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The application of
sensory and emotional
approaches in SERVICES
(banking & insurance)

Reason and emotions to optimize
bank or insurance letters
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Why talk about sensory
in banking & insurance
services?
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Services (banking or insurance)

e Often seen as cold and
rational

Can be difficult for customers to understand
and interact with (not physical products, less
and less human contacts...)

e Emotionally neutral or
anxiety-inducing

Customers may feel indifferent or even
stressed when dealing with financial services,
rather than feeling a positive emotional
connection
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And yet, the stakes in services
are deeply emotional !

() BANK loans, mortgage, overdraft authorizations...
INSURANCE subscription, life insurance, death & inheritance...

Services are not just Strong emotions at

rational; they touch stake:

our lives, our intimacy trust, security, fear,
hopes for the future...

Key to measure the customer perceptions,
feelings, emotional reactions
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The banking or insurance letters / mailing
communication: an undervalued touchpoint

Beyond the message, editorial challenge:
letters must create a link, not just “inform”.

Lo
\‘ —_—

Clear message Limit NEGATIVE
Reassuring & reactions

empathetic tone as direct impact on the

bank / insurance overall
brand image

Create a POSITIVE
experience

reinforce commitment
& client loyalty
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Measure customers perception & feelings
to optimize banking/insurance letters

Understand rational and
emotional reactions

Assessing beyond rational
responses, with more implicit
and spontaneous
measurement

@ z

Measure the emotional
impact of the letter

The painpoints / irritating
elements,
The "enchanting" or
satisfying parts

Identifying the
optimization levers
Concrete ways of reworking
the form & content, to limit

the negative impact and gain
in bond and commitment

#WhatReallyMarters!
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How to easily measure &
understand the
emotional reactions?
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Spontaneous language to get access to a more
implicit / emotional dimension of the reaction

v

1single question = 3 spontaneous words

Automatic,
unconscious and
emotional reaction
linked to system 1*
No cognitive thinking,
access to rapid,

intuitive thinking
system

* Daniel Kahneman System 1 and

System 2 - 20T1

@

Going beyond and

complementing e
the rational

To be more predictive
of feelings and
behaviors **

*Antonio Damasio “Descartes' Error :
emotion, reason and human brain " - 2006
Emotions guide our decisions and
therefore our behavior

e
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o and Jf{eant
Access the

richness of
customer words

Without bias or
induction,
short & quick
guestionnaire
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An exclusive analysis of spontaneous
words based on the dimensional theory of
emotions (Intensity / activation & Valence)

p- ACTIVATION O Pleasant, nice satisfying
’ . ‘ LEVEL D Dist soft, light
D Qu',d( hort.
m . Noisy, not discreet
el o @ Clssy,clega
score’ @ (Cheop
. NEGATIVE
WEAK O Reassuring, saf liabl
‘ . ——— STRONG O Practica |, easy
O Hermetic, well led
WORD QUANTIFYING UNDERSTANDING
SCORING EMOTIONAL ACTIVATION PERCEPTIONS
Emotional Measures the intensity and Functional and emotional
weighting algorithm valence of the reaction drivers behind the experience

3 years of R&D (positive or negative)

10 years of use - 6000 stimuli scored in over 20 countries
All categories - product/concept/trend/oackage
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43 lllustration: letter
v Nt evaluation program
S USNy for an Insurance Client
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Insurance Client statement: ﬁ

"All the letters sent out on a regular basis should reflect the care the company e W
takes of its customers, whatever the subject, even the more painful or difficult message "

Our client's objectives: Challenges of the research:

Evaluate and optimize its Set up an agile test process, long-
customer external term repeatable protocol, cost-
communications (letters, effective

emailing...) Get performance indicators

Find the best way to say things, combining evaluation of the
limiting negative emotions message understanding AND
Improve performance, clarity and emotional impact

empathy of the messages To provide concrete optimization

levers (form and content)
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Standard methodology for testing Letters e

An online test, a short questionnaire (5 min) combining emotional and rational P ) -
indicators, a hotspot module, and data capitalization via a Data Base

and ffa’a?t
ONLINE DUAL EMOTIONAL HOSTPOT DATABASE
QUANTITATIVE TEST AND RATIONAL MODULE
Among the client’s ASSESSMENT Capitalization
customers - R3M Score Identify words/paragraphs of the results
(N= +/-100) - Rational questions that please or displease
: : (understanding & to get concrete
orac St acceptance o optimizaions
respondent) evaluation..)

- Spontaneous suggestions

»l Rapid, precise diagnosis and operational Repéres
recommendations R ek



Example of tested letter: REFUSAL OF COMPENSATION

The customer suffered a damage and requested compensation from the insurance
company, which must refuse to cover it

: |
A refusal to pay Our client wanted to 2 tested letters: current
compensation is optimize these letters for and a new optimized
particularly difficult to better refusal acceptance wording
communicate and to get of the customers

/ #\WhatReallyMatters!
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Current letter raised a very negative emotional activation, with very violent comments

— Beyond disappointment, feelings of being cheated or lied to can lead to anger

—> Content and form can both contribute to this emotional activation

CURRENT LETTER

REFUSAL OF COMPENSATION

e
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L G e

DISAPOINTEMENT IMPERSONAL, COLD,
INHUMAN, LACK
EMPATHY

STRONG
REJECTION

Lower score of the
DataBase [-31 +26]

@ Clear, understandable

@ Precise, clear-cut, concise
Imprecise, vague
Useless, idiot
Bureaucratic, procedural
Surprised

Damn, crap, shoot!
Inhuman, lacking empathy
Unfair, abusive
Scandalous, shameful
Anger, infuriating
Refusal of compensation
Scam, lie
Disappointment
Impersonal, harsh, cold

Very negative
reactions

209

ANGER, UNFAIR,
SCANDALOUS SCAM, LIE
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Precise identification of the pain points to optimize
CURRENT LETTER
HOTSPOTS:

{ “Highlight all the words you patrticularly like //
- that bother you because you don't like them”

/0y MOST
LIKED / DISLIKED parts
6% 0% Garantie Assurance de la vie
Obijet : notre décision - demande de prise en charge
17% > 10%
e e e e M aee

3% 6% Sete b Shate b mner e Viadere wen Bede 0. e B B e ee (e wewe swvre
B Al T i S I e I e e I

25% [} 49%
but‘..“‘_“.a
L

1% 1) 66%
16% 1 34% m...-' .;-.: .- .-...-':o":: —— - .. = - -
38% L) 5%
T ST T ) S Bapee e s GBS b SR el e
7% 02 7%
an caa wrre ( agee tew - e — s
(B S moren

SPONTANEOUS

RECOMMENDATIONS
“Suggestions to optimize the letter”

into consideration the

More empathy, take
difficulty

Explain better the
exclusion criteria

~——

[

The refusal must be better justified:
add explanatory articles

e -

Make the link with my contract to better
understand the exclusion




NEW wording improved the overall understanding:
More explanations allowed a clearer message, better level of information

CURRENT LETTER NEW LETTER

N=97 N=100

Overall UNDERSTANDING of the letter

Would you say this letter is easy to understand?

%Total Easy 87%

%Very easy 51%c

Information quantity
%Just right quantity 2% ’ N 61%*‘? } ‘

DataBase
MAX

94%

64%

91 0/,1'1
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The changes in the NEW letter reduced the negative activation, but still a major rejection.
— less experienced as “impersonal, cold”, raised less disappointment and frustration

— but still some anger due to the subject in itself.

B =97
I& CURRENT
sore LETTER
R

sy

Clear, understandable
Precise, clear-cut, concise
Imprecise, vague
Useless, idiot
Bureaucratic, procedural
Surprised

Damn, crap, shoot!
Inhuman, lacking empathy
Unfair, abusive
Scandalous, shameful
Anger, infuriating
Refusal of compensation
Scam, lie
Disappointment
Impersonal, harsh, cold

l'...'...----oo

B =100

".'.....----OO

NEW
LETTER

}

Mg

Clear, understandable
Precise, clear-cut, concise
Too long

Excluded

Sad

Aggressive, brutal

& Usual, normal, as always

Damn, crap, shoot!

Impersonal, harsh, cold

Refusal of compensation

Scandalous, shameful Disappeared
Disappointment emotion-
Unfair, abusive words:

Anger, infuriating b
Scam, lie l

' @  Strength / Weakness (more or less impactful) vs. the CURRENT

Surprised

Useless, idiot
Bureaucratic, procedural
Imprecise, vague
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This lower negative emotional reaction translated into:
a greater acceptance of the refusal,
and a much lower intent to contest !

CURRENT LETTER NEW LETTER

N=97 N=100

Ease of ACCEPTANCE of the refusal

%Total easy to accept ’

A= €) vl
1% 6%+ l

Intent to CONTEST

If you receive this kind of letter, do you intend to contest it?

%Total Yes o
%Certainly yes 43%

% Very easy to accept

Repéres
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Improving this letter significantly enhanced the
Insurance company image and perceived effectiveness of communication

CURRENT LETTER NEW LETTER

Communication efficacy of the INSURANCE COMPANY

Based on this letter, would you say that INSURANCE COMPANY
IS an insurer that communicates effectively with its customers?

%Total yes 329% ’ ﬁ 66%++ "
% Yes really

5% 3%

7N
(Oe)

DataBase
MAX

W

W
<
O
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An actionable tool, for each letter and over time

Evolution of overall understanding of the tested letters over tlme

I(ﬁb ..... ||||| ‘l‘ I““‘l‘

Per study / letter, Over time, understanding Improvement of the

understanding of the of the do's and dont's letters forms,
customers reaction, (overall and per subject) gaining efficacy and
concrete reco tO 0ptim|ze T|ps preferred Wording’ what to impact over tlme
the letter and message avoid, empathetic tone of voice,
acceptance general reco (standard

sentences formulation...)

New standards and guidelines for our client's teams er,eres
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Emotional activation
measurement: wide
field of applications
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Customer journey: measure the emotional
impact of each touchpoint with my customers

Identify and understand the key moments in the customer journey that trigger the strongest
emotional reactions, both positive ("enchanting" moments) and negative (painful touchpoints)

TOUCHPOINT X

soore

. Efficiency
Quality professionalism
kindness

Fast
Nice, friendly
Good, satisfied, good service

>

score

Effective

cold
impersonal

Ponctual

Convenient, simple, easy

Reliable, secure, trustworthy

NEGATIVE
impact

Serious, quality

Complicated, incomprehensible
Package damaged, broken
Problem, error, unsatisfied
Imprevisible, unreliable

Touchpoint Null, bad, crap

1 2 3 4

BT

Late

Detailed reasons for activation

Emotional Activation: Intensity and levers at every stage



Emotional measurement: added
value at every stages of the
product development funnel

e TRENDS, CONCEPTS

e PRODUCT FORMULA
(FRAGRANCES, TEXTURE...)

e PRODUCT MIX ELEMENTS
(PACK, COMMUNICATION...)
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QUESTIONS ?

« Bénédicte LUNEL
b.lunel@reperes.net
www.reperes.net

POSTER:

Optimizing PREFMAP
using consumer
spontaneous words
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