
Creative Adverts 

Great advertisements and promotions incorporate several essential 
elements to effectively capture and retain audience attention. Recall and 
recognition are fundamental; they ensure that the ad leaves a lasting 
impression and can be easily identified or remembered by the audience. 
Relevance and relatability are also crucial, as they help align the ad's 
message with the audience's interests, experiences, and needs, thereby 
fostering a sense of personal connection. Ads that successfully evoke 
emotional responses—be it through humor, empathy, or excitement—
demonstrate reaction-instilling qualities, which enhance engagement and 
increase the likelihood of a favorable response. Additionally, great ads 
often exhibit generative aspects, inviting the audience to think beyond the 
immediate message, thereby encouraging reflection, discussion, or even 
action. Collectively, these characteristics contribute to the ad's 
effectiveness in not only attracting attention but also driving customer 
behavior and reinforcing brand loyalty.  

Effective advertisements often blend cognitive and emotional appeals to 
maximize their impact on the audience. Cognitive appeal targets the 
audience's rational thinking by presenting facts, logical arguments, or clear 
benefits, while emotional appeal seeks to evoke feelings that create a 
deeper connection to the brand or product. Recall and recognition are 
distinct yet complementary aspects of memory in this context: recall refers 
to the ability to retrieve information about an ad from memory without 
prompts, indicating a strong, lasting impression. In contrast, recognition 
involves identifying an ad when presented with cues, signifying familiarity 
and often a quick mental association with the brand.  



 

 The element of surprise is another powerful tool in advertising, as it 
disrupts expectations and captures attention, making the ad more 
memorable. Psychological influences such as scarcity, rarity, and 
exclusivity further enhance the ad’s appeal by leveraging the audience's 
fear of missing out or desire for unique experiences. Scarcity implies 
limited availability, encouraging quicker decision-making, while exclusivity 
creates a sense of privilege and enhances the perceived value of the 
product or service. By strategically incorporating these elements, great ads 
can effectively engage, persuade, and influence customer behavior, 
increasing both short-term impact and long-term brand loyalty.  

 

Here's a DIY worksheet for young business leaders to assess and evaluate 
three international brand advertisements. This exercise will help them 
apply their understanding of creative advertising elements such as 
cognitive and emotional appeal, recall vs. recognition, and psychological 
influences like surprise, scarcity, and exclusivity.  

  

  



DIY Ad Assessment Worksheet 
 
Instructions: 
1. Select three advertisements from international brands. These can be from different 
media (TV, online, print, etc.) and industries.  
2. Use the following criteria to rate each ad on a scale of **Good**, **Bad**, **Ugly**, 
or **Whaaat??** based on your initial impression.  
3. For each ad, answer the questions below to delve deeper into the creative aspects 
and effectiveness of the advertisement.  
 
 
#### Ad #1:   
**Brand Name:**    
**Media Type:**    
**Initial Rating:** (Good, Bad, Ugly, Whaaat??)  
 
1. Cognitive and Emotional Appeal 

- What logical or factual elements does the ad use to appeal to the audience’s 
rational side?  

- What emotions does the ad evoke? (e.g., humor, excitement, empathy)  
- Does the emotional appeal complement the product or message? Explain.  

 
2. Recall vs. Recognition   

- How easily do you think the audience will recall this ad without prompts?  
- Is the ad visually or audibly distinctive enough for instant recognition? Explain 

 
3. Psychological Influence Elements 

- Surprise: Does the ad contain unexpected elements that capture attention? 
Describe briefly.  

- Scarcity/Rarity: Does the ad imply limited availability or unique qualities? If yes, 
how?  

- Exclusivity: Does the ad create a sense of privilege or VIP status for using the 
product? Explain.  

 
4. Overall Relevance and Relatability   

- Is the ad’s message relevant to its target audience? Why or why not?  
- Does it contain relatable content or themes that the audience can connect with? 

Give examples.  
 
5. Overall Reaction 

- How did you feel after watching the ad?    
- Would you consider buying the product or service based on this ad? Why or why 

not?  
 

 

  



#### Ad #2:   
**Brand Name:**    
**Media Type:**    
**Initial Rating:** (Good, Bad, Ugly, Whaaat??) 

(Repeat the same questions as above for Ad #2) 

#### Ad #3:   
**Brand Name:**    
**Media Type:**    
**Initial Rating:** (Good, Bad, Ugly, Whaaat??) 

(Repeat the same questions as above for Ad #3) 

Reflection: 

- Which ad did you find the most effective? Why?
- Which ad failed to make an impact? What could be improved?
- How might you apply the creative strategies you observed to your own

advertising or promotional efforts?


