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Be helpful in the message that you deliver – before planning any 
campaign, put yourself in your audience’s shoes

Aim to spark a two-way dialogue, and use storytelling for the basis 
of your conversation

Use technology to build an extensible campaign, so that you can 
build a lasting relationship across multiple platforms

To build a successful 
advertising campaign, 
you need to do three 
things (ACT):

ADD VALUE

CREATE ACTION

TINKER YOUR WAY TO GROWTH

Follow these 3 simple steps (and answer 
a total of 9 simple questions) to structure 
around your stream of consciousness ideas.
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1. What’s keeping my audience up at night? How can 
my company help?

2. What media is your target audience consuming? 
What are their favourite TV shows, movies, books, 
artists and blogs?

3. What emotional experiences are your audience 
most receptive to and what will facilitate the 
strongest and most authentic connection with your 
brand? 

 
Ask as many questions as you’d like. The point is that 
you want to get into your target audience’s minds and 
learn what they care about to build empathy.

Before thinking through your 
creative direction, fall in love with 
the market problem that you’re 
seeking to solve. Answer the 
following questions:

ADD VALUE1
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#PROBLEMS 
Laura Busche, author of Lean Branding, has a handy 
hack for audience research. Take advantage of people 
sharing their problems on social media with hashtags. 

Search for hashtags such as #teacherproblems 
#ceoproblems #momproblems #teenageproblems 
#athleteproblems. Or if you’re on a site like Quora 
where hashtags aren’t a thing just search for your 
audience plus the word problems. 

This will give you real-time qualitative insights into 
your audience’s pain points. “What you’ll find is pure 
gold. We used to pay for that kind of insight.” says 
Busche. 

PRO TIP

  L E A R N M O R E!   

https://www.amazon.com/Lean-Branding-Creating-Generate-Conversion-ebook/dp/B00NO8HB4I/ref=sr_1_1?ie=UTF8&qid=1496097652&sr=8-1&keywords=lean+branding
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1. What would you like your audience to do after 
viewing your ad?

2. What incentives will inspire your audience to 
take action?

3. What type of guidance will your audience need to 
take that next step?  

Use these points to extend the lifespan of your media 
by planing around multiple campaign scenarios.

Now it’s time to put structure 
around your ideas so that your 
marketing campaign can inspire 
action. Explore the following 
questions:

CREATE ACTION2

www.contobox.com



www.contobox.com

THE M.A.T. THEORY FOR ACTION

How do you know if the action you are trying to create 
is scalable? Fortunately behavior scientist  BJ Fogg 
developed a model to determine what is required to 
create action unsurprisingly called the Fogg Behavior 
Model. 

The model implies that a given behavior will occur when 
motivation, ability, and a trigger are present at the same 
time and in sufficient degrees. Or B=mat. If any of these 
components are not successfully met the user will not 
cross the action line and nothing will happen. (See chart.)

To illustrate this imagine a time your phone was ringing 
but you failed to answer it. You may not have had the 
Ability because your phone was buried in a bag. Maybe 
you were not Motivated because you thought it was 
a telemarketer. Or maybe the Trigger never occurred 
because the phone was on silent. 

                 Action line
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PRO TIP
FOGG BEHAVIOR MODEL

B = M A T 
(Behavior = Motivation Ability Trigger)

  L E A R N M O R E!   

http://www.behaviormodel.org/
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      BEHAVIOR  
This is the action you want to create. It could be signing up for an 
email list or buying a product. You can also change your behavior 
based on the other categories. For example if you are running 
a digital campaign for a TV tune-in a month before the premier 
change your desired action from tune-in to adding a calendar 
reminder. 

      TRIGGER 
This is your ad. If your ad is poorly targeted or runs on poor 
inventory with low viewability it won’t be able to trigger the action.  

      ABILITY  
When your ad is viewed how much are you limiting the ability of 
the user to act? An add for a mobile game on desktop is unlikely to 
drive app installs. Pushing a breakfast special at 6pm will be far less 
effective than day-parting the campaign to the morning. 

      MOTIVATION 
Does your creative connect with your audience? Are you adding 
enough value for them? 

With this in mind you can optimize each process to make sure you 
are creating action.

 

Now let’s take this model into 
account while looking at your 
advertising campaign. 
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1. What do members in my audience have to say 
about my storyboard, script, or concept?

2. What happens if I test an early version of my 
campaign on a smaller audience before scaling?

3. How can I take feedback and data to improve upon 
my original story or idea? 

 
Try stuff. Iterate. Learn.

Test your idea with your target 
audience. Explore the following 
questions:

TINKER YOUR WAY 
TO GROWTH

3
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BRIGHT SPOTS 
In their must-read book for marketers, Switch, Dan and 
Chip Heath argue the importance of using bright spots for 
data analysis. Most data analysis is directed at problems 
rather than success or bright spots. This can be pretty 
demotivating and often leads to “analysis paralysis”. But 
usually even in failure there is a positive to take in. Or as 
Dan and Chip say: 

“Even in failure there is success. An alcoholic goes an 
hour without a drink. Three sales reps out of fifty sell like 
crazy. A few Vietnamese mothers, with no more money 
than any others, manage to raise healthy kids. These 
flashes of success— these bright spots— can illuminate 
the road map for action and spark the hope that change 
is possible.”

 
Ask yourself: “What is the ratio of the time I spend solving 
problems to the time I spend scaling successes?”. With 
the bright spot philosophy you spend less time worrying 
about solving problems and instead focus on finding 
bright spots and cloning them. The approach is “What’s 
working and how can we do more of it?”. 

 
When you’re analyzing your campaign data segment it 
out to find better results and work out how to scale. Or 
if you’re collecting contact information see if you can 
arrange a chat with someone who signed up because of 
your campaign. Ask them why? Then replicate and scale it. 

PRO TIP

     L E A R N M O R E   

https://www.fastcompany.com/1514493/switch-dont-solve-problems-copy-success
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The Contobox team is here to 
help. Get in touch with us if you’re 
looking for ideas or to brainstorm. 
We’d love to meet you and build the 
future of advertising, together.

WANT MORE IDEAS? 
NEED AN EXTRA SET OF 
EYES AND HANDS?

     C O NTA CT U S!   

Contobox is an award-winning interactive advertising 
platform designed for engagement - built to deliver 
consumer insights. Our innovative designs deliver 
unprecedented engagement, time spent and brand lift, while 
helping brands gather actionable insights about their target 
audience.

http://www.advertisers.contobox.com/contobox-contact

