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" Ad liking and ad noting

L exposure, All memories are stor d

only 2 conmdered appf*oaﬁtf’fo repea ea
' exposure '

Brown explained that shoppers g toa
shop and walk down the uisles,
being prompted by the area that jeyare
in 1o consider ‘we need do 5 lood’; ‘we
have enongh preserves’; ‘# - don’t have
babies so we don’t need baby ood’;and
SO 0N,
| When thy identify a need for a
Frategory, they will mosily pick the brand

f this brand ‘comes to n.nd’.
{~Once in a while the consumer will
¢ stop to think about which brands to buy.
¥ The process of scanning the brands on
E the shelf will involve interpretation — an
involunary pracess of neurons being
recruited — which includes the interpre-
tation being ‘encoded’ with emotional
 reactions.

The emplrical evidence
ADTRACK is the largest advertising data-
base in the world, containing
measurements of over 20,000 TV ads.
Exhibit 2, with data taken from
ADTRACK, shows the extent to which
}Q'/| N they‘lhlke—
) For the past few years ADTRACK
£ Ad 1lking = brand llking = ad lking has been looking at how much
ing creates ad liking or ad liking creates% use. Exhibit 3 shows the results, and |
brand liking is really looking at the same =/ Xxhibit 4 shows the extent to which
issue through a mirror. - users of a brand note advertising for
When we understand that what we are_, their brand compared to non—useré of
measuring in research is the cognitive #f the bmnd" -
interpretation of something that to r.he
consumer is an interpreted obsetvation,
then we will also realise that the inter-
pretation by the consumer happens
inside the emotive context of the obser-
vation — or stimutus.
—~The stirnulus to be interpreted by
the consumer will be the brand on the
shelf when she is shopping, the
advertisement on TV when she is watch-

——- vy

Bran_d usage and ad liking

Exhibit 3 shows that:

® the average liking score for an
advertisement among users of the brand
is 7.2, and among non-users 6.5

@ it does not really matter if the percent-

ing, the brand name in a questionnaire
or the words of recommendation when
her neighbour mentions the brand, and
80 on.
- In all cases the emotive experiences
come 1o o the fore to set th ihe c context inside.
whxch y:;g_xg ( _rgal m,;tc_x;pretanon takcs : place. -

Each time, the ex;; ngg Pproduct

usage, product purchase, friends’ com-
iments, children’s or husband’s
comments, advertising exposure — will
also add to the emotional context of
exposure __brand Wthh therefore.
sets the context for the i mterpretauon of

AR
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The argument about whether brand lik-  #people like ads for products_they

age of users in the
small or large

® the biggest variation appears to be
that, as the percentage of non-users
in the sample becomes less, they
are again even less likely to like that
brand’s advertising (the bigger the
brand, the more the users are against the
brand)

* there isa potential catch—22 situatiop

sample is

wargeted at_the wl_narke[ segm_g_qt__ghe

brand appeals to, which means it is
dessgnecﬁo appeaT'o users more than,

Brand usage and ad liking

Exhibit 4 is based on the same data as

Exhibit 3. It shows that:

@ on average, ad noting was 27.8%

among users of the brand and 19.4%

among Non-users

®again, one should be careful of
catch-22 reasoning. Advertising should

be aimed more at the brand category

user, and then probably biased to

people similar to the actual brand

“users

@ it is true that the average n notmg_ﬁor an-.
ad mmﬂe are more users in.

_ative of an ad, one should consider the

results relative to the proportion of the
sample that are users and the proportion
that are not

@ if the analysis is intended to-optimise
media spending patterns (as ADTRACK
and most continuous tracking stud- =+

Ad liking among users and non-tsers




