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Introduction/Overview

Å Attendees at the AAF 2010 National Conference were provided the opportunity to share their 

feelings about several topics related to the industry by completing an AdSAM survey that was 

included in conference bags.

Å The survey measured respondentsô feelings about:

ï The current state of the advertising industry

ï The future of the advertising  industry (next 2 ï3 years)

ï Client-agency relationships in todayôs marketplace

ï Social mediaôs current role in advertising and marketing

ï Social mediaôs future role in advertising and marketing

ï Their ability to effectively utilize new technology in their marketing efforts

ï Job security in the advertising industry today

ï The American Advertising Federation (AAF)

Å As incentive to participate in the survey, conference attendees were offered the opportunity to turn 

in a business card, with their completed survey, for the opportunity to win an iPhone.  

ï Thirty-seven surveys were completed 

ï Results should be interpreted as qualitative due to small sample size

Å Respondents represented a cross-section of professionals from various facets of the industry, as 

well as students.

ï Agencies (advertising, communications, public relations)

ï Client companies

ï Media

ï Consultants



AdSAM® Emotional Response Methodology

ČEmotional connections are important components in understanding the brand dynamics and for 

developing the most effective positioning for the brand, particularly across the different audience segments

ČThe emotional connections and drivers are critical to understand, because they are some of the 

strongest drivers of purchase intent and brand loyalty

ČAdSAM® provides a measure of a respondentsô immediate reaction, undiluted by rationalization

ČThe emotional response is an important factor that aids in understanding attitudes, preferences and 

behavior

AdSAM® is a proprietary measure of emotional response used worldwide in market 

research that has been validated over the past 25 years and has been used in both 

qualitative and quantitative research in over 30 countries.  

The non-verbal AdSAM® emotional response measure enables us to understand and 

assess emotional connections, motivators needs and barriers that factor into the market 

environment.  



AdSAM Measure Overview

Å Every emotion consists of three dimensions. 

The nonverbal Self-Assessment Manikin (SAM) 

is used to capture respondentsô immediate 

emotional responses on each of the three 

dimensions:

ïAppeal - measures like/dislike or level of appeal 

(the only true positive/negative dimension)

ïEngagement - measures the level of 

involvement or excitement

ïEmpowerment - measures the level of 

empowerment or control

SAM

Data are run through the AdSAM model and 

results are displayed in several analytic 

deliverables:

ÅAdSAM® Perceptual Maps©

ÅAdSAM® Emotion Groups©

ÅAdSAM®Emotion ProfilesÊ

The two primary factors evaluated in emotional response data are:

ÅThe nature of the feelings evoked - provides insights into emotional connectors, impact, needs, barriers and 

receptivity

ÅThe degree of homogeneity in the responses - provides insights into strength of perception, need or barrier



AdSAM Emotional Response Methodology
MEASURE OVERVIEW: INTERPRETING THE EMOTIONAL SPACE
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Responses are plotted in the Appeal x Engagement emotional space. Level of Empowerment is reflected by the size of 

the response dot (bigger dot = stronger empowerment; smaller dot = lower empowerment). In qualitative studies, 

individual respondent responses are plotted, while in quantitative studies, mean responses are plotted.



Summary of Key Findings
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How do you feel about the current state of the advertising 

industry? 
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How do you feel about the current state of the advertising 

industry?

There is a need to increase confidence about the state of the advertising industry and 

to encourage those within the industry to take ownership in providing positive 

solutions for moving forward

ÅThe current state of the advertising industry elicits 

varied feelings; however, a common characteristic 

is low empowerment.

­ While there is some optimism (surprised, 

amazed, excited, awed), there is not strong 

confidence.

ÅMany are unsettled and somewhat apprehensive 

about the current state of the industry.

ÅA few feel angry and stressed or helpless and 

discouraged.

Predominant feelings:
Embattled, sensitive, conforming, activist, 

anxious, astonished
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How do you feel about job security in the advertising 

industry today? 
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How do you feel about job security in the advertising 

industry today?

In particular, the issue of job security emotionally wears on many, and this 

embattlement and fear can be distracting

ÅFeelings about job security within the industry 

predominantly reflect embattlement, discouragement, 

fear and stress. 

ÅThis is taking it down to a more personal level 

than just feelings about the state of the 

industry; therefore, the impact is stronger.

ÅThe issue of job security is something that emotionally 

wears on some and could in fact be a distraction or a 

motivation deflator. 

ÅHowever, approximately one-quarter of respondents 

feel excited, victorious, exuberant or grateful

about their job security. These people feel a much 

greater sense of empowerment and have a more 

positive outlook.

Predominant feelings:
Sensitive, embattled, contempt, troubled, 

discouraged, distrustful, terrified, stressed
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How do you feel about the future (next 2 - 3 years) of the 

advertising industry? 
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How do you feel about the future (next 2 - 3 years) of the 

advertising industry?

There is more consistent optimism about the future of the industry and an eager 

anticipation that the industry climate will improve 

ÅThere is greater enthusiasm and optimism about 

the future of the industry over the next 2 ï3 years.

ÅThe greater homogeneity and positive motivation in 

feelings reflects a general belief that the state of 

the industry will improve.

ÅHowever, approximately one-quarter express more 

tentative feelings (sensitive, nostalgic, tempted, 

interest, sympathetic), reflecting more of a 

cautious, ñwait and seeò attitude.

ÅA couple of respondents who felt very negatively 

about the current state of the industry remain 

sullen, or even fearful about the future.

Predominant feelings:
Excited, stimulated, amazed, awed


