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Onderzoek

Meet wat je klant echt
vindt met neuromarketing-

methoden als Eye Tracking
en EEG.
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Unravel Academy
Training
Ontdek de laatste

neuromarketing-inzichten
over jouw vakgebied.
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Advies

Advies over
gedragsbeinvloeding in
marketing en
maatschappij.
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Keuzeproces

Hoe komen mensen voor
het bierschap tot hun
keuze?

Neuromarketing & Bier

Topics van vandaag

Category Drivers &

Biermerken

Wat zijn de onderliggende
emotionele drijfveren
achter voorkeur
biermerken?

Packaging

Hoe grijp je aandacht in het
schap?
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Twee fases in
schaponderzoek

fR i

1. Neuro Decision Tree 2. Schap lay-out test
Verkennend » Toetsend (hypothese-gedreven)
In de winkel 3 Digitale presentatie

Eye Tracking only 3 Eye Tracking + EEG



Webinar Neuromarketing & Bier

Voorbeeld. Neuro Decision Tree
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Webinar Neuromarketing & Bier

Voorpbeeld. Keuzeproces van speciaalbier
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Fase 2. Hypotheses testen voor herindeling

/oek IPA

Opdracht Schap



Webinar Neuromarketing & Bier

Deliverables
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Find Repoet

H1. Brand blocks or Size Blocks: Ease of search

Results

» Lorem ipsum delor sil emel, consecelur adip scing eil, sed co zius'noc empor ircdidunt ul labo e el dolore magna
aligue. Ut cnim ad mirim veniam, quis nostrud cxerdtation ullamco eboris risi ut gliquip ox ca ccmmodo consoouet

Fixation Ratio @ Time to hrst fixation

BT [TV,

[ranc Hack 0% CA7 sac
Free Attention
Size Bicck B1% 090 sec
Branc Block DEX Q53 ssc _
Target Search
Size Block ark 07 s

Hypothzgs The amourt of attzntion for the bonus mater products depends on the location of tne borus meter within the shelf
Key metrics: Fixation Ratio 2nd Time to = rst Fixation (Eye Tracking)
Stimu¥ compaorison: Stimulus 1A vers.s 1B
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Find Report

H1. Brand blocks or Size Blocks: Purchase Activation

Results

» Lorem ipsum delor sil emel, consecelur adip scing eil, sed co ziusnoc empor ircdidunt ul labo e el dolore magna
aligue. Ut cnim ad mirim veniam, quis nostrud cxerdtation ullamco eboris risi ut gliquip ox ca ccmmodo consoouet
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Hypothess Lorer ipsum dolor sit amet, consectetur adipiscing elit,
Key me'trics: Desire (EEG]
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Voorbeeld. Voorbeeldoutput hypothese-test op aandacht
(boven), neurale koopactivatie (onder) en aandacht per product

in heatmap (links)
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Category Drivers - Beer

Category Driver Model

CONSIDER

RECOMMEND %
BUY

BECOME LOYAL
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Average Association Strength

Category Drivers - Beer

Category Drivers. Beer

1,00
Conclusion. In total, we tested 27 attributes from the
nine categories Pleasure, Comfort, Connection, Status,
075 Well-being, Lust, Control, Growth and Purpose. From
' this, we extracted the Top 5 Category Drivers of the
beer category, which are as follows:
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Category Drivers - Beer

Brand Awareness (Prompted)

Brand Awareness of the Top Beer Brands of the US
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Analysis Parameters

Question. Which of the following beer brands do you

know?
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Category Drivers - Beer

Category Drivers. Top 5 Category Drivers

Average Association Strength
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0,45
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0,15
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Corona

Heineken

Miller Lite

Budweiser

Bud Light

Conclusion. Looking at the top 5

drivers, we see that overall, Corona
scores most positively, as followed by
Heineken and Miller Lite. This
indicates that on average, these
brands are most strongly associated
with the top 5 drivers of beer sales:
Fun, Relaxing, Comfortable, Together
and Sociable.

Bud Light and Budweiser have the
least positive scores, showing less
strong associations with these
drivers.



Category Drivers - Beer

Imago & Marktaandeel

Beer brand consumption in the U.S.

Bud Light
Budweiser
Corona Extra

Blue Moon
Heineken
Brooklyn Brewery
Madelo

Coors

Dos Equis
Guinness

Stella Artois
Yuengling

Miller

Micheloh Ultra
Busch

Samuel Adams
Beck's

Natural Light
New Belgium Brewing
Pabst Blue Ribbon

Details: United States; May 2024, online survey; 1,129 respondents whe know the respective
brand; 21 to €4 years; "When it comes to beer, which of the fallowing brands have you

consumed in the past 12 months?"; Cansumer Insights Brand KPIs
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Category Drivers - Beer

Deep Dive. Pleasure

0,9
- Out of the three pleasure attributes,
LE beer brands score high on fun.
< 0,7 |
o) Corona and Heineken are deemed the
qc) the most fun brands.
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Miller Lite BudLight Corona Budweiser Heineken Beer
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Category Drivers - Beer

Deep Dive. Connection

Out of the three connection
attributes, beer brands score high on
sociable.

O
O

Corona is deemed the the most
sociable.

O
~

O
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Miller Lite Bud Light Corona Budweiser Heineken Beer
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Category Drivers - Beer

Deep Dive. Status
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Miller Lite Bud Light

Corona

Budweiser

Heineken

Beer

Beer brands score very low on the
status dimensions.

Out of the three status attributes,
beer brands score low overall on
status.

Heineken performs best on status
dimensions.
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Webinar. Neuromarketing & Bier

Voorbeeldrapport

Voorbeeldrapport Neuro
Keuzeonderzoek
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Invloed van verpakkingsmateriaal
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> Plastic » Glass » Can

Zavodny Pospisil, J., Zavodna, L. S., & Jiranek,
M. (2020). Does the packaging change the
perceived taste of beer? Results from a beer
experiment. Market-Trziste, 32(1), 65-78.
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Invloed van verpakkingsmateriaal

B Blind
B Met verpakking

Zavodny Pospisil, J., Zavodna, L. S., & Jiranek,

. . M. (2020). Does the packaging change the
P l.a St I C G la S B l | k perceived taste of beer? Results from a beer

experiment. Market-Trziste, 32(1), 65-78.



Unravel's Three Steps to Purchase™ research model

O O
O OO
O OO

1. Shelf standout 2. Brand recognition 3. Purchase activation

Eye Tracking Eye Tracking & Implicit Association Test EEG brain scan

www.unravelresearch.com
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Webinar. Neuromarketing & Bier

Neuro Packaging Test

O O
O OO
O OO

1. Shelf standout

Q

2. Brand recognition &@Mﬁ%ﬂ“ﬂ!ﬂ
38 -amaammaa ’f‘ &

3. Purchase activation



Webinar. Neuromarketing & Bier

Voorbeeldrapport

Voorbeeldrapport Neuro
Packaging Onderzoek

Mail tom@unravelresearch.com
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Take-Aways: Neuromarketing & Bier

v Ken je het keuzeproces? Eye tracking onderzoek in-store geeft inzicht
in hoe biershoppers werkelijk kiezen.

v Hoe denkt het brein over je merk? Elk merk bestaat uit

onbewuste associaties. Meet met de IRT hoe sterk jouw merk (en
concurrenten) scoren op de category drivers.

v Is je verpakking geoptimaliseerd voor het brein? Optimaliseer en
test je verpakking met de psychologische succesprincipes van packaging.



