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Foreword 
 

In a digital environment where everything is 

measurable in real time, it is difficult to know 

what the consumer really feels. We know what 

the consumers see, what they click on and buy, 

but what do they experience?

 

To build a brand over time can be hard in a 

world of banner blindness and ad fatigue. 

Especially considering that 90 percent of all 

(consumer) decisions are made subconsciously. 

We wanted to contribute with new insights and 

help our customers find their way in this jungle 

(of messages). That is why we teamed up with 

Neurons inc and Stanford University to conduct 

this unique study. Our goal was to gain a better 

understanding of how the consumer reacts 

to communication, and to provide valuable 

information that our customers can use for 

future communication purposes.

Dilem Güler

Bonnier News
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1. Introduction 
 In an increasingly competitive advertising landscape, there is a need for a better 

understanding of how ads work and how they can be optimized. However, it has 

become increasingly clear that traditional methods, such as interviews, surveys and 

focus groups, provide only a limited understanding of ad effectiveness. At the same 

time, platforms such as smartphones and web pages repeatedly show that traditional 

advertising, based on print and TV commercials, is not suitable for these new platforms. 

This challenges us to rethink what ads are, and how we can optimize ad performance for 

each platform.

Recent advances in the use of neuroscience in marketing – also called neuromarketing 

and consumer neuroscience – have provided new tools and insights for the marketer. 

By using eye-tracking, it is possible to get millisecond readings on whether an ad is 

seen, and for how long. With the use of brain monitoring, such as EEG, it is possible 

to understand how viewers are responding to the ad, and whether they like it and will 

remember the ad and the brand. Through consumer neuroscience, the industry is 

gaining more detailed insights into how advertising works and what drives the desired 

ad effects.

Despite these advances, no systematic longitudinal study had yet been conducted to 

test ad effectiveness across different platforms. Therefore, the purpose of the Bonnier 

Consumer Neuroscience study was to test how advertising works on different platforms, 

and how this is related to subsequent ad effect measures, such as ad memory, brand 

memory and brand equity.

Using the consumer neuroscience approach has multiple benefits that are not available 

through traditional research methods. Some of the immediate benefits include:

• Probing the subconscious – Studies have repeatedly shown that subconscious 

responses are highly predictive of whether an ad is attended and has an effect.

• More metrics – The brain responds on many different levels, including 

engagement, emotions and understanding. These levels allow a more precise 

measure of ad responses.

• Better resolution – Brain responses can be traced in milliseconds, which allows 
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us to see how ad responses unfold over time. This produces a better diagnosis 

of ads. Improved understanding – Understanding how the brain responds 

improves our comprehension of what triggers ad engagement and effectiveness.

 

In this study, consumer neuroscience was used to produce a robust framework of ad 

effects (the four-power model) and measures connected with the model, which allowed 

an optimal understanding of ad effects and how to improve ads.

The study is not only the first of its kind, but it is also the largest consumer neuroscience 

study ever conducted in Europe. In total, the Bonnier consumer neuroscience database 

consists of 2.5 billion data points. The database was collected from a total of 568 

panelists at three separate stages throughout the first half of 2018. A total of 551 ads 

from 32 advertisers were tested, and ad effects were tracked through brand equity 

metrics from a database of 2,000 people across Sweden.

2. Study design and Metrics 

2.1 Study design
Fieldwork was conducted during a five-month period through three labs. The first part 

of the study took place in the beginning of February, the second in late March and the 

final in mid-June 2018.

Data collection for the ads was conducted through two phases – a “free browsing” and 

a “forced exposure” phase. The ads that were part of the study were exposed in live 

versions of mobile or desktop sites from Bonnier News, and an actual printed version of 

a newspaper. For the free browsing phase, the participants were simply asked to look for 

and read articles they were interested in, while we made sure that a specific set of test 

ads or a specific edition of the printed newspaper was used.
In the forced exposure phase, the participants were again asked to look for and read 

interesting articles, but also to look at the ads. This way, we made sure a sufficient 
amount of data could be recorded for each ad.

A total of 551 ads were used in the study. All ad material for the study was chosen by the 

participating advertisers. Bonnier News has only made restrictions as to the number of 

ads to be tested per round and advertiser, as well as which platforms and ad formats to 

use within the scope of the study.

Type of ads
180 ads for mobile display

151 ads for desktop display

125 video ads (90 mobile and 35 desktop)

95 print ads

2.2 Metrics
The four powers and the way we measure them

When studying an ad’s stopping power, we only used data recorded from natural 

exposure during the free browsing phase for the attention responses, whereas for the 

rest of the powers, a combination of natural and forced exposure was used to ensure 

enough data points in the analysis.

For an ad to be successful, it must contain the following four powers:

• Stopping power

The first step is to ensure the ad gets attention – including from how 

many, and for how long. We used data from eye tracking to investigate 

the ads’ stopping power. By using an eye tracker, we were able to answer 

the following questions:

What do the consumers see?

What do they miss?

Are they distracted or focused?

How much time do they spend on the ad/different parts of the ad?

Our two main metrics for stopping power are:

Percentage seen

“Percentage seen” denotes the percentage of people who actively paid 

attention to a particular area or object of interest. The metric helps to 

highlight what is seen, but also what is missed. Being able to understand 
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people’s attention is a prerequisite for further neuro-based analysis and 

enables further discussion on top-down and bottom-up attention. 

Total fixation duration

Total fixation duration (TFD) quantifies the amount of time spent actively 

attending to a particular area or object of interest. Research has shown 

that time spent attending to an object can be a measure of preference and 

interest. As such, longer durations indicate a high level of interest, while 

shorter durations suggest that other objects might be more interesting.

• Transmission power

The second step is to ensure the advertisement and its components are 

going to be understood. To make sure that the ad’s message was easily 

comprehended and fully understood, we looked at the viewers’ cognitive 

load responses. Cognitive load is a brain-derived score predicting 

comprehension and learning. If the cognitive load responses are in the 

defined optimal range, it means the viewers are engaged with the ad 

optimally and are not experiencing confusion or stress. By looking at the 

cognitive load responses, we were able to answer these questions:

Do consumers process the given information? 

Do they experience information overload or stress? 

• Persuasion power
The third step is to ensure the ad triggers positive emotions and appeals 
to viewers. 

To make sure that the ad’s message was persuasive and emotionally 

engaging, we looked at the viewers’ motivation responses. The motivation 

score tells us if the ad is perceived as interesting and if it engages the 

viewers emotionally. Motivation is a brain-derived score predicting 

engagement and memory. 

By looking at the motivation responses, we were able to answer the 

main question:

What is the emotional intensity of the consumers’ experience? 

• Locking power

The final step is to ensure the ad is memorable, to increase impact in 

purchase decisions. 

In this step we wanted to make sure the ad was going to be remembered. 

Ten to 15 days after the exposure, we investigated if the participants 

still remembered the ads and were able to identify the brands, as well 

as whether the experience had influenced the consumers positively. By 

looking at the survey result conducted two weeks after the experiment, 

we were able to answer these questions:

Do consumers remember the ad after a certain period of time? 

Do consumers remember which brand the ad was for?

Have they been influenced by the ad?

We used the following setup and measures to obtain reliable neurometric measures of 

emotional and cognitive responses:

Neuroimaging
ABM X-10 EEG (electroencephalography) system to measure brain responses such as 

cognitive load, motivation and arousal.
All data were pre-processed, noise-corrected, and analyzed using a random-effects 

regression analysis. For each participant, we determined specific phases of interest. 

Eye tracker
To assess visual attention, we used the 50 Hz Tobii Glasses Pro 2 eye-tracking glasses. 

They provide a high resolution of eye movements, which are used to assess and quantify 

visual attention.
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3.1 General findings 

In the introductory chapter on findings (3.1), we focus on general-level study findings 
that are not determined by which industry or category the brand is acting in. That 
includes findings about the effect of the following platforms: desktop, mobile, print and 
video. The chapter also covers findings about correlation between brand awareness 
and the four powers, how the brand’s advertising is perceived by men and women, as 
well as patterns for what ad content reinforces the effects of the four powers. The latter 
is further developed in the following chapters, where we break down the findings by 
industry or category of advertisers and present results that are even more clear as to 
what affects the four powers.

3.1 Platforms and ad formats
In this chapter we take a look at general effects of platforms and ad formats on the four 
powers. What are the effects of having the ad on desktop, mobile or in print; and what 
effect does the length of a video have, for example?

Summary of platform and format effects on the four powers

• The largest platform effects were found in relation to stopping power; the 
highest likelihood for an ad to be seen is in print, followed by mobile and 
then desktop. 

• There were also general platform effects on transmission power, where 
mobile had the highest cognitive load on average but also the highest risk of 
cognitive overload. 

• Emotional responses – persuasion power – are not affected by platform 
differences.

• When it comes to locking power, the differences revealed in the study 
stemmed from ad formats rather than being effects of platform.

3.1.1 Stopping power – Platform averages

Stopping power consists of two dimensions: percentage seen, i.e. the percentage of 
people who actively attended the ad, and direct attention time spent on the ad, or dwell 
time.

The data in this table represents averages for the whole platform, regardless of ad 
size/format.

As shown in the following graphs, percentage seen was influenced by size and 
placement when it came to display ads on desktop, mobile and in print.
Direct attention time for video was very much influenced by the length of the video. 
Data show that the direct attention time was approximately 50 percent of the video’s 
length.

3.1.1 Stopping power – Size matters
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Attention to the ads – meaning the percentage of the audience that looked at the ads – 
differed between platforms and formats in the study, as mentioned above. 
The range between the ads with the lowest and highest percentage seen was much larger 
for desktop than for mobile. This tells us that an ad can be as successful in regard to 
percentage seen on desktop as on mobile, but it also a higher risk of having considerably 
fewer viewers who pay attention.

Size and placement within the platform also affect stopping power. On desktop, we 
tested 500-360 module ads in the article flow, and top panorama starting at 980x240 
and up to 980x600 in size.

On average, the module ad was seen by an average of as many visitors as the larger 
panoramas. The module ad in the test was placed in the text flow of the article. This 
way, the ad breaks the pattern of the text, as the visitor scrolls the article, which creates 
good conditions for attention – a finding that is supported by other studies using eye-
tracking devices (for example “A smarter Internet” by Mejsel Media & Reklampsykologi, 
2008).

Ads tested on mobile were size 320x320 and full pages in print.

When studying the link between video pre-rolls and stopping power, results indicated 
that good conditions for attention are created simply by the fact that video pre-roll ads 
appear before the editorial clips start. The proportion of people that noticed these ads 
was about 90 percent on average. This proves that even if the tv player is clearly visible 

on the screen for a long time, there is always a small fraction of viewers who choose to 
focus elsewhere while waiting for the editorial content.

3.1.3 Stopping power – Video dwell time
According to the study, the attention time for videos in a pre-roll format is just above 50 
percent of the video’s length, on average, regardless of how long the video is. This does 
not mean that everyone sees the first half of the video and then loses interest. However, 
the majority of the viewers pay attention during the first 50 percent of the video. 
In the study, the video player on the site, mobile/desktop,  had a countdown timer 
that allowed the viewer to see when the editorial clip – the viewer’s original reason 
for looking – would be available. Unless the ad itself managed to keep the viewers’ 
attention, they are ”offered” opportunities to focus attention elsewhere while waiting for 
editorial clips.

3.1.4 Stopping power – Logo placement in video, 
effect on dwell time

The average attention time given to the video ad was 14 percent longer in cases where 
the logo was visible from the beginning of the ad than for videos that did not show the 
logo at the beginning. (The comparison was made among brands with high awareness, 
for comparison reasons.) It indicates that if you tell the audience who you are right from 
the start, the audience’s interest in the video ad content increases.Time spent (sec)

Time spent on video ads (in seconds) by ad duration

Percent of ad seen

15 sec10sec8sec6 sec

3,48 sec

4,55 sec

5,44 sec

8,25 sec

58% 57% 54% 55%

00:01 00:23

ADVERTISEMENT

Logo at beginning, time spent +14%
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3.1.5 Stopping power – Attention to logo in video

In ads where the logo was displayed in the middle of the video frame, results 
unexpectedly showed that a larger portion of the viewers focused on the logo. The 
reason why not everyone looked at the logo was that some of the ads did not show it 
until the end of the video – albeit in the center of the video frame. 

Logos placed in the lower right-hand corner received the lowest attention. This is not 
unique for video pre-rolls. It also applies to regular display ads. For example, according 
to the study, only a small number of viewers focused on the logo if it was placed to the 
far-right in regular 980x240 panorama ads.

3.1.6 Transmission 
power – Platform 
matters 
The response level to an ad varies 
significantly depending on what 
platform is used. Most notably, the 
largest effect was found on cognitive 
load, where mobile ads produced the 
highest response, followed by print ads 
and then desktop ads. These findings 
strongly imply that advertising on 
different platforms can be associated 
with different cognitive responses.

3.1.7 Persuasion 
power – Platform does 
not matter
Emotional responses seem more 
stable across platforms. This 
suggests that it is the ad creative 
that drives most changes in 
emotional responses, and that 
emotional responses are less likely 
to be affected by what platform it 
is used.

3.1.8 Locking power 
– Desktop size 
matters 
Locking power increases with 
the size (area) of the ad. Bigger 
is better.

Remember the differences 
between formats in terms of 
stopping power, where the 
smaller size article module placed 
in top with the larger panoramas? 
The same does not necessarily 
apply to the effect on locking power.

3.1.9  Locking power – Video length matters 
Study results showed that the length of the video affected locking power. The 
participants’ ability to remember the ad and brand increased with the length of the 
video, starting at 6 seconds, via 8 seconds and up to 10 seconds. After 10 seconds, the 
curve leveled out based on the ads tested in this study. The results indicate that the 
amount of time people are exposed to or pay attention to an ad impacts their memory. 
The content, structure and rhetoric of the films were not taken into account in this 
analysis; nor was the fact that 10 seconds allow the advertiser to tell something in a 
different way than 6 seconds.

How “being forced” to wait for the editorial content impacts the consumer’s attitude 
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toward advertising and the specific advertiser is another important factor. That, however, 
did not fit within the scope of this study. 

Generally speaking, it can be said that viewers who like an ad and/or think it is relevant 
are usually ok with waiting for the editorial content a little longer. But if they do not like 
the ad/find it relevant, the risk of negative perception increases with the length of the ad.

3.2 Gender comparison across advertisers 
Based on the ads used in this study, there are distinct differences between how men and 
women respond to different advertisers.
Here are a few observations that show patterns within different industries, but also 
room to appeal to either gender with similar products:

• Three of the four brands within telecom scored higher among women than 
among men.

• Four of five brands within the casino/betting/lottery category scored higher 
among women than among men.

• One of eight car brands scored higher among women than among men.

How the analyses were made: We analyzed the advertisers’ overall impact, comparing 
genders by initially calculating an average value of each advertiser’s ad units on the four 
key metrics: stopping power, transmission power, persuasion power and locking power. 
In the next step, we calculated the average of each key metric for every advertiser. 
That way, we created a combined score, or combined power, for each of the study’s 
advertisers. Finally, we compared this aggregate “power” between men and women. The 
graph on the next page illustrates to what extent this measure differed between  
the genders.
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3.3 Correlations between brand awareness and the 
four powers 
An analysis was made to see whether general knowledge of the brand – brand 
awareness – affected the four powers. The analysis revealed interesting results that were 
both expected and surprising.

To explore the relationship between brands and consumer responses to ads in terms 
of each of the powers, we looked for correlations between overall brand awareness 
scores and scores pertaining to each power for the individual ads.

3.3.1 Stopping power – The ad has to do the job
Running of the data for brand awareness and stopping power, defined as percentage 
seen, showed no correlation between the two. This result, in itself, was one of the most 
surprising findings of the entire study. The common perception has been that the more 
famous a brand is, the easier it is to create stopping power. To a great extent, what 
matters is how we define stopping power and how we measure it.

• When defining stopping 
power as an ad’s ability 
to make people stop and 
focus their attention on 
the ad, i.e. directing their 
eyes and fixating on the ad, 
there was no correlation 
between stopping power 
and brand awareness. This 
mean you don’t have a free 
ride to stopping power 
because the consumers 
know the brand. 

• It is rather the content of 
the ad, the graphic solution, that has to do the job.

• Stopping power, as measured in this study, also consists of a time dimension 
– dwell time, or the amount of time a person spends looking at the ad. 

• When we analyzed the data of brand awareness and dwell time, we found a 
positive correlation between the two. 

• This tells us that after fixating on the ad, people tend to spend more time 
looking at it if the brand is well known.

Stopping power – Brand awareness effect on dwell time for video

Video ads from famous brands do not automatically attract more viewers, but those who 
view an ad for a well-known brand are likely to spend more time on it. 

• A comparison between video ads with logos visible from the beginning 
showed that viewers spent 24 percent more time on video ads for famous 
brands than on ads for brands that are less known.

• This does not mean that less well-known brands should avoid showing their 
logo from the start, but their challenge to sustain interest for the content is 
higher than for more well-known brands. 
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3.3.2 Transmission 
power – Higher brand 
awareness, higher 
transmission power

• There is a clear link between 
brand awareness and 
transmission power. Well-
known brands trigger more 
associations, which in turn 
increases cognitive load.  

• If networks involved 
in cognitive processing 
are activated – without 
overactivation – that enhances 
conditions for creating strong 
memories of the ads and 
brands. 

3.3.3 Persuasion 
power – The ad has to 
do the job
 There is no correlation between 
brand awareness and persuasion 
power, according to this study. Just 
because people know the brand, they 
do not necessarily like the brand’s 
ads. This means ads for brands that 
are less known have the same chance 
as ads for well-known brands to 
be liked. Again, it is the content of 
the ad that must do the job when it 
comes to creating feelings.
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power – Higher 
brand awareness, 
higher locking 
power
Locking power is measured 
with more traditional methods, 
such as asking questions 
about the audience’s ad and 
advertiser recall as well as 
perceived positive impact. 

• Regardless of method, 
there is a strong 
link between brand 
awareness and people’s ability to remember ads. 

• Previous knowledge, market position, how established the ad manner is, 
media spend and share of voice are other factors that affect ad recall. 

3.4. AI model of Locking Power – Is it possible to 
predict memory effects?
How well people remember an ad or advertiser is strongly linked to their brand 
awareness, as shown in the previous section about locking power. The method of using 
a questionnaire to measure locking power tends to make people answer what they think 
they remember. Memories of specific ads are strengthened by general exposure to the 
brand in media, the brand’s share of voice, use of established ad manner, etc.
The interesting thing in our analysis was that through the collected neurodata, based 
on EEG and eye tracking, as well as “coding” of the content and character of the ads, 
we were able to develop a model explaining a very large part of the locking power we 
measured by recall.

During round 1, we developed a projected locking power model that explained 
about 42 percent of the variation in data. This model used so-called stepwise multiple 
regression with backwards elimination, which basically “threw out” each of the factors 
that were not significant until the model predicted the desired outcome.
After three rounds, we had improved the model substantially by using a machine 
learning approach (a neural network model) and were able to predict each of the three 
locking powers with much higher accuracy, ranging from 54 percent to almost 70 
percent. The significantly improved model offers an unprecedented measure of “ad 
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success” that goes beyond any known ad testing model. 
This suggests that with continued collection of data and refinement of ad content 

description, we should be able to shape a future model where locking power/memory 
can be predicted with very high accuracy based only on neurodata.

3.5 Ad content effects on the powers in general
There are things to be learned in terms of what influences the results for the different 
powers when it comes to design/content and purpose of the ads in general, regardless of 
industry, ad category and target group. The survey material as a whole primarily showed 
clear general patterns for creating stopping power and locking power. When data was 
filtered by industry or category, general patterns were reinforced in some cases while 
completely different patterns were found in other cases. 

For transmission power and persuasion power, the study showed some patterns but 
they were not as clear as in the cases of stopping power and locking power. In some 
instances, patterns were found when data was filtered by, or in combination with, 
industry or category, but not on a general level. It suggests that subtle differences in 
selection of images and symbols or wording as well as the amount or combination of 
information affect how the brain reacts spontaneously in the individual case. Rather 
than that there is a set of general responses to different types of elements in the ads. 

Drivers of powers over the whole study
The table shows characteristics or drivers that influence the different powers on a 
general level. 
As shown in the graphs below, a specific characteristic/driver may for example have a 
positive influence on one power but a negative impact on another, or none at all on a 
third or fourth.
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The best way to look at this information is by power, rather than by characteristic/
driver, and put that in the context of challenges or objectives for the brand and the 
specific ad or campaign, as shown in the following pages.
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3.5.1  Stopping power
Regarding stopping power, there are some features that 
generally make viewers stop and look at an ad. Ads with 
people, products and clear price information increase 
the viewers’ willingness to pay attention, as opposed to 
ads that do not contain these elements. Ads without call 
to action (CTA), as well as ads without text, tend to be 
noticed to a greater extent than ads with those elements.

It is also interesting that the presence or absence of 
certain elements in an ad generally has no effect that 
can be linked to the gender or age group of the viewer. 
However, the study revealed specific patterns for certain 
industries and advertiser categories. More on this in the 
chapters on industries and categories.

3.5.2. Transmission power
When it comes to drivers of transmission power, general 
patterns are not nearly as clear as for stopping power, 
which was mentioned in the introduction to the chapter.

Data show that the presence of a product in an ad 
generally results in slightly stronger transmission power 
than that of an ad without product. This means that ads 
that include the product are more actively processed and 
generate higher levels of memory encoding. Ads without 
text have stronger transmission power than those with 
text, which means ads without text are processed more 
heavily and lead to higher levels of cognitive activity.

Even if the difference between including and not including a product is small, given that 
a campaign may deliver millions of exposures, the added effect could be substantial. 
Notably, most differences in transmission power are driven by the platform on which 
the ad is shown, rather than by the elements themselves. As shown in the chapter on 
platform differences, mobile ads had the highest transmission power on average, while 
print ads had the second highest and desktop ads the lowest, according to the study 
results.

3.5.3 Persuasion power
General drivers of persuasion power were, just as in the 
case of transmission power, not as clear as for stopping 
power. Remarkably, the study showed that only a handful 
of elements drove significant changes in emotions. This 
indicates that persuasion power is difficult to measure, 
even for a large database such as the one used in this 
study. Persuasion power depends on a complex mix of 
elements and words as well as, for example, how a person is 
portrayed in the ad.

A CTA can intensify the emotional experience of the ad because it appeals to the 
intentions of the consumer. A CTA triggers considerations about purchasing the 
product, or an interest in knowing more about what the ad offers.

Prices use similar processes to engage the audience. The consumer feels more 
positively inclined toward the ad by feeling secure and well informed about the offering.

3.5.4 Locking power
With locking power, as with stopping power, there are 
stronger general patterns for drivers of people’s memory 
of ads. Ads with clear price information affect the ad and 
advertiser recall to a greater extent than ads without such 
information. Similarly, the presence of both emotional 
and rational arguments (i.e. both images and explanatory 
elements) provides stronger memories than ads without 
them, since they leave an emotional trace in consumers 
and give rational reasons for the consumer to remember 
the offering.

The study showed that ads without CTA elements 
(usually a “CTA button”) gave stronger memories than 
ads with such elements. This indicates that CTAs draw attention from the ad’s message, 
making it less memorable.

It is worth mentioning that the ads in this study that did not include a product were 
better remembered. However, as this report will show, results were highly dependent on 
the industry or category of the brand.
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4. Industry and advertiser category 
findings
4.1 Industry findings
In this section, we highlight results and findings pertaining to specific industries or 
categories. The depth and amount of learning depend on the patterns we have been able 
to distinguish so far through our analyses of the collected data. Three industry-specific 
chapters follow: automotive, telecom and casino/lottery/betting.

4.1.1 Automotive
A total of 159 ads tested 
45 ads for mobile display
36 ads for desktop display
33 video ads of (20 for mobile and 13 for desktop)
45 print ads

Stopping power
Within the automotive industry, we found that stopping power increased with the 
presence of a person as well as clear price information in the ad. Ads without CTAs got 
higher stopping power scores than ads with a CTA-element.

Unlike the results on a general level, results for the automotive industry did not show 
a difference in stopping power due to whether the ad included a product or not. In the 
study, more than nine out of 10 automotive industry ads had a product present. The 
results showed that ads without product performed just as well as those with. When 
comparing gender and age groups, there were only small differences. (See graphics on 
the next page.) Women had higher stopping power scores when people were included 
in the ad, and there were differences between age groups in terms of the effect of having 
ads that included price information.

See graphs on the next page.

8

9
27

Stopping power – Automotive

Stopping power

With element in ad

Without element in ad

Transmission power

With element in ad

Without element in ad

CTA
(WITHOUT)27

Text
(WITHOUT)7 Person

(WITH)7
Text
(WITHOUT)2

Product
(WITH)8

Product
(WITH)1

Price
(WITH)3

Persuasion power

With element in ad

Without element in ad

Text
(WITHOUT)2

Product
(WITH)1

Locking power

With element in ad

Without element in ad

Activation
purpose
(WITH)

Rational
arguments
(WITH)

3

7

Emotional elements
(WITH)8

Product
(WITHOUT)3

Price
(WITH)4

Person
(WITHOUT)3



34 35

Transmission power
Patterns for what drives transmission power within the automotive industry were not 
as clear as for stopping power. The execution, choice of words, size and amount of text 
or choice of pictures were of higher significance according to this study than whether a 
specific type of element – for example a person or product – was included in the ad.

On an industry level, the study showed that the absence of a product in the ads resulted 
in slightly stronger transmission power than when a product was included. This suggests 
that ads without a product are more actively processed and generate higher levels of 
memory encoding. The pattern was observed among men but was not significant among 
women. The results also indicate that CTA drives transmission power in the automotive 
industry. Ads with a branding purpose had stronger transmission power, making 
branding purpose the strongest driver within the automotive industry.
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Persuasion power
The study results showed that drivers of persuasion power were stronger within the 
automotive industry than in most other industries. 

While branding ads seemed to drive persuasion power in the automotive industry, this 
was not observed on a general level of the study. Branding ads affected men and women 
equally, but had the strongest impact on age group 31-45 years old. An effect could also 
be seen in the oldest age group, 46-70 years old, but the brandingads had no significant 
higher impact than non-branding ads on the youngest age group, 18-30 years old.

The presence of clear price information was a stronger driver in the automotive industry 
than in other industries, according to the study. It suggests the presence of price 
intensifies the viewer’s emotional experience of the ad because price appeals to the 
intentions of the consumer.  Consumers feel more inclined toward an ad when they feel 
secure and well informed about the offering.

In this study, ads without the presence of a product performed better than those that 
included products within the automotive industry. The same applied to Transmission 
power and the automotive industry. The pattern was primarily observed among women 
and within age groups 31-45 years old and 46-70 years old. The ads had no significant 
impact on men or those between ages 28 and 30 years old. One reason is probably that 
the study included a sample of strong ads without products – thus breaking the general 
pattern for the industry, which is to ”always” expose cars/products in its ads.

CTA does not seem to drive persuasion power within the automotive industry. Contrary to 
the general findings of the study, results showed that automotive ads without CTAs scored 
higher than those that had CTAs.

See graphs on the next page.
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Locking Power
For the automotive industry, drivers of locking power were stronger than average for 
this study and, in some cases, breaking the general pattern.
To have a product in the ad was a strong driver of locking power (contrary to the average 
for the whole study,) while ads without price information scored higher than those with 
(also contrary to the study average.)

Having CTAs in ads was a weaker driver of locking power in the automotive industry. 
Ads containing emotional elements as well as ads with rational elements both drove 
locking power, which indicates that a mix of the two elements is positive.
The results showed practically no differences between genders or age groups, in terms of 
what drives locking power in the automotive industry.

Graph continues on the next page.
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General drivers of powers for the automotive industry, summary
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4.1.2 Telecom
A total of 70 ads tested 
21 ads for mobile display
24 ads for desktop display
17 video ads (14 for mobile and 3 for desktop)
8 print ads 

Stopping power
The test results from the telecom industry showed that stopping power increased with 
the presence of a person and/or a product in the ad, and while ads without CTAs got 
higher stopping power scores than ads that included a CTA-element.
When comparing results based on gender and age groups, there were some differences. 
(See table below.) For example, ads that included a person scored higher with women 
than men, while the presence of a product in the ad was a strong driver among men but 
not significant among women.
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Graph continues on the next page.
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Transmission power
When it comes to drivers of transmission power in the telecom industry, patterns 
were not at all as clear as for stopping power. The execution, choice of words, size 
and amount of text or choice of pictures were of higher significance according to this 
study than whether a specific type of element – for example a person or product – was 
included in the ad.  
On an industry level, ads with products in them had stronger transmission power than 
ads without products, which suggests that ads including a product are more actively 
processed and generate higher levels of memory encoding. The pattern could be seen 
equally among men and women. The results from male participants showed that CTAs 
drove transmission power in this industry. However, CTAs did not significantly affect 
women.
Ads without clear price information resulted in higher transmission power than those 
with a price included. This might be a result of the purpose of the ads as most branding 
ads within the telecom industry were without Price offer and vice versa most ads with 
sales activation purpose had a Price offer.
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Persuasion power
General drivers of persuasion power were stronger for the telecom industry than drivers 
of persuasion power for the study as a whole. 
The presence of clear price information was a stronger driver in the telecom industry 
than in other industries in this study. Results showed that prices intensified the 
emotional experience of the ad by appealing to the intentions of the consumer. This 
indicates that consumers are more positively inclined toward an ad when they feel 
secure and well informed about the offering. This was particularly evident in the results 
for women who participated in the study, but not significant among men.
Ads without a product have generally performed better than those with, in this study, 
which is contrary to the results for transmission power in the telecom industry. 

The study showed that persuasion power was enhanced by using some kind of emotional 
element, other than products, in telecom ads. This was most evident among men and in 
the highest age group.
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Locking power
Drivers of locking power in the telecom industry were both stronger than the averages 
for the whole study and in some cases breaks the general pattern of the study.
Having a product present in a telecom ad was a strong driver of locking power, as was 
having a person in the ad (contrary to the average for the whole study.) Telecom ads 
with a clear price offer scored higher than those without.
There were practically no differences between genders. However, the results for 
different age groups showed that price was a stronger driver within the young age span, 
while product was more important the older the age group. 
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Graph continues on the next page.
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General drivers of powers for the telecom industry
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4.1.3 Casino/lottery/betting
A total of 89 ads tested 
43 ads for mobile display
30 ads for desktop display
5 video ads (4 for mobile and 1 for desktop)
11 print ads
 
Stopping power
Study results showed that stopping power, within the casino industry, increased for ads 
without the presence of a product or CTA.
Nine out of 10 tested ads had a sales-activation purpose and scored higher on average 
than those without. At the same time, ads with a branding purpose scored higher than 
those without, which could indicate that a mix of sales activation and branding is good 
for driving stopping power. 
When comparing gender and age groups, there were mainly small differences. The 
exception was that ads without a product were significantly stronger than those with, 
among men and in the older age group. Among women and in the other age groups, 
there was no significant impact.
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Transmission Power
When it comes to drivers of transmission power, as well as persuasion power, the 
execution, choice of words, size and amount of text or choice of pictures were of higher 
significance according to this study than whether a specific type of element – for 
example a person or product – was included in the ad. 

What the data showed on an industry level was that having a person or product in the 
ads resulted in stronger transmission power than when the ads did not include people or 
products. This suggests that casino/lottery/betting ads that include a person or product 
are more actively processed and generate higher levels of memory encoding. Gender 
results showed that ads with people had a significant effect on men but not on women, 
and vice versa for ads with products. 
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Persuasion power
In terms of drivers of persuasion power for this industry, the execution, choice of words, 
size and amount of text or choice of pictures were of higher significance, according to 
the study, than whether a specific type of element – for example a person or product – 
was included in the ad. 

Casino/lottery/ betting ads with CTAs scored higher on persuasion power than those 
without. These effects were significant for male participants and the youngest age group, 
but not for women and the other age groups. 
Ads without people scored higher than those with a person present. These results were 
equal for men and women, but only significant in the younger age span.

3

5

Persuasion power – casino/lottery/betting

Stopping power

With element in ad

Without element in ad

Transmission power

With element in ad

Without element in ad

CTA
(WITHOUT)27

Text
(WITHOUT)7 Person

(WITH)7
Text
(WITHOUT)2

Product
(WITH)8

Product
(WITH)1

Price
(WITH)3

Persuasion power

With element in ad

Without element in ad

Text
(WITHOUT)2

Product
(WITH)1

Locking power

With element in ad

Without element in ad

Activation
purpose
(WITH)

Rational
arguments
(WITH)

3

7

Emotional elements
(WITH)8

Product
(WITHOUT)3

Price
(WITH)4

Person
(WITHOUT)3



56 57

Locking power
To have a product or person in the ad is a strong driver of locking power for the casino/
lottery/betting industry, according to the study. 

Ads without CTAs scored higher than ads with CTAs, in terms of locking power. The 
results showed no significant differences between genders, but for the age groups, both 
person and product were stronger drivers of locking power in the younger age span.

There was only one ad in this category with a clear price offer, and all ads has some 
emotional elements, so comparisons of results with or without these drivers were not 
possible.

Also, note that the test panel was a general panel recruited by gender and age but not 
focused on a specific industry or interests, for example casino/betting/lottery.
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General drivers of powers for the casino/betting/lottery industry
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4.2 Advertiser category findings
Four category-specific chapters follow after an introduction to the Rossiter-Percy model, 
which has been used to categorize the advertisers in this study, apart from industry 
categorization.

Rossiter-Percy model
We wanted to create benchmarks for all brands 
in the study, not only those that were part of 
an industry with several participants. To this 
purpose, we decided to use the Rossiter-Percy 
grid, which originates from a model created 
in 1987 to help advertisers predict and plan 
for advertising effectiveness. Simplified, the 
model consists of two dimensions: 1) the level 
of involvement with the product or service, a) 
low involvement, b) high involvement, and 2) a 
set of motivations, a) informational motivations 
to avoid or reduce problems (so-called 
negative motivations), and b) transformational 
motivations (that promise to enhance the 
brand’s users sensory, mental or social state).

4.2.1 Low Involvement – Informational
Advertisers in the study represented the retail, energy and transportation industries. 
The three industries represented in the category are very different. That fact is a 
probable reason to relatively few general patterns for drivers within the category.

Low Involvement – informational category
A total of 89 ads tested 
23 ads for mobile display
25 ads for desktop display
20 video ads (16 for mobile and 4 for desktop)
21 print ads
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Stopping power
Stopping power within the low involvement-informational category increased with the 
presence of a product in the ad, as well as with a clear price offer. Ads without a CTA had 
higher stopping power than those with a CTA element. The results pertaining to product 
and price were significant among women but not among men.
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Transmission power
As for drivers of transmission power (as well as persuasion power) in this category, 
the execution, choice of words, size and amount of text or choice of pictures were of 
higher significance, according to the study, than whether a specific type of element – for 
example a person or product – was included in the ad. 

What the data showed, on a category level, was that ads that included a clear price offer 
and had a  branding purpose resulted in stronger transmission power, compared with 
ads lacking these elements. This indicates that ads with a price offering, as well as ads 
with a branding message, are more actively processed and generate higher levels of 
memory encoding. Results pertaining to price and branding were of significance among 
men but not among women. 

Ads without person(s), as well as ads without CTA, scored higher than ads that 
contained these elements. Again, the results for person were significant among men but 
not among women, and vice versa for CTA.
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Persuasion power – low involment – informational
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Persuasion power
When it comes to drivers of persuasion power, the execution, choice of words, size 
and amount of text or choice of pictures were of higher significance, according to this 
study, than whether a specific type of element – for example a person or product – was 
included in the ad. 

No patterns at all were found on an overall category level, but when looking 
specifically at gender and age groups within the category, a few patterns were observed.
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Graph continues on the next page.

Locking power
The analysis revealed that having a clear price offer in the ad supported locking power 
within the category. The results also showed that ads with some kind of emotional 
element – such as pictures and symbols – apart from persons or products, scored higher 
than ads without. At the same time, ads without rational arguments scored higher than 
those with.
Not having a CTA in the ad resulted in higher locking power than when the ad included 
a CTA.

There were only small actual differences between genders and age groups within the 
category.
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General drivers of powers for the Low involvement – Informational category
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4.2.2 High Involvement – Informational
Advertisers in the study represented the 
insurance, telecom, automotive (non-premium) 
and home-furnishing industries.

High involvement – informational
A total of 229 ads tested 
57 ads for mobile display
58 ads for desktop display
60 video ads, (of which 38 for mobile and 22 for 
desktop)
54 print ads
 
Stopping power
Stopping power within this category increased with the presence of a product and/or 
person(s) in the ad. Contrary to the low involvement – informational category, having a 
clear price offer made no difference. Ads without CTAs got higher stopping power than 
those with a CTA element.

There were only small differences in results between men and women. 
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Transmission power
As for drivers of transmission power (as well as persuasion power) in this category, 
the execution, choice of words, size and amount of text or choice of pictures were of 
higher significance, according to the study, than whether a specific type of element – for 
example a person or product – was included in the ad. 

On a category level, having a product, a clear price offer and/or a CTA in the ads 
resulted in stronger transmission power than when the ads lacked those elements. Ads 
with a branding purpose also scored higher in terms of transmission power, which 
indicates that ads including these elements are more actively processed and generate 
higher levels of memory encoding. The results showed some differences between men 
and women in where they are measured significant. 

Ads without person(s) scored higher than those with, but the results were only 
significant among women, for example. 
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Persuasion power
In terms of drivers of persuasion power in this category, again, the execution, choice 
of words, size and amount of text or choice of pictures were of higher significance, 
according to the study, than whether a specific type of element – for example a person 
or product – was included in the ad. 
The data showed that ads with a branding purpose, a clear price offer and a CTA scored 
higher than ads without these elements, which indicates that a mix of branding and 
some kind of activation is good. When looking at the data by age group, the results were 
only of significance within age group 31-45 years old.
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Locking Power
According to the analysis, having a clear price offer in the ad supported locking power 
within the category. Results also showed that ads with some kind of emotional element 
– such as pictures, symbols, etc. – apart from persons and products, scored higher than 
ads without. In addition, ads with rational arguments scored higher than those without. 
This suggests that a mix of emotional elements and rational arguments is best.
Ads with a branding purpose also scored higher than those without, in this category.
Not having a CTA in the ad gave higher locking power results than when including CTA.
There were only small actual differences between genders and age groups in this 
category, with the exception of the effect of including price information in the ad. Here, 
the effect was higher the younger the participants of the study were.
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General drivers of powers for the high involvement – informational category
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4.2.3 Low involvement – transformational
Only three advertisers – from very different 
industries – participated in the test for this 
category. They represented women’s apparel, 
fast-moving consumer goods (FMCG) and 
media/entertainment. Because of this, there 
were in some instances few general patterns 
for drivers within the category, and some of the 
patterns were strongly influenced by a single 
advertiser’s material.

Low involvement – transformational
A total of 54 ads tested 
25 ads for mobile display
8 ads for desktop display
21 video ads, ( 18 for mobile and 3 for desktop)
0 print ads

Stopping power 
Stopping power within this category increased with the presence of a person, product 
and/or clear price information in the ad. 

Ads without a CTA scored higher in terms of stopping power than those with a CTA 
element.

Having a person in the ad was of significance to male participants as well as the 
middle and older age groups, but had no effect on women or the young participants. The 
presence of price information in the ad, however, was of significance to women and the 
younger group, but not the others.

Motivation

In
vo

lv
m

en
t

Informational
(negative)

Transformational
(positive)

H
ig

h
Lo

w

See graph on the next page.

Stopping power – low involment – transformational
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Transmission power
As for drivers of transmission power (as well as persuasion power) in this category, 
the execution, choice of words, size and amount of text or choice of pictures were of 
higher significance, according to the study, than whether a specific type of element – for 
example a person or product – was included in the ad. 

Due to the above, plus the fact that the data were based on only three advertisers – 
from very diverse industries – the study showed no specific patterns for drivers of 
transmission power within this category.
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Persuasion power
For drivers of persuasion power in this category, as mentioned above, the execution, 
choice of words, size and amount of text or choice of pictures were of higher significance, 
according to the study, than whether a specific type of element – for example a person 
or product – was included in the ad. 

Due to the above, plus the fact that the data were based on only three advertisers – from 
very diverse industries – the study showed only one specific driver of persuasion power 
within the category. The data showed that having a person in the ad drove persuasion 
power, but only among women and in the younger age group.

Graph on the next page.
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Locking power
Having a person and/or a product as well as some kind of rational argument in the ad 
strongly supported locking power in this category.

The absence of CTA in the ad resulted in stronger locking power. So did the absence 
of clear price information. Note that the latter result differs from the findings pertaining 
to informational categories, where price was a driver of locking power.
The differences between genders and age groups were only small.
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General drivers of powers for the low involvement – transformational category
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4.7 High involvement – Transformational
Advertisers that participated in this category of the 
study represented the premium car and premium 
air travel industries.

High involvement – transformational
A total of 85 ads tested 
28 ads for mobile display
29 ads for desktop display
19 video ads (14 for mobile and 5 for desktop)
9 print ads

Stopping Power
Stopping power within this category increased with the presence of a person as well as 
a product in the ad. Contrary to the low involvement – transformational category, price 
was not a driver. 

Ads without CTA scored higher in terms of stopping power than those with a CTA 
element. When it comes to having a person as well as a product the effect is strongest 
in the middle age span. The results of including a person in the ad were twice as strong 
among women than among men.
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Transmission power
When it comes to drivers of transmission power (as well as persuasion power) in this 
category, the execution, choice of words, size and amount of text or choice of pictures 
were of higher significance, according to the study, than whether a specific type of 
element – for example a person or product – was included in the ad. 

Due to the above, the study showed no specific patterns for drivers of transmission 
power in this category, with the exception that ads without CTA scored better than those 
with CTA. Branding ads scored higher among men than ads without branding message.
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Persuasion power
When it comes to drivers of persuasion power in this category, as mentioned above, 
the execution, choice of words, size and amount of text or choice of pictures were of 
higher significance, according to the study, than whether a specific type of element – for 
example a person or product – was included in the ad.

Due to the above, the study showed no general patterns for drivers of persuasion power 
within the category, except that men reacted stronger to ads without a product, as well 
as to ads without CTA. Women reacted stronger to branding ads.
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Locking power – high involment – transformational
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Locking power
The analysis revealed that ads with some kind of emotional element – for example 
pictures, symbols etc. – other than persons or products, scored higher than ads without. 
Also, ads that contained rational arguments scored higher than those without. This 
suggests that a mix of emotional elements and rational arguments is best.

Not having a CTA in the ad resulted in stronger locking power. As did the absence of 
clear price information. The latter result differs from those for informational categories, 
where price was a driver of locking power.

Actual differences between genders or age groups within this category were small.
General drivers of powers for the high involvement – transformational category

Graph on the next page.
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General drivers of powers for the high involvement – transformational category
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5. Summary
This study included world-class research on ad effectiveness and brand building by 
Stanford University Professor Baba Shiv. In cooperation with Dr. Thomas Zoëga 
Ramsøy, a consumer neuroscience model of four powers of ad effects was created. As 
this is a central framework for the Bonnier Consumer Neuroscience project, we will first 
demonstrate what the four-power model is and how it relates to neuroscience measures:

POWER

Stopping  
power

Transmission 
power

Persuasion 
power

Locking  
power

MEANING

The ability of 
the ad to be 
seen and sustain 
attention. 
Is there any 
attention to 
the brand, the 
product or the 
call to action?

Is the ad 
processed and 
understood? 
Is there a 
connection 
between the ad 
narrative, the 
product and 
the brand being 
shown?

Does the ad 
create viewer 
engagement? 
Are consumers 
responding 
emotionally to 
the ad?

Is the ad 
remembered? 
Does it ensure 
that consumers 
will remember 
the brand 
behind the ad, 
or the call to 
action?

NEUROMETRIC

Visual attention, both 
at to the ad overall and 
to individual areas of 
interest, was assessed 
with eye-tracking 
glasses. Stopping 
power was measured in 
terms of the percentage 
of respondents who saw 
ads or ad elements, and 
the time spent on the ad 
while it was in view.

Measured by EEG 
brain scanning as 
the cognitive load 
score. This score is 
related to the amount 
of information being 
processed and held 
active in working 
memory.

Measured with EEG 
monitoring, both in 
terms of emotional 
intensity (arousal) 
and positive/negative 
direction (motivation).

Measured through 
memory tests 
administered two weeks 
after the ad exposure. 
This was measured 
both as spontaneous 
recall, cued recall, and 
recognition.

INTERPRETATION

The more people that see an 
ad, the better it is at initially 
grabbing attention. Ads that 
have a higher relative time 
spent are also able to sustain 
attention and engagement.

For scores between 55 
and 75, ads are processed, 
understood and likely 
remembered. Scores above 
75 suggest that there is too 
much information. Scores 
under 55 are related to 
boredom.

An optimal score is achieved 
when arousal is high (45+) 
and motivation is high (55+). 
Conversely, a negative ad 
emotion is when motivation 
is low (below 45) and arousal 
remains high (above 45).

The higher the memory 
score, the better. A further 
qualification of this is that 
spontaneous recall is the 
most important because it 
means the consumer has 
the brand on his/her “top of 
mind.” In addition, it is more 
important that the brand or 
offer is remembered than the 
ad itself.

Four-power insights
Based on the four-power model, the project was successful in identifying what 
drives success in each of the powers, answering the following questions:

• What ensures that an ad is noticed and can sustain attention?
• When an ad is seen, what produces optimal cognitive processing for the 

ad to be understood and remembered?
• What drives optimal emotional responses to ads, and when can 

emotions be costly to ad effectiveness?
• How can an ad ensure that it is remembered and, in particular, how 

does it ensure that the brand or CTA is remembered?

Through this project, we were able to answer these and other central ad-
effectiveness issues. The following section briefly summarizes some of the main 
observations.

How to ensure attention
To get attention in the first place, general findings suggest that an ad should be 
visually salient. That is, it should have elements that drive automatic attention to 
itself. This can be achieved through so-called visually salient elements, such as 
high contrast, angles, movements, human faces and certain color compositions. In 
addition, the complexity of the ad is important, especially depending on in what 
context the ad is shown. When the surrounding complexity is high, the ad should 
be simple. When the surrounding is simple, the ad can be more complex – however, 
not too complex as this produces a cognitive demand that is too high.

Among more specific findings, we found that brand attention for video ads was at 
a maximum when the brand/logo was presented centrally (45 percent seen), while 
logo placement in the corners was suboptimal (as low as 27 percent seen). 

Among additional findings for stopping power:
• Ad attention is highest for print, followed by mobile and then desktop.
• Longer videos are more seen in the sense of dwell time, which 

indicates that the added cost associated with longer videos pays off as 
significantly longer viewing time, given the video is appreciated.

• Stopping power is achieved when the ad includes person, product and 
price. Conversely, attention drops when the as includes CTA and text.
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How to be understood and remembered
Cognitive load is affected by what platform the ad is presented within. What we 
found was that cognitive load is lowest for desktop, followed by print and then 
mobile. Crucially, mobile ads often show “information overload,” which suggests that 
the bandwidth available for viewers of ads is lower when they see ads on a phone. 
Therefore, it is important to minimize the amount of information and complexity in 
mobile ads.

In addition, we found that:
• Transmission power is positively related to ad memory. On average, a 

higher cognitive load gives better ad memory.
• Transmission power is higher when the ad includes a product.
• Transmission power is lower when the ad includes text.

How to create emotional engagement
In general, emotional responses to ads tend to remain the same, regardless of platform, 
once people see the ads. This suggests that the emotional responses remain the same to 
the creative, so the battle is more about getting viewers to see the ad and process it in 
the first place, and secondly create positive responses. 

More specific analyses gave the following findings:
• Good emotional responses are driven by including a price and call to action 

in the ad.
• No single item seems to drive a lower emotional ad response.

What drives memory for ad, brand and CTA
The chances of being remembered are driven by a range of different processes. On the 
one hand, larger banner ads generate better ad and brand recall. Similarly, longer video 
ads are more remembered. Together with the attention findings for longer ads, this 
suggests that ads that are presented more (bigger, longer) also have more impact and 
lead to a stronger ad memory.

Among the many specific findings:
• While mobile and desktop ads, in general, produce good and comparable 

ad memory, ads within the study shown on paper seem to produce a 
lower ad memory. However, patterns differ a lot between industries and 
advertiser categories.

• Ad memory is higher when the ad includes price, as well as emotional and 
rational elements.

• Ad memory is also higher when the ad purpose is activation.
• Ads that include a person and/or product run a lower chance of being 

remembered.  

Other significant findings:
There were several additional – and often surprising – findings of this study. Among the 
more specific, we found that:

• There are industry-specific findings. Different elements drive impact to a 
higher or lower degree for each of the powers. Therefore, be sensitive to 
which industry you are operating within, and which elements that seem to 
drive the strongest effects.

• There are further effects for genders and age groups. For different 
industries, there are age- and gender-specific effects that should be born 
in mind when designing an ad campaign. The information in this black 
book provide handrails regarding which elements to include and exclude, 
depending on what industry, age and gender group the ad is intended for.

Taken as a whole, the Bonnier Consumer Neuroscience study has produced a dramatic 
shift in the way that we can understand consumers’ responses to ads. Besides generating 
general insights about how ads are responded to, this approach has ensured that we 
have a better understanding of specific questions, such as “how should a good ad for 
cars to the older population look?” and “what is the best way to make a game ad for 
women?” and many other specific questions. With the Bonnier Black Book, you now 
have a competitive advantage to create ads that reach your audience in a better way than 
ever before.
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6. Appendix
Analysis of ad content effects on the four powers
All ads (display, mobile, desktop and print) have been coded in terms of their content 
and purpose. The occurance of the following elements (areas of interest/AOI) have been 
defined: logo/brand, person, product, CTA (“button” or similar), text and price. They 
have also, on a coarser level, been coded on if they contain emotional elements and/or 
rational arguments. We have also coded the ads based on whether their main purpose 
was brand building, sales activation, or a combination of the two.

General model for analysis
Data Filter: Only natural exposure and whole ad AOIs were included for stopping 
power. All the available data, including natural and “forced” exposure, were included for 
transmission power, persuasion power and locking power.

Dependent variable for each power: Percentage seen (stopping power), cognitive load 
(transmission power), motivation (persuasion power), and average of participants’ 
responses to recall questions for each ad (locking power).

Independent variables:
• Product
• Face (person)
• CTA
• Text
• Price
• Ad purpose – branding
• Ad purpose – product offer
• Ad context – emotional elements
• Rational arguments

All of the independent variables are in binary format (0/1 – with/without), and we are 
comparing with and without conditions.

Ad content in the study
A totalt of 551 ads were tested in the whole study
180 ads for mobile display
151 ads for desktop display
125 video ads (90 for mobile and 35 for desktop)
95 print ads

 70 percent of the ads had a branding purpose, 51 percent a sales-activation purpose and 
21 percent a mix of branding and sales-activation purposes.
 
Of the ads with a branding purpose, 68 percent featured a product, 56 percent a person 
(or persons), 34 percent a CTA “button,” and 15 percent a clear price offer.

Of the ads with a sales-activation purpose, 61 percent featured a product, 58 percent a 
person (or persons), 52percent a CTA “button,” and 46 percent a clear price offer.
95 percent of the ads in the study contained text elements, which made a comparison 
between ads with or without text useless on an industry or category level, since the 
sample was too small when broken down.

Ad content in the automotive industry
A total of 159 ads tested 
45 ads for mobile display
36 ads for desktop display
33 video ads of (20 for mobile and 13 for desktop)
45 print ads
 
81 percent of the ads had a branding purpose, 37 percent a sales-activation purpose, and 
18 percent a mix of branding and sales-activation purposes.
 
Of the ads with a branding purpose, 89 percent featured a product, 29 percent a person 
(or persons), 38 percent a CTA “button,” and 19 percent a clear price offer.
Of the ads with a sales-activation purpose, all featured a product, 15 percent a person (or 
persons), 41 percent a CTA “button,” and 85 percent a clear price offer.

Ad content in the telecom industry
A total of 70 ads tested 
21 ads for mobile display
24 ads for desktop display
17 video ads (14 for mobile and 3 for desktop)
8 print ads 
 
63 percent of the ads had a branding purpose, 50 percent a sales-activation purpose and 
13 percent a mix of branding and sales-activation purposes.
 
Of the ads with a branding purpose, 14 percent featured a product, 55 percent a person 
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(or persons), 61 percent a CTA “button,” and 5 percent a clear price offer.
Of the ads with a sales-activation purpose, 40 percent featured a product, 37 percent a 
person (or persons), 57 percent a CTA “button,” and 77 percent a clear price offer.

Ad content in the casino/lottery/betting industry
A total of 89 ads tested 
43 ads for mobile display
30 ads for desktop display
5 video ads (4 for mobile and 1 for desktop)
11 print ads
 
19 percent of the ads had a branding purpose, 90 percent a sales-activation purpose and 
9 percent a mix of branding and sales-activation purposes.
 
Of the ads with a branding purpose, 88 percent featured a product, 41 percent a person 
(or persons), and 35percent a CTA “button.”
Of the ads with a sales-activation purpose, 24 percent featured a product, 86 percent a 
person (or persons), 81 percent a CTA “button,” and one ad a clear price offer.

Ad content in the low involvement – informational category
A total of 89 ads tested 
23 ads for mobile display
25 ads for desktop display
20 video ads (16 for mobile and 4 for desktop)
21 print ads
 
79 percent of the ads had a branding purpose, 47 percent a sales-activation purpose and 
26 percent a mix of branding and sales-activation purposes.
 
Of the ads with a branding purpose, 49 percent featured a product, 70 percent a person 
(or persons), 33percent a CTA “button,” and 16 percent a clear price offer.
Of the ads with a sales-activation purpose, 55 percent featured a product, 60 percent a 
person (or persons), 37 percent a CTA “button,” and 57 percent a clear price offer.

Ad content in the high involvement – informational category
A total of 229 ads tested 
57 ads for mobile display

58 ads for desktop display
60 video ads, (38 for mobile and 22 for desktop)
54 print ads 

71 percent of the ads had a branding purpose, 51 percent a sales-activation purpose and 
26 percent a mix of branding and sales-activation purposes.
 
Of the ads with a branding purpose, 59 percent featured a product, 50 percent a person 
(or persons), 36 percent a CTA “button,” and 17 percent a clear price offer.

Of the ads with a sales-activation purpose, 80 percent featured a product, 31 percent a 
person (or persons), 47 percent a CTA “button,” and 78 percent a clear price offer.

Ad content in the low involvement – transformational category
A total of 54 ads tested 
25 ads for mobile display
8 ads for desktop display
21 video ads, ( 18 for mobile and 3 for desktop)
0 print ads
 
94 percent of the ads had a branding purpose, 46 percent a sales-activation purpose and 
41 percent a mix of branding and sales-activation purposes.
 
Of the ads with a branding purpose, 92 percent featured a product, 96 percent a person 
(or persons), 18 percent a CTA “button,” and 16 percent a clear price offer.

Of the ads with a sales-activation purpose, 96 percent featured a product, 100 percent 
a person (or persons), 20 percent a CTA “button,” and 28 percent a clear price offer.

Ad content in the high involvement – transformational category
A total of 85 ads tested 
28 ads for mobile display
29 ads for desktop display
19 video ads (14 for mobile and 5 for desktop)
9 print ads
 
98 percent of the ads had a branding purpose, 16 percent a sales-activation purpose and 
14 percent a mix of branding and sales-activation purposes.
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Of the ads with a branding purpose, 82 percent featured a product, 36 percent a person 
(or persons), 40 percent a CTA “button,” and 11 percent a clear price offer.
Of the ads with a sales-activation purpose, 64 percent featured a product, 29 percent a 
person (or persons), 36percent a CTA “button,” and 50 percent a clear price offer.

How to read the graphs for drivers of the different powers
A green bar shows that ads with a specific driver resulted in higher scores for the power 
than ads without that driver; and vice versa for red bars, where ads without driver 
scored higher than ads with that driver.

The figure is the difference in percentage between the average for ads with the specific 
driver and ads without.

The graphs only show drivers where we can say with 95 percent certainty that there is a 
significant difference between the average for ads with and without a specific driver.

The Rossiter – Percy model
The model as described by Arthur J Kover and Joseph Abruzzo in “Journal of 
Advertising Research” from 1993:  

“They proposed two core dimensions for evaluation: the level of involvement with the 
product or service and a set of motivations. These motivations are of two general types: 
(1) informational or drive-reduction motivations, ‘negative’ motivations that avoid 
or reduce problems by providing information, and, (2) transformational or drive-in-
increasing motivations, ‘positive’ motivations that ‘promise to enhance the brand user’s 
sensory, mental or social state.’ ” (Percy, 1991) 

https://go.galegroup.com/ps/i.do?p=AONE&sw=w&u=googlescholar&v
=2.1&it=r&id=GALE%7CA14961585&sid=googleScholar&asid=eeda2d71
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