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- “EJOtTRXEF)L Dual-process model
— FNEBEDOKRIHAAEND ZDDIEHRULIES X 5 /A (Stanovich, 2011)
— “Thinking, Fast and Slow” (Kahneman, 2011) TIA<A5N3

Fast (GELY) Slow GELY)
Automatic (B ENHY) Conscious (E:#AY)
Intuitive (1B %R) Effortful (BFHZET B)
Associative (GEZEH]) Rule-governed (¥R BIl[ZZBR)
Emotional (B{HFRI) Neutral (/)
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— “The questionnaires were asking System 2 to do a job that in
the real world is done by System 1.” - Ray Poynter (2012)
— B - BT TDOFEERIRT DAED(LHHEH

« BrainJuicer “System 1 Pack Test”, “System 1 Brand Tracking”

- BHFELEUT., EERICEE (Response Latency) MEITE

[ OO DIRE AR TAET 3 ]

Copyright© MACROMILL, INC. All Rights Reserved. 5



M. LEd1—: SV CRABTORE MACROMILL 24

- Bi—O&EF(CX I DiEE
- E5N3DIFEBREUEARSE
— ”(L(JBDGDblasb\b‘b‘éGregg &James(2013)

« Social Desirability Bias
« Self-Enhancement Bias
« Self-Ignorance Bias
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