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EMOTION.

THE MOST
RATIONAL

THING YOU
CAN USE

Systemf



ertising. across the globe'but
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50%
of all Ads
are wasted.

We know which ones.



System1 | How behaviourial
science can unlock long term growth

We think less than
we think we think.

The more you feel,
the more you buy.

Systemt

Unlocking Profitable Growth




“If System1 is the Oval office,

then System2 is the press
office” Rory Sutherland

“The answer to a simple
question — how do | feel about
it? — is an excellent proxy for
the answer to a far more

complex question
— what do | think about it?

Daniel Kahneman
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Emotion | How emotional Advertising leads to long term effectiveness

Intensity Score measured

System1 Research © 2006
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Star Rating | More than half of Advertising has no impact at all

53% 30% 13% 3% 1%

% o_f all Ads Likely Long Term %
Achieving each Point Share Gain
Star Rating (assuming ESOV +10%

0.5 pts)

Note: Share is used to account for changes in the size of the category. Gain is an average and other
SYStem‘ factors will impact on performance (such a; price, promotion, availability, competitor advertising © System1 Group PLC 8
quality, ESQV etc)
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Validation | Validation of ESOV & Star Rating on Brand Growth

Quantity of Advertising (TV Quantity and Quality of Advertising (TV
ESOV) ESOV x Star Rating)
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Correlation: 025 Correlation: 083

Source: System1 UK Cereals Validation: 12 Brands (55 ads represented), £24m+ TV spend, £700m annual category value SYStemI



Validation | We have tested many other categories too

Value of 12M ad
# advertising Represented monitoring

# Brands (12M of category size period for Correlation
Category Ads tested represented monitoring) (for SOM) SOV/Stars with ESOV
Cereals UK 55 12 £24.1m £702m To Oct (31st) 2017 0.25
Cereals US 77 15 $289.2m $7.03bn To May (31st) 2018 0.59
Gum US 20 6 $83.0m $3.19bn To May (31st) 2018 0.30
Savoury Snacks UK 29 15 £25.8m £1.77bn To Mar (31st) 2018 0.49
Toothpaste US 43 6 $231.7m $2.86bn To May (31st) 2018 0.50
Yoghurts UK 33 9 £24.1m £828m To Mar (31st) 2018 0.71

System1

Source of category & market share data is IRI US & UK sales data

Correlation
with

emotionally
amplified
ESOV

0.83
0.74
0.67
0.62
0.75
0.82

© System1 Group PLC
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Spike Rating | Short term impact can be measured through Spike

1 We capture the intensity of 2 We measure speed weighted
emotion which creates attention Fluency which creates recall

FaceTrace FluencyTrace

Contempt
Disgust
Anger
Fear
Sadness
Neutral

Happiness

Surprise
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THE
COMMERCIAL
CASE FOR
CREATIVITY

Systemf



Profit Projector | The commercial case for creativity
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HOW
EMOTION
CAPTURES
& SUSTAINS
ATTENTION
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Attention | Emotion drives our attention and our memory

Spontaneous Brand

Recall (%) 24 26 28 41 28 38
238
Minutes of
afttention per
1000 valuable 138
impressions
: . .

Facebook Twitter YouTube

Systeml Research commissioned by System1 and conducted by Lumen. Ads tested in-feed on Facebook and Twitter (mobile) and skippable pre-roll YouTube (desktop).

© oysiemi| Group rFrLo
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HOW TO
MAKE A
5-STAR
CAMPAIGN
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https://report.testyourad.com/report/91d66fa4-60ea-4477-b0c3-15f9a1782530



https://report.testyourad.com/report/91d66fa4-60ea-4477-b0c3-15f9a1782530

O
Systemi

The Effectiveness Agency

LILELL QI
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