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the "canned spam”™ lrws, evaryone on the list has cpted n and asked for e-mail
promations and information. This is a perfectly qualified databasa of customers—
they own cur product and rased thewr hands for more information.

Aswa haaded into the selfing season for 2007-2010 season passas, tha mar-
kating departmert was charged with ensuring that [1) our boyal pass holders stayad
kyal and renoared lading tham in for the saason, [2) pravious pass holdars re-
tumed, and {2} indiiduals with competitor passes corwarted to the Colorado Pass.

Once wa had seourad 2 haalthy base of season-pass holders we had to focus
on generating ravenua far the various lines of businazs within the company {lodg-
ing, ki schoal, rantak, dining). The dhallenge for ws was that it had boon a partic.
ularly difficutt landscape. Tha recession weas in full s#ing and we had to contend
with cautious consumers, slevatad gas pricas (somathing tha drive markat was san-
sitiva o), and a ralativaly low snow saason (this group lves for snowr days).

Bayond encouraging ouwr pass holders to ranaes their passes, what could we da
to take advartage of that pass holder database?

The concapt of the Colorado Pass Club (CPC) was mtroducad == tha
20062007 ski season wound down. The objactives for the CPC ware to distanca
the Colorado Pass from compatitiva passas by offering aleveted benefits. In par-
ticular, wia wanted to create a sense of community amang Caolorado Pass halders.
Mowing foraard, wa wanted to continue to drive warenass of the indhsirg and ex-
dusiee aspects of the pass program.

To further tha sensa of community and cemershipwithin owr pass holder group
wa daveloped the tagling “It's Why | Live Hare,™ This tagine strategically positiors
ouwr rasorts and having a pass with other iconic Colorado axpariences. Skiing, and
baing cutdoors, is an integral part of living in Colorada. W falt that this statement
spoka to a broad market, tapped into sarse of prida and axclusivity about biving in
Colorada, and complemented the CPC efforts wall.

Cwur CPC program ircdluded breeckly o-mails full of promotions, offers, and dis-
counts axchusivaly for pass holdars. Promotions ranged from dining and avent tidk-
ats to deeply discounted lodging, ki tune-ups, and discounts on gaar. Wa also
gava asay tidoats to sporting evants, free mountzin lunches, gas cards, and tickats
to miusic averts. Called “Random Acts of Pass Holdar Kindnass,” thasa offarswoana
nivnrsnnn-m.njﬂtncrnatﬂ & shrong responsa and a lot of interest and to elovate tha
parcaived value of the saason pass.

Mary of our afforts were also supportad by redic spots and a specal CPC web-
sita that recpped the contents of our brwackly o-maik. Shoedy thesa a-mails
started craating buz in the pass holder community, and soon thay were baing for-
warded to friends and family.

Mot only did the CPC a-mails generate intorest and axcitament with Colorada
Pasz holders, thay genarated tradkabla revenue—averything from lodging pur-
chasas to ski school lessons, to equipmant rentals and, of coursa, season pass re-
nawals. In fact, our a-mail programs wara one of tha #trongest perdorming charnels
for cur promaoticns!

Wi decidad to loverage the passion arund cur saason passes and bunched a
refemal program, rewarding skiars for raferming thair friends to buy a pas—farthering
ouwr intent of building a community. Wawere able to test varous wersions of a-mails—
wa laarmnad that simpler was better and started to reframe offers by coming up with
a fow high-impact offers rathar than several small gestures.

Az tha program continuas to evohe, wa heva leamed quita a bit about cur
pass holdars and have begun to not only offer tham great banafits and capressions



1. Wiy 3nd how s marketing communication evalustion conducted?
2. Can you fist ang expisin Te stages of message eyaksbion?

3. Wrat are e key areas of medla evalustion?

4. How are IMC tooks, campalgrs, snd programs evalusied?

The Colorado Pass—The Coolest Club
on the Slopes!*

I [ am's the problom: How do you not only maintain share of market but in-
== crease business for a ski resort in 3 competitva landscape? | work for Vail
§ 1 Rosorts and that's one of our biggest challongas.

Although the business from the destination markat is important to the finan-
cial haalth of tha company, so e seeson passes. Sceason-pass sales are a signifi-
cant contributor to the bottom line and provide revenue stability by locking in
revariua garly in the ski season. Lift tidkat revenua is 35 parcent of all company rev-
arme; season passes raprasant approsimataly 33 percant of that [ift ticket revenua.
In fact, most season passes are purchased bafore the season ewen begins. How-
aven, season-pass purchases are conducted in @ vary compatites arvimonmant be-
CIUSA our rescrts go up against other Colomdo reasorts to secure the brgest share
of tha 5 million skiers in the local markes.

Chur company is in 2 unique position to attract skiars and snowboardars be-
causa of its fhve mountains—WVail, Bessar Crock, E-mdmrridgn_. Kaystona, Hﬂm‘:hﬁ-
Laka Tehoo—and Arapahoo Basin {3 partner resortl. Our lrgest compsatitors in
Colorada, whara competition is tha fiercest, induda Copper Mountzin, Wintar Park,
Aspan, and Steamboat Springs. Tha company offers a foer different types of season
passas, bt we'll focus on the Colorado Pass™, our marquea pass.

Ona of our strengths is our robust customer databasas, which contain trans-
actioral mformation { history of products purchased] and traditional markating in-
formation. The combination of the teo permitswery strong databasa segmentation
for e-mail and diract-mail afforts. We also track revenua generated from those af-
forts so that wa cn assaws thair RiDIs and strangthen the naxt cempaign. 'We can
ako tall if 2 guest has booked a trip or purchasad a pro-duct through our a-mails or
direct mail and can arsura that thay aren't served up tha samae messagae again—
kaeping cur communication effectiva and meaningful.

‘ail Resorts has mara than 500,000 total o-mail subscibars for various pro-
QFRIMS; more than 73,000 of thes are Colorado Pas= holdars. In accordance with

"Thes chapicr opoeng, dory s camirbeisd by Jomafe Wolle- Kambcll, Soroor Mak cbng Mamger s ¥l Boork,
Bmomfxld, {olomadn. 577
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of appredation, wa engage them in a dialogue and wsa this group for sureays

about product atiributas and program improvemants.

‘W also designed unigue ways to angaga them with content by runring con-
tasts asking why thay haven't skied more. 'Whan our pass holdars responded with
storias about job loss, bad eguipment, the need for improved ski techniqua, we re-
sponded by finding one pass holdar a job, giving gift cartificates to replace equip-
mant, and signing them up for frea ki school! The pass holder commurity loved it

The result camented tha Colorado Pass Club as the most important club for
Colorado skiers. You can find cut more about what wa achieved by tuming to tha

and of tha chapter and reading it a Wiap.
S

Throeghout this book ywoo've resd sbowt the effecti veness of
mcvertising. We've emphasieed that effecive camgmigns do
oo than win yeerds for oreativity. They work hard g0 schisve
the campaign’s communication and marketing goals, as does
the Colomde Pass Club cumpaign for Veal. As vou will =22 in
thas chapter, there ar: many ways Lo evaluate the effecliveness
of various aspects of on advwertissng and marketing comsmami-
caton program. Specifcally, fur calegonies of work pet eval-
uaird in advertising and marketing communicalion progrmms:
the message execution, the mediz, the compaign, and the ather
marketing commemicalion aress and their synergistic efec as
part of o IMC program. This chepter disnusses the basic oon-
cepl of the evalustion of efeclivensss and then examines e
four areas.

IMPACT: DOES IT WORK?

‘What makes 2 marcom message «fective? The T that people
ke il —sr the fact that it moves people 1osome kind of ston’?
The clemsc campaign for Avis & an example of one tal works
om bolh levels—people Gike il and it drowe the company o
recon] sales levels, 'When sdverizsing works—when marketing
cammueacatics is effectnve—a has impact and generies o re-
sponse of some kimd from its trpel audience. The onzical
phrase—"as inended” —means these ar: malktiple objectives
and, therefom, muliple ways o evaluale the sfectiveness of
marketing commussacalion campaigns and programs.

Let"s just consider advertising to begin with. Many smos-
Eves feel alvertising waorks only if it produces sales. Syranme
Univeraty Prolesor Johs Philip Jones, whis bss wrilien many
books and articles on the topic, estimales that of the 250 billion
spont anmally on sdvertisieg glohally, caly 41 percem—lss
tan hall —poduces sales! Jones conlends Bai “ubeertising
st genernte 20 immedisle jolt e sl before 0 cos be -
pecied bo produce any further 2fect.™ Simon Broachest, s
offer keafing figure in effeclivenes resmarch, disagreed with
i:ﬂsmwmnhfmu‘rdnwdlmdﬂmmr-
Esing should smphasize long-ierm brand hdldng. !

Determaning achertising effiactiveneses based on sales cun be
i ffioud hecmese of e impact of other marketing mix fectos. For
emampée, an article in Hurives 1.0 reporied that an ad for the Six
lags smusrment park wus 3 smach sucoess in viewsr sureeys.
Howewver, hecose sfendance at #e companys 31 theme porks

Avis is only No.2
in rent a cars.
So why go with us?

We bry harder.

When yeu're mol Lhe l.lijﬂ-l..
e lrares )

W just can®t afTor] diirey asb-
mrave. D halfempay gos tamks. Oir
warm wipen Or unwailied cars
O loww e, O smything less than
weal-adjugiens that adjust. Heaters thae heaa. Defroms-
era Ehal Jefiroar.

Dbssdmaily, the thing we ary Bardest [or 53 just 0o be
milgw. T wiart yom cul righl with o s car ke a lively,
e TR TR [T Ford, and a plessant smile. To know, say,
whetre you geta good pastraml sasdwich in Duluch,

Whyl

Bavauie we cant sfford o take yom e granicd.
Wi with us meesit 1EmeE.
The line ai our coinber s ghiriar,

OLASSIC

Accordng to Aderberg Age, tha Aue W Try Hender™
CATHRERIT Wi Dne of the Lop 10 m adverteng metony. It
Was bhe Ltamate cmple dag Ehat comveyed 2 great s
thert wes trhful and basvaie, The sbretagy—to elate
chronsly 4 coi-2MECNg UNAsTdod Pocrion—gies Lapped
mio eyopathy for undsmdoss. The copy dafnad
Wik o meane Lo bry Rerder (Snd whot d ader n the o
ekl Fuemass ehould e prowdmgl—oiase sehtray, full
e LErkE, WIRETE Tht work, woehed Cars, Teatene and
APTeta. thet work—and Ehe Inac ot tre countar ane
ehorter. i sher cubrbdy cugeectas the probismc you maght
find wrth Fi—Herte. Creghed by the iagendary Dagle Done
Bemiech sgenoy m 1062 when AN morket Shane s
orly H percant, the campagn dnoe & tumaround for the
comnany. Four yaor betar, Ak mariet chare wee 30
parcent and the compoen 2ot credt for 2 300 parant
TR I PGS
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of appredation, we engage them in a dialogue 2nd use this group for survays

about product atiributes and program improvemants,

Wa also designed unigue ways to angagae them with content by running con-
tasts asking why thay hawant skied mora. Whan our pass holdars responded with
storias about job boss, bad equipment, the need for improved ski technigqua, we re-
sponded by finding one pass holdar a job, giving gift certificatas to replace equip-
mant, and signing them up for frea ski school! The pass halder community lowed it

The result camented the Colorads Pass Club as the most impartant dub far
Colorado skiers. You can find out more about what wa achieved by tuming to tha

and of tha chaptar and reading ks a Wrap.
o ——

‘Thrmaghoui this hook you've read sboal the effect reness of
advertising. We've emphasoed that effective compaigns do
moee thas win seartds for cembivity. They work hamd o schieve
the cempaipgn’s communication and marketing goals, as docs
the Colomdn Pass Club campaign for ¥eal. As you will =2# in
this chapter, Lhere are many ways Lo svaluate the effeclivensss
of various aspects of un afverising and marketing oommeni-
cation progrm. Specifically, foor calegories of work gt eval-
umied in advertising and merketing communication progrems:
the mesxape exacution, the modia, the campaign. and the ather
markeling commanication aress and their synergastic effed as
part of mn IMC program. This chapter disousss: the basic con-
cept of the evaluation of efectivesess and then examines Sose
four areas.

IMPACT: DOES IT WORK?

Whal makes 2 marcom messape effective? The Tool that people
fike it—ar the st that il moves people i0some kind of scson?
The clu=c campaign for Avis = an exempde of one thal works
o both like il and it drove the company 1o
recond sales levels. When advertising works—wien marketing
commusacation is cffective—a has impact and pesemies o re-
sponse of some bind fom it farped audiesce. The critical
phrase—"as intended” —means these are muitiple obgectves
and, therefome, mekiple ways to evaluale the efecliveness of
markreling communicatys campaigns and programs.

Liets just consider abvertising o began with. Many cxeos-
aves el advertising waorks only if il produces sales. Syraoese
Universty Pralessor Joha Philip fones, whi boes writlen many
bookes wnd articles on the sopic, estimaies thet of the £500 billion
spent anmally on advertising glohally, caly 41 peroee—less
than hadf —prodoces sales ! Jones conlends #al “advertising
masl pesernts an immedisie jolt o mie before § con be ex-
pecied 1o produce any forther 28e0.™ Simon Broadhest, oo
cifer leuding figune in efectiveness research, disagresd with
Jone="s short-lonm sales fooes and suggester] indead thet sdver-
Esing should smphasize long-term brand uding,?

Destzrminiing achvertizing elfactiveness based on sabes can be
di ok hecwese afthe impact of other marketing mix feciors. For
cxample, an anicle in Hucivess 1.0 reporied that an sd for the Six
Flags smesrment park wis @ smash spooess in vizwer someeys.
However, becarse amendance ai the company’s 31 theme parks

Avis is only No.2
in rent a cars.
So why go with us?

We try hasdee

When yeu're sl he Biggest,
yeoou borvm i

W just can'd allford dirty ash-
wrays. O haltempdy gas tanks. (i
wzem wipenk 0 uiwailed Gard,
D I tires. Qe amrything less than
seatoaijusen that adjust. Meabsrs ¢ has heat, Dol
ers Bl dedrmr.

bvisasly, the thisg we ry hardest for is jast 1o be
wilice. o wtart vom cul pight with & eew car, like a lively,
Ee R Porid, and a plessami wmile. To know, sy,
where you gt a good pasraml sesdwich in Duluch,

Whyl

Because we can't afford &o fake i e pranicd.

ez wiih us st

Thi line at our coiiniee B shiorter,

[n ¥ it

Acconrdng bo Aderctery Age, bha Ane "W Try Hasiar™
Campagn wee e of the top 10 m adverticng hetony it
Wik bhe uitomate cmpls wan thet comeed 2 great wies
thist s trthiul snd belvairis, The etats
ehbrorah) 3 G2 Marng underdes posstion—alkes tappad
o pact Tor und=mdase. The copy dsfnad
what & meane o bry horder (snd whot g lacdesr o the cor
renkal Fuendes ehoeld Fe prov dme—chaan sehtroye, ful
e anke, WRING Tt wort, weehed cans, Featene and
defroetens bhet work—and the nac st the coumter are
ehorter. b akeo suirtdy sugasctad the problame you maght
find wrbe —Herts. Craatad by bne Isgandiry Doyle Dona
Bembach agency 1562 e SneTs marest chars wec
ey 1F parment, the campagn Ao 3 tumersund for the
corpany. Four yaors leter Seck martet chare wee 30
Pt and the compesgn aot ot for @ 200 pernant
IETEGES [T FLETIACS
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RGURE 19.1
Thaz Faceix ol FiTocts Madd

I you can't masmura i,
U o manage R

fell after the campaign irecesd of incressag, il
et e dermed ineffoctive. Rul sales ore ool the
only resson brands abverse: one of the major ob-
Jecives of advertising is bo-oeute bagher lovels of
brand awareness. Perdeps the 5 Flags awwre-
mess level increased, bul e regson people dida’t
onme 0 e parks has o odo more with the lack of
Eew afirclions or mayhe an extemsd faoior such
25 an inorease in the price of ges. Does tol mean
the sdvericeg is inefiocive?
It's cr view thal markeiers inlend fior their
mesages ko aconmplish a variety of goals, such
uh.l.l.h:l.n.l:r.lnl:l mlationship, recrei volunteers
or donalions, or enoe people (o visil o webeite,
which is wiy the other 60 peroent of sds shiched
by Jomes may be effeclive in dheir owa way.
That's why this book wes the Faces Maodal of
Ffiects 1o brosden the way we cvaloote messape

efectiveness.

Evaluating Ellectiveness

The most impariant princple in this chapler—
presibly i thas book—is & well-inows maxim:
“H you can’t measre il you can't manage €.

Some evahiation is informal and based on
the judgment of an expenenced mansger. Thene
is abways u need for the intuitive analysis of «-
penezncsl professicoals. The imporisst thing,
bowweyer, & 1o recognize early in the plusning siage the neod for 2 formal evaluagon mecha-
pizm. s Professor Mark: Seobifant exploins. Evaluisos should Be “plansed 507 40 any cam-
pamign. Fyaluation determines the sucoess of 0 marketing commusacation, but it also oeds back.
intn the anpoang brasd commesication plan. Figare 19.2 illestratex thal process, and Pofessor
Swhifam’s A Madter of Principle festures builds on the idea of 2 cycle beginning snd eniding
wilh research.

In sddition in mnfuation and jedgment, measerement thal tracks comsemer respoese is ol
meeded and can be Builk into 2 compaigs plan as stnectured fedback, such as response cards and
calls. (Wien, however, the evaluation effort imolves 3 more formal reseordh project, which alsy
meeds 1o be pan of the ampaign planning.

Personul issights inlo whal makes a0 ad geeal are importasl, but why do we also need for-
el evalsation? The frst ressom is thet the stekes in making an sdvertising missiep we ligh. By
hh.mtlnm‘n.pflﬂmndmuﬂurﬂd} for mtinnal elevison, il ke oost sboul
E200,000 in production costs. it is nos natsoeslly, ils sponsor cam imeest severl million dollas

in mirtime. The seoond reasnn is advertising optimization, or redocing risk by l2xSeg, snalyzing,

mhﬂphmdmmm@mlmheﬂmmd
The: third reason is i bearn what works aed what dossn't—in ofer words, o ides-

H}hﬁ.pﬂiﬂmlhﬂlﬂrﬁmqmﬂmmh:m

Types and Stages of Evaluation
Evalmison is dome theouph testing. monilering, and messursment. Testang is w=sd to predict
resszlis, maniloring tmcks performance, and messurement evalmales resalts, o other words,
fior major campaigns o sample of the sdx is bypecally Lesied before they nes os 2 way 1o predict
effectiveness, Ideally, the remdes of prefiminary svabuative reszerch should Be availabde befone
large =ums of money ore imvesied in fnshed work or @ mediz buys

A5 o compaign wafolds, the perfonmance is tecked o see whether any slements need 1o he
changzd. Sales may full, or they may mol incresse gs rapidly os expecied. |s the advertising at
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Tl The resulis, the sotusd effecs, e measured al-
ter the ad or campaign nees. Diagnastic research also

i umed in all three siages 10odeconstroc) an ed o spol.
message problems. Four bypes of resssrch ore used in Irmtﬂll mﬂlll q
evaluation: Ciroos funcionel v,
SWOT raiym
1. Developmenial research through pretesting e .
estimaies the likedibood thet an sd ides will
wark or e oee iden & beter than annther Evalualion &
2. Concwmrent research using recking sandies and W oasurament
lest marketing monikes the way the campasan G & Prfity
i unfiodding und how the messages and media e
e wiking, Lot brrens Vadsm
3. Post-testing research evaluates impact after the e
campaign is over or afier the sl mn. Posicam-
pazgn research encompasses benchmark or base-
line sinches in paupe movemenl These can be
reseach company nooms, o they can be based =l
on previous campaigns by s brand. Frazorss 1@ asoTen
4. [h.lp:l.r:runn'l:hut?-l-qm;nldlnﬂ il i
whal el=menix are working or sot working. Re-
searchers who evahmie commercisls e [rame-
by-frame or moment-by -moment analyss lo =
identily strengths and wea knesses in sn od. an Bxana Exuly
Facets: Measuring Responses FIGURE 19.2
Most achvertisers would be bappy i evalustion could e frynd Ml

samply fell them bow much the contribuied
o thedr seles effort. Thal's difficeli for o number of s=a-

Thim THC sl cromiesd h;hﬁ-.r'rnu D:::-.ihh-: it cvadustion oon

1 i

I plase st by
zons. Factors otter than adversang affect sale (o3,
pricing. distnbution, prodect perfonmance, compes-
Bon), and that makes it hard to isolnie sdvertising o de-
femmine its impact. Furthermore, sdverising effeds
fend o be delayed, soit’s difscult o Biok the sdvens-
ing s f one Hme o B punchase made days or weeks hier: Exoepons ane deed-nesponss wder-
ming and sl comying promiotinesl off=rs pocd oroaly o Bmitsd ime.

Usmmdly adverising is mewsred in temms of @5 communication =ffects—the mental re-
sponses i 2 message, which become surregaie mansures for sales smpuct. Such fecos e swore-
mess of the afvertising, purchas: intenSon, preference, snd [fing 2 sugpest tal the advertising
Imessage Can make o positive contribelon i an eveniual purchase deceson. Aoconding o research
professiomals st bpeos A%, one of the largest U5 providers of sdvertising pretesting, = Ads work
best when they enpage viewers” intemsl, when consumess esjoy watching them, when they ane
refevant, and when they 2l iheir siory is o snique and inerasting way. ™ Thoee are some of the
damensioes of efectiveness, bu others slso ae importast, a5 we know from oo discossos of
Fevw arbvertising works in Chapter 4.

O e other hand, some ads don’t work, sad & is jusl 25 imporient o usderstond why that
tmppeex. Some oonfuse the sudiznce or fil o gel altention or connedt wilk comsumers. [n many
cases, peoe can't remember the brand. In some cases:, the ad can even boomerang, oo =ffecl men-
Baned im0 feture on antsdrug sds in Chapier 4. The same peobliem was noled with ooli-smakang
ndswimﬂ:ﬁmhgqltﬂﬁnumnmdhashdyufmnh:gpmmﬂmxhh}
hubnm:l.nﬁﬂji:h]lrmuﬂdﬂtlidﬂﬁdﬂﬂhﬂsanqmﬂhq.

rood evalmation wre bered on 2 model of human response o oy advertissment thai
dentifies kry eferis We developed the Fooris Miode] of Effiects in Chapler 4 a5 o guide for both s

g ohjectives and evaluating offetivenss. Table 190 groups te key oo of effecivenes and
hm:hbmhhgmd:mﬁmdmm;mmhﬁmm

b e

m'qnnh]h_gpntmhbhhtpnhpm
which o span paiberry nlbonsiios. The bne, herwever, isfomestion o gatbensd

i ke o whad ok mred whsd. desews’t. That isferestion Soods back imic e
procem ssd the organobic n ke [z e ol

Frincipla

Good svshetion plem, as
weeli mn aFaciiva
profasi el werk, om
guided by & rmodel of how
pecpis rmapand io
mchorimng.
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Tl The resulis, the sciuad effecs, wre meeuned af- EI'EFh:I'C!'.‘I'!TI'JE =
fer the 3l o campaign ness. Dhagnostic nesearch also i e
i umed i all three siages (o deconstroct oo ed 6o spol
message problems. Four types of ressarch are used in e Hmaacd Parning
evaluntion: lm 7
SWOT sralysm 3
|. Developmental research through peetesiing e, 77

estimaies the likelihocsd thet on s ides will

wark or sl one ides i betier than another Evaluiion &
2. Conowrent research using racking stadies and W e Euranant
lest marketing monikes the way the campasgs Gixisa & Pty
iz unfodding und how the messages and media e
e wiwking, Lot brrs Vs
3. Post-testimg research evalualss impact after the ———

campasgn is over or afier the ad ran. Posicam-
paign research encompasses benchmark or base.
line st s in ganpe movemenl These can be

reseanch company noems, oF they mn be based

D e min CPm

[
on previcus campaigns by this brand. e
4. Diagnestic research deconsireces an ad 1o s=e i
whal slemesix are working or ool working. Re-
searchers who evahnie comemerci sl pse frame-
by-frme or momen]-by -momen analyss 1o ===
identify strengths and weaknesses i an od. ke » Profis
Facets: Measuning Responses FIGURE 19.2
Mm-ﬁdhmﬂtﬂmﬂ IHC Brand Choiimaacr Madcl

samply el them bow much: the contribuied
o their sles effort. That's difficelt for 8 number of =a-
sons. Factors ather than advening affect sales (2.,
pricing. distibution, product perionmance, compes-
o), ancl that makes it hardeoisofale abvertising i de.
lemine ity i Furthenmon:, cifects
tend o be delmyed, snit's difficunlk o ok the s
ing sern o one ime © 8 purchase made days or weeks ier Excepions ane direo-mesponss advwer-
E=ang and sde comying promiotioesl offers pood for oaly & Bmited ime.

Usanlly adverlising is mesared in emms of s communication effects—the mental re-
sponses in e message, which become surmegaie measures for sales mmpodt. Such facoe o seore-
mess of the pdvertising, purchase inteaon, preference, and [iking o8 siggest dhal the advertising
message can make 8 positive contribalion o o eventus] purchase decsson. Aoconting i research
prafessionals al bpeos A%, one of the langest U5 providers of sdvertising pretesting, “Ads waork
b=t when they enpage viewens” interest, when consumess emjoy waiching them, when tkey ane
refevant, and when they 2l their siory in & unique and intzrasting way.™ Theee are some of the
dimenzions of efectivesrss, but nthers also as imporisst, 55 we know from oo discieson of
e advertising works in Chapter 4.

O the other hand, some ads don’L work, oad & is jusl as imporisal to poderstand why that
Emppess. Some confuse the andience or fil o gel altention or conned with consumers. In mesy
cases, peoph: can't rememier the brand. In some cases, the ad can even boomerang, sn=ffect men-
Based in o feature oo anSdrug eds in Chapier 4. The same peobiem was noted with ooli-smoking
ads when the Amenican | egecy Foundation annmunoed thal a study of smoking prevention ads by
e bobmcre indusiry aciually increased the [ikelihoed that irens would fry smoking.”

{nad evalmtion ohj are e on 2 model] of human Fesposse 0 oo sdvertissment thal
dentifies key eferis We developed the Faoris Midel of Efiects in Chapler 4 a5 o guide for both st

g obyectives ond evaluating sffectivesss. Table 1.0 groups ge ley oo of efeoivenss uml
hmmuhmdmmm“mhmm

Thix IMC sl cremiod by Profiomo: Tom Do, dbebaics fei evalasiion oa
nhmnhjlqmmbhhtpnhm.
which o sgan priberng nfzonlics. Tha bee, howeer, fomeion o gaibered
i ched oo b works wrd sk decws "t That info rstie n Seod badk isio the

Frinciple

Good avshation pom, o
well en aFaciva
profassonalwerk, s
guidad by & modal of how
pacpls ranpond 1o
mclrortmng.
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A MATTER OF PRINCIPLE
Completing the Cycle
Mark Sishifaut, Asststant Professor, Dntversiy of Kentacky

markating commu-

S0 you've analveed the markotup  many | factors mzka
and down, horad 2 siratogic rl-l:linntu:lluilg.lrnsdﬂh:.ll‘t:ngg natwery maaningful
position, spant months ceat-  Thenefore, other maasures, such as tha levels of awans-

Ing the most attracthe imege,  ness, compeehenslon, Importanca, and brand praferanca,
producad hard materl s mone weful for communication managers fo detar-
as, placed ads Inall tha right mina whiather the campaigr was offactve.

medla, sratched the buadgat,
mada sure @veryona In wour
markating chain Is on message,

A, Ilmmﬁmmﬂmahwqﬁ-
weys. Sung, vourll want to conchact quantitative L
‘It resgarch to get feadbadk fom consemers or

and lsunched a Bghty Integratad
communication campalgn. . .

to sht back and anjoy tha lows . . _ righitE
Mot quite. Yiou're job Ismt nhi'ﬂdmﬂi}'ui.r'fapmp-
ey axhated the remf Thera ara theoe wary

neEsans: (¥ you nesd to out what worked In

campaigr, what didn't, and what could kave workad
bssittar to sobew any problems now: (2 3 comprahenshie
evaluation provides valuablo information that will serng
as Input for tha neot plamni e and 3 of
s CEm et s 1 sty e
mﬂwnﬁncﬂmnmnfﬁﬂ'ﬁﬂnrhh:dhnhzrdm-
peorate maragemant—you owe It 1o them to prowa that
their Invastmant of resources In your programs and thalr
trust In you were worth It

ivhera do you start? A good beginning Is o go badk
o Bt n's = io maa i wera met, which
m@m wgnd af hmrgﬂwdﬂ,mm.riﬂn.
and attairebla objective statemants.

wihat sandards should you employ to mow If you'e

rustomers. But you should ko contact all tha kay stake-
holdars In the market—such as company ssles parsonnal,
distibutors, deders, adions, broedoasters, consulants,
and other friendly thind partios [FTPsl—to s H theair
communication needswens mtisfied by tha campaion. in-
dude thase mportant @ In your evaluation, and
you'll not only gain ko iormation, yourll bulld
‘;Im"gl_ﬂrdmmmﬂwﬂ'ﬁﬁm.m

bast evaluztion tedhriquas amen't somssthing

youaddaontoa they'ra somathing you bulld
In'to ewary phase of tha process. Assess alternative posl-
tions garky In the campaign's darelopmant. Compara dif-
farent concepts in the rough layout stage. The aarker

Eﬂtﬂ;,ﬂ'ﬁd‘ﬂq:ﬂrrlh_.:rdﬂmhmdmmmu
to gat t right

s eagy to say wouw don't hawe the tme or the money
o avdluats the campa claments. Bt comider the
st of not gatting It fight. Tha affort mads to evakate
tha offectvergss of tha campalon bedore and aftor
aunch will pay off i the long noan

sumeaded? Sales dota? Thay'ra ona Indicator, but oo

The Wail Resoris” Coloradn Pass Chb launch is ss example of how o model of effects can
e developed for 2 specific campaign end wsed io drive nol only the planning of the effor, bot
also e evaluason of Es effetiveness. (ne of the poals o a successhid ski season, scoonding
o Wail's: Jeseni fer Wonlfie - Kambwe ] ix to bock in revesue a5 marly as possible. This con Bappenin
meltiple ways. For Colomde ski esorts, reo grougs of skiers bring in the bucks: in-siste sea-
somn pass holders ond ouf-of stale visitors or “destisetion skiers ™ In-stale skiers purchase sea-
=0 passes prew b0 the ski zeacom and provide o surpe of revenne going ino the smson
Destinatson skiors provide incremenis] revenoe throughout the s=amna by hoaking vecations
and purchesing the Lion's share of daaly 36 Bckets, bdging and dining smles, sk schood lessons,
and rentake.

WHAT IS MESS5AGE EVALUATION?

Copylesfing i 2 general tzrm that describes varioes kinds of reseasch used ut different stages in
e ulvertising development pmoess—Before, durisg, and after an of or campaign has run. Be-
fore we talk sbout specific Lypes of studies, consider find the various copyiesting services and the
facions they feel am imporsnt o evalusts
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Tabla 19.1 Effoctivensss Rasoarch Cusestions
Effect Resaarch Questions
Farcaption
Avarenassnotioed ‘wehich ads do you remambar saaing?
wihich ads wera motad?
Attenticn wihat cught your Sttention?
Did tha ad stand cut among tha athar ads and content arcund 1y
Wihat stoad out in the =d7
Racognition (aidad] Hawa you szon this adthis campaign®
Sort slaments into piles of emembarddont emambar.
Ralavanom B Important 1s tha product massage to youT Does 1t speak to your Imarests and apiabons?
Emaotionafaffectve  ‘What amotions did tha ad smulata?
How did It make you fesl?
Liking/dishiang D you lke this beandf? This story? The dhamctens (and other ad daments)?
wihat did you lka or disika sbout tha brand? Tha ad?
Dasing Do you want this prockact or brand?
Cogniion
nterest Did you rasdfsatch most of BT How much?
Did It engage your Interest or corlosity T
‘Where did your Interest shift avay from tha ad?

Comprahersion’ Wihat thou cama to youT Do woi understard Fow It works? is thera In tha ad you
confusion dmﬂw&ﬁmmmmmmmmmﬁﬂﬁm i
Do you hase & naed for this brand or cam it fulfil 2 reed for you?

#acall juraidad) wihat happared In the commaerdal? What ks tha main messaga® Wiat is the point of the adt

Brand ecliinkage wihat brand Is baing advertised In this ad7
[In open-ended responsas, was the brard ramad?]
Difieremtiation wehat's the difference betwoon Brand X ard Y7
Asgodatibn ‘éhan you think of this brand, what |products, gualities, Stinbutes, people, ifestyles, gbc] do you
connact with 1T
D you link this brand 1o posithe axperiencas?
Personalitydmeos witat ks tha parsonality of tha brand? Of whom does it remind you? Do you like this
parsonbrand parsondiy?
wihat i tha brand Image? What doas It symbolize or stand for?
sxif4denttfication Can you saa yoursel or your fiiands wsing this brand?
D you connact parsonally with tha brand Image?
Parsuxion
nbertion D you wart to iy or buy this productbrand?
Wiould you put It on your shopping lIst?
Argumant ‘what ara your reasons for buying 17 O for not buying IE—or Hs competing brandis)? How doas
coummRmumant It compara o compation”
Did you angue bade to the adt
Salowabity Do you beliewe the reasons, claims, o proof statemants?
s Ara you comvinced the masssos Is tnaet Tha brand 1s bast?
Trust D you hase confidenoa In the brand?
Bahardor Mw call, sand, dick, visit, Sttend, Inguira, wolunteer, donate, advocats, or
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Copyiesting

Copylesting companies have difforom specialses ol focus oo diferen effecvencss Smesaons.
The: most suiccessfial of thes: companies have condooied enmgh et thal ey lave developed
moamas for commaon penduct calieponies. Bn other words, afier they pretest an ad, $ey can compare
i sooee with scores from comparable eds, Morms allow e advertzer o el whether o parsoulor
achenizemeni is shave or below e averape for the brasd or its product calegory. Withoul noms
e achveriser winld nol know whether 2 soom of 23, for exmple, & good or had.

Mot af thesr cmpames bave slen developed dngnestic methods thal idens fy srong and
weak points of the sd. Here is o list of snme of the mone prominent companies and the types of
testy they prowide:

« Ameritert: brand linkage, stention, mativation, commuanication, flow of atlentios and ema-
tian theough the commercisl

+ COMBCORE ARSgrowp: perssasion, brand/od recall, communication

v [pran AST: recell, silenson, brand linkage, persmsion (brand swilch, punchase probabiling],
COMMUSCAESon

v Mapes & Ross: brand preference change, sdrmmsd recall. idea commanication, key mes-
sape delivery, likstdislike, believability, comprebemson, desire (oiske sction, atiribuie
CEIMMUMBCHKIn

* Willward Brown: branding, enjoymesd. iorvol vement, sndersionding, ad fiow, brand integra-
tion, fzelings about ad, main stand-col idea, likeshdshkes, impr=ooes, pesuasion, new
news, belevability, relevonce

* RoperdASW: overll reaction, strengtis and weaknesszs, understanding, cluster busting, o-
tention, main messape, relevomce, appeal, peramsivenss, mobvate trial, purcho s mienl

Kow let's consider how e services of sech oompanies and the reseaech ey conduct an
be used ot varioss possis in the development and e valestion of 3 marketing commenicatzon ef-
fort. This metfine ix hased on the Facets Mexdel of Effeos thal we fimst inimducad in Chapier 4.

Messape Development Research

Deciding whal Gos © coxvey i markstisg communication is sever easy. Heszarh & oeeded 1o
develop and iest sliemetive mesage draiegies. Munners condud eseanch with membess of the
frpet audience o develop the message stralegy and tzst the elaSve effectiveness of vanous s2l-
neg premises—hord =28 o snfft sl infonmationad or smotionsl, and =0 forth. lesights isie coa-
=mer mativalons end perchesng decisicns belp sohve the often-dificek puale of selecting the
most relevanl information and motivaling promise & well ax e smolsonal appeal that Best e
gages the madience.

Comcepl Testing  Advertising and other marketssg communicaSion messages usually inoorpo-
m:ﬂlg_]dﬂ.nuﬂtnnmﬂepllhuatnhmgdhlgldmmﬂe ]I.ﬂﬂ.rdnnmnnql
testing compares e effecvensss of varous message siralegees and their creative ideas, This
testing often elies an & key concepd cowd, which is oo arist’s drawing of te visoal idea with o
sentence undemeath that captures the essence of the idea. A researcher may use o pack of three,
five, or maore idea cands or rough leyouts o slicl consumer resporeses in s mall o Sroogh dx-
ousons in B focus group.

An example of effective concepl festing thal was wsed in 3 campaign’s development is
%olvo's GLAT campaign, which wos the first campmign of §ts kind o meocive oo Adverising e
search smsndution (ARE} David Ogaivy swas]. WileckCombs Commusscasons in collabemtion
with Prime Aoores, [nc . developed o 21 of concepis and mugh s cae oo representing orange
of (AR T.specific imagery and copy. Ford and Volvo mampers szlecied their iop three choices
from the: groesp of proposed ad idess. The monages were eded 0 assess the constrocts of brund-
ing, communication, and persmsion, inchuiding the concept of cosssmer comnection, o whether
the ol mukes consumens fised closer o the hrand. Thess constrocts wers measured in foer wuys—
cogritive, hehavior, emoliona], and aspirational dimessicns.

Preiesimy  Another type of evalmative reseanch, called predesimg, helps markeiers moke fGeal
godno-gn decisions ahout finished or nearly Gmshed sds. Pretesting diffiers from concept testing
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or message straiegy reseanch, which reveals the strengths and wesknesses of dfferent versions af
3 conoepl o appeaach = marketers develop them. Pretesting assesees the sirength of 1he finished
message and predicts Bosw well it wall perfomm

I terms of print advertisemenes, the ideas o be esed are afien foll mecksgs of the ad. [n
ieleveaon, dverisers can iesf the commeroals ex soryhoard ideas or photoboards (still phoios
arranged s o storyboand L, bul mare ofien commercials are in ke form of animatics (drreings or
sl phogos shot on videope synchromized with o mogh vesion of the oudo ekl Advertisers
can show these versoss: of the commercial o individiads, o focus groups, or in o theater testing
seuation. They follow dhe viewing of the sdvertisemenl with a survey, @ mone open-eaded mter.
view, o & 5ol of questions for & group discession.

Diggaostics  Mumy sdveriisers and apencies are moving away from copylesting methods Lai
rely on single soores fo evaluate an ad end tommisg: 80 methods thal are mone faoesed on disg-
moming strengths and weaksesses. The reason is that they befieve an advertisement is Lo oom-
plex i he redoced w0 coe fecior and ane simple soore. Instead they ore using resesrch methods
designed iv diagnose the sirengths sed wesknesses of their advertising sdeas 1o imprave the
work while it is still in development or 1o feam more from the od W0 improve subseguent
adveriements.

[ theater estx for T% commercinls, for exampls, respondests may hove o black -bon devics
and can press & bution o reoord differend types of mspons=s—indcating what they liked or didn’t
Bk o how long they paid stesses by leiting up oo the Bulinn whes ther sSention shifis.

Mom ent-by-moment desis of commercials provide an analy=s of e impact of the inter-
eal logic of the commercial. The Amemlest company, whose wirk & desoribed in the A Matier
of Practice, koks al two dimensions of moment-by-moment iests: 2 Flow of Adieation measure
and a Fiow of Ematice messure. The procedire involves showing a chutter reel, a group of com-
mercials thet inchedes the (e commencial, compesions’ commercals, and olher pds, and oon-
dhucting isferviews afiereasd. The Ameniest method uses o picture sort o dagnose the viewer's
mliention o and emotonmsl sngegement with differest clements in the commesoal. The viewors
recerve 4 deck of key frames from the commercial and sor. them inio smages they emember
xeeing wnd ones they don't semember. Then they sor them inio five categorios foom strong pos-
itive to simag aegative. The merarchers mhelsie the seis o depict the low of impac G both
miiention and emotion. In paticelar, they wanl 1o identify and analyze key moments in the com-
mercial such as the sodution ko & problem or the introdection of the brand snd analyre fem in
terms af vewers” afention ond emation.® The A Matier of Proctice box akes you though this
analysiz.

Curing Execntion: Conowrrent Testing

Concirrent tzsting takes ploce while the adverising &= neening. There are three primary tzch-
mgues: onincdenial serveys, iSmde iess, and imcking stedies. The first bwao assees commuons-
cation resporses; racking studies evaluale sonml behavior.

The coincidentall murvey technigue is most ofien med with broodoss mediz. Rondom. mlls
:mmnizlnl.ndnidud:mlhe-w!plmlrhultjdﬁmmua whal safions or shows people am
mred 80, the resparcher com delermine whether the rgel sudience: hos seen®eand e od ond. 57
=0, what information or measisg e audience members now have of g brund. This lechnigque
can he psefind in identifying hasic problams. For exnmpls, soveral yeors ago Pepsi decoversd that
e e of Madonna e 2 spofesoerson was 2 lemible mistake.

In Chepler 4 we doussed the mlstioabip hetween an altitsde—s fovorble or mfrsonhis
disgpositeon lewand o person, brusd, ides, or sitwation—and consumer befayvion, This relaSonship
i the hasis of atiifadr festy. Pesrarchers surey individoels who were expoeed o the o, sxking
guestions ahowl the spokesperson, the tone of the ad. ils wording. snd so forfs. Resolts that show
sirong negative atlitle soores may peompt the advertiser i pell an s immedisisly. A Beomblz
altitsde indicaies thet peopie ke mon: htd:flnpjrchunh'lndhnlfdnjhﬂmm&mﬂe
mitilsde

Tracking Studles Studies tal perindically (genenlly every the=e or i monibs) measiee iop-
of-mand brand awaneness (st brand mentioned) are called tracking studies. Thes: studies can

Principle

Advmrning sfacts we foo
compliceind io ba
reduced 1o 8 Enghs soom.



585 PART 5 « PRINCOPLES INGC AND TOTAL COMMISBCATION

A MATTER OF PRACTICE

Finding Moments of Truth

Charles E. Young, Presiden!, Amerides!

The most powerfil

of 2 Eﬁnhnmmaﬁidﬂ
scans advertsing fim, telavl-
Shon .and'ﬂ'd:

wideos, conbnucusly decid-
on an uncorsdoos keal

w thawisual mformaton
streaming toward It 5 Impoe-
ant 1o ot o conscous-

nees. BacUse o corsdous minds:
bave lmited bendwidth or waork-

spam, much of b megony that adeer-
tisers e trying to CommUNicaia to consamers s ignoned
or delatod by owr preconsciois ave-brain fiters =5 o
rreach visual spam.

Amertast’s Pichare Sorts® is @ sat of nomwerbal re-
seanch tools that hawa baen developed for the intarnat
to survey the rghi-brained s@nning and sorting
procemas wokiad In visuzl commumication. Thesa tools
rmaka usa of tha powsr of sall photographs 10 capture
an Iru'l.:'ﬂ :Ifl:l‘il ard stora ow flaating amotions.

2 randomizad dedk ﬂ? ictures takeri
from id II:nII'—wIi-:h s |1k the wisual wooabulary of
tha film—the ad researrher @n recorstuct morsumarn'
moment-by-moment attantion and emctions] resporss
1o an ad thay Just saw. Thres differant sorting axencses
erabla tha riisar to periom the eguivalent of put-
ting on 3-0 glassas to see adwar-

sumars Is amential bo moth them Tha Flow of
Emoton® graph measires not only theavokeme of smo-
tions pumping throwgh ad film but alse revecls which of
foar anchatypal dramatic stnactunes 1s being usad in tha
rrastiva d . Knowdrg this structira tells the adwar-
tiser when the tming Is exactly right to frst introduca
thiz brand in tha ad, might ba at tha beginning. or
somawhan I the middis, or not undl the and of & mm-
mardal

Tha Flow of Maaning® tool shows the resaardhar
whame key communication points or brand valuas e
kaing cuad wissally Moaring s crested when thoucht
and emetion come togather, In & fow memorable and
emaoticnaly charged momsnts it a2 commerdal whan
mamarias are being cested. Bause thara are thraa
distinct mamory systems I e mind, branding mo-
mants coma In three ances: (1} Images that comay mn-
oepts of ratiorel Meas go imto ocor kowledge, or
samarklc, mamony systar: (2] Imeges that evole emioe
ticns go Inte cur emotion, o episadic, memony systam:
and (%) Images that rafwarss or mirmor the behasor tha
advariisar k& tnving to Infiuance go ndo our addon, or
procedural, mamory system where memodes of how
you ride 3 bika or play = wolin arg stored). Takon oo
gether, this kkam-fealdc Imaging proomss & how tha
long-borm wiork of advartising is parformad, ballding a

brands mage.

tising trough tha oyos of I "
target sudiance.

The How of Atoetion®
graph, tha first of throe measmre-
ment dmansions, is Tke = vzl
spell-chackor that the: nesaandhwer
can use ko anahze whether or not
@ plena of advertising film or Wikh
widea Fas beon put r waall
aoooedineg to principles of propsr
fim symtax or good visusl gram-
miac. Tha Flow of Attenbion graph
ravaals the hiddon sruches of 20-
dience atterfion 10 moving pic- -
furas, which, lka music, icllows &

rh}'H‘l'rHc bast of nithva pro- L i
cmmbn.t_.m%nd - . ] ¥
ni:u:urﬂ-un.hwhnnﬂ'nr'ﬂth
paortant Inforeation inan ad, lka
the brard 1dantity, Is comsayed.
From the emoboral hook at
tha bagirring, i the baming
oints In = . b tha =2
Endng of mny mmi
wrgeging tha amotions of on-

rad lirgl. Miobe tha

This diagram demorstrates the flow of attention across 3 commardal fior
Urilerar's Themmasik. The sekectod sl frames reprasent thosa
mommadalwhare tha atention 1s high [above the red lIng) or low (below the
kighast attertion
armowes. In this commerdtal, that tight shot of the face & the "momant of truth, -
tha mast highly aftendad to frama In this aeecution

placas In tha
poinis, which ara indicated with the red
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alsn measwre usaided aad idad sweresess of an ad and trial ead repeal purchases. They sme-
ames ek the same gquestions of competing brands.

Trackseg siudies show how o markeler’s brand & performing over lime, especially afisr
changes sre mode in the marketing commuonicaSon. Berause several differenl me wares am taken,
findings con indicaie i there & an sitention-gewing probiem, 2 recall problem (zaw mesmge but
can't remember wial it said), o inal problem (remembened the sdversing ot pol mosed o try
the hrand)), or @ repeat problem Gned the: brand bot have not epurchased for some rason).

Brand trecking 15 an approsch thal tracks e performance of the hrond rather thes or @ ed-
dion W the advertising. The asumption = thet with mgmenied meda and an sbendance of
Engh-guality bul simalar producs, € is mone snporizal @0 track @e brand hecause it reflecs the
quality of the cusiomer s brand relaSoaship. That's ot the heant of the Colomdo Pass Club cum-
paign. Instesd of focuxing oo stiributes sed claims shoat o product, s reseaech idens fies how
cusiomers ars imvodved with the brand and whether they wre more favorably disposed toward it
than iowasd otber brands. As Peppers and Rogens point ot you slen need o cesimlved ominmer
datahase tha allows you b reck cusiomer activity scross chamnels

“Thes analysis m demicied in Figure 193 is sleo besed an e faciors identified in the Faceis
H-:H:EFJTEI:.

FESURE 19.3
Tracking Ernd Ropors

Brand trecking studies penerally wse sais of hrond-relaied guestions, bet Bain & Company,
0 Baghly respocted consnlSeg fem, is promotieg Lhe use ol @ single-gquastion lest g rack eitudes
o m brandd, Called met promeder, il tracks the: response 1o 2 simple questzon: “How Zkely = i that
vou woald recoamemend s Lo o friend or coll=agee?™ Anather single measure is brand penetra-
l.'l:-..nim.hlhmmhudnshm'hnpmrﬂﬁ:tnnddﬁnbhI.l:tn]pq:l.ﬂimin
the markel.

Ablwough these single measures ane usefol 35 o brosd isdication of brand effectivencss, the
otter guestions found in brund iacking siudies, mach o= those ahowl awareness andl credibility,
for example, are particutarly imporiant in an IMC program becasse they prowide disgnostic in-
formation ahoul aress of marketisg communication that might need 1o be cdharged o refined.

Because spending infommation esters the soalysis, much of e fooos of racking sades is
om the inrpet market, e selaction of media vehicles, tbe schedule, the marketing commueica-
tian mix, and the media min. Account planners pse severs] methods 1o oolled) racking dats,
much as tbe atfinde lests disoesmed earlier and wave analysis, cosmer danes, and pantry
checkes:

= Ware Anslpic Wave analysis looks a1 8 serizs of inlerviews during 2 cempeign. The racking
hegins with g s of questions asted of 8 madom ample of consumens on o predeienmined
date. Affer the person is qualified as hesring or seeing the ad, the resarcher wks o sevies of
Tl low-p questions. The answers s2rve as 2 henchmark and sliowr adjpsments fo the mesape
contenl, medi choice. and timing. Perhaps two months |ater, the msesecher makes another s
e of rendom calls snd ssks the same questions: The ssoond wave & compared with the Bt
until messgement is stisfied with the ad’s market pesetoon snd impact.

»  Conmumer [Narier Sometimes sdvertisers ack o group of representative oomemmes io ksep o
hiary during & campesan. The conmumens reoond aovises such 25 rands punchesed, bomds
e for vanions sotiviges, brand seilches, medis nmpe, axposus I compeEtive promintion,
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and use of coupores. The advertisar man ghen review these oonsumers diaries and defermine fac-
fors such as whether e mesage is reaching the nghi terget mediznoe aed wheiber the audieare
i responding: i the messuge as intended. One commaon enfywomibde finding from consumer
diaaries is thal noattitnde o hehavioral change ccowrmed Beonee of exposee 1o the campaign.
» Faniry Checks The pandry check provides much of the same infoemation o te diary

methad but requires littde (fom the consumer. A reszarcher poes i homes in the erpes mar-
et and asks whal brunds or products they have purchased or wsed receatly. Inone variston
of this pmcedure, te reescher counts the peoducts or brands cumently stocked by the oon-
sumer. The consmmer may olso be asked i keep empty pockages, which the eeeancher then
collects and 1affies.

Tesl Markels  Atest market miphd serve o evaluste produdt variations, 25 well 25 elements of
4 campagm or & medn min These aer penerally conducted i tweo-or more markeis with the same
sumber of similsr markets chosen 10 a0 as controls. ks the oontrol markets the eseancher can 2i-
ther {1 hrun oo sl vertising or (21 conissee bonan the old od. The new advertisiag (o prodiect vari-
ation) s weed in the s cities. Tefore, during. and afier neoning the sdvertising. markelers
compare sales pezalis in the test cfes. Some obies, such o Buifalo, Indiznspoliz, sad San Asio.
miny, are oonsidered axcollend sl markels bocsus: teir demographic zad sociosconomic profiles
are representative of siher the United States or 5 partioular tarpet macket Ferthermaore, they ane
relatively isolaied o< modia markets so e sdvertising impoot is bess likeby 1o be ofecied by wat
is bappe ning in other markets.

The possibiliges for isoliting varables in (e moarkets are almost mitless. Hesearchers can
ucrease the fregeency of sdvenzang oriry o differ=al media schedule, for example. They can see
whether un ad smphasizing brand comvenionce will sEmulaie sales i two-career famaliss, Thay
can try an d that plays up the brand’s fiber or vitamin conlent or compare the effectiveness of a
reo-forone promation venss s cenbealf coupon.

Post-Testing- Aller-Execution Research

Anather evaluation method is posi-lesting, which pocurs afier the marketing communication
fers Ben used 1o determine if it met ns ohjectives. The most common evaluative reseorch o
migees scoounl planners and sdhvertising researchers use indude memory (ests, persmsion
tests, direct -resporse oounts, frame by - frome tesix, in-market esitx such s 1md markels, and
brand tracking.

Some of these more rediSona] post-ieting methodologies were disoessed in Chepler 6,
Bowever, there is anather type called hewnistics that is relevant for cerain types of posi-testing
ovaluaton Horley Manning, vioe president for cusiomer sxperience 2t [mesier Research, de.
scribes heuristics a5 2 type of experl mview tal Fomesier mes o evalusie the performasce of
wehgiles in lerms of brand sgrbutes (aformation provided) and user desoripons and poals as
measured sgaind “a volid s of rules Cheuristics) el idenSfy known bypes of wser experience
Mwrees.” Manning explains thal Formesier uses thal type of experi-review reszsech io gaupe hoe
weel] the siles sereed oonsmers {keep the brnd promisz).

The sdea is thal scheertisimg—and other bypes of markefng commamicalion mesages—vary
i e way they affect peaple, 50 the messirements also must be differenl

Brrzbthropgh Aitrmtion  Most advertising is evaluaied in terms of its hility o get snd keep
aliergion. This & a simple coocept but difficull v measure. Similer v preiesting, some re-
segrchers pse insiamoneons tmcking in o theater siting where viewers with 8 keypad indicale
what they watch and don't walch—or rather wial imerests them: and doess™t interest them. The
Ameritest methodology nsks respondenis who have jost waiched o oollection of adk 1o indicate
which ones intenesied them.™ Another firm's method asks viewess io rute how eajmvable te ad
i, which confounds the atteation. soore with a liking msponze_ (ther methadologies use moted
soones. for prind sds or ask viewes o recognize the concept of 2 commercial and agach it o
brand.

Enpagrmind Trsts  Interesi s s commerciad is delermined by cosoeniration end excilement. Eye-
tracking research is a mechanical technigue that traces saccadic eye movement, the path the eye
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taloes i scunning anad. Pocmese srannig imaobes o bot of
siopes and serts and revists, this comples map of bow avi-
wunl i sranned ideati fiss what find caugft the viewer s al

tentiin—the vizual pont of entry —and where il moved o
sent. B oalen recands those slemonts the oye kepl revisting
either 1o foous on because ey were appealing visuals or
becmme they nesded more study. B so shows what s
menis didn't pet nodiced al all. The e-Motion system from
e New Jersey_hased firm Prelesting Groop identifies
eye fizaoes ot also the amoest of vibmSons in the
retiza. The vibmtion is very minuiz, bui il does indiceie o
level of exciemeni—the momre e eam vibraies, the
more intzresied e viewe. !

Undersandiey aad Comprehonsion Tests  These flesis
are u=ed ws parl of the disgnostic effom, bt il is parscy-
lady II11|'I'.'I'|.i.I:|'.' n |1.:|,-1.|g5|j|1!\- 1o detemuine if consumers .ﬁ.bﬂ'ih'ﬂrue}'d:ﬂﬂ!migi.'::ll _i:ii'r!'-ﬁ'iﬂ,i British beoar, uses
wrdersingd the mesage. Anoiher comprehension prob. 3 Simplke photograph of the top of 3 can 1t takes on row
e s i b, S o e o
Eeal msk commemers 1o puzzle oul the meaning. Ambeguity gt = = i i3

& sometimes used particulory heranse it is engaging, bt g:E'h_: m"m:_'a"d :.r-d-nﬂ:':lan_d‘H'-: arger maaning

i can alsn be o rsky siralegy, one that besefits from Lesi- i waly o e

ing. An exomple is o hillboard for o Brtish heer brand

Jotn Wesl, which is piven s dramasic iouch by making & fings on topof the can look Bte risgs

of mppling waler cast from o fhing bobhor,

Mremory Tests  Memory lests as besed on the assumption thal an advertizzmen leaves 2 men-
tal residue with the person win has been exposed io iz i other wosds, the sedience s lesmed
something. (ne way o measure an sdversemesi s effecliveness, then, is i conlecl cossumers
wh sere the ad and find out what they reme mber: Memaony tests fall o two major groups: reoog-
o tesis and recal jest

(o wuy 1o measure memaory is to show the advertissment to people and ask them whether
they remember having seen i before. This kind of s is called o recognition test. In o recall tes,
respondents who hove read the magenane ane sked o report what gey remember foom te
bt the brand In sided recall ie=ts, the inlerviewer may po through a deck of casds contaizing
brand’ names. 1§ the respondent. says, “Yes, | mmember seeing sn advertissment for thal brand,”
the inferviewer asks the inlervizwees (o describe everything they can remesber ahout e ad. (-
viously meall is 5 more mporows st than & recopsaSon st

Similarly, 8 T% commercial is nen on network i=levision within s regelar prime-Sme pro-
gram. The sext evening, isferviewoers make thousaedk of andom phone caolls uel they Bave
contactied shout M0 prople who wers waiching the progrom of the exact Hime e onmmencisl sp-
pearzd. The mtenviewer then asks o series of quesdions. =uch as the foflowing:

* Do pou remember seeing 3 commencial for eny dhancosl brgeetes?
 If Mo Do you remember seeing & commeroid for Kingsfond Chaseonal Brigoetie:? (memony
prompl}
v Niex do Either o the Abowe What did the commermial say shout e pendect? What &d e
commerial show? What did the commercial look Ble? ‘Wit idess were broaghtl ow?
The farst type of question is cufled oo unaided recall goestion bocosse the particular brasd
& mol mentionsd. The second question & an example of aided recall, in which the specific brard
rame is mentoned The answers i the thind st of geestions are wnties down verbatim. The o=t

resguines that e regpondes link 2 specific brand name, or al least 8 specific produd, calepory, o
o specific commersisl.

Brand Linkage Tests  Testing for brund linkape is besically o st of memombaity, however,
the importent nspect of @ mewnre s nol whether the message is remembered, bt whether il
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]_ e = assacigles the bramd with e memory 17 the commercial fmls i esisb.
l "l,[ I I I{. I I I_ I_ fizh a tighi connection hetween e brasd name and the seiling messagpe,

e . - e commerriad will ool gel & bigh recall soone. This & also mlled a5t
of “brand linka gz ™ The long-running Pacific Life compaign wilh it im-
age= of o leaping tumpbeck whale ix 5 good example of o visoal 1Bal
merves a5 2 sienng brand reminder and sssncaaies the hmnd with sirength
and perfonmance.

Fmottor Traly  Advertising is just beginning to menve inka this sre of -
zearch. There are several ways o get at the emotional resposse. Ameriles)
uses phsolo sors with =681 frumes from commeroals bo idess fy the posi-
Eve and nzgative moments that imech people’s emolsons.™ Other -
searchers are wiring up viewers ol 1=levision sds o momnitor brain activily
using & fenciomal megoetic resonance imaging {MRD machine. The
il images identsfied sl fram the 2607 Super Bow] that produced am-
wety, fear, anger, ond issecurity, as well as posigive feelings.™

Libabihry Tesin A shady by e Advedising Besearch Foundation
{ARFS compared 2 variety of differenl copyiesting methads o see if any
of them were betier phie oo predict sales impact. Surprisingly. it ween'’i
2 awareness, recll, commamication, or persmsion measwes thal won ool

Li' but rather likability tests. | fahility, however, is not casy o memssee be.
PrelFciLee cause it's difficult o know i the consumer likes the ad, b brand, or same
oiber fcior, such ux e persin gving the test. A number of the copyiest-
g onmpanies offer & Biability soore, bul they sugpest it needs 1 be -
Padific LHa uses an Image of 2 kaping whalo epeeied relative o olber consumer resporees. (uestions: that iry io
to reflact its Imaga of @ confident Insurance evaluae lkahility invesSpale fedors such s these: persomally relevant,
zompany that axcels in its markat. mmporiant io me, stimulsies soferest of curinsily, creales warm feelisgs,
enjoyable, enerigining, and fun.

Persuasion Tests  Another evaloative research lechnigque is o persuasion test, orattiode change
feesi. The basic format is to ask consumers how Bkely they as 1o buy a specific brand. Next they
are pxposmed bo e advertisement for ol brand, weally o5 part of 2 collection of Boasds. Afier ex-
posure, researchers again ack them what ibey intend o purchase. The resreecher soalyres 1he p-
milis o defermine whother inteafion 1o bay has incregsed s o el of exposoe to the
sdverimemenl. Thix et is sometimes refemed o 85 a0 intend-to-buy or motivation tesi. The va-
ity of & perssasion == depends in pard oo whether particapants in the expenment repres=at o
good sample of the prospects the advertiser is Tying 1o reach. A dog food adventizer, for exam-
ple, would ool be interestsd in rexporses feom poople wio do not own dogs.

Imguiry Tests A fioem af aoison respons, inquary sty messure the nomber of responses 10 an
achverement. The response min be o call do a coll-free number, an e-mail or websile visl, o
CEEIpON MEfum, 2 visil i oa desler, on eniry in 8 conlest, or @ call to o slepenon. Inguiry ests ane
e primary measurement ool for deecl-response communication, but they also ae: used 1o eval-
unie dvermemenis and smle promations when the ingeary is built mio e message design. In-
quiry less also ae used fo evahmie the effectiveness of allematve sdverdisements wsng o
splif-rus Iechnigqoe in maparanes, where there as= twa versinns of the magarine pristed, one with
2 A ond the other with ol B. The ad (or direct-madl piece] dhal pulls the most msponeses. & desmed
o be the most effective.

Scanner Research

My netell cutlets, especially dneg, disoount, and food stores, use slecimmc scanners o iy up
pumchases: anid oollect consumer Baying informaton. When you shop ot your ool Safewoy, for
example, 2ach product you by has an electrons: bar code that comveys the brand name, the prod-
urt oode, and i prace. 1§ yoo o= 2 member of Safrwnys request beyer preogram and kave s mem-
Erershi pocurd that entitles you in spedial promotional offers, the siore can rreck your percheses.
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Scanner rescanch is sleo weed 0 see whal iype of
sales spikes ore orealed when cenain ads and peomations
are wsad in g given marks. Tiod the chain and the manu-
{eciurers of the brands are inler=sted in s data. The re-
pional Safewwy sysem may decide o estohblich o
oonsemer pane] soil can track smles smong various coo-
smumer grougs. In scanner ressanch, you would he mbed
o join @ panel, which might contain esdreds of other
customers: You would complete o fuirdy exiemsive gues-
Sonmaire and be assigned an 11 number: You meght re.
cefve o remium F 4 discount on parchemes fr your
panicipation. Fach Gme you make o punchase, yoo aiso
mbmit your 0¥ sumber. Thesdore, if Safeway muns a
ron-page newspaper od, i can tmck sotual salies o deler-
mine i whal extent the sd worked. Various masn o
ers who sell produecis g0 Safeway can do the same ind ol Seanner escarch reads te Information from a shoppar's
testing. The panel guestionsaire aleo conlmins alistol me-  dertficztion cad and records that dong with product
dim that each member mpored wsing, s0 media perfor- rformation. Many retall cutiets wme elactronic scannars o
mance can oo be evaluged. track sales amongvaricus consumarn Groups.

[z scanner daia and the cooperstion of ool o@-

ble networkes, researchers are closer o showing o causal relatsoeship betwesn advertising/pro-
i and zales bocwse of simgle-scamce research. Single-goerce resoarch companaes, such 2=
. C. Naelsen, wrange 1o have et commeroials and sometimes st newspaper aids ) deliversd
to & select group af howszholds (HHs) within 2 market, comparieg it 1o 2 costrold groap of HHs.
The purchasing behavior of 2ach group af HEHs is ooledied by scamners in lomd siors. Becaose
advertizing is the only manipulaied varzhle, the method permils a faidy cesr reading of cagse
and effect. Data collected in this woy are known as single-sawrme dofo because ahvertising and
brand perchasing data oome from the same HEH sozece.

Symacuse Unnensty Peolessor Jobn Philip Jones, who spent many years of 1. Wilier Thomp-
som (WL, has u=ed single-sowre dut from I'WT combined with Mielsen TY viewing dals o
prove Lhal advertising can conse an immedials impact on sales. His research bess found that the
srongest campaigns can tnple sales. while the weakest mmpaigns con ecmally cose zales 1o fall
by miwe than 50 percent.™

Albough firly expessive, single-sowoe research can produce dependable ressle. Sdver-

Eeementx are received under saturs] conditions in the Bome, and the maulting porchases sre ac-
mal purchases made by conmmers. One dawhack, besides cost, &5 the theee i sin months
resquired 1o s2t up and run this tesl. Critics alen say thal single-soome e is better for shor-
term immediale sales effects and doesn't apture very well other brand-building effects.

MEDIA EVALUATION

Advertising hax Etile chance 1o he effective if no one seex 2. Analyzing e effectivenzss of the
medin plan #s another imporant pard of evabwstion. Did the plan actually achieve meoch and fre-
gquency ohiectives? Did the sewspaper and magarine plocements nim in the positions experted
and prodece the imended (FIP ond CPA levels? [nother words, did the adverisems pet whal they
paid for?

A dassic case of the power of media, parSouledy the mpetiion of commercinls, is the
“Please Don't Squeere the Charmin™ cempaign thet began in 1595, Because il domissied the
mirwuves for 20 years, il wax hegely visible and bol mcredible brand swarsnes— swanensss
that led Chermin 0 dominsde its calegory. [t and its brand characier, the comical grocer Mr.
Whipplz, waz ot anly ane of the hest remembersd campaipes, bui alzo one of the mos pam-
died campaigns ever made hecapse e Whipple choreoler was so goofy. Yet, i made Charmin
one of the most seccessful brasds in the hisiory of Procier £ Gamble. 5o what do you think:
Does i make sense o wse @n imtaling campasgn with a ke of repetition in onder oo bild brasd
awarensss and memory ? Could this stralegy work in our ime? What woeld an IMC planner say
ahout this siralegy?
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Evaluating Audience Fxposure

Iror mapw campaigns, apencies do poed-buy ambyss, which isvolve checking the meda plan
againsi the periormance of mach media vehicle. The critoa] questson is whetier the reach ond foe.
quemcy ohjectives were chimned.

Verifying the sodience mesarement estimates & & challenge. Medin plannens are working
sometimes with millions of dollers, and ey can't affoed to get 3 wrong. 'We deoreced bow vari-
ous media channels menswe thesr pediences. For prinl, services such as ibe At Boresw of Cir-
culations (ARCT, Fxperan Simmons (formerdy known = SMEH), ond Medmmark (431 + )
providie datn. Lilewise for brosdoed, Arbitron, BRATDAR. and & C. Mielsen provide sudience maos-
oring. Initslly mediz planners nez these estimates to develop 3 media plan, and media buyers we
em ey 1o verify the socumulaisd impect of the madiaz by afier tbe campaign has non

Mediz plasning avensght is usually handled in-bouse by the media buyes, but it can al=be
controolsd by e sdvertizer b independent companies who specialize in conducting media me-
ditx of the wpency s media plunsang and beying opentions. Missan and Procter £ CGamble weex-
amplss of compames Bal kove hirsd cutride medio-sodiing Ems o conlim e saostion of
tEeir media plans.

A= the job geis mone complex, media plasners s beng whed 1o prove e wisdom of their
reoommendations in an ams whene the data they use are sometimes swsped or unrefishie, partic-
ularly if there are peblzms with the meda: megorrezment compamies” formulas and reposiing sys-
fems. Nielsen, for example, bas hees subject 10 mach craticism for its ielevison ratings.

Another isspe is the impact of video rcordess and [V s, Weai do viesess see ond mmem-
b 2 they skip or st forward through commerncialsT Tests bave shoem that viewers do mmem-
ber some of the spots, or at least the brands. The zasiest o recall wene cnes thal had been seen
befone. Other charactenstios of sycoesdisd ads have ge brand’s logo in te middle of the soreen
and feave il on the sorees for more seoonds than in 2 rmal TY commerdial. 1L also helps if te
action isn't oo fet with many soreen chasges Bimple commercisls are sasior by see and mmem-
Ber when ripping M

o betier undersiand the problems m medfio evaloation, fat's ok af feo aress whers medn
performance is hard o estimate: oul-of-bome media ood new media, includng the Intzmet

Dut-nf-Home Medla  As you would expect, sooerairly messering the mohile andence for oot-
dinor advertising i challenging. Traffic counts can be patbered, bt the problem is that traffic does
ol equad expossre. fust becowse & car drives by o hoand doesn 't mean that (e dver andior pas-
sengers s i, particulardy since some outdnor boards are more attention geitisg than oders, as
e “road rge” boand dhsiraies,

N Media  Simalardy, the mesomres of effociivensss used fo evaloste offline compaigns don’l
seem Lo Lsfer well o the onfise world. [s e websile vistor or anner ad viewer similar o a
memher of the print or Broadesst sudience™ The aafine indestry hasn't been able 1o establish on-
line equivalencies for GRPs and CPMEs and is
=till trying bo define whal makes an effective In-
ternel ad and to develop o sysiem that somureie]y
imeseeres ol ine elfecivensss. Al the hearl of the
problem: = the question of what =wecily is o he
megmared and how al equaies to other media:
readers, viewers, visiiors, bits, clack-throeghs, or
mimtes spenl with o sile? Web-amlyic firms
am developing more sophidbonted tracking pro-
EFEES 0 messure wEer activity in lems of Web
pages visiled, me spent, and dack-lroughs.
Alernative mediz, =ach a5 wosd of mouth,
sociad medim, and guerills marketing campaigns,

This outdoor board from tha United Kingdom attractad attention
bacass of i Imoesting wisual but sko becaex of s dralongl

Idea. Rasearch based on traffic counts find it difficult to account for the
emctional Impact of mezmges ke thesa.

ame even hasler 1o measune and media planness
saph for relmble indicators of expomre mm.
bers and buz from these new sowres dhal
equale iv lbe performance of tradibional mea-
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s mediz. Besearch company Millward Hroen bas desgoed o metnic for colane word of mouth
(Wol} i ruck wod snalyre senfiments expressed om social networks, blogs. and ched rooms. ™
Procter & (rambie has oreated TREMOR, which develops ooy compaigns, bui s slso ussd io de-
st asalysis techaigees: to truck messrahle business el for Wiold campeigns.

Anegomple of wsing new media anslytical inols o asoess performence oomes from e Too
Bell “Thrive-Thru INet™ campaign, which promoted the fast-food chain's “Tresm”™ mems A5
thoupgh the campaign wesn't presenied as 2 weipght-loss progrem, i genemied @ sigaafican
amaunt of buzr guestioning the stralegy. Aocosding o Feta Baerr, o firm that emcks possings on
blogs, message boands, pod socin] media, Taoo Bell's burr miing deopped six poinés—the solume
-:h:l'pmilpl_ll:r:rumd but the tone was much more negative, which indicaied e simtegy was
backfirnng.

Another mieresting experiment was comducied by Bosion Universaty collepe siudents and
e Micllen sl spency wsing Twiller i pet near-instasianems feadhack: oo how viewers were re-
acing io Soper Bowl ads. The project was designed “1oese 3 new medum i oomment an an old
medium,” scoonding i Mullen"s disel crestive offscer ¥

RCH and Media Efficiency

Advertisers continue & improve how they measure adverdisinp 8OV return on investment, which
means he onsls of creafing ond running the sévertisemenl versus the reveoue il penerstes). An-
otfer way 1o look ol il is the oos- In-sales B

Since tbe doll e impodt for sfvertising—and public relatsoes, sspacially—is dffoull i mes-
sre, B0 = hard o calouiale. The campaigns mesd be corefully deagned nol only o increase
sales, but also i mssune that sdverisers can isolate the impact of the message snd venfy thai the
advertising cuesed the inceease in sales. RO is casier 1o calcolale for deect merkstmg, Checose
there ore fewer varmhles between the message and the salex) ond for sales promobion (hecapss
there is an immediale response, which is eeser ook o the messmage).

(e grestion relaied o WO is this: How moch spending = too moch? Thet is, howe do you
dirtermine whether you are overndvertising or pndersdvertisieg T That s poe of the key regsons i
e test marketing. M 2 campaign is |mmched i several different, ot maiched, cities ai differen
fevels of media activity, o comparison of the campaign reslits (sabes or other kinds of tmckahle
responses | can determine the sppropriste level and 1ype of media spending.

Wearoul  The poinl whem the sdvertisiep, becasse il bas been seen multipks times, oo keger
stimulates minch of 2 responze is called wearout. This is slso e poist whers recall sohiloes o
declines and imilaSon levels increase becanse people are tired of hearieg: or seeing the same ad

‘Wearont is o combinaBon of creative impact and meda buying. The more intnesive or the
liess inleresang g creative Iechnigque, the higher the level of FmitsSon. B's like o joke: you may
pay atiensos e fimst couple of tmes you hear it bul thes it gets “old. ™ Cither types of sdver.
ing are less prone i wesmol (rood jingles, for example, can be repealed almost endesshy, The
more people like 1o hom along,. the less likely thene will be 2 wearout peohiem.

T issue is Bow bong and bow much is nesded o creste the secessary smpact. John Philip
Jomes, who his dose extensive esearch inin effectiveness issnes, srgues thal research suppons
bigher combimnity. He recommends spreadfing the bodget owt and adifing wesks 10 the meda
schedule as mudh as possible ™ Ancther woy 10 2vihmie such decisions is Seough media opt.
RGN midels.

Mtz Omtimization  One of the baggest challenpes in medin plussssy 35 media sficency—
feiting the most for the money imvesizd. You may remember from Chapter 14 that media plas-
mers operale with compeier models of media oplimization—or the optimom meda
perfonmance—dal are wed in making decisions abow media selecton, scheduofing, sed weighis
{mmoant of budget). Modek are always theoretical, sone el of postevalustion i e the ac-
tl performance of a plan mn be compared with the rewlts projpedied by e meda planner’s
model. The goal of media cptamaration is io optimare e badpet—io pet the mosl impac posss-
bl with the least pxpenditure of money. Thal is the aritical finding derived from the comparizon
of performance wilh projectioss. In sddition to meeting the reach and frequency ohjectives, was
the media plan =fficieat?
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Frindple

Bdvartirg m partculardy
aHuctive in accomplshing
such chijaciras m Tealing
anpcaurs, swamsnma, snd

Erand wraogn and

A mew dimession in the efficency question comes [fom a program by medis compasy Sar-
cxnm B0 measure the effectivencss of vanows medis used by client Applebes’s. The ohjective was
i tevedop o mindel thet comparnes the valoe of viden ads, both an-ar and osfine, scrns g sumber
of NBC properties. The model will esiablsd the relafive valoe of the ads and slso inlsrection
acroess channels ™

EVALUATING IMC TOOLS, CAMPAIGNS, AND PROGRAMS

Evalustion i ibe finad and, in some respects, most importanl step in an advertising campasgn be-
caus it deiermines wheiher the campaiga 2fforl was effecive. A compes pn evahmtion will mwess
e compaipn’s perfommance in derms of s messuge and media objedives. [§ employs sither o
teral perfomance dais of ressls from s ootside reseanh orgenirsSos thet monitens brand per-
formance, such as Gialhep-Hiobisson, Decision Analyst knc., and Miflwwd Brown. The imporant
thing o remember in plasnisg an evalmtion program & that evalustion has 1o be bl isto te
mark e g onmmunication plan from the very heginning.

An IMC campaign emplays vanous marcom bools, such s mles promotion, publc ela-
B, direct marketing, svenls and sponsnrdeps, persoml mle paclmging, point of purchese
(Pel), and specialiies. You'll fnd thet mest of these aress have teir oem metrics by which per-
formance is mewmared

Even thoegh an IMC campaign is evalustied in enms of §ts overal] impact on o bresd, the
pieces of the mix may also be evalusted io delemmine the effeciveness af ther performance. Ad-
vertisaing may be the most visible: bowever, other marketing communication iools, swch as saies
promoon, are hetier ai peifing peaple 1o respond with as immediste purchase, and peblic rela-
Bors iy parSoulorly strong 2 buildng credibility. Let's look briefly ol these other marketing com-
munication eregs in erms of their evaluation

Marcom Toaols

As Tabde 19.2 illustrates, marketers can use the Faceis Model of Effects o identily the objectives
cosmmanly sesockied with the veriows marketing communication aress as well as the types of mea-
snes usad i cvaleate performance. The idea is thet oersm mecketing communacation Genctons,
such e puhlic relaiions and =mles promotion, do some things belter thas other aress. Therefoez, in
an integrated plan, we would o e bes ool o sooomplish the desined efiect. 1n Table 19.2, the
maan effects are Incated = the fird column, weth & collection of mimogate messires identifed in the
seoand oodemn {his et = ool inclusive, its jud o sampie). The last colemn liss the communios-
on il ar kools that may be most appropriste for achizving the chjective.

Advertising  How do oo descrihe effective sdvertis-

ing " You "ve been waiching il for mos of pour life. One
hrand massper's newer to thal guestian is peesented
in the Proctice Tips ol www prarseiiphered. com!
mordarty. An examination of Table 19.2 shows that sd-
vertising is particedarly effec@ive in socomplishing a
numher of chjectives, such as cresting exposune,
wermreness, and o brond s imape. 1t is wlso good al pro-
widding brand reminders to the customer and esoourag -
ing reposchees. The prcoding dismussons abou
oopylesing, message development messarch, concur-
renl testing, posl-fesing, snd the mvalustion of medo
cover the mosl common advertsing methodalogies.
Muzy of ihese remarch methods are wmad by other
marroamn arzas, but they all are derived matially fom
udhverang,

Evaluation doasmt just l'npﬁ::l at the and of 2 ampaign or after

thaad s un. thatobap

ad Into tha campaign tha IMrevi Respoese. The chisctive ol dimct-mepanse

wary beginning as this plannirg meeting Hustrais. communication is to drive o imescos or peoomie
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Table 19.2 Moscage Effectivensss Factors

Koy Message Efeck Surmgato Max ums Communiction Tools
Faraption EXpasure Ade media; PR, PoP
Attamtion A sales promao {571, packaging: Pof
Iherest Ak SF; PR, direct: PoP
Ral@anca Adys PR; diract; FoP
Recognikion Ads; PR, packaging: PoR. specialtles
EmotionafAffactie Emcticrs and liking Ads; 5P Packaging: PoP
Appsals Ade; PR; il evenizfspnsrshps
Rescnais Ak PR euar s sprarshps
Cognition undarstanding Ade; PR ssles direct
Racall Ady; 5F; PR, Pof spacialiics
Ady: PR: packaging
Ascodatibn Brard Imaga Ak PR: evantsispranshps
Parsuzion Atttudas Ade; PR: diract
Prederoncafimention A PR: sales P
Crodibility Fft
Comiction PR =kes dimct
Miothation Ad; PR: salas; 5P
Bahawor Tzl SF; sales; direct, Po@
Furchass 5F; sales: diract
Repsat purchss Ade; SF; sabes; direct, spaciaitias

soume ather type af immedisie behavioml responss, such = a donation or vist 10 2 deales. What
makes this markefing commanication inol s atrsctive o marketers is thal esponse is & esily
measursble. Some sdvertisements mgeest dimcl response vie 2 oll-free number, 3 mail-in
coupon, o websile or e-mal sdidress, or e offer embeddad in the body copy. [ssiead of depond-
i, OO COMSEmErs. memanes, measeres of o mesage's porsusave ohilities, or some ofer ind-
el imdication of effectivensss, the advertizer simply counts the number of viewers or resdes
who regeest maore eformation or by the

In some ways, dirsct response mechanisms are the easiest markeiing communication ool o
evaluste both in ienms of messape effecti veness and in lerms af RO eficency—ihe sales-loooost.
i The efficiency of 2 affer is measurad i derms of resporses per Shousd
{RPM. To calcuiaie the RPM, oz the following formuola:

okl resprmes 5
o p——— ¥ L0000 = RPM

This calculstion lets you compare the response mz of eiemetive mailings. Forexample if onz
mailing af 15,000 pulled T30 responses, then the 1Y was 50 per 1.(KKL If o different mail-
ing af 12,008 pulled B responses, then the RPM) was &6 per 1000, making # 3 more effec-
tive offer:

Sales Promotion  Sales promotson programs for packsged poods and offer products thal e dis-
mibution chennels seed 1oevaleale both the impoect of cosssmer (or end-eser) direo. promotions:
and promations ereeied ol reisilers and other channe] members. You will recall the discesxions
of promational allowanoes offered 1o re@ilers whe agree (o feaiune o brand i thear ads or provide
special in-siore deplay and price disooenis. These ane mesered by proof of performance such as

Frinciple
Diract-reaponsa
communication drivas
sciion and thet meksa &
highly msmurable.
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copies af siome ads and picures of in-siore dsplays. One espossbaity of the saes fore & © do
store checks 1o venfy thal siores wre doing wial they promised. Promotions el costain @ -
sponse device, mich as cmnpons, have s buili-in evahation messe.

Mg for consumer promations, ge following evalustion messures are the mos popolar:

Measure % Used
LTS 46
Razpnnze rales ¥, |
Areness 10
Deker mix ]
Redempiion rales 4

The efficiency of & sales promotion offer can be evalusied in lerms of its finescial retums
more easily than advertising. ¥We oompare the omts of 2 promotion, mlled o payost malysis, (o
the [orerasied sales peneraied by the promoion. A break-sven analysia seeks to delemmine the
point o which the tolal oosl of 8 promotion exceeds te ot reveoes geseraed, identifying the
puint where the promoticn is na wise g0 do. Figune 194 depacis this analyses.

Public Relamons  The evalusSon of pubiic relsSons examines the success of peing o messape
out in o target sudience in derms of outpaf {metenals produoed ood disirbeded) and omicomes (ae-
ceplamce med impact of te malerals). Oukcomes can be messured in terms of dhanges in pablic
opinion und relationdap trecking. The outpat evaluetion is conducied by asking questions such
as these: How many placements (news messes that mn i the media) dd we pe? How many
Emaes did oor spokesperson appear an talk shows? How much airplay did owr poblic sarvice on.
muncements rozive of how much and what kand of buoe are Twigers pesemting? The resulls ane
presented in terms of counts of minoies, menSoss, o Bches.

Contenl salysis aeo belps detemine the favorahbility of the coverage, share of voice, and
e and competilor covermge. Onpoasg public apamon tmcking stucbes ack these questions: Has
e heen a change in audienoe knowledge, attisdes, or behavior (e 3., prelsting veras post-
feesting 7 Cam we assaciate behonvior chemge {e.p. product inal, repesi purchase, voling, or joas-
gl with the public relsSons effion? The mosd common measures of oelpul aad oecomes in
public relaticas are summarieed bere:

Chripat Objectives Achieved

Froduction Number of PR messages. such o5 news releases or brochumes, generated.

[hztrifantion Mumber of media oetiels (T stalions, newspapers) receiving PR poducs.

Coverape MNomiber uad size of clips, column nches, or mioules of ime or space.

Tmprescions Medio plocements multiplied by crulation or broadrast reach.

Adwertivieg Fabme Fouivalenl o oosts for tme or space.

* Comtear Amalpns Posigve or valence (whether the siory or mention seems iy be mone pes-
Eive or negative], key messages (the idea in the story), soomes, snd prominesce.

Dauiceme Objectives Achieved

» Awaresess Asded and woeeded recall.

= Astifwdes PerorpSone, prefisrences, and isteni io by
* Refurviar Iid terpet do what you wanied them to do?

The search for methecds fo tie public mistions sctivities 1o botiom-Boe business measums,
st as RO dreturn on investment), = fike the quest for the Holy G, PR pracSitioners would
Bt o demonstrale RO becoese it would provide even more suppeet for the importance of PR
elfects. A ssrrogate BOE messune can be based on shanzholder value, which can be s2en o 5 oom-
pmsy or brand's reperiation capital. For example, resegch contducied on companies with the masi
effective employer communicalion hs determisned et they provide o mach higher io-
fal returs in shareholders. Recently Web-hased amlptical inols are makisg il possible 1o connec
carmned mediz esults o online business poals, sch a5 penenng websile inffic, sles leads, ev.
eme, and donstions for nonprofil aganizations ™

B oE B
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copies af sipme ads and piotures of in-siore dsplays. One espossbality of the sales foroe = o do
siore checks o venfy that siores wre doing wial they promssed. PFromotions et contgin o pe-
spoase device, such as cospons, have o built-in evelation memsses.

A for consumer promations, g following evalustion messures are the most popolar:

Mzasure e Umesd
LTS 4
Rezponse rales F. |
Annrenacs 10
Oibser mix q
Redempion raies F |

The afficiency of & sales promotion offer can be evalusied in lemms of itx finsscial retums
more easily than advertising. 'We compare the omts of @ promotion, called o payows malysis, (o
the forecasind salex peneraied by the promo@ion. A break-sven analysis seeks to deiemmine the
point o which the botal cost of 8 promation excesds ge dotal revees geseraied, identifying the
point where the promotion is not wise ta de. Figune 1924 depacis this ansyss.

Public Relarons  The evalussion of public melsSons examines the success of pewing 2 message
out 10 o farget sndience in derms of owpar (matenals produced and distriboied) and ooicomer (a0-
ceplazce und impect of e materials). Duicemes can be messuned in terms of changes in peblic
opinion znd relationdap tcking. The ot evaluation is conducied by asking questions such
as these: How masy placements (news mlesses that mn in the medis) dd we pet? How many
ames did owr spokesperson appear on talk shows? How mech sirplay did our public sarvics we-
mouncements eozive of how moch and what kiznd of beow: sre Twizers peremting”? The results ane
presentnd in terms of counts of minuies, mentions, o mchos.

Contenl salysis alo belps detemine the favorability of the coverape, shee of voice, and
there hern @ change in sudienoe kncwledge, attwdes, or behavior (e g., prelessting venss posi-
gl with the puhlic relsSoms effon? The most common measures of coslput and osoomes in
public relations are summarieed bere:

Cartput Obsjectives Achieved

* Production Number of PR messages, such os pows redesses o hrochunes, generated.

* [hsiribution Numhber of media mutfets TV stalions, newspapers) reoeiving PR producs.
* Comerape Mpmber pod size of clips, oolomn isches, or minuies of ime or space.

» Impressions Medio placements multiplied by deculation or broadeast resch.
Advefivieg Valme Fouivaleni o oosts for lime or space.

Content Amalpsiy Positive or valence (wiether the siory or mention seems 1o be mone pos-
Eive or negative], key mexsages (the idea in the story}, soormes, and penminsace.
Cruicome Dbgectives Achieved

= Awarenesy Aided and wossded recadl.

+ Amtifwdes Peroepiaee, preferences, and infent io bay.
»  Rehavior [hd terpet do what vou wanisd them to da?

The zearch for methods o tie public mlations sctivities & botlom. B business measures,
mach as RO dreturn on investment), 5= like 1be quest for the Holy (il PR prac@tioners would
ko 1o demonstrale RO Becmese it woold prowide even more support for the imporfance of PR
effects. A serrogate BOE measune can he based on sharsholder value, whickh can be s2en o o com-
pemy o brand's repaiation capital. For exampie, resesech conducied on companies with the mast
cifective employes oommunication hiss detenmined that ey provide o mesch higher go-
il returs i shareholders, Rerently Webohaspd amalytical inols are makisg it possible 1o connect
wmmhhmmmpds.m 15 peneraiing: wehsile imffic, sales lesds, rev-

emse, and dosstions for nonprofil arganizations. ™

[ ]
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Webstir Praluation Evalusting the communics-
Bon effeds of websile sdverising is =61l o new game.
Some performance indicators ame tmffic wolume,
much as page views or the simple sumber of visgors -
o a sk Hoseer sdvertising and other ooline ads an:
ovilustsd psing click-through rates, and the ome
thang the indusiry ber leomed is thal this form of sd- e
verEing is docreasing in affsdivenss. O peoblem P‘ﬂ
i thal people who have ligk or o inlens in the m-um
product may chck oo e bemner by accident or oz s o BAS.000)
ricaity. Became Hix type of mhvestiming i wkd by N
pay-per-click (PPC), the sdvenmer bus to pay re-
ganiless af the eeason for the click. Pop-up besners
can pel more afention, bul they are also seen as mome
ETilnsng.

lesiead of click-larough rates, some advertiz-
ing uses o oost-per-lead metric el reoords o

well tbe click-thmugh peormiles prospects, an al-

Sl ik (W Do e o ool )y

Tivial revanues

T{,.-a:mm

Fhoad posis

tempt o pet ol . Themnnlrnp:ﬂumrmﬁ:t
Intemet advertizing, bowever, is conversion rate. Loig
which is the percentape of visiors o o site wha oom- |

plete a desiesd sction, such = playing a game, sign- 1
ing up for o newsleger, or barying something. Of
oourse, oiline mles e an importast measure of g
webemite s effzctiveness. ! !

The maore sophisSioated conversion e ser- n =) S
vices ool only measure bow well the sie generaies
acton bud alse bow cusiomers mavigaled the see.  FIGURE 17.4
Thix infrmation 15 obmined by iracking wheres they & Sales Promstion Break-Fiven Aerlysin

40 50

Sales Jin housands of unis)

come from, what search fenms they wsed, haw they  Addee brolk-even pomt, whene 30000 prosiass s debiaed at o coxl of 45,000,

maorve araed within the ek, I.dw]‘:rnl]'ﬂ:]'gp e maion reverase cnaci by coever, bai do sl excod, ikl cod. Belorw s b the icfi
Hhhﬁmpﬂluhpﬂ'ﬂf&:ﬁmn&ﬂcﬂb}dﬂhﬂhﬂm

when they leave. ﬂpmnmmmpﬂumupn e i e B dhhfnrhh_‘m

n.r:-aflh:!:u.m vissors and costoemers use in navi- mere i ar sk sd ask mvessa dimh
galing a site.

Forester Hesearch Bas hees developang methods for evaloating websites for years. The
oompany ruchks effectiveness of websile performance in erms nol aaly of making o brand prom-
i, bul i dzrms of alse delivering easy-tio-fnd ool e information. Herdey Manning, o Foemeser
vice president, neporied that his company 's ressarch hes foond that “on overnge sites dd o bebier
job of malking the brand promise thes they did of meeting ceslomer peeds.” Manning explains
Fvw i rezeanch is used 1o evahite pood and bad performing websitos i The faside Siory
(Check Fomesier's webmie af www, fonreriesoom. )

Special Advertising Situations

The vanous types of asdverasing identifisd in Chaper 18 are evaluated using many of the ools
dimcussad previusly; bowever, they each bave their own partioslar chjectives that affec o
they am eyaiumied

The primary objective of reiod asveriising & o peserie sioe raffic. The resubis of iaffic-
fanilding promoBons and advering am simple counis of mesections o well as e dange in
sales volume of branids receiving promational sspporl. Particspation counts can be used 1o 2sts-
maire the pull of special events. Loyalty is evidenced through participatson in request boyer pro-
grams und measured & enms of regetrtion, Sooz visits, end sverage purcbasss per visil.

Im #2F markeidng, a comman form of evaluaton is 5 count of sl leads hased oo respons
devices sach wscullls, e-mails, and cands retrned bo the sdventiser. Another commaon B2B ohjective
B comversiog, sumilar io B convenson rale in the onfine discussion; thes refers i the: sumber of
leads dhal lurm inlo- cesiomers who make o punchase, Comversion rales, which are peroenisges of the
leads, we alencaloulaied for mest mareeisng communecsion tools nesd in s pport of B2E progromss.

::d:up'd'L.
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How Web Sites Build Brands (Or Don't)

Harley Manning, ¥ice Presiden amd Reseanch Director Customer Experience, Formesier Research, fac

Brand i at or near the top of the  sat of mulas [or hewistics) that idantify irown types of

pricrty kst for companiesdoing usar axparsnce flaws. Wo stuck with that approach o
bemine=n on tha 'Web. i ons mﬂ well tha sites servad consumers (Le., lept
Fomaster surigy, dedsion mak-

ars at 4B companies rated Tnmmhuwwnl shias maks the brand ¥
building the bramd s the sac-  we oastad & warlation on the standand axpart reviow
ond most important goal for | methedology. instasd of starting with wser desoriptions
thalr business-tooonmmer shes.  and goals, we begin by idantifying the band attrbutes

The = group said that whan

of the skawe Intend to mﬂnﬂ-ubyln-chrg:
orsidaring naw comant and fee- mdgr.ndn.

theadr anmual raports

~  tures for their stes, bullding the brand
W riant 25 supporting ustomer goek.

Samnnhn'pd hddghmlmpnm how can
ompanks make e et thelr wohstes bulld theair
brands? To answar that guestion, we started by Inter-
umrghrd:h:gm:tmafﬁuhgmm-
acttve agendes, duding Rasorfish and wibal DoDB
woridwide. Wa also Glted o marketors at two compa-
nigs that wa for thair brand menagement ax-

partise: Sohrson & Johnson and Proctar & Gambla.
wia found brosd agreement that webates sora o
aqualy oitical functions Theay a both 2 mmmunizbion
ma um and Inothor words, consumors
axpect stes o mof ustmako the hand but als
o that i by prowidiing waba in the famm of da-

wmg?“lﬁmhﬂ:mﬂnrsmmwmdu.
A::rmlltuful.u izl ressarch, wa ceated a
Elﬂutgﬁﬂmhmvwdlﬂmmtnﬂnhl:nd
promise and keep the brand promise. Cur approadh Is
a typ= of heuristic avalustion, sometimes nefierred o as
an axpart rwiow. Standard kourstic ovabations date
from the te 7905 and dapand on threee factors de-
t=ied user descriptors, rebawant usar goals, and 3 walkid

wrmmwnﬂmmmwﬂeﬂz—
mngrfh'nm anreal raports to magasine ads o TV
1 1T|'Hp'¢pmﬂnnlu‘l:tud‘ﬂd:!tnﬁfn’
cross-channel consistency of loges, colors,
ard layout aswell as consistancy with In
attributes such 25 "rallable™ ar "Inncwathie™ Mni'ﬂu
maost common.

‘o baen using this methodology now for abowt
foer yoars. Iaﬂ'ﬂtﬂrﬁmq:mtn:l anumbar of
Interesting tra For ona, websttes on aeerage do a
I:-n-n-r Job of bullding sither major aspact of brands on-
et In an analysis of mora than 150 reviews we found
that only 5% of gtes beoth habves of ouwr test.

‘W also fourd on avoragq stes did a battar
Jobof making the beand promisa than thepdido fmeat.
ing custnmer noods. Slkty shas our tests for
making the brard promisa but only 17 did an adequata
job of serding customarns” goalks. For axampli, sites from
comparias 2= diversa as Mike, Edwand Jones, BR and
Coca-Cols enoed ;I:l:-l'llrmn?}'rdlmagnw bt fall fat
on kser anperienca basics lke providing tha right con-
IE': or mzking that coment easy 10 reedvis sasily log-
Ioda text

Like pther typos of sdvertising, soaproyfl! orpearzations noed b0 communicale efficieatly and
effectively, particularly as they ore sewands who must esre that limiled funding is used effiec-
tvely and efficiently. Evalhution of commenication for foundations sed nonprofit organizations
= oo emerging field, and challznpes io nxsesxing effectiveaes wre many. Activities and befaviors
Eeing messured we onmpley and campaigns are afien o malS-phase offor. Thene are o stondsrd
and widely sccepied puadelines for communication evaluston for the nonproSi seooc. Nanethe-
lasx, measuring suocess ul':ctmtup hegins with wewing chisctives ond evaluating the prgross
toward achieving e objociives.

fatermations’ marcom is difficult b0 evaleste Becanss of morket differences (2p., langmgs,
laws, cultumsl nonms) and the acceptafility of vanoes rescanch ioods. Thers may also be moompati-
hilities amang, variows messurement sysiems and dafa analysis iecheigues thal make il difficull i
compar: Lthe datn from e markst with smiler dats from anoter marked. A inlemationa] svalus-
2on peogram for sdversng should focus, ot least initisBy, on preiesiing becanse uafamilisrnity with
different cultures, lasguages. and comsmer hehavions can nesult = mapr miscalouiations. Pretes .-
ing helps the advertiser cormeol major probiems hefore miscommusication cocurs. To evaluale the
glohaltocn] queston, the best approach is 1o et feeo s that ore Both hassd on the globol adver.
teang strutegy: 2 loclly prodeced version of the advertising and ss orginal sd produced kncally.
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Campaign and Program Evalnation
Whalz il is idead bo know how each marketing communication fenciom has performed, e reality
o Mt campaigns is thal & varietyaf functions and meda e vsed ioreach ond mobveie cegomers
o pespond. Time is & factor as well. We mentioned in the beginning of this chapier that there 35 2
dehale sboul adverasing s shality Lo impact shor-iemm zales resulis as well o long-ferm brandang,
[Fniversity of Soothern Cafiformm Professor Gerard Tells eminds us that advertising nol
only hus iectesioneonr effects (consumer responds immedmiely) bul also carmpover effems (de-
byl impaci).™ Any evehation of campaizs =ffectivesess nesds o also be able i sk Both
ovpes of effects aver time. Defferential e ffocts alse complicale the cngoing evaluation of TMC pro-
grams that nperate with 2 3{-degres tolal communcason philoeopiy, ahhoogh racking may he

easier in some ways because the evalusSon is congmeous.

The Synerpy Frobiem The problem with evaluating campaigns—particulardy [MC campaigss—
& estimating the impact of synergy. Intvely we knoe that mulSchusns] commumcsSon with
messages that reinforce wnd beild on one ancter willl heve more impect than sisgle messages
froem single spurces; however, that can be difficult 1o prove. As Bob Licdice, CED of the Assnca-
alion of Mational Advertisers, chaerves, “there is no single, conssent sel of meincs thal tun-
scends discipline ceninc messurements. ™

[f e campaign plannang is well integraied, which means sach specialty area cooperstes with
all olhers in message design, delivery, and timing, thes there should be 2 spnergestic effac. This
means Lot the overall resulls o greaier thas the sum of tbe individeal feectional areas i’ sed

y.
A mumber of sodes fave wermped o =valuale IMC impect by comparing compaigns thal se
reen o three ook o see whal & geined when mone mesage sowrnes are added o e @i For ex-
ample, astudy by the Radio fd Efectiveness |ah reporied that necall of sdvenixing is enfanced when
amix of refio and Intermet ads oo wsed rather than just wehsile advertising alone.™ A sudy publshed
i the Fourmal of Adverticinp Reseamk developed o multidimensonal sppmad basesd on svalunton
dmrmmumm“mmwmmuﬂ
(el ferend Mg for diffemnt audiences]), deighase communioetor, and relaSorshay programes:
Such studies af hoth the piatfonms and components of TMC are Beginning 1o eese oot the effecs of
synergy, but they ane o Jong way rom evalmtneg the effecis of 2 okl commenicason progmam.

The most comman way of measuning 9 campagn's iolal impact is the brond tracking ap-
proach mesSaned previcusly. As vancus ingredients in the campaign are added sad (uken away,
changes in tracking study resulis can show 1be effecs and Belp identsfy whal combinations of
marketing comsnunicatien functions and medis work best for 2 braed. |n other wonds, has the
brand beoome stronger on. oritical dimensions of the image., such as persomlity and posi Goning
cuezs, herause of the campaign?

A complication in evalusting progrms is the meed 1o comsder other messages and ooolsct
paints heyond traditiona] marketing commenication. As we have sad, in a 360.degree inis] com-
rmunication program. brand expenences, mich as these Envolved with oostomer service and Wold,
may be even mop: imporiant than tmditsoes] marketing communacation. 4 Principled Praciice
Teature hy Professor Kesth Marmy demonstroies bow these wooosvenSonal mesape effacts can
be: messared.

Commecteg the Doty The challenge incumpaign and progmam evelmtion is bo pull everything
together and look al the hig pictwre of campeips performance rather thas the mdividual pisces
and parts. One of the st ploces bo stan is defineng the cfyedives—all the vanious efeds—and
then adeouately and realistically measum the campaign’s perfomance ageanst those chjectives.
Here's anexample that demonstrates howr evaluston methods can be matched o the original cam-
paign chiectives.

Effie weamd winner TS wanied 1o roposition iiss{T by benadening it package delivery im-
ape ™ Aldough UTS owsed ground delivery, it bost cat io Federd lxpress in the cvernight asd
inirmrational peckage morket. UPS knew from il cusiomer nessarch thal o hreak oue of the
“brwn and grousd” percepticn, the company had e avercome the imera of shipping managers
wha w=e UPE for pround packspes and Padlx for owernight and inlernationsl. The company alsn
b boshifi the perception of senior executives from o company that basdles packages 1o strale-
e partser in systems plansssg. From these mmssgbis came three ssis of ohijsctives that focmaed on
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A PRINCIPLED PRACTICE

Can a Broken Guitar Really Hurt United

-

Eetth Murmy, Associate Dean, Collepe of Business, Bryani Lsteersily

£ bacn 2 YouTuba he and
mada the g-mal ourds:
for 2 long time—the
*United Brazks Gul-
tars” video. s the
story of a musician
who made a Trig on
Uribesd  Adriings (LA}
and was compelied 1o
"check= his guitar
= baggage— which Is how
L& camee 10 be wulnerablks to the chamge that, In the
hardling of it, they damaged tha iInsfrument.

witan asked to make 1t o o pav for fising
the Taylor guitar—UA ded

The mesidan, Dase Carol, respondad by writ-
g & ballad abeoat the and pesting 1t on
YouTubs and tha Imomat [Saa b &t wew poutubo
M aatch v - B GolrOgoan. |

A ot of people viewed tha dip; it cabchy and
tells the story In an amusing w la haea sant
1t to Hheir friameds . . . and friends sant It 1o their
fands, which has ied now to iterally millors of
pecple secing I You an alsc sae 2 CBS repart
about tha inddent at www poububo comévatchir
PG RO F2nar YR fogtumn tod.

Sowas LA smart bo ignons this nddent? in othar
wiords, did LA recly =sasa tha 51,200 i would Fava
taken to #ix tha guitar in the first place?

it saems dear that LA might have baan short
sighted. i you "do tha numbars,” you coma to the
ondusion that UA may hase paid & much highe
prica than i raallzed!

Tha tebla following shows how much monay
might hiawa bean—and Is still baingi=—lost by UA
fram & milion pacpls gn 2010) sesing the YouTuba
dip and dndl:lng*.g.:.ru'r using LA, It givas varous
kewdls of Impact ¥om 1 to 40 perent. | alsa com-

parss the parant of s lost rovanse against Las
sales ravenyg in 2004,

#of S5500Tdps  Parant of Viewas Influanmd by
WOT Takan ¥ouTub-e Videos to NOT Fatronke
ina Yoaar LL& in & 12-Manth Padod
% - L T

Oinii Trip 506 5E0M FIZOM  5300M
TS revamss LIS o3y 0.8 15&
o trips RSO 3020M S300M  SES00M
% OE revanss 03 0E3 .55 343

“what the calculations show s compalling. F onfy

1 parcant of thosawhao laamed of tha brokan Tavor
guitsr were affectad by the story, then UA ooly lost
somawtere bakvoen 530 millon and $&0 millon.
Howesa, If the regatea Influenca i highar, then LA
oould arguably Fawa forgone as much as half 3 bilban
dallars, or about 3 nit of itz anreal sales? In oy
casa, all of thesa Sigures stand In stark contrast 1o tha
51,200 ashed for by M Camod in the st placa

This gats to tha raal point of the U [or
wcm‘nﬁ!:'m I'n:-aﬁim Fystam mdnmﬂ
ramedy customer complaints—in ather woeds, If L&
Fas pastomer servica "Issuas™ that produca unsatis-
factony results for customens—then It can pay a very
high price for s poor sardoe. And thada 5 gE-
poneritial, becese the avarage parson tells sbout
10 paopla about @ bed brand experence—all of
which has a chilling effect on patronaga by thosa
whio haar such tales of woat

Thesa mumbers show tha huge Impact of faikea
0 pay atioridon io oshomar ared sarsicn
Systam Can one ittie broken Tayor guitar—
and all tha other Intle faliues cach day—affect a

mammath company lka Unitsd adines? You bat. /

bresting teouph swamness, brealssg the inedm irasce, ond hreaking the relovanoe rance.
Herz's how the campaign performed on hose objecSves. Motice the mix of perception, image,
and bebavionl mewmres.
Objective 1: Breaking through Awareness
* Awareness of the Hroen campaign cotpeced off pet LIPS sdver@sing messured in the
10 phus- year hisiney of ils brund imclang sdy
*  Amaong those aware of the campaign, comect brand linkage 10 UPS was 95 1098 percent acmes
all andiznoes (compared o a hisioncal avrerage of X o4 pescent for past UPS sdvertising .
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* “What Can BROWN Do for You™ bas taken hald in populer culiure. For instance, the
tagline wos mentioned in both Saumiry Mipht Live and Troding Spoces shows.

Fhjective 2: Breaking the Inertia Trance

+ With shappieg decision makens, e brand showed sieady and significant pmes o key mea-
sures Ble “Helps my operation ma mare smoothly,” “Thysamic snd enerpetc,” and e o
troad mnge of serrices.”

*  |nismesonal shippang profilsbatity incremsed 150 peroest, and overmight voleme spiked by
.1 percent afier the campaign mn. The rpsied companies” iolal packege: voleme inone med
by .30 perrcent.

*  Firoum tBe start of the campaign in March io the year-nd. anmal gound shipping revenoes
e by 5300 millicn.

* The campaipn was @ bif in enms of response with 2 105 pencent response raie sod sn O of
1:3.5. In other wonls, =very dollar speat on the campaigs peoerated 535 dollers in revenne.

¥hjective 31 Breaking the Relevance Trance

* Vo the first time in the 1 0ophos. year hisiory of the brand secking smdy, UPS leads Fodlin in
all image meases among senior-level decison makess. AR significant brund image messemaes
continued o,

- hmnngmdw:h-jﬁmnlﬁ:nhﬁyﬁ.gﬁ:miuhjmﬂzﬁmhﬂ:
me,” “Acts s o drotegic parner 1o my company,” “Helps in distribution and supply dain
aperations,” and “Provides global competitive sdvantage ™

« Al the siart of the campaige, anssal nonpacksge (supply chain) revenue wes approms-
malely ¥1.4 hillios. By the end of the year, soapeckege revese had slmost doubled 1o
52T ballion.

Brtaging It All Together  Heyond commeding the ohjedtives o the messuremenix, adveriisers
continue iy search for methods thet will bring ol the metncs ingetder and eficenly ond effec-
gvely evaluste —anid peedict—brnd commumication effectivencss. A small Flonids sgeacy, fim-
merman Advertising, postions itself specificaily on that issue. H promises 1o defiver long-lerm
brand building s well ax shori-t=rm sales. The president exphains, “The higpes problzm mar-
fkrders foce inday i comnecting adverising o retail saies.”™ To belp dete rmine the impac of s ads
om mles, Kimmerman mezsunes ad respore immediately using a boli-free mamber and proprstany
sofiware that imckes sales o specific ads®

The gaml medis reearch company, Miekeen, bas wdersken o project 1o find the ks inits
various marketing metrics. In partioedar, the company wanis o ooned it Neles Media Re-
search TV ratings with its A" Nieken retail scanner and consumer panel data. Thes it wanis i
man im dats from s Nielsenfetllatings for onfine sdvertisieg and Nicken Bizzmetrics online-
b messuremenl system ™ This is jusl one example of how smgeriant it s lo coonect the dols
o draw an accurale piciuee of comsumer respons: o merkeiing commumicalion.

[FiEmately, the goad is toarmve at bolistc, cross- functional metncs that are releyant for -
fegraled communication, a bk nnderaken by Dell Comperiers amd sis apency DIVE. Gives Dell's
diwrecl-marketing busines model, the company hed extensive call and order dails in s dalobase.
M helped organize the collection of detsiled marcom information, which made ® poesbie
begin Bnking orders inspecfic mamom acvaties. This sew mercom RO tmcking sysiem made
& possible for Dell i recogeae & 3 percent paia in the efSiciency of its marketing commsication,
Ax e metrics sysiem herame moee sopbistcaied, it also began tomove me-mm:ndmu-
rics evalusSon exgine w02 Sulegic ool providing desper insights inle consumer bebavioe, ™

pasces are still missing i the evaluatons of sdvertsing, n:ll:-mﬂumm:mpb:
1M prograams, Wesearch think tseks are strupgling io find betier wuys to messie: onsumers”
ematioml comnections o brands and brands' relationships with deir cusiomens™ and how those
canaecicns and relatordaps are affecied by vanous Lypes of marketing communication mes-
mapes. Bul let's end with an sespinatonal video callled “Life [eszons feom an Ad Man.™ E's a lii-
g old, but Bary Sutherond makes a pood point sboul having fn even as you contemplate how
marketing communication ceales intangible value for braads. See it al: wwweisd comfiolbs’
rory_mafienioed [ife_devsons from_on_ad mom b



