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An experiment







e role of emotions

from evolution:
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Mapping Implicit Networks:
All In the milliseconds

Inds (chronically or recently activated)
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Jow do we apply this technique
In practice?
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example: A study for CNN
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STRENGTH OF ASSOCIATIONS TO
OBAMA IN CNN STUDY: APRIL 2008

Hillary Clinton’s 3AM ad
Reaction Times are to Obama

¥ Mean Reaction Time (in ms)

Weak 2354 ms

Muslim 1941 ms
Terrorist 1892 ms
Lightweight 1858 ms

Leader (1855 ms

Ready 1790 ms

Security 1737 ms

Critical ms about 60ms
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STRENGTH OF ASSOCIATIONS TO
MCCAIN IN CNN STUDY: APRIL 2008

Attack Ad on McCain for 100 Years in Iraq Statement

W Mean Reaction Time (in ms)
Bush 1875 ms

Strong 1765 ms

Poor Judgment 1707 ms

Heartless 1653 ms

Fighter 1633 ms h

Endless War 1608 ms !
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Leader 1586 ms

Critical ms is about 55 ms

I M P LI CIT

_‘__A____

STRATEGIES




Unconscious priming: What
don’t see can affect you

at subliminal suggestions like “Drink
)l as mind control iIs false
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leasuring gut reactions

s focus on the center of the

gulus at a fraction of a
orime)

we present a




\/hen the conscious Mmind and unconscious
cactions provide conflicting signals
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oda, a car produced by
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\Millward Brown Results: Link

MBUK Online Finished Film Norm

Car Bakers Total

Distinctive
Enjoyment Top 1% Involving Interesting
Involvement Top 15% Sisturbing —

Branding Top 30% i
Memorability Top 10%

Positive Emotion Top 10% |

Message (prompted) Top 20%




e Implicit Emotions Test (“gut

lons”) told a very different story

Age Effects
35 -
30
25 -
20
15 -
10
5 - JBelow 40
_g ] - B Above 40
-10 - -7.33
-15 -14.97
H Subliminal Skoda ‘ Control ‘
H Below 40 | 30.14 | -7.33 |
|8 Above 40 | -14.97 | 8.02 |




hat did the undetected
e effect mean?
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bottom line: Predicting behavior

asychological research demonstrate that self-
gles are poor predictors of behavior
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Conclusions

asumers IS about associations,
L the stories that make them

they can’t tell you




