
Taking ad 

effectiveness from 

emotive impact to 

real impact 

Dr Henk Pretorius I Managing Director 

 

Amone Redelinghuys I Research Director 



R70M 



MOVING FROM…  

SEGMENTING 
TO 

PEOPLE ADS 

SEGMENTING 
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Our data 



“People don’t buy for logical reasons. 
They buy for emotional reasons.”  

 
Zig Ziglar,  

Iconic Salesman and Motivational Speaker 





super emotions  segments 
7 IN TOTAL EMOTIONS 31 TESTED 



Delightful hug Bored yawn Amused smile 

Excited jump Accepting nod Inspired glow Blank neutral expression  

Seven AD EMOTION SEGMENTS 



Ad examples 

TV ad 

DELIGHTFUL  

HUG 



Ad examples 

BORED 

YAWN 

Radio ad 



Ad examples 

AMUSED 

SMILE 

TV ad 



Ad examples 

EXCITED 

JUMP 

Radio ad 

Print ad 



Ad examples 

ACCEPTING 

NOD 

Print ad 



Ad examples 

INSPIRED 

GLOW 

TV ad 



Ad examples 

BLANK 

NEUTRAL 

EXPRESSION 

Outdoor ad 

Print ad 



Segments predict large differences ON KEY METRICS 
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Significant difference from total trend 

Significant media type DIFFERENCES BY SEGMENT 



Meaningful category DIFFERENCES 



“Half the money I spend on 
advertising is wasted; the trouble 

is I don't know which half.” 

 

John Wanamaker, 

Proponent of advertising and a pioneer in marketing 



THE EFFECTS OF liking AND uniqueness 
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LIKING 

risky 

low impact 

winners 

safe bets 

Bubble size = size of segment 



THERE ARE LOTS OF 

OPPORTUNITIES FOR 

DIFFERENTIATION 



AMUSEMENT  

CAN BE A  

TRICKY  

EMOTION 



EMOTIONS  

PREDICT WIDELY  

DIFFERENT  

AD EFFECTS  



Reclassification 

of new ads and  

briefing for  

creative planning 

 

NEXT 

STEPS 




