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What is SoE Toolkit?

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

Based on our multi-award winning

Science of Engagementstudies, SoE

measures the emotional impact of

branded content and impact on the

brandsthey represent.

Studiesshow that most decisions

are made subconsciously, andare

often influenced by emotional ,

rather thanlogical,associations.

It uniquelycombinesbiometric and

psychological techniquesto really

understand the impact of our

content on the viewer.
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The Methodology

Test Procedure

Implicit

Association

Pre-Test

Implicit

Association

Post-Test

Demographics / Screening

Facial Coding

Explicit Brand Metrics

Control Group [No exposure]

WATCH

CONTENT

Implicit Association 

Tests

Metrics Captured PerTest

Facial Coding Explicit Brand Metrics

ÅPsychological activity that tests the subconscious 

association between the brand and key 

attributes .  

ÅWe measure the change in strength of 

association after viewing the contentby comparing 

speed of response in a word association activity.

Second by second measurement of 6 

key emotions:

Happiness

Surprise

Puzzlement

Rejection

Fear

Sadness

ÅContent Enjoyment

ÅAttitude Shift

ÅPost-Viewing Behaviour

ÅTop of Mind Awareness

ÅTotal Awareness

ÅBrand Favourability

ÅBrand Association

ÅPurchase Intent
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Eye-Tracking

in partnership with crowd emotion



Guide to Emotion Measurement

Both mouth and eyes are measuredto

determineif the respondentis smilingor

laughing.
Happiness

Surprise

Puzzlement

Fear

Sadness

Rejection

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:

A raisedeye-brow,wide eyes,or an open

mouth will all signify something new,

interesting,or unexpected.

A furrowedbrow or a puzzledexpression

show soberengagement. Respondentscan

exhibitthis if theyare movedby what they

are seeing,are intrigued,thinkingdeeply,or

arepuzzled.

A serious,sternexpressioncanexpressa number

of sentimentssuchasdislikeor disagreementwith

whattheyare seeing,andcouldalsosignifydeep

thinking.

This is observedwhena respondentis nervous,

tense,concerned,or on edge. It can alsosignify

empathywiththenarrative.

Loweredcorners of the mouth, wide eyes,

elevated eyebrows, can signify empathetic

engagementwith the content. It may indicate

sadness,sorrowor disappointment.



The Creatives

Creative #1

Seeing the World from Space

Creative #2

The Girls Protecting Paradise

Implicit Traits Tested: 
Primary Traits: ôInnovativeõ,  ôEnvironmentally Responsibleõ,  ôInspiringõ

Secondary Traits: ôHigh Qualityõ,  ôGlobal Companyõ

[02:08] [01:58]



14%

9%

33%

40%

A
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44%

21%

31%
Middle East

Europe

Asia-Pacific

North America

Africa18%

27%

23%

18%

18-24

24-34

34-44

45-54

54-64

65+

Creative 1 

ôThe WorldFrom Spaceõ

Creative 2 

ôThe Girls Protecting 

Paradiseõ

Control TOTAL

Cell Size 126 121 128 375

Profile RegularBBC news consumers

Sampling

Sample Cells Gender

Age Bands Social GradeMarkets

77%

23%



CREATIVE 1: The World from Space

Creative #1

Seeing the World from Space

[02:08]

CREATIVE

#1

Explicit Enjoyment

71% claimed that they 

enjoyed watching the creative
38% 33%

BASE: (n=126) 



8

Emotion Index CREATIVE

#1

BASE: (n=126) 

The predominant emotions exhibited by The World from Space were Happiness, Surprise and Curiosity

Above average 

emotional response

Below average 

emotional response

Happiness Surprise Puzzlement Fear SadnessRejection



0

10

20

30

40

50

0 1 3 4 6 7 8
1
0

1
1

1
3

1
4

1
5

1
7

1
8

2
0

2
1

2
2

2
4

2
5

2
7

2
8

2
9

3
1

3
2

3
4

3
5

3
6

3
8

3
9

4
1

4
2

4
3

4
5

4
6

4
8

4
9

5
0

5
2

5
3

5
5

5
6

5
7

5
9

6
0

6
2

6
3

6
4

6
6

6
7

6
9

7
0

7
1

7
3

7
4

7
6

7
7

7
8

8
0

8
1

8
3

8
4

8
5

8
7

8
8

9
0

9
1

9
2

9
4

9
5

9
7

9
8

9
9

1
0

1
1
0

2
1
0

4
1
0

5
1
0

6
1
0

8
1
0

9
1
1

1
1
1

2
1
1

3
1
1

5
1
1

6
1
1

8
1
1

9
1
2

0
1
2

2
1
2

3
1
2

5
1
2

6
1
2

7

9

Emotional Engagement CREATIVE

#1
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Surprise

Happiness

Puzzlement òI remember seeing a rock, 

a flower,             and a 

blade 

of grassó

BASE: (n=126) 

The creative was able to build and sustain positive emotion through to completion, peaking at around 100s

Peak Emotion Scores:

Curiosity

Surprise

Happiness

14%

19%

23%
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Significant Emotional Shifts
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we discovered 

was the Earthõ

ôéwe went to 

explore the 

moon, and what
ôThe planet éis indescribably, 

breathtakingly beautifulõ

ôI remember seeing a rock, 

a flower,             and a 

blade 

of grassõ

BASE: (n=126). Emotional shift is a more granular way of unearthing the key moments in the creative by comparing each emotional score moment to its neighbours. 

This amplifies subtle effects so that we can see them.

CREATIVE

#1
Emotional impact came from moments when the creative emphasized the value and beauty of planet Earth 

Surprise

Happiness

Puzzlement



Eye-Tracking CREATIVE

#1Eye-tracking indicated the relationship between elements being viewed and the emotions being experienced at that 

time. The steady build of emotion throughout delivered a final spike in positive emotion as the brand was revealed

Happiness Happiness

BASE: (n=126)




