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WHICH AD? OH YEAH, THAT ONE
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ONLINE ADS

• Everywhere

• Small

• Fleeting

• Not very memorable

• Visual component as well as text

• Typical ad recall question not very memorable either:

Do you recall seeing an ad for Brand X?

• Yes

• No

• Not sure
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ONLINE ADS

• Everywhere

• Small

• Fleeting
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• Visual component as well as text

• Typical ad recall question not very memorable either:
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• Yes
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EXPLICIT VS. IMPLICIT MEMORY

• Explicit Memory

• Conscious recollection of past experience and information

• Implicit Memory

• Unconscious, unintentional retention of information

• Can affect thoughts and behavior outside of one’s 
awareness

• Online users may only spend seconds looking at an ad,  
resulting in poor explicit memory

• Despite absence of explicit recall, ad exposure may be 
stored in implicit memory
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PRIMING

• Process by which recent experiences activate a related 
concept or memory

• In this research, we utilize priming to trigger implicit 
memory of an online ad

• Specifically, we utilize a visual cue with ad effectiveness 
questions (ad recall, purchase intent)
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PREVIOUS RESEARCH

• Implicit memories can be activated by priming 1,2,3

• Providing a cue related to a memory facilitates its 
retrieval 4

• In particular, ad retrieval cues (portions of ad pictures 
and ad headlines) have been shown to increase ad 
recall 5,6,7

• Enhanced recall of positive claims from ads is 
associated with more positive product and brand 
evaluations 5,6,7

1 Tulving, E., et al., “Priming Effects in Word Completion are Independent of Recognition Memory,” Journal of Experimental Psychology: Learning, Memory, and 
Cognition, 1982.
2 Tulving, E., & Schachter, D. L., “Priming and Human Memory Systems,” Science, 1990.
3 Mitchell, D. B., “Nonconscious Priming after 17 Years: Invulnerable Implicit Memory?,” Psychological Science, 2006.
4 Fisher, R. P., & Craik, F. I. M., “Interaction Between Encoding and Retrieval Operations in Cued Recall,” Journal of Experimental Psychology: Human 
Learning and Memory, 1977.
5 Keller, K. L., “Memory Factors in Advertising: The Effect of Advertising Retrieval Cues on Brand Evaluations,” Journal of Consumer Research, 1987.
6 Keller, K. L., “Memory and Evaluation Effects in Competitive Advertising Environments,’ Journal of Consumer Research, 1991.
7 Macklin, M. C., “The Effects of an Advertising Retrieval Cue  on Young Children’s Memory and Brand Evaluations,” Psychology and Marketing, 1994.
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SURVEY EXPERIMENT

• Day 1 survey

• Online article (about 750 words)

• Respondents randomized:

• Exposed to online ad for coffee (wide, general appeal)

• Not exposed to online ad

• Additional questions

• Interest in article, ease of reading

• Reading comprehension
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SURVEY EXPERIMENT

• Day 2-3 survey

• Ad recall and purchase intent questions

• Respondents randomized:

• Exposed to prime

• Not exposed to prime

• Additional questions

• Recall of online article

• Demographics



C
o

p
yr

ig
h

t 
©

20
12

 T
h

e 
N

ie
ls

en
 C

o
m

p
an

y.
 C

o
n

fi
d

en
ti

al
 a

n
d

 p
ro

p
ri

et
ar

y.

9

SURVEY DETAILS

MEDIAN 
COMPLETION 
TIME (MINS)

SURVEY 
COMPLETES

COMPLETION 
RATE

Day 1 survey 4.1 2981 Unknown

Article webpage 2.3

Day 2-3 survey 1.7 2009 67%

• 2009 respondents from Harris Interactive

• Field dates: Sep 30-Oct 21, 2014

• Incentives: 100 Hipoints ($.80)
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ONLINE ARTICLE WITHOUT AD
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ONLINE ARTICLE WITH AD
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AD RECALL QUESTION WITHOUT PRIME
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AD RECALL QUESTION WITH PRIME
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SUMMARY OF EXPERIMENTAL DESIGN

EXPOSURE 
TO AD

EXPOSURE TO PRIME

YES NO

YES 1 2

NO 3 4

• Prime will trigger implicit memory and increase ad 
effectiveness measures

• Main hypothesis:  DifferencePRIME >  DifferenceNO PRIME
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SUMMARY OF EXPERIMENTAL DESIGN

EXPOSURE 
TO AD

EXPOSURE TO PRIME

YES NO

YES 1 2

NO 3 4

• Prime will trigger implicit memory and increase ad 
effectiveness measures

• Main hypothesis:  DifferencePRIME >  DifferenceNO PRIME

(1 - 3) > (2 - 4)

• Done to net out false positives
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RESULTS – AD RECALL

Main hypothesis is supported:
DifferencePRIME > DifferenceNO PRIME

AD RECALL DIFFERENCE

Prime

Exposed to ad 27.6%

Not exposed to ad 3.8% 23.8

No prime

Exposed to ad 22.6%

Not exposed to ad 7.9% 14.7

Total 15.4%
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RESULTS – AD RECALL

• Prime increases true positives and decreases false positives

• Assimilation effects and contrast effects

AD RECALL DIFFERENCE

Exposed to Ad

Prime 27.6%

No prime 22.6% 5.0

Not Exposed to Ad

Prime 3.8%

No prime 7.9% -4.1

Total 15.4%
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RESULTS – PURCHASE INTENT

Main hypothesis is NOT supported:
DifferencePRIME > DifferenceNO PRIME

Purchase intent is related to several other factors

PURCHASE 
INTENT

DIFFERENCE

Prime

Exposed to ad 7.0%

Not exposed to ad 7.1% 0.1

No prime

Exposed to ad 7.1%

Not exposed to ad 7.1% 0.0

Total 7.1%



C
o

p
yr

ig
h

t 
©

20
12

 T
h

e 
N

ie
ls

en
 C

o
m

p
an

y.
 C

o
n

fi
d

en
ti

al
 a

n
d

 p
ro

p
ri

et
ar

y.

19

NEXT STEPS

• Logistic regression to predict ad recall, purchase intent

• Exposure to ad

• Exposure to prime

• (Ad recall)

• Article-related variables

• Interest, ease, previously read

• Reading comprehension, time spent on page

• Demographics

• Age group, gender, region, race, Hispanic origin, education, 
HH income



C
o

p
yr

ig
h

t 
©

20
12

 T
h

e 
N

ie
ls

en
 C

o
m

p
an

y.
 C

o
n

fi
d

en
ti

al
 a

n
d

 p
ro

p
ri

et
ar

y.

20

SUMMARY

• Survey experiment

• Test whether priming improves online ad effectiveness

• Prime (visual cue) improves measure of online ad recall

• Consistent with common sense given visual nature of ads

• Increases true positives

• Reduces false positives

• Story with purchase intent is less clear

• Exposure to ad, prime have no impact on purchase intent

• Ad recall has large impact

• Several other factors influence purchase intent
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THANK YOU FOR ATTENDING!

Tom Wells

Email: thomas.wells@nielsen.com

Phone: 415-262-2268

mailto:thomas.wells@nielsen.com

