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Memory Factors in Commercials: Simplicity, Surprise, Credibility, Concreteness, Emotions, and Plot Can Make 
Viewers Remember Commercials
Consumers don't make product or brand decisions during ad exposure, but rather during recall. Thus recall 
for advertising is extremely important to create an effective commercial. Within the last few decades there 
has been an increase in commercials shown and a decrease in the percentage of people who remember 
commercials. The question still remains, how are commercials remembered and why is it that less than ten 
percent of all commercials are remembered?

Research by Heath et al focuses on conscious recognition and recall of commercials and seeks to validate the 
formula Simplicity+Unexpected+Credibility+Concreteness+ Emotions+Plot) that may make commercials 
memorable. In order to prove the six principles, approximately 100 high school students have been exposed 
to commercials and then have been given questionnaires to see what the student remembered.  The data 
has been analyzed by regression scores for each commercial against a composite memory rating and factor 
analysis. The analysis has shown that in comparison with commercials that do not have the Heath factors, 
commercials with the Heath factors are more likely to be remembered.
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