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The Case Study

Client: Leading Media Agency
Category: Telecom

Creative:
A Montage
* A Collage of Campaign Stills

Key Message: being authentic, confident,
bold & smart, and making own choices

Target Group: Gen Z (16 to 35 Years)
Sample: 142

Location: Lagos, Kinshasa, Dar-Es-Salaam
Methodology: CASI

To Test:
 Emotional Response
* Implicit Response
* Key Message Appeal
* Brand Association
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So, what we have done is...

Measured
Campaign
Impact by
Emotional
Responses
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How Actnable Neuro Al Works

o/ ol
Face Detection Face Modelling Face Classification

o . The face of the participant is « Use AAM vector as input for
The face of the participant is modelled with a set of landmarks D

located in the image the Artificial Neural Network
(ANN)

* ANN is trained on over 10.000
annotated emotion images
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Deep Learning Approach

Hierarchical ordering of learnt ‘concepts’

Patterns of Local Srets
Contrast v
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Why measure facial expressions?

Facial expressions
Are |mpI|C|t responses @ Low Amusing Medium Amusing High Amusing

Are measured during the 410

interaction
4.00

Neutral

Reduces response bias

Attitude Towards Brand

Emotional responses

Are better remembered

: - : 3.40
Drive decision making e ! gane  oly
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Metrics
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Attention

000 Responsiveness

Valence

@ Emotions
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Media File

Alfa Romeo

Average Expressions

Alfa Romeo | Alfa Romeo = 40
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Response to the Campaign
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Attention Responsiveness

Moment 5
01:38.067 - 01:44.000

Moment 4
00:15.933 - 00:18.133

Moment 3
01:50.333 - 01:52.667

Moment 2
00:26.200 - 00:31.933

Moment 1
00:33.933 - 00:36.267

85% 83% 85% 79%
Attention Attention Attention Attention Attention
Statistics Statistics Statistics Statistics Statistics
o, o, o, o, o,
62.4% 0.068 P 66.6% 0.064 47.6% 0.046 37% 0.036 64.5%
Valence Valence Valence Valence Valence
o, o, o, o, o
55.9% 0.2 36.6% 0184 14.2% 0194 81% 0185 41%

Responsiveness

-

(@:actnable.al

g

Responsweness

Responsiveness

Responsweness

Responslveness



Emotional Response

SMART Concept Montage i
142 Participants « Pre-processing : Baseline correction Pl
0.168 4
0.147 4
Dominant expression distribution @
0.126 4 0.099
9%  13% 0105 -_— 0085
0.076 ' . 0.073 H
o : ion: 0.060 0.061 : .
motion: Happy °° : :
« Most participants (29%) were found to be Happy, 0063 - i \\\/
with an average value of (0.13) for this expression 0042
« This expression was also expressed the strongest i
within the group, with an average value of (0.13) .

00:00.000 00:22.547 00:45.093 01:07.640 01:30.187 01:52.733
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Emotional Response

SMART Concept Montage

142 Participants « Pre-processing : Baseline correction

0.116
0.095
0.074 4

0.053 4

0.032

0.011

01:52.733

@ valence
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SMART Concept Montage

142 Participants « Pre-processing : Baseline correction

76%

@® Vvalence @ Arousal

@ Responsiveness Attention



Brand Associations

What parts of the campaign

connected with you the most?  affect how you see the brand?

E

16

g

= The visuals — they stood out = |t made the brand feel modern and bold

m |t made the brand feel more youthful
= |t didn’t really change anything

® The music or tone — it felt relatable It made the brand feel off or confusing

* The visuals — they stood out
* The music or tone — it felt relatable
* The message — it matched my
mindset
.7 topmost takeaway: 21% (Each) 38%

* [t made the brand feel modern and
bold: 55%

-
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* It made the brand feel more youthful:

How did the visual design of the ad  How will this ad affect your likelihood
of trying or using the brand?

’

m Strongly encourages me to try it

= Makes me consider trying it

= Doesn’t change anything
Makes me less likely to try it

Strongly encourages me to try it: 45%
Makes me consider trying it: 39%



Convincing
Relevant
Engaging
Message
Visuals
Concept

Brand Perception
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Lagos

SMART Concept
resonates well, but the
Campaign creative may
need localisation

Kinshasa
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Dar-Es-Salaam
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Same Creative Triggered Different Cognitive Response

This market
shows the most
positive
emotional
engagement with
SMART creative
content



*"Smart technology for
smart people”
*Innovation that connects
us globally”

" Advanced solutions for
Tanzania”

:actnable.ai

«"Smart networks for smart
business”

*"Technology that scales
your success”

«"Connect your hustle to
the world”

«"Smart technology brings
families together”
«"Connecting communities
across DRC”

*"Technology that unites

n

us



Predictive
P e rS O n aS Comprehensive Cross-Task Analysis

Place Performance Summary

Metric Dar-Es-Salaam Lagos Kinshasa

Facial Expression

Valence (Creative +0.023 -0.187 -0.098

Tasks)

Conscious Appeal 4.32 4.47 3.50

Briman (e on Smart Innovation Entrepreneurial Spirit Community Focus
(36.6%) (40.0%) (42.9%)

Dominant Theme Innovaligs Entrepreneurial Focus Commur?lty
Technology Connection
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1. The Tech Enthusiast
(32% of participants)

Profile: “Innovation drives
my engagement”
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Dar-Es-Salaam

2. The Balanced
Pragmatist (45% of
participants)

Profile: "I appreciate
smart solutions but
need practical value”

3. The Cautious
Observer (23% of
participants)

Profile: “I'm interested
but need more
convincing”



Kinshasa

1. The Community 2. The Practical 3. The Optimistic
Connector (48% of Adopter (32% of Builder (20% of
participants) participants) participants)

Profile: “Technology should Profile: I need reliable Profile: “Technology can

bring us together” basics before transform our future”

i@ﬁ actnable.al advanced features”



1. The Rational Entrepreneur (38%
of participants)

Profile: ”I see the business value

but need emotional connection

(@:actnableai
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2. The Global Aspirant
(35% of participants)

Profile: “I want world-
class solutions with
local relevance”

3. The Competitive
Achiever (27% of
participants)

Profile: “"We must lead
and outperform others”
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Dar-Es Salaam

Most balanced emotional
and rational responses

High rational appreciation
with emotional engagement
challenges

Strong community
emotional triggers,
moderate rational appeal

Technology Focus

Business/Innovation

Community/Social

Leverage balanced
engagement across all
personas

Focus on bridging
emotional gaps for Rational
Entrepreneurs

Develop community-
centred content for largest
persona group

Balanced innovation with
practical value

Premium features with
business ROI focus

Community features and
affordable accessibility

Technology and innovation
channels, mainstream
media

Business and
entrepreneurship platforms,
premium channels

Community and social
channels, local media
partnerships




Cultural context drives message interpretation - Beyond
demographics

Facial Expression Analysis - As a predictive cultural intelligence
Tool

/ Response Pattern Analysis - Same creative content triggered

T akeaw ayS | completely different cognitive frameworks

Personas /Behavioural Segmentation - Moving beyond traditional
demographic segmentation to cultural-behavioural clustering

Integrated Mixed-Methods Approach - The future of cross-cultural
creative testing
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HQ Location:

PO Box 38290-00623

Parklands, Nairobi, Kenya

Thank YOU e

Website:

www.actnable.ai

Kenya | India | USA
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