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SOUIAL NEUROSCIENCE PhD RESEARCH
TRUSTING SUSTAINABILITY

POSITIVE SOCIETY & SUSTAINABLE ECONOMY

SHORT TERM PLEASURE LONG TERM HAPPINESS
FEELING GOOD IN BALANCE
(do what feels right (living in harmony

by being pro-social) with environement)
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SEMANTIC NEURAL NETWORKS
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Trust associations are connected to other associations

Gallantlab.org University of California, Berkeley ERIKSCHOPPEN.COM
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www.worldbrainwave.com

Want to know your hidden brain preferences?
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http://www.worldbrainwave.com

Zachtaardiq
makkelijk
aarglg 5

16

vriendelijk
vriendelijk
Z onrustig

l:l |d)g

J K besluiteloos

SELF-ASSOCIATIVE PERSONALITY TASK
BASED ON ‘BIG FIVE’ PERSONALITY TRAITS
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Ll I-Mobile NLL 4G 2157 L]

- worldbrainwave.com ¢

Meegaandheid (Altruisme)
Zorgvuldigheid (Conscléntieus)
Emotioneale stabilitait (Neuroticisme)
Extraversie {Assertief/Sociaal)
Openheid (voor verandering)

Sluit af

www.worldbrainwave.com §&j
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http://www.worldbrainwave.com

History Brand Development
From Product to Service to Value to Responsibility

2020 Shared Brand Ownership
2005 Social & Sustainable (MVO)
2000 Online Age (virtual presence)

1990 Strategic Guideline (brand equity)
1960 Consumer Focus (needs / motives)

1900 Product Differentiation (features / benefits)

4000 BC - 1880 Identification (ownership / maker)



THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS

BUILD - BRIDGE

TRUSIT

TRUST-BASED CHOICE
EMOTION DRIVEN

BEHAVIOR

BRAND
FEELINGS ilr..{ll-[_j.";
AFFINITY, ENTICEMENT iroentalitotss;
& ACCORDANCE

COGNITION

BRAND
VALUES

NIENODA .“
VISION, PURPOSE I‘ “[ U'L" IV
& BENEFITS

PERCEPTION
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THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS

BUILD - BRIDGE

TRUST

BEHAVIOR

INFLUENCE

COGNITION

PERCEPTION

ERIKSCHOPPEN.COM



THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS

BUILD - BRIDGE

TRUST
TRUST-BASED CHOICE SN
-
EMOTION DRIVEN
BEHAVIOR
BRAND
AFFINITY, ENTICEMENT INFLULINLE R,
& ACCORDANCE
COGNITION
BRAND
VALUES : ”\\.:Fl'ﬂ] l’.‘) j“ A \r
VISION, PURPOSE VANV e R
& BENEFITS e

PERCEPTION
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THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS

BUILD - BRIDGE - BOND

TRUST

BEHAVIOR
TOEGEVOEGDE WAARDE & RELEVANT

PERSOONLIJK AANSPREKEN (DESIGN)
INFLUENCE AANTREKKELIJK & ONDERSCHEIDEND
OVEREENSTEMMEN MET GEVOEL

VAN VEILIGHEID & EIGEN WAARDE(N)
COGNITION

INFORM

PERCEPTION REASON TO BE

ERIKSCHOPPEN.COM



THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS

BUILD - BRIDGE

TRUST

ONBEWUST & REFLEXMATIG Bt

INFORM B

o'

STIMULUS &
AWARENESS
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THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS

BUILD - BRIDGE

TRUSIT

TRUST-BASED CHOICE
EMOTION DRIVEN

BEHAVIOR

BRAND
FEELINGS ilr..{ll-[_j.";
AFFINITY, ENTICEMENT iroentalitotss;
& ACCORDANCE

COGNITION

BRAND
VALUES

NIENODA .“
VISION, PURPOSE I‘ “[ U'L" IV
& BENEFITS

PERCEPTION
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THREE STAGES TO BUILD TRUST-BASED BRAND RELATIONS

BUILD - BRIDGE

TRUST

ONBEWUST & REFLEXMATIG Bt

INFORM B
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AN IDENTITY
IS A VISUALIZATION

'OF CORE COMPANY VALUES
MISION, PURPOSE, BENEFITS)

BRAND
RELATION
TRUST-BASED CHOICE
EMOTION DRIVEN

BRAND

FEELINGS

AFFINITY, ENTICEMENT
& ACCORDANCE

A BRAND ID IS POWERFUL
WHEN IT CONNECTS TO THE

. ";',\ -'A'- r.\l-'.\ (} E "‘lli El“-"l -I

VALUES _RIGHT SET OF ASSOCIATIONS.
VISION, PURPOSE | THIS MAKES IT MEMORABLE.

& BENEFITS

’\. .
,’I|D-ENTIT
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lenovo

D&lL

’

TOSHIBA

D
MATCHING VALUES
\V/AIO
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BRAND & DESIGN MANAGEMEMT

BRAND
RELATION
TRUST-BASED CHOICE
EMOTION DRIVEN

BRAND

FEELINGS

AFFINITY, ENTICEMENT
& ACCORDANCE

BRAND

VALUES
VISION, PURPOSE
& BENEFITS

CREATING BRAND SUPERIORITY
F THE CONSUMER
STRONGES Tame

S AS A PERSONAL (TRUST) GUIDAN
OR PURCHASING OR -
USING A BRAND"

POSITIONING
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Triggering the Network in Your Semantic I\/\emory

m hl.! four Ieg:-
ﬁNlMﬁL , EHI:.I:.FDEG
hu il /
isa COLLIE = sire: medium
colour; [brown/white, black/white, merle)
IH}UHD instance instance
lm:lr.5
is LASSIE
SHADODW L
Imcha
sireamall \ i S

BEAGLE — colour: brown/white

/ book character colour:browrywhite

colour:[brown black/white] | instance
STRONGEST CONNECTIONS WIN

SNOOPY ——_
caroonbook character

friend of

CHARLIE BROWN
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SEMANTIC NEURAL NETWORKS

7 ~ Buildings

Trust associations are connected to other associations

Gallantlab.org University of California, Berkeley ERIKSCHOPPEN.COM



5.000

10.000

50.000

200 miljoen

500 miljoen

written language

+/- 150.000 km
‘super highways’

_,///'

stam

PRIMING

PERCEPTION (AWARENESS

AUTOMATISMS -

COGNITION (MEMORY

N

\

-
|

—~a ONDITIONERING
« . -

BEHAVIOR (DECISION-MAKING
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NAGEMEMT

i DESIGN

TRUST-BASED CHOICE
EMOTION DRIVEN

BRAND

FEELINGS
AFFINITY, ENTICEMENT
& ACCORDANCE

BRAND
VALUES

VISION, PURPOSE
& BENEFITS

—‘ ,“’ . .

o

.

= XPERIENCE ARE SOCIA \
fa RED EXPJERIENCES
g s |+ (PARTAKING)

y EXPERIEN?£S THAT EVOK
~ ROSITIVE EMOTIONS -
| LEAD TOLOYAL BEHAVIOR
';‘-.‘.; o p(REgVARD SYSTEM) £

EXPERIENCE

-
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B RiBG E

COLLECTIVE

BRAND BRAND INDIVIDUAL
PURPOSE PROMISE PARTAKING . PARTAKING
AR <. .- \on
. -~ . * N (ma‘-\
d - - rbal (5emant\C\ info
[N - * Ve

\AL PR
o¢ Oo

'l' &\06/K‘ ) C\AL AG$ 5 A

' RAN o v

. ’Vv. , © o ; 9 A
. N AFFIR- CONFIR- INFLUENCE
- > PRODUCT €= NEEDS O wation €2 marion Q ON SOCIETY
I' O

. USER Z &

: 4 Tl Ring BeY
* LY P ‘ T < - ® - V. .
[N . . o .o .. ’Sual (eplsOdiC) inf
Teea.-- . Tl Ormatio,
brand expression brand meaning brand emotions : brand bonding
(attention) (cognition) (experience) (trust)

BRAND ME WE WORLD
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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

BUILD
BRIBGE

resources.
BRAND BRAND INDIVIDUAL COLLECTIVE
PURPOSE PROMISE PARTAKING PARTAKING
@HJ_Hoekman ledere dag deze lachgas
;7 capsules op parkeerplaats. Gooien ze gew:
KAYZSER op straat. #Coolhaven #TerHeem @Politie2

"‘ 'y 1 IR T

R brand emotions
(experience)
ISO Cert. & Environmental policy

BRAND ME WE WORLD

ERIKSCHOPPEN.COM



PERCENVED ECONOMIC CLIENT VALUE

BUILDING
CLIENT VALUE

[perceived quality]

FUNCTION
QUALITY

CREATING
PRODUCT ,  DIFFERENTIATION

PRICE FIT TRUST [building relationships]

ERIKSCHOPPEN.COM



WE WILLEN DAT MERKORGANISATIES
ZICH INLEVEN IN ONZE BEHOEFTEN,
GEVOELENS EN VAARDIGHEDEN,

EN DIT IN HUN EMPATHISCHE
MERKORGANISATIEGEDRAG LATEN ZIEN.




‘i e :
SOCIAL 2020 Sustainability Commitments

VALUE 68)

SOCIAL %
SELF
SOAL a 0O 9
GROUP
SOUAL Woria 5 D P&
SOCIETY

ERIKSCHOPPEN.COM



BRAND & DESIGN MANAGEMEMT

ROUTINE BEHAVIOF
PREDICTIVE OUTCO

TRUST-BASED CHOICE
EMOTION DRIVEN

BRAND

FEELINGS

AFFINITY, ENTICEMENT
& ACCORDANCE

BRAND | ' S .

VALUES | N |ntermed|a|r
VISION, PURPOSE ~

& BENEFITS
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PEOPLE <— trust — PEOPLE
w 7

BRAND
TRUST EXPERIENCE TRUST
' ¥ k.

BRAND
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WE ASSIGN BRANDS ‘HUMAN" QUALITIES
(BRANDS TRY TO COME ACROSS HUMANE)




We all have (brand) relations

o Wieckse

' THERP
A BETTER

BR .: ) ";’ f

. 1" “EXPERIENCE y
N & TR - ’ :

- BUILLE

..‘ . ‘

SUCCESFUL BRANDS FACILITATE (NEW) SOCIAL RELATIONSHIPS

ERIKSCHOPPEN.COM



A pbrand Is the relationship
petween product and user,

and the total experience
with the rignt values
that a consumer nas

with a product or service.

BRANDS GUIDE PEOPLE IN THEIR DECISIONS
STRONG BRANDS ARE ANCHORS OF TRUST

EEEEEEEEEEEEEEEE
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VIENTAL LOOP OF BUILDING
TRUST BASEDAEL ATONSHIPS

WILLINGNES!

%

RELIANCE - MI[‘" 0 ACTION
(BEHAVIORAL PA - |N\V7|; IN . (DRIVEN BY MOTIVES)

TRUST 34
"‘ j ‘ TERM

. & TRUST
r 5 ¥

AFFIRMA : SHORT 'RESPONSE
(REINFORCIN B (e E‘ c‘fl* POSITIVE & EMOTIONA
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MOTIVATION AND R
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written language

o
o
S
n

CULTURE &

rmmons THREE STAGES OF BRAIN DEVELOPMENT
=B <poken language HUMAN BRAINS EVOLVED TO BE MORE RESPONSIVE
S TO ENVIRONMENTAL INFLUENCES

SRRSOl & A0ty LIMBIC SYSTEM _

PLANNING _ admet | %} PALEOMAMMALIAN A
I gl &) -
=8 cortex RATIO — — - : : (il
= HUMAN 7
& ?'— 7y )

FEELINGS & _ ?

EXPRESSIONS G5 ks

_— : NEOCORTEX

S » : NEOMAMMALIAN
=8 bic EMOTIONS — <, R R
3 MAMMAL 50
S
&

PRIMARILY

PHYSIOLOGICAL
NEEDS

3 s BRAINSTEM AND CEREBELLUM
S - \@ PROTO REPTILIAN BRAIN
S .- INSTINCTS LY
= REPTILE
o
To)

PERCEPTION (AWARENESS COGNITION (MEMORY BEHAVIOR (DECISION-MAKING
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5.000

20.000

250.000

250.000.000

500.000.000

written language

VERBALIZE

spoken language

VISUALIZE

e
.

3

Pr—
cortex 4

{.}\AAGINE P

limbic

EMPATHIZE

VVHA AV

COGNITION / THINKING (REFLECTIVE BEHAVIOR) - SLOW

RATIO

KNOWLEDGE & ARGUMENTS

WHAT WE DO

AFFECTION / FEELINGS / CONATION (INTUITIVE BEHAVIOR) - FAST

EMOTION

- SAY

CONSCIOUS

|

!

TRIGGERS & MOTIVATIONS UNCONSGIOUS

WHAT DRIVES US

INSTINCT / REFLEX (INVOLUNTARY ACTION) - INSTANTANEOUS

ERIKSCHOPPEN.COM



VWHA RWE SAY

COGNITION / THINKING (REFLECTIVE BEHAVIOR) - SLOW

CONSCIOUS

RATIO A

KNOWLEDGE & ARGUMENTS

WHAT WE DO

AFFECTION / FEELINGS / CONATION (INTUITIVE BEHAVIOR) - FAST

EMOTION :

TRIGGERS & MOTIVATIONS UNCONSCIOUS

WHAT DRIVES US

INSTINCT / REFLEX (INVOLUNTARY ACTION) - INSTANTANEOUS

ERIKSCHOPPEN.COM
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Rogue RR100 Rocketeer The Loar LH-650 Archtop
Electric Guitar Cutaway Hollowbody Guitar
(36 Reviews) (5 Reviews)
EUR 69.69 EUR 1,393.94
List: EUR 199.13 List EUR 1,868.93
ON SALE NOWI 3 Open Box From:
EUR 1,115.15

ERIKSCHOPPEN.COM



~ WORK ZONE BEGINNERS TOOL KIT 45PC FOR $29.99 @ ALDI

see aldl.com.au
for more dotalls

SPC82RD-01 Professional Field Service
Tool Kit w/Fluke 177 DMM

Price: $1,062.00
6 or More: $1,024.00

ERIKSCHOPPEN.COM



written language

LONG-TERM

MEMORY , . MEMORY AND SKILLS
Frontal 2 Hippocampus 7 Cerebellum -

cortex L and adjacent areas

RATIO Tt u >
’ s/ Information™ 5~ - Y encoded
 Infogmation/ey , is encoded'to .~ v i mminformation gets
* coordination/ , relevant facts : N & stored in JivE .
' { i~shofyahd long-term JFyANEIT) ol
sends Wy | emory Y Acorex - Q
sensory ; 2\ Y
information ~ \ ¢
to the right parts » 7" efcoded
' in the cortex = dnformatio

£ Thalamus
EMOTION i

& 7 Basal ganglia
s & gang

250.000.000

500.000.000

PRIMING

PERCEPTION (AWARENESS COGNITION (MEMORY: 111yl BEHAVIOR (DECISION-MAKING

ERIKSCHOPPEN.COM



THE MAIN STRUCTURES OF THE BRAIN

ASSOCIATION
CORTEX
ASSOCIATION
CORTEX ASSOCIATION
CONSCIOUS CORTEX
MOTOR
MOVEMENT
TOUCH
RATIONAL
CONSCIOUS
DECISIONS EMOTIONAL SEEING
SOCIAL BEHAVIOR S | AsiaL
PLANNING & REWARD, MOTIVATION,
CONTROL SEXUAL BEHAVIOR CORTEX

SENSORY INFO
REWARD

GAIN

FEAR COORDINATION
PAIN / AROUSAL SU BCONSCIOUS
DRIVES RAPID MOTOR
INSTINCTIVE MOVEMENT
BEHAVIOR
FOOD, SEX,
SAFETY
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‘WE’ THINK THAT ‘WE’ THINK RATIONAL...

ASSOCIATION
CORTEX
ASSOCIATION
PORPK ASSOCIATION
CONSCIOUS CORTEX
MOTOR
MOVEMENT
TOUCH
RATION 4L
CONSC(C .0US
DECY' (ONS EMOTIONAL SEFR
SOCIAL _EHAVIOR HEARING
PLANNING & REWARD, MOTIVATION, VISUAL
CONTROL SEXUAL BEHAVIOR CORTEX
SENSORY INFO
REWARD
GAIN
FEAR COORDINATION
SUBCONSCIOUS
PAIN/ AROUSAL DRIVES RAPID MOTOR
INSTINCTIVE MOVEMENT
BEHAVIOR
...BUT OUR BRAIN F%a?:,E S{EX
DOES NOT WORK THAT WAY
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FOLLOWING THE PATH OF EMOTION?

ASSOCIATION
CORTEX
ASSOCIATION
SORIEK ASSOCIATION
CONSCIOUS CORTEX
MOTOR
MOVEMENT
TOUCH
RATIONAL
CONSCIOUS
DECISIONS EMOTIONAL SEEING
SOCIAL BEHAVIOR "=ARIM 3
PLANNING & REWARD, MOTIVATION, VISUAL
CONTROL SEXUAL BEHAVIOR CORTEX
SENSORY INFO
REWARD
J" GAIN
> FEAR COORDINATION
SUBCONSCIOUS
PAIN / AROUSAL DRIVES RAPID MOTOR
INSTINCTIVE MOVEMENT
BEHAVIOR
FOOD, SEX,
SAFETY
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BUT... INSTINCT DRIVES EMOTION DRIVES ACTION

ASSOCIATION
CORTEX
ASSOCIATION
2 e ASSOCIATION
CONSCIOUS CORTEX
MOTOR
MOVEMENT
TOUCH
RATIONAL
CONSCIOUS
DECISIONS EMOTIONAL SEEING
SOCIAL BEHAVIOR HEARI\ 3 !
PLANNING & REWARD, MOTIVATION, VISUAL
SEXUAL BEHAVIOR CORTEX
CONTROL
SENSORY INFO
REWARD
GAIN
FEART /. COORDINATION
SUBCONSCIOUS
PAIN / AROUSAL DRIVES o A
INSTINCTIVE MOVEMENT
RULE #1 RULE #2 BEHAVIOR
FOOD, SEX,
AVOID INCREASE 0S8
‘PAIN’°  ‘GAIN’
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THE MAIN STRUCTURES OF THE BRAIN

ASSOCIATION
CORTEX
ASSOCIATION
CORJEX ASSOCIATION
CONSCIOUS CORTEX
MOTOR
MOVEMENT
TOUCH
RATIONAL
CONSCIOUS
DECISIONS EMOTIONAL SEEING
SOCIAL BEHAVIOR HEARING o
PLANNING & REWARD, MOTIVATION,
CONTROL SEXUAL BEHAVIOR CORTEX
° SENSORY INFO
% o REWARD
95 /o GAIN
FEAR COORDINATION
SUBCONSCIOUS
PAIN / AROUSAL DRIVES RAPID MOTOR
INSTINCTIVE MOVEMENT
BEHAVIOR
FOOD, SEX,
SAFETY
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THE MAIN STRUCTURES OF THE BRAIN

ASSOCIATION
CORTEX
ASSOCIATION
CORTEX ASSOCIATION
CONSCIOUS CORTEX
MOTOR
MOVEMENT
TOUCH
EMOTIONAL . . SEEING
REWARD, MOTIVATION, VISUAL
SEXUAL BEHAVIOR CORTEX
SENSORY INFO
REWARD
950/0 GAIN
FEAR COORDINATION
PAIN / AROUSAL SUBCONSCIOUS
DRIVES RAPID MOTOR
INSTINCTIVE MOVEMENT
BEHAVIOR
FOOD, SEX,
SAFETY
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PRIMING

Meet our newest bodies
Body by Victoria® Racerback,

Multi-wav and l‘nxll»ul‘

-\hnp NOwW

» experience the bras

ERIKSCHOPPEN.COM



NOW LATER

0.013
0.008 1
0.003 1
-0.002 1
-0.007 4
0.012

change in discount pammeter ©

hot not

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

(a)

%

E 0.013 ‘

2 00081 |

g o031 |1 : -
(! - L ¥ o z

2 _0.0021 N——
-

s 0.007 4

'J

= 0012

=

S hot not hot not

face attractiveness category

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

Meet our newest bodies
Body by Victoria® Racerback,

Multi-wav and l‘nxll»ul‘

-\hnp NOwW

» experience the bras

ERIKSCHOPPEN.COM



PRIMING & CONDITIONING







ORDINARY TAP WATER

€ 0,002

Water . ?.

FLIIPDa~Pm
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STIMULUS
RESPONS
perception
& behavior

ERIKSCHOPPEN.COM



5F
(response

Trigge

7~ N

'onmental Post-Rational

( (biases)
. Triggers Jriggers

VORLBE

STIMULUS
RESPONS
perception
& behavior

FEAR & AROUSAL

- :‘ " ' - “- 7;};»')- ‘:‘ » '. - ‘b
,‘._ . '. -y ! l. ’ ’J‘.
Environmental = floods -':%" | sense of P drivesto
- v‘-‘. " > . / ?‘.\ A 0 -
Noradrenaline (3) | dopa s itisfactio . seek 8 fmo‘

S
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5F

'gpnr_nental Post_—RationaI
(social (biases)
. Triggers Triggers

| D> ‘ VORLE
ELOF BELEVING

BELANG
PROMIS 4\\*ARTEK’“”UQQ‘, Pﬂmgll

73 )

STIMULUS
RESPONS
. perception
. 8 behavior

;;"—‘ ORY ",'z,  CORTE .
Environmental sense of * drives to
Noradrenalinee Esier amine t factlo “" seek & fin ,
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MOTIVATION AND R
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I!'H!M!'El O

zZijn meesters
in verbinden.

PRODUCT
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PERCEINVED ECONOMIC CLIEN

VALUE

cuentvaiie \WAARDENCONGRUENT

[perceived quality]

n GEZAMENLIJK
EXPERIENCE BELANG
GEZAMENLIJKE
VOORSPELBAAR  BELEVING et |
&
o GONSISTENT /4 PARTAKING
i experience
PROMISE
benefits
CREATING

PRODUCT _ DIFFERENTIATION

PRICE FIT TRUST ¥ [ouilding relationships]
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MERK)VERTROUWEN
30UW JE OP DOOR
VOORSPELBAAR EN
WAARDENCONGRUENT
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AFFECTIVE

AFFECTIVE
TRUST - NT MAN 4 TRUST
B <0UQHPO\ ACEmey, |
“G ::
oo™ f BRIDGE | S e,
N ’\\ 4¢ 7,
S \NFLUENCE 5%
£ Product e
S Q Functionality Cognition Emotions ?7?;
Q
(o]
Z PROMISE PARTAKING m
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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 & BlJ ALLE BETROKKEN PARTIJEN.
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