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Good morning, I’m Paul Shellenberg from Bruzzone Research and we are here to discuss why tracking should replace GRPs.  My function this morning is to introduce and pose key questions to our founder and President, Don Bruzzone.  I’m hopefully going to keep him on topic and on time, without getting fired.  Don, can you tell us what the problem is with GRPs?  Why do they need to be replaced?

What’s wrong with GRPs?

(Don Bruzzone)  Three reasons.  During the next half hour I would like to review the evidence that convinces me they are all very serious problems.  Incidentally, you will find I’m using GRPs broadly.  It stands for the whole ratings based approach to media planning: deciding how much advertising you need, and evaluating how much you are getting for your money.  You will find we are talking pretty basic, fundamental stuff here.

First, they don’t measure reach.  If you are using more than one advertising medium you don’t really know how many are being reached by your advertising.  GRPs were never perfect, but now thanks to TiVo and Replay, it looks like they are going to rapidly become much worse.  Second, they don’t measure frequency: the number of times people are being reached by your advertising.  Third, they don’t measure effect.  They don’t measure the number that are being affected by the advertising that does reach them.  We’ll be talking about the errors that are made creating and managing advertising by assuming 1000 GRPs of Campaign A has the same effect as 1000 GRPs of Campaign B. 

(Paul)  How do you fix that?   It’s a pretty devastating list of problems.

(Don)  Yes it is.  That’s why we asked everyone from Nielsen to pass through a metal detector when they entered.  The solution is -- Recognition-Based Tracking!

(Paul)  Funny, I thought you were going to recommend a new Ouija Board! 

How Tracking Fixes the Problem

(Don)  Recognition shows true reach. It can show something no media rating service can - whether an individual noticed your advertising in any media: TV, radio, print, web pages, stadium banners, store displays, direct mail - you name it.  Diagnostic measures show the effects of frequency and quality on those who were reached.  Those are the topics we will be talking about to show  “Why Tracking Should Replace GRPs”.

(Paul)  That’s quite an agenda.  Let’s go through those point by point.  What do you mean GRPs don’t measure reach?  Isn’t that exactly what we use them for every day?

Why GRPs Don’t Measure Reach

(Don)  That’s a fair question.  Lets consider what Gross Rating Points mean.  We are in an area where researchers who conduct tracking studies don’t always speak the same language as media folks.  GRPs are the sum total of the rating points accumulated by ads or commercials every time they ran.  TRPs are the same type of measure, except they are based on the rating points achieved among some target audience.
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GRPs and TRPs are based on surveys that only measure consumer exposure to a single media, at least on a current basis.  As such, they are used quite validly to determine how much it will cost to do the same amount of advertising in different markets.  If that is all they were used for there wouldn’t be a problem, but their use in media planning is stretched far beyond that, and it leaves some critical blind spots.

The Old Problems

One of the oldest and most serious problems stems from having separate audience surveys for TV, radio, magazines and the like.  We don’t have any detailed knowledge of the amount of overlap that exists between the audiences for the various media.  GRPs can tell you the number reached by your TV commercials, but they don’t tell you how many more you reached when you added your radio campaign, or your magazine campaign.  The most basic question that can be asked is “How many people are being reached by our advertising?”  So, if you are using more than one form of advertising, you are not going to find the answer in GRPs, or ratings based media analysis.

Another problem is that we measure the number that were watching the program before your commercial runs, and the number that were watching the program after your commercial ran, but you have to go outside the U.S. before you will find an audience rating service that measures the number that were watching while the advertising was running.  With commercial breaks running two and three minutes, lots of people realize they can use the time to surf around the other channels to see if anything better is on.  If not, they know they will have plenty of time to get back to their original channel before the program starts.  So, there can be substantial differences between the number being reached by the program and the number being reached by  the commercials.

The number of homes with more than one TV set is another problem.  How many will leave the set on in several rooms because they are going back and forth and don’t want to miss any of the program.  It is not likely those viewers are being counted correctly.

Cumulative reach, the number that were watching on at least one occasion when the commercial was being aired, is arguably the most important of all measures.  But it is not measured directly in media studies.  It is estimated using mathematical models.  Those models have to make some pretty heroic projections to estimate the increase in cumulative reach between, say, the tenth and eleventh airing of a commercial, because the basic data they are working from do not include any cases like that.  It would be far better to have a direct measure of the total number reached by advertising.

The New Problems

The old problems were bad enough, but there are new ones that are likely to be the straw that breaks the camel’s back.  The biggest is the new technology that makes it easier to skip commercials.

TiVo and Replay have only been on the market about a year.  They both allow viewers to freeze the program they are watching, or to go back and replay portions of it.  They can automatically record scores of programs for later viewing.  And for programs being watched “live” or recorded, they also allow viewers to either fast-forward through commercials or zap them by hitting a button on their remote.  That last feature has a devastating potential.  It reduces the number watching commercials, but it does not reduce the program audience.  So you will never see the reduction in the number exposed to commercials by looking at GRPs.  Even “60 Minutes” quotes experts saying it is a technology that is going to be in 50% of all households in five years.
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We have had mute buttons on remotes for some time.  But people still have to wait until the soundless commercials are finished.  We have also had the ability to tape programs for later viewing and fast-forward through the commercials while watching them.  But programs considered worthy of taping, and people who are organized enough to remember to do it, are fairly rare.  So, the potential for skipping commercials has been with us for some time, but with TiVo and Replay it looks like it is going to get a lot worse quickly.

The proliferation of media is another problem.  We have hundreds of new channels and magazine titles.  It has caused uncomfortable compromises.  They can’t all be measured with the same care and precision as the much smaller number that had to be measured in earlier years.

These problems have been the subject of media research conferences for decades and they are spelled out in detail, with much more documentation, elsewhere.  (ARF WOW Proceedings, 1999, 2000).
(Paul)  OK.  I can understand all that.  But how about that second point?  What do you mean you can’t measure frequency?  You can certainly find out how often your advertising ran.  You had to pay for each and every time.

Why GRPs don’t measure frequency

(Don)  The basic problem is, if you can’t measure overlap, you can’t measure frequency.  It gets back to the definition of GRPs.  If you can’t tell how many have been reached by at least one of the ads you have been running in different media (TV, Radio, Print, etc.)  – that cumulative reach we were just talking about – you have no basis for knowing how often you are reaching the typical person with your message.  If you don’t know reach, you don’t know frequency.  If you are doing TV and you add radio, you could be reaching all new people, people who have never seen your TV.  Or you could be reaching exactly the same people.  Or some mix of the two.  You just don’t know.

Then, if you can’t measure the effect, you can’t measure wear out, or effective frequency.  Say you are lucky enough to just advertise in one media.  You find the average person saw your commercial seven times.  If you don’t know all the improvements in awareness, perceptions and intent happened during the first three times they saw it, you certainly don’t know what you need to know.

(Paul)  The next problem you mentioned is that GRPs don’t measure effect.  But why should GRPs measure effect?  They were never intended to measure more than reach and frequency.

Why should GRPs measure effect?

(Don Bruzzone)  If you just used GRPs to determine how much TV time to buy in New York and Green Bay, the way we showed in the example, there wouldn’t be any reason for concern.  But GRP’s are being used for a lot more than that.  Now, far too many key advertising decisions are made on the assumption all GRPs are the same.  That’s wrong.  Equal GRPs can result in widely different numbers being reached and affected.

I think the most impressive, real-world evidence of that comes from the Super Bowl studies that we have been conducting for the past 10 years.  The following chart shows the percent that were reached and affected by 65 commercials that had only been aired once, and that one airing was on the Super Bowl.  We surveyed people a couple of weeks after the game to see if the commercials had any lasting effect.
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The long tan bars show the percent that recognized the commercials was far from equal.  Even though they all had virtually the same exposure, the percent that recognized them ranged from over 50% to under 10%.  Obviously some were far better than others in capturing attention and getting noticed.  Attention getting value is critical, but advertising needs to do more than that.  So, we block out and bleep the name of the advertiser.  Then, when a respondent recognizes a commercial we can ask the key question “Do you remember who it was for?”  The brown bars show the number that recognized the commercial and knew who it was for.  That caused some shifts in the rankings, but it produced scores that still spread out over a broad range.  These first two measures only show the individual was reached by the advertising.  They do not show if it had any effect on the people that were reached.  To show that we add likability, the measure the ARF’s industry wide validity study found to be the most predictive of a commercial’s actual effect on sales (Haley & Baldinger, 1991:  see Page 7).  The dark blue bars show the percent that recognized the commercials, knew who they were for and liked them, a set of measures we find very helpful in providing a simple, clear-cut method of sorting through a large number of commercials to compare the number of viewers that have been reached and affected.  This 3-way measure also shows wide differences in performance among commercials with the same exposure.

The average Super Bowl commercial could reach and affect twice as many people if it performed as well as the top Super Bowl commercials.  The chart provides strong support for the point that equal GRPs can result in widely different numbers being reached and affected.

If you still feel the problem may not be all that important, consider this scenario.  Scanners made a lot of detailed information available on the price products were selling for.  Early builders of marketing mix models typically combined that with the GRPs of advertising being conducted by the brand during the week.  They found their models could do a good job predicting the increase in sales that would result from a coupon drop or a cents-off promotion.  They were not as consistent in predicting the effect changes in advertising would have on sales.  These models were used to evaluate the return from the various elements in the marketing mix.  They concluded price was more important than advertising.  They reduced advertising and increased price promotion.  If you recognize this as a generalization that could apply to most of the package goods industry over the years, I don’t think you would be too far off.  The outcome?  The package goods industry, once one of the strongest and most profitable sectors of our economy, has become one of the least profitable.  Why?  I suggest the following for your consideration.  One of the main reasons was the implicit assumption in those models that all GRPs are the same.  That underestimated the true importance of advertising.
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What if those models had included tracking data that could show some of the advertising was more effective and some was less effective?  They would probably have shown a much higher correlation between advertising and sales.  That, in turn, would have shown advertising is a lot more important than they thought. And that, incidentally, is something that has just started to be recognized and corrected in the industry.  Instead they used assumptions that were the same as saying bad advertising will help you just as much as good advertising.  And, if I’m right, that led directly to a serious lack of profits in package goods.  It’s sobering evidence that assuming all GRPs have the same effect is not a trivial one.  It can have dire consequences.

(Paul)  I can see - not knowing how many you are reaching, how often you are reaching them, and whether you are having any effect on those you do reach – is a problem.  Now, can we start spelling out the solution?

Why recognition-based tracking is better

(Don)  We already mentioned the first reason recognition-based tracking is better. Recognition can track advertising in all media.  We know if an individual saw your commercials, read your ads, heard your radio spots, visited your web site, or saw your store displays.  The total number of people that have been reached by any of your advertising is measured directly.  You know exactly how much overlap and duplication you have between the media you are using.

Secondly, recognition only measures the number that actually noticed your advertising.  In the example of the fellow who went channel surfing during the commercial break, he was counted as being in the program audience.  But he didn’t see the commercial, so unless he saw it on some other occasion, he wouldn’t recognize it, and he would be correctly excluded by a recognition-based tracking survey.  Tracking overcomes the problems caused by media proliferation the same way.  Viewers would be just as likely to recognize a commercial if they saw it on the most obscure cable channel as if they saw it on a network program.  Similarly, readers would be just as likely to recognize an ad they saw in a small circulation magazine as in a large one.  They don’t get that type of even treatment when you are working with GRPs.

Recognition measures reach much more accurately than the measure of ad awareness that has to be used in telephone surveys: recall.  When you ask the standard recall question “Do you recall any advertising for Brand X in the last month?”  those who say yes may be thinking of the advertising you ran six months ago, or the advertising you ran a year ago.  They could even be thinking of your competitor’s advertising.  But when you show it to them and ask, “Do you remember seeing THIS commercial?” you get a massive increase in accuracy.

As a measure of reach, intrusiveness, and attention getting value, recognition offers five major advantages:

· Accurate:  It capitalizes on one of the great strengths of the human mind.  That is best demonstrated by picture sorting experiments that show recognition is something people can do very easily and accurately.  A person looks through a stack of hundreds of snapshots.  Then hundreds more are shuffled into the stack and the person is asked to sort the old ones from the new.  It is a task the average person can complete with a remarkable 98%, 99% accuracy.  Consider a similar test with recall.  Read off a few phone numbers to people and see how many they can recall from memory.  Recall is not one of the strengths of the human mind.
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Sensitive:  The Super Bowl data showed recognition scores spread out over a wide range.  The more scores spread out, the more likely you are to find differences that are statistically significant.

· Reliable:  Recognition has high test/retest reliability, and it persists for a long time.  It gives the same answer every time.

· Sturdy:  We started comparing the results we get in person and by mail years ago.  For the past three years we have also conducted parallel recognition tests online as part of our Super Bowl studies.  The top performing commercials stay at the top and the poor performing commercials stay at the bottom whichever method is used.

· Complete:  Recognition identifies two to three times as many people who have been reached by advertising as a comparable test based on recall.

Because of this, recognition provides the most valid way to separate respondents into two key groups: those who noticed the advertising, and those who either ignored it or were never exposed to it.  Making that split accurately is critical.  It is the split that makes it possible to see if there is anything different about the people who have been reached.  Specifically, have they been affected by the advertising?  When that split is not accurate or complete you are likely to show advertising did not have as much of an effect as it actually did.

· Advertiser Awareness:  We mask the advertising as described earlier so we can see if it got across the most important piece of information any advertising has to communicate:  the name of the advertiser.  As shown in the previous Super Bowl results, this often overlooked measure of performance can account for major differences in the number reached and affected.

Recognizing a commercial and knowing who it is for only shows the advertising had a chance to affect a person’s attitudes and behavior.  We use several measures of overall impact to see if it actually did.

· Likability:  Again, this was shown to be the best of all measures by the ARF’s validity Study.

· Interest:  This focuses on the appeal and impact of the message.

· Effect on perceptions:  “How does it make you feel about the advertiser?”

· Effect on salience:  This shows if your name is more likely to come to mind among those reached by the ads.

BRC has long used the measures that tested out best in the ARF Validity Study: likability and diagnostics.  Measures that did not test out as well in industry-wide tests; recall, persuasion and main point feedback: are only used when specifically requested.

Diagnostic measures are used to determine why a specific ad or commercial performed the way it did. They can also be used to evaluate a whole campaign.  BRC’s standard battery of diagnostic measures is shown on the next chart.  It is an Advertising Response Model that gives a quick visual picture of how an ad or commercial performed.  It uses colors instead of numbers to show the results of 50 diagnostic measures providing a detailed view of what is driving the success of the advertising – or holding it back.  It is based on the reactions of those who recognized the advertising and helps to show why they were attracted to it and the extent to which they were affected by it.

Adjectives that respondents can use to describe the advertisement are listed down the left.  The color shows if the number that used that word to describe the advertisement was in the top third, the middle third or the bottom third of the scores for that word among the commercials that constitute BRC’s norms.  Top third means the most favorable third.  For negative adjectives that means the third that checked the word the least.

Adjectives are combined into sub-clusters and major clusters that reflect the basic types of reactions people have to almost all advertising.  The more emotional, affective and executionally oriented reactions are on the top half of the chart.  The more rational, message oriented reactions are toward the bottom.  Measures of overall impact are toward the right.

We will have a good example of how these diagnostics can explain unusual results at the end of the talk.
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Evidence that this way is the right way

We have a strong preference for using major industry-wide, peer-reviewed studies to demonstrate the validity of the procedures we use.  Historically, the advertising research industry has not been well served by those who can only offer studies they have conducted themselves as evidence of the validity of their procedures.  BRC maintains a 10 page recap of all the major validity studies that have been conducted over the years that is available for the asking.  We particularly recommend the following as providing the most conclusive evidence.

· Haley/Baldinger, “ARF Copy Research Validity Project,”  Journal of Advertising Research, April/May 1991.  This is probably the most important effort ever undertaken to find the best ways of measuring the effect of advertising.  It took eight years, evaluated 32 measures, and was designed, overseen and evaluated by a diverse group of senior researchers from throughout the industry.  It showed the two types of measures BRC has always used, likability and diagnostics, were the best.  It shows the measures used at the time by most other ad testing firms, recall, persuasion and feed back of the sales point, were among the worst.
· Lodish, et al,  “How TV advertising Works: A Meta-Analysis of 389 Real World Split Cable TV Experiments,”  Journal of Advertising Research, May 1995.  The ARF Validity Study kicked up enough of a furor from research firms that were using procedures that did not perform well, that 40 of the country’s largest advertisers got together to fund this study by IRI, in part to check the ARF results.  Research firms were excluded.  This study confirmed the ARF findings, concluding both recall and persuasion were poor measures of advertising’s impact.
· [image: image10.jpg]


Singh, Rothschild & Churchhill, “Recognition versus Recall as Measurers of Television Commercial Forgetting,” Journal of Marketing, February 1988.  The preceding ARF and IRI studies showed recall is the wrong way to measure intrusiveness.  This paper shows recognition is the right way.  It is the culmination of years of research at several Universities in the Midwestern U.S.  They found recognition is more sensitive, more discriminating, it’s accurate and it detected many cases of respondents noticing advertising that recall missed.
· Krugman, “Low Recall and High Recognition of Advertising,” Journal of Advertising Research, Feb/Mar 1986.  Long one of the most prolific writers and speakers favoring recognition, Herb Krugman often used research in psychology to document his points.  He is the source of the picture sorting tests mentioned earlier.  This is only one of a number of articles he wrote on this subject.
Recent conferences provide further evidence.  At the ARF’s Week of Workshops just a couple of months ago in November both Nielsen and Ipsos-ASI were subjected to considerable criticism for presenting studies where telephone surveys of ad recall were offered as evidence of advertising’s impact.  Researchers as prominent as Tom Delaney, VP Market Resources at CBS, and the venerable Erwin Ephron, were among the critics who cited studies listed above, and a good many others, in criticizing the use of recall and favoring recognition.
Evidence from this year’s Super Bowl

The final evidence is from this year’s Super Bowl.  We again surveyed people a couple of weeks after the game to see if this year’s commercials had any lasting impact.  The next chart shows the results from our online tracking using Survey Sampling’s SurveySpot Panelists.
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The chart shows we again found wide differences in the number reached and affected by Super Bowl commercials.  Here, we have not made any allowance for differences in the number of times the commercials were aired in addition to their airing on the Super Bowl, so the differences are even greater than the ones we saw before.  The percent that recognized these commercials ranged from a high of over 90% to a low of under 10%.

The point we would like to leave you with is that the process of recognition-based tracking that we have been discussing showed the commercial that reached and affected more people than any other this year was actually one all the other Super Bowl pundits missed.  It was the commercial about Jared, the fellow who lost hundreds of pounds eating Subway sandwiches.

This Jared commercial was the best because 91% still recognized it. Almost all of them correctly identified it as a commercial for Subway.  The percent that recognized it, knew who it was for, and liked it, was an exceptionally high 53%.  We watch all the polls and critics, and we can see why they missed this one.  That set of diagnostic measures we looked at earlier showed this commercial was not considered to be funny, clever or entertaining: the traits that characterize most winning Super Bowl commercials.  Where the needle went off the chart for this commercial was for the number that called it believable, convincing, effective and important. It had an exceptionally high level of perceived relevance, and it happened at an almost unconscious level.  It showed a simple message-oriented commercial can still have great impact – when the message is right.

Subway’s Jared Commercial



(Announcer)  Remember Jared from Subway?  Turns out he has inspired a lot of people.

(Singer)  You’re still looking good.  He’ll show you the way.  His name is Jared, and he’ll lead you to Subway.  

That’s where he goes, along with the rest, for seven sandwiches with six grams of fat or less.

(Announcer)  What an inspiration!  Subway.  Eat fresh.


The impact this commercial had suggests all the weight loss commercials that only feature women may be misdirected.  It showed something that holds out the promise of reducing the girth around the male midsection is something that can stick in the mind of a remarkably large portion of the public.

(Paul)  That’s the evidence we wanted to show you.  Don, can you pull it all together?

Summary

(Don)  I’d summarize it this way.  When you are trying to estimate the number being reached and affected by your advertising using surveys of media audiences and the traditional ratings based approaches, you have to make some bad compromises.  With the new ability to skip commercials provided by TiVo and Replay those compromises are rapidly becoming harder to accept.  All those problems disappear, and the unavoidable potential for error from working from erroneous information disappears, when the advertiser starts their own recognition-based ad tracking.  Then you get an accurate, insightful picture of the number of people you are reaching with your advertising – and why.  That is why we feel tracking should replace GRPs.

(Paul)  We would like to thank you for your kind attention, and remind you to keep reading our Top Ten Insights and to visit our web site at www.Bruzzone-Research.com.
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Consider what Gross Rating Points (GRPs) DO Measure:





10 airings on programs watched by 5% = 50 GRPs


or,


(Frequency)           X          (Reach)       =       GRPs





100 primetime GRPs in NYC cost $3,000,000


100 primetime GRPs in Green Bay cost $7,000 





GRPs measure the amount of advertising to a certain audience
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% of Respondents 


Reached and Affected 


By Super Bowl Commercials 2001


Subway-Dieters inspired by Jared's diet


Volkswagen-2 young guys find selves treed


Universal-Hannibal


Doritos-Ali Landry's "chip catch" fails


Dentyne Ice-Hot Couple in pool hall get very cool


Volkswagen-City sleekers need fast getaway


Pepsi-Bob Dole parodies Viagra ad


Pepcid Complete-Lawn keeper gets wet


Anheuser-Busch - Yuppie "Whassup?!"


Visa Check Card-Rabbits multiple in wait to OK che


Diet Dr. Pepper-Low-rent parody of Riverdance


Am Legacy Assoc-Electrolarynx


Snickers Cruncher-Cliche-talking dolls crunched


Bud-Cedric's dream date goes awry


MasterCard-diving contest, old timers


Anheuser-Busch-Alien "Pooch" takes space journey


EDS- Running of the Squirrels


Visa-Wife cleans up annoying hubby


Am Legacy Assoc. - Anti-Smoking Ad, Man who lost h


FedEx-Chairs get extra "spring"


Motel 6-Refs call them as they "see" them


Anehuser-Busch-Bud Light inspires pencil pusher


IBM-CEO's TV promises scare employees


Monster.com-office delivery


Pepsi-Subway rider's island fantasy


NFL-Big FB Player & kids


Monster.com-Smiling corpse had job he liked


Bud Light - Dog "Otto" chows down


PepsiCo-Machines get techno revenge


Anheuser-Busch-'N Sync responsible drinking ad


VW-Can Jetta get to the church on time


Verizon-Crowd,screen,couple


Verizon-Similar crowd, she's on screen


hotjobs.com-Desk toy ball escapes to park


Verizon-party, 2 girls at home


Cingular-Touchdown dancing school


MasterCard-Parody auction of "priceless" things


Pepsi-Chess game v Computer


Geo Foreman Grilling Machine


Levis-"Donor" jeans rushed to man in need


Cingular-Disabled artist


E*Trade - Superhuman security guard


Philip Morris-female jogger,kids,don't smoke


Cingular-Guy dancing,white BG


Universal-The Mummy Returns movie


Warner Bros. - Exit Wounds movie


E*Trade-Dancing E*Trade monkey returns


Columbia (Sony) A knight's Tale movie


WarnerBros-Password:Swordfish movie


Target-poodles, pringles, all red


Blockbuster-Direct pitch for Direct TV


Bud-Fields,combine,bottles, bar


Invesco Funds-NFL coaching legend Bill Walsh


Accenture-Remote control surgery


NFL-Old FB movies


Accenture-Bacteria as digital circuit


Accenture-Disappearing sports car driver


Accenture-Unlimited lifespan means lots of candles
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Not Amusing

Clever

Warm

Sensitive

Convincing

Effective

Not Pointless

Not Confusing

Informative

Believable

True To Life

Worth Remembering

Appealing

Well Done
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Original

Fast Moving
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Clarity
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Attitude Toward the Ad
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"How  interested are you in…?” 

"How  did you like the ad?”

"How did the ad make you feel about the product?”

Brand 

Prominence

Advertising Response Model

"Do you remember the name of the advertiser?”
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% of Respondents 


Reached and Affected 


By 65 com'ls aired once only - on the Super Bowl


Bud Bowl V1 - 1st Q 


Lays:  Dan Quayle


Nissan:  Pigeons


Nike:  Patton


Pepsi:  Festival


Pizza Hut:  Elvis


Tabasco:  Mosquito blows up


Anheuser Busch:  Family History


Bud Bowl IV:  Part 1


Bud Bowl VI:  2nd Q


7 Up:  Casino


M & M's:  Pool


Brisk Lipton:  Babe Ruth


Bud Bowl VII


Holiday Inn:  Transvestite


Bud Bowl IV:  Part 2


Sony Corp.:  Mask of Zorro


Lipton:  Bo Jackson


Bud Bowl VI:  4th Q


Bud Bowl VI:  3rd Q


Ford Explorer:  Big Game


Nokia:  Car & Drew Carey


Michelob Light:  Locker Room


Reebok:  Shaq raps


7 Up:  Hot workers


Pork:  Medieval dinner


Lee:  Girls Hopping


FedEx:  TV test screen


World Wrestling Federation


Nike:  Popcorn Tape


Master Lock:  Dam


Porsche:  Parking attendants


Alamo:  Family ages


Honda:  del sol 007


Cracker Jacks:  Really Big Bag


Lipton:  Kung Fu


Pork:  White Meat


Reebok:  Football


Volvo:  Truck Driver


Wilson:  David & Goliath


Mail Boxes etc.:  Pocket pump


Warner Bros.:  Wild Wild West


Lee:  Men's Meeting


Volvo:  Truck on Road


Just for Feet:  Runner


Lee:  Night watchman


iOmega Zip Drive:  Family


Mail Boxes etc.:  Jeremy's Ice Cream


Taco Bell:  Lights/Town


Hormel Chili:  Car/can/desert


Continental Tires:  Man spins paper tire


Yellow Pages:  Talk Show


Time Warner:  Lost in Space


Anheuser Busch:  Kid's Head


Porsche:  Robots


General Tire:  Man driving/road hazards


Paramount:  The Saint


Hilfiger Athletics:  Man plays ball


Hormel Chili:  Party, kids skating


Intel Pentium II:  Mystery Web site


MCI:  Symbols


Hotjobs.com:  Dream job


Universal:  The Mummy


Westin Hotels:  Golf, hotel


No Fear:  Rodeo
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