


DOCUHENT RESUFE

- ED 139 002 : S 203 386

AUTHOR . Haskins, Jack B. P

TITLE An Introduction to 2dvartising Res=2arth; A R=port
from the Communications Research Center. ‘

INSTITUOTION _ Tennesse2 Oniv., Knoxville. Coll. of

o Communications. "’

PUB DATE Mar 76 '

NOTE 249p.; First draft

FDHES PRICE MF-$0.83 HC-%$12.71 Plus Postage.

DESCRIPTORS Financial Suppork; Guidzs; PFigher Ejucationg

Management; Mdss Media; *Publicize; #Research;
*Research Methodology; *Research Tools
ITDENTIFIERS "*pdvertising

ABSTRACT

The purpose of thls volumD is to pr=s=2nt, in
nontechnical lanquage, most of the basic concepts of advertising
research. Since the volume-is intended to be comprahansible to the
lay parson, discussion does not go too deeply inte the technical
details of advertising or research methodology. Howa2ver, usel as an
introduttion_and outline to be supplenznted by outsids reaiings, the.
book can be us2ful’as a guide to greatar mastery of advertising
ressarch practicas. An intrcduction describes.advertising ani
res=2arch processes and outlines the most common advartising rasearch
plans. Major sections are devoted to research on alvartising nedia,
advertising messages, and money and management. Additional facets.of
advertising rassarch--miscellaneous tools and +ecbn1;ues 2nd the
public's attitudes toward advertising in general--arz also
investigated. (KS)

e ek e Tk e e e e ek **»%**** ******************k*******************************k

Documants acquired bytERIC incluie many informazl unpublishzd &
naterials not available from other sources. ERIC nakes everyfﬁkfort x
to obtain the best copy available. Nevertheless, itsms of marginal
rﬁproiuc1b111ty are often encounterel and this affacts the guality ¢
of the microfiche and hardcopy reproluctions ERIC makes avallable *
via the ERIC Document Reproduction Szrvice (EDRS). EDRS. is not ®
rasponsible for the quallty of the orlglnal document. Rzproductions *
*
&

€ 36 3E 36 3¢
*

-supplied by EDRS are the best that can bs made from thz original.
********************************+*******+****************************#

\

T

-




ERIC,

Aruitoxt provided by Eic:

A Report from t:> Communications Research Center

.

O

- £
"PERMISSION TO REPRODUCE THIS COPY-
RIGHMTED MATERIAL HAS BEEN GRANTED 8Y

“«
Jack B. Haskins__ _

10 ERIC AND ORGANIZATIONS CPERATING

US OEPARTMENT OF HiIALTH, -
" EOUCATION & WELF AW E
NATIONAL INSTITUTE OF
EOUCATION’

Te1s DCCUMERT HAS BE‘EN REPRC-
DUCED EXACTLY AS RECEIVED FROW
THE PERSON OR ORGANIZATION DRIGIN
ATING T POINTS OF VIEW OR CPINIONS
STATED DO NCT NECESSAR!LY REPRE-
SENT OF#1CIAL NATIONAL 'NSTITUTE CF
_EDUCATION PDSITION OR POL:CY |

<

~

An Introduction to Advertising Research

UNDER AGREEMENTS WITH THE NATIONAL IN- -

STITUTE OF EDUCATION FURTHER-REPRO-
DUCTION OUTSIDE THE ERIC SYSTEM RE-
QUIRES PERMISSION OF THE COPYRIGHT
OWNER ™

—

by Jack B. Haskins, - Ph.D.

(First draft, March, 1976)

~ Communications Research Center
qf’ College cf Communications
The University of Tennessee, Knoxville
¢ -

' 2

37916

i)



AUTHCR'S UOTE

CREAN

- \\ ‘

This is the first draft of a manuscript which is intended
to be eventually published §n book form. 8eing a draft, it is
\- ‘ : . <
.subject .to inaccuracies, omissiorfs, typographical errors and

- . ™
over-inclusions which will be corrected in subsequent drafts.
The reader is encouraged, therefore, to be alert for possible

deficiencies while remaining-iolerantéaf the all-too~huran
fraivities of the writar.

Suggestions -for imprcvement yill be welcomed. Ty

; AlY rights are retained by the author.

it
--Jack B. Haskins, Ph.D
’ Birector .
© " Communications Research Center,
- . ’ ~ College of Communications =
’ _The University of Tennessee
Kroxvidle : ) '
, - ' L Harch, 1876
. ‘ B
sk '
s,
h %
&
! é
‘.f




» -

FORELIORD

The title of thas work, An Introduction tb'Advertising Research,

snoula provide clucs to the author 5 zn*entlons regardlng its purpose
..

; and its intended audiences.
N d

dts purpose is to present in plain non-technical language most
of the basic cercepts of advertzsnng resLarch ‘It is intended to be

readable and comprehensible to the fn:eliigent Iayman unversed in

N

elthug/the field of advert1<arﬂ or the intricac |es of - resbarch
~ .

S’

. méthodoloéy; in th t light, it cannot go too deeply into thc

technical details of adverttsrng or . reSearch mcthodoioqy - Hoviever, °
used as an .introduction awd outline to be supplementcd by outside

. \
readings (to he cited in subsequent dfafts)r it can be useful as a

guide to greater mastery of advertising research practices.

re

If it is indeed 'comprehensible to the inteliigent layman,' then
T, . . .

-~ rd

. perhaps it will be useful to these kinds of audiences:

--Advertising practltloners and” decisnon -makers with no great
background in research methods who wish to become discerning consumers
and users of resedrci,without becomlng enmeshed in technical details.

. .

--$§killed researchers from Outalde the aavert15|ng fleld who wnsh

.. to learn.some.of the appllcatnons of research to advertising as well

Q’thc technical variations® in technlque and method that are unique to the
advurttslng field:~

--Students of advertising and marketing. who wish to have an over-
view of the role of research in the total advertising process in order
to become discerning consumers and users in the future. At thie under-

- graduate level, additional readings of moderate compiexity should be
recomtiended. At the graduate level or as an advanced. advertising

. . \research text, ‘readings of a more technical nature should be provided.
\ - .

L --JBH, March 1976

«
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CHAPTER 1. THE ADVERTISINLG PROCESS

s - .
s : . -~ ol
Advertising is most simply defined as”an attempt to persuade some.

- - \

people to purchase a product or service by means of messages through paid .

media. .
) ) !
The first step, toward an understanding of advertising research is to

. acquire some understanding of the pfocess by which advertising decisions

are made. Research is a tool that can help make wise advertising deci-
2 . e

sions. i T -
’ M

-&n advertiser may apprdéch the task of advertising either unsyste-

matically or systematically.
\ < | ' . . . ' A : .
Unsystematic Process - ' ~

\

The unsystematic approach--still followed by -many_companies and

/-a&vé}tising eggncies to a surpnising_eitent--invoives decisiéns based
mostly on personal prefereﬁcés, traditi s emotionai‘reactioﬁs o; simply
. : . 3 . : :
convenience. The most obvious example of the unsystematic approach is the
company preSIAent who aﬂvertises_only in £hose magazines whicH heuand his
family andnfriendé like to read, whose advéﬁ;ising expenditure is<ba§éd’
- . * . - ..//_'. h

on the amount of money left over after other company activities have been

: . ) _ o o
taken care pf, where advertisements are based on his personal :gut_reac-.

tion;” who insists that his advertising cohtain boring accounts(éf com=

.3

. ' A B .
pany history or his own business philosgphy. This approach may be:

persbh%lly very,sati%fying to the sponsor, but it's unlikely to produce

very many sales fOf his product. The end result may range from, Qi_BeSt;

sumply a waste of the money Spent on advert|S|no, to, at worst, a negative

effect wh:ch alnenates the publxc and produces feWer sales than if he

X - 10 . -

© . L . g b -~
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2
hedn't advertised at all. And there are documented cases where advertising

has had, not just a neutral effect, but a strong negative affect.

Systematic Process--The Four M's

.

Y'money!" research.

A systematic approaqﬁ to advertising, on the other hand, would be-to
pose a seriss of questions to which objective answers would be sought, -
questions such as the foilowing:. -
What is the market for my product?

Which media are most efficient in reaching those pecple?
Which messages are most effective in persuading-those people to choose
my product?

- I
.

How much money mdst | spend on advertising in order to reach the rlqht
people tnrough thet right media with the right messages?

The first question--defining the market--is usually & job for marketing
research in the pré—adve{tising stage of'prdduct development and deciding on

marketing goals. Once the market has been.defingd,khowever, it is the job

, .. J . ..
of advertising research to answer the questions about media, messages and
L3 . v ' t .

money. . , B _ , .
- ? .

Thus, the three main subdivisions within the broad field of advertising

-

research are media research, messdge or ''copy' research, and expenditure or

{ - .

-~

Definitions. ,These are the four M's of the advertising game--Markets,

*

Medi?ubﬂessages and Money. Some stahdard advertising definitions for those
'Y ’ . * - * .

L3 . 4 -~ .
terms will be used here, The market consists of the people who are the

.

intended prospective purchasers of a product. The media are the channels o

4

- of mass communication used in advertising, the major ones being newspapers.,

. . ) «
magazines, televisiop, radio, outdoor and direct mail. A mgﬁia vehicle {sa

’ ' -
- . ~

- . . b



- , . . o .3
< 4 .-
. specific representative of 2 medium; the New York Times is a nawspaper

2 - : * .°

vehicle, the Readers Digest is & magazine vehicle, KDKA is a radio vehicle,

and so on. o ‘ L.
LY

. A message is any individual advertisement intended for placement in &

media vehicle. A campaign is & systematic series of messages.

. .

" Stages of the Advertising Process ;. )

The systematic approach to adve?iising may be furtherlc]arifjed by

the following quel of the adver%ising process, describing the stages that
an advertisement must go through in order to reach its target and have .the
g . . i .

desired effect. ~ 4
After a product and its market have been defined, any advertisement

placed in any media vehicle must pass through a six-stage obstacle course

in,order to be successful (ARF, 1961): c

»
~ N

- vehfcle distribution .

- vehicle exposure ' ’ .
¢, - advertisement exposure ‘ '
- advertisement perception ) W .
¥ - LI . ,
- advertisement communication . ;
- s . . A ~ “
v -~

- behavioral response.
- I{/ - ;
In suwmary, successful. advcrtnsnng |nvolveq a chosen media vchucle foel

which is dlStrlbUtpd and exposed to the product .s.potential customers, in

A ! ’
’ twhich the advertiscment ‘s exposed,-is percéiVed,,and cormunicates the

. ’

. .. "
lntﬂnded meaning, culmlnatlwr in one or more behaV|0ral responsos lnrludlng
' . P
Q et -
" purchase of the .product. -
V- - g .

. be Ty ] . 0 . . . s ;

» " This leads us to a somewhat more precise definition of two:-major
Q ~ kinds of advertising research. 3.

s N

ERIC . L 12 s .
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Media.research is concerned with measuring the effectiveness cf media

«

vehicles which are responsible for the fi s of the

L}

advertising process: vehicle distribut , . sure, and

advertisement exposure.

Message, or _copy,’ research is concerned w&;h measuring the effective-
S . ' St

ness of advertisements which are responsible for advertisement

perception and communication.
o ' , .
This breakdown clarifies what the media vehicle Is supposed to do for

the advertiser, and what the advertising message is éupposed to do. Their

functions are to a large extent independent of each other, and can be con-

N

sidered and researched separately. To Slmmarize: advertisers generally
assume that the advertising vehicle-is responsible-for vehj@le distribution,

e ' . . f- . 1 .. "'. : i
‘vehicle exposure, and advertisement exposure; tbe advertising message is

P .

recsponsible for advertisemént'percqptlon and communicatioen. ",

«
-
“
.

Vehicle distribution. This. refers sim§19 to the number of physical .

units of a given vehicle fhrough which an.advertisement can be ‘delivered.

. .

“Circulation is th% usual ferm applied to number of units of vehicle dis-

tribution. J' o
.‘ . o~

In the case of;a particular magazine vehicle like the Readers Digest,

. %

t

circulation is the number of copies ofta particular issue (or the average

3

number per issue) that are delivered to. subscribers and other receivers. %

'

_— . L L . L
. Notice that circulatioR is not equivalent .to the number of copies printed,

r

“fe

sinée.many of the printed copies may.hot be distributed and ‘delivered.

-

In the case of television, vehicle distribution refers to the number

nf sets tuned i'n to a particular vehicle or program., Take a local TV -

< .

0 ' . 13 - - LN

- o +



station's 6 P.M. news show, for example: its,distributgon is not the

v k)

number of TV sets in a station's roverage area, ‘nor even ‘the number of sets
turned on, but the number of sets tuned in to the 6 P M. new< nrogram

(or some average number for that program) .
. : Y.
- 'I . . . o
in the .case of outdoor advertising, distribution would correspond to

;the number of posters carrying the advertising message.

1

’ . A measure of vehicle distribution i$ the very roughest measure of a /

vehicle's value in disseminating advertising. It specifies only the num-

ber of inanimate physical units in which the message is carried, but says

~

nothing about the number of people exposed or affected in other ways.
A However, dlstrrbutlon of the vehicle i§ a necessary condition for the
advertising to have any‘effect, and in -the absence oF more precise data--

as is sometimes the case--it provides one rough numerical basis for com-
) .

paring one vehicle with another. S

Now let's consider -the next stage in an advertisement's journey‘}f it

’
s

is to have any effect, vehicle exposure. o o :

2 Lo
~

.o Vehicle exposure. A magazine éopy delivered to a home may be read by
.several persons, or one person, or by o one. Similanly, a TV set tuned

to a particular, program may have -no viewers in the.same room, or it may

have several. Obviously, someone must be exposed to a vehicle unit for it.
. to have any value to the advertiser, which cxplalns why vehicle exposure- N

is a better measure of effectlveness than vehicle dlstrlbutlon

The prlmary measure of vehlcle exposure is the number of people exposed

to “the vehicle at least once. The peopie exposed make up the vehche S
H ’ .

. . -, v O -
"audience,'' regardless of whether we're talkizg about newspaper, magazine,

TV, Fadio or any other medium. 1lif;

- SN _ c
O

)
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It's apparent that a vehicle's audience size can be quite different

rom it's circulation size. It's possible for audience size to be less’

than circulation in the case of some vehicles--where there is less than

one roader per average magazine copy, or wher - large number of tuhed In

[V sets have no one in the same room. U- .

-

7 - - .
ver, audience size is

i

taroct than circulation, and media vehicle. .. « compared on the basisg

of aurlience size. = . ' o

¢

It's not hard to think of examples where. two or .more vehicles with

i

B - . ) . . - . 3 '. . ) - N
the zame circulation may be quite different in audience size.- A woman's

magazine may have only one reader per copy, while a general family-appcal

mavazine may have three or.more readers per copy.
LS

¢

Rs.noted earlier, aydience size is a more- useful mca$ur¢meht than

circuigtion. I't. i's at the same time, however, more difficult to define )

and mgasure, and-a great deal of media rescarch is aimed at clarifying

precisely what is meant by exposure in terms that will permit comparisons

between different vehicles. . ‘ . ‘ -

in general, a vehicle expbsure is a person within sight.or sound of a

distributed vehicle unit. But to be a useful measuiement, it's necessary

i

to be more precise. .

Ca

_Consider a specific magazine copy--let's say:the latest issue of

a

a .

a

- Reader’s Digest. Which of the followirig:is an '"exposure™:

person who has from a distance seen it lying on a table?
person who has glanced idly at the cover?

person who has -picked up.- a copy while’going through a' stack

of magazines? ' y L .
person who has riffled through the pages but hasn't read.
anything? . _ ' o '
person who has read-at least.one item completely?

person who has spent at least five minutes with the
magazine in his hands?s. -

person who can correctly identify something from it?

g

15

{:

v
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o ' Or-consider a specific instalment of a television progran=-let's say

313 t night's instalment of the 6:30 P.M. NBC news. Assuming that the TV

settisvoh_and tuned to the NBC channel, which of the following is an

exposure:

.

- a person. who hears sn " . of it from another rc¢ 1 while doing
t . somethina ' o
- a person wi L .yu the. room? -
- a person who is in the room but talklng all through the ¢
program? P ,

- a person Seated in’ front of the‘set throughout but who is
< reading. agbook? :
.~ d person who watches and listens to the program for one second?
one minute? * five minutes? :
-.a person who can remember, unaided, at least one item from
program? ' '
Or consider a poster. Which of the following is an exposure:
- a person walking or driving by in either direction?
person walking or driving by in a direction facnng the
advertisement?
person driving by with his cyes on the traffic?
person whosc eyes happen to g’ance at the billbpar:
- a person.who is able to recall what was on the billto. 2

$
]
[+}]

1
[ I}
0 o

These may seem lik: trivial questions until a media buyer i. .. :d

" with the problem of'dec%ding‘whfoh”of.threéwvehiclés is best’for advertis-
% R S
ing. a product--é magazine which claims for the average issue 20,000,000

] exposures (meaning the number of people whq have held it in their hands),

a television program wiiich claims for the. average'evening 20,000,000

: : o™ , ‘
exposures (meaning the number of people whc have been in the same room at

\\\\NF“IeaSt five minutus), -r . poster assemblage which claims 20,000,Cko'ex;o:\\g

sures {meaning tha nuber of people who walk or drive by in the average -

._r')-.lll Lh) . o . i ~ . . ) . - A
’ . v : . : N .
One job of media resecarch is to decide which measure of vehicle expo- -
- : . ' B ) Q‘
sure is most valid for cach media type. Another, and even knottier, is

- . R

to determine how to measure it.

El{l(j u Lo S B .o
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L Then, assuming i}fexposwe to a magazine can be defined and measured
. . / ' 2 , ' C o
. and that the same car®be done for a television program; how can the buyer

9.

- be sure that one exposure in‘a magazine has the same value as an exposure
in television?

So‘fér, vehicle exposure has been described as the total number of

paople exposed to a ‘vehicle unit. Another important factor,is the number

of €xposures- per person--two exposures by the same person are probably more

valuable than only one. Different vehicles may have the same audience

N . . &

size but differ-greatly on number of exposures. lf'magaziné A has

20,000,000 exposures (10 million pecople exposed twicc‘eéch) and magazine B

has 20,000,000 exposures (20 mi* ion people each exposed once), are they of

equaf value to the -advertiser? o

4
[y

Vehicla exposure, then, cah refzr both to the number of peopl. who
. ’ -

arc exposed (audience size), and thu: tciiai number of exposures, which is

-4 N\

audience size multiplied by the awerac: number of exposures per:person.

Note that nothiAQ Ha; yeflt - . .1 about the number of people ekpgsed
to the advertisement itsélf, whic . may be:Something quite different from
frc nhﬁber exposed to the vehiclc. This takes us to the ext staae of
chia\eyaluation and cohparison-;

!vurfisementhexposure\H\\¥
. . - , ) "y »

VRPN S e ’ . . "
Advertisement exposure. Th. mean< exposure to a specific ac . artise- -

ment in a specific vehicle unit. '‘Number of .advertisement exposures'' is a

-

‘more exact measure of advertising effc iveness than ''number of vehicle

exposures''; it eliminates those per::13 who were exposed to the vehicle

o

but  not to the advertisement. Veh: t. . Aposure sets an upper limit to

£
- - G

"1

advertisement exposure.’:

The general definition of ar aasv -tisement exposure is-''one person

\‘1‘ ' . ' . i . . .\‘

Aruitoxt provided by Eic:
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within sight of sound of the particular advertisement in question."

E . : .

,Advertisement exposure .can be specified in terms of the number of people

. . | | 3 .. 3 s 3

‘exposed, or the total number of exposures, just as in the case of vehicle
. ) ' . }

exp05ure. The problems of definition in precise measurable terms . are even

a - ‘

\more dlfflcult than for vehlcle exposure. How can the researcher determine

whether a person saw a particular magazine advertlsement, and~|f so whether

+ . 1
he saw it in the_particular vehicle under evaluation or somewhere clse?

Or, assuming a person recalls seeing a particular TV commercial, how can:

‘the researcher determine where and when he saw it?

Measures of advertisement exposure provide the most direct index to
describe how weil a media vehicle confironts pebple;with an-advertising
. . \ R B

. v ] .
message, but 'says nothing about the quality or effects of the message

i

itself,

v

. In' fact, advertisement exposure is a.function-of how well a vehicle

B

delivers an audience to a space ‘that .can be occupied by.any advertisement,’
without cons?dering the quality of the messageitself. Looked at in this
way, it mlght be more preciscly defined as ''the opportunity for advertis-

|ng perceptlon to take place“ and has been called advertlsemenL space

-

‘exposure.

. L . 4 .
.» . ‘o . : .1 . :

Advertisement perception. One is on fairly. firm ground in talking-

I’
¥ \

about vehicle distribution; vehicle expusure, and advertisement exposure;

they are relatlvcly easy to descrlbe, deflne, and count. Advertisémént‘

perdeptuon, however, is an ent|rely different kind of measurement, since

c

- it deals wuth a person s response to a’ message.
“

Perception is deflned as conscious awareness of ObJeCtS or other data

\ -

' . . . . . . .
¥y P i 7
. . - e "
. . . .

Q ' 3 - ) . ) P . , . . B}
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through the senses; in this particular case, pzrception means awareness of
; . . » :

3

or attention to an advertisement. N

'

‘Advertisement exposure can be déstinguished from advertisement percep-’

’

tion by the following diagram:

"  Advertisement " Advertisement )
. Exposure . . Eereeptlon o

—

a person in the same room ' a person who is aware of
with a TV set turned on, the sound or picture or
but who doesn't hear or both from a TV commercial,
Television | see a commercfel when it even though he may-: delaber-
2 comes ‘on because of day- ately try to screen it out,
. dreaming, conversation, as in the case of some
other activity), éﬁc. annoying commercials..
- A

U S

Lo

a person-idiy flipp?ﬁir ; ' R

through the pages of a j @ person flipping through

magazine while thinking j the pages of a magazine who

Magazine of something else but who | secs or reads a part of the
‘ doesn't see the advertzse-: advertisement.

ment even though it passed,

in front of his eyes. J

R

hY

VR
(

G A person exposed tO a newspaper page provudes\xp Lnterestlng example
of the dlstlnction be}ween exposure and perception. " Eye-movement cameras
have been used to photograph allgthe places on a newspaper page over which

a person's vision has wandered. Previous tests show that.a person's gaze '

so-owill generally pass over or ”scan“ almost every item. on the page, no-mat-

. ter how small. .When asked to go back over the same page W|th an inter-

vnewer and point out what he has. seen, however ‘the persoh’Can'Feport see~
.lng oniy a fractlon ‘0f those |tems, someLof them he 'is not at all aware of
having seen. In this case, exposure has occurred on all those items over

which his gaze passed; perception has occurred only on tnose items which

. - . . '
. ™ . .

- o | I
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‘product ' responses.

S

ving seen. One'magazine'stgiy found that about

“two out of three expo ures result in measurable perceptioh.

“Aided.recall' and ''recognition'' scores of ads are measures of per-’
— )
ception commonly used by_the print media.

In practice, there is a very fine line between ex; .. '7® .iu jur i

u whe one hand. and betv.. . perception and.ébmmﬁnication on the other and

thls poses prob’ems of measurement which have not been«altogether resolved.

X

Perception is, nevertheiess, important <o the advertxse? because. it can \\

s
'

prcvide him with a basic measu<§ of the zffect of his adyertlsement--lf he

can define it and if he can measure it.
In addition to simple awareness of z2n advertisement's exfstence,
. e J ' Do " ]

advertisement perception includes othe- effects such as interest in,
! e - L. B

recall gr. recognx_|0ﬁ of, knowledge o| and attitude toward the "advertise-

»

Rl

ment (as distinguished from prodhctfor brcad awareness, interest, knowl-

’

edge and attitude, which may be‘eonéidere: functions of advertisement com-

munications).
-Thus, one distinction between perception and communication is that

[

the former .refers to acvertisement responses and the latter refers to

: Advertisement communication.. ff an gdvektisement adds to someone's
eroduct knowledge, or affacts hIS product attltudc, or stlmulates a desure
to take some sort- of predu:t ac;ion, then it has coﬁmunlceted to hlm. -Con=-
versely, .if someone re;B?tsrseeing‘an'advertisement, bue‘there is 59

evidence of increased procuct knowledge or attitude change or action-

-

arcusal, then it has been perceived but - has not communicated.

2¢€

.

LAY
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In the field of psychology, these toree kinds of &éffects are labelled
as “c0gnitive” for knowledge, '"affactive! for attitude, and ''conative'
action-arousal. There are varying degrees ~f coraun stion within each

Lin Obvion-ly, several differcnt measures may be necessary ~o determine

the kind and degree of communication that has occurred. '"Awarc-rss'' or
. . . ’
Ysalience!

v

is one such measure in the cognitive catagory.

‘ ".~uided recall' of scme aspect of an advertisement is anaother; this
« -
}

means t it something from the advertisement can be remembered, that one or .

more par-icular clements of the advertisement had an' impact on the memory

-

cells.

t

It has been demonstrated, however, that awzreness and factual recall

do th-neceséarily result in a change of attitude. Consequently, vartous
w0 i . . R -

measurcs of attitudes toward a produét have been devised and used to get

¢

© at this important Kind of communication. - Attitude generally refers to the

overal} Tiking or disliking for a product, the global reaction to the whole
product zlong a favorable-to-unfavofrable continuum.  But when one speaks of’

the feeling about some specific aspect, trait or attribute of a product
£

“product image.'

rather-than the whole product, this is referred to as the

In. the case of a cat, some of its attribites are power, attractiveness,

cconomy, ‘durability, comfort, ease of maintenance, and so 6n.’ An advertise-
.ment may change some aspect of the prpduc%vimage without necessarily chang-

_ing the overall attitude--for example, :if an automohile advertisement
. strerses horsepower, the reader may become more convinced that the ca~ is

powerful, but if jncreased power is unimportant to him his attitude will
. e . ] - .
not :he-ge. (A subsequent séction on attitude mzasurement deals with this

inrare de'tail.) N
BN
hY

‘e

o - ' K 21 ‘ .‘ . .
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.Even though product knu. o ﬁroduct‘attlpbde? o as the

result of an advertisement, this may no. be sufficient to produce ''action-

24

. " . . N . ‘ .
arousal''--a strong motivation or desire to take some sort of action regard-

ing the product. In the case o a car, action-arousal could take the form

-

of a desire to visit the dealer's showroom, or a desire to take a ride or .
' ' ’ ) . .

drive in the car, or a strong intention 1o purchase that car.
Note that action- arousal is not the same .as the action |tself--only

the de5|re to take actlon it is COnsidered a somewhat stronger advertis-

|ng effect than attitude change, bccause attutude change does not neces-

" sarily result‘ih'thejdesire to take action. It's COnsldered weaker thanr

behavior, since other things may intervene to prevent the action, or .

behavior, itself fromtakingplace even though -arousal (desire, conation,

“

motivation) may be prosent.

l@/summary, then, succeszul,communication may be measured by an

increased awareness of or knowledge about a product, or by a change of

¢

the product, or in some combination of those responses. There is much

attitude dr;image, or in a desire to take some sort of action regarding

4

disagreement among advertising researchers as to which of these is the

“

.best measure of-adVertising communication. 'lt'js probably-safcst to say

4 .

.

that they all measure some aspect of communication effotlvene;s that it

is not yet ‘known wthh one is most hmportant or if they're’ equally |mpor-

tant. Logic indicates that attitude change or actlon-arousal are probably

closest to the uitimate criterion, purchasing the product. ,

-

Behavioral response. A behavioral .response to advertising can take

many forms, since |t refers to any. sort of observable behav:or resultlng

-

‘therefrom. The ultlmate and mos't - de5|rable behavior is purchase of the

922
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product. There are various intermediate forms of behavior which may be

necessary and/or" desirable~-~talking about. the product, visiting.a retail
. : . "
outlet to see or zouch the product, borrowing orvotherwise trying the .

product;sand so on. But our concern here is with the ultimate responsc,

K
'

a purchase. ' .

Fo . : . .
The purchase response has two important advantages over such psycho- Q

..
AN

logical responses as p&rception and communication. The first is that it

measures exactly the effect advertising wants to ?Chleve One might

. .
3

quarrel with the not:on that an advertlsement necds to communlcate product

facts which stick in the consumer's memory, but no. one can den that a
- Ty Yy

. .

[

purchase of the product is desirable. The secord-advantage, especially to
the advertiéing”reséa?cher, is that purchase behavier is often easier to

measure. Behavior is something that can be seen, pointed at and counted,

¢

whereas perception and communication cannot be observed. inside the con-

- . -
’

. R : 4
sumer's mind and must generally be assumed on the basis of what he says
¥ . T
was perceived or communicated. :
4

One difficulty v.ith using purchase response as a measure of adyer-
tising effectiveness, however, is that it is hard to diséhtangle;the‘effect

, . . —

of advertising from the numerous other. factors which jnflueﬁce purchase.
Take ‘a ;ingle act of purchasing--itris'the'resultéﬁtléf éucg*tﬁipgs
as broduct qQaIity,:previ;us‘éxperience with the grodpét,-availabi]ity of
>9 retail outlek, the possessipn of enough money or credit, ‘the abéenéglof
| deterﬂinglfactérg such as = veto by éngther famfly member or a- cut-rate
campéjgn by é competitive p*SdUCt.,_|t'S easy to see that’a‘purcgasé_can
takg-place without advertis ag, or evén deépite‘po&r édvértising (whi;ﬁ .

is worse than none;; converzcly, despite the best’ of advcrtnsnng, the

’ 23 -

o . . . ‘ N 3
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overriding influence of other factors may prevent a sale from taking place.

)
'

T x ‘ ) T ..
tising from all the other influencesLBn sales.

C ‘ ’ v T '
~ There is one way in which advertising's behavioral effects can, how-

*

' This illustrates the:dlfﬁlcu!{; of separdting the influence of adver-,

' . * . . ] .
ever, be isolated, any that is through controlled field experiments; these

‘will be treated in more'detéh(\in a later section. Suffice it to say at

“

| . ‘ ! . .
ﬁhis point that the controlled field experiment is the only completedy

acteptable method which can separate the ¢ffects of advertising from all.

~~

the other influenfes on sales. -

Summary of the Advertising Process 4 -

* This phapter has dealt in some detail with various stgges in the
. ’ 3 , ¥ 2 .
: , : ~+ - , <.
advertising process.. VWhile not -dealing with advertising research peR’se,

this model‘oi'thetwéy advertising spreads and influences can be‘péefﬁl in

dlstlan|sh|ng the various fdﬂCthnS W|fh which research must deal; it
I3 L4

sets xhe stage 1or the sugceedlng chapters on various phases of research

R

¢

A systematlc approach to effCCLIVL advertnsnng demands

defined and descrlbed ‘
.that advertising media,which are effICIent in
reaching the product's market be found,
that these media vehicles ‘be distributed to the
_ markets
...that the vehicles must be exposed to those persons,
.that the advertising -within the vehicle be exposed,
.that the advertising be perceived,
.that some form of communication take place;
after which
.the goal of a sale ma; be Jreached . if other |nfluenres
’ “ on sales are not overr{ding. - :

.that a prc%pct s market or potential customers, be

~

generally consndered to be the respons:blllty of the media vehlcle in

-~ &

.( . ‘. >Zzl ' '

Vehlcle dlstributlon, vehlcle exposure asﬁ'advertising exposure are.

L)

.

’
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A

‘ , D o .
which the advertising is carriéd. Thé evaluation and cbmparisonka media
. te . ' . : . , . I L]

- . _‘ 4
vehicles falls wichin that category of advertising research called media
. research. o : PN v
researcn . .
! k ) \. . ,‘| ’ ' ' n‘

Advertisement perception and comhunication.i;e generally considered

"to he .the responsibility of the advertising nessage. The evaluation and
testing of advertisements is another category of advertising research

£}

¢alled messade, or copy, research: ‘ e . ) e

A Vehicle distribution, "vehicle exposure and advertising.exposure’ are
’ ) X . »

-relatively easy to define and less susceptible to verbal distortfbn, but
' Lt . ) . [ S '

they represent only intermediate steps -toward the advertiser's ultimate '

purpose. .o ' : o - . -

Advertising perception and communication are.difficult to define and

. ’ _— , oA . : M
%5 not amenable to direct'mpasurement, since generally one must rely-on the
) }t! n : . . 1.-, :
‘consumer's verbal report, which may or may not be -accurate. o '
‘ ) ' ' *

O

ERIC |
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) O0f all the possible responses to advertising, a purchase;hag.ﬂhe mos t
. e . 4

to recommend\th A purchase is amenable to direct“meastirement by the

researcher without reliance on wﬂrbal?keports. It is indisputably relevant
. . ) R v : i‘ '
to the main purpose of the adveftiser. The principal drawback to adver-

A

tising researchers lies 'in the heavy influence of non-advertising factors.

~ This difficulty can be surmoghted through the use of rigorous resecarch -

. ’ L ) n . f .
metheds, principally through the controlled field experiment! However, a

,single advertisement is usually not a sufficient-amount of communication

to bring about a 'sale, eéxcept in special cases; thercfore the sales effects

of advertising can usually be detailed only for c?mpaigns and not for ‘}
. . | i
‘individual advertisements.

2

L
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ot ’ g - . &y _.‘_ . . . - ) A N : !
Just as there -is an;advert:sung process,.an orderly‘model of+how
i . ‘
advertn;ung works, SO there is a .research process ’Thlsgprocccs involves
?

\ p T v .
" both a scucﬁtlflc approach t& probI?m solvnnq and dn orderly prOccdurc of
, o ,
. - steps, to be followcd in planning and “exécuting: a research‘prdgcct. . ’
oo . ~ . S QN”Q . ¢

The Scientific Approach to Advertnsnnq Problcms ) ', - .

, .
N ! 2 . .

The creation of advertl lnq_}s the respitant of two klnds of
I

thunklng--the.bu5|ness approach and twe crcatlve approach Thcse

s

- T
3pproaches are usually housed in twq dnffcrcnt knndshof peopl %bund in

adVértisihg-Ethe bu§iness‘mind and the creative mind, only rarely found in’
. - . i :J ) o ! -

the same person. The business mind is concerned with marketing, the : "

practlcal and tangible aspects of running a Business, and maknng proflts
. o Thetcreative mind is primarily concerned with ghedartastlc, creative and

’ “

intangible aspects of communication. For mary years, advertising has °

thrived through the combined efFort§ of these two approaches. The”public
- £ . %

image of the advertising eﬁgcutdve as a sophisticated, persdasive,idynamic]“
, N , .
glib and business- 1ike fellow with a satchel full of eye-catching.ad lay-

1

b ‘ b \

outs is really a composlte,of the busuneiﬁ/aiﬁ‘treatlve approaches.

. 4 % ’\ Y
in redent years, howeve;, there has been a growing feeling amoﬁg
-advertisers--hard-headed businessmen themselyes--that another approach is |
- LT : . ' R ] ' a v, .

needed to, round out their advestising efforts. As one businessman expres=-

PR . g

sed {t, | know that half my, advertising is wastcd but | don't know which
\ﬂ. .' . { n .
1L 3 :

half.'. in short, much advertns;ng has been conducted with' no “feedback”

on its effects--that is with n® knowledge of the eventual effectlveness of

<
Q

17. - T
26 -
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\

\ the effort, no understanding of the’generql principles of how and why

advertising succeeds or failsq~no real evidence to demonstrate success or
. c‘ . .

failure. ) o : . A ‘ %
Such;adverti;ing is analogou§ﬁto a hunter with an expgnsive high- A

'poﬁered rifle; firing madly at a group of moving ta%gets in the black of
?ight, then moving on complacently without bothering to ;ee iégpe has @
actually hit hi. 1arget, satisfied simply because he has been firing away.

The missing ingredient.in advertising in many cases has been the

K

scientific approach. . Broadly; the scientific approach simply means an
® . v ’

orderly, objective investigation to agather verifiable facts that will add

'
<

to_knowledge, understanding and control over future activity.
‘Like many other fields of social and behavioral study, advertising is

certaiﬁly not a écience, but it is nevertheless.boséible to use p scien-
fific approach.‘>The sc}entific épproéch--whethef it be .in chemistry,
pol?tii;; psychology or advertising--has certain distﬁnguishing character-
istics: ) . . ) ;

5 - : ' _ ' A
The procedures are explicit. The results and the_methodg,for obtain-

ing them are so clearly described that,another’competenf_pféétitioner céﬁ
read the researéh report and replicate the procedute i?ﬂhe wishes. The
detéi!ed aescription is minugcly hon?st‘down to the finegt detail of pro-
ceduré. |

The data-collecting-is objective. Once a procedure has been formulated,

and an investigation stafteg, the researcher is low the data
and report it objectively, whether or not it agrees wit s pre-onceived

notion.of. the outcome. The advertising researcher must fight against per-

LW

.- ceiving ‘or using only the data which will 'prove a point," either his own

or some one else's. Quite often, research wii},comc up with the opposite

ERIC . - " 2T
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-attempt to verify an investigation's results,

whole bodies of knowledge, an organized system of verified facts,

man to accept is that his advertising is no good;

_fact unt|I it

y
v

answer than that predlcted this apparently'illogical outcome must be

+

percelved and reported aceord|ng to the, 4evealcd eV|dence

.

. The findings must be replicable.

Other researchers, should they
) . .

should arrive at the same

conclusion. ‘Intuition, artistio sensitiVity, and clinical inéight‘are not

sufficient to establish a pSint of fact.
. »

¥ - . } . .
The approach is systematic and cumulati ‘e.

The advertising i1csearcher

in addition to investigation of an immediate problem, tries to build up
general-

izations and principles, all-based on-evidente rather than his hopes or

beliefs.

The eventual purposes are agplanatlon, understandlng and control The ™
advcrf|51ng researcher wants to know why and how somethlng happened, ‘and be

able to prove it. Then he can -predict and bring about the conditions to

-,

achieve his objectives. His“objective is'the creation of advertising that

W o

will sell the product better or more efficiently than any other advertising.
The researcher is beth open-minded and skeptical. He is open-minded

N

about accepting the possibility of alternatives to his own ‘pet notions, or

to the usual '‘common sense'' answers; in other words, he looks critically at

thlnks of alternatlves, and admlts them to his

.,

cherished assumptions,

thinking as possibly correct. (The harde t alternatlve for~an advertlalng

the usual aséumption is

that there are only two. kinds, good-and better. ) 'At the same timegtthe

researcher.must be extremely skeptichl, Folotant to ace ept anyth:ng as

is demonstrated.

The . scnentuflc approach to advert|51ng is not mercly ‘a -high- mlnded
\

abstraction to be lndulged only as a IUAUFY It is the only pchtlcal . 73“

a o 223
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way to insure age . advertising f- 5t i improve the probability of
success. ’
Advertising Coals __Their Depencer Vi-o 25 5

Let's introdu. . here a technice . ‘ch will be useful in talking .
about advertising research. The ter |- ardent variable," and it

*
’

simply means ''the quantity that is m:

In mzasuring a person?s height ale, ghe dependent véri5&1e
is usually inches. “In méasuring weic lependent variablé is usu;IIy
pounds. In measuring tempera;ure,_tha .ent’variabjc is usually
degrees-fahrenhe?i. ‘Even in these simf ses, there are other dependent
varianes that we cop]d use insteac: = instead of iﬁéhes; kilograms
instead of pounds; centigrade-degrecs A of‘féhrenhgit-degrees. Ali
are equally correct, so we must alway :. y which‘dependént variables
arelused.

'Similafly, it is not adequate 1 i state ""Advertisement A was
(or was.ﬁot) effective." To.be‘pra. measure or criterion of de-
pendent var;able ihvolvgd myst bé < " <. - Thus, one can ac?dF;tély sayl
”Advert}sement A was effeqtive'“iﬂ_g L at;itudes“-g: "in incfeasing

consumer awareness''! or ''in increasing cuisumer knowledge.'' Effectiveness

e . 28 .-

is always in terms of some dependent variable which must be specified.

The dependent variable used in meaéurement should always be directly

* -

related to the stated goals of theiadverQising. Vhere there ;re many adver--

tising goals, or where the researcher is uncertain as to Whi;h of several
possible goals is the proper one, he may include.many differeént dependent *
. - ,

variablés in a survey; this may inc! - three 'dozen general and

specific questions, each designed to « -+ . a different dependent

variable. ‘ .
. § i , -

e . )
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In ~fort, . .-t - : coal-settirg is a preTequis'te tor suring

eff i+ ness, & -_. go is determine 5 Fifsures ¢ 7 effect ‘oncaiz oor
 depr' snt variable: i investigetec thr g - research.
Ste™s in_PIannihg T 1 ?rojecf

The simplest . ini’ on of research is ''careful, systematic “ient
‘étuﬂy and inves - some field of knowledge, dniertaken t. 2szablis-
facts or urin: _ is not a haphazar @ nasty coilection c®  fo-ma-
tion. .

Wk -ther.ac zisir . or ghcmistry or histgry or any othcr's”rjec: is
urﬁcr’itudy, T 2s¢ v process cén be cutlined as an or&erly arocacure,
a <y stematic so 5o eps whiFh should be followed to cet the most use-
fui informazico - . “se |

Here is ¢ = .ct N of the'steps thaf s%ould‘be'followed in planning.
and executing ;v .ing researcﬁ'project. This outline 'i's broad } 1!
enough to Sc oo o f advertising problem. . :

1. Dofi .- proslen’ ’ : .
2. vi wiot is known about the problem (''Secondary" research)
3. ~riz. -u the research methods to be useq ¢Primary’ reséarcﬁ)
4, Cc--:=7t tvec research \

5. Anzi 2 data

6. ‘ntecr « and report the results

e

This may seem - ik: very precise prescrintion far actior. Within

1 . 3 . ‘a
e: - of these steps, . 2r, a number- of ducisions must be made, and a
¢-2at amovnt o7 der amning is necesssio. Let's look ~7 each of

t.. - sters in det:’

o

O
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De”ine the probler. 7~ A: ¢la fication of " n2 probi - ond
up with cne or‘more speziTic :u ‘sns th' 't can be anms .iered empir i iy,
This step is frequentiy glossed ~ hur edly, but it is extreme (e
tant; t-e more time spert discuszs  an clarifyine @ problem frc- num-
ber of diffe}ent viewpoints, the v "¢ u: ful will ke -he everntual razvits

) Uho.ié thekperson ragues . i-7 iho jp rmation? +ho willtuse = <nca
it is pfoduced?v What de:?iic*i it sed on —he -esults?

A coued way to start the t-ove o dar fiéétibr ~rrcess is to
"What are the objectives of tvo =& . . g¥' The e elertising ¢as--
stated in terms of margéts, CT2STCILs intended eff - tz--mus: .- stated
explicitly before fhe researcner £m*'ju: to measur2 t- résults

Generally, a problem éoras to .- ;esrcher -or . <one ¢lse con-
cerned with making advertising dezi- --:  elther from the Susinc:s  de or

the creative sidg. It = .arts z. : rair:  broad and vaguz reques:, :uch as:

""Are we getting any results from c.. (oiowision accertis ng?'! . s-oulc
end up in more precise form suz~ a=. W-it is the net change .- attituces
. % s

\

and sales resulting from the Se: - mbar-lune spot-commer:ial campaicn on

NBC? Are there any.differences @ th:: :ztitude and sa. - s effects cn cur-
. }. ‘ ) . .
rent users of our own brand, user i~ ~ther brands, and -on-users?" And .
*so on to w-at may be & list of sz ~~mai :necific quastiors stemr:~: from the

~

same basic problem.

in.between -the vacue requést ar.) e eVéntuaT specific lisy =7 .
researchable quéstiéﬁs,the'prOCESSO; e rs{on, re-thi=<ing and "rzn more
:discussion at greét lenzth is a proti-iw 2 investrent. ‘
Tge ir formation sc:Ker and = . - -archer shculs =rd this .cess only
when both sre mutually qg;ecd th oo e i.s;Apf specifi . resear @ e

o : 31 :
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questions are irdee¢ tme crucial one: to solve the problem. Th: and

the researcher must have the same understanding of what is neec=

Review what is known about the problem. This preliminary sm=a--

usually czalled ''secandary research''--is freguently heglected. Ma~ v wiunTces
of existing knowledge‘cah give general or specific facts and guid:c.. If
thg aéswer to a problém already exists, aé is often the casé, z - .z rzal
ofgtime and money can be saved. The}e's no point in, repeatinc a v :a7:h
;tud?ﬁthat has already been done. Even if n0'spec{fic answers 7z T E,
.fhe review éf knowledge wili help to further defihe the proble --c @ arify

research ‘procedures to be used.

Whgt are the major sources of existing knowledge? Compar . or =:/er-
tising agency fi!e§ form one; if a research department has bee r <zera-
tion forisomelti%%, the odds nre.increa;éd that s;methihg use‘.. .: | be
found: . ' , ’

Ancther. source s the specialized and professional -jourr= : mrick ©  §

deal with advertising and marketing. Some of the major ones ar:..

Journal of Advertising .

Journal of Advertising Research

Journal of Marketing Research

Journal of Marketing .

Commentary {a Britich marketing research journal)
Journalism Quarterly - . »
Psychologicai Abstracts.

. ‘.

These professionai journals contain original articles, boo re  ienz.

abstracts of previous research, and other material which may be perzinent.

<

of Ieéserfimportance to ;he'researCher; but useful in providing hac-greund
andvleads to other sdurces.are themgdyeftising Qnéws“'pub|icatgﬂvs e 25
Advertising Agc. Cortainly, 6oiadVef6ising rcsonrfh dﬁnﬁvtwont I T
withéuﬁ éubscriptions to thafa inn}nnﬁg; many city and universi v lioraries

also subscribe. .

32



Trade researc: o- -oroizat ions are anothe wortant sourge,  The
» Advertisina Researzk ~-urdation {(ARFj anc thc acustric’ fdvertising
"Resez~ch Institute (17!, z-z the major cnes.
The ARF is a nor- :-of - organizatior sup~-ted v advertisers.
acdvertising agenciss =nd zdvertising media. .3 basi : :ur:ﬂsé is 10

further scientific procticas and .romote grec...- of -otiveTiess in adver-
tising and marketing —hroush objective and i-cati:r rusearch. Speci <~
ically, ARF offers corsultation and guidance o thz cerzuct of research

studies; supervis=s the technical aspect of advert sing research proiecis

L
3

. evaluates publishad research stuciss conducted Sy -.thers. develops maw
research metHOAS and cechniques, and analyzes e -istinag techniques; este
. 1ishes rese¢arch stancerds anc criteria; collects and:jissemihates'acvert i -
ing and marketing datz for tHe beﬂeflt of its members. /
. A1l ARF publlcat&ons are automatically offered to members as they

are issued. The regw]ar publications are: The Journal of Advertising

Research, a newslett~r, and the annual Zonference Proczedings. They also

-

¢ issuz printed individual reports on sugzrvisad studiez, consultations.

appraisals, analyse: of syndicated ser. ces, bibl :xgraphies, reprints
. .

pertinent matérial “rom oTher sources and speeche .. The most useful ~ndex

Q

to ARF pub.icationps ‘5 a orochure ent|t¥ed “'Catale- - Tublications.'
Membership in —~e ARF.is a must fcr everw cor- @anv ©or agency invc . ved

in advert:singj membu-s hiz at reduced retes iw =is: —eld by‘colleges g

universities.

The 1ARI is of ..e— zular usefulness to indusz~ial advertisers, t-m=:2

[
£

whose advertising is uirected toward speciwmiized t—azz, business and indL -
. .b N .

trial customers ra+h: - than the general pusiic; suzn advertisers custao™ o
33 :
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'se spec zlired il s~ differant & . ! sin =2pprczches. I-wi ~ublishes

veriet o7 ma  ri: scme of which ic = . -3 tme geznerzi acvertiser.

I

Twe -t ar - -"x o-al organizat ors © 1o wubl 4a material That is

iseful: <he Am. izz- -ssociation of Ac .ina Ac:nzies (Af-1} and the

S

-ssocizr -~ of et -— i Ad zrtisers (-

Res= ‘er. =c..g are another ue . informazion sour . \Mhile

-hese ma ot bz ave =mzle at the partic ar tirz nzeded z spacific

i

.roslaem, -~ - dc “hey ziways cover the de: = 1 subject mall. “AeVare
‘nve gaki. to th. zore nuimg education of z advertisin: sez~cher.  Also,
most conferzaces ~ub’ \7n Teports on what | transpired. ~qae -f the more
; S :
important ones ceonduct .o smmually are:  tho American ~ssoc tion for Public

Opinic- Fasearcs [AARPLR), the Ad/zrtising Tzsearch Foundat!i and the

American Harkz-i | Astociation. In addi ior to the specchz: ancl. pusblished

- proc=edings, w0 corT rq:ces affer an -z uable means of parson-te-person
contact with ot &r acuwrtising rase i ohars; iﬂforﬂﬁlvdiSCLJ55Oﬂ with them
sfzan provi: “nformamt lon unobtainchle n any othor way.

’ Antner mejoT sou-ce of inforwmiion Ts book: :md Iiérari‘éf There are
AUM2FOL 5 moseis on @dverttising, ras2aro weilhods and market:ac ".;uarcﬁ
- which . 3n creosice conee aboangd 5o . if o nuidemce to wine soluti - of probfemsu

~her: ar - wthe- —ources of - ommEt Ton ahich can be usec it t° s stage
5f vicn ng Wt TS p@wn 2T 7 LT cular problen. But Those ire the

majc s ooriE, & otz be fooit ~o jgnore them. in considering any
. _ .
majer resesne s gnlw if tris si. ndary resea—ch does ">t procuce the

answers shc. . t-eo ro zarcher proceed © 'primary rzsearch' --:the aazhering

St on. ’

_¢e sn ~svcarsn methods.  There are zn infnite nu »f ways to

. "
conducs ar iavesticdrion into bwwaar hode sior, The methad ¢ ‘wrestigaticon

.
o PN
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Aruitoxt provided by Eic:



O

ERIC

Aruitoxt provided by Eic:

variat e

‘reliabie,

) meas ures

iepends

>n the specific probicom. ar 3t every statec - -uhlenm

is d ffere-r in sc—= resnect “rcm those that —z v -cnc bef:re. As a “irs:

task in "z-imzry' -esea~zh, let's considar br .7l he seven malor wetho:-
oloc cal aupects ir a2 rzsearcht investiga: w: rendent variable, t-

independer variabl

, the datle collection mett .., t:vn’

~g, che desigr, zhe

2, 2nd the resezrch e~ irc- 1

The 1:oendzat var able im @ -esearc stuc. 5 “imply tha juantity o
be mzasur. . as iscucsed eariier o this chep-o— For exarpla, in measo—-
irg neigh tme degznfont vooliasle is inct cs: toowe ght. pourds; and o 1.

In advertiz

depend on tne adver

zbout

N

procuct:

bali ‘s about the

.or sz'es., In-.mec
ables are d{stritwr
expos dre, sometin
of t: .2 dependar-

chap =2rs on medie

T2 Tastrumer
and ser

hat it

of reight but ro:

I

sty ke

tne procact. -

advertising is

ites ‘nwol.ing human sizj:
Tising gnz's

in —essagsz roasearch are:-

wwasur as oadvy rtising eTfectiomess,

the depenc-:=mit varias .S

objec:ives. Tom: cf the major dezsnrant

awar o

Q

the product: kncwicuge

\

alusrtisements; altitloes

255

recognition and reca’ |om” and

~pduct.. bshaviwr co-. :ra’ag tme wroducst such as inguiries

research s-udies sc w pendent va-i-

‘recuent v used o

ion or circulation. v " zis expcumure, adver:tising

le "frequoncy.t' -1

callec kah7cle Feac t gn oL

arfzt ez and in det- i) in tre

: 2d T me:Sure che _2perdert vi iable should be vz 4,

“ive. Valitiity of 2 ~easurac it trument means tha- i

‘nte=ded t measurcs; "inchas'' iy oa valid measurnament

tems tatu iomhe T o0 pradue s faces reca b

- bod

o ealis of Doacnit koo oF strtizude toezTH

[t ST LR R AN

the curpose of the

- - ol - ) \/- -
criz=-=ion f=r walicitv of w1~ dependent variable .-
.
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direct observation of behavior; mech .cal recc—ding devices as = .ostitute

“ing'* and actual experior o th varion. v cods .

- - ‘ ' 27
reasure vsed; a meazure of learning is valid oniy if thie purpose of the
. .

advertising is to teach facts. Relizbility of a measuring instrument means
LY . .
that it gives consistent raeswlts when the same thing is mzasurzd om two or
e B

more occasions. Where a rubber-yardstick measures my hejcht today at 65

incpes, and tcmorrow at 7C inches, then the measuring instrumenc ic
) J
unreViable. Reliability is @ necessary but noz a s=fficient condition for

.

validity; if today | say that twe nlus two equals f' .2, and tomcr-ow | say

the same thing, 1'm beingy perfect’'y consistent or reiiable, but completely

invalid. Precision of a reasurinc instrument refers tO irs ability tc
distinguish ‘between di7ferent quantitics, the poweT LO cdiscriminate; a
ruler marked off at onz-foot intervals is not as pr Zise as one markad ¢ 7

at one-inch intervals, that is, it cannot discrimina~e precisely bhetwzzn
7

.

fine differences in hgight.

_ The data collection metnod deals “ith the specif’c data—gat

procaésfto be uszd, of which theru ar. seweral . The rajor Kings 37 .atsE

collection are: intervizus by mail, ¢orsonal zmi telcphone jusstionmaires

-

\ \
. for or in addition to perzonal obseryztion, inciuding ftims. photocraphs

] vy .- .t . . .
and recordings; and content analysis o f advertisinc or other data. Ffach of
these data-collection rufinde is o broad subject of study ine.izs217 A

correct decjsion on wt . " d To usz Must be baoet on bot™ ‘hook T

A decision on response method, when human subjects are involvi:d, is

i

based on. the previous decisions reaarding depemdent variables and ata
’ ° L I - - ) .
collection methods. The mafor Tesponse modes are verbal resporse (winat the
respondent says), beliavioral resporse (what the responcent daes, and
. 1 d

b
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-physiological resnonse (v .oiuntary internzl changes in the respondent's

body) .

-~

The samp!ing 57 datz is another variable. Whethar dealing with a study

of humans or animals or inz~imate objects, it is almost never possible to
perform a comglete firver tor , or census, of the whole population. A

sample of those objects, me ning & portion that is representative of the

whole populatiom, must b= c:lected. A sample of people, a sample of adver-

tisements, g sz7ple of television stations, a sample of locations--in short,

+

whatever popul:tion is imvclved, some systematic plan for selection of a
-

. . 1N
representative sortisn mest be formulated. The most common application of

sampling is fz..°d i~ research involving human subjects; more details on

this procedure are tiven in the following chapter under ""The Sample Survey.'

[N

A decis’or on mesearch design deals with the frequency and timing of

dats collect .om and the kind of conclusion desired from the study. The

”after-on[y” cr '"poi-test' design involves collecfion\of data on just
one occasion; it is--: .static descriptive study durcing one slice of time.
The ”iongitudinal” stigﬁ involves collection of the séme data from'the
‘same people or sources at several points in time. The "‘before-and-after!

design measures the change that take’ place at two poinis in time, before

and after some event, and;pight be considered a variation of the longitudi- \\\\

P x4

nal aesign, The ?ufsvﬁ-and-after~wfth-controlf design involves data
colleétioﬁ at two pcints In time from two different groups ofiperséns, one = _
group_haviﬁé been eprsed to some treatment between measurements (the. test
gréup) ;nd one gréup which has not been exposed to the treafment,(;he con-

! » ’ ’ - .
trol' group); this is actually the classic design for a controlled experi-

]

ment,*the principal and most reliable design for determining cause and effect v

\ \

. .

o - _ 87
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. measured. Sometimes called the ''treatment' vﬁkiable, it is a necessary

¥ 29
and the basis of scientific knowledge in many’fields of study: The "after-"
only-with-control' design involves data collection at one point in time
{after some planned event) from two groups, a test group and & controi

group; this also yields cause-and-effect information and is a variation on

the classic controlled experiment.
. /

, There is one principal distinction in. conclusions than can be ‘drawn

-

from the various designs. The first three (after-only, longitudinal,
befo}e-and-after) are descriptive studie%lwhich can describe the existing
situation ;f tell you whét Eappened, but they canhot4Qetermine ﬂﬁl they
happenéd-—they reveal effects bJ} not the causes of these effects. The
latter two designs, both involving a controil group, can determine both what
happened aﬁd Ebi_ii happened--that is, it determines both cause and.effect.
More will be said about this extremely important area in ;he next chapter.
The igggggqggﬁg_ya[igglg_is the name givern to some treatment deliber-
ately introduced or caused by the researcher, so that its effects can be
condition for a controlled experiment. Any quality of advertising tha£ can
be manipulated can be an independent variable. For example, if the -task is
to determine the difference in readership betweén %our-color illustrations,
‘ i 0 TN

two-color illustrations and black-and-white illustratiions, the rescarcher

would construct three ads differing oAly in those respects; the independent

‘variable in such a case is '"use of color.'" It is the “'cause'! in a con-’

o
Al

trolled experiment designed to measure cause and effect.

g
Another research variab'e is research environment, which may involve

both a stimulus environment and a response environment. The stimulus

(whatever is used to cvoke a recponse, from the respondent) may b€ .a question
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or an ad or a procduct or any of a number of chiects, depending on the

. PN - . “‘f‘ 3 . .
problem at hand. The stimulus may be administered personally or imperson-
- / v » —
ally, from a remote location og/in the-same 1dcation as the respondent, in '
7 . .

. ! - . : .
a laboratory or in the respondent's home or in some other loc7k|on. Ore

of the most important aspects;of the advertising research environment is
LN ’ »

the nature of exposure--whethér e*posure to the advertising takes place
ﬁaturally under real-life cond%tions of selective exposure, or whether the
respondeptiis forisd to pay attention a; in an auditorium or ;tudio or
classroom. In short, natural exposure vs. forced exposgré makes a great

deal of difference in the results obtained in cormunications research. The

most desirable research environment is one in which.-both exposure and

measurement take place in a naturalistic situation without the rescondent's

awareness that he is the subject of research. K

Cenduct the research. After specifing the questions that need answer-

ing, the methods of ‘design and data collection have been decided uppn and .

put down in writing in a complete research plan, the researcher is ready to
actually execute the research plan. 1In this phase, the scientific approach
is followed--the procedures are explicit, the data-collecting is objective,

the plan is followed in detail no matter how the results turn out. Ex-

tremely systematic and paindtaking attention to detail is necessary.

Analyze the data. This is the exciting phase of, a research study,

. comparable to the thriil of discovery and creation in any field. The pre-

research breparation may include dummy tables, requiring\gnly that the ﬁlapks

-

be filled in with percentages or scores or other figures Statistical
' .

calculatjons are performed as necessary, and the figures<;re rechecked for’

39 ’
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accuracy. it i5 {Riguonl sssizie tc check ore par:t of the data against

- gnozher nareg,

Whars results seem illpgical, the entire

proceduge ~ay zgre there is no error. Since most

\

é&VirtiSiﬂg -ésearch studies ~re quantitative, the analysis stage will
resslt in o number of statis: cal ;ahles, summarizing the dgta inras nuch
detail as necessary.  Sreakoowns or cross-tabulations of the figures may be
necessary. Depending on the ragnitude of the job, a compufer may be used
for exzensiva calcplat?éns; on smal i jobs, hand-ta]{ying may be sufficient,

while others may require a . 3k calculator or pocket computcr. i
e '

interpret and report ti . results. At this point, after all tables

have bezn prepared, the res.archer coes a “flashback“ to the specific ques-

- tians f@rmulatedlin the first step, problem clarification. The principal
purpose of the study has bzen tc answer those questions. There are probably:
mo}e.data and more tabulations than is actually neceded to answer +hose
specific questions. Thi; nequ{res that the researcher be selective, pick-
ing for initial interpretation cnly those tables which have a direc; bear-
ing on the principal Specifié questions. Additional tabulations can be
used to qualify.thé principal findings. .

Regardless of the complexity of the complete study, a short clear
understandable report of the principallcéncﬂusions must be‘produced; on
the other hand, the report must be complete, reporting all the data, the
me thods used{ and so on.. One way of getting around this dilemma is to
prepare a ''three-stage' report. Part | consists of a simple straight- |
forward omé-pégé report of the principal conclusions--the specffié problem,
and a short Hon-;cchnical statemént of the brinéipal fihdingsaw}thogt
qualifications.- Part Il is a ;omewhat expanded version of Part 1, showing
' 40 -
Q : ' »'

EMC . . e . . ‘ *

Aruitoxt provided by Eic:



32
the key tables supporting the prlncjpal findings, and mentioning the

necessary qualifications for those conclusions. It should also contain a
brief statement of the research methods used. Part Il is a complete
téchnical reportl with a full detailed description of methods used at all

e steps of research planning and &l the tables or other data produced by the
s tudy. : '

‘Parts.l-(”executive summary'') and I1 should be frée of technical

¢

.jargon and should be understandable by non-research persons. A great -deal

of advertising research hasjbeen wasted because the final reports were too

detailed or too technical. Research is useless unless the results are

used in decision-making. Decision-makers can"t usé the results unless they
) . . T ,“~ . ) Q9 ..

understand what you say. The best safeguard in this respect -1s to have

someone who is unfamiliar with the project read.the report before distribu-

. . o~
tion.

Other Participants in the Research Process , ' . o

. ‘ These steps |nvolved in a research ‘study have been discussed as though
\Y .

R . \

one person or.organization were actually doing theuwhole Job. ‘In fact,

s

o
varlous consultants and sub contractors ‘mav be brought in at varlous stages

4

The amount of outslde help depends on the size and sklll of the advertiser's

.or agency' s research department, the size and complexlty of the research

e . P

time avallag;é\ money avallable and other factors.

”Deflnnng "the problem” is usually handled by the advert:ser and/or the
¢

agency, wnthout outslde help.

e " “Secondary research“ is usually also an inside job, though university

- , o
2

-researchers or: other specnallsts may be called in for ccrtaln jobs.

E}{fc' o - : 41 - | f
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{n the primary research phases, however; consultants and commercial
reseath firms are frequently used. Data-gathering in particular isalmost
always farmed out to commercial firms which have standlng forces of field
inrerviewers.‘ Data anaiysis, after‘thé date.have beentcollecfed,'may be
Jsub contracted to a computer data- prOcessnng firm, which wull provide all
’
statistical tabuletions required. Some commercial research flrms will
perform both data-gathering_and data-aha\yeis; etheré are specialists
for ohl?_one of those functione.‘ | ‘ | N
While 5uh;contrac;ors may provide their.own interpretation and report
of the results, the final interpretations end'repdrts dre usually accom-
piished by the,sponsor.

The wide range of commercnal research Services’evailablﬂ are i1lus-

trated in two publlcatlons-—Bradford‘s Directory of Marketing Research

Agencies and the ARF Directory of Research Organization Members.

\

While all parts of the research process are important, the‘firsﬁ step

(defining the problem) and the Iasf'step (drawing g#n€lusions) agé prob—F

T

ably most important, and only the sponsoring advertiser or agency can

assume final respoﬁsibility for their correctness.

3
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CHAPTER |11,
THE 'MOST COMMON ADVEﬁTISING RESEARCH PLANS

. s
Certain kinds of research procedures are more common than others in
€ , !

advertising research. These will be called “advertising research plans,'

and’each inyolves a particular configuration of,gesign, data collection '

v

method, research environment, and other variables.

I3

These ''most common'' research plans are applicable to a wide variety
of advertising problems, and many specific épplicafions are-given in the
chapt%rs on MedialResearch and Message Research. ‘At this‘point, however,

a general deégTiptioh of these popular research plans will give a broad
3 R . - . >

!
understanding of what is to follow.

.
- »

) The most common ones are the sample survey, the survey panel, the

]abdratorxﬁexperfment,‘the contrqllgg_fjéjdlegperiment} contrglledAobSergj

tion, content analysis and attitude measurement.
. — N —— T n ' N
) t
Each will be‘discussed in terms of¢!several characteristics: reseérch

ce

_ design; data col)fctibn method, }esponse method, research environment,
] , AR . ] .

" dependent variables, independent variable, and sampling procedure. Some

- )

* of these features have been-discussed in earlier chapters. . Response
N B L . . . .
L f - .
method can stand a little elaboration at this point before detailed descrip-

tion of each plan.

Three response methods. A person's response to any stimulus may be

measured in one or more of three ways: behavioral, physiological, -and
' D - n

:

.

_verbal.
-Qﬁeh a persan de]iberately takes some sort of obseryablé physical

action, this is known as a behavioral response. Behavioral respbnse’to
» B - ) L . N .

advertising can take the form of visiting a dealer; mailing-a coupon,

; ' 35 - N\ I
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talking to friends, ‘borrowing a product for a trial, or buying a product.

The ultimate criterion of advertising affectiveness is, of course, a

purchase~-a behavioral response. ‘ ‘ N

\

When something changes in a person's internal mechanism, this is

known as a physiological res»onse--an involuntary reflex action, usually

uncontrollable by the person. ’Physjological response is .reflected by .

heartbeat, sweat?ng,”breething, electrical output of the brain, muscle

contractiop, and eye pupil size. Since physiological response cannot be

determined yery;accurately.by observetion, a person must Be oonneeted to
some‘sort of Iaboratory appa*gtus'to get aecurete measuress Such'coanges
are often too subtle to be ¢ .uch useyin measurlng response to.messages.
However, all of the above re. -onses have'been useo‘in édvertisiog.research.

kN

One o.fthe most promus:ng of these at present is eye pupll size or.

l

puplllary response '--the pupil dilates (grows Iarger) when a person is

.

»exposed to something unusually pleasing,'contracts (grows smaller) when *

exposed to somethlng unusually dlfpleaslng Brain weve'measurement by *

electroencepﬁalograph (EEG) has also been found related to communlcatlons~

h

effects. . . v

When a person responds to a stimulus with words, either'spoken or
written, this is know as a verbal response. Probably the great maJorlty of

-5

advertising,résearch takes this form. ‘Mail questionnaires, te]ephone

interviews and personal interviews are all primarily measuring verbal

s »

. responses. This is the most indirect measurement 6f the three types, con-

. -

sisting of reports. of what a person says he thinks or feels or does. Such

reports must always be taken with a-grain of salt, since verbal responses

are quite controllable by the resporfdent. A great deal of methodological
- 4. .
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research has been done to d: ine what sorts of biases and errors afe
obtained, and to refine ques: "' ing and interviewing techniques to reduce
. verbal responée error. Desp o its limitations, ‘the questioh-and-answer N

: “ﬁiﬁ survey is the most wid;Ty\Ssed data-collection method in marketing and

advertising research. In those situatigns where it is ‘possible tto obtain -

. behavioral or physiological response défa, they are to be preferred over

~verbal  responses if it is practical'to-do S0.
I '

The Sample Survey
The sampie survey-~some:§mes cdlled a field survey =r a poll or simply
a survey--is the most frequewtlw used acvertising research plan. Basically,

it-may be described as askir: guestions of a sample of persons who represent

some larger population.

. Distinguishing feature 'n terms of the research methods already
discussed. the sample surver . Lz descrited as follows:
‘ Research‘design: -0t ,
\ Data collaction m. questionnhaire: personal, or mail
- \ or telephon:: ‘ ;
’ ! Response method: .«—al report .
‘Research envir~~me.t . natu-al, real-life (usually at home)-
Dependent var .: lez: awaremzss, knowledge, attitudes,
. A buying »-xfar-mces ( .e., any verbalizable response)
e ' Independént va~- ab=: nohe -

Sampling: wustzily random
The comp]eté saﬁplé survey procedur;, after clarifyiﬁgfa'problem to
"be'investigated, inpludes suécessive stages of{p]anning the sampling, _- 
¥ '. questionnaire constfuétion, daga tollectfon.ana data-procéssing,. LetJé '
di;cuss here the most c%ucia] fechnical aspects of these étagesfin the

personal’ interview sample survey.

’

Sathing. Sémpling'is the procedure’by'ﬁhich the researcher can

determine “the characteristics of ‘a large number of people (a population) by

. 45. -
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analyalng just a few of them (a sample). Sampling is necessary becaUsJ it
‘'would be |mposs|ble or flnanC|ally prohubltlve to talk with all the persons

ina giVen_population.. Fortunately,}it has been demonstrated time and time

again that.a sample~-chosen in the proper way-—is'representatlve of the

A\

population from which it was seleeted. ' .
First, let's clarify "population.'' Before Sampling,.é‘poquﬁﬁ'DQ
must be defined in terms that are meaningful to the specific proziis-. In

~e

advertisjng, this iskfrequently'a populatlon-of prospects for —he Dprocuct.
* 4

The populatlon in a survey for a soap manufacturer mlght be "a¥l ac.:lts
in the U.S." or "all adult women in the U.S.'" o ”all adult marr = wo=on
. o woiel mai v =

in the U.S." or "all adult married women who ‘used powdered soap T th: =St

' The purpose of the survey-and,the nature of the probiem a~d th-

‘klnd of.product involved, ail must be considered jn arriving at a very o7
cise verbal description of the target population. Only then can the

researcher consider drawing a representative sample from that pozulation.

—
-

/ . . | . ) , ) ..‘ .

e Frequently, after defining precisely the target populatlon, it is

necessary to«flrst ,elect a sample from a larger populatlon, then screen

out wnth approprlate questlons the per50ns to represent the tarcc:t popula=
tion. -In the case of the soap manufacturer mentloned_before, there is no
master .1ist of t'all adult married women who used powdered soap in the last e\

year''; tnerefore, the re?éﬁrcher would first select a sample from the ''all
U.S. hous eholds“ population, then ask some screening questlons to determlne

age, sex, marltdl status and soap usage—-endlng up with a smaller 'group who -

are a representatlve sample o] 'the<target population. Only the target

' . \
population sample are then-#sked the questions pertinent to the problem

whs, 46 R
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it is not uncommon for non-researchers to be very skeptical as to

whether a small sample can really be representatfve of a Iaﬁ%e population.

-

How can a sample of 1,600 persons in an election survey be an accurate
reflection of the entire U.S. population of 100 mil]ion voti ag adults?

There is not room in thls book to go through all the mathemetrical proof

o

and empirical- verlflcatlons of samplung theory For, full uhderstandlng
and acceptance, it is certalnly desirable to study the SUbJeCL further.
For the moment, how ver, you are asked to accept the assumption that

scientific sampling/of human popuiations is.a valid procedurs that Fas

been proved in practice. National election rmils, usually. accurate within

one or two parcentage points, prow de pa*tie zroof.
4’ ' ‘* 4
The firsz czep In sampling is iecidirc or e sample 5ize, the number -°
L of people to be interviewed. The next step iz decidkng the method of"

selectior, the procedure which will insure ge::iﬁg the right peopie from
) E] I - . . ’ .
the right population. . ' . ' ;

¢
'

- in the‘discuésiannof sample size and method of selection that follow,

- assume that- the aim is to draw a sample. from the population cefined as,

o

"all adults living ian.Sl'househ01ds%”

. A The desirable sample size will be affected by the pdpula:ion homo-

L]

gencity, the sampling procedure used, practical considerations of time

‘a%d money and‘personnel, the desired precisioﬁ cf the reaults, and the
degree df.confidence desired’indthe results. ' L\
it may seem strange that size of the populatlon has nothlng to do
,: with sample.size..'ALsample 0f{l,600 persons is just aa/fgagingful for
the thire U.S. as Tt-is'fcr a_aingle city, everything else being equal;

that is, the sampling error is the same in-both casea.

O . ' . .
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Homogeneity simply refers tc the degrec to which pedpie are alike on
thg characteristics being studied. {f everyone iﬁ a population were
exactly alike, one person‘wbuld adequately represent the whole group. The

more the people in a population are ali*e, the smai‘er the sample can bz,
) -/ ’
In most studies. howev:r, 1ittle information :n homogencity is availat =

.

and this, deterrinant ¢7 sample sizs 73 ignorzd,

Time,” money :ind z=zrsonnel aisc z"fect sample size, Regardless o7 the
wther consideraticns, i there iz a limited amount of time, money or
‘ .
2eople to do the z. sampie size must : - rosuced appropriately.
The number ¢ :zicoories into whi: he collected data will be arilyzed
¢.50 affects samp.z iz, The more brza Iowns used--zs by sex of age ot
" ication or race--the :rger the totai : mmple needed in order to get a

)

ningful number in eacnh breakdpwn or cr 'ss-tabulation,
" K .
Amount of pr:cisior required also determines sample size. That is,
“f it's necessary that ‘esults be accura: within five per cent, a. larger
sampi: is require. than if accuracy within ten per cent is .tolerable.

TR expected occurrence of a chara;;eristic will afféét'sample size.
fﬁis »=3 be known only roughiy in advance, but if a split ofv50-56 is
expected in a two-choicel situation (say; a nationgl election), a larger
sampiq;is needed fhén if a 30-70 split is expected.. |

Finaliy, the degree of cénfidence desired infthg results affects.the
size of sample. [If 70 per cent confidence is desired, é sﬁaller sample is
requirea than if 95 per zent conf!Jence isneeded. Simnle tables of sample
:i?o roqqireménts are%azailable in most -books on survey research and can
be mastefed wéth a few rinutes of study. ’ .

Once the correct sample-size is dete ‘mined, there are several ways
. 0 ! .

of going about the actual sample selectic- process: A random sample is one
S . ? '
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in which every individual tas an equal chance of selection. '/hen a complete

.

popdlation listing of nam=: or households is available, a systemat:.c random
sample can be drawn by designai’ ng units at{equal intervals tnroughout the

list—for examp]e? to draw 2 seple of 200 from a listed popv ation of

f a

200,000, you would go down the *ist choos ng each 1,000th na-=. A simple

random. sample is obtained by assigning @ number to eve -y uni in 3 popula-

tion, then selecting the sample members “rom a table o7 random nuniars.

, . An aréa-brobability sample is ¢rawn by ~zrking off a geographic area into

segments (say, census tracts), = hen cheusing from a table of randor numbers

enough of, the numbered segments to give the desired sample-size.
. . N
The mechanics of drawing a sample «re toc deta’led to be spelled out .

here. There are non-random procedures {(less acceptable) such as quota

sampling, availability sampling-and othsrs which wiil not be discussed ,
5 | |

here. The basic general rdle, however, is that no personal biases of the
sampler ‘or the interviewer should enter into'the selsction. Sampling
directions should be specified before an interviewer ever goes into the

field--specifying exéctly where he.should go and who he should talﬁét%§

&

Exgnthe most comscigntious fﬁterviewek will choose the ;onvenient;hou es
énd ﬁleasanf interviewingisjtuatjons, and aQoid'unpleasant or dangerous-
Iookiﬁg locations, if Ieftfto'hié own jﬂdgment.\ This would lead to a dis-
tinct‘bias‘in the Survey-resuits; Furthcrmore,fthere must be no substitu-

tions in che original sample as drawn; if a person cannot be locatad the

first time, a certain number of callbacks (:sually, at least three) must

be made. Even Ihen,eno substitution is made, since this too would result

°

in some bias. An 80 per cent completion rate for a selected sample is

considered good', while 50 per cent compietion is considered the minimum

rate for unbiased results. ' .
4 ' .
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inisummary, the printipal rule in drawing a samp - i3 to deliberately

&

make as many decisions as p\s5|ble by chance--flipping 2 c¢oin, choosing

numoersffrom a random numbersgfa¥fle, and so on. This insures that whatever
happens is completely absent of personal biases.” Almost anything that (s
decided subjectively, rather than Iett}ng chance decide, is liable to
distort‘the survey results. - Understand, ''chance §e1ect?on9nis'not the same as
@hephazard selection”r-rather it is a pighly_de1iberate'mechan{cal procadure

that is set up to insure a random and therefore represertétive sample.

© Questionnaire construction. The questionnaire is £Fé heart of, an
- /

-
- ample survey No matter how carefully the other survey stages’are car-

ried opt, if.the right questions are not ‘asked, or if they're .asked In
such a way'as to distort the results, then it's all meanﬁngless.
'Questionnaire writing is an art, rather tnan a science, and even t-ie
most eXperienced sorvey researchar follok:s this oeneral -ule; write.quesf
tions, oreftest them on small aroups, revwise the ques-icms, then pre-tent

e " ) &

again and ‘'so on until he is satisfied that the questions and the question-

‘
v

‘naire format will give the desi:éﬁ information accurately. Five or six
. pre-tests and reQisions are not uneommon; the,mOSt experiemced question
‘writer:isIUsually surprised at the varitty\of meenings whch respondents=
get froquuestions;that seemed perfectly clear and dineot =2 him.
Let's consﬁder'here four aspects of questionnaire writing--question_
'subject-matter, question structuring, qoestior wording, anc qUESt{on |

sequence. . )p?
. ) . ¥

"Subject*matter’' refers to the kind of information that is needed

from the respondent. Most of it can be clas51f|ed as. facts, opinions,

knowledge, and reporteoibehaV|0r. A "fact' question asks the respondent
5() o n
o )
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for some obJectlve descriptive data about hlmqelf--hls age, sex,,lncome,
marital status, occupation, religion, race and so on; such information is

often referred to as ''demographic data" or '‘background data" or Yclassifi-

‘cation data.'' An 'opinion or attitude" question asks the respondent'how \

<

he feels about something, rather than for objective facts. Generally, a
person's feelings for any object--a product, a political candidate, an

advertisement--can be determined as for or against, favorable or unfavor-

able, likind or disliking, the object. All such feelings may:not be a
_» .
simple chouce of for or agalnst, and different degrees of feeling -may be

obtained by, approprlgfe attitude scaleﬁ discussed in more détall elsewhere

in this chapter.
. ]

YKnowledge'' questions attemot'to find out what the respondent knows,

how much he knows, and the source of his knowledge, about various topics:
Since answers to knowledge questions depend on memory, dhmetlmes |t may be

desirable to use aided-recall or recognition questions; knowledgeﬁabout R
advertising or about a product or aboot_the_mass media may be iore.easily
' . - . . ’ - . ’ . . = . ) ) .‘/‘
elicited in this way. ' S

- Y - f
. . ‘.

a - ."‘

""Behavior'' questions ask the reSpondent to rebort on-some action he

.

has taken--what products he bought and when, whick media he has seen or’

heard recently, and so on. Reported behavior is not always the same as

actunl behavnor, berause of faulty memory or a desure to please the |nter-

~
‘

viewer or other reasons. Consequently, advertlSIng researchers gor to great
lengths to verify and cross-check such answers, and where poss:ble theylturn
\\ .o - l
%o actual observatlon of behavnor rather than rely d\\zf;bal reports- for «.
example, a,”pantry check' of products purchased is sometimes used instead

[

" of question8 aboutaproducts‘pprchased.

1=
-

» . . 4
\}” . . - : o . ' - ’ ;
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"Question structuring' refers not to how a'question is asked, but to
the form that the respondent's reply takes., A completely "unstructured"

‘question allows. the respondent to answer in his own words, with the inter-

. -

viewer recording just what is said. . The completely ''structured'' question

forces' the respondent to give ore of several predetermined possiblef

answers, Each has advantages and disadvantages for specificfgurboses;

[

An unstructured question--also Known as.én “open-end”vbr "free
response'' question--encourages the respondent to taik\fregly_about the
topic at hand. it's especially‘useFUI when the researcher doesﬁ;t know
‘in advance what kinds of answers to expect or when a great-mény differgnt‘
kinds of responses are expected, 9& when he waﬁtsvéhe respondent's ovin
£h0ughts on a subject before asking specific questions, or when hé wantsur
to‘get at underixing,motivatjoné. But the uﬁstcuctqred queétion has séme

v

_disadvantages ;" the interviewer must record the answers almost word for

word, . which may take up‘considerab]e time and reqeiré considerable space

. . & “ . . . ¥
on the questionnaire; if the interviewer abbreviates the answers he may

di'stort the meaning, or the abbreviation may not -be clear. to the person

) I

- who later analyzes the answers; since the responses of many people must

ustally be summarized into.categories, the analyst's”category system may
| : gories, Y gory sy

not accurately reflect what the respondents actually thought.

Wy 3

A structured question presents the respondent with a limited number

’

of fixed answers to choose from. This may range from a simple "'yes-no'

- -

choice, to a lengthy list of multiple-choice responses. Since the answers

L)

are pre-coded with letters or numbers, the interviewer has an easy job

‘recording the answers, and the analyst has an easy job tabulating-the

responses. The primary disédvantagelfs that the respondent is forced into

- S E

”
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a specific answer which may not completely reflect.all he thinks about the
i,

topic.

Question wording deals not with what is said, but how it is said.

People will answer highly intimate.personal questions if they're asked in
. N —_ ’gacs:;_
* the right way, or they may balk at answering simple impersonal questions

if the approach is clumsy. The respondent may misinterpret a guestion

'

that is poorly worded, and the survey results wijl be mfsleading. The best

. form of insurance against faulty question wording is pre~testing--this pre-
( , :
liminary tryout of a questionnaire, and subsequent revision, will catch

many wording errors.
The kinds of wording errors are infinite,'but three of the major kinds
are ambiguity, misperception, and loading. Ambiguity means that a question

has more than one meaning;-if some respondents interpret a guestion one
’ a

ﬁ,ft.wgy;whilehothers interpret it another, the summarized results will be mean-
P : ; .

& ' ingless. Misperception refers to the use of words unfamiliar to the re-

. spoq&ent. A loaded question is one that suggests a particular response
more than another, or one that. is biased in a .particular direction.
Other wording problems ‘arise from assuming too much knSwledge on the

respondent's part, from overly-long and complicated questions that are

L]

difficult to follow éurélly,.from.the\use'of stilted language that sounds

~ unnatural tp the respondent, fromfthe use of double negatives, from illog-
. ' . . .} . i u‘ . B a 7 ‘\“‘
ical sentence construction, and mény other sources. It tannot be over="

emphasized that prg-testing, aloqb.with knowledge of the survey subject-

matter and of the kinds of respondents in the sample, is the best Quarantﬁeﬁ"

A .
. . . ] - ‘\--,-*\\

3

of correct wording.

1 . Question sequence deals with the order in which questions are asked.

Even though. individual quéstions.may be properly”writteh,,the sequence can

53




v

O

ERIC

Aruitoxt provided by Eic:

L6

affect and distort the responses. .
-Before a questionnaire goes directly into the crucial questions of a

surQey, Tt is often desirable to get the Eespondent intovthe right_frame

of mind through the use of an introducgjon‘ahd some warm-up quesTions.§

The introduction includes the interviewer's very first words to the

respondent and ‘everything up until the-first question is asked. Uhile

the introduction should be written out, the interviewer should try to say.

it to the respondent in a normal conversational manner, rather than appear
to read it from his questionnaire. The purpose of the introduction is to-

identify the interviewer, his sponsor, and the broad nature of -the survey.

It should be short and worded in everyday Ianguagé. It should be straight-

fcrward, since é humorous or frivolous approach might convince ‘the respond-

ent that his time.would be wasted. |t should be neutral and nin-partisan,

~

e L

otherwise some respondents might be convinced ihey're dealing wittian

enemy. It should be firm and matter-of-fact in assuming that the respond-
. . , ‘%’

"ent will cooperate rather than ask for permission to cbrduct the interview.

Y . ) ‘ ) * .
« The purpose ofpghe warm-up section is to put the respondent at ease

‘Mfﬁ E : ,
with simple easy-to-answer-questions. They may be irrelevant to the survey

and never be analyzed. Where possfb]e, however, if they can serve the
. L4 ’

basic purpose and at the same time provide usefuf\Lnformation, so much the

better. . . : _ >

Past tr= warm-up stage, the real questions start. One general rule

is to start with unstructured and general questions and gradually work up

to ‘the structured and h?ghly.specific quéétidns. Another rule:. if ‘the

words in one question suggest answers to another question, then the sugges-

tive question should appear after the other.

; . 54 -
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Once the main questions in the heart of the questionnaire have been

written, the questionnaire should conclude with the demographic or classi-

t

fication questions dealing with facts about the respondent--age,fggucation,

occupation and so on.

To summarize, the generally accepted sequence of items within a

+

gquestionnaire is: introduction, warm-up questions, questions dealing with

the principal subjeét-matter, and finally the demographic questions.

Interviewing. After a questionnaire has been written, pre-tested and

rewritten (perhaps several times), the researcher must assemble interviewer

materials and brief the interviewers.

interviewer materials usually include some or all of the following:

-

three-ring'hotebook, map of the intarviewing area and specific addresses

or names to call on, the correct number of blank questionnaires identified

B

by case number, extra questlonnalres for mlstakes and practice, a letter of

introduction, income cards or other materials that wPll be shown to the
respondent, instructions and tips:for interviewers,'expense forms (for
time, mileage, etc.) and a writing instrument.

The degree of briefing and training depends.on the complexity of the

survey and the experience of the interviewers. Before going to work, even

‘trained interviewers need at least one briefing session to familiarize

themselves with the questionnaire and the respondent selection procedure.

-

A briefing session may include a demonstration interview by the supervisor

followed by questions'pnﬂprocedure. It is often required that each inter-

viewer conduct one or-more practice interviews with outsiders, followed by’
another briefing session with the supervisor.

¢ It would be impossible .in this short, space to provide a compietc

e
(VXS
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""how-to-do-it' procedure for interviewers. Much research has been done

and books written on various aspects of interviewing. Some general in-

~structions are: always follow instruclions carefully; stud9 the question-

naire for ccmplege familiarity; be neutral, informal, conscientious; read
the questions tod}esponAents just as théy are written; ask all the ques-
tions, and in the order written; record comments completely and accufately;
interview only at thebplace-and with the particular person specffied; check
each gquestionnaire after the interview to insure completion of every item.
. There are certain characteristics common to good interviewers:
they're generall§ interested in people; they're able to inspire confidence
énd put others at ease; they‘ré inconspicuously but neatly dréésed. tature
womeﬁ are generally highly effective aé'interviewers, except for special

kinds of samples., .

| Verification of a small proportion of each interviewer's work is a
standard practice. The chief interviewer or research supervisor usually
conducts this by telephone with a few respondents, asking just a few
questions to check on the interviewer's performance. Falsification.or
error. in tﬁesé.verification interviews can léad to scrapping an.inter~
viewer's work and dismissal.

Criteria for evaluating the sample survey(//;;;;:;e of the extensive

use of sample surveys, and their import nfg/jn making advertising decisions,

the Advertising Research Foundation s published a list of criteria to be

. - ’\‘
used in conducting and evaluating such studies. Any one of these rules, '

if violated, ‘may invaiiqate the results. .,

1. Under\what conditions was the study done? A
~statement of the method employed should be made
available in such detail that the study could
be duplicated therefrom.

56
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2. Has the questionnaire been well designed?

3. éas the interviewing égen adequately and
reliably done? .

L. Has the best sampling plan been followed?
5. Has the sampling plan been fully executed?
6. Is the sample large enough?

7. Was there systematic control of editing,
coding. and tabulation? ] :

8. Is the interptetacion forthright and logical?

The ARF brodune on '"Criteria for Marketingsand Advertising Research’

certaiohe o were ontentive description of the crucial evaluation points.

They parallel some of the points already made in[ﬁﬁe preceding discussion
on the sample survey.

)
The Survey.Panel

The survey panel is simply a safiple survey in which the same sample

1

of persons are interviewed on several occasions.

Distinguishing features. The panel survey differs from the sample
sutvey on the fellowing research methods: <<
Research design: longitudinal '
Data collection method: usually mail’ .
Sampling: Repdom sample of agreeable long-time respondents
» b
The survey »anel has certain advantages and certain disadvantages

when compaEed with surveys conducted with different samples of persons.

It permits, tracing changes in awareness, knowledge, attitudes and reported

I3

behavior of the same persons over time. It permits the gathering of cer-

tain standard data, such as demographic characteristics, just once rather

than in every survey. Some research companic- have standardized.continuing
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panels with several participating sponsors; this means that questions on

one sponsor's topic is mixed in with questions from other sponsors to

reduce research costs. ’

There are two principal disadvantages. One pertains to the kinds of
people in the panel; people_who agree to pa?ticipate in a panei, usuall?f
for cash prizes or premiums, are not typical of the whole population ir
many wéys. Another disadvantage is the “conditioning' of the pénel.members;
after 2 number of surveys, they often become sophiscicated or "test-wise
and don'‘t respond in the normal fashion‘of a naive respondent.

Panel surveys‘afe widely used forlcertainkpurpoSes. It's up to the
individual_researéher to determine whether this pla& is suitable to the

problem~at.hand.

The Laborafofy Experimenrt

The laboratory experiment is the classic plan for conducting con-
trolled studies on human re;pondents. In this plan, a small number of.
people can Be studied ﬁndér highly controlled conditions, thus assuring
uniformity of the research énvironmcnt, control of the treatment variables,

A\] )

and various other factors.

1

: Distinguishing features. |In terms of the various methods employed in
a research plan, the laboratory experiment may be described as follows:

Research design: treatmcnt and control groups, pre-test
and post-test .
Data collection method: observation, mechanical laboratory
" apparatus, personal interview _—
Response method: verbal, behavioral, physiological
Research environment: artificial, unnatural exposure

8

\ condi tions : ®
3 Dependent variables: all verball and physiolecgical
measures, some behéxjo | peasures

58
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.
Independent variables: controllable as desired
Sampling: non-random, convenient, availabie subjects,
small sample. No :-la2im -5 being representative
-f a popuiation. )

Advanfaqes and digadYBHCBQES. The principle advantage o7 the labora-
tory 3xperiment is fgs ability tc determine cause-and-effect relationships
between an advertising treatment (cause) and an immediaéé fesponée (effect).

" This is achieved through control over the treatment vqriab]e, use of a con-
trol group,eand the research enVironment. A great variety of data-
colleﬁtion techniques and response methods may be/empjoyed.

The principal disadvantages are an unnatural research envfronment
aqg a‘non—representative sample. The research environment usually creates
foFCed attention to the treatment variable, often from a highly_authorité—
tive person under classroom-1ike conditions where the respondent is métf—
vated to do his "best,' a situation quite di fferent fromvthe n?rmal adver-
tising exposure sftuation. The subject is aware of measurement proéedures

which tend to be obtrusive and reactive.
3 .

Previous resecarch nas shown that laboratory experiménts tend to éive
different results than sample surveys for a variety of reasons, one dlffer-
enCe‘is‘that‘Sample surveys tend to show either extremely small or no
changes in attxtude as a result of exposure to advert|5|ng, while labora-
tory experiments tend-to show signlfucant changes. There i5 a strong
suspiciég that laboratory experiméncal conditions'méy ar;ifically inflate

the effects of communication. ) /?{(

Nevertheless, Taboratory experimentation has produced most of the

’

evidence regarding communications causes and effects. And it is the only
. }
method suitable for tightly controlling certain advertising message vari-

é%‘ ables which vwould be unmeasurable otherwise.
O ‘ . . ; . ’ 59 | . . C,
ERIC o -

Aruitoxt provided by Eic:



O

ERIC

Aruitoxt provided by Eic:

52

The Controlled Field Experiment

The controlled field experiment (CFX) is probably the most
sophisticated and-most vaiid research plan used in adéfrtising‘research.
Hot only can iiigapture the advantages of the two most widely used plans--

the sample survey and the laboratory experiment--but it avoids their dis-

advantages. It can measure cause-and-effect under natural conditions of

exposure without the subject's awareness that his reactions are being

measured. It is also expensive, time-consuming and requires the most

rigcrous design and execution of research planning.

L . N
It lends itseif to measurement of the’m@st important.questions in

advertising_research.' HewAmuch mohey should be spent on advertising, and
how should i@'be spenf? Which media or combiqations of media should be
used, and how? .Whicg messages or campaigns are most effectivef Resejts
can be measered in ferms of behevioral response-—notably sales--or verbal
response, or both.

The controlled field experiment--or CFX--will be desckjbed here in
some detail because of its importancé and value.

Each of the words ip the name of this plan are keys to its distin-

guishing features.

Controlled means that the researcher controls media placement, message

production and distribution, aid manipulates the form the advertising takes.

For example, if the purpose is to measure the difference in effectiveness

of'two campaign themes, A and 8, the researcher pro&uces_the-éwo campaigns

t,

to exact specnflcatlon, then insures that one group of respondentskes
exposed odly to Campaign A and the other is exposed only to Campan@QvB

. Fneld refers to the specnflcataon that respondents recelve the. message

60
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- X

“in the field' under naturalistic conditions rather than in a laboratory

or other artificial situation. They receive-it under real-life conditions

of selective exposure, without awareness of receiving anything special,
or of being invclved in a research project at all. Consequently they pay

seiural attention as they normally do and also re;ﬁond naturally. Simi-

: ) j
larly, there is often no awareness that responses will be recorded;

behavior and partitularly purchasing behavior can be measured through sales

\ -
registration or auditing‘records./ Uhder no condition should subjects make.
' /

-

-

~.a conscious connection between the advertising received, their subsequent

/
K
3

Experiment mgans tha¥\{he study ccntains the essential elements of a

behavior, and the measuring process.

“ ”
N

scientific experiment--one orimore treatment groups, a control group and
1 / g
L] .

s

ranﬁomization of subjects tavtrea:ments. In the simplest f&ém, there is
6ne treatmené-g?oup and one control group of respondent;; the treatment
© group receives-the test message, the control.grou; does not. Feasuring
the responses of a control group reveals what would have ﬁéppened without
the adveriising; fhe net difference in the regponges of the treatment and
. -

' -control groups reveals the incremental effécts of the test advertising

over and above everything else tnat has transpired in the test period.

Example: testing campaign themes by CFX. The following éimp]e'

example will illustrate its principal distinguishing characteristics.

’r

Assume that the advertiser has a new brand of toothpaste called
. “Spark]eSDent.” It has bqgn Qn the.market.fqr a short whilé, has- received
some publicity but no extensive advertising. Two distinctive features
havg been establi;hed in producg.research--it actud]]9 gets teeth white

and it rea]iy stops bad breath. To conduct a nationwide newspager

6 1 i ]

O
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adver=ising: campaign, wgich advertising theme should be used in a2 newspaper

campeign--'white teeth,'” or ''sweet b;eath”? This guestion can‘bgh9n§wéred
by a controlled field experiment in a limited area_before'embarking cn a
nationwide campaign. The advertising agency is instructed to prepare é
~month-long newspaper advertising campaian (20 full-page ads, one e;ch daf ‘
on Monday through Friday for four weeks) for each treatment. One group of
prospects will be exposed to the whitefteeth campaign and a second group

to the swget-breath campaign. A third group, a control group to receive
no advertising of the new~too£hpaste, i« added for reasons that will become
cléar.

The researcher then selects 12 citiés which are similar in a number

.of crucial respects--populétion, toothpaste usage, income, one daily news-
pape; in each, and othér population charac;eristics related to toothpaste

buying.

'

The first step is to randomly divide the cities into three groups,

i

‘y one of the three ‘treatments. This might be done in

Cthe simplest is to put each city name on a white card,

~shuffle cards thoroughly, then deal them into three piles sight unseen

as in a card game. .

The next step is to randomly assign the three treatmefts to the three

.

~—grec ﬁs; this may be done with three cards shuffled and dealt blindly to
the three groups of cities.

This willlprovide an arrangement like 'this:
< ' .
3+ Campaign A (whitefteeth): Cities 2,5, 11, 6
Campaign B (sweet-breath): Cities 4, 7, 8, 1
Control treatment (no advertising): 3, 9, 12, 10

t'Space has been purchased in the newspapers of the twelve cities for

ERIC e b
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the test. The next question is, what dependent variables should be
measured? This depends on the advertising goal for the product--is the
goal increased awarensss of the product's existence, increased knowledge of

its good features, improved attitudes toward the brand, or simply the

7

* ultimate criterion of success, sales? Any or all of these dependent vari=-
s
ables could be measured. Since sales measurement is feasible for this
product ‘and is the most crucial measure of effects, sales is chosen as the

dependent variable in this @xampie (tn practice, ali of thgiglgggendent—”

variables and more might be used.) Sales will be measured both before and

after the campaiagns, so firm dates for thz measurement and advertising are
.

~—

set, and the test i: launched.

The time-diagram below illustrates the execution of the test and the

4
2 -~

results obtained.

January February March

Sales* before Pages of newspaper Sales* after

advertising - advertising advertising
Campaign A 5% : (20) 17%
Campaign 8 . - 4. (20) < 20
Control 5 (0) 10

" %(Proportion of newspaper-subscribing families
purchasing one or more tubes of Sparkle-Dent
toothpaste.) .

The results from the preceding diagram can be reduced to a simple

r

statistical table and the results analyzed as follows.

Sales Net Change due

Campaiah  Before After Change to Advertising
A 5% - 17%  +12 + 7
B - 4 20 +16 +11
5 10 + 5 -=

Control

—
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Note the '‘before advertising' cclumn. The different city-groups are
approximateT& but not exactl? equal in Sparkle-Dent sales, a random varia-
tion encountered almost anytimé that samples are used. Statistics tables
can reveal just how much random variation is toierable within the bounds of
chance. VWhy the five per cent sales level before advertising? Because the
product has been. availabie fofawhilc,though not widely advertised; only
rarely dces sny product measure Wzero' sales. |

Now note the results from the ”;0htr" crzazment.  Szaies increased
frcm five per cent in January to ten per cent in March even though these

cities received no test advertising. This illustrates the real reason

.

for a control group; it reveals that many other things were happening in
the toothpaste market apart from our test advertising. Shoppers were
seeing it on the shelves and making impulse puichases; word-of-mouth influ-

. - .

ence was operating; possibly other promotion or pubiicity wac in ‘arce,

since in a large company it's alwnst never . ..iu. to completely black-
out all ‘promoticnal activities once they're started. The meior point, .uad

. s ] \ ,
it is a very important one. is this: i’ there "~ "ty no controul group;
it vould he ‘impossible to determine the magnitnde of all ti . .is.cnces

on sales apart from the test newspaper advertising. As it\is, the changes

_in the control group are merelf subtracted from the changes in the other

treatment groups to provide a true measure of the treatment,influence( To

}epeat a basic principle that is essential in any form of research: one

o~

can never determine accurately the effects of any treatment unless there

is a control group to indicate what would have occurred without the treat-

ment. It's as true in advertising as it is in drug research, where a
""]placebo' drug is always given to a control group. - .

64
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The example above is the best way to refute the argument still heard

fregquently in advertising circles that ''you can't really measure the effects

of advertising in the marketplace because you can't separate it from all

‘the other marketing forces.' [It's truc that you cannot control or elimjnate

all the non-advertising influences on sales--such as product quality, free
publicity, = ~n. word-of-mcuth, @ reservoir of gcod will, etc. But

the researchzr can hold all those other forces constant and allow for

their effects '. tihe use of two things: randomization of treatments and

the use of a —ontrol group. The use of the controlled experimental design
- i. “v-? .
dces give a true measure of the incremental effects of any particular

advertising treatment over and above other influences that may be operating.
All experimen-ation--whether ir psychology, mediéine, or in any other
fietd--measu-. sremental effecte o the test treatwent.

To concl tde t . analysis’of - newspaper advertising €xperihent,

the oievious summary” is reduced to a still smaller table:

\

et Cheno.o in zales
fowveotisong Treatment ‘Due to Advertising®
Campaign A: White-Teeth plus 7%
Campaian B: Swe:2t-breath plus 11%

#{after subtracting control group change)

it's obvious that campaign B is more effective in selling Sparkle-Dent

toothpaste at this timc. [f, in additien to sales measurement, the
'y \

researcher-had simultaneously conducted sample surveys on awareness, infor-
mation change, attitude change, and other consumer responses, he could

obtain diagnostic data to clarify the rcasons why the campaigns operated

as they did. In short, by combining verbal résponse data with the

{\!’

o

o~
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behavioral respdnse (sales), the researcher can determine both what
happened and possibly wnhy it happened. ‘

K3
~ b5

Other CFX variations. The preceding éxémp}e'is just one application

of thislhighly flexible research pian. ‘ .
- 7 4
The independent or treatment variable in the example was

Mcampaign themes.' what other independent variables could be used? To

determine the optimum level of advertising expenditures, the fol!owing

treatments might be used: 50 per cent of normal, normal (control treat-
ment), 200 per cent, 300 per cent and so on; several national advertisers

have conducted experiments of this sort. Or the independasnt variable

might be 'different media' with treatments as follows: $100,000 in r;:}o

vs. the same amount .in television vs. the same amount in newspapers vs.

-
AN

the same amount in direct mail, and o on. Another independent variable

might be "market size'' in which one would set up separate treatments for

+

large cities vs. medium-sized cities vs. small cities. One might also
~ ) A
“experiment with vehicle treagment: 20 full_pagés vs. 40 half-pages vs.

80 quarter -pages; vehicle éﬁpenditure by cbntrastfng effects of 40 pages
vs. 30 pages vs. 20 pages vs. 10 pages. In short, the independent variable

in controlled field experiments is limitedlbnly by the numbér of message,

/

the mind of the advertiser or pis agency. The examples above do not(near]y
exhaust the possibilities. o
The dependent variables and data collection methods_used‘ip con-
' t?olled field experiments are also cuite flexible. In the Rreééaing

example, sales was chosen; sales might be measured by store addits,

pantry inventories, sales registration data or other means. Other

ERIC 66
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behaviorzl dependent variables that might te used are: visits to ratail

w

.

dealers, coupon' returns, requests for demonstrations and so on. Sample
r

- -

surveys hight be employsed to measure such cormunication effects as aware-
ness, wnowledge, attitude, buying preference and so on. In shért, almost
any sort of'depenQent variable (except possibly physiological responses)
can be measured in a_contro!lcd field exberiment; the nature of the advef-
tised product,.product uses and advertising goals.shduld“be the principal
determining factors as to which of the many dependent variables shéu]d'be
chosen for measurement.

Experimental designs of other sorts are pbssibic‘in"coatrolled field

experiments. The previous example was the '‘classic! controlled experiment

in which only one incependent variable is used--thc before-and-after-with-

4\
control design.

The basic cénfepts of other designs are relatively simple. - In the .

factcrial design, the effects of two or more independent variables and:

their interactions with each other can be determined; for example, dif-
. t R ‘

ferent levels of expenditure in different media has been tha subject of

experimentation by Ford and DuPont. The latin sauare design permits .
evaiuation of the influence of three different variables at once, but

cannot measure interaction between those variables; it is simpler but less

A3

_informative than the factorial design. Thereare many other sorts of

experimental designs-zcrossover, ranuomized blocks, and so on. The point
. - -\ X
is, controldfed field experiments lend themselves te any sort of experimen-

tal design to measure either sinple or complex effects.

.

CFX test units. Controlled field experiments may also be classified

according to the test unit which is manipulated. Three of these types
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are the ''test market' ‘technigque, the "split-run'' technique, and the

“"checkertoard'' technique. . :

.

_The test-market technique is illustrated by the example used edrlier.
:A group of cities or markets .are selected, then the individual markets ate

randomly sssigned to the various treatmemts. The test unit whica was

randomized is ‘'markets '--hence the name, test market. The test markets

ciiosen as units are usually non-contiguous, isolated .from each other and

free from ~utside media influence.

The split-run technique uses individuals or individual househeids as

the treatment urits. Starting from a listing of individuals, in-a two-

.

treatment experiment, every other person is designéted--AB A3 AB A3 AB--

N

’ S ) . ) -
to form two rendomized groups, A and B. ‘/he:e there are three treatments,

every third perscn is designated--ABC ABC ABC--to form three randomizéd

-

groups, A, B, and C; and so'on for -any number -of treatment g}oupsl " The

split-run technique is frequently used &n‘magazine-and newspaper. advertis-

7

ing researﬁh, where a complete listing of subscribers is”available for a
particular vehicle. It is also useful in direct-mail research, where mail-

ing lists of particular kihds .of individuals are available; for cxamole,

.

an automobile advertiser might experiment with two or more treatments among

»

Ford owners, among Chevrolet owners, ameng ministers, among teachers, or

any other group for which a listing is available. It has even been used

Co——

in televisicii, in those cormunities where a split-cable feed to alternate
3 o |
houscholds from a community antenna is available. :

The checkerboard technique uses areas within fegions as the treatment
units. A city or other market area can be laid out ih grids or. census

1

tracts like a checkerboard, and these tfacts‘can be randomly aésigned to.

v
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. beard technique.

s

of markets or individuals or tracts has been randomly divided into

61
variou$ treatments, one treatment per tract. The Milwaukee Journal

pioneered in developing a continuing research facility using the checker-

)
. .
t . A

, .
. - All three of these techniques are amenablgfto advertisers wishing to
experiment with two or more advertising treatmenis. One variation which

can be used with any of them--at somewhat less cost--is the 'black-out"

“advertising method. In an ongoing advertising campaign, after a sample

-

two groups, the advertiser simply withholds or "blacks-out’' the advcrtlslng'

from one group which thereby becomes a contiul’ group. Semotimus tho eav-
. . T : ' a

ins in media costs mav offset the cost of the research.

v

"Values of CFX The controlled field’expeFimént‘fs the only advertis-

ing reSearqh plan which can measure .cause-and-ef fect relationships, .

”Between advertisiné,and‘its éffects, in a real life situation. |t is a

relatlvely new technique and not many adveitisers have used it extensively;

the number of users is growing, however, and it is sngnlflcant that some

of the'biggest and most sophisticated advertisers--Ford, DuPont, American o

»

: Oil,daﬁd Scott Paper, among others--have been quick td adopt it. One

lmportant ponnt to remember is that controlled Flcld experlments can be
used, in certaln forms, by small advertisers as well as Iarqe ones. More

will be heard about it in the vears to come.

Attltude ‘and Image_ Me;surement -

.

Attitude and |mage measurement is actually JUSt one |nqred|ent that

© may be used in many of the research plans'described and is not, strlctly

speaking, itself a complete research plan. But because of its widespread

69
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usage for all kinds of advertising research problems, it is included here

along with the other ecomplete plans.
!

«

Attitude and image measurement is used very frequently as an ingredi-
ent of sample surveys, laboratory experiments, and controlled field

- experiments.

Definition of attitude and image. The simplest definition of attitude

is "a menta} or neural pﬁedisposition to respond favoralL r unfévorably
toward some particﬁlar object.”~ Fof'mos; things with which a pegson is
familiar, he»has developed feélings of Iiking’or disliking, for or agaiﬁst,
favor or disfavor, in’varying degrees. The sfmplest way to jllustrate
’this is to have you rateiyour feelings toward-the common objects
(referents) i Figure 1.
Most people have no trouble assigning an attitude rating to any of
the objects above,. whether favbrab1e, un%évorable or neutral.
. This exercise also illustrates tbat’people cén have attitudes toward
.thHysical objects (castof oil), toward people, foward abstract concepts
(communism),.toward organizations (Ford Motor Co.), toward consumer prod-

ucts (Crest), toward product édyertising, toward a whole advertising

medium. (television) or toward a particular mediar\fhiCTe (Reader's ‘Digest).
. X RN

The attitude scale example.reveals boih'the«directioﬁ and intensity -~ .

s .
of attitude but not the underlying reasons. For example, one's attitude
towavd Volkswagen cars may be a resultant of many forceé-—prev{oﬁ? crper-

©
i

ieﬁ%@ with the proﬂuét,'its relative preformance compared with gtﬁer

brands, visual impressiohs; the reactioné of friénds and family, éafly

childhood impressions, and possibly advertising and‘otﬁer forms of mass
»bcommpnipationh It sﬁould_be noted that advertising is only one ., the

maﬁy influences on an attitude foward.a product.
Q ‘ " o 70 o -
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\\ \\ Figure 1
" ATTITUDE QUESTIONNAIRE
indicate yourvfee]ingAtOWard each object by
checking one response on each line below-
~ Neither - ' o
) o Strongly Mildly ~ like nor Mildly  Strongly
ATTITUDE OBJECT (REFERENT) like like . dislike dislike dislike
"Hard-rock' music
, Cémmunism
Spinach e
Chocolate ice cream _
Dogs . _
Sunsets
Crest toothpaste
Country~western music N
-Volkswagon cars
The U.S. President _ -
Reader's Digest )
The Ford Motor Co. : ’ L et
Television ' o _
Caster 0il

Voo

: 7:1
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Th tjrm image refers to beiiefs, reputation or '"'perceived product

attributes.'" The term is commonly used in many ways--the imag# of a
{

pollticalgcandidqte, corporation image, product image and medip image
7 )

.7 ‘7‘-:.:«
. . . -‘ .
are only a few. The primary concerns in advertising research are with the

]étter three.

A brand image is a set of beliefs about the attributes or character-

v

istics of a particu]ar bfénd of product. It's ihe.“mental'déscriptibnd
or profile of a brand;Qith a numSer of characteristics. In the case of
:a car, for gxample}/the salient characteristics on which the image is based
migﬁt bc:. pickqp/and getaway power, initial cost, maintenance énd service

/ , .
requirements, appearance and styling, safety, riding comfort, trade-in

,

/

value, durab4lity. (Those are some of the actual'iméée trai£5'used by
one major éutomdbilefmanufacturer.iﬁ its continuing consumer surveys.)
vFiburc Z/Qhows how this is measured.

ﬁ person's.fating of a car on any partich]ar image trait may or may
not /be felated to his attitude toward;thé car;vhowever,‘by analyzing brand
image déta,’it's possibfe to getmsome ideas (i.e., hypothéses) about thé‘_A
und?rlying.reaSOns for favoragle and unfavorable attitudes. This”;;h be
il1lustrated by analyzing the attitudes and images of a particular car as
determined by a consumer survey. .

In ;his'example, assume that a consumer survey of 100G car-buying

prospects Feveals that attitudes toward Volkswagen .are distributed as

follows:
Strongly like (210) 21%
Mildly like : (120) 12%
Neutral (360). 36% ,
Mildly dislike (180) 18%
Strongly dislike _(130) 13%
TOTAL  (1000) 100%

72
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- "Figure 2

CAR IMAGE QUESTIONNAIRE

Compared with other cars you might ~ (Check one space each line).
consider buying, how would you rate Above » Below
Volkswagen on the qualities below? - average Average average-

Good pickup and gétaway?

~ Low initial cost? ' ' )

. Attractive appearance?

Long-time durability?

Economical operation? o <1

Ease of handling?

Smooth ride?

High trade~in value?

Trouble-free maintenance? , \>

Right §ize for my needs?

o, =1
w
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To determine some underlying reasons for liking the Volkswagen,'thc
researcher can break out the image data for just the 210 people whb.
'strongly like' the Volkswagen. ;Table | shows the results of this cross-

.ty

tabutation. _ ' » .

P
[Wd
TABLE |
IMAGE PROFILE ASSOCIATED WITH FAVORABLE
VW ATTITUDE
Image, Rating’ Distribution
_ Among 210 ''Favorable'' People
. . Above | | & “Below !"'Above''-''Below"
Volkswagen Trait - Average - Aviéfgé' Average Difference
Good pickup and getaway 203 55% - L 25% - 5
Low initial cost 70 157 15 +55
 Attractive appearance 10 : 30 60 - =50
_ Long-time durability -ho 30, - 306 -10,
Economical operation " 80 10 10 +70
‘Eese’ of Handling 60 10 30 +30
Smooth ride 300 20 .50 =20
High trade-in value \ 20 §5 15 + 5
Tsauble-free maintenance : 40 - 20~ A ko ' .0
: [ \ '
. '. . '\
Right size for needs €0 30 10, . 450

_~W~M;<ffwu.___fmj“iéi.._”u“_“

—

v

The '"image profile'' table shows that, among people with a favorabie
‘attitude towards Volkswagen, 20 per cent rated it above average on ''pickup

and getshay“ while 25 per cent rated it below average; the difference ofh
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minus five per cent indicates that ''pickup and getaway' is a mildly negative
feature of the Vg]kéwagch. éu; on '"low :nitiai‘cost,” the difference of “j
plus 55 per cent shows this is a highly positive feature. “Attractfve

'aﬁpéarance,“ on the othe;\hand, has a difference of minus 50 per cent,
.revealihg this to g; a highly negative feature of the Volkswagen.’

. In summarfzing this image data, wé may éonciude that some '‘reasons'’
for a faQorabie attitude toward V€y<9~agen are, in order, ''economical
operation" (¥70), "low initial cost”'(+55), "right size for needs“:(+50),
and ''ease of hand1ing" (+30). Furthermore, Volkswagen is liked despite .
some negative features such as ”éﬁpearance”.(-SO) and ''ride" g-zo);léﬁese
may be,éalled‘“unimpOCtant reasons'' for thi; ;;;ticular group of people.
Apparently, such féatures as "pickup and‘getaway,” durability, trade-in
vaiue and trouble-free maintenance are of neutral value.

- Those arelthe "reasons" for‘likihg the Volkswagen? Alsfhilar image
analysis could - be Qerformed'qn the 130 people with unfavorable attitude?; by
looking at(their“strongly negative image ratings, their “reasonsr for dis-
Iiking Vblkswageh could be determined.

“ This exampfe'OF analyzing attifudé énﬂ-imégc ratings is only one way’
of "massaging the data.'" 1t is relatively more simple (but possibly Iéss
reveélingi than such complex statistical'techh%qués as factor analysis,
‘discriminant analysis, multiple regression analysis and the like, for which
the use of a computer would be necessary.

An.i5agg profile consi;ting 7 many be]iefshébéup a brand;Wi]] oftén_
éhpw a ""halo effect''--that is, a positive att%tudé-toward‘a brand would

produce many favorable beliefs about the prédutt image.

The definitions of attitude and-image are summarized as follaks.

|
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-

~PRttitude is an overall favorable or unfavorable feeling toward a rcferent
object (product, advertising medium, company, etc.). The imége of that
object is a set of beliefs about its characteristics. A person can per-

‘caive an infinite number of. characteristics which go to make up on object's

-

.'|mage but he is said to have only one attltude toward it. An analysns of

‘the |ﬁage or beilefs associated with an attitude can be useful in deter-
D
m;nlng the reasons why the attitude exnsts-—negatlve aspects to be corrected
- and overcome, positive asp°cts to be capltallzed upon Such analysis is
'-partlcularly valuable |n”determ|n|ng “qelllng ideas'’ or “proposntlons“ to
be used in adyertaS|ng.. It also is useful in product improvement, since

no amount of advertising can.hope to overcome an unfavorable belief that

is based on a truly bad charécteristic of theiprodUCt itself.

, Methods ofwattitude andvimage measuremcnf. A Brana's atit btude and
eimage can Be measurcd'by exactly the same methods."All‘the techhiques
that are_deécribed in the remainder of this section can be applied to both
attitude and image measurement. Consumer surveYS usuélly jncorppfate atti-
?tude-end image measurement in thé same quéstionnaire;sinee on the surface
they loock the same, thfe often leads }ovcohfusiqn fn'analyzjhg the results.

The remainder of this sectfon w??] discuss attitude measurement cnly,
" for simplicfty. 'Eut keep in mind-that these are alsoﬂtools for_imaée
meaSﬁrement.
The three maJor ways of expressing an attltude--verbal physnologlcal
and behavioral responses--have already been descrlbed in some detail.
The verbal response, as expressed in eadb{e surve?s--by personal inter-

View, telephone, or mail questionnaire--is the most frequeht method of

attitude measurement in advertising research, aqd will be discussed in W

A .
7 5

Q - | | :  ' .776>
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- some detafl here. (The chépter on meSsége pre-testing will describe
phy;}oiogjcal attitude research tecbniques in moreldetail;)
- There are many, mahy different techniques for the measurement of
consciéus verbal ly-expressed attitudes in surveys. These ére.sapéfated.
below into several general types--monadic, re]ative preference, dompléx,'

[

and hierarchy scales. ' - _ . )
. . : \\.

Monadic attitude scales. Monadic refers to an absolute rating of one

object at a time. For examplef~iti measuring tie height of two people,
John and Bill, monadic measurement requirés independent measurement Qf-

John's héight (say, 73 inches) and Bill's height (say 70 inches). To ,

observe only that ''John, is taller. than Bill* is relative measurement, to
. : ] e
be discussed later. Several monadic scaies are described below.

’

The checklist is simply a listing of objects with the instruction to
" check those that are liked or agreed with. Here's an example:

"Here's a list of different toothpaste brands.
Put a check-mark bezide those you like. You
may check as few or as many as you like.'!

' Toothpaste brand Check those
Lo ' (attitude object): youalike
f,lolgate - ( .) ’
Sparkle-Dent ‘ ()
Crest - - : ()

. : . N - . . : .
The dichotomous chnice requires choosing one of two responses, like

or dislike, for each of ;hé'objects'listed.
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Example: 'Here's a list of different toothpaste brands.
Beside each brand, indicate whether you like
‘or dislike‘Tg, by checking the-appropriate box.
Be sure you dut one checkmark for each brand."

a Toothpaste brand : Check one
. LIKE DISLIKE

\

Colgate ' ( ) ()
Sparkle-Dent () ()

Crest () ()

The multiple chojice requires choosing one of three or more categorized .

\

response expressing varying degrees of attitude. This type is frequently

.

called "a verbal rating scale." .
"Here's a list of different toa?h aste brands. Beside
. each brand, indicate the degreec which you like or
dislike it, by checking the appropriate box. Be '
sure you put one checkmark beside each brand."

CHECK ONE FOR EACH BRAND

o Strongly Like Neither like Dislike  Strongly
-. Brand like - Mildly nor dislike Mildly Dislike -
Colgate........ -

7 1,"Th¢ multip]e-choice_rating scale can uég mény égher descriptivé,?arms
Iand any number of degreeskéf attitude. One common ;sage is ;i@ply:
Exceflent, very'good: good, fair, poor. A nine~step verbal sééle might
tqke'the form: Best of all,  like extreheiy;ylike’quite a bit, ik

moderately, neutral, dislike moderateiy, dislike extremely, despise.:

The well~known ‘'Likert scale' is named after a prominent psycinologist,

Rensis.Likert, and is widely used in basic'communications resegéch; to a
series of contrerrsial statements Ga;her fhan objects), @ka’subject
checks pqe.of.vhese: Strongly agree, agree, néitherwagree,nor disagree)
disagfee,‘stroﬁgly dféagrée.

—~ 78
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The semantic differentiaf is another widely uced technique in adver-

tising. It is really an ''erxpanded dichotomy' with seven steps to allow
for varying degrces of feeling.  The results from several different scales

may be combined to arrive at an overall attitude score.

i

Example: ''Indicate your attitude toward each of the -
toothpaste brands, by marking all three
scales for each brand. Be sure you rate
each brand on all three scales.'

s

COLGATE TOOTHPASTE: - Pleasant : : -:___f___:_;_: Unplcasant
. &
Tastes good f Tazfés bad
/5 : S ; | |
b Like : T T Do : Dislike
f ‘ - / - ~
SPARKLE-DENT TOOTHPASTE: P}éasgnt S : ST : Unpleasédnt
mmomtmmemTE o I . . ’ . .
Tastes good s Tastes bad
i ] .
Eg Like @ : " .t . ‘Dislike

_ A ]
~ Many variations of the semantic differential| have becn devised’for

. 9
il - t

use in advertising research. For example, the varying degreces of attitude
. = . . | . -

might be presented in this fashion: !

’ ) " = ’ "

“Like +3 -3{  Dislike.

Neutral

Dislike

Like (;?? l- } . .i<;> ! <;>

When numbers are attached to the seven steps of the semantic differen-

ti:1, it becomes a combinativi of verbal and numberical scaling--the
. | \
numbers may run from +3 to -3, or from 7 down to 1.

s
~
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With the semantic differential, as with éther scales, the scale may
“run from like~to-dislike, or from dislike-to-like; where severa) scales °
arc used for each object, the sequence is usually alternaged, to avoid
stereotyﬁed responses,
The “calorfmeterJ is an expanded dichotomy with numberé attached,
making it a combination Qf'verbaﬁ and numerical scaling.
Example: “Fér each of the thrée foothpaste brands named below,

indicate your feeling by checking one box in the
column below it." '

-Colgate Sparkle-Dent- Crest
4 toothpaste  toothpaste  toothpaste
?\ o » i
Strongly like (+ 5) " (+ 5) (+ 5)
- (+ &) (+ &) (+ &)
o~ (+ 3) - (+ 3) (+ 3)
- (+ 2) C(+2) . . (+2)
(+1) (+ 1) (+ 1)
Neutral ( o) ( o) ( o)
g (- 1) (= 1) (- 1)
(- 2) (- 2) (- 2)
(- 3) (- 3) (- 3)
: - ' ) (- &) (- &)
Strongly dislike (- 5) (-5) (- 5)

v !
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The numerical (or quantitative) scale is basically an arrangement of

numbers, from low to high, indicating degree of feeliﬁg.

Example: ’
. : YAt the left, you will see a thermometer rating
—~100 like scale, which indicates degrees of liking for a
3 product. The highest possible rating is 100,
= 90 the lowest possible rating is zero. Beside
' "each of  the brands of toothpaste shown at the
5!- 80 right, plcase write in your rating, indicating
how much you like it: You can write in any
- 70 rating from zero to 100 for any brand."
| oo |
$ ! X Write in . ' Y
©) 7 90 neutral Toothpaste  'your rating
h E . ./ i .
- 4o ¢ Colgate
. - 30 : Sparkle-Dent
- 20. , Crest
- 10
0 dislike

It too can be called an expandad dichotomy, or a combinaticn of

verbal and numerical scaling, if verbal "anchor points'" arz added at the

&
ends of the scale.
C 5

The variations on the numerical scale are almost endless. One method
of, emphasizing negative ratings is to run the scale from minus 100 to plus

100, or minus 50 to plus 50, thus:

-50° <40 -30 =20 -10 0 +10 420 +30 +40 +50

—_
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Respondents are able to visualize numerical scales in telephope
2 . . .6

- - A

interviews as well as in personal or mail interviews. One ‘ingenious
telephone interview usage is the "telephone dial'' scale. Respondents are

instructed to look at -the numbers on the dial, which run-P;2,3,4,5,6,7,8,§§

i

They areuthen given the nape of a product and asked to rate Thei} chlinds
accord{ng to.the'telephone dial: "1 means strongly dislike, §.means
strongly like'. and so on. |

This concludes the discussign onimdnadic scales, with the final

thought that these are only a few of the possibie variations. The results
- C! . . . .

"

from all these differeﬁt kindswof scales are highly correlated with ecach

s

other. In deciding which of them to use in'a:particular case, the degree

L . . . ) .

of precis}on required may be_the deciding factor or previous usageimay

be the deeidiﬁg fécédr; everythiaglelée being équaf, ofe sho&ld use scales

that give comparable data to other étﬁdiés.-'Ease‘of uée by the respondent
.0 1 . . . " . [ .

is,alsd a very desirytle virtue. - ’ - - '_ EE-

Relative preference scales. These attitude ratings involve relative

éomparisons of one object with another, or with several others.

The paired comparison scale 'is widely used in advertising and market-

. o - : _ B ) . ;
ing research. No matter. how many brands are to Pp-rated, the respondent

only. makes a comparison of. two at the time, until all possible pairs have

Examplé: "I would like for you to evaluate threz brands of
toothpaste for me--Colgate; Sparkle-Dent and Crest.

Tell me wﬁTth one of each pair you like gegt cen
Colgate or Sparkle-Dent?_
(olgate or-Crest? -

Crest or Sparkle-Dent? ' ’ g

o

<y .
POt - .
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fn summarizing the results of such a survey from a number of people,
statistiqally computed percentages determine the final ranking of the
threo brands. One problem‘ﬁith this technique lies in the large number of
pairs that result when the number of objects to be rated increases. Vith

three brands, there are only 3 pairs; with four brands, 6 pairs; with

five brands, 10 pairs; with six brands, iS pairs, with seven brands, 21
pairs; and so on. It's less time-consuming and less confusing to the
respondent to use seven monadic scales than to use 21 paired:comparisons.
The ranking or ”order-of—merit”imcthod is a way of getting relative
preference judgements without going through a large.number of paired com-
parisons. \ith this method, the reSpondent‘is simply asked to rank the

objects in order from first to last.

Example: ' would like your evaluation of three brands of

toothpasie. Considering these threeibrands——

Colgate, Sparle-Dent and Crest--which one do

you like besty Which is your sacondjchoice?

Which is your third choice?" |
Mark 1, 2 and‘3 for first,

second and third choice

I I

Colgate /
Sparkie-Dent | |

Crest ‘ |

\ !
. . N S e
. This too can get confusing for the respondent when o large number of
\\ ~. . ) . ’ .
objeEts\are to be rated.- !n personal interviews, this is handled by pre-

~

senting thé\ngspondent with the entire ljst/of objects and letting him

put the approprig\e\rankings beside each OWL (o "'self-administered"
' : . S . b

~.,

question) .

One. flaw in the ranking method is th%% no allowance is made for

CGo
]
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=2
different decrees of feeling between different renkings. For example,
assume that a respondent rates Colgate, Sparkle-Dent and Crest as 1,2,3. in
that order. His true feeling may be, however, that Colgate is a great

deal better than Sparkle-Dent, and Sparkle-Dent is only slightly better

than Crest.

.

The constant-sum rating 'is one.way of indicating the magnitude of
difference between different rankings. This involves taking a certain set
number of total "points'' and asking the respondent to allocate any number
of points to each of the different. objects being evaluated.

Example: ''1'd like for you to evaluate your liking for

’ three different brands of toothpaste. If you
had a total of 10 points, how would you divide . v
them up among Colgate, Sparkle-Dent, and Crest? i

The more points you give, the better you like

the brand." . .
%
»

Out of your tota! of‘ten points,
how many do you give....
Points
.Colgate?
Sp&rk]e-Dent?

Crest?

It's obvious that point-allocations of 7, 3 and zero to three brands

ifferent from 5,.3 and Z--even though the rénkings

are the same.
One clever variation on this method is to substitute money for points--

that is, the respondent is gsked t> divide up one dollar among the'vakious

.orands instead of theoretical 'points.' Sometimes in such a survey, the

’

respondent is given a number of real.pennies, or 1ickels, etc., with the

names of the products spread out on cards; the respondent actually places



T money on each brand, depending on his evaluation of it- .This would

seem to be a highly realistic method of obtaining true product attitudes.
Both the monadic and the relative preference scale types are easy to

construct without extensive preliminary research.

Complex scales. These scales are not widely used in advertising

i

research for covecral reasons--they require a great deal of preliminary

resgarch, they frequently require, cumbersome statistical analysis, aid

thev = - 10U dGinwe tiably mote: valid than the <impler types alieady dis-
cussed: Three of the better-known ones~-Thurstene, Guttman and Q-sort
g

1

technique--will he discussed hiere briefly. All three were deve!o?ed by

¢

rsychologists for basic attitude research on non-advertising topics.
- The Thurstone Scalg o1 "wethod of equal-appearing intervals' is an
l1-step verbal scale consisting of whole statements which have intervals

of equal numerical value ir between. The respondent chooses the one state-~
, ‘ - ~
ment which best describes his a1tjtude toward t.e test object.

Example: '"1'd like to find out how you feel about different
“brands of toothpaste. From the 11 statements
* below, please mark the one that comes closest to
your own attitude.. : AR
- / v
First of all, which statement best expresses your
feeling toward Colgate toothpaste?

{f somebody gave me some, I'd give it
¥ away just to get rid of it.
I definitely distike 'it.
I would have to force myself to use it.
I would use it if no other was available.
I neither like nor dislike it.
I't's OK but there are others | prefer.
't's better than most brands. ¢
I prefer it to all other brands,_
It's the only brand | would consider
- using; perfect. .

©
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The scale abo?e is a fictitious one, not developed from basic
research. In a peal‘Thursthe scale, fﬁeréhoice of statements is avery
v T :
tedious procéss; they're not décided in grab;bag fashion from an armchair.
The procedure in devising gﬁg scale runs something like this: first,
selectca.léiﬂg_number of statements (sometimes 200 or 300) representing
all possib1eﬂdégrées“o% feeling toward an object: These maybcome from
consumer!s ffeé‘édmmeﬁgs, what experts have said, content analysis of ads,
anywh “re. Each of the, say, 200 statements is typed on a separatc card.
A number ofA“eXpe(t?ljudges (researchers, copywriters; marketing people,
> psYchologists,‘étc.)-~as many as 50 to 103--is then seclected. Each one
is gjvgn the‘deckﬂof 200 Statéhgﬁt cards and told to sort them into piles
rangihg-from no. I'(Ieas;'Fabd;Sble) to'no. 11 (most favorable)~-any number
of cards per pile. The average placement cf each card by the fifty jques
determines its location on the scale. Then 11 of the 206 statemenks are
chosen, Based on theif statistical éverage—and:var}ability, to represent
the 11 dcgrggs of favo}ability. These are then chcckéd wﬂth a separatg
panel of expert judges, and if they hold up, only tﬁen are they readyrfor
use in an atéitude suryéyl The development process is actuaily much ﬁore
tedious than descrited above, but this provides a rough fdea.
-The Guttman scale or '"Cornell method" is theoretically-a very sount
process, but it too is extremely time-consuming énd laborious. It is a
“"hierarchy" scalé in the scnse’that anyé&eﬁendorsing or agreeing with a

certain scalé position also agrecs with a lower scale position.

.
B

| | 3;\h_‘ .5%8
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Example: '1'd like to find out hov:you feel about -

. different brands of tootﬁpqéte.

First, let's take Colgate. Beside ‘each

" of the statements below, put a plus mark

beside the highest position on the scale
_you would endorse." ' -

11

1'd

I'd .

i'd
I'd
1'd

buy
buy
buy
buy

!
'
.
[

t
t
t

-
[

a
a

t $5 per tube.
t $1 per tube.

at 50 cents per t ..
at 10 cenis per tube.
rake it if it were given to me.
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This is one form of "hierarchy'' scale, mzaning that the varicus steps

form a ladder of successively more favorahle attitude.

If the highest

price cliecked is the $1 price, the respondent would also buy at all lower

¥
prices; if the highest price a respondent was willing to pay was 10 cents,

he would not buy at any of ‘the higher prices, but wc'ild agree to take it

at the lower position. The use of “price willing to pay'' in the above

example is only one possible way of measuring product: attitudes by the

Guttman method.

This is known as a

Ilh

ierarchy' of responses--meaning that agreement

with any statement implies agreement with all the less favorable state- -

ments and disagreement with all the more favorable statements.

‘

will be attempted here. The theoretical concepts of unidemensibnality and

a hierarchy of responses arg useful, however, in understanding consume

behavior.

The Q-sort technique of -atti
—

«  psychologist William Stephenson.

l?

tude measurement was developed by

.

The development of the Guitman scale is so complex that no explanation

o

&

v

Like the Thnrstone method; Q-sort uses

statements arranged along an !l-step continuum. It diffe:s, however, in

that the judges or respondents

.

‘

g

7

a fixed total

3

[E 1Vt CAN

- of statements

*
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’“T:sually 48 or multiples thereof) and a fixed number prescribed for each
of the 1] steps. he purpose of this sorting is to force judgments into

e

a ''normal’! or "he' l-shaped" distribution which facilitates statistical

analysis.
i“\

When 48 statements are used, the respondent is forced to sort them

-

. thus:
, Number of
Position statemencs
(Most favorable) No. 1 2
" No. 2 3 ,
No. 3 5
“Ny. 4 5
No. § 6 "
- No. 6 6
. “No. 7 6
o ' No. 8 5
No. 9 5
~ No. 10 3
(Most unfavorable) No. 11 2
Example: ‘ . :

MHere are 48 cards, each containing’'a statement about
toothpaste. ['d like you to use them to tell what-
you think about COLGATE toothpaste. :

Now here is a sorting beoard with ]1 pockets. . The
left-hand side of the board is for statements that
you think are most descriptive of Colgate, the far
right position for statements that are least
descriptive of Colgate. Please put two statements
on the far left, 3 in the next pocket (etc. through
the various positions) =nd finally 2 in the far
right pocket. , : :
' Sorting Board
No. of statements for each position
Most like 2 3 5 5 6 6 6 5 3 2 Least like

—— —— — o oy et i m s

Colgate Colgate .

The respondent repeats the prbcess for the other brands being rated. One

complexity of the Q-sort technique arises from the initial seiection of
k8 statements. These are chosen from a larger pcol of statements, much as

¢

in the Thurstone method.

P

88
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‘A variation of the method lies in havino respcndents sort out a large

number of brands or products into }1 piles, rather than sorting out 48
statements regarding one braﬁd. (Few products, however, have 48 brands
which can be used.)

ther usage is in pre-testing ad headlines or sales propositions or
themes. Forty-eight different ad headlines for a particular brand can
be written, for example, and these SO(tedbout into 11 piles along various

dimensions: persuasive to non-persuasive, interesting to dull, etc. This

usage more properly belongs.in the pre-testing chapter, however.

Hierarchy scales. A hierarchy of attitudes, or product preference,
T . ’

4//has already been defined as a ''ladder' of successively mor€*favorable

attitudes. The highest point on the hierarchy with which you agree implies

that , « would also agree with or endorse all lower points on the ladder,

«

and reject all higher points on the ladder.

/ .

One such hierarchy, a ''ladder of adoptien of new products'' is:
awareness, interest, "evaluation, trial, adoption.= This theory, based on

sociological research, postulates that pcople appear to go through a seﬁ?es

of distinguishable stages in adopting a necw idea or product--aWarenegS,
interest, evaluation, trial and adoption. Awarcness is the knowledge that
a new idea, product or practice exicts; interest is the active géeking of

more information to determine its possible usefulness; evaluation is the

weighing and sifting of that information, either mentally or jn discussions

with othePs; trial is the tentative trying of the product; adoptién is the

r'y

full-scale continuing integration of the product into attitudinal and

" buying processes.

Psychologists'have\postulated another chree-stage hierarchy of human

8 *
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behavior--cosnition, affection, and conation. Translated from the
technical jargon, the theory is that people pass through successive

stages of awarcness and factual krowledge (cognition), favorable _ttitudes

and feelings (affection), strong motivation or desire for action

o
{conation), possibiy eventuating in the action itself--in the case of

advertising, purchase of the product.

This illustrates another assumption of hierarchy scales or models--
that a person must pass thrcough zach stage of the process in order, without
skipping any stages.

T similar "ladder of product preference' developed by advertising
practitioners is the AIDA hierarchy: attention, interest, desire and
action. ) |

{

One Jarge gﬂtomobile manufacturer has conducted continuing attitude

surveys to determine, among nther things, consumer position on a product

preference ladder. The marketing process for any particular make of car
. . b
is visualized as one of moving peopic up the ladder from unawareness, to

awareness, to ''knowledge that the car-maka is in a pafticu]ar'product [

class,! to ‘consideration of the make as among those makes you might buy,"

“to '"first choice." - I
e ) "\
Another major automobile manufacturer has used a similar but simpler o }

"buying probability' hierarchy based on consumer surveys. For the highest
to lowest rung, it rcads: “~/,;

- . Would probably buy : ©
v Would strongly consider
Might consider
Would definitely not consider
Aware that it exists

c M - . 3 . \
The hierarchy scales have one principal distinction from the other

kinds of scales discussed. A person's position on. the scalesis not
P p

00

t
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determined by a singlz quzstion in which he checks one or more recnponses.
Rather, & series of questicn: is z.k~d and a person's place in the hier-

archy is determined by cross-tabulation of all the responses. TVhis can

T

be illustrated in the case of the ''buying probability' scale by the
following survey guestions:

1. When you think of new automobiles, which
make comes to mind first?
2. What other makes come to your mind?
3. |If you were going to buy a new car today,
which make would you probably buy?
4. \hat other makes would you want to shop
before making a final decision?
5. Which mekes, if any, would you definitely
not consider buying under any circumstances?

In summarizing the resuits of the above questions to establish the
distribution of consumers on the buying probability hierarchy, the data

would be compiled in this way for each car make:

Level of Hierarchy Those persons naming Car- X
Awareness Q. 1 or 2
Definitely not consider Q. 1 or 2 a __Q_Q 5
Might consider . Q. 1 or 2and NOT Q. 5
Strongly consider Q. lor 2a __Q_Q. 3orh
fpm e Probablybuy— Q. 1 or 2 and Q. 3
. - \

A\‘ '

Here's how the responses to such a‘survey among persons identified as
prospects, might be summarized in the case of three fictious competitive

cars--the Cohstellation, the Chevalier, and the Mayflower.

% of all car prospects . Make of Car

who... . ' Const. Chevalier Mavflower
(a.) Are aware ‘ 85% 90% 759
(b.) Would definitely not consider 45 20 ko
(c.) Might consider o Lo 70 3c
(d.) Would strongly consider 33 50 25
(e.)

‘Would probably buy 25 35 15

91
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fotc thx the prroortion who fall into categories b. and c. add u
P P

to the +  .=r who are aware. ‘Ancther category. not shown, is the "unaware
group--15%, 10%, and 25% respectively for the three makes. The total for
the three makes in category e. adds up to 75%--obviously 25% of the Dros-
pects have named other makes.

Hierarcﬁy scales are not, strictly speaking, attitude scales; they
can inccent “te a number of dependent variables éffects ranging sll the

i
way from awareness to behavior reports, with the strict defirizion of a
. .

favorable attitude being only one "effect! that mignt be desirable.

In concluding thz discussion on hierarchy scales, it should be noted

£

that the 'hierarchy' theory has not been validated--that is, no one has

definitely'established that everycne pa;ses tﬁrough the same stages up
the ladder of product preference, nor that “theserare the crucial stages
even if there ' a hierarchy. Like much othef valuable marketing data,
most advergisers would try to keep it secret even if they had d=vcloped a-
valid scale. However,Athe cbncépf is:exceeéing[y useful in analyzing
-he m;rkefing and advertising process apnd should not be.déscounted simply
because it has not been thoroughly validated. In fact, very few ¢:zas of
Human knowledge or measurement hqve been thoroughly proven to everyone's
satisfaction. A,*\

Hierarchy scales are the only tools disc.issed here which are not
) ’ - .

suitable for image measurement. All the others--monadic scales, relative

- preference scales and. complex scales--are equally applicable to hoth

.

. . . . \
attitude and image measurement.

{ y o B @

Coni-iled Observation

Sometimes it is possible to set up a situation in which people are
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watched wfthout their knowledge while they view television, listen to
radio, read newspaper and magazines, or perform othgr activities. Their

reactions may be observed through & one-way mirror, which appears to the
respondﬁ1t to be a n;r'or but is tfansparent from the other side. Or
hidden cémeras can record their reactions. Or someone in the same locq}ion
can surreptitiously observe and record subject behavior while ostensibi;,
doing something else. Or hidden microphones can record comments.

wh;nﬁa live observe- *; used, his observations may range from impres-
sionistic description of behavior to highly quantified ratings and pre-
coded’ categories. Filmed and recorded observations ‘have the édvantage of
being all-inclusive-and permanently available for analysis by several
researchers.

Observation, if properly controlled, has = .¢ advantage of being an
urobtriusive measure,' not alerting the respondent that he is belng ""tested'.
This, of course, results in data that are uncontaminated by artificial

testing conditions or verbal camoufiage.

Distinguishing characteristics. 1ie research environment, the data

collaction method, and the response method are the principal distinguishing
characteristics of this plan.

Reseerch environment: Stimulus exposure, staged; response
envtronment surreptitlous

Data collectnon method personal recording-and mechanical

recording of selected responses.

e aa

Response method: Conversation, facial expressions,
gestures, bodily fovement, focus of
attention; spontaneous and wnstructured.
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Uses of controlled observation. One can, of course, observe responses

to advertising in any situation where it naturally occurs. For most useful

results, however, the stimulus exposure should.be ''staged'' so that the.
respondent is exposed to particular media or advertising of interes: to
tne researcher but in an environment wherz the subject doesn't suspect

that he is being deliberatefy éxposed and observed.

One example of such research iz the cl¢.sic 'peek-a-boo'’ study con-
ducted by Curtis Publishing Company meny ycars ago. Adults were invited

to take part in an ''eye test.'  After appearing at the designated address,

each respondent was required to wait his turn for the ''test' in a Sspecially

designed waiting rocm. The waiting room contained a comfortable chair,

.beside whic? was a magazine rack and reading lamp.—Behind -the-chair,——— -

unknown to the subject, was a cne-way mirror; an'observer'watched the
subject without his knowledge. As the subject killed tfme by looking
through the magazinés, theiobserver was abie to record which ads and maga-
zine articles captured attentién, the amount of time that was spent with

L
each, and other reactiofis. In such a situation, certain effects of

specially planted ads can be determined.

The ‘‘candid carera'' technique is another applicationa By staging the

kinds of ads or posters that are exposed toc unknowing subjects in a fixed
location, a hidden camera can make a record of their focus of attention,
conversation, and other reactions. By planting a confederate on the scene

to ask seemingly casual questions, more specific verbal responses can be
’ N . .

Y
Y . . . o
obtained. ) 7 ‘

. - ] :
A device called the ''Dynascope" haé‘been-used to measure attention to

television progrems and commercials, This consists simply of a camera

94
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rourited on top of a television set, to record attention t. programs and
commercials. This is not exactly surreptitious observation, but the
reésoning is that after a-whiie the gigwers wiil tend to forget the pres-
ence of the camera and react raturally.

Another advertising rescarcher used graduate students as ''spies”
in :+-2ir own homes to observe and record responses ofdfamily members to
televizion pr;grams and commercials. While ostensibly reading books and
magazines, the students vere actually watching and reccrding on pre-
designed forms the reactions of their unsuspecting family. This technique
haé also been used to obtain behaviorai reaction tc newSpapérs and maga-<
éines.

Another application of controlled observation is reportcd in-a study
and analysis of public ;onversations. The invcstigator simply statiuned
himself in ..rious public gatherina places and recurded the spontaneoué *
comments of garsons nearby. The variety of topics covered by the conver-
sationalists, howe&er, rarely included advertising and would hardly ever

include particular advertising of interest to the researcher; one way to

circumvent this problem is to plant particular advertising stimuli in

" hopes that the people rearby will notice and comment upon it.

Controlled observation is applicable only for certain specific
/
problems of advertising research. |t does have advantages over many Other

plans, notably in that subjects can be egposed and ~easured without their

knowledge. ' : .

Content Analysis

P

The end product creation of advertising is the advert. .ement

itself. These physicai products take the'form of printed ads for

95
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_N2WSParers, magazines, outdoog or direct mail media; for the broadcact
media of radio aﬁd television, the physical product may be pe}manently
“recorded on film, video-tepe or sound recorcings. Tnis physical manif;sta-
tion of the message--the resultant of all the creative effort, business
planning and research "pre-testing--can be studied and analyzed for various.
 purposes. 4
The method for such Btgdy is known as content anaIysis. Content
énalysis is a research plan for the objective, systemstic and quéntitative
description of the manifest content of advertising or other forms of .

communicaticn. The key words in this definition are cbjective, systematic,

quantitative and manifest. These words distinguish scientific content

o — SR B

analysis- from the ordinary inforn@l analysis of everyday life in watching
: I .
television, listening to radio or reading newspapers and magazincs.

Systematit“ﬁéanS“that»theﬂsgjegtion of advertising for analysis must"

—_—

be based on a formal, predetermined, unbiased plan. This insures-that it

will not te simply an argumentative, biased collection of data to prove a

point. Quantitative means that the results of the analysis are usually

expressed num2rically in Some way--percentages, ratios or more compl.<

statistical summaries. Results are more meaningful when one can say "The

théme o% 'sbééd; was_u;ed in 30 per cent of Ford newspaper ads and in
29 per cent of Chevrolet ads' rather than the vague statement ''Ford

appears to use the speed <hene more‘bften than Chevrolet.'" OQObjective
means that content‘categorfes or codes for analysis have been defined

——— baforehand, and that these are defined so precisely that different coders

e '

would classify the content in the same way,' Manifest content refars to

N g
-~

those ad elements that can be actually seen and counted rather than

ERIC ‘
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-rather than anv possible connotations of whai has becen recorded.
A

2}

% ‘

reading "between the lines' for hidden meaniﬁgsijthe denotative content
. -

Distinguishing features. From this general discussion, it will be

gathered that content ana]ysié differs in one crucial respect from other

»

advertising research plans previously discussed; it is not human behavioral.

research, that is, the obiect under direct study is advertising content

itself,\ﬁot the response of people to advertising.

Data collection method: observation of content

Design method: : atter-only
Dependeft  variable: . any aspect of pictorial or verbal
or orgarizational presentation
g‘Samp]ing: complete enumeration of population of

ads, or. random sdmpling from
prescribed. vehicles and vehicle units.

- . - i

The analysis of oublished or broadcast °

s

Uses of content analysis.

advertising has several research applications. )

©
'

There are certain general principles o cormunication, learning,

persuasion, wvisual perception, readability and motivation which have been"
4 ) .

reasohably well establ!ished through basic psYchologicaT research. A

listing of these principies, together with a statement of advertising

—

objectives, can be useful as & guide to Both the creation and evaluation

of advertiéing. In pre-testing, the actual content of rough or finished
. - - \

4

ads .can be checked againstztpese principles; where ‘the ads don&f fit cﬁe

prescription, they can be‘?odified.

0
[

. . - 1
Content analysis hagfseVeral procedural advantages over other forms

of advertising‘research. The basic research material, in the form of

T ¥ Y .

.printed ads or recorded commercials, is readily available, permanent and
- 7 g ) o

doesn't require human subjects\\ Thece factorswadd up to savings‘in.time
N ' ‘ ) ‘
S N :
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. and money over other research methods. 1t cannot serve as a substitute
_ ) . S

for behavioral research, but it is a useful adjunct sometimes when research
M : ~ - . . . *

with human subjects is impractical. , \ .
. Readability anzlysis is one familiar form of content gnalyéis. The

basic factors irvolved are word Iength'andisentepqe lerigth; it has been

dgmonstratedlthat verbal messages using short words -and ‘short sentences

are read more quickly, comprehended better and more likely to be read

! . . . )
completely than the same message using long sentences and long words.

 Rudolf Flesch has developed a formula for quickly analyzihg’and gﬁvfng a
humérical“ﬁeadability score to written materials.
, ; Jre

Variad§ othef formulas dealing with-other aspects of readability--for

example, the Gunning 'Fog Index,' Gillie's Abstraction Index and the Dale-~
Schall Index--have also been developed.
Television scripts can also benefit from content analysis. The
Dﬁpont combény's adQértising rgsearch department developed a todfng system
. based on psychological princiﬁles; content analyses werc used to make
préd?ctions of affectivenéss and.changes Qé;e‘made ifha script seemed to

be laaking. .
“Some basic research and experimentation in print ad layout and design -~
;has been copducted by the Advertising Research Foundation and the HRB-

y!’Singer_Company. This led to‘fhe;formulafion of several layout principles

e .
for high "attenticn value' against which ads can be compared. The amount
4 ’ R :
of whit> space, color Usage and other factors are Impertant ingredients
1

which can be checked by content analysis.

o
.

L Another usage of content analysis is in the evaluation of competitive

€ .
B )

s ' . r :
advertising. [I'f there is reason to feel th5r:§ competitor's newspaper

08 |
--’

L]




advert,sing has been unusualiy successful, for example, content analysis of

‘themes, persuasion strategies, thoice of werds, or use of illustrations
) ; ) . .
and color can produce some tentative conclusions on why the advertising

2 . .

was successful. s

' . Or an advertiser might analyze his own brand's advertising over a =

"certain period to determine if pre-detzrmined advertising themes or

other content goals have been met. | ) B
. M Y
. T A ~ .
Another usage is~to compare high-keadership ads and low-readership

ads. If quantitative differences in content gre found, the researchers

‘may conclude--subject te further test--that the obsarved differences might
T e ) . ) Lo .

be.a causerof the Hifference in effectiveness. (These ''nossible causes"

et

‘are only hvpotheses until verified by_experimentation.)
- . - \

From the above diécusijon, it is seen that content analysis can be
o . used in both pre—testing;aqd post-testing messages. It ié no sﬁbstitute
B for»behaviora]ireSea}ch, ;fhcg it provides no dfrect-évidence of advertis-
- ing's‘éffécts{on people. But, comEined with beh$vioral research, ig\Fan

hcfp p}ovide understanding of why ads have performed well or poorly.

Additional discussion of content analysis is found in “the mussage research

-
s

. chapters.

)
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iV, MEDIA RESEARCH lif GENERAL -

e _ :
An advertiser who allocates a certain amount of money for advertising
- ' ‘ B > ' B ‘.

is, quite naturally, interested in gettihg the most for his money. Part

- of the advertising dollar goces into developmenf of,messages,-another part

into the media which carry the messages. ' S f-
L Determining the mostefficient media is the primary function of media .

. research--to measure and compare different media and different weRicles in

~

terms of vehicle distributiqn, vehicle exposure and advertising exposure.
Media research must provide quantitative data from which objective d?ci-.
. N : - ° ~ i 4 - e -/—) i
‘sions can be made. No advertising budget ever dewised, even in the largest

corporation, would .permit uge of. more than a fraction of all the advertis-
ing time and space available.’ Out of *the innumerable combinations of
" media vehicles av%ilabie, something more than. gueSswork is needed téﬁput

_together that particular '"media mix“ or ''media schedule'" which is.most
-~ l : . ‘ . -
- " efficient in reaching a product’s target audience. (

What is media, or hedia—vehfclé, efficiency? It is a function of .

both ‘the number of product-prospects reached and-the cost of reaching

them. A highly efficient vehicle is cne which reaches a'great number of

prospects at -low cost. The usual measure of media efficiency is ''cost-
A ; v

pér—thoudand (CPH).“ This can-be further spec{fied in terms of (a) vehicle

distribution as cost-per-thousand circulation units obtained, (b) vehicle

3

exposure as cost-per-thousand prospects exposed to the vehicle, and.
- P . _C

i

(c) advertispment exposure as cost-per-thousand prospects Qquscd to the

: vehicle space carrying the advertisement. —

, o 93

~ | - ‘_100.‘.
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fuastions lavolved in Checosing Media

Here are some of tha questions that occur tc an advertiser at this
point.
e :-V . e . . . . >
Which of the media--television, radio, newspapers, outdoor, direct

mail, skywriting, matchbook coverss-are best for this particular product?
H - ———
+ ‘ a3

Should the amount of advertising be spread equally aﬁéng the chosen media, -

or should some get more than others? How much more shculd the favored
ones "get? Should the advertising, appear simultaneously in the chosen
media, or should the usage be alternated among them at diffé}ent times?

Assuming the amount for a given medium 7s decided upon, how should

-~ .
/

it be allotted among the many vehicles in that medium? In any particular

vehicle, should the advertising be spread out equally over time,-or

Bunched in some time periods and eliminated in others? |Is it better to

use many gaai}/ads, or a few large "blockbusters''?

All these are questions that must be resolved by mecdia research.

Typical Media Research Studies

A good way to get the fcel of media research is to look at the titles
of some of the research studies already performed recently. Most of the

studies reported below appeafed in the Journal of Advertising Research, ‘an

RY . . . .
official publication of the Advertising Research Foundation.

Media research studiés can deal with a single vehicle or a
éémparison of several vehicles, witH a sﬁngle‘medium_or a comparison of
several media, Qith vehicle “mi*” studies or media mixvstudiesz with
media and vehicle "image' sfudies, and with reviews and discussions éf
advertising strategy and research methods. The unfamiliaf terms should
become known to you through studying this and the suCCeeding'sectiQns.

101
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" of a\magai}ne can be determined from knowing the audience size for .two -

Audiences'' presents a formuia for estimatlng the comhlned audience of a

95

"Single vehicle'' studies are those whlch report on the e.fectlveness
A F .
of one vehicle. Agostini's article "Analysis of Magazine Accumulat?ve'

P .

v

Audience'’ tells how the accumulative dudience of several successive issues-’

- »

issues. Another Agostini article "The Case for Direct Questions on .’

. ’ . \
Reading Habits“uwas a comparison of two methods for determining how often’

a persoo reaas a parttcular magazlne Bogart s article ""The Impact of
Hlank Space. An Experlment in AdvertISIng Readershlp” tells how the

o e

readership of a newspaper advertisement is affected by;other ‘material

appearing on thg same_page, or the influence of_”coqtext.“ Engleman's
article "An Empirical Formula for Audience‘Accumulation'' shows how the
accumulated audience for |3'i§sucs of a magazine can be estimated with a

simple formula.

It should be emphaﬁized that_most of the studies reported abcve, -and

-

those that fo‘low, are based on actual emplrlcal research and are not <A

merely speculatlons or armcha:r dlscu55|ons, the essence of effectlve

décision making IWeS(in the use of scientific evidence, and not in unsup-

N

-
k4

ported opinions. A

.

“MuTtip!e vehiclé” étudies report on comparisonS‘of several vehicles

. .

wnth each other, and on the effectlveness of varlous comblnatlons or

!

" "mixes" of'vehiclesu Agostini's article “How to Estimate Undupl:cated

a

agazune mlx, from- |nformat|0n about the individual maga2|nes audiences.

.

Day S artlcle "Linear Programmlng |nkMed|a Selection" dlscusses the
advantages and disadvantages of using a computer mathematical technique4/‘

lincar prograwmtng, in plcllng from a long llst of vehtcles ‘those* few

.

.~ ' ’ . | 10 "
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H 3 ¢ _ .
that,will representi .the best mix fcr reaching a desired sudience. Bewer's
. , >
o N I'd

article "Het Audiences of U.5. and Canadian Magazines'' is an additional

' - K - ;‘,. . - rd - * - -
study to verify Agostini's formula for estimating the size of unduplicated

audiences for a particular combination of magazines. Caffyn and Sagovsky's

< v, .
articie’ "Net Audiences of British Newspapers' is anot

her test of the same

fggmula applied to newspapers, illustrating that both newspapers and

magazines can make use of the same research methods. (As will be illus-

trated later, however, the print media and the broadcast media must use

different research methods and measurements and this results in" some dif-

”

ficulty in 'making a direct comparison between them.) TGarfinkle's article

-

"A Marketing Approach to Media Selection' presents a method for comparing

various vehicles in Yerms of the number of present customers and -pros-

pective customers reached. Kuhn's article 'Net Audiences of German,

Magazines' points up thle importance of knowing how tc determine the

hY

unduplicated or net audiehbe:pf'a vehicle mix. Marc's article ''Net

Audiences of French .Business Papers'' deal~ with vehicles for specialized
[} . B .

-

sudiences rather than mass audiences. C(orlett's article “The {PA
National Readership ‘Study' shows how the audiences for 30 British news=

papers were determined in a single-interview survey. Dudek's article

""Relations Among Television Ratinghlndices“ tells how the value of dif-

‘ferent television programs is dependent not only on the size of their

audicnces but also on how much fhey like the program; Massy's article

"Discriminant Analysis of AudiencL Characteristics'' tells of a statistical

technique for comparing vehicles, showing that\some vehiclzs mixes reach

r

the same persons while others reach quite different segments of the public.

Ihere are fewer studies of a whole medium, or several media, than of

SN
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vehicles, for the simple reason that it's\difficult to make :a single ’

éenera}iiation that will apply to the many diverse vehicles within any

single medium. Research on media vehicles can thus be more brecise than
on whole media,. despite the need to know abouf the advantages and dis- .

advantages of advertisiqg in the various.-media. Ziff's article '"How tq

Locate Purchasers of a Product'' 'points out that to select the best media
for adv¢r64%ing to current. customers, you have to know who those Tustomers

are_and what media they use. Buchanan's article ‘How Interest in the

. L4 N

. Product Affects Rccéll:» Print Ads vs. Commericals'' compated briﬁt and

broadcast media advertising eifectiveress in terms of teaching product

facts. Landis' article ""Exposure Probabilities as Measures of Media

1

Audiences'' reports con a measure of exposure designed to solve a knotty

N

problem in:média research, the direct comparison of TV program and maga- «

. -
~

zine audience size.n
. : Media image’ studies are aimed at determining how one's attitude

R —

toward, or image.of, a vehicle or medium can enhance the qerception and

' et
. P

. communication value of a given message. For example, Magazinpe A and -

Magazine B may'Béliver the same number of advertising exposures for the

same message among the same people, but if Magazine A has a better reputa-

N

tion for honesty, the ad space,hay automatically deliver greater believ-

ability for ény‘message placed there. The attitudes toward or images'df

media are sometimeS~callgd “'qualitative'' variables to indicate that they

\

have no precise numérical value. Weilbacher's article "The Qualitative
Values of Advertising Media" discusses several kinds o§ qualitative values

’ : « .
- . of a vehicle--audience characteristics, editorial personality, contribu-
tion to advertising effecf?veness-?andfevégyates those qualities in terms
. oo N . )

of research techniques, media comparisons, vehicle comparisons, and.media

’ . . - . * .
: . -~
- - y

/

~
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selection. ‘Meissner's article "Sales and Advertising of Lettuce' com ares -
. . g P

.the attitudes toward diTferent media and the reiationshib of those atti-

' i
kN

tudes with sales. ﬁotie: sartlcie‘Toward an ExpllCit Hodei for Heiia

Seiection“ demOnstrates a way to as<|gn numarical values to qualitative

.

image information, so that it can be figured in with quantitative data in

v
evaluating vehicles or media. ' .

Among the most valuable articles on media research are those that
.

<

deal with research methodoloays Such studies deterTine the validity and
- ' - F .

*

-

Practicality of different research methéds in obtaining accurate data.
. v : :

,Just as a watch must be an accurate instrumeht in measuring time, so an&
advertising research tool must be an accurateiinstrument for its measure-

, : . . v .
ment task. Cahalan's article "easuring Newspaper Readership by Telephone'

compares telephone interviews with personal interviews as data-gathering

mathods fogp determining}ﬁagazine vehicle audience size. Stock's article
//

"A Cemparison of Eight Audience Estimates' compar?s the audience figures
obtained with eight different kivds-of questions relating to magazine

readership. Copland's article ''Some Fundamentals of Poster Audience
4 N , L

u o

Measurement'' deals with the peculiar problems invclved in determining

.

outdoor advertising exposure, and.compares several different methods of

* [ 24 P} : :

measurement. Kirsch and Banks' articie "Progrem Types Defined by Factor
Analysis'' describes a statistical method for determining TV program types
. ’ . — . e

and the audiences for those Lypes Henry's article "Belson's Studies in . .

Readershlp“ shows how the questionnaires and interviening methods used in

determining audiences of print media.can"create large errors in the final

- A *

figures. Ailen s article ”Photographlna the TV JAudience!! |llustrates eﬂe

method Fo?\determinlng the d:Ffere?ce between C|rcuiat|0n and audience of
. ’ . : - ~ !
“ :L 0 D ) ) .

Q - ‘ : ’ . Ce .
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a TV commercial, this study showjng that half the time no one was

. . &
watching even {hough.the set was turned-on. Zangwill's article ''Media

14 ‘ !

Selection.by Decision Programming'' is a comparison of two computer methods
. ‘ S '

in determining vehicle mix audiences. o

-
] Y

After this Broad overview of:the kinds of studies that go under 'th

name of media research, it's time to turn to the research methods used.

~ -

-

. ) . Y,
. The print media and the broadcast media will be con§1dered separately,
1 !

v

since somewhat differént methods must often be used for each.
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selacticn. HMeissnar's articie ''Seles and Adverfisipg of Lettuce'' cormpares
~

the attitudes toward different media and tne reiationship of those atti-

tudes with saies. Kotler'sarticle"Toward an Txplicit Model for Media
Selection'' demonstrates a way to assign numerical velues to qualitative
image information, so that it can be figured in"with quantitative data in

evaluating vchicles cT-media. o LT

Among the most valuable articles on media research are those that

[

déal with research methodology.  Such stiudies cetermine the validity and

practicality of different reseérch}metﬁods in obtaining accurate cata.

-Just as a watch must be an accurate instrument in measuring time, so an

. rd : -
advertising research. tool must be an accurate instrument for its mesasure-

ment task. Cahalan's article ''Measuring Newspaper Readership by Telephone

& .
compares telephone intervisws with personal interviews as data-gathering

-~

methcds for determining magazine vehicle audience shze. Stock's article
g g

"A Ccmparison of Eight Audience Estimates' compares the audience figures

&

obtained with eight different kinds of duestion$’relatiﬁg-to.magazine

-

readership. Copland's article ''Some Fundamentals of Poster Aydienge

Mcasurement'' deals with the peguliar problems invclved in aetermjning‘
. I3 *

outdoor advertising exposure, and compares several different methnds of

measurement. Kirsch and Banks' article "Program Types Dzfined by Factor

LY

Analysis' describes a staristical method for determining TV prcaram types -

and the audiences for those types. Henry's argitle'”Bclson's Stucdies in

“Readership'’ shows how rhe questionnaires and interviewing methods used in

"

O
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determining audiences of print media can create large errors in the Final

figurés. Allen's article ""Photographing the TV Audience'' illustrates o;é.

v . .. o )
method for determining the difference betieen circulation and audience of
A g ‘ '

] .t
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'go too far toward measuring %ehicle effectiveness
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Measuring Distribution of Print Media Vehicles .

. _ _
No original research is needed to determine distribution, defined as

-

the number of Copies circuiated. The Audit Buread of Circulations {(ABC)

4

provides an actual coun: of the npumber of copies of a nawspaper or magazZine

delivered-under specific conditions. ~ ABC was'founded to provide assurance

It
- .o -

to ‘advertisers that the circuiation reported by a publication is accurate.

of print advertising is based on the number of copie in

[

Since the cost

~

which an advertisement appears, this basic figure is important but doesn't

ABC follows a very

.

rigorous bookkeeping and verification procedure to insure that a newspaper

of magazine delivers the number of copies contracted for. The advertis-

ing researcher can rest assured that circulation figures are accurate as
7 . :

reported by the ABC. No more need be said here about the methdds used.

Some fictitious figures for mageziﬁes and newspapers are given below:

2

- N ‘ Maggzine A’ Magazine B
’ - . -
R Cost, l-page non-golor ad. $35,000 $50,000°
. \ - . _ .
) Circulation (No. of copies) 7,000,000 10,000,000
Circulation efficiency T
. (Cost per 1000 copies)- $5.0C . $5.00
Y ‘. .-
Ve
Tﬁe example above illust?ates tﬁat,,while the  total cost of an
advert!sement space may vary c0nsiderab}y from vehzcle to vehicle, It is
generally proﬁorttonaj to cnrculatlon wlthln any g|ven medium. and sthe
cnrculat:On cost-per—thousand will not' vary.xoo much except under certain
“ . . . N ! . .
T conditions of specialized aUdieﬁces,;prefeEfed treatment, etc.
. l‘ : ’ " . : . 1‘ . @ ]
-~ {t ﬂ. o # ‘ ?
i ¢ / - \I
S | |
- ¥
- e T
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Measuriné Issue Audiences of Frint Media Vehicles

The research methods for measuring audience exposure are apout. the

same for magazines and f- Consequently, this section will

be primarily a discuss: : . .adience research, with the der-
standing that the discussioggls rvally about both ‘kinds of the major print

media. The reason for ti{is approach is two-fold: more research has beén

K

‘published on magazines than newspapers, and it is a good mental exercise

’

for the beginning media researcher to take a given magazine exanmple and
think it through for a newspaper example. : T : S
* ¥The brfhciple_variables to be measured for determining audience

exposure to a magazine or newspaper are: y

-
. .

Audience size: the number of persons reading the average
. ' issue, or total issuc audience

Audience composition: the kinds of persons in the issue
. audience, in terms of demographic characteristics
.. : . such as age, sex, education, income, etc.;
. . product buying and usage characteristics such
: ' . as heavy users, average useﬁg;‘and non-users;
‘other pertinent audience characteristics

Amount_ of audlence “exposure: the amount of issue exposure
' by individuals in the audience--number -

of 'times the issue is plcked up, the number
‘ of days it is.read, the number of items read
N £ : and so on; aldp, readership of different

' " specific issues of a single magazine.

c

i How is such information obtained? .The sample survey is the principal

N . . method. Personal jnterviéw’sﬂrveys, telephone surveys, and mail’ surveys

have all been used for audience'reSearch. Under some circumstandes ne

-

S method wnll be better than another,. under other clrcumstanees ‘the mgil,

; telephone and personal metﬁods are.equally gopd. Much methodologlc l -

.
.

4

research has been devoted -to detevinining whieh menhndbis best undef whét

circumstances.

o
v -
FullText Provided by ERIC

o



-y

v

Y104

“

Planning and executing a media research survey involyes a great deal
. . P s -/'. i ! ) - '
of painstaking attention to the numerous details of survey procedure

described earlier. The most crucial concerns in audience ‘survéys are

those of sampling and guestion writina--the v ‘mate validity of the data
' : - ¢ »
rest heavily on these two'aspects of the pr- - re.

Sampling. The first step in sampling for media research is to define

the crucial population. . The crucial population is dependent.on the purgose
-~ ; , !

of the study. In a single-yehicle stuydy (one magazine or one newspaper),i
B . - : ) . 3 - . . . . (
the crucial population is 'all persons in the circulation area who have

" read at least one issue'' in a specified time period;. if a complete list

- >

of magazine buyer's names is dvailable, it may be a relatively simple

matte#?to draw a random sample of perSons‘from that list.
¥ : ’

0n the other hand in a multiple-vehicle-study In which the purpose
|s to determune the individual and oVerapplng audiences of a number of
vehicles, the procedure is more comp]icated; the crucia) popylatlon is
"defined as "all persons reading at least one issue of one magazine on -

the list" in which case it is more practical to select a random. sample rof
. the £ntire U.S; populatfon, and use screening questions to weed out those
0

who don t qualify as a reader in the case of specialized magazines,
such as those: |ntended for physicians, a complete listing of this specnal /’ =

populatton may be avallable through a professnonal organizat:on or a mail-

[

tist flrm.' In such a case, either single-vehicle or- multlple vehicle
studies can utilize simple random sampling .from“the list.

.« p | -

Again, in the case of a particular product whose buyers are.known,

-

thc advertlser may defnne h|s ¢rucial population as “alloowners or users

of the product'’; |f a llstlng of that popé?atqon is available, a snmple

Aruitoxt provided by Eic:



¢ . . o 105

- y

random sample of those persons can be drawn from.the list more easily than

from a sample of the entire population. In the case of a diaper manufac-

turer, for example, a listing of his crucial population of recent mothers

may be obtainable; similarly, a truck manufacturer. can obtain a listing

i .

ofttruck owners for ~veying the media habits of that crucial population.
, ' ° Most major cdr. ies, however, are multiple-vehicle studies”of
the entire U.S. adul. .upulation, in which case listings of the crucial

3 .- l/ ) - ) . - -
population are ¢ither unobtainable or -inconvenient. Such studies are

often sponsored and paid for by several advertisers, with the éctua]
‘ research carried out by a commercial research firm. From these ''syndis

“cated" studies, -separate tabulations of the results are then tailor-made
e . , A Y .
A for individual advertisers or media.

X

.‘ .. ' ; | - .
For illustrative purposes, let's focus hecre on a personal interview

' sample survey of the-entire U.S. adult pbpu]atibn; in which data on

. ' several magazines and on several products, are gathered. ~Assuming that a

. ".completely random and representative sample of this population Has been
. . o .. . v . . - a .
drawn, the validity of the questions becomes the crucial concern.

Question writing. An opérational definition of '‘a magazine reader"
must be arrived at before ﬁﬁé'pfoper questions can be phrased. 1Is a-
‘tireader' someone who (a) has seen the cover or (b) has riffled through the

pages or (c) has read at least one item, or (d) someone who usually reads

it, or (e) what? Defining'}éadership'is'a game any number can play, but,

the usuaf definition of.& reader is someone who has at least looked into

an_issue. From this, it follows that magazine audience size is the number

* of people who look into the average -issue. . Data from several issues is

1S

usually necessary to determine,the average issue.

111
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Threz general types of questions for determining reading behavior
are unaided recall, aided recall, and peccgnition.

""Ynaided recall' questions on issue reading are those where no clues

-

are gnveg; and the respondent must rack hls memory for the answer An
example of an unaided questioning sequence would beﬁ
Yy o ever read any magazin:
magazines have you read iuring the last year?
11 AGAZINE A IS MENTIONED: Did you happen to see
- .the March 2lst issue of "A"?7"
(4) iF YES: Did, you happen to ook into 1t7
. {5) - Can-you remember what was on the cover?
(6) Can~you remcmber anything you saw in that issue?
Una|ded questlons 1-4 rely on the respondent's memdry, willingness
to thlnk ahout a relat!vely inslgniflcant event; desire to please the
|nterV|ewer and many other factors which may 1ead to an answer Wwhich is

consciously or'unconsciously distorted. Questiuns 5 and 6 attempt to get

some factual verificatirn of the readership clair. but these also-leave '

‘doubts as to reliabilivy. can you remember whc© s on the cover of the
third--+:m-last issue of Time magazine, or some - specific inside that

issue?

“Aided recall'' questions on issue reading give the respondent more

a

information on the magazines in question and produce different resuits.
An example of an aidedlquestioning se;uence would be:

“ (1) " I'm going to read off the names of several
magazines. As | name each one, please tell
me’ if you h:ue seen any issue of it during
the last year. (INTERVIEWER REAC> LIST OF
, MAGAZ I NE NAmts TO RESPONDENT)

(2) (FOR EACH MAGAZINE SEEN BY RESPONDENT,

INTERVIEWER ASKS:) Did. you happen to see the
*last issue of ""A"? It had a picture of -
¢ L on the cover? :
(3) Can you remember anything, you saw or read in
B ' the issue? . '
‘ 112




Question | provides the respondent with specific mafazine names and
3

the re¥pondent in visualizing a particular.issue, and it would produce a,

;

produczﬁ more readership claims than the unaided sequence. Question 2 aids

~larger number of q]aimsdthan the unaided sequence. Question 3 attempts-
to verify.readfng of a par;iculef issue by getting tne respondent to
reeall (unaided} something he saw in the issue; such ‘a qUest{on'n;oduCesv
underéstimates of udience size; since it has been amply demonstrated thet
“meny.knqwn Eeaders of an.iSsue can't reccall anything in‘nartfculaf from

it--or can't be sure that something they rctall reading came from a par- :

L

ticular issue.

: \\< Racognition' questions prOV|de the respondent with even more |nforma-
tien ¢ metazine issues, by actual]y.shOWIng him’the logotype, or the ccver
OF per iaps some ef tne contents of magazine issues. (The ‘ogotype is the

stancdarz “.rmat showing the magazine's nzme on evary cover.,; - A recognition

questioning -~zzuence might run something like this:

"7 =re are.the logotypes of- several magazines. As 1
“now you each one“ﬁPIease tell me-if you happen to . e
ave seen any issue of it during the last year. o

{FOR SACH MAGAZINE MENTIONED BY RESPONDENT, INTERVIEWER |
PRODUCES A PARTICULAR ISSUE OR ISSUES AND SAYS:) - Here
is an issue of "A'" that you may not have happened to -
read'yet. Do you remember whether or not you have
looked into this particular “ssug? \Let's leaf through
the first few articles to sz if\you recognize anything.
‘L, xCTER LEAFING -THROUGH PART R ALL OF THE ISSUE, INTER-
Vv EWER SAYS:) Just for the -ecord, now that we have
t-ren through this issue, wou.d you say you defiritely e
haopened to read it before, or dldn t read it, or
a~en't you 5ure? )

Only t' . persons who say definitely they remember neadjng the issue
are coun: z= ’'n its audience. An edditional technidne for eI?m}nating
.persons Lo ,vaimbissyé reading falsely is the "confusion control"
. technigue SeVeral dummy itemsrthat'didn't actually appear in the issue

113
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are inserted in the interviewer‘grccpy; if thevrespohdcnt mistakeniy
clainps to héVe,seeh the dqhmy itéms, he may be eliminated from the subse~
aueht tabdlafions or his responsés might be given keduéed weiéht in the
overail tabulations, to allow fof his_”cohfusién” or exa&éefated claims.

The ''recognition" techniquq for determining issue audiences is

A considered by many to be more accurate than either the unaided recall or

e 1

aided recall tgchﬁ{ques. It has beeﬁ'compared'with other data from known
}53ue rgadefs‘and:f0und to be a practical method for comparing the.agd[énces
) of several vehicles. waéVer, much méthodological feséarch is stil]

underway to produce more precise and accurate audjen?é figufes.

Audience effjcigggynjl}ggggggigg. The audience for.seyeral‘issues.
is averaged to brodUcé figureglon “avérége issue audience" to prdyidéla
more stabtie figure. With‘data on average issue cikcuiation and averagé
issue guaience, it's po;sible to maké sofme additional judgmeﬁts,bn vehicle
value for the’aaveft[se}.' Here's the previouélexample'using:cfrculation
figures, with audience ficures added, and an audience efficlency computa-

tion. "Efficiency," as In the previous example, Is the cost-per-thousand,

abbreviated to CPM, which makes it possible to compare an fhe same, basis

different vehicles with va(ying circulation or audience or other mzasures.

o . .

w N ]

Fost,.l-page non—colér ad - '$35,000 $50,000
Circulation (No. of copies) " * 7,000,000 10,000,000
Circulation efficiency (CPM copies) "$5.00 $5.00 -
Readers per“Coby (avefage) iﬁ ﬂ . 3.36." v 2.50
Issue audiqué‘(Nb. of_readérs)J' fB,SbO,dOQ | 25’0001999‘
Audiénce.ef?iciency (CPM-readers) §l;l§1 é};Egl

<

. R " Magazine A

Magazine B

a
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The example abcve shows why audience figures are better for comparing
magazines than are c.rculation figures. On the basis of circulation, one
. ! ’ - . . :
wouid assume that Magazine A and Magazine B are equally efficient for the

advertiser. But because Magazine A has more readers per copy, it produces

readers at a reduced cost-per-thousand--i.&., Magazine A is more efficient

in terms.that are meaningful to the ‘advertiser.

Prospect audience efficjency illustration. Even more important to

the advertiser, however, is the number of prospects for his product who are "

in the issue audience; money invested in advertising to people who are not

]

current or future prospects for the product is wasted. .
The sample survey above; in which the jssue readership data were

obtained, also obtained other data onfdgmographfz characteristics (age,

sex, cccupation, income, etc.) and on product buying and usage. This

additional information can be used by advertisers tolget an even better

estimate of the e“ficiency of particufar vehicleé for particular groducts. '
| This is illustrated beiow by ﬁookinétat the'pféspect audience for

three'édvertisers: a soap powder, aﬁ.aifline, and a teenage Pimple

remedy. '

s

In the case of the soap powder product, the market or prospects are

defined as '"female adult household heads."” For the airline, prospects are

defined as “adults‘between_the ages of 25 and 60 who have ridden a commer= -

cial airline in the'IaSt two years.' For the pimple remedy, prospects are
defined as “13-19,year'olds with allowances or incomes over $3 per ‘week.'

(The prospect definitions were arrived at by previous surveyémwhich

correlated product buying with dehographic characteristics.y

"

T
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The illustration above shows tha t Magazunes A and B are equally

efficierz for reaching the soap powder market

Ad cost } L f
Circulation
Circulation efficiency (CPM copins)

Total audience (average lsJue)
Audience efficiency (CPM readers)

“\P POWDER PRCSPECTS
. of total audience

- No. of prospects

Prospects per copy
Prospect audience efficiency
. (CPM prospécts)

AIRLINE PROSPEZTS ,
% of total audience
No. of prospeczs
Prospects per copy

Prospect audierze efficieney—"
(CPM prospects) v)//dpzv .

. PIMPLE REMEDY PROSPELTS

% of total audiencé

No. of prospects

Prospects per copy

Prospect audience efficuency
(CPM prospects)

-

Magazine A Magazine B
$35,000° $50, 000
7,000,000 10,000,000
“$5.00 $5.00
23,500,000 25,000 MO0
ot $2.00
> 25.5% 34.3%:
. 6,000,000 8,580,000
e - 85 .86
35.83 - $5.84
o
© ey 301
2,800,000 8 000,000
| 4o .80
$12.50 $6.25
33.7% 20.0%
9,100,000 5,0005000
: 1.3 0.5
33.85 $10.00

v

Magazine B is constderab]x

more efficient for reaching the’ ﬂlrline market, $6 25 CPM vs. $IZ 50.

, chket,

$3 85 CPM vs.

$10.00.’ *

agazine Ais considerably more efficient for reachung the plmply-faced

"The mzjor points are that the prospect-audience is a more useful

group for sslecting media vehicles than the total audience, and,that each

vehicle musz be evaluated in terms of its efficiency for;g_pafticulaf

=roduct.

There is no such thing as ''the best advertising vehicie“ but'

only '‘best advert:snng ve~i:les for particular products.'

116
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( In addition to ''total issue audience' which tells how many people

‘have the opportunity for exposure to a single advertisement insertion In

a single issue, the adverticer s also int ed in th "o cumu /e

audience“ for scveral i+wuc of the same publica.ion, and the '‘unduplicated

audlencc” for several different publ ications.

Accumulative audience. Differe—t issues of the same publication

Iways exhibit some audience turnover. Thaf is, éf the peop]e who read
1 ~ the June issue of a monthly pubiicazion, some will not read the July issuc;
| and some persons who didn't read the June issue w;ll read the Jg}y issue.
The ''audience turnovq{”lvaries'from one magazine to another; this means
" that two magazines with an equa]javerage issue audfence may haQe different:
accumulative audiences over a peribd of t}me. Accumulative audience may
bé defined as the ﬁumser of gijfgzgﬂglpeoplé reached by two or moré
. ' . )
issues. ‘ | &
Magaznnes A and C, both monthlies, have udentlcal audlence suze for
each month in the table below, and they have an ldentlcal average issue
audience, but their acgumulative audierices are quite different, 34 mil]ion

for A and 29 million for C.

. ’ . ‘ '-v Magazine A Magazine C
June audience 2h million - 2b million
July -audience: 23 mitlion 23 mjllion
- " August audience 24 million 24 million
September audience 23 millicr - 23 million
Total audience "9k million 94 million
Averagz Issue * 23,500,000 23,500,000
Accumulative zudience 34,000,000 29,€00,000
. ‘ s .

<
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How cot ! ,.oeat dlffcrcnce\Qn “oelative swli ice oceur?
¢ &
Because Magazine . .. s 5 :ud%F;cg'”turnuver”:-that is, fowar people
. c’ »

_drop out of and come into each suceeding issue. The accumulative audience

Is the total number of people who read any one or more of the four issues.

Here's how-the 34 million accumulative audience was obtained for

« . . ¢

Magazine A.

