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Today’s Speakers

Jesse Itzkowitz, Ph.D. Namika Sagara, Ph.D.

VP and Behavioral Scientist President and Behavioral Scientist
Ipsos Behavioral Science Center Ipsos Behavioral Science Center
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Advertising in Digital Era

1 I 2

How can | deliver messages that my audience wants to view?
How can | deliver messages that speak to my consumers?
How can we retain consumers’ attention to our advertisement?




Transcending the Marketplace

AUTHENTICITY

© 2018 Ipsos



Consumer Persuasion Knowledge

Inside VW's Campaign of Trickery

New details emerge in Volkswagen'’s broad conspiracy to
cover up a campaign aimed at deceiving pollution regulators.

By JACK EWING MAY 6, 2017
TECHNOLOGY

How Uber Deceives the Authorities Worldwide

By MIKE ISAAC MARCH 3, 2017

EURCPE

Horse Meat in Food Stirs a Furor in the British Isles

By STEPHEN CASTLE and DOUCLAS DALBY FEB. & 2013

Beha\_rioral
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Perceptions of Deception
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The Post-Modern Consumer
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Authenticity and Brand Meaning

TOMS

o for One
Behavioral
Science E
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Two Types of Authenticity

Authenticity

Real, Original, Unique, Meaningful, Essential, True

Concrete

Is your brand or product the original?
Are you the pioneer?

Have your ingredients, components,
or process remained unchanged over

time?

Show Continuity of Product and Process
Show Link to the Past Directly

© 2018 Ipsos

Abstract

Does your brand have a meaning?
Has this meaning gone unchanged?
Can this meaning extend beyond the

transactional?

Show Your Advocacy
Stay True to Advocacy

Beha\_rioral
Science | .
Center | |




CONCRETE AUTHENTICITY:
LINK TO THE PAST




History vs. Now

LRUSS & DAUGH |
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History vs. Now

Behavioral
Science 5
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Referencing The Past
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Referencing The Past

SATURDAY DECEMBER 18 TEN CENTS

| g ||

Vol. T29 + Ne, 20 p October + 2009

with winter’s worst
in new Superior Outerwear ¥
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Referencing The Past

1 SINCE 1850
AMERICA'S FINEST

OVERALL

Beha\_rioral
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ABSTRACT AUTHENTICITY:
DISPLAYING YOUR MISSION




Displaying Brand Mission

J i
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Displaying Brand Mission

DON’T BUY
THIS JACKET

THIS SEASON, SHARE SOME VALUES

Learn more about our Commeon Threads Initiative,
and take the pledge to reduce consumption

Beha\_rioral
Science
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Displaying Brand Mission

» 8 P ; Y \ .l
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MATCHING CONSUMER MOTIVATIONS
TO EMOTIONAL APPEALS

REGULATORY
FOCUS




© 2018 Ipsos

Two Ways of Viewing the World

Beha\_rioral
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Source 1: Customer Orientations

Chronic States:
We all have a natural disposition to either be prevention or promotion focused.

Promotion Prevention
 How often have you accomplished * Growing up, would you ever “cross the
things that got you "psyched" to line” by doing things that your parents
work even harder? would not tolerate?
* Do you often do well at different * Did you get on your parents’ nerves
things that you try? often when you were growing up?
DV: Never or seldom to Very often DV: Never or seldom to Very often

Beha\_rioral
Science
© 2018 Ipsos Center




Products Are Often Framed: Promotion vs. Prevention

Promotion evention

R )

Get the Fastest Suntan

S with MAXIMUM PROTECTION!! 4 = )
: ‘ ! TAN, DON'T BURN! Get out and get the best tan under the - - 5 . We Ve got yo covered'

sun, with Coppertone! Florida tests conducted by eminent skin
specialists proved that with Coppertone’s “sun-balanced™ for- Nngios Y108 AR
mula you get the fastest suntan possible with maximum sun- >
burn protection. A wonderfully deep, rich, narural ran!
Marvelously even and fattering to your looks!
So good for your skin, too! Coppertone con-
tains no skin-drying alcohol. Its rich lanolin
and other emollicnts keep it on longer, help pre-
vent ugly pecling and blistering . . . keep your
skin soft, moist and smooth. No wonder
Coppertone is America's favorite suntan prod-
uct, outselling all others by far! For a lovely
Coppertone tan—get genuine Coppertone! To
save, always ask for the largest size.

108 50 1 WON'ETutl I i eyed.

Coppertime b & Reg. T, of Phough, I Alss wwalteble b Comacs

Children, blondes, redheads,
all with sensitive skin need
SHADE by COPPERTONE
Is your skin especially semsitive® Do
you burn casily? Then ask for
SHADE by Coppertone. Contains
extra amount of Coppertone’s fam-
Ous sumscTeen ingredient 10 give you

extra protection while you

#et a deep, beautiful tan.

Tan, don’t burn, use COPPERTONE
AMERICA’S NO. 1 LINE OF SUNTAN PRODUCTS
LOTION : the popular favorite for “bal- LIPKOTE: wonderfully soothing and
comforting to di

anced” tanning and sunburn protection. ry, sore, faky lips.
OIL: for those who want despest tan

NEW!
B e e . Ayl Blondl

ing swimming o lengthy exposure. 1
SPRAY : in handy aerosol can—for con- - . - world's most luxurious sun-
venience, and speedy application to all tan body lotion with 7 beauty
parts of the body. benefits in every precious drop.
NOSKOTE: gives special protection to You'll tan like a sun goddess

nose and extra exposed spots. ‘with fabulous Royal Blend.

COPPERTONE

Little Miss COPPERTONE will be pre-selling consumers this season when she appears in the following publications.
Parents'—June—4 color ad full page
True Confessions—July—4 color ad full page
Motion Picture—July—4 color ad full page
and as a 2 color 1/5 page ad in the Sunday, May 19th Vacation Supplement of the New York Sunday News, Chicogo
Sunday Tribune, Philadeiphia Sunday Inquirer.
Total combined circulation is over 8,700,000.




Source 2:
Product Benefits

Prevention Focus

Product Benefit: Different _
product benefits is more Around age 7, the glucose metaholism
suited promotion vs. - , - ]

SrENET e THELE. in a dog’s brain begins to change.
Does your product serve as

an additional advantage or @
avoid negative outcomes? HEPURINA

PROPILAN

Center



Source 2:
Product Benefits

Product Benefit: Different
product benefits is more
suited promaotion vs.
prevention focus.

Does your product serve as
an additional advantage or
avoid negative outcomes?




Source 3: Contexts

Induced States:
We can directly or indirectly put consumers into promotion or prevention mindsets

Claims Based Approaches Priming
APPROACH MINDSET (seeking positives-Promotion): —

o —

“People who eat a balanced diet . . . can .
experience greater confidence and optimism, / \
which in turn makes them more appealing to -
others as well as successful in their endeavors. “ |
AVOID MINDSET (preventing negatives-Prevention): | m
“The vitamins and minerals found in fruits and
vegetables are known to play a protective role, N o j
and help to repair already damaged tissues. . . “ A E

\

% }
s
~iy v ‘
W i ot B d-———_-
-
.
’.
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Motivational Matching Boosts Behaviors

BENEFITS MESSAGE

(matched to promotion):

“If you eat the right amount
of fruits and vegetables daily,
you can experience an
overall sense of feeling good
about yourself.”

COSTS MESSAGE

(matched to prevention):

“If you do not eat the right
amount of fruits and
vegetables, you cannot
actively help keep yourself
safe from illness and facilitate
overall good health.”

Mean Number of Fruit and Vegetable Servings

Promotion Prevention
W Benefits Costs

Spiegel, Grant-Pillow, & Higgins (2004)

People who received a matching message ate 20% more fruits and veggies over the following week
than those who received mismatched messages.




SYSTEM 1
VS. SYSTEM 2
PROCESSING




Two Operating Systems for The Brain

SYSTEM 1

Automatic
Rapid
Efficient
Nonconscious

High Capacity

© 2018 Ipsos

SYSTEM 2

Controlled
Analytical

Deliberate
Conscious

Limited Capacity

Beha\_rioral
Science ”
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Two Operating Systems for The Brain

SYSTEM 1 SYSTEM 2

: T 1avioral
Science 20
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Two Operating Systems for The Brain

SYSTEM 1 SYSTEM 2

To reduce interproximal
plaque and gingivitis, Listerine” and floss.
Equally effective.” . J
L
Every day. =
,!»’ = "
%
: s .
. 9 s
5 g SR i
‘: ; % . ~ .

[ |
What will your a

mouth go through today?

Beha\_rioral
Science
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Which is better?

SYSTEM 1 SYSTEM 2

Equally effective.” ' (;
Every day. »

Beha\_rioral
Science
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Factor 1: Product Category

SYSTEM 1 SYSTEM 2

Have a break, | f
have a KitKat°. N\ b

Call 1-838-MetLife or visit metlife.com, ° ’
Guarantees for the if in life™ Metlife

. sk 18 Yndme o € s 52 A2
TRt W 5 5 et o T e e s

Behavioral
© 2018 Ipsos Séleer:.}‘é?. 33




Factor 2: Product Lifecycle

SYSTEM 1

We believe in food that's
good for you and
good for your wallet.

'
With Lean Cuisine® you can have both. Try Sesame
LEAN UlSIN Stir fry with Chicken i an Asian-style sesame
sauce with edamame and whole wheat vermicedi,
Just one of many Gelicious chokes that keeps &

 go0d § rom voumsELy
. you and your budget on track

© 2018 Ipsos

SYSTEM 2

Whata
towatchwhat you eat.

inventive blend of seasonings.
\“s ve given you plenty to
Culsineistotakethe [eanC - choose from too. Chick-

dullness out of T USER  endishes, boef dishes,
watching what you G l E an Cuisine fish dishes, even

-
——
————

«n B exciting yvour spaghetti with beef
with ten and mushroom sauce.
supnb entrees thot All with less than
contain less than 300 calories, 300 calories. All very
The meat is the leanest \ much to your liking,
meal imaginable. The New Lean Culsine,
most naturally n.mm from bumﬂ'cr s Now you can really
ful And every dish has its own enjoy watching what you eat.

Sumﬂérh'putsdelmnsmeverydxsh‘

e et et
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Factor 3: Customer Orientations

SYSTEM 1 SYSTEM 2




Factor 3: Customer Orientations

Behavioral Profiling

* | prefer complex to simple problems

* |like the responsibility of handling a situation
that requires a lot of thinking

* | really enjoy a task that involves coming up
with new solutions to problems.

DV: Extremely uncharacteristic to Extremely
HP Behavioral
Cha I'a Cte ”St'C Cacioppo, John T.; Petty, Richard E. (1982) Science M 36

Center
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Factor 4: Contexts

SYSTEM 2

& @ — ‘:1'5’ “ 4 ;
” o E \\'/ A A
”;,’ §I /.‘:‘. 7 )
i )~ Ol ': |
TR
.x.v;'."‘ '//l\ |||) {




Science
Center

Behavioral

7
L
=

O

o=
=
o.
>,
%)

)
an

>

Q
—_

<)

()

=
i o
-—

Authenticity
Regulatory Focus
System 1 & System 2
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