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Tests et rapports de laboratoire numériques

Les tests en laboratoire numérique entrepris par I'Université du Surrey (PP9) ont eu lieu
en mai 2022. Une sélection de matériel promotionnel, comme des vidéos et des
brochures, a été fournie par des acteurs du tourisme dans le Norfolk et a été
minutieusement testée dans le laboratoire numérique qui a utilisé des méthodes de
pointe pour le suivi des yeux, I'expression faciale et la réponse galvanique de la peau.

Les entreprises et organisations du Norfolk qui ont participé aux essais sont les
suivantes :

» Black Shuck Gin Distillery
= Brancaster Stays

» Dilham Hall - Canoe Hire
»= Duration Brewery

» Head East campaign

» Paul Dickson Tours

» The Broads Authority

Les résultats de ces tests ont été présentés sous forme de rapports détaillés individuels
qui ont ensuite été partagés avec les organisations et les entreprises locales
participantes. Ces tests ont permis d'obtenir des informations précieuses sur la maniere
dont les groupes cibles ont réagi et interagi avec les supports marketing testés et ont
donné aux entreprises participantes I'occasion de mieux comprendre les forces et les
faiblesses de leur offre. Ces informations les aideront a améliorer la facon dont elles
communiquent et promeuvent leur offre aupres des clients potentiels.

Les résultats des tests numériques ont également été utilisés par I'équipe de Norfolk
EXPERIENCE pour revoir le matériel de marketing existant et informer le développement
de nouveaux matériels a utiliser dans le cadre de la campagne de marketing Be Norfolk.
Cela a permis de s'assurer que notre matériel de marketing EXPERIENCE est de haute
qualité et qu'il présente un large attrait afin d'accroitre I'engagement des visiteurs.

L'impact de cet exercice va au-dela du projet EXPERIENCE, car les résultats et les lecons
tirées peuvent étre utilisés dans de futurs projets et campagnes de marketing menés
par le Norfolk County Council et des parties prenantes externes.
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Participant demographics

Marketing tests were conducted with 32 participants. All the participants tested the English content
and 14 tested the French content. Participants ranged from 18 to 78 years old and the majority were
female with a white ethnic background.

29

o Female = Male ® White = Asian » Other

Age g1oup Born Ages

12% 1997 -2012 10-25
Millennials 1981 -1996 26-41
Gen X 1965-1980 42-57

Boomers Il 1955-1964 58-67
Boomers | 1946-1954 68-76
Post War 1928 -1945 77-94

SO www Semuforcressstch com

» Boomers = GenX = Millennials Gen 2
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Suivi des yeux : Explication et résultats
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Eye-tracking - An explanation of visual attention

Eye tracking measures viewers' eye movements to understand the distribution of visual attention.

Quantification:

The process involves the camera tracking the pupil center and where the light reflects from the comea, informing the
eye tracker about the movement and direction of the eye.

Eye tracking is quantified in various different ways:

- Gaze points consttute the most basic unit of measure. One gaze point equals one raw sample captured by the eye
tracker.

- Eye movements between fixations are known as saccades.

- A fixation, a period in which our eyes are locked toward a specific abject. Typically, the foation duration is 100-300
milliseconds.

Data Visualizations:

- Heatmaps are static or dynamk aggregations of gaze ponts or fxations revealing the distribution of visual attention.
- Visual attention is aggregated across the entire audience, and displayed as "heat” overlaid on a stimulus. This heat
can help identify what areas of the content draw the most visual attention, and what areas or elements may go
missed entirely.

While red areas suggest a high number of gaze points, and therefore an mncreased |evel of interest, yellow and green
areas show fewer gaze points, indicating a less engaged visual system.

LoOking Tima! 2 sec
B> "= o iote 1.1 sec
[ Locking Time: 4 sec
Time to Notce. 2.3 sec
2 TO MNotice: 95%

- Areas of Interest (AOIs) are user-defined subregions of a displayed stimulus. AQls are an essential tool to mcarporate
into analyss for quantification and a more cbjective approach to interpreting eye tracking data. These metrics can
reveal how many respondents fixated in that area of interest, how long it took them to fixate in that area, and how
long they spent looking. These metrics can indicate if a stimulus is capturing visual attention in the intended way, or i
the stimulus can be optimized to better appeal to natural visual patterns.

While eye tracking provides a wealth of information on where and when an
individual looked, lengths of foations, and the order in which elements are
fixated upon, eye tracking does not reveal why an individual lcoked at a
certain element, or how they fek while navigating a certain visual scene.
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Eye-tracking - Results

Areas of Interest

Gaze based metrics analyse searching behaviour

Dwell count = how often participants looked at this AOI in average / revisit = how often they revisit this
AOI

Hit time AOI (ms) = how long before people look at this AOI in average

Dwell time (ms) = how long people spent on this AOI in average / how long in (%)

Fixation based metrics analyse information processing
Fixation count = how often participants process information in this AOI in average

TTFF AOI (ms) = time to first fixation — how long before people process information in this AOIl in average

7|1Page
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Experiment settings

Number of participants: 31 participants

Instructions:

“You will be now presented postcards and leaflets of small businesses.
Let us know how you liked the content afterwards.
Thanks!”

AN e A
Dot B

W b 3 LU ef 1 o et ol
v d e e | b |
R e L el

Exposure time: 15 seconds (recto) 25 seconds (verso)

Surveys after exposure:

* Ad perception
* Intention to purchase
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Heatmaps
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Eye-tracking - Results

Areas of Interest
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Experiment settings

Number of participants: 31 participants

Instructions:

“You will be now presented postcards and leaflets of smazll businesses.
Let us know how you liked the content afterwards.
Thanks!”
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Exposure time: 30 seconds

e

Surveys after exposure:

* Ad perception
* Intention to purchase
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Eye-tracking - Results
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Gaze based metrics analyse searching behaviour

Dwell count = how often participants looked at this ADI in average [ revisit = how often they ravisit this
AQI

Hit time AOI (ms) = how long before people look at thizs AQI in average

Dwell time (msz) = how long people spent on this ADI in average / how long in (%]

Fixation based metrics analyse information processing

Fixation count = how often participants process information in this 201 in average

TTFF ADI (ms] = time to first fixation — how long before people process information in this ADI in average

13 |Page



UNIVERSITY OF

% SURREY 5 France ( {finche ) England
= EUROPEAN UNION S

European Regional P
Development Fund

Experiment settings

Number of participants: 31 participants

Instructions:
“You will be now presented postcards and leaflets of small businesses.

Let us know how you liked the content afterwards.
Thanks!”

CANADIAN CANOE,

dinamholl couk canoe-hire

T 01692 513889 € hellosdibamhollcowk ' o, |

Exposure time: 30 seconds

Surveys after exposure:

* Ad perception
* Intention to purchase
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Eye-tracking - Results

Areas of Interest
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Gaze based metrics analyse searching behaviour

Dwell count = how often participants looked at this AOI in average / revisit = how often they revisit this
AOI

Hit time AOI {ms) = how long before people look at this AOI in average

Dwell time (ms) = how long people spent on this AOI in average / how long in (%)

Fixation based metrics analyse information processing
Fixation count = how often participants process information in this AOI in average

TTFF AOI {ms) = time to first fixation — how long before people process information in this AOIl in average
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Experiment settings

Number of participants: 31 participants

Instructions:

“You will be now presented postcards and lezflets of small businesses.
Let us know how you liked the content afterwards.
Thanks!"

ENJOY FARM TO GLASS BEER

O PV W, s A4 o s @
- -
- ) D G ot e ¢ 1
e rn 4 Vo e i
Y Mum Bassson 4 Y Tndee |

DURATION =S

Beckots of Mavour « Fridge of Dysasa » Tage of Joy

.‘jﬂ ::u."_n!__ '_.l.ij-l%jl
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Exposure time: 15 seconds (recto) 25 seconds (verso)
Surveys after exposure:

* Ad perception
* Intention to purchase
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Experiment settings

Number of participants: 30 participants

Instructions:

“Now, you will watch a video on YouTube promoting the destination Norfolk.
Mazke sure the sound is activated
Please DO NOT display in full screen

visit. Thanks!”

m
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1 el [ o |
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Exposure time: 02:40 min
Surveys after exposure:
* Ad perception

* Trust in destination
* Intention to visit
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Eye-tracking - Results

Areas of Interest
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Gaze based metrics analyse searching behaviour

Dwell cournt = how often participants looked at this AODIin average J revisit = how often they revisit this
A0

Hit time A I:TM] = how long before people look at this ACI in sverage

Dwell time {ms) = how long people spent on this AOl in average / how long in (%)

Fixation based metrics analyse information processing

Fixstion count = how often participants process information in this A21 in average

TTFF ACH (m&] = time to first fixation — how long before people process information in this A21 in average
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Experiment settings

Number of participants: 31 participants

Instructions:

“You will be now presented postcards and leaflets of small businesses.
Let us know how you liked the content afterwards.
Thanks!"

PAUL DICKSON @

<7

Guided Tours in ﬁk‘)#vlch
and the Broads National Park
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Exposure time: 30 seconds
Surveys after exposurs:

* Ad perception
* Intention to purchase
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Gaze based metrics analyse searching behaviour

Dwell count = how often participants looked at this ADI in average [ revisit = how often they revisit this
AQI

Hit time AQ1 (mz) = how long before people look at thiz Al in average

Dhwvell time (ms) = how leng people spent on this AQI in sversge / how long in (35

Fixation based metrics analyse information processing
Fixation count = how often participants process information in this AOI in average

TTFF A2 (ms) = time to first fixation — how long before people process information in this AOI in average
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Experiment settings

Number of participants: 31 participants

Instructions:

“Now, you will watch more videos on Youtube promoting Norfolk.

In these videos, Broads Authority hired a celebrity to promote the National Park in
Norfolk. She is 2 television presenter and appeared as a reporter on the BEC series
Animal Hospital.

Mzke sure the sound is activated
Please DO NOT display in full screen

destination. Enjoy!”
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Exposure time: 01:00 min

Surveys after exposure:

* Ad perception
* Trust in celebrity
* Intention to visit
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Gaze based metrics analyse searching behaviour

Dwell count = how often participants looked at this A01 in average J revisit = how often they revisit this
A

Hit time AQI [ms) = how long before people look at this ADI in average

Dwell time {ms] = how long people spent on this ADI in average / how long in (%)

Fixation based metrics analyse information processing
Fixation count = how often participants process information in thiz 401 in average

TTFF A [m&l = time to first fication — how long before peaple process information in this A2 in sverage
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Experiment settings

Number of participants: 31 participants

Instructions:

“Now;, you will watch more videos on Youtube promoting Norfolk.

In these videos, Broads Authority hired a celebrity to promote the National Park in
Norfolk. She is 3 television presenter and sppeared s a reporter on the BEC series
Animazl Hospitzal.

Mzke sure the sound is activated
Please DO NOT display in full screen
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Exposure time: 01:00 min

Surveys after exposure:

* Ad perception
* Trustin celebrity
* Intention to visit
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Gaze based metrics analyse searching behaviour

Dwell cournt = howr often participants looked at this A01in average / revisit = how often they revisit this
ADI

Hit time ADI iﬂ"M] = how long before people look at this AD in aversge

Dwell time {ms] = how long people spent on this ADI in average [ how long in (%)

Fixation based metrics analyse information processing

Fixation count = how often participants process information im this 401 in average

TTFF A I:ma] = time to first fixation — how long before people process information in this 431 in awerage
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Experiment settings

Number of participants: 26 participants

Instructions:

“Now, you will watch more videos on Youtube promoting Norfolk.

In these videos, Broads Authority hired a celebrity to promote the National Park in
Norfolk. She is 2 television presenter and appeared as a reporter on the BBC series
Animazl Hospital.

Mzke sure the sound is activated
Please DO NOT display in full screen

destination. Enjoy!”

‘e’ )
L)

Unique bookable

Walking tours

Brcads Nanorad Park Experences | Wakang 1w

0 e 1 D 2
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Exposure time: 01:00 min

Surveys after exposure:

* Ad perception
* Trustin celebrity
* Intention to visit
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Gaze based metrics analyse searching behaviour

Dwell count = how often participants looked =t this A0 in average [ revisit = how often they revisit this
A

Hit time ADI [ms) = how long before people look at this ADI in average

Dwell time {ms) = how long people spent on this ADI in average [ how long in (%)

Fixation based metrics analyse information processing
Fixation count = how often participants process information in this 221 in average

TTFF A [m&l = time to first fisztion — how long before people process information in this A3 in average
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Facial Expression Analysis - An explanation of expressed emotions

Facial expression analysis (FEA) measures movements of facial muscles to capture expressed
emotions like joy, sadness, disgust, and overall valence in response to stimuli.

IMotions generates the following 7 emotions, created using friesen & Ekman's EMFACS mappings. (Friesen, W. V., &
Ekman, P. (1984). EMFACS?. Unpublished manuscrgt. Human Interaction Laboratory)

4% ¢ 8
204

In addition to the expressicns and emations abave, Affectva AFFDEX computes Valence, Engagement, and Attention.
- Valence (-100 - 100): A measure of how positive or negative the expression is.

Factors that increase the bkedhood of positive valence include: Smile, Cheek Raise.

Factors that increase the lkelhood of negative valence include: Inner Brow Raise, Brow Furrow, Nose Wrinkle, Upper
Lip Raie, Lip Corner Depressor, Chin Raise, Lip Press, Lip Suck.

- Engagement (0 - 100): A measure of emotional responsiveness triggered by the content, whether positive or
negative.

Calculated as the mean of the highest evidence scores from the upper (Brow raise, Brow furrow, Nase wrinkle) and
lower face region (Lip corner depressor, Chin raise, Lip pucker, Lip press, Mouth open, Lip suck, Smile), respectivedy.

- Attention {0-100): A measure of point of focus of the user based on the head position.

Facial expressions provide information on what is expressed. One of the core
limitatsons of facial expression analysts is its mability to assess someone’s
emotional crousal, that =, the intensity of an emotion.
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Facial Expression Analysis - Results

Threshold was set to 20% likelihood representing a moderately strong display of facial response

Very low emotional response for a flyer

Joy: At the highest 3% of participants felt joy

Anger, sadness: Peaks for 3% participants

Surprise and fear: Peaks for 3% participants

Engagement was set between 9 and 22% of participants
Positive emotions felt by 3-6% of participants at the peak
Negative emotions felt by 3-6% of participants
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Facial Expression Analysis - Results

Thrashold was set to 50% likelihood representing 2 maderately strong display of facial response

Low emotional response for a flyer

Joy: At the highest 3% of participants felt joy

Anger, sadness: Peaks for 6% participants

Surprise and fear: Peaks for 3% participants
Engagement was set between 9 and 26% of participants
Positive emotions felt by 6% of participants at the peak
Megative emotions felt by 10% of participants
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Facial Expression Analysis - Results
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Threshold was set to 50% likelihood representing a moderately strong display of facial response

Low emotional response for a flyer

Joy: At the highest 6% of participants felt joy

Anger, sadness: Peaks for 3% participants

Surprise and fear: Peaks for 3% participants

Engagement was set between 12 and 35% of participants
Positive emotions felt by 6% of participants at the peak
Negative emotions felt by 6% of participants
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Facial Expression Analysis - Results

Threshold was set to 50% lkelihood representing 3 moderately strong display of facial response

Low emotional response for a flyer

Joy: At the highest 3% of participants felt joy

Anger, sadness: Peaks for 12% participants

Surprise and fear: Peaks for 6% participants
Engagement was set between 3 and 32% of participants
Positive emotions felt by 3% of participants at the peak
Negative emotions felt by 10% of participants
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Facial Expression Analysis - Results

Threshold was set to 50% likelihood representing 2 moderately strong display of facial response

Average emotional response for a video

Joy: At the highest 13% of participants felt joy

Anger, sadness: Peaks of anger for 3% of participants
Surprise and fear: Peaks for 6-10% participants
Engagement was up to 33% of participants.

Positive emotions felt by 13% of participants at the peak
MNegative emotions felt by 3% of participants

37| Page



LIMINVERSITY OF

% SURREY

ELRCPEAN LINION

Eurcpean Regicnal
Bewelopment Fund

Facial Expression Analysis - Results
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Threshold was set to 50% likelihood representing 2 moderately strong display of facial response

Low emotional response for a flyer

Joy: At the highest 3% of participants felt joy

Anger, sadness: Peaks for 6% participants

Surprise and fear: Peaks for 3% participants
Engagement was set between 9 and 26% of participants
Positive emotions felt by 3% of participants at the peak
MNegative emotions felt by 6% of participants
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Facial Expression Analysis - Results

Thresholbd was set to 50% likelihood representing & moderately strong display of facial response

Low emotional response for a video

Joy: At the highest 21% of participants felt joy but only at the end.
Anger, sadness: Peaks of anger for 4% of participants

Surprise and fear: None

Engagement was up to 26% of participants.

Positive emotions felt by 21% of participants at the end

Negative emotions felt by 4% of participants
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Facial Expression Analysis - Results

Thresholbd was set to 50% likelihood representing 8 moderately strong display of facial response

Low emotional response for a video

Joy: At the highest 6% of participants felt joy

Anger, sadness: Peaks for 3-6% of participants

Surprise and fear: Peaks for 6-10% participants
Engagement was up to 29% of participants.

Positive emotions felt by 6% of participants at the peak
MNegative emotions felt by 3% of participants
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Facial Expression Analysis - Results

Threshold was set to 50% likelihcod representing 2 moderately strong display of facial response

Low emotional response for a video

Joy: At the highest 4% of participants felt joy

Anger, sadness: Peaks of anger for 3% of participants
Surprise and fear: Peaks for 7% participants
Engagement was up to 23% of participants.

Positive emotions felt by 4% of participants at the peak
Negative emotions felt by 4% of participants
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Réponse galvanique de la peau :
Explication et résultats
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Galvanic Skin Response - An explanation of emotional arousal

Galvanic Skin Response (GSR) measures emotional arousal via levels of perspiration on the surface of
the skin, indicating the intensity of emotional response to stimuli.

Quantification:

When sweat glands are triggered, they secrete moisture through pores towards the skin surface. By changing the
balance of positive and negative jons in the seceted fluid, electrical current flows more readily, resulting in
measurable changes in skin conductance. Skin conductivity is controlied on an entirely subconscious level.

- A GSR peak = a biological indicator that something relevant happened at that moment — an emotional connection
was made. GSR peaks per minute indicates, on average, how many emotional events occurred every 60 seconds. The
hagher the number, the more of an emotional response the viewers were having duning the content or experience.

Data Visualizations:
- Overall scores can be compared between two stmull

- Emotional intensity can be measured on a moment to moment basis to better understand the participants’
emotional ourney while being exposed to video media content

Ematitnal sty uw g

R L

It Is impartant to note that whide GSR can measure o there is an emational
response and the intensity of an emotional response, it does not measure the
valence, i.e. whether that emotional response is pasitive or negative.
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Galvanic Skin Response - Results

Methods

G5R aggregation is accomplished based on binarization of the signal. ikMotions can count the number of
respondents that had "a response” (at least one G5R peak) in a time window: 5000 [ms)]. The aggregated result
therefore relates directly to the audience and the time window, e.g., 10 out of 29 respondents had a response in
the time interval 02:00 - 02:09.

Aggregated Birred GSR Peake

LT O (el b by

Tirrimd g [&]

The segment conlains 31 respondants. Of these, 31 have GSR data.
Dwiring this stimulus, 19 respondants had at leasl one peak.

Aggregaied Binned GSR Pasks

Piabulst o DimOedi

Tavsrikarep hi]

The segment contains 31 respondents. Of these, 31 have GSR. data.
Dwring this stimulus, 17 respondants had at least one peak.
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Galvanic 5kin Response - Results

Methods

E5R aggregation is accomplished based on binanization of the signal. iMotions can cournt the number of
respondents that had “a respores” (at least one G5R pesk) in a time window: 5000 [ms]. The aggregated result
therefore relates directhy to the sudience and the time window, =g, 10 out of 29 respondents had a response in
the time interezl 02:00 - 02208,

Aggregated Binned GER Peaks

b of s porelnbs

Tirrersiamp |8]

The segment contains 21 respondents. OF these, 31 have GSR data.
During this stimulus, 19 respondents had at l2ast one peak
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Galvanic Skin Response - Results

Methods

GSR aggregation is accomplished based on binarization of the signal. iMotions can count the number of
respondents that had “a response” (at least one GSR peak) in a time window: 5000 [ms]. The aggregated result
therefore relates directly to the audience and the time window, e.g., 10 out of 29 respondents had a response in
the time interval 02:00 - 02:09.

Aggregated Binned GSR Peaks

=

L |

Number of respondeeis

Temestamp |s]

The segment contains 31 respondents. Of these, 31 have GSR dala.
During this stimulus, 19 respondents had at least one peak.
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zalvanic Skin Response - Results

Methods

SR ageregation is accomplished based on binarization of the signal. iMotions can count the number of
respondents that had “a response” (at l=ast one GSR pesk) in @ time window: 5000 [ms]. The aggregsted result
therefore relates dirsctly to the audience and the time window, =.g., 10 out of 28 respendents had a responss in
the time intereal 02:00 - 02205,

Agaregated Birned G5R Peals

bl_“_hll i
g %
Fﬂ i
O W

| i E
I

Tareaismg [u]

The segment contains 31 respondents. OF these, 31 have GER data.
During this stimulus, 15 respondents had af least one peak.

Aggregaled Bnned GSR Peaiks

i
i
i
&
Hormtad o 1R [wwiarie

T rrasminarrg [a]

The segment contsins 31 respondents. Of these, 31 hawe GSR data.
Dwring this stimulus, 14 respondents had af l2ast one peak.
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Galvanic Skin Response - Results

Methods

=58 3ggregetion i= accomplished based on binarzation of the signal. iMotions can count the number of
respondents that had “a responss” (at last one G5R pesk) in a time window: 5000 [ms]. The aggregated result
therefore relates directly to the sudience and the time window, &.g., 10 out of 28 respondents had a response in

the time interea! 02:00 - 02208,

-'-a-ulu-nm';ﬂn’lﬂl GoR F‘ﬂhl
-

TL 1 (|I HJ

Tr—waidirrg |5

The segment contains 31 respondents. Of these, 30 have G5R data.
During this stirmulus, 18 respondents had at lzast one peak.
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zalvanic Skin Response - Results

Methods

=5R 3ggregstion is accomplished based on binarization of the signal. iMotions can count the number of
respondents that had “a responsz” (at least one GSR pesk) in 3 time window: 5000 [ms]. The aggregated result
therefore relates directly to the audience and the time window, =g, 10 out of 29 respondents had a responss in
the time interval 02:00 - 02208,

Aggregaled Bnned GSR Peaks

Mumber of respondents

Tarwstarmg |4

The segment contains 31 respondents. OF these, 31 have GER data.
Dwring this stimulus, 19 respondents had at least one peak.
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Galvanic Skin Response - Results

Methods
=5A aggregation is accomplished based on binarization of the signal. iMotions can count the number of
respondents that had “a responss” (at least one GER pesk) in 3 time windows: 5000 [ms]. The aggregated result

therefore relates directly to the audience and the time window, =.g., 10 out of 29 respondents had a responss in
thie time interval 02:00 - 02208,

Timastamg |8

The segment contains 31 respondents. Of these, 23 have GER data.
Curing this stirmulus, 14 respondents had at least one peak.

50| Page



viterreg H

France | EE:LTI-: 1 England

1’ LIMNIVERSITY OF

' SURREY EUROPEAN UNION

Eurcpean Regional
Development Fund

Galvanic Skin Response - Results

Methods
G5R 3ggregation is accomplished based on binarization of the signal. iMotions can count the number of
respondents that had “a responee” (at least one G5R pesk) in a time window: 5000 [ms]. The aggregated result

therefore relates dirsctly to the audience and the time window, &g, 10 out of 29 respondents had a responss in
the time interval 02:00 - 0202,

Aggregated Binned GSR Peaks

Tirastamp [a]

The s=gment contains 31 respondents. Of these, 31 have G5SR data.
Dwring this stimulus, 18 respondents had at least one peak.
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Galvanic Skin Response - Results

Methods

G35R aggregation is accomplished based on binarization of the signal. iMotions can count the number of
respondents thzt had “z response” (at l2ast one GSR peak) in a time window: 5000 [ms]. The aggregated result

therefore relates directly to the audience and the time window, 2.g., 10 out of 29 respondents had a response in
the time interval 02:00 - 02:09.

Aggregated Binned GSR Peaks

:

Timestamp [s]

The segment contains 31 respondents. Of these, 28 have GSR data.
During this stimulus, 18 respondents had at least one peak.
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Synthese des résultats individuels et
retour d'information
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Digital Lab Testing - NCC - Black Shuck

Good Average Good
Poor Excellent Poor .\a Excellent
Ad perception Intention to purchase
Average Good Average Good
Poor Excellent  Poor .\g Excelient
Visual attention Emotional response
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Survey - Results

Ad perception = 4.73/7
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Recommendations

Not so good flyer provoking sometimes more negative than
positive emotions (FEA) but with good intensity (GSR).

Less text on the verso, consider re-organising the paragraphs
depending on the message you want to push.

For example, serving suggestions after contact information.

The bad scores are also due to the fact that some respondent
do not consume alcohol.
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Brancaster Stays
I bookingsetxancasterstayscouk T 01485 210348 W, brancasterstayscouk
Average Good Average Good
Poor Bxcellent Poor Excellent
Ad perception Intention to purchase
Average Good Average Good
Poor Excellent Poor L Excellent
Visual attention Emotional response
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survey - Results

Ad perception = 4.67
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Recommendations

Good flyer but provoking more negative than positive emotions (FEA)
but with good intensity (GSR).

Consider including outdoor photos.

Looks a bit old style. Who is going to choose the place because
there’s wifi and a television?

| would not emphasise on the facilities but rather on the experience
the clients are going to live, the quietness, the great outdoors, etc.
Show the birds, show the harbour.
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Digital Lab Testing - NCC - Dilham Canoe

CANADIAN CANOE,
DOUBLE KAYAK,ISINGLE KAYAK &
STAND-~UP PADDLEBOARD HIRE
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Py
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Average Good Average Good
Poor Excellent Poor Excellent
Ad perception Intention to purchase
Average Good Average Good
Poor Excellent  Poor k Excellent
Visual attention Emotional response
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Recommendations

Somewhat good flyer provoking low emotions (FEA) but with
good intensity (GSR).

Consider making the price bigger.

We don't necessarily understand the meaning of the second
logo Dilham Hall Retreats.

Maybe add more photos of the areas.
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DURATION
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Average Good Average Good
Poor Excellent Poor Excellent
Ad perception Intention to purchase
Average Good Average Good
Poor Excellent Poor k Excellent
Visual attention Emotional response
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Survey - Results

Ad perception = 5.04/7
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Recommendations

Great flyer, nice design and colourful but provoking more
negative than positive emotions (FEA) but with good intensity
(GSR).

Some respondents were either vegetarians or did not
consume alcohol explaining potentially some of the negative
peaks.

Include in the verso that you have vegetarian/vegan menus

and that even if a customer don’t drink alcohol it can still
enjoy a mocktail and a good experience.
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Digital Lab Testing - NCC - Head East YT video

https://www.youtube.com/watch?v=W7MSgayVXXM
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Average Good Mverage Good
Poor Excellent Poor Excellent
Visual attention Emotional response
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Recommendations

Video provoking low emotional response (FEA) but with good
intensity (GSR).

The video works pretty well. Some participants liked the
dynamic and some others felt it was confusing with too much
information.

There was content for families, for outdoor adventurers, city
breakers, etc. The advice would be to create clips that fit a
segment instead of a one video for all.

You displayed “Head East” at the good moments at the
beginning and at the end because it correspond to spikes in
emotions. However, we suggest to attach your brand with a
logo such as Visit Norfolk, Visit East England or NCC to create
attachment with the brand.

-> Create shorter clips for targeted audiences so you can
decline your marketing campaign with the same original
content.
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Digital Lab Testing - NCC - Paul Dickson Tours

PAUL DICKSON @

Guided Tours in ﬁo‘vlch
and the Broads National Park
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Average Good Average Good
Poor Bxellent Poor k Excellent
Ad perception Intention to purchase
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Visual attention Emotional response
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Recommendations
Good flyer but provoking more negative than positive
emotions (FEA) and with good intensity (GSR).

Consider presenting images of the landscapes and landmarks
instead of all the names of the locations.

Fewer locations but with images
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https://www.youtube.com/watch?v=iixdZ4ZbdIiQ
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Recommendations

Video provoking low emotional response (FEA) but with good
intensity (G5R).

Overall a good video but mild emotional response.

The audience did not seem to engage emotionally with the
video yet this was the most appreciated out of the 3.

The last sentence “You won't get cold because we don’t get
wet” works very well.

Participants said that they feel the celebrity more genuine
when she interacts and participates in the experience rather
than when she talks about it.
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Digital Lab Testing - NCC - The Broads sailing Yt video

https://www.youtube.com/watch?v=XxdndFwTp8k
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Recommendations

Video provoking low emotional response (FEA) but with good
intensity (GSR).

Overall a good video but mild emotional response.

Participants seem to have a better positive response when
there are images of wide landscapes, the sight of the boat in
the middle of the broads worked well 2 times at the beginning
and at the end.

The most engaging moment is between 00:30 and 00:40 with
surprise rising. The talk of the man works.

Surprisingly the celebrity seems more genuine when she’s not
talking directly to the camera but engaging in the experience.
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Recommendations

Video provoking low emaotional response (FEA) but with good
intensity (GSR).

Overall a good video but it does not work as expected.
Participants seem to have a better positive response when
there are images of wide landscapes and especially the

moment when there is the images of the shoes at 00:08-00:10

The story of the isolated abbey did not seem to provoke any
emotional response.

We would suggest to emphasis the fauna and flora in another

set of video and see the impact in term of engagement
compared to this one focusing more on heritage.
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