\\ ” The
science of

ENGAGEMENT

Exploring the power

of emotion
SoE Toolkit CampaigReport ‘ ——
BEE StoryWorks Huawel | The Explorers §’éHUAWE| com

Oct 2017 LIVE THE STORY



What is SoE Toolkit?

SoE is a research tool we created to testthe power of the content we make

Studiesshow that most decisions
are made subconsciously, andare
often influenced by emotional ,
rather thanlogicalassociations
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Facial Coding
Explicit Respons

It uniquelycombinesbiometric and
psychological techniquesto really

Based on our multiraward winning
Science of Engagementstudies, SoE
measures the emotional impact of | understand the impact of our
branded content and impact on the ~ contenton the viewer —
brandsthey represent -com

LIVE THE STORY



The Methodology SQHUAWEI

Test Procedure in partnership withcrowd emotions @«
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A Psychological activity that testsuteonscious Second oy = e MEEENR T 0 (8 A ContenEnjoyment
association between the brand akely oA motons: A Attitude Shift _
attributes . © Happiness A PosViewing Behaviour
A We measure thehange in strength of © Surprise - | A Top of Mind Awareness

© Puzzlement A Total Awareness
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® Fear A Brand Association com
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association after viewing the contégtcomparing
speed of responsein a word association activity.

Compare to Control



Guide to Emotion Measurement

SOE tests 6 x emotional states through facial coding technology. People express their emotions in different ways. Here
IS a guide to what each measured emotion could mean:

Both mouth and eyes are measuredto A serioussternexpressionanexpress number
determineif the respondents smilingor of sentimentsuchasdislikeor disagreemenmtith
Happiness laughing Rejection what_theyare seeingand couldalsosignifydeep
thinking
A raisedeyebrow,wide eyesor an open Thisis observedvhena respondenis nervous,
@ mouth will all signify somethingnew, tenseconcernedyr on edge It can alsosignify
interestingy unexpected empathyiththe narrative
Surprise Fear
A furrowedbrow or a puzzledexpression Loweredcornersof the mouth, wide eyes,
show sober engagemenRespondentsan elevated eyebrows, can signify empathetic
Puzzlement exhlbltthls if th.eyz.alre moyedpy whatthey Sadness engagementvith the coqtent It may indicate
are seeingare intriguedthinkingdeeplyor sadnessprrowor disappointment
arepuzzled BEE
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= The Creatives 2 uawe

| Creative #1 Werane | Creative #2 Wernwe
| Seeing the World from Space |The Girls Protecting Paradise
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Sample Cells Gender
Creative 1 Creative 2
" ] 0The Girl g @Eontmk elcTOTALg
60 The PFWoorn dpacqboar adisesd
Cell Size 126 121
Profile RegulaBBC news consumers -
Age Bands Markets Social Grade
m 18-24 - = Middle East mA
0
18% 24-34 m Europe 40% =B
34-44 0 = C1
21% Asia-Pacific
m45-54 C2
B54-64 44% North America D
H 65+ H Africa mE
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| Explicit Enjoyment

© 71%claimed that they 389 33%

enjoyed watching the creative
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Creative #1 e 5
| Seeing the World from Space
(B5]C]
E E’ Storyxynomr;lﬁ BASE: (n=126) LIVE THE STORY



Emotion Index

The predominant emotions exhibited by The World from Space were Happiness, Surpri

Above average
emotional response

=

-

Below average
emotional response
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Happiness
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CREATIVE

Emotional Engagement

The creative was able to build and sustain positive emotion th

Puzzlement s T cT r';gdear Se Peak Efrbtion Scores:
B Surprise Curosty  14%
) Surprise 19%
HapplneSS Happiness 23%

% of viewers exhibiting emotion

Time (seconds) -com

E E’ StoryWorks BASE: (n=126) LIVE THE STORY

Part of BBC Worldwide



CREATIVE

Significant Emotional Shifts

Emotional impact came from moments when the creative emphasize

oM remember |
a flower and a
blade
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seeing a
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EyeTracking

Eyeracking indicated the relationship between elements being vie
time.The steady build of emotion throughout delivered a final spike

Seeing the world from space
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Seeing the world from space

©

Happiness

CREATIVE

B[B[C]

Nelolyy]

LIVE THE STORY






