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Tell us 
where you 
are dialing 
in from!

What’s the weather 
like in your city?



Do you 
want this 
deck?
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Adaptation

vs.

Standardisation



An evolutionary framework 
to help determine which 

elements should be adapted
and which elements can be 

standardized when planning, 
creating and designing adverts.



Hunter-Gatherer Agrarian Industrial

1,800,000 BC 10,000 BC 1780





Domain Specific
ity



Acquiring a 
mate

Avoiding 
disease

Making 
friends

Keeping a
mate

Evading 
physical harm

Caring for 
family

Attaining 
status

The Fundamental Motives framework
Griskevicius & Kenrick (2013)



Similar Different

Evolved

Not 
evolved

Similarity across environments/locations



Human universals
Evolved similarities





Acquiring a
mate



Keeping a
mate



Caring for 
family



The Evolved Parental 
Instinct

Caring for 
family



Local adaptations
Evolved differences









Local socialization
Differences not due to 
evolution







Similar Different

Evolved

Not 
evolved

Similarity across environments/locations
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SAVE THE DATE – 11TH JUNE 2021



Thank you.


