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What does our body
teII about us?

Motivation
* Psyche
* Physical health
 Thoughts

* Feelings

e Emotions SYNETIO

(not mentioning the surface about wealth, status, etc.)




Why do emotions
matter?

To create PDetter ads
& content
you have to Understand

them!




Revealing fleeting or.non-conscious
response ch participants would
not be awa re‘,:‘b'ﬁ*
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People are more willing to purchase
something if the brand engages
them emotionally




Biometric sensors are currently
the most reliable sources of
showing engagement




SYNETIO

Sensor(s)

Webcam

Anger
To fight against
problems

Joy
To remind us
what's important

Anticipation Sadness
To look forward To connect us with
and plan those we love
Disgust
o To reject what is
An a IySlS unhealthy
i V4

Surprise
To focus us on
new situations

Fear Trust
To protect us To connect with
from danger people who help

Six Seconds - The Emotional Intelligence Network - 6seconds.org a

EEG, skin conductance meter (EDR), heart-rate
sensor (Eye-tracking)

Emotional
components

Basic
emotions
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Metric is especially useful
e \ - for the analysis of brand

Sltr

Engagement

Shows the level of interest, the —— Geprok appearance (state) and
emotional involvement of the == e’t{-\ng curo /ébred PP e

) . G bop, message transmitting
viewers and susceptibility to | e ability
messages T e

Great change amplitudes: emotional attachment
ApproaCh B Pleasant
Presents how people feel toward L \ _ Together with
what they see, whether they want  _J-+ s /\ " canindicate emotional
to become closer or avoid R SN = (056(‘0 peaks or unpleasant
. \ N ~ 5 | ! v E Py ‘¢ S
something, are they appealed or — N 4 \C;e@\%;\e\; " moments
repulsed - Unpleasant ’ \N‘(\a’&
otional peckr . should be

L LB M~ . ,' \ examined together with
\/ - ,-’ \ - LIPS . : vt g
SN ‘-7 Approach.




8 SYNETIO

Case-studies

through

~ 18-29 Budapesters
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#1 Your target group is not (always) similar
to you

They like different characters, stories

B efo re yo u They communicate differently

create an & understand things difierenty
ad

#2 Survey them to know

How to communicate with them

What interests them

#3 Test your decisions



Emotional baseline

(neutral state)

Category. Segment Advertiser Advertised_brand | Ad name Aver.. | Typeofad

ELIZA ANDTHE BEAR Uight it Up®

Excitement (18- Engagement (18- Approach (18-
29) 29) 29)

Engagement

Shows the level of interest, the
emotional involvement of the
viewers and susceptibility to
messages. Also refers to
cognitive load.

Excitement (50~ = Approach (50-
59) 59)

Approach

Presents how people feel about
what they see, whether they
want to become closer or avoid
something, are they appealed or
repulsed.

/ Tester segments

Year = Quarter

Ad name

Advertiser

Excitement

Indicates intense gut feelings,
like thrill, curiosity, surprise,
confusion, irritation, getting a
pun. It's analysed together with
other curves.




Emotional baseline
(neutral state) 1/ / Tester segments

Category Segment Advertiser ~ Advertised brand = Ad name Aver., | Typeofad | Year Quarter ..

Tester segment Ad name

Category

Advertiser

Type of ad

*  Excitement (18-29) CLy e sesssssseness  Approach|(18-29)

Engagement Approach Excitement

Interest, Appeal or Repulse Thrill, curiosity, surprise,
Ability to receive the message confusion, irritation, getting a
Cognitive load pun




Category Segment Advertiser ~ Advertised_brand = Ad name

Engagement

Interest,
Ability to receive the message
Cognitive load

Approach

Appeal or Repulse

Typeofad VYear Quarter ..

Tester segment

Category

Advertiser

Type of ad

Excitement

Thrill, curiosity, surprise,
confusion, irritation, getting a
pun




Category Segment Advertiser  Advertised_brand ~ Ad name Aver... | Typeofad | Year Quarter

Tester segment Ad name

Category

Advertiser

Type of ad

Engagement (18-29) sssssssssssss  Approach|(18-29)

Engagement Approach Excitement

Interest, Appeal or Repulse Thrill, curiosity, surprise,
Ability to receive the message confusion, irritation, getting a
Cognitive load pun




*Be interesting and hype
*Relevant story

*Colloquial language

*Easy tone

*No sales pitch

*Prepare for quick burn-out

+1 : Test your ideas!

N Use deneth S knowledge to avoid
g spending on weak ads.
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Do you have a question?
Let’'s talk!

Julia Csenge Halmos
Head of client services

csenge@synetiq.net
+36 20 37 01 994



