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Measure Emotion

We canôt hold more than 7 pieces of information in our brain at a time

A single commercial can contain up to 40 pieces of relevant information

Of the media we see in a week,

0.2% of the commercials

0.1% of the advertisements

0.01% of the television

0.001% of the total media

1 commercial  =

Emotions efficiently tell us

which bits of information to engage... 

and which to ignore

and only the messages that 

engage can change perceptions

and drive behavior
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In a cluttered world, emotions efficiently 

tell us which bits of information to engageé 

and which to ignoreé

éand only the messages that 

engage can change perceptions

and drive behavior!
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Media Stimuli
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1   Sensory Processing1

2   Emotion System2

3a Conscious Rational Brain3b

3a  Unconscious Peripheral Brain3a
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