From advert to action: behavioural insights into the advertising of financial products

Advertising can be informative for customers and encourage effective competition,

but can also be unclear, misleading or unfair for consumers. Such problems can happen at any processing stage.

Salience
Attention goes where our eyes are...
Our ‘bottom-up’ attention is drawn to specific parts of
an advert that are prominent against their surroundings
(e.g. different colour, text size and use of pictures).
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Motivation
...0Our eyes go where our attention is.
Top-down attention is determined by the intentions
behind our search. Advertisers can use this to
target consumers, or think about the effective timing
and/or placement of messages.
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Framing
It's not just what we say that matters,
it's how we say it
Presenting information in a way which encourages a certain
interpretation will affect how we receive and feel about it.
Eg. tendency to dislike losses more than equivalent gains

(‘loss aversion’) can be manipulated by highlighting the risk

of losing something from not buying/switching.

The advert comes in
front of the consumer’s
visual field and light
waves travel to the
consumer’s retina

Interpret

Light waves are converted into
electrical impulses in the consumer’s
brain and the consumer begins
to make sense of the stimuli
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Words and truth
You imply, | infer

The use of pragmatic implications - what is not said,
but what most listeners ‘hear’ (e.g. omissions and caveats)
— can leave consumers with a different impression from
literal words used. Furthermore, after we are exposed
to a claim e.g. that a particular product is the best product,
we find it hard to discount this prior information,
even if we later find out it is incorrect. This is know as
the ‘truth effect’.
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Consumers take the
necessary actions to buy
the product - sometimes

we will jump straight

to this stage
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Emotion
If it feels good, buy it...
The first and primary reactions guiding our judgments are
often automatic and emotional. Adverts use information-

free, emotive storytelling and brand recognition
approaches to build affective emotional content.
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Influence
Liking, authority, scarcity, social proof,
consistency and reciprocity.
Adverts can use techniques to create a relationship and
build influence with the buyer unconsciously, making them
discount more relevant information.

Numbers
‘Lies, damned lies and statistics’

We're bad at interpreting numbers, particularly percentages.
For example, aggregated changes in percentages
are often miscalculated (eg. 30% increase + 25% increase =
62.5% increase, not 55% ). Misunderstanding also extend to
risk calculations (e.g. 10% chance of something occurring)
and it's much easier to think about risks using natural
frequencies (ie. 1in 10).



