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PHYSICAL 
IMPACT SOCIETY & ENVIRONMENT

POSITIVE SOCIETY & SUSTAINABLE ECONOMY

SHORT TERM PLEASURE 

FEELING GOOD 

(do what feels right 

by being pro-social)

LONG TERM HAPPINESS 

IN BALANCE 

(living in harmony  

with environement)
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MENTAL 
EMOTIONS & EMPATHY

Sustainable 
& prosocial 
positioning

Trust &  
behavior 
change 

leads to

SOCIAL NEUROSCIENCE  PhD RESEARCH 
TRUSTING SUSTAINABILITY
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SEMANTIC NEURAL NETWORKS

Trust associations are connected to other associations 



www.worldbrainwave.com
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ONLINE PLATFORM - SOCIAL NEUROSCIENCE RESEARCH 

SUSTAINABILITY, PROSOCIAL BEHAVIOR, HAPPINESS & TRUST 

http://www.worldbrainwave.com
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SELF-ASSOCIATIVE PERSONALITY TASK 
BASED ON ‘BIG FIVE’ PERSONALITY TRAITS
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www.worldbrainwave.com

http://www.worldbrainwave.com


History Brand Development 
From Product to Service to Value to Responsibility 

4000 BC - 1880 Identification (ownership / maker)

1900 Product Differentiation (features / benefits)

1960 Consumer Focus (needs / motives)

1990 Strategic Guideline (brand equity)

2000 Online Age (virtual presence)

2005 Social & Sustainable (MVO)

2020 Shared Brand Ownership



THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS 
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BUILD • BRIDGE • BOND
BUILD ING BRAND LEADERSH IP

®

BUILD-BRIDGE-BOND METHODIEK © ERIK SCHOPPEN
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BUILD-BRIDGE-BOND METHODIEK © ERIK SCHOPPEN

THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS 
BUILD • BRIDGE • BOND

BUILD ING BRAND LEADERSH IP

®

REASON TO BE 

REASON TO BELIEVE 

REASON TO ACT 

REASON TO TRUST 

CONATIVE 

TRUST 

AFFECTIVE 

TRUST 

COGNITIVE 

TRUST 
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BUILD-BRIDGE-BOND METHODIEK © ERIK SCHOPPEN

THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS 
BUILD • BRIDGE • BOND

BUILD ING BRAND LEADERSH IP

®

 STIMULUS & 

AWARENESS

PRIMING &  

KNOWLEDGE

CONF. BIASES &  

CONDITIONING

RISK TAKING &  

TRUSTWORTHINESS



E R I K S C H O P P E N . C O M

BUILD-BRIDGE-BOND METHODIEK © ERIK SCHOPPEN

THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS 
BUILD • BRIDGE • BOND

BUILD ING BRAND LEADERSH IP

®

REASON TO BE 

REASON TO TRUST 

REASON TO BELIEVE 

REASON TO ACT 

TOEGEVOEGDE WAARDE & RELEVANT 

 PERSOONLIJK AANSPREKEN (DESIGN) 

AANTREKKELIJK & ONDERSCHEIDEND 

OVEREENSTEMMEN MET GEVOEL 

VAN VEILIGHEID & EIGEN WAARDE(N) 
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BUILD-BRIDGE-BOND METHODIEK © ERIK SCHOPPEN

 STIMULUS & 

AWARENESS

PRIMING &  

KNOWLEDGE

CONF. BIASES &  

CONDITIONING

THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS 
BUILD • BRIDGE • BOND

BUILD ING BRAND LEADERSH IP

®

RISK TAKING &  

TRUSTWORTHINESS

ONBEWUST & REFLEXMATIG
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BUILD ING BRAND LEADERSH IP
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BUILD-BRIDGE-BOND METHODIEK © ERIK SCHOPPEN

THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS 
BUILD • BRIDGE • BOND

BUILD ING BRAND LEADERSH IP

®

ONBEWUST & REFLEXMATIG

REASON TO BE 

REASON TO BELIEVE

REASON TO ACT

REASON TO TRUST 
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IDENTITY            = TRUST 

‘HALO-EFFECT’ 
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IDENTITY

A BRAND ID IS POWERFUL 

WHEN IT CONNECTS TO THE 

RIGHT SET OF ASSOCIATIONS. 

THIS MAKES IT MEMORABLE. 

AN IDENTITY 

IS A VISUALIZATION 

OF CORE COMPANY VALUES 

(VISION, PURPOSE, BENEFITS) 



PRODUCT IDENTITYSOCIAL IDENTITY
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MATCHING VALUES



POSITIONING
E R I K S C H O P P E N . C O M

BRAND ASSOCIATIONS SERVE  

AS A PERSONAL (TRUST) GUIDANCE 

FOR PURCHASING OR   

USING A BRAND  

CREATING BRAND SUPERIORITY 

IN THE HEAD OF THE CONSUMER 

WITH THE STRONGEST  

BRAND ASSOCIATIONS 

 (FEATURES AND BENEFITS).



BRAND ASSOCIATIONS 
Triggering the Network in Your Semantic Memory 

STRONGEST CONNECTIONS WIN
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E R I K S C H O P P E N . C O MGallantlab.org University of California, Berkeley

SEMANTIC NEURAL NETWORKS

Trust associations are connected to other associations 

THE POSITION 

OF A BRAND 

RELATIVE TO 

OTHER BRANDS 

IN THE BRAIN 

OF THE  

CONSUMER 



‘RATIO’ - ASSOCIATIVE CORTEX

EMOTIONS

SUBCONSCIOUS 
AUTOMATISMS

27Gehoor
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PRIMING CONDITIONERING

+/- 150.000 km   
  ‘super highways’

PERCEPTION (AWARENESS COGNITION (MEMORY BEHAVIOR (DECISION-MAKING

Connection maps showing main pathways



THE BEST EXPERIENCE ARE SOCIAL  

SHARED EXPERIENCES  

(PARTAKING)
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EXPERIENCE

EXPERIENCES THAT EVOKE  

POSITIVE EMOTIONS  

LEAD TO LOYAL BEHAVIOR  

(REWARD SYSTEM) 



E R I K S C H O P P E N . C O M

ME WEBRAND WORLD
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ME WEBRAND WORLD

ISO Cert. & Environmental policy

Our clients are wholesale and retail 
customers in the household and 
catering sectors, with the focus on 
long-term and long lasting business 
relationships and responsible use of 
resources.
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BUILDING  
CLIENT VALUE 

[perceived quality]

PROMISE 
benefits 

PARTAKING 
experience 

PURPOSE 
concern 

PERCEIVED ECONOMIC CLIENT VALUE

PRICE

PRODUCT

EXPERIENCE

FUNCTION 
QUALITY

CREATING 
DIFFERENTIATION 

[building relationships]TRUSTFIT

BELOFTE BELEVING BELANG 



WE WILLEN DAT MERKORGANISATIES 

ZICH INLEVEN IN ONZE BEHOEFTEN, 

GEVOELENS EN VAARDIGHEDEN,  

EN DIT IN HUN EMPATHISCHE 

MERKORGANISATIEGEDRAG LATEN ZIEN. 
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SOCIAL 
SELF

SOCIAL 
GROUP

SOCIAL  
SOCIETY

SOCIAL 
VALUE
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LOYALTY

Brand 
as a 

Trust 
intermediair

ROUTINE BEHAVIOR & 

PREDICTIVE OUTCOMES 

LEADING TO TRUST RELATIONS 

(AFFIRMATION & RELIANCE)
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 PEOPLE  PEOPLE

BRAND

WE ASSIGN BRANDS ‘HUMAN’ QUALITIES 

(BRANDS TRY TO COME ACROSS HUMANE)

TRUST

TRUSTTRUST
BRAND 

EXPERIENCE
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SUCCESFUL BRANDS FACILITATE (NEW) SOCIAL RELATIONSHIPS

We all have (brand) relations

FACILITATES 

SOCIAL 

BONDING 

THEREFORE  

A BETTER 

BRAND  

EXPERIENCE 

& TRUST 

BUILDING
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A brand is the relationship 
between product and user,  

and the total experience 
with the right values 
that a consumer has  

with a product or service.
BRANDS GUIDE PEOPLE IN THEIR  DECISIONS

STRONG BRANDS ARE ANCHORS OF TRUST



The brand creates  

an opportunity for  

social interaction

Positive 

emotional  

response
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The brand creates  

an opportunity for  

social interaction

Positive 

emotional  

response

SHORT 
TERM
REWARD

LONG 
TERM

TRUST

Brand 
as a 

Trust 
intermediair
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MENTAL LOOP OF BUILDING  
TRUST BASED RELATIONSHIPS
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GOOD EXPERIENCES 
TRIGGER EMOTION &  

REWARD BUT NO FEAR 
NOT KNOW & CAN DO 
BUT FEEL & WANT TO 
CREATING ‘SAFE WAY’ = TRUST 

MOTIVATION AND REWARD



informatie 
wordt kort 

opgeslagen 
voor direct 

gebruik 
 

FRONTAAL 
KWAB 

 

written language

spoken language

cortex

limbic

stam

NEOCORTEX 
NEOMAMMALIAN 

LIMBIC SYSTEM 
PALEOMAMMALIAN 

BRAINSTEM AND CEREBELLUM 
PROTO REPTILIAN BRAIN 

INSTINCTS 
REPTILE

EMOTIONS 
MAMMAL

PERCEPTION (AWARENESS COGNITION (MEMORY BEHAVIOR (DECISION-MAKING
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RATIO 
HUMAN

INSTINCTS 
REPTILE

PRIMARILY 
PHYSIOLOGICAL 

NEEDS

FEELINGS & 
EXPRESSIONS

REASON & 
PLANNING

CULTURE & 
TRADITIONS THREE STAGES OF BRAIN DEVELOPMENT
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HUMAN BRAINS EVOLVED TO BE MORE RESPONSIVE 
TO ENVIRONMENTAL INFLUENCES

2
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WHAT WE

WHAT WE

EMOTION

RATIO

TRIGGERS & MOTIVATIONS

KNOWLEDGE & ARGUMENTS
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spoken language

cortex
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stam

EMPATHIZE

IMAGINE

VERBALIZE

UNCONSCIOUS

CONSCIOUS
COGNITION / THINKING (REFLECTIVE BEHAVIOR) - SLOW

AFFECTION / FEELINGS / CONATION (INTUITIVE BEHAVIOR) - FAST

INSTINCT / REFLEX (INVOLUNTARY ACTION) - INSTANTANEOUS 

SAY
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VISUALIZE
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WHAT DRIVES US
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WHAT

WHAT WE

WHAT WE

EMOTION

RATIO

TRIGGERS & MOTIVATIONS

KNOWLEDGE & ARGUMENTS

UNCONSCIOUS

CONSCIOUS
COGNITION / THINKING (REFLECTIVE BEHAVIOR) - SLOW

AFFECTION / FEELINGS / CONATION (INTUITIVE BEHAVIOR) - FAST

INSTINCT / REFLEX (INVOLUNTARY ACTION) - INSTANTANEOUS 

SAY

DO

DRIVES US
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WE BESLISSEN EMOTIONEEL  
EN RATIONALISEREN ACHTERAF
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‘ALDI’ 
AMATEUR

PRO



47

Smell

Sensory 
input 

Sensory 
memory 

information 
shortly 
stored 

for direct 
usage

EMOTION

information 
coordination 
to right parts 

cortex

FRONTAL 
LOBE 

 

PARIETAL 
LOBE 

 

OCCIPITAL 
KWAB 

 

TEMPORAL 
LOBE 

 

Information 
is encoded to 
relevant facts

encoded  
information gets 

stored in 
short and long-term 

memory 

indien nodig 
worden  

herinneringen  
weer geactiveerd 

information gets 
encoded and 

stored

information gets 
encoded and 

stored

Gehoor

encoded 
information 

is stored

sends  
sensory 

information 
to the right parts  

in the cortex

RATIO

LIMBIC 
SYSTEM

PERCEPTION (AWARENESS COGNITION (MEMORY BEHAVIOR (DECISION-MAKING
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FEAR & PAIN
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RATIONAL
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DECISIONS

SOCIAL BEHAVIOR  
PLANNING &

CONTROL

EMOTIONAL
REWARD, MOTIVATION,

SEXUAL BEHAVIOR  
SENSORY INFO

INSTINCTIVE
BEHAVIOR
FOOD, SEX,

SAFETY

COORDINATION
SUBCONSCIOUS
RAPID MOTOR 

MOVEMENT

FEAR
PAIN / AROUSAL

SEEING
VISUAL
CORTEX

FEELING
TOUCH

CONSCIOUS
MOTOR

MOVEMENT

ASSOCIATION
CORTEX

HEARING

DRIVES

REWARD
GAIN

ASSOCIATION
CORTEX

ASSOCIATION
CORTEX

THE MAIN STRUCTURES OF THE BRAIN
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‘WE’ THINK THAT ‘WE’ THINK RATIONAL…

…BUT OUR BRAIN  
DOES NOT WORK THAT WAY
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FOLLOWING THE PATH OF EMOTION?



information 
shortly 
stored 

for direct 
usage

FRONTAL 
LOBE 

 

E R I K S C H O P P E N . C O M

5
0

0
.0

0
0
.0

0
0

2
5
0
.0

0
0
.0

0
0

2
1
0
.0

0
0

5
.0

0
0 written language

spoken language

cortex

limbic

stam Hearing

CONDITIONING

RATIONAL
CONSCIOUS 
DECISIONS

SOCIAL BEHAVIOR  
PLANNING &

CONTROL

EMOTIONAL
REWARD, MOTIVATION,

SEXUAL BEHAVIOR  
SENSORY INFO

INSTINCTIVE
BEHAVIOR
FOOD, SEX,

SAFETY

COORDINATION
SUBCONSCIOUS
RAPID MOTOR 

MOVEMENT

FEAR
PAIN / AROUSAL

SEEING
VISUAL
CORTEX

FEELING
TOUCH

CONSCIOUS
MOTOR

MOVEMENT

ASSOCIATION
CORTEX

HEARING

DRIVES

REWARD
GAIN

ASSOCIATION
CORTEX

ASSOCIATION
CORTEX

RULE #1 
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‘PAIN’
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INCREASE 

‘GAIN’

BUT… INSTINCT DRIVES EMOTION DRIVES ACTION

1
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YOU HAVE TO! 

…DOESN’T WORK…



DIET HELL
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AARGHH!
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PRIMING



Do pretty women inspire 
men to discount the future?
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Organisms ‘discount the future’  
when they value imminent goods over future goods. 

NOW LATER
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Organisms ‘discount the future’  
when they value imminent goods over future goods. 

NOW LATER



E R I K S C H O P P E N . C O M

CONDITIONING



E R I K S C H O P P E N . C O MJonny Buchard

PRIMING & CONDITIONING



DIET HELL

E R I K S C H O P P E N . C O M

AARGHH!
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e 0,002 e 1,29

ORDINARY TAP WATER ‘VERY SPECIAL DIET’ WATER
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CREËREN VAN PSYCHOSOCIALE 
WAARDE WORDT STEEDS 

BELANGRIJKER VOOR FABRIKANTEN 
EN DIENSTVERLENERS.  

SUCCESVOLLE MERKEN  
BIEDEN NIET ALLEEN 

INSTRUMENTELE VOORDELEN, 
MAAR VOORAL EMOTIONELE & 

SOCIALE (MEER)WAARDE. 

MOTIVATION AND REWARD
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Een plek voor en door jongeren!
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PERCEIVED ECONOMIC CLIENT VALUE

CREATING 
DIFFERENTIATION 

[building relationships]

BUILDING  
CLIENT VALUE 

[perceived quality]

PRODUCT

EXPERIENCE

QUALITY

PROMISE 
benefits 

PRICE TRUSTFIT

BELOFTE 
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BUILDING  
CLIENT VALUE 

[perceived quality]

PROMISE 
benefits 

PARTAKING 
experience 

PURPOSE 
concern 

PERCEIVED ECONOMIC CLIENT VALUE

PRICE

PRODUCT

EXPERIENCE

FUNCTION 
QUALITY

CREATING 
DIFFERENTIATION 

[building relationships]TRUSTFIT

Een plek voor en 
door jongeren!

BELOFTE BELEVING BELANG 
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BUILDING  
CLIENT VALUE 

[perceived quality]

PROMISE 
benefits 

PARTAKING 
experience 

PURPOSE 
concern 

PERCEIVED ECONOMIC CLIENT VALUE

PRICE

PRODUCT

EXPERIENCE

FUNCTION 
QUALITY

CREATING 
DIFFERENTIATION 

[building relationships]TRUSTFIT

WAARDENCONGRUENT
GEZAMENLIJK 

BELANG

GEZAMENLIJKE 
BELEVING VOORSPELBAAR 

& 
CONSISTENT
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(MERK)VERTROUWEN 
BOUW JE OP DOOR 
VOORSPELBAAR EN 

WAARDENCONGRUENT  
TE HANDELEN IN HET  

BELANG VAN DE 
GEBRUIKER.
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BRAND MODALITY - BRAND VOICE & TRUST
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BRAND MODALITY - BRAND VOICE & TRUST

Brancheorganisatie voor Welzijn & 
Maatschappelijke Dienstverlening

/ Sociaal Werk.

Kwaliteitslabel laat 
zien dat je kwaliteit 
levert die voldoet 

aan de waarden en 
normen van de 

branche.



BRAND VALUES

TRUST VALUES

Sociaal werk, 
een sterk merk!
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CONSISTENT  
VOORSPELBAAR

CONGRUENT 
GEZAMENLIJKE WAARDEN

VERSTERKTE  
IDENTITEIT 
DOOR LABEL

GEZAMELIJKE  
BETROUWBARE 
UITSTRALING
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MET EEN 'PARAPLUMERK' DIE EEN 

BRANCHE / CATEGORIE VERENIGT EN 

VERTEGENWOORDIGT STA JE STERKER.  

ALS PARAPLUMERK LEIDERSCHAP & 

BETROUWBAARHEID UITSTRAALT, 

DAN STRAALT DIT AF OP ALLE 

AANGESLOTEN LEDEN. 

BEKEND PARAPLUMERK 

VERGROOT HET VERTROUWEN 

IN & BIJ ALLE BETROKKEN PARTIJEN. 
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BRAND MODALITY - BRAND VOICE & TRUST



QUESTIONS?
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Linkedin.com/erikschoppen 
Method www.buildbridgebond.com  

Follow tweets @erikschoppen 
E-mail erik@miazo.com 

WWW.ERIKSCHOPPEN.NL 

LIKED THIS LECTURE? 
SHARE: TWITTER / LINKEDIN 

CONNECT

http://www.linkedin.com/erikschoppen
mailto:erik@miazo.com
http://www.miazo.nl

