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Getting into the real 

world of the shopper



On the menu

REALITY DRIVEN RESEARCH

Intro

Sense-Pack Method

Heinz case

Eye tracking ïthe holy grail?

The future



PROLIFERATION SKUôS 
> Intuitive split second decisions
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Itôs all about emotions & sensory experiencesé.
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*  Source: Dan Hill Emotionomics



Dopamine: helps brain cells communicating 

ČRegulates emotions

ČGives feeling of happiness

ČHelps us to choose

ČGenerates patterns

ČCorrelates in order to predict

Expectations

5



ÅSensorial signals

ÅEmotions

ÅNon-verbal communication

ÅMain drivers in decision process

ÅOrchestrate the muscles

Research 
focus 

= 
verbal 

Measures 
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QUANTITATIVE

Sens-Pack Model

Behavioural Data

EYE  TRACKING

QUALITATIVE

added

value

ÅRegistration eye movements 

ÅEye focus is projected 

on fovea = condition to be 

processed in the brains

FOVEA 

added

value

added

value

REALITY DRIVEN RESEARCH



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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MEN

WOMEN



Usage & Satisfaction 

3. Affective processing 

Communicative values 

& brand equity

SENS-PACK MODEL

ÅInstant recognition

ÅShelf impact

ÅDistinguishing power
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Confrontation stimuli

2. Cognitive processing = 

Seeing & understanding 

Scanning 

Focussing

Behaviour

1. Visibility & identification

ÅBrand Block value

ÅMain message/claims

ÅProduct features

ÅCommunication

ÅImagery

ÅConsumer appeal



HEINZ CASE
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HEINZ CASE
Changing a secondary element 

resulting in a high impact
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Former research outcome vs New Approach 
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SENS-
PACK

CONJOINT

Analyses

Verbal 
evaluation

Eye 
Tracking

Shop
Simulation

Big Screen Projection

Flatscreen

ÅBrand Imagery

ÅCommunication

ÅInstant Recognition
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Ken je krachté
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Devil is in the detail

Vragenlijst 

Kwaliteit

¸ Instructie;

¸Locatiebezoek;

¸Beeldkwaliteit.
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Hotspot
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