has widened to areas such as consumer electronics, gaming, and
SO on.

Source: Frost & Sullivan (2014). Radical Innovations Based on Brain Computer Interface(BCI) (Technical Insights)

hubb30.
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2.11. BCI: Functional aspects

Block Diagram of BCI Process

Transmission -
Wired/Wireless

Digitization
of Signals

Device

Processing Cariiizal

Recording

Signal

Recording - Analog to - Wireless - Eliminate + High-speed . pepending
digital communication noise data transfer o the fcedback
converters preferable for - Software forrecording  patyre of
- Digital portable and - Sufficient application,
+ Invasive/Non signals can applications algorithms memory the signal
-Invasive be easily key in signal requirement i be used « Feedback
Electrodes recorded or processing to control the required for
- Electrodes manipulated device continuous
are required functioning
to be
miniaturized
- High Signal-
to-noise ratio
. High
Reliability

Source: Frost & Sullivan (2014). Radical Innovations Based on Brain Computer Interface(BCI) (Technical Insights)

2.12. BCI: Applications

Current Applications

Locked-in patients, paralytics and amputees can use their mind to
control a robotic arm.

Wheel chair control
Restoration of communication and movement in humans

=

Neurorehabilitation (Medical BCI) for Stroke and Spinal Cord
Injury

Tele-Neurology

Epilepsy Monitoring

Clinical Neurofeedback

Dementia & Delirium Assessments

Sleep monitoring

RRRRRR

Neuromarketing is a new methodology tool of market research

Neuro Extracts emotional and cognitive information of persons using

marketing techqologies, brain imaging, biosensors, and technologies of eye
tracking.

Marketing evaluation

Source: Frost & Sullivan (2014). Radical Innovations Based on Brain Computer Interface(BCI) (Technical Insights)
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2.13. BCI: Potential market

Market Overview — Market Size and Market Share BCI Market Size by Segment

(in million USD); Global, 2013

14%

Healthcare & Science 38

Therapy 28

Gaming & Entertainment 25

Marketing 15

Others 10

Healthcare & Science B Therapy Total 116

Gaming & Entertainment W Marketing

Source: Frost & Sullivan (2014). Radical Innovations Based on Brain Computer Interface(BCI) (Technical Insights)

2.14. Innovative Ecosystem of BCI

Academia is the center for research and development, working toward the development
Academia of substitutes for new technologies and also developing new methods and products to
tap the ever increasing potential of Brain Computer Interface for real-time applications. It
is also involved in the exploration of ground-breaking technologies which could later be
implemented by private companies. Universities and research labs are investigating
ways to deploy brain-computing techniques from diverse sources such as emotional
thoughts, eye ball tracking, muscle positioning of the body and human body movements.

= o .
| Companies Com_merclal\zanon ancj research of BCl products to suit
| applications as per requirements.

Innovation
Ecosystem

Government agencies are extensively funding BCI research programs
’ Funding/Government to accelerate the process of commercialization on a large scale.
2 Agencies Funding programs from funding bodies help start-ups and research

labs to commercialize products/technologies.

Standardization An access to improve the possibility of commercializing BCI products by
i | Bodies/Alliances introducing common standards and open source platforms.

R | Bodi Instrumental in granting permission for research funding, commercialization of the product and
egulatory Bodies supporting research developments in BCI technologies.

Source: Frost & Sullivan (2014). Radical Innovations Based on Brain Computer Interface(BCI) (Technical Insights)

hubb30. 12
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2.15. Agents of innovation in BC

Regulatory

Bodies

Funding
Partners

Companies

) O 9

Companies in the BCI space must constantly push
for commercialization of their products as there is a
growing demand for BCI based products in gaming
and entertainment sectors.

Universities hold key for research and development
of new technologies. The focus of research should
be in discovering the capabilities of neuroimaging
methods in BCl research apart from the
conventionally used EEG systems.

Consortiums are essential to promote a healthy
culture of R&D among companies. One of the key
focus areas is to fund startups and SME’s and to
promote collaborations i ies in order
to push prototypes to commercialization.

Funding programs help startups develop their
products, and crowdfunding is an important aspect
in the BCI space. Campaigns such as Kickstarter
and Indiegogo can go a long way in ensuring
success of BCI based products.

Regulatory approvals are crucial to ensure a
device’s entry in the commercial market. To be
classified as medical therapy, any BCl based
device requires approval from the regulatory
authorities. Hence, they will play an even larger role
in the next decade.

Source: Frost & Sullivan (2016). Brain Computer Interface (BCI) Opportunities (TechVision)

2.16. Global developers of BCI technologies

North America

Brown University .
Tufts University .
Georgia Institute of .
Technology .
University of Florida .

University of Washington -

Oxford University .
Fraunhofer Institute for -
Computer Architecture and «
Software Technology, .
FIRST .
IMEC .
CorTec GmbH .

University of Sydney .
Tsinghua University

Tomita and Ushiba .
Laboratory

John Hopkins University -

Archinoetics

Purdue University «  Neuromatters

Harvard University «  Neurovigil

Duke University - BrainMaster Technologies
Interaxon

PLX Devices

Southampton University
University of Essex
Twente University

TU Graz

Mega Electronics
Glasgow University

Swiss Federal Institute of
Technology

BitBrain Technologies

TU Berlin

Starlab

Riken Brain Science .

Institute

Korean University
- Samsung Electronics Co

Nanyang Technological

University

Source: Frost & Sullivan (2014). Radical Innovations Based on Brain Computer Interface(BCI) (Technical Insights)
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3

Patent analysis
3.1. Evolution of patents applied for and granted
An analysis of the patents applied for and granted over that last few decades reveals the

growing tendency. On average in this area of knowledge, 53.3% of patents applied for are
granted.

Total Applications & Grants.

Source: PatBase. Query: October 2018

3.2 Technological sector of the patents applied for
The technologies most associated with the patents applied for in the field of neuromarketing

belong to the following fields: electronic engineering, instrumental engineering, mechanical
engineering, chemistry and other sectors.

zzzzz

Source: PatBase. Query: October 2018
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3.3. Territorial location of patents: Europe is the leading continent in patents granted
United States is the continent with most patent applications in the world, followed by Japan,
China and Europe. China and India are hubs where the greatest increases are expected over the

next few years. In Europe, the countries where most patents are applied for are Germany, the
United Kingdom and Austria.

Source: PatBase. Query: October 2018

3.4. Most active patent applicants over the last 20 years

The graph below shows the eight most active applicant organisations over the last 20 years, as
well as the periods in which these applications were concentrated. Applications year by year.

0

o N ; ;

P / \

 foss  Twoo o oz mos  mos  mes s or s s e zon iz s o s s zow
vear

— Covidien LP  — Apple Inc. Asistocrat Technologies Australia PTY Ltd. Centified Measurements LLC — Sony Corp.  — Medtronic Inc_ Tokyo Electron Ltd.  — Fresh Idea Global Ltd.

Source: PatBase. Query: October 2018
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3.5. The 10 most active applicants

The ten most active bodies (companies, institutions or people) filing patent applications, inclu-
ding the number of applications for each one are shown below.

Danisco US Inc. Genencor Division: 3222

Nokia Technologies OY: 3330 \

Ineos Sales UK Ltd.- 3652 \
Moobella Acquisition Corp.: 3974 \\

- Kvasenkov Oleg Ivanovich: 15035

Janssen Pharmaceutica NV: 4403

Tetra Laval Holdings And Finance SA: 9451

Chamness Biodegradables LLC: 6014

Nestec SA- 6551 Procter And Camble Co.: 7625

Source: PatBase. Query: October 2018

3.6. Keyword analysis

The main keywords associated with patent applications in the field of study are: control, com-
puter screen, signal, parameters, data entry and information systems. In all cases the terms are
related to systems for processing and analysing data from the brain or on behaviour, for use in

the area of marketing.

Source: PatBase. Query: October 2018

hubb30. 16
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3.1. METHODOLOGICAL APPENDIX

The data provided in the “Patent analysis” section refers to a study carried out on a sample of
504,998 patent applications in the field of new neuromarketing solutions for retailers (Emer-
ging Brain-computer interface technologies for neuromarketing applications), and focussed on
world-wide activity over the last twenty years, with greater emphasis on Europe.

147,106 88,659 504,998 705,022

Patent family Family of patents Applications Publications
granted
Total number of families in Total number of families with Applications with this Publications within this
this set of results publications granted with this result result
set of results

Source: PatBase. Query: June 2018.

The field of knowledge related to neuromarketing for retailers is multidisciplinary and trans-
versal, subdividable into more specific sub-fields. The field of new technologies of so-called
“Brain-Computer Interface Technologies” is vast, but when classified in relation to their use in
neuromarketing, the number of technologies drops significantly.

Patent documents are classified in different international classification systems to simplify
searches, the most often used being the International Patent Classification (IPC). Pursuant to
this nomenclature, obtaining the sample for this report considered the inclusion, among others,
of the following indexes:

G06Q30/02: Computers. Marketing, e.g. market research and analysis, surveying,
promotions, advertising, buyer profiling, customer management or rewards; Price esti-
mation or determination.

AB1H2230/00: Physical therapy apparatus, e.g. devices for locating or stimulating
reflex points in the body; artificial respiration; massage; bathing devices for special
therapeutic or hygienic purposes or specific parts of the body. Measuring physical pa-
rameters of the user.

GO6F19/00 : Digital computing or data processing equipment or methods, specially
adapted for specific Applications.

G06T2207/00: Indexing scheme for image analysis or image enhancement
GO6T7/00: Image analysis.

hubb30. 17
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