AdvertisinoResearch

Higttouc

vS.

-
L
-

Highteth

¢ Can\you test print

Fvow s mve Chwt oz s CEO
of  Aweritert' Y Rescarch
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Ttrr g thege seasons why mos
adverseers Jon't bothet 1w pee
tost pring ads. The firsd is simgpie
economiics. The second is a ferction
of Same management in e creative
development procews. And the thind
POASOS 14 an altiodizad harrier
gency skepticoam of peg-testing
rescarch St reflocts She ansiotes and
doebes of creative poophe. sch a the
widely -held belief that rescaech on
creative work homogeniees their
Product and beads 00 Mand, “vamills”
advertiung.

ek Yo

Why are clients more hikely to
spend the mones 10 el 2 ickeyinion
commercial thes they are 3 priet o
for the same beand? The risk i)
aled il rermicg an ineffovtve tele
vion commeronad can e coumted in
the crudlionn of doflars. To manage tha
ek By yponding a few Dhousand om
Ining commerilaks, Bherefore. m o
sorely sensidle. In contrmd, the sk
Aviined with reening an lecffec
e pOnk ad o am order of muagratdy
hess, v odv g perbaps a fow hundogd
houwand Jollan =t most. Yet wddey
MROM QuAntitatove e tests (ol ahout
the same amoum of money o & ok
vivoe comemeroaal lest As & resedt,
the peastiem for the “itnarance ™ pro-
vided by ad rescanch is maach highor
for & peind sesd thae it is for 2 ieloy nion

e gt e

ads-on the/ntern

Commaronal lesl. s ofher wonds, e
voslNv e relaondig of the sescanch
10 The decivaon muaking process bs out
of whak.

he second reanon advorssens &on 't
et print ads st The kead timses
for sebeittag an & % 2 sational
MAgArne Can b guike ong. unaally
sovaral omondi 1 advance of the vuw
Sare, Manming the prodicaon whed
sle Bor e prind advertnement, Shere
fove, Involves coordisating 2 grems
WAty pre-production ateps thae mes
come lopcther umubancoudy within
a farly narmmow window before the
deadlime. Undibo selev ivion, tune for a
eencarch swop ivads ing several weeks
of dats collecthon and analy v » uw-
Ay ot budk e e peind ad dovel-
0PIt Caberstar
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The Intormst bovkoas avertiung
tescarchers with the peomise of »
choaper amd Tasier way of pulling
alvortiverg - 8 sescanch vimmolus
— In frort of the cychally of oo
wamers. This sew data-collection
charmel soormm %o provide a techneal
roaponse 1o the first 1wo reasons
chiomts dons e ade, And whil, if
SOM WRIT 50 T0s] A OOV IOn ComTmeT -
Chal, vou migin have 10wt 4 lale b
hooger Tow sofutons to be worked ou
with segand w0 the baade il issse,
duwntbond limncs sre ot an nsac with
Pt ade. Moroover, on & more phalo-
sophiical mote, CompuUicT ATOOms arc,
at least 10 ooe weone, @ matural oo
ronencr for seating pring ads bocasss
Compuler screcns arc, alier all,
dosigmed 1o be read.

There s, bowever, an obwious 34
ference Detwoom an ad s0en 00 & com:
poter screcn and Ihe same ol wiin
& maganne. Magannes are meant o
be handiod, held, bont, folded - in a
wird, louchod. What huppem o The
validity of the research when the ta-
sic o spersoncs of realing an ad in he
comext of & phywical magazing
amapaoried S Cyhenpace !

Validating » messure of break-
threugh creative
Creatives ane commedt when ihes say
0 s rosciechens, “You o always
e aware somcibang. but are you s
winng e nght thing ™ The mowe of
vahdating mecaveres of print cffec-
tveneoss s 2 O icult one and s mx
FENI 80< 10 IneeTmet mwauTeTETR

e that our swauromond oo had
face vy o e cyes of I cremtive
“etnd wsers” of owr sysieme. We asked
cuncives, “Can we ble 8 quantdative

pried advertivements #1at had won
TRAF ONELIVE awands (e g, winming
first or second place madals in the
Oee Show, The Direcuoes Show, e,
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Stoppng Power

A

meanare of e aticntion- gettang per-
formuasce of prast cuevusons and pro-
Suco rowadis that ropicate the jadgraont
of seasoond creative deciors ax 1o
whether or not the advertioag has
tveakobwough power T Creathwes, aftor
ML end w0 defe osemnve evoelience
W0 hermn of e judpment of thew poers,
rather than by rescarch numbers.
Comoguentdy. we docided 10 fond oun
brow powst ol that Bad wiom ey ore-
aive awards woold Lae n owr peine-
Evang wyvion

For that scawon we perfonmed the

Aurag he proveding |2 ssontha ) s
socther 17 “repular™ poest advertine
racras froms simnilee product catogornios
Gt apposad in 2 cetional poblcation
bat bad mon, 0 our kaomicdge, won
Y STOMVE awands,

Fach of e ads was wouied amaong »
sampie of 28 adult comumen s »
regelar “Ine” i iew g caveon
el The iriers bew poocedene Bbegan
with respondents looking Mt papey
Bock ety comtaming 2 st of 10 pesl
cxccutions. Each boolllet’s ads wose
In rotated order. Afier looking 3t the

o developeng & powst soting mehad.  follow ing valalstion operioene. Wo  bookka, rogpondonts wore akod our
Chogy. o0 of O LONCems was making  hesdod 4 prioe ads i owr sastean 1T stancled wr of (eestionn.
B - e



The mcaure of atlention- gemng
power which wo aso 0 owr fem's (virs
atmg xyviom s paralbel 1o the cne we
e Tov Iating iehes isam commercialy
= 2 measre whech han boen valida-
o 400 market sakes for severad of owr
paciaged-poods clioats. The measure
s prodeced by showing Be ol of i
& cleticr environmen of Competing
adv, doscrited sdaove, and asking e
rospondont Be guestion, “Which of $e
adde you st sare dod you find iseress-
g™ (s nportant 10 note hat we
are ot perfonming a memony Sest hese:
rather we are simply moeraineg
whother o sot an ad is oacresting 1o ity
Largat consamer |

The results of o cxperiment are
shown in Exisbat | We Soud, on aver-

Sakd ancthar way, adh that profics-
uonal crestives Semacives padged 10
b Clever, evicrisining, frolh, unbg,
or elgy porformad botor on our mes-
sure of beeakthoough San “reguiar™

vertising!

on s we concluded
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that we could reavare creatves thae
s partvaler rescarch measure of
bresk Brough does st ponaloe ore-
alivity. We abwo concladod we could
Kl o cherts, the poople acnuslly bus -
g the advortising, that if they want

i1 ow alverinerment

I ety %0 S0 an eflicent pob of atirscs-
ing the anestion of ther comumen
ey could ) waberit B¢ o for 3 cre-
#ive ewand (8 show procoss ), b bire an
dependent panel of expenenced ore-
alive Srocton 1 Jedge he work (an

A OfF €) conduct &



unple pasce of rescarch

(By e way, | should remind you
hat s far we are ooly Lallong abost
aliesdion-getting power or hroak
Soough. O evperiment ught o
somedhing quite Sfferent abowt the
atulity of sward shows 1o prodict

Brandeg or persemion - But that's
seer vy, )
Replacating the executional perfor.

mance measury o0 the Iaternet
O BeAT siep wis 1o prove that

Latipnt)
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wiat wo had done on pepet could be
trasalnied snlo the waorld of the
Internet. Consequently. we pro
grammcd & Web based interview that
would replicate our mall-hased mer
VIOW peoveduee

In Whis cxperiment condusnd with
S Comumer Insighes division of
General Mills, we comparcd the
resulis of 3 print asady condecied
smong N0 anget sslonde cofmimen
with & matchod sarmple of another | 30
comuners who had boen secruited 1o
A siie Tor e Wb duned inlerview

In the fiest part of e Web-dased
WY W (oMsmners wore gpiven the
opporianity S0 “page”™ theough (for
wands and bachwards) a series of 10
est arnd Comtrol adhy that Bad boon clec-
troowally wanned for B intersicw
= & provess designed 1o replicate B
cxperionce of the paper venkon of »
clutier book @ the mall based iener
vicw

The rosuits of thwe experiment are
shown = Exbibil 2 On average, e
attention scores (“Tognd the ad ity
esting”) we the same segardions of
wheiber the ads were shown 1o
FOAPOOSCIINS W0 & Paper of I an ol
wromic format. Exght of the 10 ads gon-
erated virtually ideonical meares,
while the Tnmernce vervion peneracad
ighily bower soones for two of the
eas mranive ads.

SO 0 appcans tor thia meavery of

e e

reader interet, which has been foend
10 cormelane with enecutional creatie -
1y, s be obtamed with 2 Inermet
buned mtorview, Acsually toochieg the
poper the ad hus Boen prinked on dogs
a0l seem 10 be importara. 1t's the cee-
ative Wiea thatl manmers!

Fye-tracking withost mn eve-track.
2 Camera

Jost an 0t o useful froem & sescarch
sandpomt 10 siop thinking of prit
adn ax tactile objects, %o it s mpontant
S0 00t think of them as slatic obveces.
Whale it i true that, uniike solosiskon
Commeroais, pwine ads JO B0t move,
the mand of the reader does mune —
throegh the ad,

bndeod, feom e sandpotnt of diag-
noslic rewcarch, one of the moee e
fol ways to think abowt the expery.
once of pwist sivertiniag w the retall
mctaphor (sog Exiibw M. I you were
Managing a retad stowe there woudd be
thece variables yos wosld be trying to
comrod 10 rus your Busisces ¢ffec-
tively. Finst, you wosld try % bo a8
cTeative ss posaibio 1o generete walfa
OF get shoppers irough S Joor
Sevomd, you would by out the prod
At the shore in sech 4 way a8 1o
cither 2) madee o cany for shoppers to
fiond whant they cume in the sore 1o
By o B mavimiee the chances tha
doppers will dhwcover somethng ey
wamt that could Mead 10 = inspulie

Bt | My hrtay Revew st Aeves
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purchase. Thed, you would foces on
making warc that hopporn actually
buy somcthang tefore they kanve the
sore

¥ we conceptualine the reader of
priot advertisemonts as “shopping
wlormation” we will soe Bt 2 sion

lar process spplics hese. The first pob
of 2 pont ad » 10 vop readen and
attract the sticntion of a0 sudience —
e oguivalomt of gererating wore tral-
e, Second, the layoar of the ad
Bould e unh Bt svaders scsemble
Infonmatson and lmages n the comecs

OV OF SegUEnY 50 s %0 place »
compeiiung selling peopasiton s the
shoppeng buohet of the mind. Thind
the “vinesd chockout counter™ of the
o — the brand logo — readors shoold
makeo a virtuad puschase and kcave the
ad wirh an montos 1o by wecBing.

This dynwrmic way of think ing abost
Dow ponn advertising works can be »
very powerful frasnework for peovad
ng mights Jurng the Creative devel
opment and optimization of a priet
ad. Bt importanly, rescanch i nood-
O 30 3041 CTCMING assumpcions abooe
Borw i seadier will sctually enser and
read theough the ad. Correrily, the
pobd standard for providag this Rind
of rescarch in peuvided by eveaxch
ing cameras. Usfortenately, eye-
tracking camoras and the Intomet can-
oon canily B combined

Developing an abematine 1ech
oogee that woll work on D datermet
scteally sequmes that we Jook back W
4 lime Before cye-iraching cameran.
We nood %o update, for the alermet
age, an carber moshodology deved-
opod by cognitive psychologisia
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Remember tachistoncopesT A test
using a sequence of commrolied, tme
caponures 5o & stmules ad provides
a practical solution 10 the problom
of memurmy B¢ path of e mind
Beough the ad. Formunaely for us,

cvery compuler connecied W the
Brtornet has 2 hughly accuraw clock
et 20 308 CONE prOCeaOr,

We measure the Plow of Atention
of 2 reader hrough an advertisement

with competorized ¢ xposure for three

wwe gt oo

time periods: 172 second, 1 socom),
and 4 seconds. Afier cach expowre
respondents are askod what they
thiek Sey saw. Then a respoac grid
Is shown oo the syroen and the
respoadents are mked to clack on
cells in the grsd 1o repont which pant
of the ad ey were ooking st The
resales are then showe in s graphacal
display, o in Exdabit 4.

The first brve! exposure Is ity
so vhort that the averape reador has
ondy enough time 10 see one thing.
Thin helps 10 identify the “oor™ 0
the ad - the cotry pomst of B¢ mind
~ which s ussally the Loy 10 anen-
bon- pottitg powee. Notioe thal s our
Wlustrasion the furst thing e average
respondent looks a1 i the face of
Jamie Loe Curtls — not, inserestmg -
Iy encugh, het lege. The second, »
0ne secand exposre, shows that the
seader next books dowm at the viewal
of the L'eggs package. The third, »
four-second ¢xpoverce, vhows the
reader Fish hooking back 10 read the
headling annowncing he new homicry
line feom L'eggs. In ofher woods, the
reader, shopping the information n
i ad, appean o be amwerning e
following sequance of questsons:
Who is #1? What is " What aboes ie?

The probabality distridution pro-
duced by the rowpome grid can bo
duplayed m flow graphs similar 10
those produced by cye-tracking can-
cras. But this appeoach actually has
an advantage over cye-wracking. We
are sol ssciournsg whore the eyeball
s posnting. We are measaring what
the mind sees. And that’s what we
care abowt when we aee analyrng
alvertining.

To gain msight ineo what the read-
crs were Shinkmg as ey booked at
the ad. the verbatims collecsed in the
temed-cxposure guestions | What &
you see?) are ooded as pant of the
commumcation chock of the adver-
tsement. Exhibia S shows a compar-
mon of the vorbutines collocied in the
mall and those collecsed over the
Imamet ax an add-om 10 B atien-
tion-gelting power caperiment
peportod above Tor one of e w0 ads
Ax you can see, the resalts obetained

Tart ) Watrtag Covrems Revre
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over the baternet are quae simsdlar to
ihose oamed w2 live, personal
IRCTYVEW,

Putting it all together
As # prosripoon for advertining
PORarch) Peactioners, & complose set

of pre-snng measarcs thould com-
Bane “report card” measures of over-
A advertivmg impact, wach as atien-
o petling power and motrvalion,
ORI ationm and branclng. as well
o Sagoomtic meaures for Tne-2an-
g e creative, sech as ralings of

kg entersamment value. seheyant
news, and the more dagaodic flow
meaures vech 38 e one describad
abwne

All of these measares shosdd be
COThoonad v an insors hew that is shon
envugh Tod & respondent 1o sceson-
ably commplete. W have found that it
5 pracucal 10 3o w0, & shoan i e
provedese descnibed in Exhibet 6.

More importantly, the measures
should make sense for the poople
who are gowg 10 e them, ba our
cane, we have tnied o0 demonstrane
face valuliey for one of the most
inportant Larget audicaces for adver-
tining rescanch the agency cneatives
whose work s being meauned

Finally, the current state of pomt
rescanch s nouther cost-efoctive nor
e efiective for the vas muajoety
of advertisers who wpend Larpe sarms
of money 10 1ech their customen
wilh magarines and other print
modia. Bul B¢ haghdech world of
e Internet has the potessial
harge all Dar. ™




