
Emotional ... but does it sell?
Pre-testing can show how emotions work in retail advertising. Sue Burden, TNS,
reveals the evidence

EMOTION AND ADVERTISING -
two concepts that are now inextri-
cably linked. Emotions are seen as a

positive force that advertisers can harness.
As the planner David Bonney said,

'Advertising has learnt that man is at the
mercy of his emotions. We know that
emotional responses precede conscious
thought, determine allocation of atten-
tion and can occur without our being
aware of them.

'So, much as we may stress the rational,
persuasive merits of an ad, if it does not
evoke emotion, it is still-born.' (D Bonney:
Emotion: a familiar friend we barely
know. Admap 495, June 2008).

Les Binet and Peter Field's analysis of the
IPA's 880 case studies from the IPA Effec-
tiveness Awards went further in exploring
this link (2): they showed that campaigns
with 'emotional' strategies were more like-
ly to deliver large profit gains than those
with rational strategies or those with com-
bined emotional and rational strategies.

Hypothesis: emotions are linked
to effectiveness
This work is invaluable as post-campaign
analysis - but what about the pre-test
stage?

AdEval™, the TNS pre-test, has a
proven track record in using the projective
NeedScope™ technique with pictorial
stimulus to diagnose which emotions are
evoked by advertising. Could we find a
way that would assess not only which
emotions were being used, but how effec-
tively they were being deployed to help

achieve the large profit gains promised by
Binet and Field's analysis?

The more we could learn about the
relationship between emotions and ad
effectiveness, the better.

We were also interested to see whether
there would be any relationship between
the NeedScope footprints, which show
which emotions are being stimulated,
and motivation. Did ads with a single
minded, focused, emotional footprint
work better than ads that generated a
multi-modal emotional response? •

Test ads - pre-Christmas
supermarkets and high street
retailers
In selecting which ads to test, we wanted
a category where the findings could rapid-
ly be read.

Most brand-building ads have been
shown to pay back most over the following
3-5 years, so the Christmas retailer ads
seemed an ideal case. Here, the food and gift
retailers are looking for a major pay-back in
around eight weeks, when the Christmas
celebratory spend surge usually brings
them over 10% of their annual revenue.

Reflecting the broad targeting of these
ads, the research was conducted with a
nationally representative sample of
adults, with the questionnaire run online,
each ad being tested individually with 200
respondents.

Strength of emotions
We decided to trial a new question
focused on the strength of emotion. This

would be added at the end of the Need-
Scope emotion-probing section and still
asked protectively, as with the other Need-
Scope questions. The case study we
conducted in 2007 on the Sony Bravia
'Paint' ad showed how much more reveal-
ing the projective questions were versus
the 'standard' image-battery approach.
The key measures we were evaluating in
the test were as follows.

Motivation, as measured by the AdEval
questions - six simple questions that
define whether the respondent is, first,
involved in the ad and then whether it
motivates them. These are simple yes or
no questions designed to elicit a sponta-
neous, non-deliberated response. The
AdEval measure of motivation has been
validated against sales response.

Emotional take-out, as indicated by
the new trial question on strength of
emotion.

Rational take-out, based on a question
about the ad content.

NeedScope footprints showing the
emotional response, based on a projective
question.

Strength of emotion linked to
motivation
First results showed fairly wide variabili-
ty in motivation levels, with higher levels
among the supermarkets - what we
would expect for stores offering items
with near-universal relevance (food) at
lower prices and therefore lower risk
than the higher-priced items from high-
street stores. However, even within the
same category, motivation varied by
20-30%.

The correlation with our new measure
of strength of emotion was very strong.
Using a multivariate statistical analysis,
we could also see that the greater an ad's
strength of emotion, the stronger its moti-
vation.

However, emotion was not the entire
story - some ads with higher motivation
were supported by higher rational take-
out. For example, Argos's ad showing the
functional benefits of shopping online
had high motivation, was lower on
strength of emotion, but achieved a high
rational take-out rating (see Figure I).



Test results correlated with
sales
One of the advantages of using the Christ-
mas retailer ads is that sales results for
these public companies are published
within the next month, so we didn't have
long to wait to see if the AdEval motiva-
tion scores were borne out in reality. Here,
the correlation was striking. The top
performers - Salisbury's, Morrisons and
Asda - all had high motivation and at
least medium strength of emotion. The
lowest performers in the pre-Christmas
period, Tesco and M&S, had low motiva-
tion; Tesco also had a low emotional
response. M&S had a medium level of
emotional response, but as further analy-
sis of the NeedScope results showed, the
emotion engendered was probably not
the most appropriate for the Christmas
ads (see Figure 2).

Affiliative footprint linked to
festive spirit
Looking at where the NeedScope footprint
questions positioned the emotions engen-
dered by the ad, all the supermarket ads
showed the 'affiliative' sector playing a
strong role in these ads. The affiliative
archetype represents friendliness, warmth,
easy-going fun and genuine relationships -
something to which we all aspire (if not
achieve!) over the Christmas period.

Tesco, which had the lowest level of
emotional response, was least pro-
nounced on this factor - the Tesco ad
featured the Spice Girls hiding from each
other as they chose gifts around the store
- notably, the ad did not feature a seasonal
happy ending to the story and the Spice
Girls' acting ability has been the subject of
some comment (see Figure 3).

With the high-street stores, the emotion
engendered was less uni-modal. John
Lewis, consistent with the store's brand her-
itage, was strong on 'competent'; Argos was
strongest on 'affiliative', but also included
some 'competent' and 'vital'; Boots, with an
ad that was all about partying, was posi-
tioned in 'carefree' (see Figure 4).

M&S was positioned mostly in
'assertive' -- this reflected the mood
emanating from the models in the ad,
which featured the five M&S models corn-

petitively chasing after one man, Antonio
Banderas. The pictures that represent the
'assertive' archetype definitely do not have
the friendly family warmth of the affilia-
tive segment. It is perhaps ironic that in
many of M&S's previous fashion ads, the
models are all having ran together trying
on clothes - very much in the affiliative
area. These results show the important
influence of emotions on an ad's impact.

In analysing whether the number of
focus points each ad created on the
NeedScope map was correlated with
motivation, this study found no evidence
of a link. Perhaps this reflects the breadth

of the study sample - in reality, different
people will react to an ad in different ways.

We have been encouraged by the use-
fulness of the strength of emotion
measure and we are now including it as
standard in all TNS AdEval pre-tests. Over-
all, the test has provided more definitive
support for the role of emotions in brand
communications.
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