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	When you adjust your marketing communication to the mental preferences of your target, you will get a higher positive feedback, even when it’s a low involvement product.
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Chapter 1: Introduction

1.1 Introduction

As our world is flooded by many different products that are produced by many different manufacturers, consumers can have a tough time making choices when buying a product. Because many products are of similar quality, a purely rational weighting of pros and cons of different manufacturers’ products often does not result in a clear ‘best choice’. This of course, is why marketing is a billion euro business worldwide. Because marketing has become such a lucrative industry, marketers try to find the most effective way of reaching consumers with their messages. Findings from different disciplines like psychology can be used to understand why certain messages are more effective than others and as such, a multidisciplinary look on the subject can yield new and exiting insights.
The subjects “Psychology and Marketing” can be approached in different ways. We can choose for the encyclopedic way and look at the differences and similarities between psychology and marketing and talk about the overlapping part. However in this dissertation I will discus the disciplinary way: Psychology as basic discipline and Marketing as the scope. Since terms like costs, value and profit of the business economics were not sufficient enough for the explanation of management questions, like: “Who buys what, where and why?”, additional theories are included in the arsenal.  The question ‘how’ is included, to make it more applicable for the marketing. How do I approach my target, to be sure I get a response? Whereas the Involvement Theory of Petty and Ciacioppo explains the method of approach according to level of involvement, the mental preferences theory of Ned Herrmann explains how to approach when you know the mental preferences of your target. 

In combination this dissertation will try to answer the question: Is the level of response higher when you apply your marketing communication to the mental preferences of your target, even though the receiver rates it as a low involvement product?

This dissertation could not be success without the creative advertisement knowledge of communication bureau Synergie. A database of Blauw research, that created the possibility to conduct a significant research and access to the questionnaire that determines the mental preferences of the receiver. Last but not least Dr. Rebel, who guided and inspired me trough this dissertation with his enthusiasm and expertise.  

1.2 Dissertation question and research questions.


Is the level of response higher when you apply your marketing communication to the mental preferences of your target, even though the respondent rates it as a low involvement product?

1. What are the theories that are used to predict the mental preferences of the receivers in this dissertation?

2. What do we know about the central theory of Ned Herrmann’s  Brain Instrument?

3. What is the difference between a high involvement and a low involvement product according to Petty and Ciacioppo?

4. What is the method used to gain insight and knowledge into the appreciation of the eight different prints (high and low involvement), by consumers with different metal preferences? 
5. What are the results?

Via these questions I will try to gain knowledge and insight into the value of segmenting on the cognitive brain dominance of the target for high involvement and low involvement products. 

1.3 Defining dissertation

· I will use my own translation of the Herrmann Brain Dominance Instrument (HBDI)into the use of marketing.

· Concerning the communication-expression I will confine myself to prints only. 

· Difference in age will not be taken into consideration in the research.

· Difference in gender will not be taken into consideration in the research.

1.3 Research method


Literature
Most of the literature is acquired from the Herrmann Brain institute, Synergie, Blauw research or the Internet. Furthermore I used the books prescribed by the study program of Integrated Communication Management and books used during my minor Psychology. 

Practice  
Quantified research.

· Case research with print advertisements. 

Chapter 2: Theory

2.1 The background of the whole brain thinking model

We do not see things as they are, we see things as we are. Ned Herrmann developed with electroencephalography (EEG)
 research at General Electric a metaphoric model of the brain, based on his own brain based research and observable evidence. The Herrmann Model has been highly validated over the last 30 years, with over two million learners worldwide. From the start the profile data of the learners is processed anonymously. This data is used for statistical research and profile prediction. In combination with years of experience the Herrmann Brain Dominance Instrument (HBDI) helps people to understand their own mental preferences (Herrmann, 1996). 
The validation of the used questionnaire consists of EEG/MRI
 tests and correlation with other instruments. Many organizations around the world use the HBDI for the development of people, teams and organization. 

2.2 Mental preferences  segmentation


Ned Herrmann (1996) believes that thinking styles can be best described as a coalition of four different thinking selves. Left defines ratio, right defines emotion. In addition there are different layers: the outer layer stands for thinking (cognitive) and emotions (affective), the inner layer stands for instinct (conative). In the Whole Brain Model, these four different thinking selves are characterized as follows:
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Figure 1: The whole brain model  (Herrmann, 1996, p. 15)
The upper left (A) quadrant is the dominant part of ‘the analyzer’. It’s logical, rational, critical and realistic. It analyses and quantifies and is, in short, the brain part for facts and numbers.
The lower left (B) quadrant stands for ‘the organizer’. It is the careful, formal part of the brain. The part that keeps us from taking risks, that looks for insurance, controls, organizes and administrates. It thinks in plans and processes, organizes data and makes detailed overviews.   

The lower right (C) is the ‘communicator’. The verbal, sensitive part likes to solve personal problems. This part is intuitive, expressive and often shows its attention to spirituality and relations.  

The upper right (D) is the part of the creator. Here it is the visualization that’s on top. This part thinks in big lines, conceptualizes and is open for the artistic human being. This part of the brain helps us to improvise and take risks.

What is important is that we all own a unique combination of the characteristics that belong to the four quadrants. Most people have about two or three dominant preferences. Only some people have only one dominant preference (7%) and people with four dominant preferences are even less situated (less than 3%) (Ned Herrmann, 2007). 

All of us have some degree of the four characters of the Whole Brain Model available to us. We all have connections that allow for direct interaction between these specialized areas, so we do have the bandwidth necessary to learn. (Herrmann-Nehdi, 2008) This explains the discomfort when we are not comfortable or knowledgeable about a subject. Try writing your name with your non-dominant hand. This will probably result in an uncomfortable feeling, but at the same time serves as a good example of doing a task using the non-dominant part of the brain. 
The assessment tool, Herrmann Brain Dominance Instrument (HBDI) developed in 1977 and finalized in 1981, quantifies the degree of a person’s preference for each of the four styles. (Herrmann, 1996, pp. 6, 7) 
The four-quadrant model is an organizing theory of how the brain works: four thinking styles are metaphorically representing the two halves of the cerebral cortex (Figure 2: Sperry’s model) and the two halves of the limbic system (Figure 2: MacLEAN’s Model). (Herrmann, 1996, p. 15).  The limbic system nestles in and underneath the cerebral cortices, which makes it difficult to detect. These two models translate to the whole brain model of Ned Herrmann.  (Herrmann, 1996, p. 14) Although Herrmann’s Brain Instrument is based on the models of Sperry and MacLean, it has to be taken into consideration that these models are out of date. The psychology of the human brain is more complicated than suggested in figure 2, but the model can still be used as a clear cut reference. 
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Figure 2: The Herrmann Brain Dominance Instrument (HDBI) (Herrmann, 1996, p. 14)
The HBDI clarifies your personal style of thinking, learning, communicating and decision-making. It shows where the preferences come from and visually organizes them in an accessible manner. The information can be used in several ways. It varies from looking for the right person for a specific task, the realization of changeable objectives, to the improvement of interactions with customers. (Ned Herrmann, 2007)
The HBDI is meant as self-research. It’s not a psychological or IQ test. It simply gives a judgment free visual of a person’s mental preferences. It gives insight to the reasoning of the thinking, behavior and communication. With this insight more goal oriented choices can be made. (Ned Herrmann, 2007)
The HBDI asks 120 questions about education, work, leisure, personal description, values and introversion versus extraversion. The answers lead to a synoptic overview of the preferences. 
2.3 Underlining theory


According to the HBDI most people who are most likely to work in design and communications are right brain dominant. These people are also the ones that mainly create the advertisements of an organization. This might explain all the right dominant advertisements on the market, because these advertisements speak most to the creators. 
Figure 3
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Figure 3: Preference Indicator (Herrmann, 1996, p. 8)
Though it’s not the focus of this research, it underlines my reasoning. If only one integrated message is sent out, which might be, according to my statement made above, mainly right dominant, the target of left dominants are left out. This raises the question: Should we send one integrated message in four different styles to cover all brain segments present in our target group? This is primarily interesting for products or brands that are targeted to the whole of society. 

2.4 Whole Brain Model in Marketing


In this dissertation I will adjust the message to the mental preferences of the receiver by text, lay-out and visuals. According to my own translation of the HBDI, which can be found in chapter 3.3 the HBDI will be applied in marketing. The A quadrant message will be exposed to four groups which are A, B, C or D dominant. Measured is which group gives the highest positive response to the advertisement. Expected is that group A will give the highest response to message A.  

2.5 Previous research with the HBDI 


Over 30 years of practical experiences proves that using different design and delivery approaches improves and facilitates the learning experience by engaging each of these four specialized quadrants of the HBDI. (Herrmann-Nehdi, 2008). Since the persuader uses its advertisement to teach or reach the receiver, this information has great usage for underlining the reasoning of the test. 
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Figure 4: The Whole brain Instructional Strategies (Herrmann-Nehdi, 2008)
A distinction is made between the learning techniques of the brain segments. For each quadrant different techniques will give the best learning response. Applicable to each segment it has to be kept in mind that human memory has two sources: pay attention to both visual and auditory inputs into memory, but don’t overdo it. Only relevant, illustrative graphics really teach. Text and graphics need to be integrated and placed near each other to have full effect. New knowledge needs to be retrieved from long term memory back on the job and setting up that contact will help set that up mentally. Learning is enhanced by challenge. Engaging learners’ emotion is critical to retention and learner engagement. (Herrmann-Nehdi, 2008).  

Next to that it’s important to recognize the consequences of the teacher’s preferences effect on its teaching style. As mentioned in chapter 3.1 the marketer’s mental preference, in this case the teacher, should not be dominant in his or her communication. It’s important to speak to different brain segments, since your target’s preference can and will change. The proof exists that learning styles and brain based theories of teaching and learning do improve the effectiveness of our learning under the right conditions (Herrmann-Nehdi, 2008).

2.6 BSR model


At Market Response Nederland and the Smart Agent Company the Brand Strategy Research (BSR) model is used for segmentation- and experience research. BSR creates insight in the basic needs, motives and strategies within a certain domain, for example habitation or government communication. 

To optimize the development of the advertisements I also study the knowledge of the BSR model. I want to use all the information available to make sure that I am aware of all the preferable advertising elements preferred by the target. Therefore I compared the BSR with the HBDI, to be sure the information used of the BSR model is applicable to the HBDI.

The segmentation of the BSR is done by ‘control’, ‘harmony’, ‘safety’, and ‘manifestation’. This is called consumer segmentation. In combination with ‘classical’ variables like socio-demographic and historic behavior variables this motivational segmentation is a valuable basis for target selection, product and communication development. (Wolters, Reitsma, Lamme, Hop, & Reitsme, 2007).

The BSR model is a psychographic model, which makes use of two dimensions that creates four quadrants, sometimes called motivational segments or experience worlds. The horizontal axis is the sociological dimension, where there has been made a separation between individualists/ ego-orientation and socialists/ social orientation. The vertical axis is the so called psychological dimension which separates between extravert verses introvert.  
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Figure 5: BSR model
This basic model can be divided in four types of consumers that are described as follows:

· Harmony: The yellow quadrant, people with an open minded, cooperative attitude towards others and the society. Harmony seekers like to work together and are looking for the optimal balance between family, work, home and society. The motto of this group is: ‘We will figure it out together’.
· Protection: The green quadrant, are also group-oriented people, but this group doesn’t create an open society, but a ‘clan’, for example family, the neighborhood etc. This creates the feeling of safety (together you stand strong). A clan creates its own norms and values (culture), which can clash with other clan’s.

· Control: The blue quadrant consists of people who are individualistic, manifest and focus on getting control on life, future and more. Power can be described as the archetype. People with this attitude have a good chance of getting high on the social ladder as they find their career important. 
· Vitality: The red quadrant, consists of individualistic people,  but they have a more open attitude towards society. They also have their own norms and values, which are expressed in a progressive life-attitude. Self development is important.


The BSR model is used all over the world, as is the Herrmann Brain Dominance Instrument, but is mainly practiced in the Netherlands. The BSR model and HBDI model are really similar, even though they have a completely different background (Wolters, Reitsma, Lamme, Hop, & Reitsme, 2007). 

Just like the HBDI the BSR works with a ‘word’ test
, and according to Wolters' (2007) word test the BSR and HBDI have a lot in common. The similarities start in the four quadrants visualization. Rijnconsult and SartAgent combined a questionnaire of the BSR and HBDI to test the correlation between the two models. The results are to be found in  table 2.1
[image: image7.emf]
Table 2.1 average HBDI-quadrant score per BSR world (Wolters, Reitsma, Lamme, Hop, & Reitsme, 2007).

This table illustrates the comparison between the BSR and HBDI. The scores are high enough to confirm the correlation between the HBDI quadrants and the BSR-worlds (Wolters, Reitsma, Lamme, Hop, & Reitsme, 2007).

The BSR cannot simply be translated to the HBDI, nor can it be done the other way around. Although the possibility exists, a translation should only be done with care.  In table 2 the correlation between the two models can be found. 
	HBDI
	BSR

	A-Quadrant, the Analyzer (Blue)
[B-Quadrant, the Organizer Green]
	Group Control (Blue)

	B-Quadrant, the Organizer (Green)
	Group Protection (Green)

	C-Quadrant, the Communicator (Red)
[B-Quadrant, the organizer (Green]
	Group Harmony ( Yellow)

	D- Quadrant, the Communicator (Yellow)
D-Quadrant, the Creator
	Group Vitality (Red)


Table 2.2: comparison HBDI with BSR
2.6 Brainstyles (breinstijlen)

Blauw research created a model based on the theory of Ned Herrmann. It puts consumers in groups by asking questions that are based on the use of the left or right brain. Next to that they differentiated on the basis of abstract and concrete thinking (behavior).  The left side of the model is for the rational human type. The right side of the model stands for the emotional human type. A person of whom the behavior is based on ‘thinking’ is on the upper half of the model.  The person whose behavior is based on ‘action’ is on the lower half of the model. 

There are the four ‘main’ preferences, the Analyzer, the Synthesizer (Creator), the Planner (Organizer) and the Networker (Communicator).   Additional to those four, the ‘brain-styles theory’ added five types in between.  The definitions named to describe a synthesizer are ‘inventive’, ‘no routine’,’ conceptual’; the central question is ‘what if?’ With an organizer you must think of ‘working together’, ‘intuitive’,’ focused on people’; the central question is ‘who?’ The Planner is described by the definitions ‘organized’, disciplined; eye for detail and this person asks the how? question. Last the Analyzer, which can be described as a ‘logic’ ‘thinker, numbers, critical and asks the question ‘what’ Brain-styles theory claims to be an alternative, or addition to, other segmentations theories (Jonkheer, Bram;, 2008).
To give an idea of the brain-styles model of Blauw Research, I took the test and illustrated the results at figure 4. 
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Figure 6: Breinstijlen model with the mental preference of Fleur Vet

Description of my mental preferences.
You’re intuitive and creative, and you bring the abstract world of ideas and the more concrete world of personal relations closer together. Numbers and facts are not so important to you. Visions, strong commitment, relations and emotions are much more important. If you believe in something you can transmit this on other with much conviction. Flair, fun and alternation are the key words. You can develop plats and transmit those well on others, because you use concrete examples that illustrates your abstract ideas. You are known with the IF-question, to new possibilities, but you also ask the WHO-question: to whom can this be relevant? You feel what others need.  Customer orientation and user friendly are definitions that you can easily give context to. 

Blauw research will contribute to my research with their availability of a participant database. Since the brain style model overlaps, which makes it harder to create a clear differentiation between the prints; in this study the four segmentation definitions of the HBDI are used. The segmentation and meaning are the same, but they are labeled differently. 

	HBDI
	BRAINSTYLES

	Analyzer
	Analyzer

	Organizer
	Planner

	Communicator
	Networker

	Creator
	Synthesizer


Table: 2.3: comparison labels HBDI with Bainstyles.
2.7 ELM integrated in whole brain model research. 

During this research the participants are also asked to rate their likelihood to purchase the product. There are several Involvement Theories and implications, Krugman’s Passive Learning Theory, Sherif’s Social Judgement Theory and Petty and Cacioppo’s Elboration Likelihood Model. In this study I will discuss the Elaboration Likelihood Model (ELM), developed by Petty and Cacioppo (1986). The ELM views persuasion primarily as a cognitive event, meaning that the targets of a persuasive message use mental processes of motivation and reasoning. (Dainton & Zelley, 2005, p. 109). According to the ELM there are two possible methods or routes to influence: centrally routed messages and peripherally routed message. The peripherally route targets a generally different audience than the centrally routed messages. Just like the HBDI, ELM emphasizes the importance of understanding audience members before creating a persuasive message. Central to this model is the "elaboration continuum", which ranges from low elaboration to high elaboration.

The Central route is predominating under circumstances that promote high elaboration, because of that it requires a great deal of thought. Centrally routed messages include rational arguments, wealth of information, and evidence to support a particular conclusion. According to the ELM, central routed messages will only succeed in long-term change if two factors are met: the receiver has to be highly motivated to process all the information given and the target must be able to process the message cognitively (Dainton & Zelley, 2005).  If these requirements of the message are met, the message will most likely be accepted, and if unfavorable thoughts are generated around the presented arguments, the message will most likely be rejected. (Petty & Cacioppo, 1986)
There is made a distinction between three types of arguments: Strong arguments which create a positive cognitive response in the mind of the receiver, neutral arguments generate a noncommittal cognitive response from the receiver and weak argument produce a negative cognitive response to the persuasive message, which can even create a boomerang effect, thereby reinforcing the opposing point of view (Dainton & Zelley, 2005).
The peripheral route to persuasion often relies on environmental characteristics of the message. When motivation or the ability to understand is missing with the target audience, the persuader can use the peripheral route to persuasion. These messages are relying on the receiver’s emotional involvement, the perceived credibility of the source, quality of the way in which it is presented, the attractiveness of the source, or the catchy slogan that contains the message (Petty & Cacioppo, 1986). One down-side of the peripheral route is that in only leads to short-term change, if any change at all. There are seven types of peripheral cues that signal the use of a peripheral message: contrast, liking, reciprocity, scarcity, commitment, authority and social proof.

Just as the distinction made between the types of arguments in the central route, peripheral message can be evaluated in three manners, positive, neutral or negative. Positive peripheral message are perceived favorably by the audience and create a positive moving state. Neutral peripheral messages leave the receivers feeling emotionally undecided.  Finally, negative peripheral messages cause negative or disapproving emotional responses within the receiver (Dainton & Zelley, 2005).  

The HBDI and Involvement Theory can be integrated according the parts of the brains used while processing a product choice. To illustrate that, I created a model where the influence of the Involvement Theory can be found in the HBDI. In the model below you find a different view on figure 2.
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The Elaboration Likelihood model will be used to distinguish between the differences in the advertisement likelihood, when the product is low-involving or high-involving for the participant. This will illustrate the value of the HBDI for high and low involvement products. 

How to influence the decision making process for low and high involvement products?
Questioned is the difference in messaging for a low involvement product and a high involvement product. The ads, products and information about the product’s attributes are carefully evaluated for high involvement products. Peripheral cues are less important to the person who is highly involved with the product. 
Low involvement products and ads are not evaluated carefully and what the ad says about the attributes is not so important. For low involvement products the peripheral cues are quite important. Here must be thought about endorser, music, nice pictures etc. A high involvement product mainly becomes a low involvement product after the first trial. This goes under the name of ‘Brand Loyalty’. Consumers are loyal to a brand and don’t think about what they buy. How can low involvement products, become a high involvement product, so they switch to another brand, your brand? Perhaps target them with the help of the Herrmann Brain Dominance Instrument. 

The search for low-involvement products is passive, only a few sources are used.  The evaluation and decision-making process is at the point of purchase when the product seems to be an acceptable solution. The decision is often driven by the limbic system, and as such by emotions. This means it skips the whole process of the neo-cortex. This explains why low involvement products are mainly bought on impulse.
Often the liking of the product starts after trial. Not many attributes are used in the decision-making process, often its only price based. The person will not actively search for a specific brand or visit many stores, and when the decision is made it’s often made whilst in the store, not beforehand.

Liking for the brand may only come after product trail, but the question of how to make people try a product remains. Advertising should focus on key points, high repetition, TV advertising and the use of likable peripheral, visual or auditory cues. 

The ads, products and information about the product’s attributes are carefully evaluated with high involvement products. Peripheral cues are less important to the person for who is highly involved with the product.  A problem could be the planning of the highly involved person. It includes an active search and many sources are used.  When a decision is about the many attributes of the product, peripheral cues are not important. The product should be the optimal choice considering all alternatives and the decision making process takes place before the point of purchase, because the product is liked before the trial. 
According to Rebel (1996) Petty and Cacioppo’s attitude-behavior relationship actually deals with the opinion-behavior relationship. Opinion responses are methodical devices with which one tries to measure an attitude (Rebel, 1996). Through measuring the opinions of the respondent, we are able to measure the attitude of the respondent. As many communication strategies presume, attitude is what leads us to behavior.  Opinion as responses are indicators of attitudes; intentions to behave. Behavior can be split into two types, verbal behavior and concrete behavior.  In this study I will measure the opinions of the respondents, which may be best interperted as auto-referring devices and not as predictors of behavior. (Rebel, 1996)
	  
	Behavioural forms:
	Single
	Enduring

	Involvement:
	 
	 
	 

	High (cognitive)

Central processing
	 
	Decision/ 
Choice
	Life-style/ 
Self expression

	Low (affective)

Peripheral processing
	 
	Impulse/
Reflex
	Habit/ 
Role


Table 2.4: Rebel’s conception of behavioural patterns based on cognitive science
Chapter 3: Method


3.1 Description of the research.

To answer my dissertation question: Is the level of response higher when you apply your marketing communication to the mental preferences of your target, even though the respondent rates it as a low involvement product? Eight advertising prints are developed to test the level of positive response to each of the prints by the four different cognitive dominant groups, with the help of communication agency Synergy
Four prints of a low involvement product (Salt) are created. These four prints all contain the same message, but with lay-out, visuals, colors and copy adjusted to the mental preferences of the receiver. The same is done for a high involvement product (Television). In total eight different prints are shown to the participants. Two prints which apply to cognitive dominant segment A Analyzer, two prints which apply to cognitive dominant segment B Organizer, two prints which apply to cognitive dominant segment C Communicator and two prints which apply to the cognitive dominant segment D Creator. 
In this quantitative study a database of 540 participants is used. All four brain-dominant groups represent 25 percent of the total.  All eight prints are sent to the participants, including a short questionnaire. In the appendix you can find the original Dutch and the English version. The questionnaire will test the hypothesis of the method used to design the advertisements.  
The research is conducted in four parts described underneath:

Part one:
· Four low involvement prints are shown in random order.
· The respondent is asked to choose the print which appeals to him/her the most.

· The time that passes   until one favorite print has been chosen is measured.

· The respondent is asked to rate his or her  level of involvement with the product/brand.
(If the respondent rates it as a high involvement product, the results are not used in the analyses.) 
Part two:

· Four high involvement prints are shown at the same time.

· The respondent is asked to choose the print which appeals to him/her the most.

· The time that passes to choose one favorite print is measured.
· The respondent is asked to rate his or her  level of involvement with the product/brand.

(If the respondent rates it as a low involvement product, the results are not used in the analyses.)

Part three:

· All eight prints are shown in a random order.

· The respondent is asked to rate each of the prints on its likability level on a scale from 1 to 10 (10 =speaks to me the most, 1 = doesn’t speak to me at all). 

Part four:
· A questionnaire is taken about the highest rated low involvement print.
· A questionnaire is taken about the highest rated high involvement print. 

In a short questionnaire the participant is asked closed questions about the likability of the product and what elements (visuals, heading, body, copy etc.) of the print influenced the receiver. 

3.2 Goal of the research. 

The goal for the qualitative research is formulated as follows:

To gain knowledge and insight into the appreciation of four different types
 of low involvement advertisements, by consumers with different mental preferences. As well as the gain of knowledge and insight into the appreciation of four different types of high involvement advertisements, by consumers with different mental preferences. 
This creates the following research points:

· The interest in the advertisement and the advertisement elements.
· The level of involvement with the product.

· The understanding of the message.
· The critique on the elements of the advertisement

· Visuals
· Heading and body copy

· Colors

· Lay-out

· Appreciation of the advertisement in total.

The research is conducted with the help of 540 respondents. The target group consists of the following types:
1. Analyzer 
2. Organizer (Planner
)
3. Communicator (Networker
)
4. Creator ( Synthesizer
)
3.3advertisement preferences

To be able to create advertisements adjusted to the mental preferences of the target, it is necessary to make out what those advertisements need to consist of. Every person has his or her own set of mental preferences, which has its own routes to influence. The line-up underneath is to give an idea of what those routes can consist of. Under each list you can find a detailed list with, the archetype, the main question that needs to be answered and required communication for that specific group.

 Analyzer

· Facts

· Numbers

· Clearance

· Abstract

· Results

· Individual
· Technical

· Solutions

· Calculated

· Cold

· Critical 

· Objective

· Rational

· Logical

· Analyzes

· Prestige

· Value

· Arguments

· Brand oriented

· Product information

· What does it do for you?

Archetype: The result
Question: What?
Communication: Logic, clear and calculated
B. Organizer
· Planning

· Discipline
· Eye for detail

· How?

· Practical 

· Practical examples

· Serious

· Insurance

Archetype: the function
Question: How?

Communication: Structure, step and stones, controlled.

C. Communicator

· Working together


· Intuitive

· Focused on people

· Emotional
· For whom?- question

· Understanding

· Faith

· Selling

· Writing

· Lead others
· Text style

· People

Archetype: The Ambiance
Question: Who?

Communication:  Feeling, emotions, story telling.

D. Creator

· Ambiance

· Inventive

· No routine

· Conceptual

· What if?

· Metaphors

· Dynamic

· Involvement

Archetype: The challenge
Question: Why
Communication: Intuition, fantasy, metaphorical

3.4 Product choice


To test the second part of the hypothesis the distinction is made between a high involvement and a low involvement product. In chapter 2.7 it’s already explained in detail what the differences between a high and low involvement products are, so if you do not understand the product choice that’s made I highly advise you to read that part of the dissertation again. 
The high involvement product is the Philips Ambilight Aurea. A television is a product that is generally bought more than once in a lifetime, but not impulsively. Before the prints were created, a detailed list of information about the product preferences per segment is made.  
Philips Ambilight Aurea

A. Analyzer


· Philips Aurea

· The whole 9000-series of the Ambilight assortment starts at a minimum screen of 94 cm.

· Full HD 1080p for 5times more pixels and sharper images.

· Unique technology for dimming the background light, 10x better contrast.

· 100Hz Clear LCD for clearer movements.

· EISA Award of 2007/2008 for Full HD LCD TV's.

· Perfect Pixel HD-technology.

· Designed by Philips .
· Research has proven that the Ambilight releases the tension on your eyes, because the flow in light changes. This means there is less fatique for the eyes.

B. Organiser

· Color Booster for more lively colors and natural skin-tones. 

· Beauty is in every detail.
· You will not miss anything.
· Higher level
· Colors and contrasts that this technology brings to you is crowned with the EISA Award
· Everything is more clear. 
· Easy to install
· HD quality
· The number of images is doubled and the reaction time is brought back to only three milliseconds, this gives an unbelievable effect and filters out the blurry images, even of fast moving objects.
· The advanced techniques in the area of move detections and advanced compensating methods and interpolation methods in the area of movement, the new HD naturals motions brings you natural flowing images and clearance. This is because of the redundancy of shakings on the screen that you normally see in films.
C. Communicator

· Unbelievably clear and sharp.

· Extra dimension in every action scene.

· The action comes out of your screen.

· Watch your favorite movie with the Ambilight. 
· Enjoy a cinema experience in your own home. 
· Relax and enjoy .

· Ambilight doesn’t only show a lot of colors, but also releases the tension on your eyes.
· No blurry images, not even with fast moving objects.
· Surrounded by light.

· Combines images and sound in style.
· Wider watch angle, so watching TV with more people in a comfortable manner.

· Simply fantastic viewing.
D.  Creator

· A wonderfull design

· The new Aurea gives extra style to the new and impressive Ambilight range.
·  The Aurea is designed for esthetic perfection and the simple and wonderful materials will seduce you.
· A peace of art.
· Watch the new Aurea and you will see its beautiful design. 

· The design contains soft and flowing lines. This will give extra elegance and shows its quality. 

· The slim white frame gives a modern classical ambiance.

· The Ambilight 2-canal and surround creates an astonishing result in black and silver or just in black. 

· Something extra for your interior. 

· Even when the new Ambilight TV’s are switched of, they give a stylish extra to your interior. 
Jozo salt

A. Analyzer

· Brand Jozo

· Prevents goitra, a distension of the thyroid gland.
· Watch  www.voedingscentrum.nl
· Exists since 1929
· Purest salt.


B. Organiser

· Very pure
· Constant quality.

· Because of fine salt, easy to use.
· Easy to close. 

· A better hold on fish

· Less tears while cutting an onion

· Nicer coffee.
C. Communicator

· Natural product. 

· With a long tradition
· For the complete family.
	
	


D. Creator

· Can not be missed on the kitchen table.
· Salt, an essential ingredient.
· No salt no taste.

Chapter 4: Results
4.1  Intoduction

The results of the first part of the research will answer a part of my research question: Is the level of response higher when you apply your marketing communication to the mental preferences of your target? 
The first part of this research, the participant is asked to select the print that speaks the most to the participant. If this is the print adjusted to their cognitive dominant mental preferences we can conclude that the first part of my research question is accepted. 

The second part of my hypothesis: even if it’s a low involvement product, is answered by statistical research where the respondents were asked to grade the prints on their likability. The differences between the grades per group (low involvement group and high involvement group) are measured to create insight in the importance of the segmentation per group. The time to select a favorite print is also measured, to gain knowledge about the differences in the orientation process at a low and high involvement product. 
When the time measured to select a low involvement product is equal to the time measured to pick a high involvement product and the average grades of the elements which influenced their brand image are the same for the low and high involvement products, my hypothesis that marketing segmentation on the cognitive dominant brain segment works, even when it’s a low involvement product, can be accepted.  
The results will be described per cognitive brain dominance. Expected is that, for example the advertisement adjusted to the mental preference elements of target group A will have the highest positive response by group A. 
I will go in to:

I. The involvement with the product.
II. The total percentage per segment that made the correct choice. 

III. The average time that it took the respondents to choose their favorite print. 

IV. The attention drawing elements of the advertisement.
V. The understanding of the advertisement message.

VI. Judgment of visual, color and copy.

VII. Preference for the advertisement in its total. 
The research is conducted with the help of Blauw Research. That’s why the dominant segments are labeled with the names that Blauw uses instead of the names Ned Herrmann uses. To limit the confusion I will include a legend of the names. 
	HBDI
	BRAINSTYLES

	Analyzer
	Analyzer

	Organizer
	Planner

	Communicator
	Networker

	Creator
	Synthesizer


4.1.1 The involvement with the product.


To test if the distinction between the chosen high and low involvement products, salt and television, was correctly made. The respondents were asked to rate their level of involvement while buying the product. 

	Involvement in buying process of salt(v6) 
	
	
	

	
	Analyzer
 (n=114)
	Organizer 
(n=151)
	Communicator
(n=157)
	Synthesizer
(n=11)
	Total 

(n=540)

	Low    1
	        25%
	22%
	22%
	23%
	23%

	2
	        11%
	8%
	15%
	15%
	13%

	3
	        14%
	10%
	11%
	9%
	11%

	4
	        12%
	12%
	8%
	10%
	10%

	5
	        10%
	11%
	9%
	8%
	9%

	6
	        11%
	16%
	15%
	13%
	14%

	7
	          8%
	11%
	14%
	12%
	11%

	8
	          6%
	8%
	5%
	6%
	6%

	9
	          1%
	1%
	1%
	
	1%

	High 10 
	         2%
	2%
	1%
	4%
	2%

	Totaal
	       100%
	100%
	100%
	100%
	100%


Table 4.1
At the table above shows: 66.8 percent of the respondents rated their involvement of the buying process lower than a 5 of which 22,7 percent even rated it as 1. Therefore we can assume that salt is a low involvement product for our respondents. 

	Involvement in buying process TV (v18)
	
	
	

	
	analyzer (n=114)
	planner 
(n=151)
	networker 
(n=157)
	synthesizer 
(n=118)
	total 
(n=540)

	Low     1
	1%
	1%
	        0%
	           1%
	1%

	          2
	1%
	1%
	3%
	
	1%

	          3
	1%
	1%
	1%
	           3%
	1%

	          4
	2%
	3%
	0%
	           2%
	2%

	          5
	2%
	1%
	3%
	     2%
	2%

	          6
	4%
	5%
	8%
	     3%
	5%

	          7
	14%
	16%
	22%
	      19%
	18%

	         8
	35%
	34%
	31%
	     28%
	32%

	         9
	19%
	18%
	19%
	     21%
	19%

	High   10
	21%
	22%
	13%
	    21%
	19%

	Total
	100%
	100%
	100%
	    100%
	100%


Table 4.2

The table above shows the results for the same question about how high the respondents rate their involvement in the buying process of a television.  88 percent of the respondents rated it as a 7 or higher. Therefore we can assume that a television is a high involvement product for the respondents. 
4.1.2 The total percentage per segment that made the correct choice. 


In the table below the results of the respondents favorite advertisement choice can be found. My hypothesis claims, that when you adjust your marketing to the mental preferences of your target, you will get a higher positive feedback. To be able to accept the hypothesis the Analyzer has to score the highest percentage at Jozo A, the Organizer (planner) at B, the Communicator (networker) at C and the Synthesizer (Creator) at D. Although, the prints can be interpreted on different elements which means a perfect score is almost impossible.  
	Advertisement preference Jozo (v2a)
	
	
	

	
	analyzer 

(n=114)
	Planner

 (n=151)
	Networker 

(n=157)
	Synthesizer 

(n=118)
	total 

(n=540)

	Jozo  a
	36%
	42%
	41%
	41%
	40%

	Jozo  b
	22%
	24%
	27%
	22%
	24%

	Jozo  c
	17%
	22%
	18%
	19%
	19%

	Jozo d
	26%
	12%
	13%
	19%
	17%

	Total
	100%
	100%
	100%
	100%
	100%


Table 4.3
As can be seen in Table 4.3 the majority in each of the four groups rated print A highest. This could mean that this print was designed best and as such appeals to all groups more or less equally. To eliminate the effects of design, this table will be analyzed vertically and horizontally.  

The majority (36,2%) of the Analyzers chose the print that is adjusted to their mental preferences, as was expected, but print A did score best at the rest of the groups as well. Print D was rated 2nd best, print B came 3rd and print D was last.

The Organizers (Planners) were even clearer in their choice for print A with 42% of the group rating it best. Unlike the Analysers they rated print B 2nd best, whereas the Analysers’ number 2 in line came last. So far things aren’t looking too bad for my hypothesis, but after looking at the Communicators’ (Networker) and Creators’ (Synthesizers) scores, things start to look rather bleak. Both the Communicators and the Creators agree with the Planners on Print A being best, B being 2nd best, C coming in 3rd and rating D last. When solely looking at these figures, one would say most people agree on the order of advert appeal of this low involvement product, despite their differences in brain style. These figures alone do not support my hypothesis.
	Advertisement preference Philips Aurea (v4a)
	
	
	

	
	Analyzer 

(n=114)
	Planner

 (n=151)
	Networker 

(n=157)
	Synthesizer 

(n=118)
	total 

(n=540)

	Philips A
	31%
	28%
	31%
	29%
	30%

	Philips B
	29%
	30%
	28%
	30%
	29%

	Philips C
	22%
	19%
	23%
	25%
	22%

	Philips D
	18%
	24%
	18%
	16%
	19%

	Total
	100%
	100%
	100%
	100%
	100%


Table 4.4
When we look at the results in Table 4.4 concerning the adverts for the high involvement product, we see something quite similar to the findings we did whilst looking at Table 5.3. Although there isn’t as clear a preference for one advert across groups, we do see that all groups rate Print A and Print B as the most appealing adverts. Slightly more Analysers and Communicators prefer Print A over Print B, but the Organizers and Creators more often pick print B over A. The other two prints are picked less across groups, although only the Organizers pick print C least. Again these findings are non-supportive to my hypothesis.
	Value of advertisements Jozo A (v5_1)

	
	Mean

	analyzer          (n=114)
	7.1

	planner           (n=151)
	6.9

	networker       (n=157)
	6.9

	synthesizer     (n=118)
	6.6

	total               (n=540)
	6.8

	Advertisment value Jozo d (v5_4)

	
	Mean

	analyzer       (n=114)
	5.6

	planner        (n=151)
	5.2

	networker    (n=157)
	4.9

	synthesizer  (n=118)
	5.2

	total (n=540)
	5.2


	Adverstisemnt value Jozo c  (v5_3)

	
	Mean

	analyzer      (n=114)
	5.6

	planner        (n=151)
	6.2

	Networker    (n=157)
	6.0

	synthesizer  (n=118)
	5.7

	Total           (n=540)
	5.9

	Value of advertisements Salt B (v5_2)

	
	Mean

	analyzer      (n=114)
	5.7

	planner        (n=151)
	6.3

	Networker    (n=157)
	6.3

	synthesizer  (n=118)
	5.6

	Totaal           (n=540)
	6.0



To double check the appreciation of the different Jozo prints, the respondents were asked to rate all the prints separately.  In the tables above the numbers that should have been rated the highest, according to my hypothesis are circled red.  Table 1 shows the expected result, Jozo A is rated the highest (7.1) by the Analyzers. This is also the case for Jozo B, which is rated the highest by the planners (organizers). Jozo C is rated the highest by the planner, followed by the networkers (communicators) which, according to my hypothesis, had to rate this print the highest.  The synthesizer (Creator) gave the print adjusted to their mental preferences an average grade of 5,2.   
Jozo: Analyzer
The analyzer is a group that is often forgotten in marketing communication, most commercials and advertisements are produced by, and often for, right brain dominant people.

As mentioned above, the majority (36,2% ) of the analyzers selected the print adjusted to their mental preferences. Even though Jozo A was rated the highest by all groups, the print reached the analyzer.  Another important detail is that the Analyzers gave Jozo A, a higher grade (7,1) than the other groups.  

To measure if the analyzers attitude towards the brand Jozo changed, the respondents were asked to rate the brand in the beginning and at the end of the research. The average grade changed from a 7,0 to a 7,2, which is not a major, but nevertheless a change. 
Jozo: Organizer (planner)
According to the theory the planners like to have the question ‘how’ answered in their communication. The planners chose for the print that was adjusted to the mental preferences of the Analyzer. Besides in comparison to the other groups, the attitude towards the analyzer print, the planner scored the highest (42,4%). This is not completely unexplainable. Planners are left brain dominant, like the analyzers. In addition the second most chosen print by the planners was Jozo B, which is the print adjusted to their mental preferences. 
The Jozo B print is also rated higher by the planners (6,3) than by the rest of the groups.
Overall according to the rating, the planner’s attitude towards the brand Jozo became more negative after seeing the prints. It started with a 8.5 and lowered to a 7,4 at the end of the research.  Although when questioned if their attitude towards the brand changed, 22,2 percent answered that they were more positive, 77,8 percent said it didn’t change at all and 0% said that their attitude towards the brand Jozo became more negative.    

Jozo: Communicators (networkers)

Normally an easy group to reach with adverts, this group preferred the Jozo A advert as did the other groups. This can be explained by several elements. First of all the print of Jozo A was also emotional, because of the visuals used in the advertisement. The print of the old man, which stands for tradition (appeals to Analyzers), can also appeal to the communicators. The fact that the group did not select the print designed for them, can be explained by less the appealing design. It can also mean that the networkers (communicators) are easier to reach as group.  The Jozo C print was rated second best with a 6.0, which is above the average of a 5.9. 

The communicators (networkers) started of with an average brand image of 7,3, which was higher at the end of the research with a 7,4. This is equal with the output of the question, if their attitude towards Jozo Salt changed after seeing the prints. 88,2 percent said it didn’t change.

Jozo: Synthesizer (Creator)
The Creators is a group that can adjust and live into several situations, often the group that is working in marketing communications. This might explain why the Creator did not choose for the print that was adjusted to their mental preferences. In fact it was their least favorite. Though in comparison with the other groups, it was the print which scored second best by the Creator group. They rated it with the average grade of 5.2. They didn’t like it much better or worse than the rest. According to the output of the brand image scale, their attitude towards Jozo salt lowered from a 7,3 to a 7,1. Although the question if they changed their attitude 14,7 percent  said it was more positive, 83,8 percent said it didn’t change at all and only 1,5 percent said it changed to be more negative.  
Jozo: Conclusion
The analyzer and the planner lived up to the expectation by selecting their own print or rating it higher than the other groups. An important outcome, because this implies that when you adjust your marketing to the mental preferences of an Analyzer of Planner, they will give a positive feedback.

On the contrary the communicator and synthesizer did not pick the advertisements adjusted to their mental preferences. We can speculate about the cause. 

· The communicator and synthesizer are right brain oriented and can easier live into different advertisements.  
· The prints adjusted to the Analyzer and organizer, were designed better.
· It is possible to design prints that are equally appealing to most people, despite difference in brain style.
Philips: Analyzer

Just as with the Jozo prints the majority (30,3 %) analyzers selected the print adjusted to their mental preferences as favorite.  An interesting factor is that they grade it below the average with a 6,5. 
Philips:  Organizer   
The organizer selected, with a majority of 29,7 percent, the print adjusted to their mental preferences, followed by Philips A, the other left brain oriented print.  The same thing happened for the organizer as with analyzer, in comparison to the other groups, the planner (organizer) graded it below the average with a 6,4.  Given that the differences between the grades are not significant, they are not included in the analyses. 

The overall brand image that the organizers had of the brand Philips was at the beginning of the research a 7,4 and on the end of the research a 7,5. This supports the finding of the question about the attitude change after seeing the advertisements. For 17,6 percent this became more positive, 82,4 percent said it didn’t change and zero percent said it influenced their brand image of Philips negatively. 
Philips: Networker (communicator)
The majority of the networker (communicators) 31% selected the print adjusted to the mental preferences of the analyzer. In contrary they do grade the advertisement adjusted to their mental preferences with a 6,2, which is higher than the average. Again, the differences between the grades are not significant and therefore not included in the analyses. 
The networker started of with an average brand image of 7,3, after seeing their favorite print this changed into a 7,5. This supports the finding of the question if the respondent’s attitude changed after seeing the advertisements. For 7,1 percent this became more positive, 91,2 percent said it didn’t change and 1,7 percent said it influenced their brand image of Philips negatively.  

Philips: Synthesizer (Creator)
The majority of the synthesizers chose for the print that was adjusted to the mental preferences of the planner, followed by the print adjusted to the mental preferences of the Analyzer.  The brand image of Philips by the synthesizers started with a 7,3 and increased to an average of 7,5. This supports the finding of the question about the respondent’s attitude.  For 20,9 percent  their attitude towards the brand became more positive, 78,4 percent said it didn’t change and only 0,6 percent said it influenced their brand image of Philips negatively.  

Philips Conclusion 

Both the left and the right brain dominant respondents chose for the print adjusted to the mental preferences of left dominant people. This can be caused by several elements.

· The other prints were designed better

· My translation of the HBDI into marketing was not precise enough.

· Right brain oriented people are easier to reach, so don’t necessarily need marketing adjusted to their mental preferences. 

The left brained respondents should be more difficult to reach, according to my theory. This could be caused by the fact that most people behind marketing communication are right brained. 

4.1.3 The average time that it took the respondents to choose their favorite print. 

Part of the research was to find out if adjusting your marketing to the mental preferences of the target would generate a more positive feedback for a high as well as a low involvement product. 
In the first part of the research, the time the respondents took to select their favorite print, was measured.  This was done both for the low involvement prints of Jozo, as well as for the high involvement print of Philips.
	
	Time Philips
	Time Jozo

	Mean
	134.86
	162,38

	Median
	129,87
	129,41

	Mode
	18
	35


Table 4.6
The results show that the decision to select a high involvement print was easier for the respondents than for the low involvement prints. This implies that when you adjust your marketing communication to the mental preferences of the target, this can better be done for a high than for a low involvement product. 
According to the Elaboration Likelihood Model of Petty & Cacioppo, peripheral cues are more important for products that people feel low involved to. Therefore we can assume that the adjustment of marketing communication for a low involvement product to the mental preferences of the target is less useful, than for a high involvement product. 
4.1.4 The attention drawing elements of the advertisement.

According to my translation of the HBDI into the advertisements, certain elements should play a more important factor in the design of a print than others.  Therefore a multiple regression analysis is conducted on questions 10, 11, 12, 13 and 14 of the questionnaire, to determine which of the elements had the highest influence on question 17, the general image of Jozo. The same is done with questions 22, 23, 24, 25 and 26, to determine which of the elements had the highest influence on question 29, the general image of Philips.  If the attitude towards the expected elements did influence the brand image of Jozo and Philips, we can assume that my translation of the HBDI into marketing was successful.
If the differences of the weighing factors differ between Jozo and Philips, we can conclude that my translation of the HBDI into marketing did not deliver a higher positive feedback for a low or for a high involvement product. 
	
	Unstandardized Coefficients                 Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	t
	Sig.
	

	Constant
	9,948
	,448
	
	
	22,181
	,000
	

	Visuals
	-.621
	,239
	
	-,251
	-2,603
	,010
	

	Colors
	-,398
	,236
	
	-,168
	-1,682
	,095
	

	Text
	-,217
	,240
	
	-,108
	-1,131
	,260
	

	Understanding
	-,516
	,248
	
	-,200
	-,2,081
	,040
	

	Tone of voice
	-,017
	,472
	
	-,003
	-,036
	-,971
	


1. Dependent Variable: Brand image Jozo (v17)
	
	R
	R Square
	Adjusted R Square
	Std. Error of the estimate

	Model 1
	,586
	,344
	,361
	1,308


Predictors (Constant), Tone of voice (v14), Colors (v11), Understanding (v13), Text (v12), Visuals (v10)

The multiple regression coefficient for Jozo is ,586. This means that around 34% of the variable from the brand image of Jozo is determined by visuals, colors, text, understanding and tone of voice. The visuals and the understanding are really important, this was found significant with an alpha of 0.05, meaning we have a 95% chance of a true finding. The other elements have a far less certain contribution to the brand image, so coincidental effects cannot be ruled out.
The multiple regression coefficient of Philips is ,504. This means that 25 percent of the material is determined by visuals, colors, text, understanding and tone of voice. The only significant elements are visuals and text, both more than 95 percent. The other three factors are not significant. 


Both the multiple correlation coefficients are also projected in an adjusted version; this means that the differences per question in answer possibilities are taken into account. This causes a decrease in the variation to 31 percent at Jozo and 22 percent of Philips.

To test the hypothesis per groups (analyzer, planner, networker, synthesizer) a regression analysis of the influence of the elements, on the brand image per subgroup is conducted. The differences in this outcome conclude the importance of adjusting your marketing communication to the mental preferences of your target for a high involvement and low involvement product and additionally for the subgroups. 

In order to understand my hypothesis in a better manner, the advertisement preferences can be found below. 

    
Analyzer

[image: image10.jpg]Jozo, het zuiverste zout
‘st 1920
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Archetype: The result
Question: What?
Communication: Logic, clear and calculated

With this information we can interpret that the expected elements, which should influence the analyzer are: text and clear visuals. The visual is traditional and clear. The text of the Jozo advertisement (‘Jozo, the purest salt, since 1929) answers the question What?, the archetype of the Analyzer is fed by the result that Jozo already exists since 1929.  

The Philips advertisement answers the question ‘what’ with a clear picture of the Philips Aurea. The text below describes the results of the television. Text and understanding should be the most important factors for the advertisement choice. 

Result:

	
	Unstandardized Coefficients                       Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	t
	Sig.
	

	Constant
	11.730
	1.132
	
	
	10,363
	,000
	

	Visuals
	-1,066
	,414
	
	-,388
	-2,578
	,014
	

	Colors
	-,580
	,450
	
	-,196
	-1,289
	,205
	

	Text
	-,357
	,414
	
	-,130
	-,862
	,394
	

	Understanding
	-1,005
	,441
	
	-,328
	-2,297
	,028
	

	Tone of voice
	-1,290
	,1,078
	
	-,162
	-1,197
	-,239
	


Dependent variable: brand image Jozo (v17)

To determine which of the elements were most important in the creation of the brand image of Jozo we look at the Beta significance (p<.05). This is the case for visuals and understanding. Therefore we can’t completely accept the part of my hypothesis: that it’s useful to adjust your marketing communication of a low involvement product to the mental preferences of an Analyzer.

	
	Unstandardized Coefficients                       Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	t
	Sig.
	

	Constant
	9,763
	,627
	
	
	15.565
	.000
	

	Visuals
	,016
	,402
	
	  ,008
	    ,039
	.969
	

	Colors
	-,642
	,336
	
	-,348
	-1,909
	,065
	

	Text
	-,454
	,353
	
	-,227
	-1,288
	,207
	

	Understanding
	.490
	,306
	
	 ,257
	  1.601
	,120
	

	Tone of voice
	-1,201
	,672
	
	-,395
	-1.789
	,083
	


Dependent variable: brand image Philips (v29)

The R-square is .496, and after taking the differences in answer possibilities into account it becomes .415, so it stays significant. This means the output of the analyzer is useful. According to the outcome it is the colors and tone of voice which were most important for the analyzer to base their brand image of Philips on. The color of the print is blue, this is done on purpose because according to several theories blue is a static serious color. However it is the text and understanding of the message which should have been the most important factors. Even though ‘understanding’ is not far from being a significant factor we can’t accept this part of my hypothesis: that it is useful to adjust your marketing communication of a high involvement product to the mental preferences of an Analyzer. 

Organizer (Planner)
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Archetype: the function

Question: How?

Communication: Structure, step and stones, controlled.


The text should be one of the most important elements for the planner. It describes for both products, how it works and therefore feeds the organizers archetype, the function. The function is explained in steps and stones and therefore is the understanding of the advertisement also very important. If the organizer doesn’t know how it works, they are not interested. 

Result:

Jozo- low involvement

	
	Unstandardized Coefficients                 Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	T
	Sig.
	

	Constant
	9.580
	,529
	
	
	11.110
	,000
	

	Visuals
	-,667
	,240
	
	-,277
	-2.785
	 006
	

	Colors
	-,183
	,225
	
	-,074
	-,811
	,419
	

	Text
	-,083
	,216
	
	-,039
	-,386
	,700
	

	Understanding
	-,302
	,239
	
	-,111
	-1.262
	,209
	

	Tone of voice
	-,270
	,469
	
	-,054
	-,576
	,565
	


Dependent variable: brand image Jozo (v17)

The R-square is .173 and reduced to .140 when we take the differences in answer possibilities into account. The outcome is significant  p<.000 and therefore useful. The only significant element in the output is the visual. This means that the visuals were very important for the planner to form a positive brand image. 

This doesn’t correspond with my hypothesis, which claims that ‘text’ and ‘understanding’ should be most significant. Therefore we can’t accept the part of my hypothesis: that it is useful to adjust your marketing communication of a low involvement product to the mental preferences of an organizer (planner).
Philips- High involvement

	
	Unstandardized Coefficients                       Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	T
	Sig.
	

	Constant
	  9,472
	-,972
	
	
	9.746
	.000
	

	Visuals
	-1.056
	  ,562
	
	-,421
	-1,880
	,069
	

	Colors
	  ,290
	  ,553
	
	  ,114
	,524
	,604
	

	Text
	  ,076
	  ,590
	
	  ,029
	,129
	,898
	

	Understanding
	-,664
	  ,641
	
	-,247
	-,1.036
	,308
	

	Tone of voice
	,653
	1.019
	
	  ,142
	,641
	,526
	


Dependent variable: brand image Philips (v29)

The R- square is .203 and reduced to .086 which is not significant. It is also only the visuals which had any influence on the dependent variable. The other elements haven’t had, according to these results, any influence on the decision of the favorite advertisement and brand image of Philips. 

Unfortunately with this output I can’t make any statements, but we assume that according to this information we can reject my hypothesis: that it is useful to adjust your marketing communication of a high involvement product to the mental preferences of an organizer (planner).

 Communicator (networker)

[image: image14.jpg]Mama mag ik het zout?



[image: image15.jpg]




Archetype: The Ambiance

Question: Who?

Communication:  Feeling, emotions, story telling

Feeling and emotion can be explained by text, but in these two prints it is the visual that creates the ambiance. The Jozo print has the ambiance of a home, the question ‘who’ is answered by showing the whole family. The Philips prints shows an exciting ambiance (an extra dimension), the question ‘who’ is answered by showing a couple on the couch. To conclude it’s the tone of voice and the visuals that are most important.  

Result:

Jozo- low involvement (communicator)

	
	Unstandardized Coefficients                       Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	T
	Sig.
	

	Constant
	9,573
	,431
	
	
	22.205
	,000
	

	Visuals
	-,186
	,240
	
	-,076
	-772
	,441
	

	Colors
	-,307
	,202
	
	-,135
	-1,516
	,132
	

	Text
	-,271
	,222
	
	-,115
	-1,219
	,225
	

	Understanding
	-,590
	,217
	
	-,252
	-2,720
	,007
	

	Tone of voice
	-,029
	,408
	
	-,006
	-,070
	,944
	


Independent variable: brand image Jozo (v17)
The R-quare is .208 and reduced to .181 and is very significant p<.000. This means that we can interpret these results. The only element that according to this output has had any influence on the de dependent variable has been ‘understanding’. According to this output we can reject my hypothesis: that it is useful to adjust your marketing communication of a low involvement product to the mental preferences of a communicator (networker).

Philips High involvement (communicator)

	
	Unstandardized Coefficients                 Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	T
	Sig.
	

	Constant
	11.048
	1.607
	
	
	6,875
	,000
	

	Visuals
	-,576
	,503
	
	-,211
	-1.145
	,262
	

	Colors
	,915
	,387
	
	,391
	2.365
	,025
	

	Text
	-1.102
	,372
	
	-,484
	-2,965
	,006
	

	Understanding
	-,374
	,437
	
	-,142
	-,852
	,401
	

	Tone of voice
	-1.388
	1,417
	
	-.145
	-,980
	,335
	


Dependent variable: brand image Philips (v29)

The R-square is .385 and reduced to .278 when we take the differences in answer possibilities into account. The outcome is significant  p<.05 and therefore useful. The most important factor for the communicator were the colors and the text. This means that the ambiance was very important for the communicator to form a positive brand image. 

This does not completely correspond with my hypothesis, which claims that visuals should be most significant. Therefore we can’t accept the part of my hypothesis: that it is useful to adjust your marketing communication of a high involvement product to the mental preferences of a communicator (networker). 

Creator (synthesizer)

[image: image16.jpg]
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Archetype: The challenge

Question: Why

Communication: Intuition, fantasy, metaphorical


According to my hypothesis the conceptualizer (synthesizer) prefers a creative metaphorical advertisement. At the Jozo print it is the concept of Salt which is described. It’s the receiver who has to fill in the idea behind it.  The question ‘why’ is answered by the text (no salt, no taste), but according to my hypothesis it was not necessary to put the text in, since the fantasy of the creator should be able to fill it in. This is off course the same for the Philips print. It’s the creative concept of the Philips Aurea which expands the whole concept of TV watching.  Therefore it’s the understanding of the message and the visuals which should be most important in creating a positive brand image.

Low Involvement Jozo, Creator
	
	Unstandardized Coefficients                       Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	T
	Sig.
	

	Constant
	9.914
	,457
	
	-
	21,707
	,000
	

	Visuals
	-,609
	,265
	
	-269
	-2,303
	,023
	

	Colors
	-,217
	,226
	
	-098
	-,961
	,338
	

	Text
	-,143
	,188
	
	-067
	-,758
	,450
	

	Understanding
	-,697
	,225
	
	-299
	-3,094
	,002
	

	Tone of voice
	-,056
	,501
	
	-0,10
	-,111
	,912
	


Dependent variable: brand image Jozo (v17)

The R-square is .385 and reduced to .359 when we take the differences in answer possibilities into account. The outcome is significant  p<.000 and therefore useful. The most important factors for the Creator were the visuals and understanding. 

This corresponds with my hypothesis, which claims that visuals and understanding should be most significant. Therefore we could accept the part of my hypothesis: that it is useful to adjust your marketing communication of a low involvement product to the mental preferences of a Creator (synthesizer).  What needs to be taken into account is that this print does not contain text, so for the creator to select text was not relevant. Therefore the output of this table does not prove anything.
 

High involvement Philips (Creator)

	
	Unstandardized Coefficients                      Standardized Coefficients   

	
	B
	Std. Error
	
	Beta
	T
	Sig.
	

	Constant
	10.079
	1,460
	
	
	6,902
	,000
	

	Visuals
	-460
	,590
	
	-,299
	-,779
	,449
	

	Colors
	-185
	,679
	
	-,117
	-,273
	,789
	

	Text
	-360
	,448
	
	-,211
	-,802
	,436
	

	Understanding
	,015
	,416
	
	,011
	,035
	,973
	

	Tone of voice
	-,739
	1,802
	
	-,141
	-,410
	,688
	


Dependent variable: brand image Philips
The R-square is .417 and reduced to .207 when we take the differences in answer possibilities into account. The outcome is  not significant and therefore unusable.  Not one of the betas is significant enough to draw a conclusion from. 
Conclusion
This research contained several test levels. Therefore several analysis levels are conducted to find an answer on all parts of my research question. As a start all respondents were asked to rate their involvement when buying a television or salt. The respondents rated, as expected, Philips as a high involved product and Jozo salt as a low involved product.  

With this information the next part of the research could be conducted and the respondents were asked to select one out of four prints that would most likely influence them to buy Jozo salt and one out of four prints that would most likely influence them to buy the Philips Aurea.  At the high involvement product ‘television’, the majority of the analyzer and the planner (organizer) chose the advertisements adjusted to their mental preferences. At the low involvement product, ‘salt’ it was only the majority of the analysers who selected the print adjusted to their mental preferences. 
However it was the analyzer and planner who rated the Jozo prints adjusted to their mental preference with the highest mark. Both the communicator (networker) and the Creator (synthesizer) didn’t select the print adjusted to their mental preferences.  

We can speculate about the causes, why the communicator (networker) and Creator (synthesizer) didn’t select the advertisement adjusted to their mental preferences. 

· The communicator and Creator are right brained oriented and therefore understand advertisements better in general. That’s why they can identify with all advertisement and didn’t select the specific print adjusted to their mental preferences.

· The prints adjusted to the analyzers and organizers were designed better.

· The translation of the Herrmann Brain Dominant Instrument into the advertisements was not accurate enough. 

Another level of the research question was to find out, if there is a difference in feedback between the high and low involvement product. To test if it was more difficult for the respondents to select a low involvement advertisement, then a high involvement advertisement, the time the respondent took to select one out of the four prints was measured. Since it took the respondent more time to select one favourite print out of the four Jozo salt advertisements, we can conclude that it was indeed easier for the respondents to select a favourite print. According to the ELM of Petty &Cacioppo this is because, peripheral cues are more important for low involvement products. 

The last level was to test if the translation of the Herrmann Brain Dominant Instrument was correctly translated into marketing. This is done with the help of a multiple regression analyses. This tests which of the advertisement elements (visuals, colours, text, level of understanding, tone of voice) had the highest influence on the average mark of the brand.  Even though this part of the research was not significant in all subgroups, the results are discussed. 

Overall the most important elements did not correspond to the elements out the hypothesis. We can speculate about the cause:

· The results were not significant enough to draw a conclusion out of.

· The translation of the HBDI into marketing communication was not accurate enough. 

· It is not the separate elements, but the elements together that influences the receiver. 

By looking at all the results and if I assume that this last cause is correct, we can conclude that my hypothesis is rejected on the following points:

· The chance you receive a higher positive feedback on a high involvement product is higher than with a low involvement product. 

· Adjusting your marketing to the mental preferences of a conceptualizer (synthesizer) and communicator (networker) doesn’t create a higher positive feedback. 

Only the following part of my hypothesis can be accepted:

Adjusting your marketing to the mental preferences of an Analyzer or Organizer (Planner) can create a higher positive feedback. Therefore the advice I would like to give after this study is for creative marketers to think out of their right brain oriented box and specify their marketing on the left brainers. In this way you might reach both the left and the right dominant groups.   

Appendix


Appendix 1: Creative brief Dutch

Philips A Dominant 

Omschrijving:

Vraag: Wat? 

Drijfveer: Feiten/het resultaat.

Communicatie: Logisch, bondig en beredeneert.


Copy

Aurea geeft het ultieme Ambilight-kijkbeleving en is daarom niet voor niets bekroond met best product EISA award 2007-2008. 

De gehele 9000-serie van het Ambilight-assortiment van minimaal 94 cm biedt nu Full HD 1080p voor een nog betere beeldscherpte, HD Natural Motion voor een nog vloeiendere weergave en een scherper beeld, Colour Booster voor nog levendigere kleuren en natuurlijkere huidskleuren en 100Hz Clear LCD voor een nog betere weergave van bewegingen. Het resultaat? Gewoon fantastisch kijkplezier.

De Perfect Pixel HD-technologie die is ontwikkeld door Philips heeft de EISA Award van 2007/2008 gewonnen voor Full HD LCD TV's. Het is nu tijd om het zelf te ontdekken. 

Beeld

Televisie in het blauw/grijs maken
Philips B Dominant

Omschrijving: 

Vraag: Hoe?

Drijfveer: de taak

Communicatie: Structuur, puntsgewijs en beheersmatig.


Copy

A) Wanneer de televisie *klikt* zit hij vast. 

B) Ambilight vermindert de inspanning voor uw ogen, doordat het zorgt voor een geleidelijke overgang bij veranderingen van het licht en het beeld. Dit is minder vermoeiend voor de ogen. 


C) Door bewegingsdetectie en interpolatiemethoden op het gebied van beweging, biedt de nieuwe HD natural Motion vloeiende beelden en helderheid. Dit komt doordat trillingen in het beeld, die u normaal bij films ziet, worden tegengegaan. 

Philips C Dominant

Omschrijving

Vraag: Wie?

Drijfveer: De sfeer

Communicatie: gevoel, emoties, verhalend.


Beeld

Emotioneel beeld, actie, in de televisie zitten.
Copy
An extra demension
Philips D Dominant

Omschrijving: 

Vraag: waarom?

Drijfveer: de uitdaging

Communicatie: Intuïtie, fantasie, metaforen.


Beeld

1. Man kijkend naar natuur (doorzichtig televisiescherm)

2. Foto van de werkelijke televisie onderaan in zwarte balk. 
3. Evt. Oranje zonsondergang, wanneer alle kleuren hetzelfde worden.

Jozo A Dominant:

Omschrijving:

Vraag: Wat? 

Drijfveer: Feiten/het resultaat.

Communicatie: Logisch, bondig en beredeneert.


Beeld

Een beeld dat bewijst dat Jozo zuit, al lang goed zijn werk doet. 
Copy
Jozo, het zuiverste zout sinds 1929

Jozo B Dominant:

Omschrijving: 

Vraag: Hoe?

Drijfveer: de taak

Communicatie: Structuur, puntsgewijs en beheersmatig.


Beeld

Simpel.

Copy:

De kracht van zout:

Meer grip op vis. Een gladde vis schoonmaken gaat een stuk gemakkelijker als u eerst wat zout over uw natte handen strooit. U heeft hierdoor meer grip op vis en het schoonmaken van de vis gaat eenvoudiger en veiliger.

Uien snijden. Bestrooi de snijvlakken van de uui met wat zut. U blijft er dan wat vroelijer bij!

Lekkere koffie. Het koffiearoma wordt verstrerkt door een snufje zout toe te voegen aan de koffie in het filter, vordat u het apparaat aanzet.

Verse eireren. Om vast te stellen of een ei nog vers is, legt u het (ongekookte) ei in een pan met zout water. Een vers ei zakt naar de bodum, een bedorven ei bijft drijven. 

Knapperige fretjes. Wilt u frietjes knapperig houden? Wacht dan zo lang mogelijk met zouten, daarmee voorkomt u het vroegrijdig slap worden. 

Met het tafelzout van Jozo maak je pas echt iets lekker. Probeer ook een Jozo peper en zout. www.jozo.nl
Jozo C Dominant

Omschrijving

Vraag: Wie?

Drijfveer: De sfeer

Communicatie: gevoel, emoties, verhalend.


Beeld

Een moeder die Jozo zout aan haar kind geeft aan tafel?

Copy

Mamma mag ik het zout?


Jozo D Dominant

Omschrijving: 

Vraag: waarom?

Drijfveer: de uitdaging

Communicatie: Intuïtie, fantasie, metaforen.

Copy

Zinnetje: ‘Geen zout, geen smaak’.

Appendix 2: Creative brief English
Philips A Dominant 

Description:

Question: What? 

Archetype: Facts/results.

Communication: Logic, clear. 


Copy

Aurea gives the ultimate Ambilight watch experience and is crowned with the best product EISA Award 2007-2008. 
The complete 9000-serie of the Ambilight assortment of 94cm minimum, offers Full HD 1080p for a much better quality, HD natural motion for a beter flow and sharper images, Colour Booster for more lively colors and natural skintones and 100Hz Clear LCD for better movement. The result? Fantastic watching.
The perfect Pixel HD-technology that is designed by Philips won the EISA Award of 2007-2008 for Full HD LCD TV’s. It’s time to discover it yourself. 
Beeld

Blue/grey Television
Philips B Dominant

Archetype: the function

Question: How?

Communication: Structure, step and stones, controlled.


Copy

A) When the telvision says *click* its stuck. 

B) Ambilight reduces the tension on your eyes., because it has a gradually change of light and images. This is less fatigue for the eyes.

C) Movement detection and interpolation methods on the area of movement, offers the new HD natural Motion smooth images and clearance. This is because the shaking in the screen, that your normally see is blocked. 
Philips C Dominant

Archetype: The Ambiance

Question: Who?

Communication:  Feeling, emotions, story telling


Images
Emotional images, action, experience television.
Copy

An extra dimension
Philips D Dominant

Archetype: The challenge

Question: Why

Communication: Intuition, fantasy, metaphorical


Images
1. A  man watches nature (see trough television)

2. Picture of Phlips Aurea. 

Jozo A Dominant:

Description:

Question: What? 

Archetype: Facts/results.

Communication: Logic, clear. 


Images
An image that proves that Jozo Salt, is doeing it’s job for a long time. 

Copy
Jozo, the purest salt since 1929.
Jozo B Dominant:

Archetype: the function

Question: How?

Communication: Structure, step and stones, controlled.


Beeld

Simpel.

Copy:

The power of salt:

More hold on fish: Cleaning a slippery fish is much easier when you straw a little bit of salt on your wet hands. This will give your more hold on the fish, and cleaning the fish is easier and safer.
Cutting unions: Straw the cutting board of the union with salt. This will keep your happier.
Nice Coffee: The coffee aroma strengthens when you add a little bit of salt in the coffee filter, before you switch on the machine.  
Fresh eggs. To be sure your egg is fresh, you put the (raw) egg in a pan with salty water. A fresh egg will go down, a rotten egg will float.  
Crispy fries. Do you want to keep your fries crispy? Wait as long as you can with the salt. This prefence your fries from getting week.  

Jozo C Dominant

Archetype: The Ambiance

Question: Who?

Communication:  Feeling, emotions, story telling

Image
A mam who hands the Jozo salt to her child?

Copy
Mam can I have the salt?

Jozo D Dominant

Archetype: The Ambiance

Question: Who?

Communication:  Feeling, emotions, story telling

Image: A tuc cookie without salt, that says BAH. 
Copy

No salt, no taste!
	
Appendix 3: Questionnaire Dutch 

V1Vraagsoort
	 
	

	Tekst
	 
	U krijgt zo 4 advertenties te zien over zout. Voordat de advertenties worden getoond willen we graag eerst weten wat uw beeld van het merk Jozo is. 
[image: image18]

	Labels
	 
	Code

 

Omschrijving

1

 

negatief 
1

 

2

 

2

 

3

 

3

 

4

 

4

 

5

 

5

 

6

 

6

 

7

 

7

 

8

 

8

 

9

 

9

 

10

 

positief 
10

 



	
	
	

	
	
	


v2

	Vraagsoort
	 
	Geen vraag

	Tekst
	 
	In het volgende scherm krijgt u 4 advertenties over zout van het merk Jozo te zien. Ervan uitgaande dat u zout zou gaan kopen, door welke van de vier advertenties zou de kans het grootst zijn dat u juist het zout van dit merk (Jozo) gaat kopen? De vier advertenties staan onder elkaar. Wilt u alstublieft naar beneden scrollen om ze allemaal te bekijken? Vervolgens kunt u op de advertentie van uw keuze klikken.

Het is van belang dat u - direct na het doorklikken naar het volgende scherm - zo snel mogelijk een keuze maakt! 

	Routing
	 
	tijd1


v2a

	Vraagsoort
	 
	Single response

	Tekst
	 
	Maak uw keuze voor de advertentie waarbij de kans het grootst is dat u juist het zout van dit merk (Jozo) zou kopen. 

	Items
	 
	Code

 

Omschrijving

1

 

  Advertentie 1
 

2

 

  Advertentie 2
 

3

 

  Advertentie 3
 

4

 

  Advertentie 4
 



	
	
	

	Routing
	 
	tijd2


v5a

	Vraagsoort
	 
	Numeriek

	Tekst
	 
	Nu u uw favoriete advertentie heeft gekozen krijgt u de advertenties opnieuw te zien en mag u alle 4 de advertenties een cijfer geven tussen de 1 en 10. Gaat u er steeds vanuit dat u dit product ook echt wilt kopen. 
Het cijfer 1 duidt aan dat de kans het kleinst is dat u dit merk zou kopen. Het cijfer 10 duidt aan dat de kans het grootst is dat u dit merk zou kopen. 

	Items
	 
	Code

 

Omschrijving

1

 

cijfer  | advertentie 1
 

2

 

cijfer | advertentie 2
 

3

 

cijfer | advertentie 3
 

4

 

cijfer | advertentie 4
 



	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


v6

	Vraagsoort
	 
	Items popup

	Tekst
	 
	Hoeveel aandacht schenkt u aan het maken van een beslissing over de aankoop van zout? 
Wilt u dit aangeven door een cijfer van 1 (weinig) tot 10 (veel)?

	Labels
	 
	Code

 

Omschrijving

1

 

weinig 
1

 

2

 

2

 

3

 

3

 

4

 

4

 

5

 

5

 

6

 

6

 

7

 

7

 

8

 

8

 

9

 

9

 

10

 

veel 
10

 



	
	
	


v7

	Vraagsoort
	 
	Single response

	Tekst
	 
	Zou u aandacht geven aan deze advertentie in een magazine of op een billboard?


	Items
	 
	Code

 

Omschrijving

1

 

ja

 

2

 

misschien

 

3

 

nee

 



	
	
	


V8
	Vraagsoort
	 
	Single response

	Tekst
	 
	Zou deze advertentie uw beslissing, om in de toekomst Jozo zout aan te schaffen, kunnen beïnvloeden?


	Items
	 
	Code

 

Omschrijving

1

 

ja zeker

 

2

 

waarschijnlijk

 

3

 

waarschijnlijk niet

 

4

 

zeker niet

 



	
	
	


v9

	Vraagsoort
	 
	Single response

	Tekst
	 
	Welke elementen van de advertentie vielen u het eerst op?


	Items
	 
	Code

 

Omschrijving

1

 

plaatjes

 

2

 

koptekst

 

3

 

tekst/inhoud

 

4

 

de advertentie in het algemeen

 



	
	
	


v10

	Vraagsoort
	 
	Single response

	Tekst
	 
	Wat is uw houding tegenover de gebruikte plaatjes in de advertentie?


	Items
	 
	Code

 

Omschrijving

1

 

zeer positief

 

2

 

enigszins positief

 

3

 

enigszins negatief

 

4

 

zeer negatief

 




v11

	Vraagsoort
	 
	Single response

	Tekst
	 
	Wat is uw houding tegenover de gebruikte kleuren?


	Items
	 
	Code

 

Omschrijving

1

 

zeer positief

 

2

 

enigszins positief

 

3

 

enigszins negatief

 

4

 

zeer negatief

 



	
	
	


v12

	Vraagsoort
	 
	Single response

	Tekst
	 
	Hoe aansprekend vindt u de tekst van de advertentie?


	Items
	 
	Code

 

Omschrijving

1

 

zeer aansprekend

 

2

 

enigszins aansprekend

 

3

 

niet aansprekend

 



	
	
	


v13

	Vraagsoort
	 
	Single response

	Tekst
	 
	Hoe begrijpelijk vindt u de advertentie?


	Items
	 
	Code

 

Omschrijving

1

 

zeer goed te begrijpen

 

2

 

goed te begrijpen

 

3

 

niet echt te begrijpen

 

4

 

totaal niet te begrijpen

 



	
	
	


v14

	Vraagsoort
	 
	Single response

	Tekst
	 
	Spreekt de toon van de advertentie u aan?


	Items
	 
	Code

 

Omschrijving

1

 

ja

 

2

 

nee

 



	
	
	


v15

	Vraagsoort
	 
	Multiple response

	Tekst
	 
	Wat vindt u minder positief aan de advertentie?
Meerdere antwoorden mogelijk.


	Items
	 
	Code

 

Omschrijving

1

 

plaatjes

 

2

 

koptekst

 

3

 

kleuren

 

4

 

tekst

 



	Kenmerken
	 
	Kenmerk

 

Waarde

Groepen randomiseren

 

0

Tekst alternatief

 

Ja

Alt. titel

 

anders, nl...

Geen/weet niet

 

Ja

W.n. titel

 

niets



	Routing
	 
	v16


v16

	Vraagsoort
	 
	Single response

	Tekst
	 
	Bent u het merk Jozo nu anders gaan waarderen?

	Items
	 
	Code

 

Omschrijving

1

 

ja, positiever

 

2

 

ja, negatiever

 

3

 

nee, hetzelfde

 



	
	
	


v17

	Vraagsoort
	 
	Items popup

	Tekst
	 
	Wat voor cijfer zou u het merk Jozo nu geven?

	Labels
	 
	Code

 

Omschrijving

1

 

slecht 
1

 

2

 

2

 

3

 

3

 

4

 

4

 

5

 

5

 

6

 

6

 

7

 

7

 

8

 

8

 

9

 

9

 

10

 

goed 
10

 



	
	
	





v3

	Vraagsoort
	 
	Items popup

	Tekst
	 
	U krijgt zo 4 advertenties te zien over een televisie Voordat de advertenties worden getoond willen we graag eerst weten wat uw beeld is van televisies van het merk Philips. 
[image: image19]

	Labels
	 
	Code

 

Omschrijving

1

 

negatief 
1

 

2

 

2

 

3

 

3

 

4

 

4

 

5

 

5

 

6

 

6

 

7

 

7

 

8

 

8

 

9

 

9

 

10

 

positief 
10

 



	Kenmerken
	 
	Kenmerk

 

Waarde

Niet terugbladeren

 

Ja



	Routing
	 
	v4


v4

	Vraagsoort
	 
	Geen vraag

	Tekst
	 
	In het volgende scherm krijgt u 4 advertenties van het merk Philips Aurea te zien. Ervan uitgaande dat u een dergelijke televisie zou gaan kopen, door welke van de vier advertenties zou de kans het grootst zijn dat u juist deze televisie van dit merk (Philips Aurea) gaat kopen? De vier advertenties staan onder elkaar. Wilt u alstublieft naar beneden scrollen om ze allemaal te bekijken? Vervolgens kunt u op de advertentie van uw keuze klikken. 

Het is van belang dat u - direct na het doorklikken naar het volgende scherm - zo snel mogelijk een keuze maakt! 

	Routing
	 
	tijd3


tijd3

	Type
	 
	Tijdslot

	Routing
	 
	v4a


v4a

	Vraagsoort
	 
	Single response

	Tekst
	 
	Maak uw keuze voor de advertentie waarbij de kans het grootst is dat u juist een televisie van dit merk (Philips) zou kopen.

	Items
	 
	Code

 

Omschrijving

1

 

  Advertentie 1
 

2

 

  Advertentie 2
 

3

 

  Advertentie 3
 

4

 

  Advertentie 4
 



	
	
	

	Routing
	 
	tijd4


v5b

	Vraagsoort
	 
	Numeriek

	Tekst
	 
	Nu u uw favoriete advertentie heeft gekozen krijgt u de advertenties opnieuw te zien en mag u alle 4 de advertenties een cijfer geven tussen de 1 en 10. Gaat u er steeds vanuit dat u dit product ook echt wilt kopen. 
Het cijfer 1 duidt aan dat de kans het kleinst is dat u dit merk zou kopen. Het cijfer 10 duidt aan dat de kans het grootst is dat u dit merk zou kopen. 

	Items
	 
	Code

 

Omschrijving

1

 

cijfer  | advertentie 1
 

2

 

cijfer | Advertentie 2
 

3

 

cijfer | advertentie 3
 

4

 

cijfer | Advertentie 4
 



	
	
	

	
	
	


v18

	Vraagsoort
	 
	Items popup

	Tekst
	 
	Hoeveel aandacht schenkt u aan het maken van een beslissing over de aankoop van een televisie? 
Wilt u dit aangeven door een cijfer van 1 (weinig) tot 10 (veel)?

	Labels
	 
	Code

 

Omschrijving

1

 

weinig 
1

 

2

 

2

 

3

 

3

 

4

 

4

 

5

 

5

 

6

 

6

 

7

 

7

 

8

 

8

 

9

 

9

 

10

 

veel 
10

 



	Routing
	 
	v19


v19

	Vraagsoort
	 
	Single response

	Tekst
	 
	Zou u aandacht geven aan deze advertentie in een magazine of op een billboard?


	Items
	 
	Code

 

Omschrijving

1

 

ja

 

2

 

misschien

 

3

 

nee

 



	Routing
	 
	v20


v20

	Vraagsoort
	 
	Single response

	Tekst
	 
	Zou deze advertentie uw beslissing, om in de toekomst een Philips Aurea televisie aan te schaffen, kunnen beïnvloeden?


	Items
	 
	Code

 

Omschrijving

1

 

ja zeker

 

2

 

waarschijnlijk

 

3

 

waarschijnlijk niet

 

4

 

zeker niet

 



	Routing
	 
	v21


v21

	Vraagsoort
	 
	Single response

	Tekst
	 
	Welke elementen van de advertentie vielen u het eerst op?


	Items
	 
	Code

 

Omschrijving

1

 

plaatjes

 

2

 

koptekst

 

3

 

tekst/inhoud

 

4

 

de advertentie in het algemeen

 



	Routing
	 
	v22


v22

	Vraagsoort
	 
	Single response

	Tekst
	 
	Wat is uw houding tegenover de gebruikte plaatjes in de advertentie?


	Items
	 
	Code

 

Omschrijving

1

 

zeer positief

 

2

 

enigszins positief

 

3

 

enigszins negatief

 

4

 

zeer negatief

 



	Routing
	 
	v23


v23

	Vraagsoort
	 
	Single response

	Tekst
	 
	Wat is uw houding tegenover de gebruikte kleuren?


	Items
	 
	Code

 

Omschrijving

1

 

zeer positief

 

2

 

enigszins positief

 

3

 

enigszins negatief

 

4

 

zeer negatief

 



	Routing
	 
	v24


v24

	Vraagsoort
	 
	Single response

	Tekst
	 
	Hoe aansprekend vindt u de tekst van de advertentie?


	Items
	 
	Code

 

Omschrijving

1

 

zeer aansprekend

 

2

 

enigszins aansprekend

 

3

 

niet aansprekend

 



	Routing
	 
	v25


v25

	Vraagsoort
	 
	Single response

	Tekst
	 
	Hoe begrijpelijk vindt u de advertentie?


	Items
	 
	Code

 

Omschrijving

1

 

zeer goed te begrijpen

 

2

 

goed te begrijpen

 

3

 

niet echt te begrijpen

 

4

 

totaal niet te begrijpen

 



	
	
	


v26

	Vraagsoort
	 
	Single response

	Tekst
	 
	Spreekt de toon van de advertentie u aan?


	Items
	 
	Code

 

Omschrijving

1

 

ja

 

2

 

nee

 



	Routing
	 
	v27


v27

	Vraagsoort
	 
	Multiple response

	Tekst
	 
	Wat vindt u minder positief aan de advertentie?


	Items
	 
	Code

 

Omschrijving

1

 

plaatjes

 

2

 

koptekst

 

3

 

kleuren

 

4

 

tekst

 



	
	
	

	Routing
	 
	v28


v28

	Vraagsoort
	 
	Single response

	Tekst
	 
	Bent u televisies van het merk Philips nu anders gaan waarderen?

	Items
	 
	Code

 

Omschrijving

1

 

ja, positiever

 

2

 

ja, negatiever

 

3

 

nee, hetzelfde

 



	Routing
	 
	v29


v29

	Vraagsoort
	 
	Items popup

	Tekst
	 
	Wat voor cijfer zou u televisies van het merk Philips nu geven?

	Labels
	 
	Code

 

Omschrijving

1

 

slecht 
1

 

2

 

2

 

3

 

3

 

4

 

4

 

5

 

5

 

6

 

6

 

7

 

7

 

8

 

8

 

9

 

9

 

10

 

goed 
10

 



	
	
	


v30

	Vraagsoort
	 
	Items popup

	Tekst
	 
	Hieronder staat een aantal stellingen over advertenties. Kunt u aangeven in welke mate deze stellingen op u van toepassing zijn?

	Items
	 
	Code

 

Omschrijving

 

Vaste positie

1

 

Ik kijk vaak naar advertenties.

 

 

 

2

 

Advertenties spreken mij aan.

 

 

 

99

 

om de kwaliteit van dit onderzoek te waarborgen, 
vink alstublieft het tweede vakje van links aan.

 

•

 

3

 

Ik kijk alleen naar advertenties als ik me op een bijzondere aankoop oriënteer.

 

 

 



	Labels
	 
	Code

 

Omschrijving

1

 

helemaal van toepassing

 

2

 

van toepassing

 

3

 

een beetje van toepassing

 

4

 

niet van toepassing

 



	
	
	

	
	
	


Appendix 4: Questionnaire English translation


1. We will show you 4 prints about salt. Before the prints are shown we would like to know what your image about the brand Jozo is.

	Code
	 
	Description

	1
	 
	Negative
1
	 

	2
	 
	2
	 

	3
	 
	3
	 

	4
	 
	4
	 

	5
	 
	5
	 

	6
	 
	6
	 

	7
	 
	7
	 

	8
	 
	8
	 

	9
	 
	9
	 

	10
	 
	10positve
	


2a. In the next screen you will get to see 4 prints about salt of the brand Jozo. Considering that you will buy salt, which of the four prints triggers you the most to buy salt of Jozo? The four prints are lined up in random order. Please make your decision as quick as possible. Just click on the print of your choice.


· Advertisement 1

· Advertisement 2

· Advertisement 3

· Advertisement 4

3.We will show you 4 prints about a television. Before the prints are shown we would like to know what your image about the brand Philips is.

	Code
	 
	Description

	1
	 
	Negative
1
	 

	2
	 
	2
	 

	3
	 
	3
	 

	4
	 
	4
	 

	5
	 
	5
	 

	6
	 
	6
	 

	7
	 
	7
	 

	8
	 
	8
	 

	9
	 
	9
	 

	10
	 
	10positve
	


4aIn the next screen you will get to see 4 prints about salt of the brand Philips. Considering that you will buy a television, which of the four prints triggers you the most to buy a Philips Aurea? The four prints are lined up in random order. Please make your decision as quick as possible. Just click on the print of your choice.


· Advertisement 1

· Advertisement 2

· Advertisement 3

· Advertisement 4


5.After choosing your favorite print, you are asked to rate all prints between 1 and 10. Rate it as if you are really planning to buy the product.

The 1 means that the chance of you buying the product is the smallest.The 10 means that the chance of buying the product is the biggest.
· mark advertisement 1

· markadvertisement 2
· markadvertisement 3
· mark advertisement 4
· mark advertisement 5
· mark advertisement 6
· mark advertisement 7
· mark advertisement 8
Block: Salt
6. Rate your level of involvement when you buy salt, buy rating it from 1(low) to 10(a lot). 

	Code
	 
	Description

	1
	 
	Little 
1
	 

	2
	 
	2
	 

	3
	 
	3
	 

	4
	 
	4
	 

	5
	 
	5
	 

	6
	 
	6
	 

	7
	 
	7
	 

	8
	 
	8
	 

	9
	 
	9
	 

	10
	 
	10

A lot
	


7.Would you give this print your attention in a magazine or on a billboard?


	
	Code

 

Description

1

 

Yes

 

2

 

Maybe

 

3

 

No




8. Could this print influence your decision on buying Jozo in the future?

	
	Code

 

Description

1

 

Yes

 

2

 

Probably

 

3

 

Probablynot

 

4

 

Definitelynot




9. Which elements of the prints got to your attention the first?

	
	Code

 

Description

1

 

Visuals

 

2

 

Heading

 

3

 

Text

 

4

 

The print in general





10. What’s your attitude towards the used visuals in the print?

	Code
	 
	Description

	1
	 
	Verypositive
	 

	2
	 
	A little bit positive
	 

	3
	 
	A little bit negative
	 

	4
	 
	Verynegative
	


11. What’s your attitude towards the used colors?

	Code
	 
	Description

	1
	 
	Verypositive

	2
	 
	A little bit positive

	3
	 
	A little bit negative

	4
	 
	Verynegative



12. What’s your opinion about the text of the print?

	Code
	 
	Description

	1
	 
	Veryappealing
	 

	2
	 
	Appealing
	 

	3
	 
	Notappealing at all
	


13. Was the print easy to understand?

	Code
	 
	Description

	1
	 
	Very easy to understand
	 

	2
	 
	Easy to understand
	 

	3
	 
	Not very easy to understand
	 

	4
	 
	Don’t understand it at all
	



14. Does the tone of voice of the print speak to you?

	Code
	
	Description

	1
	 
	Yes
	 

	2
	 
	No
	



15. What do you find less positive about the print?
More answerspossible

	Code
	 
	Description

	1
	 
	Visuals
	 

	2
	 
	Heading
	 

	3
	 
	Colors
	 

	4
	 
	Text
	 


16. Do you value the prints differently now? 

	Code
	 
	Description

	1
	 
	Yes, more positive
	 

	2
	 
	Yes. More negative
	 

	3
	 
	No, the same
	 


17. What kind of grade will you give Jozo now?

	Code
	 
	Description

	1
	 
	Bad 
1
	 

	2
	 
	2
	 

	3
	 
	3
	 

	4
	 
	4
	 

	5
	 
	5
	 

	6
	 
	6
	 

	7
	 
	7
	 

	8
	 
	8
	 

	9
	 
	9
	 

	10
	 
	10 good
	 


Block Philips

18. We will show you 4 prints about a television. Before the prints are shown we would like to know what your image of televisions of the brand Philips is.

	Code
	 
	Description

	1
	 
	Negative
1
	 

	2
	 
	2
	 

	3
	 
	3
	 

	4
	 
	4
	 

	5
	 
	5
	 

	6
	 
	6
	 

	7
	 
	7
	 

	8
	 
	8
	 

	9
	 
	9
	 

	10
	 
	10Positive
	


19. Would you give this print your attention in a magazine or on a billboard?

	
	Code

 

Description

1

 

Yes

 

2

 

Maybe

 

3

 

No




20. Couldthis print influenceyourdecision in buying a Phillips Aurea?

- Yes
- No
21. Which elements of the prints got to your attention the first?

	
	Code

 

Description

1

 

Visuals

 

2

 

Heading

 

3

 

Text

 

4

 

The print in general




22. What’s your attitude towards the used visuals in the print?

	Code
	 
	Description

	1
	 
	Verypositive
	 

	2
	 
	A little bit positive
	 

	3
	 
	A little bit negative
	 

	4
	 
	Verynegative
	


23.What’s your attitude towards the used colors?

	Code
	 
	Description

	1
	 
	Verypositive

	2
	 
	A little bit positive

	3
	 
	A little bit negative

	4
	 
	Verynegative



24. What’s your opinion about the text of the print?

	Code
	 
	Description

	1
	 
	Veryappealing
	 

	2
	 
	Appealing
	 

	3
	 
	Notappealing at all
	


25. What is the level of understanding of the print?

	Code
	 
	Description

	1
	 
	Very easy to understand
	 

	2
	 
	Easy to understand
	 

	3
	 
	Not very easy to understand
	 

	4
	 
	Not to understand at all
	


26. Does the tone of voice of the print speak to you?

	Code
	
	Description

	1
	 
	Yes
	 

	2
	 
	No
	


27. What do you find less positive about the print?
More answerspossible

	Code
	 
	Description

	1
	 
	Visuals
	 

	2
	 
	Heading
	 

	3
	 
	Colors
	 

	4
	 
	Text
	 


28. Did your appreciation of the brand Philips Aurea change?

	Code
	 
	Description

	1
	 
	Yes, more positive
	 

	2
	 
	Yes. More negative
	 

	3
	 
	No, the same
	 


29. What kind of grade will you give Philips Aurea now?

	Code
	 
	Description

	1
	 
	Bad 
1
	 

	2
	 
	2
	 

	3
	 
	3
	 

	4
	 
	4
	 

	5
	 
	5
	 

	6
	 
	6
	 

	7
	 
	7
	 

	8
	 
	8
	 

	9
	 
	9
	 

	10
	 
	10 
good
	 


30. Below there are a couple of statements about advertisements. Can you choose the one that is applicable to you?

   

	Code
	 
	Description
	 
	

	1
	 
	I watch prints a lot
	 
	 
	 

	2
	 
	Advertisementsspeak to me.
	 
	 
	 

	3
	 
	I only watch advertisement when I’m orienting on something special.
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� Technique to measure the electrical activity of the brain. It usually involves taking surface recordings from electrodes placed on the scalp, although it can also be measured from the cortical surface directly.


� Magnetic Resonance Imaging (MRI) is an imaging technique that exploits the magnetic properties of organic tissue.


� In this test respondents are asked to express their affinitive with a certain word.  


� Of the same product, but fully applied to the preferences of the four different cognitive brain dominance. 


� In Blauw’s brainstyle theory


� In Blauw’s brainstyle theory


� In blauw’s brainstyle theory
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