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Source: Begg (1972)

square door

rusty engine
flaming forest
muscular gentleman
white horse

impossible amount
better excuse
apparent fact
common fate
subtle fault



Source: Begg (1972)

Concrete Phrases (CC)
square door

rusty engine

flaming forest
muscular gentleman
white horse

Abstract Phrases (AA)
impossible amount
better excuse

apparent fact
common fate

subtle fault
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lise

Olemme suomalainen tietoliikenne- ja digitaalisten palveluiden markkinajohtaja. Tehtavamme on tuoda
digitalisaatiolla ratkaisuja, jotka ovat tarkeita inmisille ja yhteiskunnan kestavalle kehitykselle. Innostus
hyodyntaa uutta tekniikkaa ja tyétapoja on kulkenut mukana yli 140-vuotisella taipaleellamme. Tanaan me
elisalaiset palvelemme yli 2,8 miljoonaa asiakastamme Suomessa ja Virossa seka yli 100 maassa
kansainvalisesti. Tyoskentelemme joka paiva maaratietoisesti asiakaskokemuksen ja laadun kehittamiseksi.

ELISA

SHOWROOM

“We are the Finnish market leader in telecommunications and digital services. Our mission is to bring
digital solutions that are important to people and the sustainable development of society. The
enthusiasm to utilize new technology and working methods has accompanied us for over 140 years.
Today, we at Elisa serve over 2.8 million customers in Finland and Estonia and over 100 countries
internationally. We work purposefully every day to develop customer experience and quality.”



RED BULL GIVES YOU WIIINGS.

@  Red Bull Energy Drink — appreciated worldwide by top athletes, students,
and in highly demanding professions as well as during long drives.
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Character Fluent Devices generate larger longer and broader effects
% of Long-term Campaigns Achieving Very Large Effects on Each

40.9
32.0

No Fluent Character
Device Fluent Device

Campaigns (44)
(256)

New Customer
Gain

ﬂ System1
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Market Share
Gain
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Campaigns (44)
(256)

Reduction in
Price Sensitivity

System1 Group Analysis of all IPA long-term campaigns since 1998
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FIGURE 2
Perceived Humor Scores for the Humorous Ad across Each Level of Audience Size
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Summary

The Importance of Concreteness

Concrete information (i.e. visualisable) is more memorable than abstract
information (i.e. non-visualisable).

You can tap into concreteness by creating a visual representation of abstract
principles (i.e. a fluent device).

The Power of TV as a Medium

Statements made in public are much more believable than statements made in
private

Maximising the Impact of TV
We tend to find content more amusing when surrounded by others
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