eeeeeeeee Ogilvy Consulting

Conversations That Matter:

What advertising can learn
from evolutionary psychology

Odilvy



Welcome

Dayoan Daumont Jordan Buck Lachezar Ivanov
Consulting Partner, EMEA, Senior Consultant, PhD Candidate,
Ogilvy Consulting Behavioural Science Practice European University Viadrina

Rory Sutherland Eaon Pritchard
Vice Chairman & Founder, Principle,
Behavioural Science Practice ArtScienceTechnology




Tell us VWhat's the weather
where you ike in your city”

are dialing
in from! ar

zZoom

Hello! London nice and

Ogilvy Consulting



Global Ogilvy Website

https://www.ogilvy.com/ideas

Do you
want this
deck? -

Conversations That Matter —
Nudgestock 2020: Necessity is
the Mother of Reinvention

Ogilvy Consulting


https://www.ogilvy.com/ideas




Adaptation




An evolutionary framework
to help determine which
elements should be adapted
and which elements can be
standardized when planning,
creating and designing adverts.
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The Fundamental Motives framework
Griskevicius & Kenrick (2013)
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Is the response to an advertising cue guided
primarily by evolutionary forces?

YES Do these evolved responses differ NO Localsocialization (differences not due

strongly based on the environment? to evolution, require and adaptation
approach, local environmental cues

cannot assist)

NO  Humanuniversal YES Local adaption (evolved
(evolved similarities, differences, require and
allow a standardized adaptation approach, local
approach) environmental cues can assist)
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The standardization/adaptation debate in cross-cultural advertising is a topic on which little consensus
prevails and which remains heavily discussed. Using evolutionary psychology, this paper presents a

typology of advertising cues and explains their cross-cultural relevance and transportability. The paper
highlights three distinct categories - human universals (evolved similarities), local adaptations (evolved
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