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The Top 10 Insights
 From the Advertising Research Foundation Annual Convention, NYC, Mar 30 - Apr 1, 2009
1

Major improvements in data on cable viewers will start coming in six weeks, according to David Verklin CEO of Canoe, the association of six major cable companies.  In reaction to online’s unprecedented ability to provide solid data on how many see a web ad, and the most quoted comment at last year’s ARF, “If you can’t measure it, you can’t sell it”, cable will start offering new services and data from their research ace-in-the-hole: all those set top boxes.  The first offering in 6 weeks will be addressable advertising.  Later in the year they’ll offer Request for Information (RFI) service.  Counts on who is watching what appears to be part of what is promised for the future by this enthusiastically optimistic spokesman for the future of TV. 
2

Beijing Olympics show TV still has unmatched reach:  NBC’s Alan Wurtzel described it as their Billion Dollar Research Lab.  215 million viewers and a 16.4 HH rating made it the most viewed event in US TV history.  NBC’s web coverage had 52 million unique visitors.  Cross platform advertising worked.  Advertisers who used both had brand and message recall that was 31% and 41% higher.   NBC also used a panel of 39 people carrying IMMI cell phones that could monitor all the media they were exposed to throughout the day to start studying exactly when people use NBC’s coverage on TV, online,  and cell phones.   The ARF’s emphasis on TV this year helped balance their previous focus on the new media when they were growing rapidly.
3

In the current recession advertisers should continue advertising.  (Surprised to hear that at the ARF?)  Old evidence was recited that firms that did it in previous recessions came out better.  But differences were heard on what to advertise.  Nielsen said it was a mistake to assume people won’t pay a premium for quality.  Others said to view all messages through a “lens of affordability” and talked at length about the appeal of non-advertised private labels. 
4

Best innovations are tricky.  Microsoft’s Gary Flake cited a “long tail” theory to explain why being first with something new can be the kiss of death.  It often leads to big margins and inflexible policies.  The many that come later (the long tail) have to be more efficient to live with lower margins.  Those who were first often can’t match that and eventually disappear.  Wrigley uses GfK’s monitoring of every new CPG introduction and concludes most are evolutionary, not revolutionary.  Crest Whitestrips were successful because whitening by dentists came first.   AAA had Vivaldi get respondents to keep a one week journal before interviewing them in depth.  It showed the importance of knowing all is well and simplifying life and led to AAA partnering with Best Buy and other retailers. 
5
P&G compares listening with asking and finds both are needed.  They traced blog mentions and conducted surveys on six topics.  They found surveys provided left brain insights that were logical, representative and discrete.  Blog tracing provided right brain reactions that were emotional, passionate and contextual.  P&G’s Kristin Bush summarized it saying surveys measured magnitude and listening measured intensity.   Others advocating listening cited the same benefits long heard in discussing the relative merits of qualitative vs. quantitative research. 
6
Definitions of engagement continue to vary.  Rob Passikoff of Brand Keys said it’s anything that builds brand equity.  Time’s Betsy Frank talked about it in terms of how the media mix can affect it.  Innerscope’s Carl Marci said it is attention to something that emotionally impacts you. He made a major contribution when he said it is what keeps you from fast-forwarding through a commercial.  Being pretty simple-minded I like to say it is what happens between seeing the advertising and then buying the product.  The old “official” ARF definition isn’t heard much any more.  
7

Time uses stories to measure the impact of various media.  Betsy Frank and Barry Martin described how they have a respondent pick a story and follow it, keeping track of where they picked up something that added to the story.   They found the emotional payoff varied by media.  Magazines give linearity.  TV and internet are best.  But you need all platforms to manage the story that gets through to the individual.
8

Online research quality hurt by speeders and respondents who don’t care,  but not by number of surveys they take or the number of panels they belong to.  Straight-lining and not following directions identified respondents who didn’t care.  Half hour surveys were too long and that also hurt quality.  These are among the first results from the ARF’s “million dollar” Foundations of Quality survey both Paul and I helped out on during the year.  We were pleased to see how closely these results matched our own study after last year’s Super Bowl showing how quality factors affected actual ad performance measures.  A summary of our study was available on the ARF website for a number of months and now the full BRC study is in the current (April) issue of Quirk’s (“Sampling the Impact”, Page 32).
9

Tracking should replace GRPs.  This was a talk Paul and I gave using results from our tracking of this year’s Super Bowl commercials.  It showed which gave the best and poorest performance in three key measures:  did they notice it, remember who it was for, and were they more likely to buy.  We pointed out how these same measures could be used in the same way on advertising in any media to show the percent they reached and affected, and produce affordable answers to marketing mix questions.  We also showed our “lift in buying interest” measure was the only one used in published studies of Super Bowl commercials that correctly showed the superiority of movie commercials. After our original studies were published they have become the most numerous on almost every Super Bowl.  We will be repeating the talk as an ARF Webcast, available to all, on Thursday April 23 at 1 pm (Eastern) 10 am (Pacific).
10

Glittering old truisms abounded, particularly during the many panel discussions featured on this year’s program.  Research is not dying.  It is more important than ever during hard times.  We need to build trust.  We have to find ways to make the firm, and management in particular, use it more.  We need to get research into the board room.  Better communication is needed between research firms and their clients.  We need to really listen to the consumer.  More experienced researchers were excused for yawning a bit if they felt they heard some of those thoughts before.   
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