Time to get emotional! [~

What makes a product or service great? Is it the
product itself, the packaging, the advertising, the
price? Get all these right and chances are
you've got a good proposition. But to make
something really special you need more - an
emotional connection between consumers

and the brand.

Until now research has struggled to
accurately and consistently measure
emotional feelings towards a product or
brand. Sure, we can get a feel for things with
qualitative techniques, but if you want the ability
to use this information in a more robust and
targeted way we need to go further and find a
quantitative method of assessing emotions.

And that’s precisely why we’ve worked so hard

to develop the Emotional Lexicon, which

allows us to go beyond basic liking measures, to

understand how a product or communication

interacts and influences a person. Powerful stuff

in our quest to stop research leading to the <
demise of anything creative! N—————"

What’s this Lexicon thing then?

The Emotional Lexicon has been born out of solid
experimental work, extensive validation, not to mention a fair
bit of head scratching and the odd Eureka moment! We
believe it represents the best quantitative way of accessing
the full range of key human emotions, whilst being flexible
enough to use across a wide range of applications.

The Lexicon consists of emotional territories (things like
‘humour’, ‘innocence’ and ‘masculinity’ and the like), with
the ability to drill down into more defined expressions (such
as ‘funny, ‘naive’ and ‘laddish’ etc).

Humour
Humorous
Cheeky
Funny

We've also researched and identified a range of images that
consistently link to the top level emotions, making the
process even more visual and engaging for respondents,
whilst avoiding any translation concerns in non-English-
speaking countries.
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How do we measure these elusive emotions?

The key to accessing emotions is not requiring people to think too much! We needed techniques that
avoid excessive rationalisation, so we’'ve developed two great ways of achieving this, both of which
are engaging, simple for the respondent, quick to complete and visually appealing:

1. Bull’s-Eye; emotions are dragged onto the

- target giving us comparative ratings and a

ranking in a single exercise — clever stuff!

Friendly

2. Comparative Scaling; respondents choose
the emotions that are most and least relevant
—it’s a powerful technique that’s ideally suited

| to this situation

And what’s more, including the Emotional
Lexicon doesn’t require a radical restructuring
of your existing research plans — nice!

So what do we do with all this information?

We’ve used this approach in loads of different ways — it’s an extremely powerful tool and incredibly
flexible into the bargain! A couple of common applications being:

* Profiling a brand to generate its unique emotional fingerprint; this lets us understand in
depth how it’s viewed by consumers, where it’s strong, where it’s weaker and where it has
potential to move to. We can compare this to competitor profiles to understand differentiation
in more detail, and also segment consumers to learn which emotions are common to everyone,
and which act as triggers to those more (or less) committed to the brand

®* We can conduct emotional profiling after a respondent has been exposed to any kind of
stimulus with the ability to change how they feel about a brand. For example; physical
products, websites, adverts (TV, radio or print) comms material, packaging etc. By comparing
the emotional fingerprint pre and post exposure, we understand how well things fit against
a brand’s pre-existing profile (in situations where you're looking to reinforce the positioning)
or where they shift things to (in situations where you’re looking to change the emotional
profile).

In addition to the applications, within the MMR Group we have a dedicated division; Brandphonics.
These branding experts take the linkage of emotions, functional performance, liking and sensory
proprieties to a whole new level. Give us a shout if you want to hear more!

What do we get from the process?

Outputs are simple and easy to interpret - nothing complicated, just clear, usable profiles —
supported by our usual high level of interpretation and recommendation.

In addition to more tactical uses, when supported by our advanced segmentation techniques these
emotional profiles can be hugely valuable in defining positioning strategies.

The approach can be used across loads of different areas, and works brilliantly for FMCG brands,
healthcare brands, publications and charities — to name just a few.

So what’s stopping you? Get emotional about research with Qubiq today.

www.qubiq-online.com/emotion ONLINE

Qubiqg Online Ltd, Wallingford House, 46 High Street, Wallingford, Oxon, OX10 0DB  Tel +44 (0)1491 822555

www.qubig-online.com




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (Apple RGB)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings false
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue true
  /ColorSettingsFile (None)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /Unknown

  /CreateJDFFile false
  /SyntheticBoldness 1.000000
  /Description <<
    /FRA <>
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


