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Our data




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

Zig Ziglar,
lconic Salesman and Motivational Speaker
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Peacefulness
Pleasant surprise )

Pride in achievement &)
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Excited jump

Amusement
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Meutral Inspiraticon
Boredom and
irritation Exciternent
CDnﬁdE;$ Love and
acceptance happiness

Seven AD EMOTION SEGMENTS

| Bored yawn |
Amusement Amusement Amusement
LT éu.
MNeutral Inspiration Neutral Inspiration Meutral o Inspiration
il i
4
Boredom and oredom and Boredom and 'F'I'. i _,_,.’f-'“lu:'
irritation Excitemerft irritation Excitement irritation k- Excitement
Ccmﬂde;$ Love and Canﬂd93$ Love and Cc:-nﬂde;ﬁ Love and
acceptance happiness acceptance happiness acceptance happiness
Accepting nod Blank neutral expression
Amusement Amusement Amusement
Neutral Inspiration Meutral Inspiration Meutral Inspiration
Boredom and Boredom and Boredom and
irritation Excitement™ i itation Excitement = ritation Excitement
Conﬂd&;$ Love and Canﬁde;$ Love and Conﬁde;x " Love and
acceptance happiness acceptance happiness acceptance happiness
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TV ad

Ad examples




A 9935195311311 00003000030000%0800880 Y

Z
=
<
>

G

Radio ad

.o
=
m.

S
N
A,




A 9935195311311 00003000030000%0800880 Y

=

A IVIL
\

TV ad

'Ad examples




Ad examples

Radio ad
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Print ad

T T T T i T T ThT.hT.TTTChTTCTCTCRTCTYCTCYTYTYCTTRCTCTRCTTRTCRTCRTTRTCRTCRTLRYTRTLRTRTLY.TWZW.NWN



A 9935195311311 00003000030000%0800880 Y

ACCEPTING

Print ad

|
:
:
'
_

-~

'Ad examples




A 9935195311311 00003000030000%0800880 Y

TV ad
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Ad examples

Liberty Lifestyle Protector
is not just life insurance, it's:
“MY LIFESTYLE
SECURED"

== ©
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Geeio Wecometo
S5 you to Switch,

Outdoor ad

BLANK
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m EXPRESSION
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 Print ad
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Segments predict large differences oNKEY METRICS
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Significant media type DIFFERENCES BY SEGMENT

T Significant difference from total trend

Radio

II JI

Print Billboard

Delightful hug
mBored yawn
pAmMused smile
m Excited jump
mAccepting nod
Inspired glow
mBlank neutral expression
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Bl

Banking

Meaningful category DIFFERENCES

Lang term insurance +
ahor term Insurancs

Tekecomme

Phamacevusical

Delightful hug
m Bored yawn
» Amused smile
m Excited jump
m Accepting nod
Inspired glow
m Blank neutral expression

Consumer goods
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“Half the money | spend on
advertising is wasted; the trouble
is I don't know which half.”

John Wanamaker,

Proponent of advertising and a pioneer in marketing
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THE EFFECTS OF liking AND uniqueness

risky winners

Delightful hug
Amused smile

Bored yawn

Blank neutral
expression Inspired glow

" Excited jump

: Accepting nod

low impact safe bets

Bubble size = size of segment
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NEXT
8 STEPS

‘Reclassification
of new ads and
briefing for
creative pla
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