
 
 

Case Name: RAYNER 

Test Date:  August 24, 2021   

Objectives 

Counsel was seeking to identify how an external, independent, unbiased audience 

would feel about their case and determine the value of their compensation. 

Case Description 

This cause arises out of a two-motor vehicle accident that occurred on December 

5, 2019. 

The Defendant, driving an F250 pickup truck, ran a red light and crashed into the 

side of the Plaintiff’s vehicle. The Plaintiff’s wife was instantly killed, and the 

Plaintiff was seriously injured. 

Plaintiff sustained injuries in the collision, for which he sought reasonable and 

necessary medical treatment. 

Testing Protocol 

EmotionTrac delivered a pre-demand review of the case to find out how people 

would value this case. For this case study, 177 panelists, without any prior 

knowledge of the case, watched a 4:13 minute mini opening video about the case. 

Their emotional reactions were captured using the front facing camera of a device 

while the panelists watched the video. Moment by moment, micro facial 

expressions were analyzed and their emotional reaction to the case were identified 

using artificial intelligence. After viewing the video and forming their opinions, the 

audience were then asked a series of survey questions about the case. 

Link to video delivered to the panel audience:     

https://vimeo.com/724883021/d2d42e4b00


 

 

Conclusions 

 

After watching the video about the case, Panelists were asked: “Based on the story 

you’ve just watched, what compensation would you award the plaintiff?”  

34% of the audience favored compensation of More than $10,000,000  

21% of the audience favored compensation of $2,000,000 

20% of the audience favored compensation of $5,000,000 

15% of the audience favored compensation of $10,000,000 

  9% of the audience favored compensation of Less than $2,000,000  

 

 

 

 

 

 

 

 



 

Sentiment Analysis 

EmotionTrac’s AI powered software measures the audiences’ subconscious non-

verbal reactions to the viewed content. Based on their moment-by-moment 

emotional responses to the story, we know that two primary sentiments, Angst and 

Curiosity will influence and drive how a panelist will respond to survey questions. 

This graph reflects the audiences’ Angst triggered when viewing the story. The 

spikes at various moments in time reflect how much fear, anger and disgust is being 

aroused. The more Angst represented indicates how much more likely panelists will 

advocate for the Plaintiff. A story that leaves panelists in a high Angst state infers 

more empathy for the Plaintiff and would likely result in a higher valuation. 

 

 

This graph reflects your audiences’ Curiosity that was triggered when viewing the 

story. When the Peak End spikes in the last moments of the story, this implies 

panelists had sufficient information to support their survey selections.  

 

 



 

 

Survey Responses 

The post video survey questions produced the following responses: 

 

Based on the story you’ve just watched, what compensation would you award 

the plaintiff?  

 

 

 

 

 

 

 



 
 

If you were a juror on this case, what is the exact amount you would feel John 

deserves to be compensated with? (Why did you choose that award?) 

 

 

 

 

 

 

 

This represents a sample of the responses. All answers are 

viewable on the EmotionTrac dashboard. 


