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A team of experts in financial services delivering
integrated communications to help businesses thrive
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Separating unremarkable
from truly unforgettable
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Approximately

86m

people misplace
their keys at
least twice a
week in the

Even though they \(veié

the last person to b > ,‘@

holding them, they can
recall where they are.
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We’'re not built to remember

fWe’re built to

orge

The human brain is the most

We make 35,000 decisions a day.

The brain constantly filters out what’s
interesting and important, and what'’s
insignificant.

As marketers, the danger is that we end
up in the bit that gets discarded.




Which means that....
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of ads can be of online ads of B2B ads are

recalled the are never unlikely to

next day even seen deliver any
growth due to
a lack of
emotional
resonance and
therefore recall

*Source: The B2B Institute
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| remember you

forever
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the

band?
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| know

what | like

| like what |

now

People express preference
for brands they can recall
more easily.

Memory is a powerful force, making us more
attractive to customers and keeping us in
their minds for a lifetime.




Gaining the competitive edge....

95%

In B2B, 95% of the
audience are in
horizon scanning
mode and only 5% in

active buying mode.

Therefore, its vital to
secure long term
fame and
memorability in the
minds of potential
buyers

*Source: The B2B Institute
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Brands in

the initial-
consideration set
are three times
more likely to be
purchased than
brands that are
not

90% of the time,
the selected
provider comes
from one of the
three brands that
came to mind
initially

71%

71% of B2B
marketers believe
their messaging is
unique, but 68% of
B2B buyers feel
brands all sound
the same




The Science of

iemor

How does it work?

y

Information

Sensory memory

Short-term memory

Long-term
Memory

30
Seconds
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lifetime




So how do we create communications
that will be remembered for a

lifetime?

Electricity!
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Some of Teamspirit’s

most

f memorabl

campalgns
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https://www.teamspirit.co.uk/work/fidelity-wholesale
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WY [\ M . 80% OF PARENTS FEEL KIDS DON'T OPEN UP

R HOME SECRETARY JAMES CLEVERLY IS THE FIRST TO ANNOUNCE HE IS RUNNING TO BECOME LEADER OF THE
Full video: https: . YiMpKiF7_AA?feature=shared



https://youtu.be/YjMpKjF7_AA?feature=shared
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Scan to listen to “PAY ATTENTION"
by BIG ZUU PENSIONATTENTION.CO.UK

primesight

Case study: https://www.teamspiritfs.com/work/abi-and


https://www.teamspiritfs.com/work/abi-and-plsa

So, ask yourself these questions:

Does my brand or campaign pass
the memory test?

Is my brand world well applied across
all touchpoints and channels?




Working in partnership with TS

4 reasons to choose Teamspirit
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Engagement Strategic
specialists who integrated
know your approach from
market the inside out

i

Expertise
that drives
results and

change

O

Inspired
creative
thinking and
delivery



THANK YOU

To download a copy of these slides and our insights report scan here

If you would like to talk in more detail about creating
impactful and memorable campaigns, please get in
touch sklein@teamspiritfs.com




