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Agenda

Chapter 1 - Introduction
System1 Methodology for Canada Top 100

Chapter 2 – Review of 2020
Key trends and changes as seen through Ad of the Week

Chapter 3 – Canada’s Top 10 Ads
Top 10 Ads from our test of 100

*** Half time Super Bowl ad break **

Chapter 4 – Super Bowl insight
What we learnt in 2021

Chapter 5 – How to make a 5 Star Ad
The 5 ingredients of 5 Star success

Chapter 6 – Q&A
Questions and hopefully some answers



Chapter 1
How we calculate the scores.
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We know which ones.

50%
of all Ads 

are wasted. 
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We think less than
we think we think.

The more you feel,
the more you buy.

System1 | How behaviourial
science can unlock long term growth



“if System1 is the Oval office, 
then System2 is the press 
office” Rory Sutherland

“The answer to a simple 
question – how do I feel about 
it? – is an excellent proxy for 
the answer to a far more 
complex question 
– what do I think about it? 
Daniel Kahneman
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Emotion | How emotional Advertising leads to long term effectiveness
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Projected share gains assume Excess Share of Voice (ESOV) of 10%,
and average quality of competitor advertising
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Star Rating | More than half of Advertising has no impact at all
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53% 30% 13% 3% 1% 

Note: Share is used to account for changes in the size of the category. Gain is an average and other 
factors will impact on performance (such as price, promotion, availability, competitor advertising 

quality, ESOV etc)
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Spike Rating | Short term impact can be measured through Spike

1 2 We measure speed weighted 
Fluency which creates recall

We capture the intensity of 
emotion which creates attention
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Brand Growth | Cereal Category Validation
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Source: System1 UK Cereals Validation: 12 Brands (55 ads represented), £24m+ TV spend, £700m annual category value

Correlation: 0.25 Correlation: 0.83
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Category
#

Ads tested 

#
Brands 

represented

Value of 
advertising  (12 

months of 
spend)

Represented 
category size 

(for SOM)
Correlation 
with ESOV

Correlation 
with 

emotionally 
amplified ESOV

Cereals UK 55 12 £24.1m £702m 0.25 0.83

Cereals US 77 15 $289.2m $7.03bn 0.59 0.74

Gum US 20 6 $83.0m $3.19bn 0.30 0.67

Savoury Snacks UK 29 15 £25.8m £1.77bn 0.49 0.62

Toothpaste US 43 6 $231.7m $2.86bn 0.50 0.75

Yoghurts UK 33 9 £24.1m £828m 0.71 0.82

Validation | We have validated our approach in many categories
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https://report.testyourad.com/report/68FC4C2C-7F57-477D-8B61-281022483058


Chapter 2 
A review of 2020 with Ad of the Week.
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Ad of the Week | Every week we test the most effective Ads



The picture can't be displayed.
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Q1 Q2 Q3 Q4

Covid response Covid only as context Christmas Nostalgia & 
Consistency

‘Normality’

Review of 2020 | As seen by System1 Ad of the Week



The picture can't be displayed.
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+0.5 +0.5

+0.4 +0.4



The picture can't be displayed.
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+0.5 +0.4

+0.4 +0.4

+0.4



The picture can't be displayed.
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CONSISTENCYCOVID

CREATIVE CATEGORY
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Lemon | If Advertising is broken, 
then maybe this is the repair manual

Lemon is like no Advertising book you 
have ever read. It draws on cutting 
edge neuroscience, cultural history 
and exclusive research to uncover the 
roots of the decline in Advertising 
effectiveness



Chapter 3
Top 10 Ads in Canada from 2020.
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“Stay Playful”
Canada

Strong

4.0

Star Rating:

Predicts long-term market share growth
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“Dream Desserts”
Canada

Strong

4.0

Star Rating:

Predicts long-term market share growth
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All Ads – Avg 2.2

Canada Top 100 – Avg 2.25
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54% 30% 12% 3% 1% UK/US Total

46% 30% 18% 6% 0% Canada Top 100 2020

Star Rating | How does Canada measure up (top 100 spenders)



Star Rating | How to make a 5 Star Ad in Canada
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Half Time Ad Break



Super Bowl Poll
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Super Bowl Poll
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Star Rating | Super Bowl 2021 looked very different to 2020

57% 2/10

6/10 8/10



Inclusivity | All the Top 10 were inclusive and 7 out of 10 led with minority actors



Chapter 5 
How to make a 5 Star Ad.



Story arc.
Those who tell the best stories rule
the world

Soundtrack.
Music speaks straight to the heart and
stirs the soul

Fluent device.
Brand recognition speeds decision

Characters.
We all need someone or something to
cheer for

The more people feel, 
the more people buy

Emotion.
Speak to the heart, don’t bother the brain
Seduction not persuasion for 11x the gain

5 Creative
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Jon Evans
Chief Marketing Officer

testyourad.com

jon.evans@system1group.com
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