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OBJECT IVE  2  OF  7

To harness methodologies from 
psychometrics and big data 
analytics in predicting and 

understanding human behaviour 
in the online environment



Personalised advertising principles

Control – no predictions without consent

Transparency – share insight with customer

Benefit  - improve customer experience

Relevance – data and result are clearly connected

Based on Psychometrics Centre survey 
of 34,267 respondents globally





In the run up to the US Election, 120 fake  
Russian-backed accounts directly targeted 
80,000 posts to 29 million Americans 
using Facebook’s tools.

Facebook’s testimony estimates that the 
content eventually reached 126 million 
Americans e.g. through sharing.

One fake account reached 10 million people 
with 3,000 divisive ads for just $100,000.

Photo	by	Justin	Sullivan/Getty	Images





OBJECT IVE  5  OF  7

To positively address issues of 
privacy, ethics and diversity in our 

field in order to protect human 
rights and advance the cause of 
fairness and equality in society



2007-2012
100	question	IPIP	version	of	
NEO-PI-R	Traits

Delay	Discounting

336	question	IPIP	version	of	
NEO-PI-R	Facets

Body	Consciousness

Satisfaction	with	life	scale Moral	Foundations

Rust’s	vocational	personality MUSIC	Personality

Sensational	interests	
questionnaire

Empathy	Quotient	Scale

Self-Monitoring Barratt	Impulsivity	Scale

Pennebaker Inventory	of	
Limbic	Languidness	(PILL)

Relationship	Scales	
Questionnaire

Job	Self-Efficacy	Scale My	memories	of	upbringing

Forms	of	self-
criticizing/attacking	and	self-
reassurance	scale	(FSCS)

Centre	for	Epidemiological	
Study	Depression	Scale

Schwartz's	Values	Survey Passion	Towards	Work	Scale

Pregnancy	Explorer Thing-Person	Orientation

Volunteer	Personality	Scale IQ	test	on	myIQ



Data shared with 80+ 
Universities worldwide

Honest feedback was 
the only incentive

45 peer-reviewed 
articles since 2011

30 validated 
psychometric tests

All data collected through 
opt-in

6 million volunteers’ psych 
and social media profiles

myPersonality database



Political Views Religious Views Financial Risk
+ Use of addictive substances, parents’ relationship status, profession, sexuality, ethnicity, gender, age and more

Intelligence Life SatisfactionBIG5 Personality

Predictions from social media



Psycholinguistic Tailoring

Park et. Al JPSP 2015



Image optimisation



March 2013

January 2015

45 peer-reviewed publications using our data since 2011

October 2017



Try it on your own data
applymagicsauce.com



Computers assess personality better than we do

Number of Facebook 
Likes (log scaled)
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Youyou W., Kosinski & Stillwell. PNAS 2015



66% of people would 
rather see personalised 
ads, assuming they have 
to see ads of some kind

N = 3 4 , 2 6 7



Testing personalised ad variants
High Extraversion

“ Summer’s here, so it’s time for fun times and good 
vibes. With more than 300 hotels…..those good 

times are closer than you might think. So, what are 
you waiting for? Press play on summer! ”

“ Summer? Check! Itinerary? Check! Hotel? 
Hilton! With more than 300…we’ve got you 

covered. Now get packing! ”

High Conscientiousness

CTR +1750% / SOCIAL ENGAGEMENT +272%



Testing personalised ad variants
High Agreeableness

“ School’s out for summer! That means it’s time to 
corral the family for the annual trip. With more than 
300 hotels…you’ll be able to find a great place to pitch 

your wagons ”

“ Don’t just feel the sun’s embrace this summer. Take 
some time out for you and your partner. With more 
than 300 hotels…you’re bound to find a special slice 

of happiness at a price you can smile at”

CTR +1750% / SOCIAL ENGAGEMENT +272%



Dance like no one’s watching - but they totally are

Beauty doesn’t have to shout
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We expect matching conditions to perform better



Ad Variants: 

Personality-matched content is twice as profitable

RETURN ON INVESTMENT (%)

Introverts Extraverts

200%

400%

0

Dance like no one’s watching - but they totally are

Beauty doesn’t have to shout

Matz, Kosinski, Nave and Stillwell. PNAS 2017



Platforms
• 3 month expiry period on data access for FB apps
• No more FB targeting based on third party data
• FB consent certification tool for Custom Audiences

Attitudes
• Brands wary of distinction between personal and personalised
• 20-30% FB users will reduce usage because of CA scandal
• #DeleteFacebook movement strong but unlikely to impact reach

Regulation
• GDPR reverses consent presumption + requires auditability
• Greater scrutiny of data-driven advertising by watchdogs
• E-Privacy Directive, Honest Ads Act, etc. may signal a trend

Changing landscape



Control RelevanceTransparency Benefit

By clicking Create Account, you
agree to our Terms and confirm
that you have read our Data Policy,
including our Cookie Use Policy.
You may receive SMS message
notifications from Facebook and
can opt out at any time.



Control RelevanceTransparency Benefit



Control RelevanceTransparency Benefit

DCUWCY



RelevanceTransparency BenefitControl



RelevanceTransparency BenefitControl



Consent RelevanceTransparency Benefit

Psychologically 
tailored image and 
ad copy



Consent RelevanceTransparency Benefit

Privacy

Money
Health 

Face valid



Consent RelevanceTransparency Benefit

What about your 
next project?



vp288@cam.ac.uk

@VessPopov
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