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Behaviors Are Shaped By The Brain’s Two Operating Systems

AUTOMATIC REFLECTIVE
Perceptual Conceptual
Nonconscious Conscious
Intuitions Declarations
Long-Term Short-Term
Memory Memory

Seeks Efficiency Seeks Accuracy
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Habits Are Learned!

While learning...

Driving Walking
Typing Throwing

Product Usage/Brand Selection

REFLECTIVE (Conscious)

With practice...

AUTOMATIC (Nonconscious)
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Habit | habeit | — noun.
An automatic reaction to a specific environmental cue or setting

How many people are in this picture? How many appliances do you see here?

©
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How Do Behaviors Become Automatic?

:
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Why Are Bad Habits So Hard To Break?
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The Ipsos Habits Framework
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The Power of Cues
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Conscious Cues
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Locations and Settings
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Scripts
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ldentities/Roles
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Psychological States
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Visceral Physical States
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The CUES Framework

Some cues are more powerful than others

Concrete Unique Embedded  Salient

REINFORCEMENT

Ly (Y
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C: Make The Cue CONCRETE

Concrete, tangible, vivid stimuli get more attention
than long-term, abstract stimuli

Don’t Use System 2 “Rules”
Use System 1 cues that reach the consumer directly

* Vivid pictures

e Sounds
* Vibrations
« Tangible objects in your engagement-moment : i Claim B:

environment % E@Qh ahd every
» Personal references healthy way dining hall tray,

! ’ heeds 5 fruits
eat 5 fruits and :
IT TAKES EFFORT TO AVOID veggies a day
RESPONDING TO THESE CUES! N
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Concrete Cues

OUR AIM IS/Q)> 'Place All ,,\/:?)

TO KEEP THIS Trash <
BATHROOM In The
CLEAN Prope!'
~ YOUR AIM WILL HELP k(:ontaguner
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U is for Unique: Cues Need to Be Specific

What behaviors does the cue suggest?

Cues that are uniguely attached to a behavior are
the most powerful

No other response has to be crowded-out

What is the direct link to your product category? (_\

Are your brand assets distinctive?
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E is for Embedding

Cues that are embedded current routine are
especially powerful

« Embed a new behavior to an established
behavior

* Need for Closure — Ziegarnik Effect

* People feel a very strong drive to “complete”
actions

* Cuing people to feel that their behaviors are
incomplete can reinforce embedding in the
moment

Ipsos Behavioral Science Center @ ’3



Best Practice: Embedded Cues
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S is for Salience

Salience means that the cue GRABS attention

What grabs attention?
 Contrast

« Movement

« Brightness
 Loudness

 Size

 Goal Means
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The Ipsos Habits Framework
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Embeddable Actions

Assess this:
Buy Non-Dairy Creamer

Assess this:
Use more Breath Strips

Assess this:
Feed wet dog food more frequently

Assess this:
Eat Healthier

Buy Creamer Every Time | Buy Bags
of Coffee Beans

Use Breath Strip Every Time | Exit my
Car

Feed Wet Dog Food When My Family
Sits Down for Sunday Dinner

Eat Salad Before Mon, Wed, Fri
Meetings
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Rewards Reinforce the Link Between Cue and Behavior

Rewards are required to establish the cue-behavior link

Consciously and Nonconsciously

Reinforcement

Cue

N

Behavior
N »
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Remember the Rat!
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Consistency
Repetition
“Feels” > “Thinks”
Immediate > Delayed

Negative > Positive
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Optimizing Rewards

Maximize Hedonic Rewards

Goal Achelivement

Expanded Benefits
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Maximize Hedonic Rewards

Sound
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Conscious/NonConscious Goal Achelivement

Focus on the link between the product
and the conscious goals and
motivations of the consumer.

Learn during consumption — reinforce
with communications

or Vegetabin Nothing el talles the chill out of childen gaite o fat

Nothing quite s warmlng tashe s good. Aad it

A al Aad it Sealn in st 4 srmutes
Soup this good Just has to be Gameddi
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My bonus is faster than your bonus.
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Expand Product Meaning With Emotional Rewards

WARBY PARKER

MEN woEN JUY A PAIR CIVEA PAIR ouRsTCAY MOXNCCLE HILDTAQ

Buy a Pair,
Give a Pair

For every pair purchased,
a paair s disuibuted w someone b peed

LEARN NORE =
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Habits are Created and Broken During Disruptive Moments

Context matters!

The Power of Cues

When context changes, we
reevaluate prior actions

When context changes, we are open
to new solutions

When context changes, we learn

Ipsos Behavioral Science Center M 36



Types of Disruptive Moments

Ipsos Behavioral Science Center M 37



Types of Disruptive Moments
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Align Cues with Moment-Based Goals

SAM HENDERSON KAITLYN

You'll be working for me one day. I cheated on ew

WOMAN SKIPS REUNION, MISSES CONNECTION
WITH FORMER-CRUSH-TURNED-MILLIONAIRE

S ey S e c——
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Align Rewards with Moment-Based Goals

Align with defining moments

Shutterfly
BED BATH & *TICCYS :
BEYONII» bareMinerals (») TARGET
Moving out Prom Getting Into college
Starting | SAFEWAY"
- Tide @D
15t friend in dorms 15 time doing laundry 15" time cooking
S Expedia
SPERRY & UBER
Moving into fraternity 1%t big trip
///’V - "“
Graduation s EXNESS
N« citl starBucks: @  mastercard
Signing 1% lease 15t internship 1% paycheck
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Examining Habits in Market Research

REWARD

P
ety (D
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Thank You!

Namika Sagara, PhD

President

Ipsos Behavioral Science Center
Namika.Sagara@Ipsos.com

Jesse ltzkowitz, PhD

Vice President
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Jesse.ltzkowitz@Ipsos.com
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