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THE TWO WAYS
THOUGHTS GOME
INTO YOUR MIND

—

FAST
(SYSTEM 1)

* Automatic - you don’t have to do
anything actively
* Operates on the now

* Forms stereotypes based on
previous experience

» Creates bias by quick reactions

* An emotional response
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DIFFERENT WAYS . wE PREFER

t+he q07. FAT-FLED ONE

SLOW
(SYSTEM 2)

* Needs mental effort and several
steps to retrieve information

¢ Demands attention and effort
¢ Biases influence “rational decisions”

* When system 2 is at work, self
control goes down
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FIG 5.1. Fazios (1990a) MODE model.
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What s mobivakion?




Motivakion ’

internal reward
VS
external reward



How
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Consumer DeciLsioins
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THE TWO WAYS
THOUGHTS COME
INTO YOUR MIND

e e

FAST
(SYSTEM 1)

* Automatic - you don’t have to do
anything actively

* Operates on the now

* Forms stereotypes based on
previous experience

» Creates bias by quick reactions

* An emotional response

907 FAT
FREE

SAME MEAT, DISCEIBED IN
DIFFERENT WAYS . wE PREFER
the 90 7. FAT-FLEL ONE

SLOW
(SYSTEM 2)

* Needs mental effort and several
steps to retrieve information

¢ Demands attention and effort
¢ Biases influence “rational decisions”

* When system 2 is at work, self
control goes down
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Abd&&v - The Amount of
Information
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Overload, Stmilarity and

SoNNENTOR
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Tyranny of Choice
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Satisfaction

Variety
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Processing Abiii;&oj

Kinowledaqe

and Stored

2. 2] Attention directs the
extraction of meaningful
information from the
SeNsSory registers,
transferring it to short-
term memory.

\

High capacity sensory
registers briefly store
information in the form
of an kon or echo.

External
- stimulus

|

l. | Raw information
flows from the
senses into the
SeNsory registers,

Allention

4| Short-term
memaory, of
working memory,
hokds the
information we

Forgetting 2@ thinking about

Information transferred
from short-term memory
to long-term memory
becomes relatively
permanent, comprising
everything we “know™.

= Hinformation retrieved

from long-term
memaory is transferred
to shoet-term, or
wodo'ng mem(u?,
where it is available
for use.

6| Information that
IS actively
processed and
coded In short-
Lerm memory is
transferred to
long-term
memory.

through decay ©f are aware of at
any given

Repetition

moment, making
it available for
further processing.

Forgetting through
interference or decay

Information that is
X rehearsed n shorls
term mcmor{. Is
maintained there;
otherwise, it
decays rapadly.



Mental Shortcuts
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Mewntal Shortceuks
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Mental Shorteuts

=== Chicken
Fish Fingers

* °fx * Muffins

==& Yog-Gums
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ADVERGAME'S CONTENT
(GRAPHICS, STORY, RULES)

PROPOSITIONAL
REASONING
ABOUT THE
ADVERGAME

»
»

KILLING

ASSOCIATION ACTIVATION

Existing
Associations
with the
brand

Familiarity

with
the Brand

Evaluation of
the Advergame

UONBWLIIU0I/-SIP

K

(how entertaining

and (

how irritating)

N

Evaluative Conditioning Affect Transfer

»

EXPLICIT
BRAND
ATTITUDES

IMPLICT

BRAND
ATTITUDES

(¢

Stored
Attributes
for
Advergames

(e.g.; fun,
non controversial,
easy to play,
easy to access,
appealing design)




Context
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QUICK MEAL SOLUTIONS
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SAI.AD BAR
COLD BAR
HOT BAR




Scent

Brings on memories,
Decreases processing time.
Provides quality
information.,
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Placement...
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FRESH 4PK™
STICKY DATE CODKIES

e ——— KED ON
REST BEFGBun 11 B" 12.806.11

; ar. Uates rl’!!"ﬂ'ﬂae& Dexirose ).
table Shortening(Usgetable Oils(Cancla and
Paim)) Salted Butter. Coconut{Coconut. Preseruatiue

(220)). Caranel Fudge Pieces(3%)(Sugar. Sueetened
ed Hilk Glucose. Fondant (Sugar. Glucose ),
rable 0il (Hydrogenated Palm Kernal 011) Salted
gutter. Nature Identical Flavour. Salt) Egg. Salt
RD“'"E Agents (500, 450 ), Natural Flavour ontains
wheat: ’li‘?"‘- Hi 1k Egg. Sulphites. Hay Be Present
P.wt:-u'm'c- Sesame Seeds and Soy. Made in
Astre T Dry Place oF Joported Ingredients. Store
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91% of wrapped snacks brand
decisions are often made in the
store.

People know who they are
buv&hg for, not what they are
qetting,



Thus shelf orqanisation becomes
nmportant
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How c:&;o ou stand out
U this sea?
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Display needs
to De pleasing
to Fhe eye



Surprise is a great element to
use



Promotion vs Education
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