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Ipsos ASI

Welcome back to Lessons Learned. In this issue, marketing
research guru John Hallward explains the link between advertising
and the creation of memories.

Let’s try a little memory exercise to make a point. Here are two
sets of numbers to remember. We will revisit them shortly. If you
like, consider these as a message from an advertisement to you,

the target: 704 177 6and 61217

Let’s take a look at long term memory. Consider for a moment
your childhood, and the first few grades in elementary school.
Can you picture the school? Your classroom? Your desk and table?
Why do you still have this in your memory all these years later?

Experts tell us these units of memory are burned into our neural
networks by several characteristics: duration of the stimuli and
neural processing, the intensity or richness of it, the relevance,
the simplicity, the quantity or repetition over time, and the
quality of the emotions attached to the memory.

These characteristics are where advertising and persuasion

begin. It all starts with how beliefs, feelings, and attitudes get into
the brain and are stored. In order to get into long-term memory,
the item needs to match some of these elements listed above.
Perhaps this is why we all remember our early childhood school
days; they were emotionally traumatic to us at that stage in our

lives.

Our brains also work better with simple units. The more simplisti-
cally we can store a memory as a unit, the cleaner the recall. Any
one incoming stimulus fires upon tens of thousands of neurons,

if not more! This creates a lot of brain activity, neural

firing, and complexity. In an effort to stream-
line and catalogue these activities, the
brain summarizes each complicat-
ed firing as a unit (an engram).
The brain is creating basic
triggers or memory
units (associations,
visions, mnemonics,
and metaphors)

for easy future

retrieval. In our



complex environment, we simplify into units as a way to cope
with the huge overload of stimuli. This is the whole idea behind
the concept of a mnemonic, which is a system or device to

remember a bigger more complex thing.

Let’s revisit the numbers from the beginning of this document..

Do you recall them?

If you do recall them, why? If not, you likely found no relevant
meaning, no mnemonic, or simple memory unit to recall them.You
also likely had no emotional reaction to them, and they were not
presented in a nice pictorial unit. But if | gave you these same
numbers in a different way, your likelihood of remembering them
would increase. Think of Independence Day in the U.S. and the
American Flag. The first number is a message for July 4, 1776. |
just put all the numbers together; month, day, and year: 7 04
1776. The second number is for the word “flag.” This is a little
more complicated because it is coded by the associated number
in the alphabet that spells FLAG (sixth letter, twelfth letter, first
letter, and seventh letter). 6 12 1 7 =“Flag”

So now, for Americans in particular, these two series of numbers
have likely become easier to remember, as one unit (the American
flag). You can picture the message, with the Stars and Stripes, in
your mind. This stimulus is emotionally relevant to you (if you are
American). And this memory is now represented as one simple
unit. Now, one week from today, you could likely recall these

same numbers because of the American flag!

A memory unit helps us to store and retrieve details that are
more complex. Advertisers should strive to serve simple memory

units, preferably in visual ways.

What We’ve Learned About Focused Advertising

Do we find proof that advertising works better when it leverages
how our human brains work? Yes! Ipsos has tested and tracked all
types of advertising. In our databases of tens of thousands of ads,

we have learned:

I. Advertising that focuses on a unified storyline performs better
than advertising that offers a cut up fragmented collection of

video shots.

2. Ads using a brand jingle, an established iconic character, or

familiar brand theme also tend to earn better ad recall.

That is, there is a benefit to create advertising which reflects how
our brains have genetically evolved. It helps to create simple easy
memory units for good ad recall. Naturally, decision making is also
based on how we retrieve our memory. We will review the very
important role of retrieval and triggering in the next issue.

Please share these e-newsletters with others.
Werite us at info@ipsos-na.com with questions and comments.
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