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“Thinking is to 

humans as 

swimming is to 

cats;



“Thinking is to 

humans as 

swimming is to 

cats; they can do it 

but they’d prefer 

not to” - Daniel 

Kahneman
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The power of context
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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”

Source:  Anthony Jones, pretty much everyday
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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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Signalling Success
2020



Metrics non-marketers instinctively understand are important

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

Quality

Financial strength 

Confidence (in the product)

FITNESS SIGNALS

Fame

Popularity

Success

SOCIAL SIGNALS



TV drives strongest fitness and social signals

Source: Signalling Success, 2020, house51/Thinkbox. Base: all adults (3,654)
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Younger audiences are more sensitive to social signals

Source: Signalling Success, 2020, house51/Thinkbox Q: Base 16-34 (186), 35-54 (189), 55+ (234)
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TV delivers memorable, emotional, liked & trusted advertising

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)



Trust is higher for regulated advertising channels

Source: YouGov 2024



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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Context Effects
2024

Practical guidance and 

evidence on the in-home 

contexts that deliver for 

advertisers



The right in-home advertising context can 

increase ad recall by up to 6.3 times

6.3x

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



Ecosystem quantified via Structural Equation Modelling

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

348,435
data points 

87
different variables



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

Factors having biggest influence on advertising recall

SATISFACTION

OTHER PEOPLE CONTENT

MOOD LOCATION

DEVICE



So where are all these 
factors operating the best?

…The living room

(+176% higher ad recall than in the kitchen) 



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

Factors having biggest influence on advertising recall

SATISFACTION

OTHER PEOPLE CONTENT

MOOD LOCATION

DEVICE



Factors having biggest influence on advertising recall

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

OTHER PEOPLE



Ad recall increases by 23% 
when watching with others 
vs. alone

2x more likely to repeat / 
mimic the ads (increasing 
to 3.2x when watching with 
kids)

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



Right in-home context can increase ad recall by up to 6.3x

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

+23% 

recall when watching with 

others

+60% 

recall watching TV vs. 

personal device

+44% 

higher trust vs. non-

professional content

-80% 

less intrusive vs. non-

professional content



Applying behavioural 
science & context effect

Borrow the signals

Go where trust exists

Harness shared moments

Target happiness

Leverage laughter
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Cracking Creativity
2023

Three studies shedding new light 

on the business importance of 

creativity and how to achieve it
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“You think of 
advertising as 
this monolithic 
machine making 
you buy things, 
but it’s just 
people trying to 
make other 
people smile”

Source: Cracking Creativity, 2023



Beautiful bias:
Behavioural science and TV
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