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why are we lead by emoftions
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physical defect in the media prefrontal cortex
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“Alfhough system two believes itself

Wncs to be in charge, people’s choices

TA correspond to the predilection
of system one.”
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80% of all new products fail within two years NEURENSICS
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measuring the whole brain NEURENSICS

enriched whole brain analysis

feelings =P Closer to the fruth == emotions



commercial MRI scanning
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benchmarking stimuli

EXPECTATION EXPECTATION

effective likable




benchmarking brands

Precuneus:
Personal

Relevance Medial PEC:

Positive Valuation

PROMOTERS

Neurensics R&D 2016, 3T Bold fMRI; N=40, p<0.01
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effective versus likable in general

Expectation

Novelty
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pretesting concepts and storyboards



ook is better than the film
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Storyboards capture much of final
commercial (av r = 0,66, std = 0.26).



the book is better than the film
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Gemiddelde correlaties tussen TVC en
story-boards (N=12, studie 2013)
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Innovations in B2B
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connecting to associations NEURENSICS
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predicting product success
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Klassisches Fensterputzen

Fensterputzen mit dem
Karcher Fenstersauger
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Klassisches Fensterputzen
bei hohen Fenstern
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Fensterputzen mit dem
Karcher Fenstersauger
bei hohen Fenstern
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low on neg, high on pos. Let's do it
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Erwartung

Vertrauen

Lust 120

Verlangen

Aufmerksamkeit

Positive Emotionen; signalisieren
Annaherungsmotivation oder
Verlangen.

Personal Appeal Emotionen:
Relevanz fiir den Konsumenten.

Wertigkeit /

Involvement

pd
<

Neuheit

Impact Emotionen: Verbunden mit
Erinnerungsleistung und
Aufmerksamkeit.

Vertrautheit

Angst

Arger

Gefahr

Vergleichswert: 100,
durchschnittliche Aktivierung der
Emotion (schwarze Linie).

Negative Emotionen; signalisieren
Vermeidungsmotivation oder
Aggression.




packaging design




P

evolifion no revolution HEfm i sics

N

Desire 15 Lust

‘ 0,5
Familiarity Trus 0145
0,4
0,35
0,3 ® Grolsch
0,25 Nieuw
Attention Arousal () D B Grolsch
0,15 Oud
0,1
0,05
Fear " Anger 0
1
Disfaine
-3
Desire LS Lust
-
£
05 §
Familiarity Trust
045
04
035
o3 ® Heineken
o Nieuw
Attention Arou: " B Heineken
s Oud
0.1
0,05

Fear Anger

Disgust




4 years later

Nieuw flesje Grolsch

24 september 2014 om 16:41
Bierproducten | Biermerken

De flesjes van Grolsch worden vernieuwd. De
nieuwe zien er iets anders uit en hebben een
langere nek.

De inhoud van de Grolsch fles gaat terug van 33cl
naar 30cl. In een fles zit dus straks 3cl. minder
bier.




packaging design

Steam generator

PerfectCare
Elite Silence

™%  Iron from jeans
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]

Enjoy powerful
ironing with
minimum sound.

Fastest, lightest,

most powerful iron

with no temperature setting needed

Revolutionary

Ultra-ligh

iron with the most
powerful steam

Steam generator

PerfectCare
Elite Silence

Iron from jeans
to silk without
temperature setting.
teed no bums on
allironable garments.

Enjoy powerful
Ironing with
minimum sound.

IRONING BRAND
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Fastest, lightest,

Most povverful iron

with no temperature setting needed
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Revolutionary

Ultra-light

iron with the most
powerful steam
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deviation leads to fear NEURENSICS
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Steam generator
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DESIRE
LUST

EXPECTATION
TRUST

DANGER
DISGUST
FEAR
ANGER




GAIN: emotional end value
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PAIN: Loss aversion
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