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Piiloha ¢. 1: Nejvyznamnéjsi teorie v oblasti zakladnich emoci (Tabulka)

A Selection of Lists of “Basic” Emotions

Reference

Fundamental Emotion

Basis for inclusion

Arnold (1960)

Anger, aversion, courage,

dejection, desire, despair,

fear, hate, hope, love,
sadness

Relation to action tendencies

Ekman, Friesen and Ellsworh
(1982)

Anger, disgust, fear, joy,
sadness, surprise

Universal facial expressions

Fridja (1986)

Desire, happiness, interest,
surprise, wonder, sorrow

Forms of action readiness

Izard (1971)

distress, fear, quilt, interest,
joy, shame, surprise

Gray (1982) Rage and t;z(;;or, anxiety., Hardwired
Anger, contempt, disgust,
Hardwired

James (1884)

Fear, grief, love, rage

Bodily involvement

McDougall (1926)

Anger, disgust, elation,
fear, subjection, tender-
emotion, wonder

Relation to instincts

Unlearned emotional states

Panksepp (1982)

panic

Mowrer (1960) Pain, pleasure
Oatley and Johnson— Laird Anger, disgust, anxiety, Do not require propositional
(1987) happiness, sadness content
Expectancy, fear, rage, Hardwired

Plutchik (1980)

Acceptance, anger,
anticipation, disgust, joy,
fear, sadness, surprise

Relation to adaptive biological
processes

Tomkins (1984)

Anger, interest, contempt,
disgust, distress, fear, joy,
shame, surprise

Density of neural firing

Watson (1930)

Fear, love, rage

Hardwired

Weiner and Graham (1984)

Happiness, sadness

Attribution independent

Zdroj: ORTONY, Andrew a Terence J. TURNER. What's basic about basic emotions?. Psychological
Review [online]. 71990, ro¢. 97, ¢. 3, s. 316 [cit. 2015-02-27]. DOI: 10.1037/0033-295X.97.3.315.
Dostupné z: http://www.cs.northwestern.edu/~ortony/Andrew_Ortony files/Basic _Emotions.pdf



http://www.cs.northwestern.edu/~ortony/Andrew_Ortony_files/Basic_Emotions.pdf
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P¥iloha &. 2: Sest zakladnich emoci (Obrézek)

Disgust

Joy Sadness Surprise

Zdroj: The Grimace Experiment. In: Grimace Project [online]. [cit. 2015-02-24]. Dostupné
z: http://experiment.grimace-project.net/



http://experiment.grimace-project.net/

54

Piiloha ¢. 3: Seznam zakladnich akénich jednotek - AUs, (Tabulka)

AU Number

[

s

(=]

Table 1-1: Single Action Units (AU)

FACS Name
Inner Brow F.aiser
Chater Brow Faiser

Brow Lowerer

Muscuolar Basis
Frontaliz, Pars Medializ
Frontaliz, Pars Lateralis

Depressor Glabellas; Depressor Sapercilli; Cormgator

Upper Lid Raiser Levator Palpebras Superioris

Cheek Faiser COrbicularis Oculi, Pars Orbitalis

Lid Tightener Orbicularis Ocouli, Pars Palebralis

Lips Toward Each Other Orbicalaris Oris

IMose Wrinkler Levator Labil Superiors, Alasgue Masi

Upper Lip Raiser

IMasolabial Furmow Deepensr

Lip Corner Fuller
Chesk Puffer
Dimpler

Lip Corner Depressor
Lower Lip Diepressor
Chin Faiser

Lip Puckersr

Lip Smeicher

Lip Funneler

Lip Tighmer

Lip Pressor

Lips Part

Taw Drop

Mouth Stretch

Lip Suck

Mostril Dilator
Mostmil Compressor
Lid Droop

5lit

Eyes Closed

Squint

Blink

Wink

Levator Labii Superioris, Caput Infracrhitalis
Zygomadc Minor

Zyzomaric Major

Caninus

Buccinnator

Triangulans

Depressor Labii

Mentalis

Imcisivii Labii Superions; Incisivii Labii Inferioris
COrbicularis Oris

COrbicularis Oris

COrbicularis Oris

Depressor Labii, or Felaxatdon of MMentalis or Orbicularis Oris
Mazemer; Temporal and Intermal Prerygoid Felaxed
Prerygoids; Digasimic

COrbicularis Oris

IMasalis, Pars Alans

Masalis, Pars Transversa and Diepressor Sepd Masi
Fielaxation of Levator Palpebrae Superioris
Crbicularis Oculi

Fielaxation of Levator Palpebrae Superioris
Orbicularis Ooull, Pars Palpebraliz

Fielaxation of Levator Palpebrae and Conmaction of Crbicnlaris Ooult,
Far:z Palpebralis

Orbicalars Oouli

Table 1-3: More Grossly Defined AUs in the Facial Action Coding Svstem

AT Number

hed G b
LTI ]

.
sy

[
LA

"
=3

[

FACS Name
Tongne Ot
HMack Tightener
Jaw Thrust
Jaw Sidewavs
Jaw Clencher
Lip Bite
Cheek Blow
Chesk Puf
Cheek Suck
Tongue Bulze
Lip Wipe

Zdroj: EKMAN, Paul, Wallace V. FRIESEN a Joseph C. HAGER. Facial Action Coding System:
Investigators Guide. Salt Lake City: Research Nexus subsidiary of Network Information Research
Corporation, 2002a, s. 6 a 9. ISBN 0-931835-01-1.
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Priloha ¢. 4: Testovaci list (Score Sheet)

Facial Action Coding System: Score Sheet

Diesipned by Paul Ekman and Wallace V. Frissen

Lower Face
I Inutial Scoring:

I Omuission Check:

I Beorganized Scoming:

TV REeference Check:

ATTs in Mumerical Order:

Alternative Alls: Feference Check:

Eesults for Step TV

V. Bevised Scorng:

HeadEve Position:

Upper Face
1. Initial Scoring:

I Omuission Check:

I Feorganized Scoming:

IV Beference Check: (especially: 4 with 9; 6 with @, 10, 12, & 13; Twith & 12, & 13)

ATTs in Mumerical Order:

Alternative Alls: Feference Check:

Eesults for Step TV

V. Fevised Scoring:

Final Scoring Upper Face: Final Scoring Lower Face: Final Head'Eve Positons:

Final Full Face Score:

[Score 73 f Enrire Head Face is out of view)

Coder’s Name: Drate: Time:
Stinmlus: Segment: Ttem-
Location: Beginning End

{0 Copyrighs 2001 Paul Ekman Wallace™, Friesen, & Joseph C. Haper - Permission to reproduce this two page scoresheet is eranted.

Zdroj: EKMAN, Paul, Wallace V. FRIESEN a Joseph C. HAGER. Facial Action Coding System: The
Manual on CD ROM. Salt Lake City: Research Nexus subsidiary of Network Information Research
Corporation, 2002b, s. 513. ISBN 0-931835-01-1.
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Priloha ¢&. 5: Klasifikace neuromarketingovych metod (Diagram)

Neuromarketing tools

Record metabolic Recording eleciric Without recording
activity in the brain activity in the brain brain activity

Positron emission
tomography (PET) Steady State Facial
Topography (S5T)
Functional Magnetic Transcranial magnetic p o
Resonance Imaging (IMRI) stimulation (TMS) Skin Conductance

Magnetoencephalography
(MEG)
Electroencephalography
(EEG)

Facial

Electromyography

Figure 1. Classification of neuromarketing tools

Zdroj: BERCEA, Monica Diana. Anatomy of methodologies for measuring consumer behavior in
neuromarketing research. [online]. Romanian National Authority. University of lasi, Romania, 2011, s. 2
[cit. 2015-04-03]. Dostupné z:

http://www.researchgate.net/publication/260058154 Anatomy_of methodologies_for_measuring_consu
mer_behavior_in_neuromarketing_research

Piiloha €. 6: Jednotlivé kroky Facial Codingu (Obrazek)

o if»

Facial expression Expression Emotions/
Participant turns Facial features recognition whilst aggregation and cognitive states
onwebcam identified watching anad analysis experienced

Zdroj: DUNNETT, Clare. MILLWARD BROWN. Link + Facial Coding Review. [online prezentace].
2013, s. 14 [cit. 2015-04-10]. Dostupné z:
https://www.mbgreenhouse.com/community/solutions/neuroscience/facial-coding



http://www.researchgate.net/publication/260058154_Anatomy_of_methodologies_for_measuring_consumer_behavior_in_neuromarketing_research
http://www.researchgate.net/publication/260058154_Anatomy_of_methodologies_for_measuring_consumer_behavior_in_neuromarketing_research
https://www.mbgreenhouse.com/community/solutions/neuroscience/facial-coding
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Priloha ¢&. 7: MéFeni technologii EMO Scan (Obrazek)

Zdroj: GFK. EMO Scan - Reading Emotional Response To Advertising. GfK [online]. 2012 [cit. 2015-04-
12]. Dostupné z:http://www.gfk.com/emoscan/Pages/default.aspx

Priloha €. 8: Kategorie Facial Codingu spole¢nosti Millward Brown (Obrazek)

> Expressiveness Valence Attention
(Engagement) (Net Positivity) (On Task vs.
Distracted)
SURPRISE DISGUST SMILE FROWN

r &
Aneysbrow raise Aface displaying Aface displavi
is detected overall signs of a;]es r|I15| r;‘gmg An qyebrow lcwear
dislike or disgust is detected is detected

detected

Zdroj: DUNNETT, Clare. MILLWARD BROWN. Link + Facial Coding Review. [online prezentace].
2013, s. 18-19 [cit. 2015-04-10]. Dostupné z:

https://www.mbgreenhouse.com/community/solutions/neuroscience/facial-coding



http://www.gfk.com/emoscan/Pages/default.aspx
https://www.mbgreenhouse.com/community/solutions/neuroscience/facial-coding
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Piiloha €. 9: Dotaznikové vysledky pro dalsi kategorizaci (Seznam)

- Active Passive - Main Prompted Impressions
- Active Negative - NewNews

- AdDistinctiveness — Passive Positive

- Age - Passive Negative

- Brand Appeal - Persuasion Non-Trialist
- Brand Difference - Persuasion Trialist

- Brand Usership — Persuasion Total

- Branding — Persuasion Users

- Credibility - Relevance

-  Enjoyment — Total Passive Active

- Gender - Understanding

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].
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Priloha ¢. 10: Vysledky Facial Codingu — reklama A (Obrazek)

Celkova valence za obé zhlédnuti
a4 L ol X NPT Eas. O
e DI T R P

N A VEEESTEY o W Yad

§ i g A

100
LEGEND B Average of all
Ad Name: participants

76 people
Exposures: 1 - 2

Participant Group: All
Participants

Emotion: Valence

Question: Agaregate Curve

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Piekvapeni za prvni zhlédnuti

a7 a4 T P T /R R TR . U L Ye R T o TIPS ETRans 0O
R~ SR . S S AT g T T T £

= % (=,
NN} T INENEN] I L

LEGEND B Average of all

Ad Name: participants
75 pecple

Exposure: 1 —

Participant Group: All

Participants

Emotion: Surprise

Question: Aggregate Curve

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Usmeév dle pohlavi za ob¢ zhlédnuti

PO B — % . B o ]

2 EavasmJ0E ol . PFAOPTERaN O

LEGEND I Average of all
Ad Name: participants
E L T4 peaple
Xposures: 1= 2

Male
Participant Group: All u 32 paopls @2%)
Participants

Female
Emotion: Smile u

44 people [53%)
Question. Gender

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].
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Valence dle Prompted Impressions

AT AT A RO A EEEEEEY . WA

R
(AR Y|

e

3
R (R

E 100

LEGEND ]

Ad Name:
Exposure: 1 —

Participant Group: All
Participants

Emation: Valence

Question:
Main Prompted Impression

Average of all
participants
76 people

Zdroj: AFFECTIVA. Facial Coding

] will
Help You Savaring Life
More Deeply And Having
More Fun With Friends
17 peaple (12%)

[ | Has
Qriginal Fresh Lemon
Taste
20 people (26%)

. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Is
Best Served Chilled Or
On The Rocks
10 paople (13%)

Helps You Stay At Ease
And Amplifies Your
Great Mood,

11 peaple (14%)
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Piiloha €. 11: Vysledky Facial Codingu — reklama B (Obrazek)

Celkova valence za obé zhlédnuti
e Fol mm I.!.

"t _ﬂ rnE-l I TR EE I':I \Ek_ R (R 1t e

LEGEND I Average of all

Ad Name- participants
75 pecple
Exposures: 1 — 2.

Participant Group: All
Participants

Emation: Valence

Question: Agaregate Curve

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Celkovy usmev za ob¢ zhlédnuti

e Kl (ST AR~ TR~ I T U T T AR e e e

il P K 1 [ il (R II'I I*ﬁ‘ 1

S0
(R R (R 1l (R il

LEGEND B Average of all
Ad Name: participants

73 people
EXposures: 1 — 2 o

Participant Graup: All
Farticipants

Emotion: Smile
Question: Aggregate Curve

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Usmév dle Branding

Er—r: FHl " e I P T T T T I!." .
|&IT”“‘ b @ H-’IIE'IIT!II;" ....I.*“.tj"ik_“’xli-l.&

LEGEND B Average of all
Ad Name: Eﬂamcllpants
78 penple

Exposures: 1= 2.

post B Couldn't Fail To
Participant Graup: All Remember
Participants 10 peaple (13%)
Emation: Smile W Al Other

Question: Branding 63 people (37%)

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].



62

Priloha ¢&. 12: Vysledky Facial Codingu — reklama C (Obrazek)

Celkova expresivita/emociondlni zapojeni za obé zhlédnuti

e =@ Al BerracAeTFELW o« EIEENEETSON MR - T el el
A S TS (e W P PRI [ W
e e e e e U 1

AR TR T
IO DT DT DT IO T

LEGEND B Average of all

Ad Name: participants
54 peaple
EXpasures: 1 — 2

Participant Group: All
Participants

Emotion: Expressiveness
Question: Agaregate Curve

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Celkovy usmev za ob¢ zhlédnuti

RE ‘ 1 Bl fA8TE: ﬂ“ﬁ'*}ﬂiﬁ.icm o G N T
m -l _lﬂﬁ“umﬂﬂ \‘"-'I m]r ‘JTF"["’ L
e RN BN RN

_m ,__ﬁ.u

LEGEND B Average of all

Ad Name: participants
54 people
Exposures: 1 — 2.

Participant Group: All
Participants

Emotion. Smile

Question: Aggregate Curve

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Usmév dle El’l_] oyment

e Dm 1 Beramfthd
mruwd1 \‘"-I ey

FFR L o = EIEECINNTE . IRl i it 00
WP I

_m k‘ﬁ_-

LEGEND B Average of all
Ad Name: participants

e - &4 people
nposure: B Al Other
Participant Group: All

c 56 people (38%)
Participants
Emation: Smile

Question: Enjoyment

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].
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Znechuceni/ nelibost dle véku

SRR T ST
T e
L 200

C1so

W e S | Bt an AT R coe » ENESIEINN0E . L T e a0

a2 PR W SO LV e N R T S [
T e g e e IR IUTE T T T

LEGEND ]

Ad Name:
EXposures: 1= 2«

Participant Graup: All
Farticipants

Emotion: Disgust

Question: Age

Average of all
participants
&4 pecple
25-33Y0

43 peaple (75%)
34-40Y0

16 peaple {25%)

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Znechuceni/ nelibost dle véku 34-40 let
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Ul i i Bt P TEATRE AL Can v FIREREINSTE T .l L et i ) SN
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LEGEND ]

Ad Name:
Exposures: 1= 2 o

Participant Group: ALl
Participants

Emation: Disgust

Questian: Age

Average of all
participants
£4 people
34-40Y0

16 people (25%)

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].

Celkové zamraceni za obé zhlédnuti
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Ad Name:
EXposures: 1 2o

Participant Group: All
Participants

Emation: Frown
Question: Age

Average of all
participants
54 peaple
25-33Y0

43 peaple (75%)
34-40Y0

16 peaple (25%)

Zdroj: AFFECTIVA. Facial Coding. [interni dokument Millward Brown]. 2014 [cit. 2015-04-18].
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