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WHAT MAKES FOR
EFFECTIVE ADVERTISING?

DVJ’s approach ensures that clients’
creatives are measured and evaluated
against key dimensions which really
matter for successful advertising

— Viewing behaviour in natural context
— Brand- and message recall
— Consumers’ free associations

— Comprehensive set of direct response metrics
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Gets noticed, not screened out by consumers
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THE EVIDENCE AND OUR THINKING
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PURCHASE DECISION INFLUENCED BY CONSUMER RATIONAL AND EMOTIONAL ATTITUDES TO ADVERTISING
(Brown and Stayman 1992)

DIFFERENT DEMOGRAPHICS RESPOND DIFFERENTLY
(i.e. older people more responsive to emotional, women process central message more elaborately and are
more critical) (Mayers-Levy & Maheswaran 1991, Fung & Carstensen 2003)

COULD NATIONAL CULTURE ALSO IMPACT ON AD EFFECTIVENESS AND IF SO, HOW?
Previous work shaped by very specific executional elements (i.e. celebrity endorsers, sexual cues) but not
broader attitudes to advertising (Yoon & Yoon 2002)

WHAT IS ‘NATIONAL CULTURFE’
(The Hofstede Institute)

WHAT DVJ KNOWS

around national attitudes to advertising around ad likeability, willingness to watch from our pre-testing and a
huge study of 27,000 people in over 30 countries



NATIONAL ATTITUDES TOWARDS ADVERTISING VARY

Attitude towards advertising
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m | like watching advertising, and watch attentively during advertising blocks
I don’t like advertising, but | don’t zap away during the advertising blocks
® | don’t like advertising, and | always zap away as soon as the advertising begins
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ENGAGEMENT CLUSTERS

Relation between attitude and in-survey skipping behaviour

100%

90%

80%
e
c
2 o %8000
Q
70% ®
& ’ o © o®
= o
60% ®
50% [ ®
o
40%
0% 10% 20% 30% 40% 50% 60%

Negative attitude

v

dvj-insights.com

MID

India, China, Russia, Spain

Germany, Poland, Romania, Czech Republic,
France, Italy, Sweden, UK, US, Australia,
Japan

Netherlands, Belgium, Switzerland, Turkey,
South Korea




GEERT HOFSTEDE (1928 - 2020
CULTURAL DIMENSIONS THEORY

“National culture cannot be changed,
but you should understand and respect it.”

Dutch Social Psychologist Geert Hofstede is recognised
internationally for having developed the first empirical
model of “dimensions” of national culture

Hofstede defined culture as: ‘The programming of the
human mind by which one group of people distinguishes
itself from another group’.

*source: https://hi.hofstede-insights.com/




HOFSTEDE‘S CULTURAL DIMENSIONS
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FIT BETWEEN LEADING ADVERTISING AND
CULTURAL DIMENSIONS

HOFSTEDE CULTURAL DIMENSIONS
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ADVERTISEMENT-ATTITUDE DIMENSIONS




COUNTRIES V HOFSTEDE AND V ADVERTSING ATTRIBUTES

COUNTRIES V HOFSTEDE COUNTRIES V ADVERTSING ATTRIBUTES
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AD PERFORMANCE IN THE CONTEXT |

OF CULTURAL DIFFERENCES
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DVJ PRE-TEST METHODS COMBINES IN-CONTEXT
AND FULL EXPOSURE

IN-CONTEXT EXPOSURE & BEHAVIOUR
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o The pre-test starts with an in-context exposure

o Context is adapted for each channel; Reel of 8 TV ads (random order)
o Possibility to zap away to the next ad

o Registration of zapping behavior to identify drop-off moments

o Stronger predictive validity on breakthrough performance

o Full exposure to the ad

o Ad evaluation based on a set of validated statements

o Free associations to capture unbiased consumer response

o Open ended questions and moment-to-moment to pinpoint key areas
of optimization




APPLE iPhone A15
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APPLE iPhone A15

Performance summary
Breakthrough & Response Performance

LAUNCH

~ CAUNCH In order of performance:
T -
© g TR — Turkey
g 8 SK — South Korea
< g NL — Netherlands
& 2 UK - United Kingdom

- REWORK US - United States

IMFF:DQE DE — Germany

O¢o

CAUTION

REWORK

* Response score (and matrix) based on Brand interest, positive associations and distinctiveness. Purchase intent

RESPONSE overview score included based on custom request for this project.
(full exposure) EXCEED ABOVE BELOW BOTTOM
(top 20%) (top 40%) (bottom 40%) (bottom 20%)
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APPLE iPhone A15

BREAKTHROUGH (in-context exposure)

COMPLETELY WATCHED
UNAIDED BRAND RECALL
MESSAGE RECALL

RESPONSE (full exposure)

POSITIVE ASSOCIATIONS
EXCITEMENT

BRAND APPEAL
RELEVANCE

100 = Benchmark Average
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APPLE iPHONE : POSITIVE & NEGATIVE ASSOCIATIONS
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HEINEKEN AD




HEINEKEN AD

Performance summary
Breakthrough & Response Performance

LAUNCH

N LAUNCH In order of performance:
55 TR — Turkey
5 % NL — Netherlands
E 5 SK — South Korea
% § UK — United Kingdom

DE — Germany

REWORK US — United States

IMPROVE

REWORK
CAUTION

* Response score (and matrix) based on Brand interest, positive associations and distinctiveness. Purchase intent

RESPONSE overview score included based on custom request for this project.
BELOW BOTTOM
(bottom 40%) (bottom 20%)

(full exposure) EXCEED
dvj-insights.com ‘

ABOVE
(top 20%)

(top 40%)




HEINEKEN AD

BREAKTHROUGH (in-context exposure)
e (@7 | s

COMPLETELY WATCHED NS 95
UNAIDED BRAND RECALL [ r i e e

MESSAGE RECALL
RESPONSE (full exposure)

POSITIVE ASSOCIATIONS | 109 |
EXCITEMENT 0

BRAND APPEAL
RELEVANCE 15
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HEINEKEN AD : POSITIVE AND NEGATIVE ASSOCIATIONS
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HEINEKEN AD: EMOTIONAL & RATIONAL RESPONSE
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EMOTIONAL RESPONSE

EXCITEMENT “ --
WILLINGNESS TO SHARE --“ -n

RATIONAL RESPONSE

100 = Benchmark Average

UNDERSTANDING
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HEINEKEN AD - ENGAGMENT BUILDS

The message and the logo is shown to the viewer
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KIA AD

Performance summary
Breakthrough & Response Performance

LAUNCH

In order of performance:

5 "‘§ SK — South Korea

S - TR — Turkey

£ F NL — Netherlands

S S UK — United Kingdom
" DE — Germany

REWORK US — United States
IMPROVE

REWORK
CAUTION

RESPONSE * Response score (and matrix) based on Brand interest, positive associations and distinctiveness. Purchase intent

overview score included based on custom request for this project.
BELOW BOTTOM
(bottom 40%) (bottom 20%)

EXCEED
dvj-insights.com ‘

(full exposure)

ABOVE
(top 20%)

(top 40%)




KIA AD

BREAKTHROUGH (in-context exposure)

COMPLETELY WATCHED 136 | 129 |\&F s MPR115
UNAIDED BRAND RECALL |00 89 | &V230
MEsSAGE RECALL [ 91 | 8 | 118
RESPONSE (full exposure)
POSITIVE ASSOCIATIONS - 132 |
EXCITEMENT 122 &Y 130 | 117
BRAND APPEAL 117
RELEVANCE &Y 124 |

dvj-insights.com

100 = Benchmark Average I




KIA AD : POSITIVE AND NEGATIVE ASSOCIATIONS
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KIA AD - EMOTIONAL & RATIONAL RESPONSE
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EMOTIONAL RESPONSE

RATIONAL RESPONSE

RELEVANCE

100 = Benchmark Average
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KIA AD

Same reaction for all countries.

Example of South Korea:
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Pitfall.
E-dog went out of
battery

Peak.
E-dog wakes up and meets the
protagonist and the car




SUMMARY & LEARNINGS



WHAT WORKS IN SUCCESSFUL GLOBAL ADS?

GLOBAL REACH, LOCAL TOUCH

Global can work with good creative that emotional taps into common cultural norms
But pay attention to the final cuts, elements that could undo good creative

CULTURE MATTERS, PARTICULARLY ON RESPONSES METRICS
‘Western’ cultures (more individualistic) but ‘Eastern’ cultures (collectivist and high

power distance cultures) both respond to relevance. Excitement key in high power
distance and indulgence

BRAND MATTERS

Brand positioning and ‘power’ obviously matter as often does brand national origin
(Heineken, KIA). But creative needs to be good, unlike Apple example

RATIONAL AND EMOTIONAL RESPONSE
Needs to work at both rational and emotional levels (see Kia),

ADS MUST ACHIEVE BREAKTHROUGH
Effectiveness means NOTHING without good creative that drives breakthrough

IMPORTANCE OF EXCITEMENT AND RELEVANCE
2 metrics impact across different cultures and are most important. Allows global,
consistent approach to creative that taps into different culture values and emotions




CONSULTANTS &
RESEARCHERS

MRS AWARDS 2021
Nominated in the
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Business Research and
Innovation in Data
Analytics
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