
Ad campaigns
reimagined

What would classic, pre-internet 
ads look like in the modern, 
multichannel world? 



IntroductIon

Did you ever play ‘you’ve been Tango’d’ in the 
playground? 

Or find yourself relating to Paula Hamilton’s anguish 
that not everything is as reliable as a Volkswagen? 

Maybe when you got your sociology A Level 
someone reassured you if ‘you get an ology, you’re 
a scientist!’ 

Or perhaps you have no idea what we’re talking 
about! 

These examples are all throwbacks to some of the 
most memorable ads on UK TV, from a pre-internet 
era. If you grew up in the UK and are of a certain 
age, you are likely to know that. If not, then you’ve 
probably got your own set of memorable TV ads 
you look back fondly on.

We tend to think of older ad campaigns with 
nostalgia. They triggered an emotional response 
in us; they must have done, in order for us to still 
remember them 30-odd years down the line. 



these ads were affecting, but 
does that mean they were 
effective? 

If we’re reminiscing, we might say that they 
were from ‘a simpler time’. Back then, you 
created a memorable TV ad, bought time 
on the one or two commercial terrestrial 
channels, and maybe reiterated some 
messaging in direct mail, print or outdoor 
display. 

It wasn’t easy, but it certainly wasn’t as 
complex as it is today. TV alone has become 
considerably more complicated, and that’s 
without considering the online, mobile and 
social mediums.

Today, brands need to be smarter. You have 
a vast amount of data at your disposal. 
It presents a challenge - but also a big 
opportunity. 

Great creative still matters, and so does 
making an emotional connection with your 
audience, but the activation differs. You need 
to play out your strategy in an intelligent way, 
using data, innovation and creativity in unison 
to reach and engage your audiences.

old ads. Modern marketing.

In this report we investigate what it might 
take for five of the most memorable UK TV 
ads from a pre-internet age to work today. 
We draw on fresh consumer research into the 
kind of emotional impacts that are most likely 
to lead them to engage with brands. We also 
explore consumer frustrations with modern 
marketing and test which of our favourite 
pre-internet ads are actually the most 
remembered and enjoyed.

Critically, we present insights from data, 
media, content and creative strategists from 
Acxiom and the Starcom Mediavest Group. 
Together, they analysed the consumer 
research results and looked to ‘reimagine’ five 
of UK consumers’ favourite pre-internet ads 
for a multichannel 2015 world. 
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the survey

Acxiom commissioned research with 2,000 
UK consumers to explore their attitudes 
towards ads, what makes them engage 
with advertising, the use of personal data 
by brands, and the effectiveness of today’s 
brands in delivering ad campaigns that 
resonate. 

Respondents were also asked to highlight 
their favourite ads from those listed below:

• Smash (The Aliens) View ad >

• British Telecom (An ology) View ad >

• Yellow Pages (J R Hartley) View ad >

• PG Tips (Chimpanzees) View ad >

• ASDA (ASDA Price) View ad >

• Tango (Orange man) View ad >

• Walkers (Paul Gascoigne crying)  
View ad >

•	Volkswagen (If only everything was  
as reliable as a Golf) View ad >

•	Renault (Nicole & Papa) View ad >

•	British Airways (The World’s  
Favourite Airline) View ad >

•	Honda (Cogs) View ad >

•	Wrigley’s (Man and woman on a bus)   
View ad >

•	Austin Montego (Stunt driver parking  
at work) View ad >

•	The Guardian (A youth pushes an  
OAP, but the ‘full view’ shows he’s   
 protecting her) View ad >

•	Tesco (Dudley Moore’s search  
for chickens) View ad >

the roundtable

The research insights provided the platform 
for a roundtable event, bringing together 
experts in advertising, marketing, data 
and media planning from Acxiom and 
Starcom MediaVest Group (SMG), along with 
moderators, PR experts Wildfire. 

The participants debated the research 
at length, with a focus on the top five 
memorable ads according to the results  
of our survey: 

1. Smash

2. British Telecom

3. Yellow Pages

4. ASDA

5. Volkswagen

Participants were asked whether these ads 
would cut it in today’s multichannel, digital 
world. Was targeting simpler then, compared 
to 2015? Would these ads still be successful 
today? What might these campaigns struggle 
with now in regards to creative approach, 
media planning and strategy? Participants 
were also asked to ‘re-imagine’ what these 
popular ad campaigns might look like today.

This report brings together the output 
from this roundtable discussion, providing 
fresh insights into the challenges – and 
opportunities – facing today’s advertising, 
marketing and media industry. 
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https://www.youtube.com/watch?v=3SAbJjktk7E
https://www.youtube.com/watch?v=a4xCXS_siS8
https://www.youtube.com/watch?v=r2TilNclT8k
https://www.youtube.com/watch?v=59Mg96vu4BM
https://www.youtube.com/watch?v=HgzEBLa3PPk
https://www.youtube.com/watch?v=FKeEix_oPQk
https://www.youtube.com/watch?v=Z8OLuUjXbsI
https://www.youtube.com/watch?v=gKQIUJOr1GA
https://www.youtube.com/watch?v=_ve4M4UsJQo
https://www.youtube.com/watch?v=WgBGDvgYekA
https://www.youtube.com/watch?v=Yxbgm9Bmkzw
https://www.youtube.com/watch?v=-M3AjO1F-vo
https://www.youtube.com/watch?v=TMTx0ZTOaIc
https://www.youtube.com/watch?v=M3bfO1rE7Yg
https://www.youtube.com/watch?v=5uxo-QJD2LY


Participant biographies

chairperson

Matthew robinson robinson, Marketing Manager, Acxiom

co-chairperson

Louise Andrews, Senior Account Director, Wildfire PR

Ian McKee, Account Director, Wildfire PR

Acxiom

Jed Mole, European Marketing Director

natalia Brady, Digital Account Manager 

thaer namruti, European Strategy Director

Mark Arnold, Strategic Planning Consultant

Starcom Mediavest Group

Jim Kite, Strategic Development Director

Paola Plaza, Associate Director, Digital Performance + DOT 

tini Sevak, VP Business Integration 

Verity Messett, Content Director
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https://twitter.com/jim_smg
https://www.linkedin.com/pub/paola-plaza/13/47b/1b4
https://uk.linkedin.com/pub/tini-sevak/27/8b6/580
https://www.linkedin.com/in/verityhosken
https://twitter.com/missverityfine


Before considering exactly how the famous ads of yesteryear could be reimagined, our 
roundtable discussed the key factors that make for a successful ad in 2015, based on the 
findings of our consumer research.

Four key points emerged, which marketers would do well to bear in mind: 

1 IntELLIGEnt EMotIonAL connEctIonS ArE 
VItAL In A BrAnd-fAtIGuEd WorLd

Brands have been inclined to move away 
from broad messaging. With the fast-paced 
nature of modern life and the increased 
digitisation of both our media consumption 
and our buying behaviour, the focus of 
marketing and advertising has shifted to 
providing solid return on investment (ROI). 

The marketer can now reach consumers 
across a number of touch points and as 
such their craft must now be targeted, 
measureable and provide a propensity to 
purchase. 

It’s a tough task. Almost a third (30%) of our 
survey respondents stated they don’t think 
anything would make them positively respond 
to an ad. The marketer of 2015 clearly has a 
mountain to climb…  

Brand fatigue

Compounding the issue is an agreement that 
the consumer is brand-fatigued. With so many 
ads and marketing messages presented on 
a regular basis, consumers have diverged 
their mind-set from interacting emotionally 
with brands. They have, to a certain extent, 
become numb to many marketing messages. 

“People are losing faith in politicians, the 
world and now brands. There is a natural 
barrier there for us to overcome. It’s a  
matter of fatigue. The consumer is tired of 
being bombarded.”
     
Jim Kite, Strategic Development Director, 
SMG

The marketer of 2015 needs to re-engage 
and re-build the trust they’ve lost with the 
consumer. But breaking that natural barrier 
can be a challenge. The consumer is a cynic, 
and who can blame them? If the consumer 
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really did have no advertising filtration system 
they would be inclined to purchase every time 
they saw an ad - and their pockets would 
empty fast. 

The marketer of 2015 needs to cut through 
the noise filling up the ad space and reach 
the consumer by breaking the barrier and 
intelligently re-energising the relationship.

To overcome this inherent cynicism, marketers 
have to work harder to appeal to their 
consumers. Injecting emotion into advertising 
to evoke a response is vital to facilitate 
appeal and many brands, both young and old, 
have understood this and benefit from an 
association though emotion.  

But does it really translate into sales? Can 
tugging at the consumer’s heartstrings also 
tug at his or her purse strings? Well, yes, and 
there are plenty of examples where this is 
done well.

We can’t deny that the most successful ads 
are those that have the power to evoke 
an emotional response for the consumer. 
Indeed, the feelings captured by a brand 
are an essential element of its associations, 
and highly likely to influence the chances of 
the brand being considered in the purchase 
process. 

Yet achieving this can be hard. Out consumer 
research highlights that ‘making me laugh’ is 
a key emotional reaction. However, humour in 
particular, can be tricky to get right. With the 
ads we’ve selected for analysis, there was a 
universal element akin to all of them – appeal 
across the board. The British Telecom ads, for 
example, are known and loved by the nation 
because they have the power to resonate 
across generations and genders. 

Jim Kite commented on the BT ad, stating: 
“It was very clever humour. Make no 
mistake, someone thought long and hard 
about that.”

Moving from emotion to action

What constitutes an emotional response in 
2015 is a very different matter, however. It is 
not enough to laugh or cry at an ad any more. 
Marketers are looking for engagement, Likes 
on Facebook, re-tweets on Twitter, video 
views on YouTube. A physical, measureable 
action is required to prove the success of the 
campaign and demonstrate the consumer is 
‘buying in’. 

But is the marketer asking too much?

Consumers don’t want to be ‘called to action’. 
They want to be spoken to on a personal 
and engaging level. That’s how emotional 
connections can be achieved, but even where 
this is the case does it really lead to buying 
behaviour? 

“Laughter, for example, makes an ad 
memorable, but I don’t think it would 
necessarily result in a guaranteed  
purchase.” 

Mark Arnold, Strategic Planning Consultant, 
Acxiom
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The group also noted that in the creative ‘mad 
men’ agency days of yesteryear, the premier 
rule was ‘sex sells’. But brands nowadays 
need to tread carefully and create a more 
complex appeal without causing outrage or 
offence, or typecasting into a particular mode 
of advertising. 

Perhaps sex as a pathway to purchase 
is cyclical and we’re at a stage where its 
relevance is dwindling? There was a sense 
within the group that it can cheapen a brand 
and fails in some cases to conjure a deep 
enough emotional response. Sex, at the 
moment, simply isn’t intelligent enough to 
appeal. 

Having knowledge of how consumers react to 
advertising is vital in order to market to them 
effectively. The marketer of 2015 is not short 
of consumer data and therefore needs to 
understand what the consumer is looking for, 
what makes him or her tick, and how to cut 
through. 

KEy tAKEAWAyS: 

•	 Consumers	are	‘brand	fatigued’	and		 	
 cynical of marketing messages

•	 Creating	an	emotional	impact	 
 continues to be important, but it also 
 continues to be difficult to achieve

•	 Leveraging	simple	emotions	has	 
 been overdone and marketers need  
 to notch  up the sophistication of  
 their ads’ emotional appeal
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Marketers need to think carefully about what 
kind of reaction they are trying to elicit from 
the consumer. Often, an emotional connection 
is needed before a rational decision to 
purchase is made, but what differentiates the 
ads of today from those of decades ago is 
that the old ‘cut through at any cost’ approach 
simply doesn’t work anymore. 

With charities, for example, gritty imagery 
of tragedy no longer does the trick, at least 
not like it once did. Consumers now resent 
being preached at, or being made to feel 
guilty. Today, prescriptive marketing will fall 
short. There was a strong feeling among 
our roundtable attendees that, in 2015, 
good advertising appeals to humans, not 
demographics, and speaks to everyone on  
a personal level. 

The consumer is looking for more than 
an appeal to their basic emotions. This 
approach simply won’t resonate. Instead, 
content should appeal emotionally on a more 
personalised level, or communicate a feeling 
of authenticity.

Brands need ‘authentic’ 
content

There is a groundswell of the audience  
self-publishing. I remember seeing a story  
go viral about a child losing a teddy bear  
on a London to Edinburgh train. The bear  
was eventually returned via social media. 
People have an affinity with this kind of 
authentic content. It’s about exposing the 
consumer to this.”  

Verity Messett, Content Director,  
Starcom MediaVest

The ability to curate organic and authentic 
content is a vital tool in the arsenal of 
marketers in 2015. Today’s cynical consumers 
know when they are being co-opted. 

Successful organic content goes viral because 
of peer preference. It is preferred because it 
‘feels authentic’ and has gained attention in a 
natural way, as if it has been put out into the 
world without expectation, devoid of ROI. This 
type of content lies in stark contrast to the 
‘neon’ prescriptive marketing more typical in 
the past.

According to our research, only 16% of 
respondents have seen an ad online, based 
on a previous search, which has influenced 
them to make a purchase. 

2 ‘undErStAndInG conSuMEr 
rEActIon’ 101



There is a caveat to add to this in that the 
nature of brand affinity is largely unconscious. 
There will be a difference between how often 
consumers say advertising has influenced 
them and how often it actually has. 

We can’t know for certain how big that gap 
is, but what we do know is that emotional 
advertising has the power to influence the 
way consumers feel about certain brands 
and ideas. And with multiple customer touch 
points and an ever-more complex buying 
journey, the link between advertising and 
purchase is no longer as clear. 

The recommendation for marketers is 
to approach their craft in the same way.  
Create equally appealing content, organic in 
nature, with the power to converge with the 
consumer, but still have a clear call to action.

The research shows that people typically 
prefer to purchase from brands they 
know and trust. But over a third (37%) of 
respondents said they wouldn’t be happy if 
brands used what they know about them to 
send better and more relevant marketing  
and offers. 

Yet, the feeling of the roundtable is a general 
reluctance to educate consumers on the 
details of how personalisation and retargeting 
works. Clearly the consumer is much more 
likely to respond to targeted, relevant 
advertising. But do they really care about the 
process that achieves this end? 

“Consumers will not appreciate 
personalisation, they’ll appreciate the result, 
such as a better experience, something that 
resonates with them.”  

thaer namruti, European Strategy Director, 
Acxiom

Brands must use personalisation to focus 
on delivering better experiences. However, 
Paola Plaza, Associate Director – Digital 
Performance + DOT, SMG, commented, “at the 
same time it’s important to balance this with 
making sure consumers know that marketers 
are being respectful to the consumer’s 
sensitivities on this subject and aren’t crossing 
the line” (with regards to the provision and 
use of personal data). 

A balance must be achieved here between 
better experiences and transparency. Most 
of the time, consumers don’t care about the 
process, but brands must act sensitively and 
be transparent about their use of data in 
personalisation.

KEy tAKEAWAyS: 

•	 Successful	organic	content	goes	viral			
  because of consumer preference. It  
  is preferred because it feels authentic  
  and connects

•	 Consumers,	and	millennials	in	 
  particular, are looking to be engaged  
  with on a ‘human’ level

•	 Not	every	consumer	may	appreciate		 	
  personalisation, but it is still important  
  to provide a joined-up brand  
  experience.
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It seems clear, from the opinion of our panel, 
that the average consumer is not aware of 
personalisation, how it happens, and what 
marketers do with their data. 

Personalisation could mean anything such as 
knowing what device a consumer is buying 
on, where they are located, or the car they 
have recently purchased.

The vital point of personalisation is 
understanding how to interact with the 
consumer in a timely fashion. Sending out 
a barrage of relevant marketing messages 
doesn’t work – marketers need to work 
out whether the consumer is ready for the 
message and is at the right place in their 
journey. 

“The age of the big ad, the ‘big splash’, is 
arguably over. Marketing is now about  
the small moments of truth, taking the 
customer on micro journeys across a  
number of touch points.”  

Jed Mole, European Marketing Director, 
Acxiom

Marketers need to understand that the 
consumer operates across a number of touch 
points, from social to mobile, and increasingly 
expects a tightly knit brand experience. 
In order to provide the experience that 
consumers expect, personalisation is required 
- otherwise a brand risks causing frustration 
and appearing as schizophrenic. 

According to our research, 51% of uK 
consumers said they would be frustrated if 

they saw different offers/messages from the 
same brand across multiple channels (e.g. 
the offers/messages the brand conveyed 
via email were not consistent with those 
conveyed on TV).

The feeling of some marketers is that 
consumers are polarised into two camps: 
the millennials and the ‘older generations’. 
However, there is an understanding that 
the multichannel space is evolving to see 
the digital habits of the older and millennial 
generations converge. 

• The millennial - Generally looking 
for relevant advertising, has limited 
understanding of personalisation, but 
is looking for a streamlined experience 
across all brand touch points. Indeed, some 
members are hypersensitive to advertising 
and experience the fatigue mentioned 
earlier. 

 
• The older generation – Naïve to the 

details of modern advertising, does not 
understand personalisation.

“I don’t think the consumer is ‘front-of-mind’ 
aware of the level of personalisation that 
occurs. In recent research polling purchase 
levels made as a result of branded email, 
44% of respondents said they had made a 
purchase as a result. This is still advertising, 
but are consumers aware of it? It is  
therefore more about the consumer 
perception of personalisation than ours?”  

Thaer Namruti – European Strategy Director, 
Acxiom

3 PErSonALISAtIon: tHE AGE of tHE 
BIG SPLASH IS oVEr



Whether savvy millennial or otherwise, the 
consumer still doesn’t understand the value 
of their data both in terms of the value it 
could drive and the value it is already driving 
to them; and it is not necessarily fair to allow 
marketers to put a value on it either. 

For example, is divulging your spouse’s date 
of birth worth an upgrade on a flight to 
America or a latte? 

This could be because consumers strike a 
‘don’t call us, we’ll call you’ approach. Their 
perception is that they’re already bombarded 
with advertising. It is unsurprising, perhaps, 
that they do not encourage more advertising 
into their lives and will only engage with a 
brand when they’re ready to purchase. 

However, this can create a vicious cycle for 
the marketer who is then unable to draw 
a consumer in, resulting in a nature of 
diminishing returns. Furthermore, marketers 
agree that this approach isn’t necessarily in 
the consumer’s best interests and that they 
could be missing out on a really persuasive 
offer by opting out of the marketing process, 
only picking up with a brand when they are 
ready to make a purchase. 

Marketers need to re-address this balance. 
Our research has proven that half of UK 
consumers are looking for personalised 
messages. Yet when consumers opt out of 
the advertising process, brand reputations 
risk being damaged for the consumer who, 
instead of being served with no ads, will still 
get many – they just won’t be as relevant. 

“Most consumers would volunteer pretty 
much any data if there was a chance of 
a flight upgrade, for example. What if the 
airline’s only willing to do that if they have 
enough information about you? There’s a 
value exchange there that’s worth it for  
both parties.” 

Jed Mole, European Marketing Director, 
Acxiom

It is the marketer’s responsibility to now step 
up and make personalisation work for the 
masses. We can’t realistically hope to get 
100% perfectly relevant messages all of the 
time, but we can aim to achieve a standard 
many levels higher than purely random; 
random being less beneficial for the consumer 
and the brand.

KEy tAKEAWAyS: 

•	 The	age	of	the	big	ad	-	the	‘big	splash’		
  - is largely over. Marketing is now   
  more about the small moments   
  of truth, taking the customer on   
  micro journeys across a number of  
  touch points

•	 The	average	consumer	is	not	fully	 
  aware of personalisation, how it   
  happens, and what marketers do  
  with the data.
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4 AcHIEVInG cut-tHrouGH AcroSS 
MuLtIPLE cHAnnELS

The fact is, consumers of every generation 
are increasingly using multiple platforms. As 
such, advertisers need to evolve and ensure 
they deliver an omnichannel approach to their 
communications. 

Cross-platform behaviour is often considered 
as being associated with millennials. This 
young, tech-savvy demographic group of 
digital natives is known for using multiple 
platforms to connect with brands, research, 
and shop for products. 

But marketers need to remember that 
millennials aren’t the only demographic 
driving omnichannel and there is an 
increasing number of Gen X members 
converging with the digital space. 

According to our research, only 17% of uK 
consumers disagreed with the fact they 
rarely see ads relevant to them online. The 
remaining 83% suggests that the number of 
personalised ads online is on the up - and 
that consumers are aware of them.

Marketers need to create a 
unified ‘brand world’

Any cut-through has to occur across all 
channels. As we have mentioned, the 
‘big idea/creative’ ads feel authentic and 
speak to consumers on a more personal level 
than hyper-targeted ads are able to. But even 
the big splash ads need to be connected and 
combine all touch points across all devices 
in order to meaningfully influence today’s 
consumer.

This must also include the in-store experience, 
for those companies in retail. Having 
mismatched messaging or branding across 
different touch points only serves to confuse 
the consumer. 

“Tech enables brand consistency. Brands 
failing to match their experiences really  
have no excuse.”
     
Mark Arnold, Strategic Planning Consultant, 
Acxiom

Thaer Namruti noted, “across multiple 
channels, consistency needs to be threaded 
through; this is a fundamental part of success. 
Marketers need to ensure they’re providing 
one single experience, not separate ones for 
TV, radio and online. Any less, and people 
won’t engage with your brand.”

Make your multichannel 
content navigable and 
discoverable

Indeed, it is the opinion of the roundtable 
that marketers and advertisers need to strive 
to create a ‘brand world’ where consumers 
shouldn’t have to put in too much effort 
to experience what you have to offer. 
Furthermore, the multichannel maze can  
be equally as complex for the consumer as 
the marketer. 



Too often, fragmentation in the media 
means that content sits all over the place, 
yet allowing the consumer to navigate your 
media is crucial. Indeed, marketers need to 
strive to ensure their brand messaging is as 
discoverable as possible. By hiding it away 
behind a complex labyrinth of website pages, 
content and display ads, the right people 
aren’t going to see it and you may as well not 
have spent the money creating it. 

KEy tAKEAWAyS:

•	 Marketers	need	to	keep	consistent		 	
 messaging and a unified brand ‘world’  
 across all channels to create the right  
 impression and greatest impact

•	 Marketers	need	to	ensure	their	 
 content is navigable from one  
 touchpoint to another.

Ad cAMPAIGnS rEIMAGInEd 14

rESEArcH AnALySIS



Ad cAMPAIGnS rEIMAGInEd 

tHE AdS, rEIMAGInEd

We tasked our group of marketing and media 
experts to re-imagine the top five ads, identified 
through our consumer research. With a vast amount 
of data and multiple channels at their finger-tips, 
how could these popular creatives replicate the 
success of yesteryear in 2015? 

Great creative still matters, as does making an 
emotional connection with your audience. Yet it is 
clear that, today, brands need to do much more and 
combine intelligence, data and innovation to reach 
and engage audiences, and make them take action. 

15

5



Launched in the late 70s, the Smash martians 
featured in the ads for this easy-to-make 
mashed potato until the early 80s. taglined 
‘for mash get Smash’, puppet aliens sit at 
a table on their spaceship eating Smash, 
laughing at the foolish humans who are 
spending time peeling and boiling potatoes. 

The humorous ads had a sci-fi theme that 
tapped into the culture of the moment, at a 
time when movies including Star Wars and 
2001: A Space Odyssey were released. Yet 
they also convey the socio-economic trends 
of the day. More women were going out 
to work and speed and convenience were 
appealing for those who had to juggle a job 
and family. Smash was a futuristic product – 
an advanced species would have long ditched 
the potato peeler. 

“It was a period of people saying ‘you 
shouldn’t have to make your own food. E.T. 
doesn’t do that so neither should you’.” 

Jim Kite

the creative reimagined 

Like the world of advertising, the world of 
food has moved on considerably. The 1970s 
saw the ‘birth’ of convenience food, but 
today it’s no longer a novelty and issues like 
healthiness have more focus. 

“Convenience today isn’t important for 
everybody, but we can recognise who 
convenience is important for and can target 
them. The Smash ad is not particularly health 
conscious and society now is.” – Mark Arnold

The roundtable agreed the reimagined 
creative would still focus on this core product 
benefit, so discussions focused on what this 
would look like now.

“Smash puts a value on time. Would you 
rather be over the sink peeling potatoes? 
What is the value of that time lost?” 

tini Sevak

With the novelty of sci-fi somewhat 
diminished, to be relevant today this ad had 
to show the value of the time reclaimed by 
using the product. 

This product needed to be targeted at those 
people for who time saving is a big priority. 
Given the possibilities to segment audiences, 
a creative with more individually-developed 
characters was imagined. For example, a 
busy parent, a young professional couple, 
a student. These would all have their own 
version of the ad, with the focus is how the 
product fits their character’s lifestyle.
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the media reimagined

These multiple versions of the ad creative 
enable the message to be targeted by 
demographic, and promoting videos online 
via Facebook and YouTube were highlighted. 

“People are going to YouTube and seeing 
celebrity chefs using certain ingredients and 
thinking ‘it must be good’.” – Natalia Brady 

What’s more, today, if you’re advertising 
instant mashed potato you can get instant 
feedback on your ad.

“Brand communications are two way now. 
Within an hour, a thousand people will  
happily tell you what they think of your 
advert.” – 

Verity Messett 

For this reason, sampling was suggested. 
What better way to convince people the 
product is a time saver and better than more 
labour-intensive options than to let them 
find out for themselves? While there would 
be an offline element to this, audiences of 
the creative video can be encouraged to sign 
up to get their free sample. If the product 
experience matched up to the promise in the 
advertising, this could be publically validated 
through open online feedback. 

concLuSIon 

Launching a convenience food in 2015 is a 
very different challenge to how it was done  
in the 70s. What was a bright new future 
is now a crowded market of products, 
sometimes frowned upon for prioritising 
speed over nutrition. Convenience is still 
important to many people though,  
so today it’s a case of being clever about  
how you reach those people and overcome 
that scepticism.

View ad >

https://www.youtube.com/watch?v=3SAbJjktk7E


Launched in 1987, this ad featuring Maureen 
Lipman is the most famous of a series in 
which she played Mrs Beattie Bellman. In 
this particular ad she tells her grandson over 
the phone that if he’s got an ology, he’s ‘a 
scientist!’, when consoling him about his poor 
exam results.

The group agreed there were a few 
considerations to take into account when 
looking at how this ad might work in 2015. 
The first is that in 1987 British Telecom had 
only recently been privatised (in 1984) and 
still operated a monopoly in the UK telecoms 
market, as indicated in the strapline of this 
ad: ‘it’s you we answer to’. The purpose 
of this ad was not to get people to switch 
service provider, as it might be today, but to 
build brand affinity and get people to use the 
phone more.

The second is simply the nature of telecoms. 
Telecoms providers, including BT (as it is now 
branded), are no longer just selling a landline 
phone service. There’s an expanding market 
for broadband, TV and mobile, and myriad 
ways to talk to each other. 

the creative reimagined 

The ology TV spot was a prime example of 
an ad that successfully instilled an emotional 
connection in the consumer. The characters 
are easy to relate to and the dialogue 
funny enough to have become a common 
catchphrase that still resonates with people 
more than 25 years later.

“It’s about the difference the product makes 
to the consumer’s life rather than the  
product itself. BT has always been very  
good at that.” 

Jed Mole

So the question is, with all the complexity of 
today’s telecoms market, would we still make 
this ad focus on human connections and not 
the product as a utility?

“If you look at Relish Broadband’s ads, their 
appeal is convenience as they’ll set it up  
next day without needing to come to your 
home and install. Providers like these are 
moving more towards telecoms as a utility.”

natalia Brady 

What BT’s strength continues to be in 2015, 
however, is its brand heritage. While telecoms 
is becoming utilitarian, BT needs to play on 
its positioning as ‘the people’s utility’. To do 
that, harking back to its public past, showing 
people not devices, and using humour and 
emotions, makes sense.
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“BT’s position should be that data and 
telecoms is a commodity service. But they 
mustn’t get into the mire of fighting on  
price. They have a brand and a heritage  
that has to elevate above that.” 

Jim Kite

For this reason, the core of the creative 
may not change today, except that in our 
reimagined ad the grandson Anthony 
probably wouldn’t use a landline. He would 
video call his gran, or text, or send a Facebook 
message - but the essence of the message 
and the humour would be the same. 

the media reimagined 

The media strategy is where this ad gets 
more complex in 2015. As mentioned, it 
was part of a series, where characters were 
developed. This particular spot was replayed 
and became famous because it struck a 
chord, but in 2015 you would not need to be 
restricted by the time you have paid for on 
terrestrial TV. 

“How this would be approached today is  
that rather than a series it would be a 
storytelling platform, with developing  
content and feedback and not one piece  
of creative to create a family of stories.”

Verity Messett

The strategy would have to be multichannel, 
to demonstrate BT’s own multichannel 
service and the effort it is putting in to 
make communication easy. The character 
stories would be told out across social media 
channels or an online video. Why not also 
create an app, where you can have your  
own conversation with an artificially 
intelligent Mrs Beattie?

concLuSIon

Over the years, BT has continued to make 
its advertising creative and focused around 
human connections. Once you break it down 
it’s easy to see why. The ‘you got an ology’ ad 
is testament to how, while technology might 
change and adapt over the years, human 
connections do not.

View ad >

https://www.youtube.com/watch?v=a4xCXS_siS8


J.r. Hartley is the name of the famous 
character in this hugely popular ad promoting 
the yellow Pages, first shown in 1983. the 
campaign features a fictitious author who 
earnestly searches a succession of bookshops 
for his own book on fly-fishing, which is out 
of print.

However, with the help of his daughter and 
the Yellow Pages, J. R. Hartley traces a copy 
over the phone, modestly revealing his 
identity as the author. The ad actually saw a 
digital-era re-fresh as ‘Yell’ in 2011, featuring 
a retired ‘DJ Day V’ hunting for his old dance 
record.

Prior to the airing of this ad, the Yellow Pages 
was generally perceived as a directory – 
used mainly for distress and emergency 
needs. Nobody considered it as a leisure and 
pleasure guide, or capable of assisting with 
problem solving. The J.R. Hartley ad solved 
this, capturing the nation with its warmth 
and charm, and demonstrating the service as 
having capability beyond the expected.

In Britain’s 2,000 “Greatest TV Ads” poll, the 
ad was voted as the nation’s 13th favourite. 

the creative reimagined 

Much like everything else, the world has 
moved on a great deal since the release of 
this ad in 1983. Where this period focused on 
the advent of pleasure and convenience, time 
has become increasingly precious and in 2015 
speed is paramount. 

Yellow Pages has since seen a rebrand to 
‘Yell’ - a clear response to the changing nature 
of the business. Once a heavy, thick, printed 
directory, in today’s modern era Yell is now 
almost solely usable online and in app form.

“The Yellow Pages needs to be about  
the discoverability of content in 2015 – a 
solution to the things that are normally  
hard to find.” 

Jed Mole

With so much content out there claiming to 
be ‘helpful’, the Yellow Pages can compete 
by demonstrating its product is clear, reliable 
and easily ‘discoverable’. The roundtable took 
special note of this ad’s ability to provide a 
‘shhh’ moment. A window that encouraged 
viewers to sit quietly and listen, in an 
otherwise frantic world. It was a notable ‘plus 
point’ that our experts were keen to retain 
from a creative point of view.
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the media reimagined 

The roundtable still felt the medium of TV 
would be ideal for this ad in 2015. By retaining 
its quiet appeal, the roundtable noted a 
reimagined ad would be most effective when 
following a raucous or exciting programme, 
such as the FA Cup final, or a much louder and 
energetic ad. 

By using the silence in this way, it would be 
possible to capture people’s attention among 
an otherwise noisy and packed ad space. 

“Car ads do the ‘no sound’ thing all the  
time. It grabs your attention because it’s  
so quiet.”  

tini Sevak 

concLuSIon

The Yellow Pages ad has demonstrated 
its relevance across the generations and 
its ‘quiet moment’ format still appeals 
to marketers and consumers alike. The 
roundtable has noted how this ad has 
given itself the rare ability of producing a 
captivating silence to the masses and this is 
something that needs to be retained. 

View ad >

https://www.youtube.com/watch?v=r2TilNclT8k


Showcasing the iconic Hattie Jacques, this ad 
first aired in 1980 and included the popular 
‘pocket slapping’ and ‘that’s ASdA price’ 
phrase that has come to typify ASdA ads  
ever since. 

ASDA has, until recently, had an affinity with 
celebrity ambassadors. The ad we analysed 
features Hattie as a lollipop lady, confused 
as to how her friend can afford new kitchen 
appliances - and indeed how the children in 
the town can afford so much food for their 
scout camp.

Clearly (and as the ad reveals), the solution 
to this conundrum is that the children are 
purchasing good value food, meaning they 
can enjoy more of it. Hattie’s friend saves 
money by shopping at ASDA, enabling her to 
afford better household appliances.

the creative reimagined 

Not a huge amount has changed since 1980 in 
terms of the consumer expectation of getting 
the most ‘bang for their buck’. But clearly, 
when reimagining the creative side of this ad, 
the societal trends of the day certainly come 
into play. 

ASDA is the champion of the weekly shop and 
this is what differentiates it from the other 
top supermarkets, such as Sainsbury and 
Tesco. Our experts believe this is an important 
element from yesteryear that should be 
retained in any ads today. 

“There is a high value exchange that comes 
from supermarkets and data. Consumers 
want something tangible back, but rarely 
perceive that they get it.”

thaer namruti

The roundtable believed that it may have 
been a mistake to do away with celebrity 
endorsement in 2008, noting that Waitrose 
has had success with Delia Smith, Michelle 
Roux Jr. and Heston Blumenthal. Sainsbury’s 
has also approached its ads in the same way, 
using the ‘people’s chef’, Jamie Oliver, to assist 
the nation with preparing meals for under a 
fiver. 

However, the overriding creative point was 
that the marketers believe supermarkets 
need to use consumer data to have an 
increased local appeal. As the champion of 
the ‘big shop’, ASDA can facilitate this best. 

the media reimagined 

There is a feeling that ASDA, and indeed 
supermarkets in general, needs to move 
away from TV as the sole medium of choice. 
In order to target consumers effectively, 
supermarkets need to be able to get their 
offers into the hands of the consumer at the 
critical points of their decision making process. 

Geo-location data is really important in this 
sense. The ability to be able to pinpoint the 
consumer using mobile app technology, 
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View ad >

identifying his or her location in reference to 
a local store, or even within the supermarket 
itself, could mean the difference between a 
customer with lifetime value, or not.  

concLuSIon

As one of the classic supermarkets, ASDA 
needs to learn how to use the content it 
creates to support its sales targets in an 
improved manner. There is a sense that, in 
its current guise, the ASDA advertising is 
ineffective and could be put to better use 
by being targeted to consumers on a more 
personal level. 

The suggestion at the roundtable was to 
develop ASDA’s existing app to support a 
robust geo-location functionality. Diverging 
itself from the typical and cliché loyalty card, 
ASDA has an opportunity to re-address the 
consumer / supermarket value exchange  
and compete on more than price. 

https://www.youtube.com/watch?v=FKeEix_oPQk


English model Paula Hamilton appeared in 
this classic 1987 Mk II Volkswagen Golf tV ad 
named “changes”, sound-tracked by the song 
of the same name by Alan Price.

Featuring Hamilton as a jilted lover leaving 
her home, presumably following a break up, 
she removes a number of expensive-looking 
trinkets from her person while on the way to 
her car. She reposts her ring back through  
the letterbox, rips the pearls off her neck, 
tosses a brooch aside and finally removes her 
mink jacket.
 
She goes to throw her car keys in the gutter 
but stops. She thinks twice and pockets the 
keys. Why? She has a Volkswagen, of course!

The ad’s popularity may have had something 
to do with the fact it was directed by iconic 
photographer, David Bailey. However, crucially, 
this ad has been noted as representing a key 
societal shift, standing as a sign that feminism 
had finally reached the ad men.

the creative reimagined 

While it’s a tough call to look to improve 
something that has already proven its 
popularity, this ad saw success with its strong 
sense of empowerment and this is something 
the roundtable was keen to explore. 

“This one is fascinating, and originally based 
on women taking more control of their  
lives. Urban women at the time would have 
related to that. But, it’s saying ‘forget the 
women things, the trinkets. This is what 
defines you’.” 

Jim Kite

Deciding that the reimagined creative would 
still retain the idea that a VW Golf is a defining 
feature of any consumer’s life, the roundtable 
suggested delving more into the narrative 
and telling more of a story, with the possibility 
of exploring new characters across multiple 
touch points. 

the media reimagined 

Our experts looked to expand this storytelling 
online. A video could be created to play out 
on social media, for example, showing the 
male’s reaction to his lover leaving, extending 
the creative to something the consumer can 
buy into on a more emotional level. 

Following Hamilton to where she drives 
to once she has left her home would also 
extend the current storyline.
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“Developing this beyond the initial storyline 
provides plenty of collateral to be shared 
across social media, for example. It can 
breathe more life into a campaign that’s,  
at present, possibly too linear for a 
multichannel world.”

tini Sevak

concLuSIon

While some of the themes of the VW ad 
are still relevant today, the opportunities to 
expand the story have grown immensely. If 
this was played out in 2015 there could be  
any number of iterations and glimpses into 
the narrative, executed across multiple 
channels. 

View ad >

https://www.youtube.com/watch?v=gKQIUJOr1GA


10 KEy tAKEAWAyS

Having analysed our consumer research and applied 
our experts to reimagine the top ads of the past, 
what are the key outtakes?

Emotion affects rational buying decisions
Over a third of consumers say they are more likely to buy from a brand that has appealed to them 
emotionally. The real figure may be higher than that this, however, if you take into account how 
willing we are to admit to ourselves that ads can be effective. 

Tini Sevak summed this up nicely, explaining, “When I moved to the UK from the States, I had no 
brand affinities. But then I found myself buying Radox shower gel because they sponsored my 
favourite American TV show, Friends.” 

We probably can’t rationalise the true impact that emotional connections in advertising have on 
buying decisions, but it is certain that they do. 

the tools are there to create emotional impact
The good news is that in 2015 there are more tools available at your disposal for achieving 
emotional impact. Data can tell you what your consumers care about, and give you a constant 
feedback loop to tell you what’s working. Social, digital and mobile channels allow you to reach 
consumers more easily, and in a way that is in the context of their daily lives.

talk with, not to, consumers
Media is now a two way street. Your customers are content creators, not just consumers. They 
expect to be able to give their opinion, and they expect you as a brand to listen. See this as an 
opportunity to mould creative that drives conversation and execute it in a way that keeps that 
helpful feedback loop open. Then use that data to keep improving.

Self-publishing has an impact
The vast majority of online content is no longer professionally created and published by a brand 
or media. It’s self-published and user generated. This has an additional impact on the intelligence 
you can glean around how consumers feel about your brand, but it also instils more cynicism about 
marketing messages. When we see real stories being played out over social media on a daily basis 
we become less receptive to those that come with an agenda of wanting to sell you something. 

overcome consumer cynicism 

One of the major challenges of advertising in 2015 is a cynical audience, one that is savvy to 
marketing messages. If you create and curate authentic content, with complex messages that aim 
for complex emotional reactions, you should be able to avoid this. 
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10 KEy tAKEAWAyS

Avoid simple emotional reactions
If you’re trying to create conversation, you need a bit of complexity. Don’t talk down to your 
customers or underestimate their capability to have complex emotional reactions.

don’t mistake memorability for success
The ad that was perhaps most challenging to reimagine was ASDA. The reason for this was that 
rather than use humour or sentiment, it was designed for a more basic reaction – ‘remember the 
jingle’. It worked at the time, as indicated by the ad’s sustained memorability, but while it was one 
of the most remembered it was among the least enjoyed in our research. A memorable jingle 
alone is not going to cut it in a modern media landscape.

Personalisation is an end not a means
Consumers won’t tell you they care if content is personalised for them, but if it is personalised 
they’ll notice the result. Data can help you achieve small moments of truth, targeting right down to 
an individual level to take your customer on micro journeys with clever creative. 

Appreciate the old channels and techniques
Of course the old advertising channels have not totally lost their impact. A big, impactful TV spot 
can still be the cornerstone of a great marketing campaign. Now it is more a case of understanding 
how that works in the bigger picture, and ensuring you are replicating the messages you use there 
on other channels.

data has a role in emotional impact
Data and emotion seem like opposing energies - one rational, one non-rational. But data has a 
huge part to play in achieving emotional impact. Data is the lifeblood of so much of what we have 
talked about in this report: personalisation, moments of truth, customer feedback loops. If you can 
harness the right data you will be equipped to achieve emotional resonance with your customers.    
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It’s often said that people buy from people. But if you’re a brand 
and you’re trying to reach millions of people, the challenge 
becomes how to replicate, as far as possible, that positive 
personal touch. the research and discussions show us a number 
of key themes, all evidenced in the key takeaways. 

It is clear that a human, emotional connection is important in 
creating a successful campaign and that can be approached from 
a number of angles, from tugging at the heartstrings with the 
elderly man in the Yellow Pages ad to Smash’s metal aliens. In 
short, great creative still counts. Though today it’s more likely that 
great creative will have to support an ongoing story as an over-
arching theme. 

The other side of the equation is the audience. For the message 
or creative to work, it needs to reach the right people in the right 
places and, of course, at the right time. 

This means data. Only data can identify the kind of audiences 
the great ads reached. Only data can offer the insights necessary 
to tailor messages and offers to what brands and customers 
expect today. And only data connected across the myriad of 
media, channels and devices can deliver the great creative in a 
consistent, relevant manner. 

People buy from people and great creative still matters, but 
mastering data and technology is essential in ensuring brands 
identify, understand, connect and resonate with real people 
today.

Jed Mole, European Marketing Director, 
Acxiom
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