


Tab
le o

f C
o

n
ten

ts

No Accident 
%XVLQHVV�LV�%HQHĆWLQJ�IURP�$GYDQFHV�LQ�%HKDYLRUDO�6FLHQFH

2

Show Me the Science

4

,V�,W�,PSOLFLW"

7

,V�2DWPHDO�DQ�(PRWLRQDO�&KRLFH"

10

%HVW�8VH�&DVHV�IRU�'LIIHUHQW�,PSOLFLW�5HVHDUFK�7HFKQLTXHV

15

,Q�6XPPDU\��7R�WKH�7KLQNHU�LQ�$OO�RI�8V

About the Authors

19

20



2@SentientInsight on Twitter   •   www.sentientdecisionscience.com   •   Sentient on LinkedIn

)URVWèV�ĆQLVK� WR�$FFLGHQWDOO\�RQ�3XUSRVH�

could be an observation of individual 

level consumer decision-making. We 

LQVWLQFWLYHO\�PDNH�FKRLFHV�WKURXJKRXW�RXU�

GD\V��ZLWKRXW�PXFK�GHOLEHUDWH�LQWHUIHUHQFH�

E\�RXU�FRQVFLRXV�ê6\VWHP��ë�WKLQNLQJ1. It 

could also serve well as an observation of a 

ORW�RI�EXVLQHVV�GHFLVLRQ�PDNLQJ��([HFXWLYHV��

DQG�PDQDJHUV�DOLNH��RIWHQ�JRLQJ�ZLWK�JXW�

feelings even in the face of well reasoned 

argumentation.

)RUWXQDWHO\�� IRU� EXVLQHVVHV� ZKR� SURILW�

IURP� DFFXUDWHO\� SUHGLFWLQJ� EHKDYLRU��

recent advances in measuring consumer 

instinct are now providing executives and 

managers with more precise forecasts of 

future business. This is no accident. The 

1� ê6\VWHP��ë�DQG�ê6\VWHP��ë�SURFHVVLQJ�DUH�WHUPV�FRLQHG�E\�6WUDFN�	�'HXWVFK��������DQG�SRSXODUL]HG�E\�
.DKQHPDQ��������UHIHUULQJ�WR�RXU�IDVW��DXWRPDWLF��DVVRFLDWLYH��VXEFRQVFLRXV�SURFHVVLQJ�����YHUVXV�RXU�VORZ��
GHOLEHUDWH��ORJLFDO�DQG�SURSRVLWLRQDO�SURFHVVLQJ������7KH�YDVW�PDMRULW\�RI�KXPDQ�WKRXJKW�RFFXUV�EHORZ�WKH�OHYHO�
RI�FRQVFLRXV�DZDUHQHVV�LQ�6\VWHP���

ODVW� WZHQW\� \HDUV� RI� DFDGHPLF� UHVHDUFK�

in behavioral science has given rise to 

WKHRUHWLFDOO\�ULJRURXV�DQG�H[SHULPHQWDOO\�

validated subconscious measurement 

WRROV��7KHVH�WRROV�KDYH�EHHQ�DGRSWHG�E\�WKH�

innovators in business and researchers have 

QRZ�VKRZQ�WKDW��ZKHQ�FRPELQHG�ZLWK�RXU�

EHVW�H[SOLFLW�PHDVXUHV�� LPSOLFLW�PHDVXUHV�

offer a more complete explanation of  

the drivers of consumer behavior and in 

GRLQJ�VR�DUH�PRUH�DFFXUDWHO\�IRUHFDVWLQJ�

future sales.

0DQ\� SURJUHVVLYH� LQVLJKWV� GLYLVLRQV�

are putting these quantitative implicit 

UHVHDUFK� WHFKQLTXHV� LQWR� SUDFWLFH�� <HW��

DFFRUGLQJ� WR� WKH� *5,7� :LQWHU� �����

UHSRUW��LPSOLFLW�UHVHDUFK�WHFKQRORJLHV�DUH�

No Accident

“And yet for all this help of head and brain
How happily instinctive we remain,

Our best guide upward further to the light,
Passionate preference such as love at sight.”

(Excerpt from “Accidentally on Purpose”, Robert Frost)

BUSINESS IS BENEFITING FROM ADVANCES IN BEHAVIORAL SCIENCE.
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VWLOO� LQ� WKH� HDUO\� DGRSWLRQ� SKDVH� IRU� WKH�

LQGXVWU\�RYHUDOO��)URP�D�SURGXFW�DGRSWLRQ�

FXUYH� SHUVSHFWLYH�� LQ� RUGHU� IRU� LPSOLFLW�

measurement techniques to cross the 

chasm to broader adoption in market 

UHVHDUFK��PDQ\� LPSRUWDQW� TXHVWLRQV� IRU�

insights managers and marketers need to 

be answered regarding implicit research 

techniques including:

• :KDW�TXDOLĆHV�DV�DQ�LPSOLFLW�UHVHDUFK�
technique?

• What insights can implicit research 
techniques provide above and 
EH\RQG�H[SOLFLW�WHFKQLTXHV"

• Should implicit techniques be  
combined with traditional explicit 
WHFKQLTXHV��LQFOXGLQJ�ZKHQ�DQG�KRZ"

• What are the appropriate use cases  
of implicit research techniques?

1R�$FFLGHQW��%XVLQHVV�LV�%HQHĆWLQJ�)URP�$GYDQFHV�LQ�%HKDYLRUDO�6FLHQFH

This papers draws on new knowledge coming out of
the Sentient Consumer Subconscious Research Lab
to provide a practical industry definition of implicit
research techniques, detail the best use cases for each

technique, and demonstrate how combining implicit and
explicit measures in a single model more accurately

forecasts consumer behavior.

IN ESSENCE.

Let’s start with the endgame…
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Imagine the following scene from an 

H[HFXWLYH�FRPPLWWHH�PHHWLQJ��\RX�DUH�WKH�

93�RI�,QVLJKWV��DQG�KDYH�EHHQ�DVNHG�E\�WKH�

CMO to be prepared to show data from 

\RXU�PRVW�UHFHQW�PDUNHW�UHVHDUFK�SURMHFWð

It’s the end of the quarter and the executive 

committee is reviewing the sales numbers 

IRU�D�QHZ�OLQH�RI�SURGXFWV�WKDW�ZHUH� MXVW�

LQWURGXFHG�WR�WKH�PDUNHW��7KH�EX\HUV�KDG�

LGHQWLĆHG�ZKDW�ZDV�JRLQJ�WR�EH�KRW�DQG�KDG�

ERXJKW�VWRFN� LQ�SURSRUWLRQ� WR�ZKDW� WKH\�

had forecast would sell the most and least. 

'XULQJ�WKH�UHYLHZ��DQ�DQDO\VLV�VKRZLQJ�WKH�

êDFFXUDF\ë�RI�WKH�IRUHFDVW�E\�SORWWLQJ�WKH�

êEX\ë�IRU�HDFK�SURGXFW�DJDLQVW�DFWXDO�VDOHV�

UHYHDOV�D�FRUUHODWLRQ�RI�U� �����DFFRXQWLQJ�

IRU�����RI�DFWXDO�PDUNHWSODFH�VDOHV��ê1RW�

EDG�ë�VRPHRQH�TXLSV��êDW�OHDVW�ZHèUH�EHWWHU�

WKDQ�FKDQFH�ë

$IWHU�DQ�XQFRPIRUWDEOH�VLOHQFH��WKH�&(2�

DVNV�WKH�URRP�ê+RZ�FDQ�ZH�JHW�D�EHWWHU�

handle on how successful these products 

DUH�JRLQJ�WR�EH�EHIRUH�ZH�JR�WR�PDUNHW"ë�

7KH�&02�FXHV�\RX�WR�SUHVHQW�WKH�UHVXOWV�

IURP�\RXU�UHFHQW�EHKDYLRUDO�VFLHQFH�EDVHG�

IRUHFDVWLQJ�VWXG\�

ê&RQVXPHU� UHVHDUFK� LV� D� JRRG� SODFH� IRU�

XV�WR�VWDUW�ë�\RX�EHJLQ��ê+HUH�\RX�FDQ�VHH�

the power of deriving insight on product 

VXFFHVV� E\� DQDO\]LQJ� FRQVXPHU� FKRLFHV�

LQ� SUH�PDUNHW� K\SRWKHWLFDO� WUDGH�RII�

VLWXDWLRQV�ë� GHWDLOLQJ� WKH� UHVXOWV� IURP� D�

FKRLFH� EDVHG� FRQMRLQW� PRGHO� VKRZLQJ�

WKH� U ����� DFFRXQWLQJ� IRU� ���� RI� DFWXDO�

marketplace sales.

��5HVXOWV�IURP�WKLV�FDVH�VWXG\�UHćHFW�DFWXDO�LQ�PDUNHW�VDOHV��êWKH�EX\ë�RU�VWRFN�OHYHOV�RI�HDFK�LWHP��DQG�SUHGLFWLRQV�
EDVHG�RQ�DQ�DFWXDO�UHVHDUFK�SURMHFW�ZLWK�D�6HQWLHQW�FOLHQW�LQ�UHWDLO�IDVKLRQ�VDOHV��7KH�SDSHU�ZDV�UHFRJQL]HG�DV�D�
EHVW�SDSHU�E\�(620$5���5HLG�	�*UDLNR��������
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This could be lack of motivation to answer honestly 
due to self-presentation concerns, or motivation to 
take the question as the researcher desires.

LIMITS IN THEIR OPPORTUNITY

For example, an explicit measurement tool may not 
allow respondents to express their true degree of 
feeling about an evaluated item.

LIMITS IN THEIR ABILITY

Including difficulty to articulate their thinking or 
feeling into a reported response.

LIMITS IN THEIR AWARENESS

Respondents may not be consciously aware of 
their attitudes or drivers of their behavior.

Research Technique

Neuro (EEG,fMRI)

Bio (GSR, Heart-rate)

Affective Priming

Implicit Association Test

Discrete Choice Measures

Timed Discrete Choice Measurse

Timed Judgements of Associations

Timed Judgements of Associations 
within Restricted Response 
Time Windows

Degree of Control

Extremely Weak

Extremely Weak

Very Weak

Weak

Strong

Strong

Strong

Moderate

Is it Implicit?Indirect Unintentional

Package Concept Ad Diagnostics Ad ImpactBrand Product

Implicit Associations 
(e.g. Sentient PrimeTM)

Biomeasures (SCR, 
Heart Rate, Respiration)

Neuromeasures 
(fMRI, EEG)

FASHION STUDY 2: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .93

FASHION STUDY 3: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .92

FASHION STUDY 4: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .89
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ê+RZHYHU�ë� \RX� FRQWLQXH�� êLW� WXUQV� RXW�

that this conscious preference measure is 

RQO\�SDUW�RI�WKH�SLFWXUH��5HFHQW�DGYDQFHV�

in behavioral science have enabled us to 

TXDQWLI\�WKH�LPSDFW�RI�HPRWLRQ�RQ�FKRLFH��

DQG�E\�PHDVXULQJ�WKH�HPRWLRQDO�UHDFWLRQ�WR�

new products and combining that data with 

RXU� FRQVFLRXV� WUDGH�RII�PHDVXUHV��ZHèUH�

DEOH� WR� PXFK� PRUH� DFFXUDWHO\� IRUHFDVW�

FRQVXPHU�EHKDYLRU�LQ�WKH�PDUNHWSODFH�ë

ê'R�WHOO�ë

ê+HUH�\RX�FDQ�VHH�WKH�SUHGLFWLYH�DGYDQWDJH�

RI� LQFRUSRUDWLQJ� WKHVH� VXEFRQVFLRXV�� RU�

êLPSOLFLWë��PHDVXUHV�LQWR�RXU�TXDQWLWDWLYH�

FKRLFH�PRGHOV�ë

<RX� H[SODLQ�� ê%\� PHDVXULQJ� WKH� GHJUHH�

RI�HPRWLRQDO�DVVRFLDWLRQV�ZLWK�SURGXFWV��

ZHèUH� DEOH� WR� DFFRXQW� IRU� QHDUO\� ����

RI� DFWXDO� LQ�PDUNHW� VDOHVë� DV� \RX� VKRZ�

WKH� VWURQJ� FRUUHODWLRQ� U ���� RI� WKHVH�

HPRWLRQDOO\� ZHLJKWHG� SUHGLFWLRQV� ZLWK�

in-market sales.

*LYHQ�WKH�IDFW�WKDW�\RX�QRZ�KDYH�WKH�IXOO�

DWWHQWLRQ�RI�WKH�FRPPLWWHH��\RX�FRQWLQXH��

ê7KLV�DSSURDFK�FDQ�KHOS�XV�QRW�RQO\�ZLWK�

LQYHQWRU\�PDQDJHPHQW�RI�SURGXFWV�VORWWHG�

IRU� RXU� EX\V�� EXW� DOVR�ZLWK�QHZ�SURGXFW�

GHYHORSPHQW�� LGHQWLI\LQJ� ZLQQHUV� DQG�

losers long before we spend the resources

QHFHVVDU\�WR�EULQJ�WKHP�WR�PDUNHW�ë

ê,V� WKLV� MXVW� RQH� VWXG\�� RU� GR� \RX� KDYH�

DGGLWLRQDO�HYLGHQFH�RI�WKH�DFFXUDF\�RI�WKLV�

DSSURDFK"ë�DVNV�WKH�&(2�

ê:H�GR�KDYH�DGGLWLRQDO�HYLGHQFH�ë�LQMHFWV�

WKH�&02��ê/HWèV�WDNH�D�ORRN�DW�WKH�SUHGLFWLYH�

DFFXUDF\� RQ� WKH� RWKHU� SURGXFW� OLQHV� ZH�

WHVWHG�ë

ê$EVROXWHO\��+HUH�DUH�WKH�FKDUWV�VKRZLQJ�

WKH� SUHGLFWLYH� DFFXUDF\� RI� TXDQWLWDWLYH�

models which combine subconscious 

emotional data with conscious consumer 

SUHIHUHQFHV�ë�\RX�VD\�ZLWK�JUHDW�FRQĆGHQFH�

DV�\RX�F\FOH� WKURXJK�WKUHH�PRUH�VWXGLHV�

VKRZLQJ� FRUUHODWLRQV� RI� ����� ���� DQG� ����

of the research forecasts with actual 

in-market sales.

ê:K\�DUHQèW�ZH�XVLQJ�WKLV�DSSURDFK�IRU�DOO�

of our new concept testing and product 

IRUHFDVWLQJ�PRGHOV"ë�DVNV�WKH�&(2�

ê,PSOLFLW� UHVHDUFK� WHFKQLTXHV� DUH� VWLOO� LQ�

WKH� HDUO\� DGRSWLRQ� SKDVH� LQ� WKH� PDUNHW�

UHVHDUFK�LQGXVWU\�ë�WKH�&02�UHSOLHV�êDQG�

ZHèUH�EHLQJ�YHU\�FDUHIXO�LQ�RXU�YHWWLQJ�RI�

QHZ�YHQGRUV��,W�DSSHDUV�WKDW�PDQ\�\RXQJ�

companies are rushing to market with new 

techniques claiming to tap the consumer 

VXEFRQVFLRXV�ë

Show Me the Science2

BUYER PREDICTIONS BY PRODUCT CONSCIOUS MODEL 
PREDICTION BY PRODUCT

S
A

L
E

S
 O

F
 E

A
C

H
 P

R
O

D
U

C
T

r= .53

COMBINED CONSCIOUS & SUBCONSCIOUS 
MODEL PREDICTIONS

LIMITS IN THEIR MOTIVATION1

3

4

2

S
A

L
E

S
 O

F
 E

A
C

H
 P

R
O

D
U

C
T

r= .96

S
A

L
E

S
 O

F
 E

A
C

H
 P

R
O

D
U

C
T

r= .83

This could be lack of motivation to answer honestly 
due to self-presentation concerns, or motivation to 
take the question as the researcher desires.

LIMITS IN THEIR OPPORTUNITY

For example, an explicit measurement tool may not 
allow respondents to express their true degree of 
feeling about an evaluated item.

LIMITS IN THEIR ABILITY

Including difficulty to articulate their thinking or 
feeling into a reported response.

LIMITS IN THEIR AWARENESS

Respondents may not be consciously aware of 
their attitudes or drivers of their behavior.

Research Technique

Neuro (EEG,fMRI)

Bio (GSR, Heart-rate)

Affective Priming

Implicit Association Test

Discrete Choice Measures

Timed Discrete Choice Measurse

Timed Judgements of Associations

Timed Judgements of Associations 
within Restricted Response 
Time Windows

Degree of Control

Extremely Weak

Extremely Weak

Very Weak

Weak

Strong

Strong

Strong

Moderate

Is it Implicit?Indirect Unintentional

Package Concept Ad Diagnostics Ad ImpactBrand Product

Implicit Associations 
(e.g. Sentient PrimeTM)

Biomeasures (SCR, 
Heart Rate, Respiration)

Neuromeasures 
(fMRI, EEG)

FASHION STUDY 2: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .93

FASHION STUDY 3: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .92

FASHION STUDY 4: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .89



6@SentientInsight on Twitter   •   www.sentientdecisionscience.com   •   Sentient on LinkedIn

The CEO begins to look concerned.

ê:HèUH� HYDOXDWLQJ� WKH� OHDGLQJ� VXSSOLHUV�

in this space and we’re using scientific 

LQWHJULW\�FRXSOHG�ZLWK�SUDFWLFDO�EXVLQHVV�

application as our most important selection 

FULWHULD�ë

ê:K\�DUH�ZH�SODFLQJ�VR�PXFK�LPSRUWDQFH�

RQ� WKH� VFLHQFH� EHKLQG� WKH� WHFKQLTXHV"ë�

DVNV�WKH�&KLHI�)LQDQFLDO�2IĆFHU��ê:HèUH�QRW�

SD\LQJ�PRUH�MXVW�IRU�D�EXQFK�RI�3K�'�èV�WR�

PDNH�XV�IHHO�JRRG�DERXW�ZKDW�ZHèUH�GRLQJ��

DUH�ZH"ë

ê:KLOH�WKH�DSSOLFDWLRQ�RI�WKHVH�DSSURDFKHV�

WR�EXVLQHVV�LV�UHODWLYHO\�QHZ��WKH�EHKDYLRUDO�

VFLHQFHV�KDYH�EHHQ�UHĆQLQJ�WKH�WHFKQLTXHV�

IRU� RYHU� ��� \HDUV�ë� WKH� &02� H[SODLQV��

ê:H� ZDQW� D� VXSSOLHU� ZKR� XQGHUVWDQGV�

that science and couples it with business 

DFXPHQ��VR�ZHèUH�FHUWDLQ�WKDW�WKH�UHVXOWV�

from the research will provide us with 

QRYHO�LQVLJKW��DQG�PRUH�DFFXUDWHO\�IRUHFDVW�

consumer behavior. From a financial 

SUXGHQFH� SHUVSHFWLYH�� LW� PDNHV� VHQVH�

IRU�XV�JR�ZLWK�D�ĆUP� WKDW� OHYHUDJHV� WKDW�

NQRZOHGJH�UDWKHU�WKDQ�D�ĆUP�ZLWK�D�IDQF\�

new model based on the latest popular 

VFLHQFH�ERRN�ë

6KH�ZHQW�RQ�� ê,W� WXUQV�RXW�WKDW�WKHUH�DUH�

YHU\� VSHFLILF� FULWHULD� WKDW� QHHG� WR� EH�

PHW� IRU� D� PHDVXUH� WR� EH� WUXO\� LPSOLFLW��

)XUWKHUPRUH��LI�ZHèUH�QRW�WUXO\�PHDVXULQJ�

WKH� VXEFRQVFLRXV�� WKHUH� LV� QR� JXDUDQWHH�

that our measures will be adding novel 

LQVLJKW�DQG�WKH�SUHGLFWLYH�DFFXUDF\�ZHèYH�

VKRZQ�KHUH�ë

ê*UHDW�� ,èOO� ORRN� IRUZDUG� WR� UHDGLQJ� \RXU�

H[HFXWLYH�VXPPDU\�RQ�ZKDW�TXDOLĆHV�DV�D�

WUXH�LPSOLFLW�PHDVXUH��ZK\�LW�PDWWHUV�IRU�XV��

DQG�KRZ�\RX�LQWHQG�WR�LQFRUSRUDWH�LW�LQWR�

RXU�LQVLJKWV�SUDFWLFHë�WUDQVLWLRQV�WKH�&(2��

ê1RZ�OHWèV�WDON�DERXW�IRUHFDVWV�IRU�4�ðë
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,I�WKH�VFLHQFH�RI�LPSOLFLW�LV�WKDW�LPSRUWDQW��

what does the science tell us qualifies 

DV� D� WUXO\� LPSOLFLW� UHVHDUFK� WHFKQLTXH"�

)RUWXQDWHO\�� WKH� EHKDYLRUDO� VFLHQFH�

OLWHUDWXUH� KDV� ��� \HDUV� RI� UHVHDUFK� DQG�

WKHRU\�SXEOLVKHG�RQ�WKH�WRSLF��DQG�VR�WKH�

DQVZHU�LV�UHDGLO\�DYDLODEOH�WR�EH�DSSOLHG�WR�

business.

1RVHN��+DZNLQV�DQG�)UD]LHU��������SURYLGH�

D� UHFHQW� VXPPDU\� GHILQLWLRQ� DQG� DGG�

YDOXH� E\� GHWDLOLQJ� WKH� FRQGLWLRQV�ZKHUH�

implicit research techniques are able to 

unearth different insights than traditional 

measures. The authors provide evidence 

that insights from explicit techniques are 

OLPLWHG��ZKHQ�SHRSOH� KDYH� WKH� IROORZLQJ�

limits.

Nosek et al. argue that implicit research 

techniques are able to account for each of 

WKH�DERYH�êFDQèW�VD\�ZRQèW�VD\ë�OLPLWDWLRQV3. 

7KH�DXWKRUV�WKHQ�SURYLGH�D�EURDG�GHĆQLWLRQ�

of implicit techniques as those that are NOT 

êGLUHFW��GHOLEHUDWH��FRQWUROOHG��LQWHQWLRQDO�

VHOI�DVVHVVPHQWVë�.

7KLV�GHĆQLWLRQ�SURYLGHV�PDUNHW�UHVHDUFK�

with useful criteria for evaluating whether 

D�PHDVXUH� LV� LPSOLFLW� RU�QRW��+RZHYHU�� LW�

is important to note that even within the 

implicit literature authors are making 

DUJXPHQWV� DURXQG� WKH� êVWUHQJWK� RI�

LPSOLFLWQHVVë� LQ� D� PHDVXUH� �'H� +RXZHU�

HW�DO�� ��������� LQGLFDWLQJ�WKDW�WKHUH� LV�QRW�

FXUUHQWO\�D�SXUH�LPSOLFLW�PHDVXUHPHQW��EXW�

UDWKHU�WKHUH�DUH�GHJUHHV�RI�êLPSOLFLWQHVVë�

LQ�PHDVXUHV�� )RU� H[DPSOH�� ELRPHDVXUHV��

3�,�DJUHH�ZLWK�WKH�DXWKRUV�ZLWK�RQH�FDYHDW�WKDW�ZKLOH�LPSOLFLW�WHFKQLTXHV�PD\�RXWSHUIRUP�H[SOLFLW�WHFKQLTXHV�RQ�
����L�H��UHOLHYLQJ�OLPLWV�LQ�RSSRUWXQLW\���LPSOLFLW�WHFKQLTXHV�FDQ�VWLOO�VXIIHU�IURP�OLPLWLQJ�RSSRUWXQLW\�MXVW�DV�DQ\�
measurement method can.
��'H�+RXZHU�HW�DO���������RIIHU�D�PXFK�PRUH�GHWDLOHG�DFFRXQW�RI�WKH�UHTXLUHPHQWV�RI�DQ�LPSOLFLW�WHFKQLTXH�ZKLFK�
DOLJQ�RQ�WKH�EURDG�FKDUDFWHULVWLFV�VXPPDUL]HG�E\�1RVHN�HW�DO���������
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This could be lack of motivation to answer honestly 
due to self-presentation concerns, or motivation to 
take the question as the researcher desires.

LIMITS IN THEIR OPPORTUNITY

For example, an explicit measurement tool may not 
allow respondents to express their true degree of 
feeling about an evaluated item.

LIMITS IN THEIR ABILITY

Including difficulty to articulate their thinking or 
feeling into a reported response.

LIMITS IN THEIR AWARENESS

Respondents may not be consciously aware of 
their attitudes or drivers of their behavior.
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“the available evidence does not allow for the strong conclusion that IAT 

HɅHFWV�DUH�LPSOLFLW�LQ�WKH�VHQVH�RI�EHLQJ�DOZD\V�LQGHSHQGHQW�RI�WKH�JRDOV�WR�

avoid or alter the expression of the to-be-measured attribute. Nevertheless, it 

GRHV�VHHP�WR�EH�WKH�FDVH�WKDW�,$7�HɅHFWV�DUH�PRUH�GLɆFXOW�WR�FRQWURO�WKDQ�DUH�

most traditional (questionnaire) measures.”

,V�,W�,PSOLFLW"
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VXFK�DV� JDOYDQLF� VNLQ� UHVSRQVH� �*65�� L�H��

WKH�GHJUHH�WR�ZKLFK�\RXU�VNLQ�LV�SURGXFLQJ�

PRLVWXUH���DUH�SDUWLDOO\�FRQWUROODEOH�JLYHQ�

WKH� ULJKW� FRQGLWLRQV� �H�J�� PRWLYDWLRQ��

DZDUHQHVV�DQG�SUDFWLFH�5��7KXV��*65�ZKLOH�

DSSURSULDWHO\�FKDUDFWHUL]HG�DV�LPSOLFLW��LV�

QRW�SXUHO\�LPSOLFLW�LQ�WKH�VWULFWHVW�GHĆQLWLRQ�

of the term. The same is true for some of 

the better known behavioral response 

WLPH� EDVHG� LPSOLFLW� PHDVXUHV�� LQFOXGLQJ�

WKH�YHQHUDEOH�,$7��,Q�IDFW��'H�+RXZHU�HW��DO�

�������DUJXH�WKDWð

7KH�LGHD�RI�GHJUHH�RI�FRQWUROODELOLW\�LV�YHU\�XVHIXO�LQ�HYDOXDWLQJ�KRZ�JRRG�D�PHDVXUH�LV�DW�

capturing implicit insight. If we create a simple table and evaluate techniques along the 

EURDG�GLPHQVLRQV�IRUZDUGHG�E\�1RVHN�HW��DO��������ZH�KDYH�D�XVHIXO�WRRO�IRU�DVVHVVLQJ�WKH�

implicitness of a measure.�

5�*LYHQ�WKDW�FXUUHQW�HYLGHQFH�RI�KXPDQ�DELOLW\�WR�FRQWURO�QHXURORJLFDO�DQG�SK\VLRORJLFDO�UHVSRQVHV
WKURXJK�ELR�IHHGEDFN�LV�YHU\�OLPLWHG��LW�VWDQGV�WR�UHDVRQ�WKDW�1HXUR�DQG�%LRPHWULF�PHDVXUHV�DUH
DPRQJ�WKH�EHVW�PHDVXUHV�RQ�WKH�FULWHULRQ�RI�êXQFRQWUROODEOHë
� Chapter 5 gives more detailed descriptions and best use cases of several implicit research techniques.
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,V�,W�,PSOLFLW"

)LUVW��WKH�WDEOH�SURYLGHV�VRPH�YHU\�TXLFN�

insight that� LQGLUHFW� GRHV� QRW� HTXDO�

LPSOLFLW�� )RU� H[DPSOH�� GLVFUHWH� FKRLFH�

studies are great indirect measures that 

SURYLGH� GHULYHG� LQVLJKW� RQ� SUHIHUHQFHV��

KRZHYHU��WKH\�DUH�FRQVFLRXV�FKRLFHV�RQ�WKH�

items being evaluated and therefore do not 

ĆW�WKH�RWKHU�LPSOLFLW�FULWHULD�

6HFRQG��WKH�WDEOH�DOVR�UHYHDOV�WKDW�D�ORW�RI�

new-to-market WHFKQLTXHV� WKDW� VLPSO\�

PHDVXUH�UHVSRQVH�WLPHV�RI�DQ�HYDOXDWLRQ��

RU�VROHO\�UHTXLUH�TXLFN�UHVSRQVHV��DUH�QRW�

LPSOLFLW�

)RU� H[DPSOH�� KDYLQJ� SDUWLFLSDQWV� YHU\�

TXLFNO\�LQGLFDWH�ZKHWKHU�DQ�LPDJH�RU�ZRUG�

UHSUHVHQWV�VRPH�FDWHJRU\�RU�H[SHULHQFH��

DQG� WLPLQJ� WKHLU� UHVSRQVH�� LV� DQ� LQGLUHFW�

PHDVXUH��+RZHYHU��LW�LV�DQ�LQGLUHFW�PHDVXUH�

RI� WKHLU� FRQVFLRXV� DVVHVVPHQW�� QRW� DQ�

LPSOLFLW�PHDVXUH�RI�WKHLU�VXEFRQVFLRXV��RU�

DXWRPDWLF��DVVRFLDWLRQ��:H�FDOO�WKLV�D�êIDVW�

H[SOLFLWë�WHFKQLTXH��

'HĆQLQJ�ZKLFK�PHDVXUHV�DUH�LPSOLFLW�YHUVXV�

VLPSO\�LQGLUHFW�LV�LPSRUWDQW�EHFDXVH��DV�ZH�

ZLOO�VHH�LQ�WKH�FDVH�VWXGLHV�EHORZ��LPSOLFLW�

measures are providing researchers with 

insights into drivers of behavior that explicit 

measures are not. Consistent evidence in 

the behavioral science literature also shows 

that implicit measures are accounting 

for different variance in the behavior of 

LQWHUHVW�WKDQ�H[SOLFLW�PHDVXUHV��%DQDML��HW��

DO���������1RVHN���������7KLV�PHDQV� WKDW�

Insights managers will want to ensure that 

the measures are in fact implicit in order to 

PD[LPL]H�WKH�RSSRUWXQLW\�IRU�VXEFRQVFLRXV�

insights.

TWEET THIS @SENTIENTINSIGHT

“…implicit measures are providing researchers with  
insights into drivers of behavior that explicit measures are 

not. This means that Insights managers will want to  
ensure that the measures are in fact implicit in order to 

maximize the opportunity for subconscious insights.”
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2XU�ĆUVW�FDVH�VWXG\��DQG�QDUUDWLYH�DURXQG�

the executive committee meeting showed 

WKH� KLJKO\� SUHGLFWLYH� QDWXUH� RI� LPSOLFLW�

emotional measures for products in the 

retail fashion space. We’re often asked if 

LPSOLFLW�WHFKQLTXHV�DUH�UHDOO\�MXVW�XVHIXO�IRU�

WKRVH�NLQGV�RI�REYLRXVO\�KLJKO\�HPRWLRQDO�

decisions. The real answer is that our 

subconscious is involved in every decision 

ZH�PDNH��ZKHWKHU�WKDW�LV�IRU�WKH�EUDQG�RI�

FORWKHV�ZH�EX\��RU�RXU�GHFLVLRQ� WR�EX\�D�

KRXVH��RU�ZKLFK�FDUHHU�ZH�VKRXOG�SXUVXH��

%XW� WR� LOOXVWUDWH� MXVW� KRZ� SHUYDVLYH� WKH�

VXEFRQVFLRXV�LV�LQ�LQćXHQFLQJ�RXU�GHFLVLRQV��

ZH� ZDQWHG� D� VWXG\� RI� D� SURGXFW� WKDW� LV�

UHODWLYHO\�EODQG��6R�ZH�FKRVH�RDWPHDO�
2QFH� WKH� SUHGLFWLYH� DFFXUDF\� RI� WKH�

FRQVFLRXV�� VXEFRQVFLRXV� DQG� FRPELQHG�

PRGHOV� ZDV� YDOLGDWHG� LQ� SKDVH� RQH�� WKH�

Sentient scientists designed the second 

phase of the research to go even deeper in 

distinguishing the relative value of implicit 

DQG� H[SOLFLW� PHDVXUHV�� 6SHFLILFDOO\�� WKH�

VWXG\�ZDV�GHVLJQHG�WR�DQVZHU�WKH�IROORZLQJ�

question:

Is Oatmeal an Emotional Choice?

•  the importance of having a truly implicit 

measure of the subconscious in your  

research studies and,

•  how to effectively combine implicit and 

explicit data into a single, more predictive, 

consumer behavior forecasting model. 

1. Would derived conscious preference 
measures of products correlate with 
actual product sales data?

���Would implicit emotional association 
measures with products correlate  
with actual product sales data?

3. Would combining the derived  
conscious preference measures with 
the implicit measures produce a more 
DFFXUDWH�PRGHO�RI�VDOHV�GDWD��ZLWK� 
each measure accounting for some 
unique variance?

����Are explicit emotional slider measures 
DQG�êIDVW�H[SOLFLWë�WLPH�UHVWUDLQHG�UH-
VSRQVH�ODWHQF\�PHDVXUHV�XQLTXH�IURP�
derived preference to the same degree 
DV�WUXO\�LPSOLFLW�HPRWLRQDO�DVVRFLDWLRQ�
measures?

The following case study from  
the Sentient Consumer Subconscious  

Research lab, illustrates:

7KH�ĆUVW�SKDVH�RI�WKH�UHVHDUFK�
SURMHFW�ZDV�GHVLJQHG�WR�DQVZHU�
the following questions:
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,V�2DWPHDO�DQ�(PRWLRQDO�&KRLFH"

The purpose of phase 1 of the research was 

WR�IRUHFDVW�KRW�FHUHDO�VDOHV�LQ�D�PDMRU�86�

UHWDLOHU�IRU�4��RI�WKH�XSFRPLQJ�\HDU��7KH�

VWXG\�ZDV�FRQGXFWHG�GXULQJ�4��RI�WKH�SULRU�

\HDU�LQ�RUGHU�WR�PDNH�WKH�SUHGLFWLRQV�

There were several new product skus 

being introduced and there were questions 

around how the skus would perform and 

which products would capture market 

share.

$� GHSLFWLRQ� RI� ZKDW� ZH� ZHUH� WU\LQJ�

to predict appears below. The circle 

UHSUHVHQWV�WRWDO�+RW�&HUHDO�6DOHV�LQ�4��DW�

WKH�PDMRU�86�UHWDLOHU�

,I� ZH� KDG� D� PDJLFDO� FU\VWDO� EDOO� RXU�

PHDVXUHV�ZRXOG�FRPSOHWHO\�RYHUODS�ZLWK�

IXWXUH� LQ�PDUNHW�VDOHV��2EYLRXVO\�� WKDW� LV�

DQ� XQUHDOLVWLF� H[SHFWDWLRQ�� KRZHYHU� RXU�

PXOWL�ELOOLRQ�GROODU�LQGXVWU\�KDV�QRW�JLYHQ�

XS�WU\LQJ��:H�VWULYH�WR�JHW�FORVHU�DQG�FORVHU�

WR�WKRVH�FU\VWDO�EDOO�SUHGLFWLRQV�DV�SRVVLEOH�

The results from both phases of the 

research were telling. The addition of true 

implicit emotional association measures is 

EULQJLQJ�XV�D�ORW�FORVHU�WR�FU\VWDO�EDOO�OHYHO�

SUHGLFWLRQV�E\�DGGLQJ�D�WRXFK�RI�ZKDW�PLJKW�

DW�ĆUVW�VHHP�OLNH�PDJLF��%XW��XSRQ�FORVHU�

LQVSHFWLRQ��LW�WXUQV�RXW�WKDW�WKH�WUXH�LPSOLFLW�

PHDVXUHV�DUH�VLPSO\�TXDQWLI\LQJ�WKH�LPSDFW�

of decision drivers that consumers are 

VLPSO\�XQDEOH�RU�DUH�XQZLOOLQJ�WR�WHOO�XV�

In phase one we designed a choice based 

FRQMRLQW� VWXG\�� PDQLSXODWLQJ� EUDQGHG�

SURGXFW�DQG�SULFH�RI����KRW�FHUHDO�RSWLRQV��

We used the data from the choice exercise 

to derive the explicit preference for each 

SURGXFW�� ,Q� DGGLWLRQ�� ZH� PHDVXUHG� WKH�

implicit emotional associations with each 

product using Sentient PrimeTM implicit 

UHVHDUFK�WHFKQRORJ\��$IWHU�WKH�VWXG\�ZDV�

over and we had made our predictions 

of which products would be the most 

VXFFHVVIXO��ZH� REWDLQHG� WKH� DFWXDO� VDOHV�

data for each product in the following 

quarter.

• )LUVW��GHULYHG�FRQVFLRXV�SUHIHUHQFH�
PHDVXUHV�DFFXUDWHO\�SUHGLFWHG�VDOHV��
ZLWK�DQ�U �����DFFRXQWLQJ�IRU�����RI�
actual in-market sales data.

Continued on the following page...

We found clear answers to 
each of our research questions:

Q1 MAJOR US RETAILER $SALES
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,V�2DWPHDO�DQ�(PRWLRQDO�&KRLFH"

• 6HFRQG��DXWRPDWLF�HPRWLRQDO�DVVRFLD-
tions were correlated with sales data 
and were more accurate than derived 
FRQVFLRXV�SUHIHUHQFH��ZLWK�DQ�U �����
DFFRXQWLQJ�IRU�����RI�DFWXDO�LQ�PDUNHW�
VDOHV�GDWD��,I�\RX�KDG�WR�SLFN�MXVW�RQH�
of these measures to forecast oatmeal 
VDOHV�å�\RXèG�SLFN�WKH�LPSOLFLW�HPRWLRQ-
al measures.

• 7KLUG��DQG�SHUKDSV�PRVW�LPSRUWDQW-
O\��DV�\RX�FDQ�VHH�EHORZ��WKH�LPSOLFLW�
emotional measures and the derived 
conscious preference measures do not 
RYHUODS�E\�YHU\�PXFK��7KLV�PHDQV�WKH\�
are accounting for different variance 
LQ�WKH�EHKDYLRU�RI�LQWHUHVW��PLOOLRQV�RI�
dollars of oatmeal purchasing in this 
FDVH���7KLV�LQGLFDWHV�WKDW�WKH\�DUH�ULSH�
to be combined into a single predictive 
algorithm. When we combine those 
PHDVXUHV��WKH�FRUUHODWLRQ�ZLWK�VDOHV�
LQFUHDVHV�WR�U �����DFFRXQWLQJ�IRU�����
of actual in-market sales. It is import-
DQW�WR�QRWH�WKDW�WKLV�LV�QRW�D�UHWUR�ĆWWHG�
GDWD�PRGHO��WKHVH�SUHGLFWLRQV�ZHUH�
PDGH�LQ�4��DQG�VDOHV�PHDVXUHV�ZHUH�
IURP�WKH�VXEVHTXHQW�4�

$OO�RI�WKHVH�ĆQGLQJV�ZHUH�FRQVLVWHQW�ZLWK�

ZKDW�ZH�H[SHFWHG��%XW�ZH�ZHUH�HDJHU�ĆQG�

out more. When creating models of future 

PDUNHW� VDOHV� EHKDYLRU�� ZH� DUH� ORRNLQJ�

IRU� XQLTXH�SUHGLFWRUV��:H�DOUHDG\�NQRZ�

WKDW� GHULYHG� SUHIHUHQFH�PHDVXUHV�� IURP�

PHWKRGV� OLNH� FRQMRLQW� DQG� PD[�GLII�� DUH�

better predictors than stated likelihood to 

SXUFKDVH�PHDVXUHV��+RZHYHU��WKH�TXHVWLRQ�

remains: what other measures can be added 
to a predictive model that will account for 
XQLTXH� IDFWRUV� LQćXHQFLQJ�EHKDYLRU" As we 

VDZ� LQ� SKDVH� ,�� WUXH� LPSOLFLW� HPRWLRQDO�

associations are explaining unique aspects 

RI�WKH�VDOHV�GDWD��EXW�DUH�WKHUH�RWKHU��OHVV�

ULJRURXV�HPRWLRQ�PHDVXUHPHQW�PHWKRGV��

WKDW� PLJKW� SHUIRUP� MXVW� DV� ZHOO� DV� WUXH�

LPSOLFLW�DVVRFLDWLRQ�PHDVXUHV"�+RZ�DERXW�

slow explicit emotional ratings using 

VOLGHU�VFDOHV"�2U�êIDVW�H[SOLFLWë�HPRWLRQDO�

measures?

Q1 MAJOR US RETAILER $SALES

41%
Conscious  
3UHIHUHQFH
(Derived from   
Conjoint)

r=.90, 80%

&RPELQHG�&RQVFLRXV�	�6XEFRQVFLRXV�0RGHO

51%
Subconscious  

(PRWLRQDO� 
Associations

(“True Implicit“)
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,V�2DWPHDO�DQ�(PRWLRQDO�&KRLFH"

To answer these questions the second 

phase of the research was conducted 

using the same products and including the 

additional conscious emotional evaluation 

PHDVXUHV�� :H� UHSOLFDWHG� WKH� FRQMRLQW�

VWXG\��LQFOXGHG�WKH�Sentient PrimeTM implicit 

HPRWLRQDO�DVVRFLDWLRQ�PHDVXUHV��DQG�DGGHG�

H[SOLFLW�HPRWLRQDO�VOLGHU�VFDOHV�DQG�D�êIDVW�

H[SOLFLWë�HPRWLRQDO�DVVHVVPHQW�WHFKQLTXH�

WKDW� UHTXLUHV� DQ� H[SOLFLW� MXGJPHQW� WR� EH�

made in under one second and records the 

UHVSRQVH�ODWHQF\�LQ�PLOOLVHFRQGV�

To assess the uniqueness of each measure 

we ran correlations of each of the three 

emotional measures with the derived 

SUHIHUHQFH� PHDVXUH� IURP� WKH� FRQMRLQW�

VWXG\�DQG�FDOFXODWHG�DQ�U�VTXDUH�YDOXH��$Q�

U�VTXDUH�RI������ZRXOG�LQGLFDWH�WKDW�WKH�

PHDVXUHV�FRPSOHWHO\�RYHUODS�DQG�DUH�QRW�

at all unique. We subtracted the calculated 

r-square value from one hundred to 

produce the percentage of variance in 

each measure that is unique from derived 

preference. The results were telling.

• Explicit emotional slider rating scales 
ZHUH�RQO\�����XQLTXH�IURP�GHULYHG�
preference measures.

• )DVW�H[SOLFLW�HPRWLRQDO�PHDVXUHV��
based on response latencies within 
D�UHVWULFWHG�UHVSRQVH�ZLQGRZ��ZHUH�
VOLJKWO\�EHWWHU�DW�����XQLTXHQHVV� 
from derived preference measures. 
7KLV�PHDQV�WKDW�DGGLQJ�êIDVW�H[SOLFLWë�
HPRWLRQDO�PHDVXUHV�WR�\RXU�UHVHDUFK�
ZLOO�SURYLGH�\RX�ZLWK�GDWD�WKDW�LV�DW�
least somewhat unique from what  
\RX�ZLOO�GHULYH�IURP�FKRLFH�EDVHG� 
FRQMRLQW�GDWD�

Conscious 3UHIHUHQFH
(Derived from  Conjoint)

(PRWLRQDO�5DWLQJ�6FDOHV 
(Explicit Sliders)

Conscious 3UHIHUHQFH
(Derived from  Conjoint)

(PRWLRQDO�5HVSRQVH�/DWHQF\
(“Fast Explicit”)

11% 
UNIQUE

15% 
UNIQUE
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,V�2DWPHDO�DQ�(PRWLRQDO�&KRLFH"

• +RZHYHU��WUXO\�LPSOLFLW�HPRWLRQDO� 
DVVRFLDWLRQV�ZHUH�����XQLTXH�IURP�
derived preference measures. These 
UHVXOWV�LQGLFDWH�WKDW�WUXO\�LPSOLFLW� 
measures are far superior at  
capturing unique elements of the  
FRQVXPHU�GHFLVLRQ�PDNLQJ�SURFHVV�� 
DV�FRPSDUHG�WR�êVORZ�H[SOLFLWë��RU� 
êIDVW�H[SOLFLWë�PHDVXUHV��$V�ZH�VDZ�LQ�
SKDVH���RI�WKH�UHVHDUFK��DGGLQJ�WKHVH�
true implicit emotional association  
measures to sales forecasting models 
accounts for a much larger portion  
of actual in-market sales.

Conscious 3UHIHUHQFH
(Derived from  Conjoint)

6XEFRQVFLRXV�(PRWLRQDO�$VVRFLDWLRQV
(“True Implicit”)

66% 
UNIQUE
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:LWK�WKLV�HYLGHQFH�RQ�WKH�LPSRUWDQFH�RI�XVLQJ�WUXO\�LPSOLFLW�UHVHDUFK�WHFKQLTXHV�HVWDE-

OLVKHG��WKH�QH[W�VWHS�LV�WR�LGHQWLI\�WKH�EHVW�XVH�FDVHV�IRU�WUXO\�LPSOLFLW�WHFKQLTXHV�DQG�

KLJKOLJKW�ZKHQ�DQG�ZK\�HDFK�WHFKQLTXH�DGGV�XQLTXH�YDOXH��7KH�IROORZLQJ�WDEOH�SURYLGHV�

D�VXPPDU\�RI�VRPH�RI�WKH�EHVW�DSSOLFDWLRQV�RI�GLIIHUHQW�LPSOLFLW�WHFKQLTXHV�

,PSOLFLW� DVVRFLDWLRQV� DUH� WKH�PRVW� HDVLO\�

scalable and representative of all implicit 

UHVHDUFK�WHFKQLTXHV��)XUWKHUPRUH��WKHVH�

WHFKQLTXHV� DUH� HDVLO\� FRPELQHG� ZLWK�

other advanced conscious assessment 

techniques. Given that the data is 

quantitative and measured at the individual 

SDUWLFLSDQW� OHYHO�� FRPELQHG� FRQVFLRXV�

and subconscious predictive models are 

QDWXUDOO\� FUHDWHG� WR� SURYLGH� WKH� PRVW�

holistic insight on the drivers of behavior.

Implicit associations are exceptional at 

measuring the subconscious processing of 

EUDQGV��SURGXFWV��SDFNDJLQJ�DQG�FRQFHSWV��

7KHVH�PHDVXUHV��FRPELQHG�ZLWK�FRQVFLRXV�

DVVHVVPHQW� PHDVXUHV�� ZLOO� SURYLGH� D�

more accurate prediction of what will 

EH� VXFFHVVIXO� LQ� WKH�PDUNHW��%XW�EH\RQG�

SURYLGLQJ� DFFXUDWH� SUHGLFWLRQV�� LPSOLFLW�

DVVRFLDWLRQV� JR� GHHSHU� WKDQ� DQ\� RWKHU�

implicit technique to provide insight on 

why�D�EUDQG��SURGXFW��SDFNDJH�RU�FRQFHSW�
will be successful.

Implicit Associations  
(e.g., Sentient PrimeTM, Implicit  Association Test,  
Affect Misattribution Procedure)

%HVW�8VH�&DVHV�IRU�'LIIHUHQW�,PSOLFLW�5HVHDUFK�7HFKQLTXHV

BUYER PREDICTIONS BY PRODUCT CONSCIOUS MODEL 
PREDICTION BY PRODUCT
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COMBINED CONSCIOUS & SUBCONSCIOUS 
MODEL PREDICTIONS

LIMITS IN THEIR MOTIVATION1
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This could be lack of motivation to answer honestly 
due to self-presentation concerns, or motivation to 
take the question as the researcher desires.

LIMITS IN THEIR OPPORTUNITY

For example, an explicit measurement tool may not 
allow respondents to express their true degree of 
feeling about an evaluated item.

LIMITS IN THEIR ABILITY

Including difficulty to articulate their thinking or 
feeling into a reported response.

LIMITS IN THEIR AWARENESS

Respondents may not be consciously aware of 
their attitudes or drivers of their behavior.

Research Technique

Neuro (EEG,fMRI)

Bio (GSR, Heart-rate)

Affective Priming

Implicit Association Test

Discrete Choice Measures

Timed Discrete Choice Measurse

Timed Judgements of Associations

Timed Judgements of Associations 
within Restricted Response 
Time Windows

Degree of Control

Extremely Weak

Extremely Weak

Very Weak

Weak

Strong

Strong

Strong

Moderate

Is it Implicit?Indirect Unintentional

Package Concept Ad Diagnostics Ad ImpactBrand Product

Implicit Associations 
(e.g. Sentient PrimeTM)

Biomeasures (SCR, 
Heart Rate, Respiration)

Neuromeasures 
(fMRI, EEG)

FASHION STUDY 2: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .93

FASHION STUDY 3: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .92

FASHION STUDY 4: COMBINED 

CONSCIOUS & SUBCONSCIOUS MODEL

r= .89
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%HVW�8VH�&DVHV�IRU�'LIIHUHQW�,PSOLFLW�5HVHDUFK�7HFKQLTXHV

Implicit association techniques reveal 

the discrete emotional associations that 

ELRPHWULF� DQG� QHXUR� PHDVXUHV� FDQQRW��

so managers can distinguish between 

consumer feelings such as pride versus 

excitement versus satisfaction. These 

distinctions are critical for product and 

brand positioning in the marketplace. 

%H\RQG� HPRWLRQV�� LPSOLFLW� DVVRFLDWLRQ��

techniques provide insight on the cognitive 

attribute associations that give rise to 

HPRWLRQ�� DUPLQJ� PDUNHWHUV� ZLWK� HYHQ�

deeper insight on how to evoke emotions in 

consumers and drive marketplace behavior.

Implicit associations are good at measuring 

the impact of advertising but are not as 

strong as biometrics or neuro measures in 

GLDJQRVLQJ�WKH�VSHFLĆF�HOHPHQWV�RI�DQ�DG��

Implicit associations do not have the same 

temporal resolution as biometrics and 

QHXUR�PHDVXUHV��DQG�WKXV�ZKHQ�FRQGXFWLQJ�

DGYHUWLVLQJ� WHVWLQJ�� LPSOLFLW� DVVRFLDWLRQ�

measures should be combined with bio or 

QHXUR�PHDVXUHV�DV�DQ�êDG�LPSDFWë�YDULDEOH�

%LRPHWULFV� DQG� DUH� DOVR� VWURQJ� LPSOLFLW�

UHVHDUFK�WHFKQLTXHV�EXW�DUH�PRUH�GLIĆFXOW�

WR�VFDOH�JOREDOO\��DQG�DOVR�FDQ�VXIIHU�IURP�

representativeness issues. When designing 

D�ELRPHWULF�EDVHG�VWXG\��EH�VXUH�WKDW�WKH�

SDUWLFLSDQWV� DUH� UHSUHVHQWDWLYH� RI� \RXU�

SRSXODWLRQ� RI� LQWHUHVW�� RWKHUZLVH� \RXU�

UHVXOWV� PD\� QRW� SURMHFW� ZHOO� WR� PDUNHW�

behavior.

The best application for biometrics is 

DGYHUWLVLQJ�GLDJQRVWLFV��RU�PRUH�EURDGO\��

media evaluation. The strength of 

ELRPHWULFV� LQ� WKLV� GRPDLQ� LV� WKH� DELOLW\�

to track emotional response in real-time 

across the time course of an advertisement 

RU� RWKHU� G\QDPLF�PHGLD� FRQWHQW��:KLOH�

biometrics are great at measuring in-time 

UHVSRQVH�� WKH\� GR� QRW� GLUHFWO\� PHDVXUH�

the impact of that response. For this 

UHDVRQ��FRPELQLQJ�ELRPHWULFV�ZLWK�LPSOLFLW�

DVVRFLDWLRQ�PHDVXUHV��DQG�RWKHU�FRQVFLRXV�

PHDVXUHV��LV�WKH�EHVW�UHVHDUFK�VROXWLRQ�IRU�

holistic insights on the effectiveness of 

media content.

%LRPHWULFV� 
(e.g., skin conductance, heart rate and respiration)
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%HVW�8VH�&DVHV�IRU�'LIIHUHQW�,PSOLFLW�5HVHDUFK�7HFKQLTXHV

%LRPHWULFV�DUH�DOVR�ZHOO�DSSOLHG�WR�SURGXFW�

DQG� SDFNDJH� WHVWLQJ� EHFDXVH� WKH\� FDQ�

FDSWXUH� SK\VLRORJLFDO� UHVSRQVH� WR� YLVXDO�

RU�SK\VLFDO�H[SRVXUH�WR��WKHVH�LWHPV��7KHVH�

measures provide an assessment of the 

SK\VLRORJLFDO�UHVSRQVH�WR�QHZ�RU�H[LVWLQJ�

SURGXFWV��RU�QHZ�RU�H[LVWLQJ�SDFNDJLQJ�DQG�

FHUWDLQ�SDFNDJLQJ�HOHPHQWV��+RZHYHU��MXVW�

DV�ZLWK�PHGLD�HYDOXDWLRQ��ELRPHWULFV�FDQQRW�

distinguish well between different kinds of 

emotions consumers are experiencing.

1HXUR�PHDVXUHV� ĆW� WKH� FULWHULD� RI� EHLQJ�

implicit measures but are even more 

GLIĆFXOW�WR�VFDOH�JOREDOO\�WKDQ�ELRPHWULFV��

DQG� MXVW� OLNH� ELRPHWULFV�� FDQ� VXIIHU� IURP�

UHSUHVHQWDWLYHQHVV� LVVXHV�� 8VH� H[WUD�

caution when designing an EEG or fMRI 

VWXG\� WR� HQVXUH� WKDW� \RXU� SDUWLFLSDQWV�

UHSUHVHQW� \RXU� SRSXODWLRQ� RI� LQWHUHVW��

There is a natural bias when viewing brain 

VFDQV�WR�EHOLHYH�WKDW�ZKDW�\RXèUH�ORRNLQJ�

DW�LV�êWUXWKë�EHFDXVH�LW�LV�EUDLQ�EDVHG�GDWD��

+RZHYHU��LI�\RX�KDYH�WKH�ZURQJ�SRSXODWLRQ�

LQ�\RXU�VWXG\��RU� LI�\RXU�VWXG\� LV�QRW�ZHOO�

GHVLJQHG� H[SHULPHQWDOO\�� WKH� EUDLQ� GDWD�

IURP� WKDW� VWXG\� LV� MXVW� DV� EDG� DV� WKH�

GDWD� FRPLQJ�RXW�RI� DQ\�SRRUO\�GHVLJQHG��

nonrepresentative conscious research.

1HXUR� PHDVXUHV� DUH� SDUWLFXODUO\� ZHOO�

applied to advertising testing and other 

media content evaluation. These measures 

SURYLGH�D�VSHFLĆFLW\�RI�UHVSRQVH�LQ�UHDO�WLPH�

that is far superior to implicit association 

PHWKRGV�� DQG� DOVR� VXSHULRU� WR� PDQ\�

ELRPHWULFV� �ZKLFK� SRVVHVV� D� JUHDWHU� ODJ�

EHWZHHQ�VWLPXOXV�DQG�REVHUYHG�UHVSRQVH���

I05,� KDV� WUDGLWLRQDOO\� KHOG� D� VLJQLILFDQW�

DGYDQWDJH�RYHU�((*�LQ�WHUPV�RI�VSHFLI\LQJ�

the subcortical areas of the brain that are 

SURFHVVLQJ� LQIRUPDWLRQ� �FDOOHG� êVSDWLDO�

UHVROXWLRQë��� KRZHYHU�� UHFHQW� DGYDQFHV�

LQ�VRXUFH�ORFDOL]DWLRQ�DOJRULWKPV�IRU�((*�

have begun to close that gap between 

I05,�DQG�((*�PHWKRGV��,Q�DGGLWLRQ��((*�

possesses greater precision in measuring 

WKH�PRPHQW�E\�PRPHQW� UHDFWLRQ� �FDOOHG�

êWHPSRUDO�UHVROXWLRQë��RYHU�I05,�EHFDXVH�

LW� LV� PHDVXULQJ� HOHFWULFDO� DFWLYLW\� UDWKHU�

WKDQ�FKDQJHV�GXH�WR�EORRG�ćRZ��)RU�WKHVH�

UHDVRQV��SOXV�WKH�ORZHU�H[SHQVH�DQG�JUHDWHU�

VFDODELOLW\��((*�LV�FXUUHQWO\�PRUH�SUDFWLFDO�

for market research practice.

Neuro Measures  
(e.g., EEG and fMRI)
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%HVW�8VH�&DVHV�IRU�'LIIHUHQW�,PSOLFLW�5HVHDUFK�7HFKQLTXHV

Neuro measures are also well applied 

for product and package testing to 

provide insight on how these items are 

being processed. Given the small sample 

VL]H� RI� QHXUR� DQG� ELR� PHDVXUH� VWXGLHV��

LW� LV�PRUH� GLIILFXOW� WR� UHOLDEO\� SDLU� WKHVH�

results with traditional quantitative 

conscious measures. Running a concurrent 

LPSOLFLW�DVVRFLDWLRQ�VWXG\��ZLWK�DGYDQFHG�

FRQVFLRXV��PHDVXUHV�LQFOXGHG��RQ�D�ODUJHU�

UHSUHVHQWDWLYH�VDPSOH�LV�D�ZD\�WR�FDSLWDOL]H�

on the unique advantages of each method.

7ZR�.H\�&RPSOHPHQWDU\�ê3DVVLYH�
2EVHUYDWLRQë��0HDVXUHV

7KHUH�DUH�VHYHUDO�PHDVXUHV�WHFKQLTXHV�

WKDW�DUH�FXUUHQWO\�EHLQJ�FDWHJRUL]HG�

DV�QHXURPDUNHWLQJ�WHFKQLTXHV��ZKLFK�

SURYLGH�JUHDW�LQVLJKW�WKURXJK�SDVVLYH�

REVHUYDWLRQ��EXW�DUH�QRW�WUXO\�LPSOLFLW�

WHFKQLTXHV��7KLV�GLVWLQFWLRQ�LV�LPSRUWDQW�

DV�WKHVH�PHDVXUHV�RIIHU�D�JUHDW�FRP-

SOHPHQW�WR�WUXO\�LPSOLFLW�WHFKQLTXHV��

7KH�WZR�IROORZLQJ�SDVVLYH�REVHUYDWLRQ�

WHFKQLTXHV�VKRXOG�EH�FRPPRQO\�XVHG�LQ�

FRPELQDWLRQ�ZLWK�LPSOLFLW�WHFKQLTXHV�WR�

DGG�LQVLJKW�WR�\RXU�UHVHDUFK�UHVXOWV�

 

FACIAL CODING  is the measurement 

and coding of facial expressions to reveal 

the emotional response of individuals 

while processing content. This technique 

LV�SDVVLYH�� LQ�WKH�VHQVH�WKDW� LW� LV�JOHDQLQJ�

LQVLJKW� WKURXJK� REVHUYDWLRQ�� EXW� IDFLDO�

expressions in response to content are 

controllable if respondents are motivated 

DQG�WKHUHIRUH�GR�QRW�TXDOLI\�DV�LPSOLFLW��7KLV�

KRZHYHU��GRHV�QRW�PHDQ�WKDW�WKH\�DUH�QRW�

H[WUHPHO\�XVHIXO��$V�D�PHDVXUH�RI�UHDO�WLPH�

HPRWLRQDO�UHDFWLRQ��IDFLDO�FRGLQJ�RIIHUV�D�

JOREDOO\�VFDODEOH�WHFKQLTXH�IRU�DGYHUWLVLQJ�

GLDJQRVLV�WKDW�FDQ�EH�HDVLO\�DQG�SURĆWDEO\�

combined with implicit associations and 

derived preference measures. Together 

this combination can deliver moment-

E\�PRPHQW� HPRWLRQDO� UHDFWLRQ� LQVLJKW�

as well as advertising impact insight. 

 

EYE-TRACKING is a passive measure of 

DWWHQWLRQ�� $GYDQFHV� LQ� WHFKQRORJ\� RIIHU�

KLJKO\�XQREWUXVLYH�PHWKRGV�IRU�PHDVXULQJ�

attention engagement of consumers while 

WKH\�SURFHVV�SURGXFWV��SDFNDJLQJ��FRQFHSWV��

DGYHUWLVLQJ�� LQ�VWRUH� HQYLURQPHQWV� DQG�

PRUH��(\H�WUDFNLQJ�GDWD�SURYLGHV� LQVLJKW�

on what stimuli are capturing attention 

DQG�IRU�KRZ�ORQJ��,Q�DGGLWLRQ��WLPH�FRXUVH�

DQDO\VLV� RI� H\H�WUDFNLQJ� GDWD� SURYLGHV�

LQVLJKW�RQ�WKH�FRPPXQLFDWLRQ�KLHUDUFK\�RI�

DQ�HQYLURQPHQW��SURGXFW��SDFNDJH��PHGLD�

FRQWHQW�HWF��7KH�FRPPXQLFDWLRQ�KLHUDUFK\�

LV�YHU\�XVHIXO�LQ�XQGHUVWDQGLQJ�WKH�RUGHU�

in which consumers are processing the 

SHUVXDVLYH�êDUJXPHQWë�WKDW�\RXU�FRQWHQW�LV�

PDNLQJ��:KLOH�H[WUHPHO\�XVHIXO��FRQVXPHUV�

DUH� ODUJHO\� DEOH� WR� FRQWURO� ZKHUH� WKH\�

spend their time looking and the order in 

ZKLFK�WKH\�DWWHQG�WR�LWHPV��DQG�WKHUHIRUH�

H\H�WUDFNLQJ� LV�QRW�DQ� LPSOLFLW�WHFKQLTXH��

+RZHYHU��LW�LV�DQ�H[WUHPHO\�YDOXDEOH�SDVVLYH�

REVHUYDWLRQ� WHFKQLTXH� WKDW� LV� SURILWDEO\�

combined with implicit measures to provide 

additional  insight on what is producing 

emotional responses in consumers.
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,Q�6XPPDU\
TO THE THINKER IN ALL OF US

We know we need accurate evidence to 

support our arguments in business. We 

know we need deeper explanations of the 

EHKDYLRUV�ZHèUH�WU\LQJ�WR�SUHGLFW��$QG�ZH�

know that evidence based explanations 

of behavior are most persuasive when 

ZRYHQ� LQWR�D� FRPSHOOLQJ� VWRU\�� ,QFOXGLQJ�

WUXO\� LPSOLFLW� PHDVXUHV� DV� VWDQGDUG�

FRPSRQHQWV�RI�\RXU�UHVHDUFK�VWXGLHV�ZLOO�

JLYH�\RX�HYLGHQFH�DQG�GHHSHU�H[SODQDWLRQV�

of behavior while providing the fodder for 

FRPSHOOLQJ�VWRU\WHOOLQJ�

As we get deeper with our scientific 

approaches to understanding the drivers of 

EHKDYLRU��LWèV�SUREDEO\�JRRG�WR�UHPHPEHU�

WKDW�EHKDYLRUDO�VFLHQWLVWV�ZHUHQèW�WKH�ĆUVW�

to tackle the issues of the subconscious. In 

IDFW��WKH�SKLORVRSKHUV�DQG�SRHWV�KDYH�EHHQ�

DW�WKLV�IRU�VRPH�WLPH�QRZ��DQG�ZHUH�DPRQJ�

WKH�ĆUVW�WR�JDLQ�LQVLJKW�RQ�WKH�SRZHU�RI�WKH�

VXEFRQVFLRXV�DQG�HORTXHQWO\�H[SUHVV�WKDW�

LQVLJKW� IRU� RXU� GHOLJKW�� $QG� VR�ZH� ĆQLVK�

ZKHUH�ZH�EHJDQ��ZLWK�)URVW� RIIHULQJ�KLV�

wisdom on how instinct interacts with 

reason to determine decisions.

The last step taken found your heft,  

Decidedly upon the left.  

One more would throw you on the right, 

Another still—you see your plight.

You call this thinking, but it’s walking. 

Not even that, it’s only rocking,  

Or weaving like a stabled horse:

From force to matter and back to force, 

From form to content and back to form, 

From norm to crazy and back to norm, 

From bound to free and back to bound,

From sound to sense and back to sound.

…

Suppose you’ve no direction in you,  

I don’t see but you must continue  

To use the gift you do possess,  

And sway with reason more or less.

…

So if you find you must repent  

From side to side in argument,  

At least don’t use your mind too hard, 

But trust my instinct – I’m a bard.

~Excerpts from “To a Thinker”, Robert Frost
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As an entrepreneurial consumer 

SV\FKRORJLVW�� 'U�� 5HLG� IRXQGHG� 6HQWLHQW�

'HFLVLRQ�6FLHQFH��,QF��WR�EULQJ�WKH�YLVLRQDU\�

advances from the behavioral sciences 

to business in a practical and accessible 

format. Sentient is a leading behavioral 

VFLHQFH�EDVHG�UHVHDUFK�DQG�FRQVXOWLQJ�ĆUP�

providing best-in-class implicit research 

WHFKQRORJ\��DSSOLHG�EHKDYLRUDO�HFRQRPLFV�

and marketing science based brand 

FRQVXOWLQJ�WR�RSWLPL]H�SURGXFW��SULFLQJ�DQG�

SURPRWLRQ�GHYHORSPHQW�DQG�HPRWLRQDOO\�

differentiate brands through strategic 

positioning and communications.

'U�� 5HLG� LV� DQ� H[SHUW� LQ� KRZ� HPRWLRQ�

influences choice and the subconscious 

GULYHUV� RI� EHKDYLRU�� +LV� SXEOLFDWLRQV�

include mathematical models of consumer 

irrationalities in top peer-reviewed 

SV\FKRORJ\� MRXUQDOV�� VXFK�DV� WKH� -RXUQDO�

RI� ([SHULPHQWDO� 3V\FKRORJ\� DQG� WKH�

-RXUQDO� RI� %HKDYLRUDO� 'HFLVLRQ� 0DNLQJ�

DV� ZHOO� DV� LQGXVWU\� OHDGLQJ� UHFRJQLWLRQ�

Aaron A. Reid, Ph.D. 
&KLHI�%HKDYLRUDO�6FLHQWLVW
Sentient Decision Science, Inc.
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IURP�(620$5��+LV�ODQGPDUN�SXEOLFDWLRQ�

RI� ê(PRWLRQ� DV� D� 7UDGHDEOH� 4XDQWLW\ë�

ZDV� WKH� ILUVW� WR� TXDQWLI\� KRZ� HPRWLRQ�

LQćXHQFHV�FKRLFH�DV�D�EHKDYLRUDO�ZHLJKWLQJ�

mechanism.

8QGHU� 'U�� 5HLGèV� GLUHFWLRQ�� 6HQWLHQW�

'HFLVLRQ� 6FLHQFH� KDV� GHYHORSHG� SDWHQW�

SHQGLQJ�� FORXG� EDVHG�� JOREDOO\� VFDODEOH�

LPSOLFLW�UHVHDUFK�WHFKQRORJ\�WKDW�TXDQWLĆHV�

consumer emotions and neural network 
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