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Table 3: Relationship between mood and noticing advertising

% advertisements seen in this issue

Positive mood Negative mood
(top 2 boxes) (bottom 2 boxes)

Reading mood
Read feeling very relaxed

General mood
Today everything was super®

Source: Bronner (2007)
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FIGURE 2
Perceived Humor Scores for the Humorous Ad across Each Level of Audience Size
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Learnings from Behavioural
Science

Positive mood
Public statements

Better together
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“The context within which you
see something affects how
you react to it”
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A ‘modern’ understanding of
advertising context

“Advertising context is crucial for optimizing
the effectiveness of ad campaigns

It influences consumer perception, memory,
emotional response, and engagement,
ultimately affecting brand image and the

SUCCESS of marketing strategies

As the media landscape evolves, the strategic
consideration of advertising context remains
a critical factor for advertisers aiming
to maximize their impact”
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Metrics non-marketers instinctively understand are important

Quality Fame
Financial strength Popularity
Confidence (in the product) Success

Source: Signalling Success, 2020, house51/Thinkbox. Base: all adults (3,654)




TV drives strongest fitness and social signals
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Younger audiences are more sensitive to social signals
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The first ever view of media price and reach
alongside a holistic quality metric

Signal strength: Strong

BVOD
Influencers
™ Cinema
-
Active Attention: High
Print
Radio
OOH
YT skip
Podcast vr-3socmv Size of bubble = weekly reach
Social in-feed ¥T non-skip 20
All data vs UK Al Aduit Audience
CPM < £5 CPM £5 < £10
CPM £10 < £20 CPM £20¢
Attention data: Amplified, Lumen :: Signal Strength, Thinkbox, EM essence

Bubble Size: PamCo, BARB, UKOM, ROUTE, RAJAR, Ofcom :: Pricing: EM mediacom




TV delivers memorable, emotional, liked & trusted advertising

Where does the British public find advertising that...

% who selected each medium

Sticks in their
memory

Makes them feel
emotional

They like

They trust
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™ Social Media Radio
28% 18%
17% 6%
27% 10%
6% 16%

(>)

YouTube

13%
10%

12%
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Cinema Magazines QOuidoor  Newspapers Search Direct Mail Websites
12% 12% 12% 1% 10% 6%
15% 5% 3% 9%
14% 15% 8% 12%
9% 12% 6% 19%

Source: Thinkbox/ Ipsos, Adnormal Behaviour, 2022. Question TN3: In which, if any, of the following places are you most likely to find advertising that ... Base: Total (1,158)
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Trust is higher for regulated advertising channels

Source: YouGov 2024

Can you please indicate your level of trust in advertisements on the following channels when it comes to
making purchase decisions? (% of UK adults who said each of the following were trustworthy)

In-store promotions

TV ads ey

Cinema advertising

Radio adverts [&le]

Posters/billboard adverts

Adverts in a print newspaper/magazine
Event sponsorships

Adverts in an online newspaper/magazine [
Direct mail li

Ads on music streaming services

Ads on podcasts

Ads on video streaming services

Ads on search engines

Online adverts when browsing

Online adverts on social media

Ads on online / mobile games

YouGov 6-10 November, 2023
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Significance of
environmental trust

“Ad effectiveness and
purchase intent were
significantly higher when the
ad was displayed on a
platform that the audience
trusted”

Source: Kristin Stewart (California State University/San Marcos) & Isabella Cunningham
(University of Texas/Austin), Journal of Advertising Research, 2017
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Context impacts...

Attention
Social signals
Fitness signals
Trust
Effectiveness
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Ecosystem quantified via Structural Equation Modelling
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Factors having biggest influence on advertising recall

DEVICE " | H#E™ S OTHER PEQPL

Source: Context Effects, Map The Territory & Tapestry Research, 2024
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So where are all these
factors opera'w the best?
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Factors having biggest influence on advertising recall

DEVICE " | H#E™ S OTHER PEQPL

Source: Context Effects, Map The Territory & Tapestry Research, 2024
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Factors having biggest influence on advertising recall
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Right in-home context can increase ad recall by up to 6.3x

+23% +60% +44% -80%
recall when watching with recall watching TV vs. higher trust vs. non- less intrusive vs. non-
others personal device professional content professional content

Source: Context Effects, Map The Territory & Tapestry Research, 2024




Applying behavioural
sclence & context effect

Borrow the signals

Go where trust exists
Harness shared moments
Target happiness
Leverage laughter
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Cracking Creativity
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