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Percentage feeling each type of happiness. The different types are
ranked according to their ability to drive business effects for brands.

Reasons for Emotion

Top verbatim reasons for all emotions

SURPRISE

Your Ad's
Intensity Score

Surprised it was for Apple but it
was a creative commercial

Surprise
15 people agreed

USTV
Average Your Ad | did not know what the product

was that was being sold until
Contempt 4% 5% the very end.

Disgust 1% 2% Surprise
7 people agreed
Anger 0% 1%

Fear 0% 1% The creativeness of it.

Sadness 1% 1%
Surprisa

Neutral 6 people agreed

Happiness
. that the compactor destroyed
Surprise everything but the ipad was still
intact and playing
Surpriza
5 people agreed
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Left vs Right Brain Features
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