Does Emotional
Advertising Aid
Advertising Effectiveness?
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BENCHMARK

Benchmark sets out to join the dots on
how the various attributes of video
advertising deliver growth for advertisers.

Led by academic Professor Karen Nelson-
Field from the University of Adelaide,
Benchmark is a ground-breaking,
independent, large-scale in-home study
into how Australians really engage with
advertising across different platforms and
devices.

This report covers the topic of Emotional
Response
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Methodology

Data was derived from bespoke A.l, machine learning
tech and eye-tracking software from

...2583 Australians,
...18,219 advertisements,
...under natural in-home viewing conditions,

...recording where respondents looked, for how long,
and what percentage of the ad in pixels was in view
and viewed

...a cluster of exposed ads then classified by a separate
sample of respondents on the emotional reactions they
believe the advertisement evoked in them



Benchmark Series Results to Date

TV Facebook YouTube
Active Attention 98% 4% 31%
Passive Attention 40% 24% 37%
Avoidance 2% 2% 32%
Sales Impact (STAS) (FAA 118 116
Average Screen Coverage 100% 14% 32%

BENCHMARK Source: ThinkTV: Benchmark Series: Viewability 2017
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Learnings

Benchmark learnings:
A Visibility first, everything else second...

A TV generates more active attention

A Variances in attention (70%) are
predominantly explained by screen
coverage [visibility)

Emotions and other creative elements
add to the impact

Advertising on highly visible platforms is
still more impactful than eliciting strong
emotional reactions shown on less
visible platforms

BENCH_ Source: ThinkTV: Benchmark Series:
Viewability 2017




Many products have similar rational
attributes
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Energizer:

Spend less time looking for new,
rational claims to persuade people
to buy

Spend more time ensuring the
execution will evoke desirable
emotions and make consumers
warm to your brand.

Heath, R. Dr. (2014) TV Strategy. The Art of
Subconscious Seduction



