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> Intuitive split second decisions
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Dopamine: helps brain cells communicating

C Regulates emotions
C Gives feeling of happiness

C Helps us to choose

C Generates patterns

C Correlates in order to predict
Expectations




Research
focus

verbal
Measures

(ratio)

ASensorial signals
AEmotions

| ANon-verbal communication
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AMain drivers in decision process
AOrchestrate the muscles
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Sens-Pack Model

A Registration eye movements

A Eye focus is projected
on fovea = condition to be
processed in the brains

QUALITATIVE

added
value

Behavioural Data
EYE TRACKING
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Is this hot spot from female or male viewers?
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Would you get this result out of a quanti/quali?
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SENS-PACK MODEL

Confrontation stimuli

. Visibility & identification Alnstant recognition
> A Shelf impact
Scanning ) A Distinguishing power
\
. Cognitive processing = ABrand Block value
Seeing & understanding > AMain message/claims
Focussing ) AProduct features
\
. Affective processing L
Communicative values ACommunication
& brand equity >~ Almagery
. A Consumer appeal
Behaviour

7

Usage & Satisfaction
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HEINZ CASE

TOMATO
KETCHUP

2% Pavorte RtONg
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HEINZ CASE

Changing a secondary element
resulting in a high impact
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"I'm going to finish my novel before
springtime if it's the last thing I do,"
thought Quigley.

Copyright©2006 Debbie Ridpath Ohi. INKYGIRL.COM.
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Former research outcome vs New Approach

Flatscreen

Shop CONJOINT
Simulation Analyses

ABrand Imagery
ACommunication
Alnstant Recognition

Verbal
evaluation
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Devil is In the detall
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“Hey! That was my stop back there!”




REALITY



