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MOVING FROM EXPOSURE
TO ENGAGEMENT

It wonld be an wnderstatement fo say that there
lve been deamatic clhanges in e media landveape
af virtially every cowntry in the world vesuliing in a
nrafor cliguge on fhe inmpact r:-f adverlising exposire
ot Bl consnmer’s peivd aud velf theee kas Been very
little change in the way media sellers sell, media
agencies buy and edvertisers fake decisions, e nuest
aeeet M Dlavee for wal imposing ou the seller new
parameters or medvics, basis which the media product
showlad be bowght or sald, The new melric, shoild
rewrd those seflfers whe provide a move conducive
enviranment for the exposure or Sens message’ 1o be
evetved” o acted wpon and penaelize e seller wihe
provides an envivernment thal is mof conaucive far the
message to be received or aeted wpon, The abseree of
this provides no incestive fo the seller to price his
produet, hased an what valve the advertizer receives,
Feif e ERenhd fust exposire,

Drecizions woday on where to put the TV money cannol
be determined anvimers exclusively by conventional
metrics swch as TVE or TRP, This conventicnal metric
ad a lot of relevanee decades back, when the viewer
had only one or two channel eplions and waiched, with
equal interest all the programmes ihat the channels
decided to dish out, With the plethora of channcl
options available today, the time has come to move
beyond this conventional metric,

W believe that a simple eveball measure like ratings is
not he ideal metric in an environment where our
clients arg fighting in a ruthlessly competitive market
and are looking at us, their agency, o help them scll
their product and be more accountable for the money
spent on advertising, We need to come out of our
comfort wone of delivering reach, frequency and
GRPs. We now have to start 1o deliver to our clicnts,
“relevant audiences in the right frame of mind to
accept and act on the advertising message being
beamed to them™.
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Madison Media also winsg 3 Golds, 2 Silvers and People’s Choice Award at Emvies 2006.

Madison Media

hecomes the first Media Agency to bring home

not 1 but 2 Media Lions.
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The implicit assumption with which media planners and
buyers work todny 15 that higher the TVRs, higher the
exposures and better it is for the brand, as this they believe
translates into higher brand recall. Hence, decisions on
which television programmes to advertise on, and which
programmes 10 lock in on sponsorships are based almost
entirely on programane TY Rz, However, we believe that
the correct metre by which we should be basing our
decizsions to advertise should be a progeamume's ability o
deliver the correct brand recall,

There 15 a growing awareness in almost all felds that the
basiz for price determination should be what the buyer
receives amd not what the seller sells, We believe thar
cxposure is more a function of what the seller gives and
net anymeore 2 geod metric of what the buyer receives,
The time is right for us (o seriously question whether it is
mere exposure that we are after, and wheiher we should
not incentivise a media owner who offors us a favorable
enviranment under which if an cxposure is given, leads
toa higher chance of completing a sale or at least enables
higher message retention and conversely penalize those
media owners who do not offer a favourable
environment that is conducive o mecting the advertiser's
objective.

Or experiencge clearly indicates that exposure or TVR in
many ¢ases 15 an inadequate measure and dogs nof
corrclate to sale or message retention. Questions that
keep emerging in our minds are:

e s it more profitable to address an active viewer or
passive viewer?

o s it better to advertise in a bigh involvement
programme or low invelvement programme?

e Isitbener to reach a consumer when he is involved
i appeiniment viewing OR at the time of channel
surfing?

o Which gence of progrmming 15 best sunted for
meessage relention?

For cxample, two programmes with similar TVRS
may differ significantly in terms of viewer attention
and involvement and therefore the likelibood of viewers
wiatching the commercial breaks and noticing  the
ads aired (and remembenng the brands advertised)
would be different. There could alse be  certain
proeeamme characteristics which determine wether they
are indeed invalving,

To find answers toa Lot of such questions that plague the
media industry we initiated o pilot research 1o answer the
following two quesiions:

« WHAT IS THE POTENTIAL OF A FPROGRAMME
TOENGAGETHE CONSUMER & HENCE ENABLE
RECALL OF THE AD BEAMED ON THE
PROGRAMME?

« WHAT 15 THE ACTUAL COST PER 10" WE NEED
TO FAY FOR THE PROGRAMME BASED OXN ITS
ABILITY TO IMPACT BRAND RECALL (AND NOT
GEMERATE EYEBALLS)?

We commissioned 1IMEB 10 do a rescarch amongst 540
House wives & Males belonging w SEC AB, 25-44
years and residing in Cable and Satellite homes in
Mumbai to arrive at the answers.

The objective of this rescarch was to arrive at what we
call Madison Engagement Correction Factor or M:ECF
in short which when multiplied on to the TVEs would
help in giving a metric that l;'JI:ltL!r serves the advertiser's
objective, vie achieve Brand Recall. A comrection factor
of say 0.9 would mean that the actual TVE has o be
down weighted by 10% and if the correction factor was
gay LOT then the TVE would get up-weighted by T4,
The starting point of this research was to focus on
dentifyving the possible vanmables that can influence
M:ECE. We arnved at 65 such vamables that were
categaried wnder the following heads:

1. Environment while watching the programme

The physical cavironment in which the consumer is
viewing Television was studied. For example, was the
individual multi-tasking? Was the respondent watching
the programmc by herself?

2. ¥iewer Psychographics
All aspects of viewers' attitwde towards advertising was
captured.

J Attitude towards the programme

Wiewers' attitude towards the programme, their image of
the programme, attention level with which a programme
15 vieywed, were studied.

4. TV Set Characteristics

The physical characteristics of a TV set such as Colour
or Black and White TV sct, number of channcls

available, whether the TV set has a remate, ¢te were
cxamined,

S Programme Content Characteristics

The genre of the programme, whether the progeamms
had high drama or Tow drama, whether the programmes
wis episodic in nature or long running, whether it was
heavily prometed or ned-promoted were asceriained.
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32 of these 63 variables were collected through a
questionnaire while the balance |3 variables primarily
in the arca of programme content characteristics were
ot coded,

The rescarch was spread across a forinight and
gxtensive data was obtained for analysis fram the 540
respondents, All respondents were asked to recall “ads
watched vesterdny.” Likert & Bipolar semantic seales
were administered for cach programme that was viewed
the previows day by the respondent 1o capture attention
amd explore the relatonship between attention and
commercial viewership, Out of the 65 parameters only
26 parameters were found w best explain brand recall.
The 26 parameiers werg;
FACTORS AFFECTING BRAND RECALL
Factors
Egitedic ar Lang Rusining
Gosre Typa
Kids Pragramime o Mot
Cast Type [(Goed, Bad ar Poor)
Dirama (High or Low)
Frimecime wi MonPhimsetine
Framaoted wi Met-Fromoted
Recall of frwaurite charagter
Besss Bulletin w's Interview w's Fano discussion
1 ENpoyTEng rating
k| Extent af program e watched
12 Attention level while watching the programmie
13 | Gualiey of receptien of the pragramme
14 Emptians evaked while watching the pragramme
1% Attitude on missing a programms
14 Mtitude towards the pregramme
17 Block busier ws Lmall film
18 Fiopoat wis First Time Mosies
19 Recall of Taveurite movie acter
20 Buybrands which are advertized
21 Agdaniung ws Mon adventie
2 Mumber of ads
1% Mumber of chanmels availatie
24 Ressons for net changing the channel
25 Weekday wisWeekend
36 Cricked vi's Mon-cricket

We formulated and tested a few hypotheses and armved
atsoame astonishing fndings listed below:

1. WHICH GENRES WORK BEST FOR THE
ADVERTISER?

The bazic assumption of many media plannecs 15 that
soaps have the highest engagement amongst
housewives and hence are willing (o pay a premium o
et their client's ad on soaps. Did you know that the
i ECF for an ad that appears on soaps is aciually lower
than that of reality shows? The M: ECF on serials iz only
00,93 while that for a reality show is 1.0% as shown in the
fable below.,

:
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| GENRE | M:ECF
| SOAPS | 093
| HINDI FILM | 054

| REALITY H]Ii’]_".".-'!i | I_.ﬂﬁ

| NEWS | 107

A Hindi movie has a M:ECF of only 0,54, Wy do
movies get such a low negative gomection factor? This is
due to the high clutter level across most Hindi film
channels Le. 100 many breaks per movie and too many
ads within cach ad break,

Clearly, advertisers wanting to improve their message
retention are better off paying a premium to Hindi
movie channels who agree to air fewer commercials,

2. DO ALL S0OAPS HAVE THE SAME
CORRECTION FACTOR?

Our study shows that though soaps a8 & genre have a
higher megative M:ELCF, the factor varics significanily for
different soaps. A casc in point is twio soaps with identical
TWEs, telecast over bvo Icacl:ing satcllite channels A8R.
Mg can be seen in the table below the M:ECFs for these
two soaps varics quitc a bit -

(identsal TVR Soaps)

CHANMNEL | PROGRAMME M:ECF
M X 108
B _ Y _ 0.97

The pesitive cormection factor For programme X 65 due to:
L. Higher Enjoyment Rating

2. Higher Level of Attention

3, Higher Positive Emotions evoked by the programime

since e composite MiECF is caleulated using 206
different factors the scores across different soaps would
vary considerably,

3. WHAT IS5 THE IMPACT OF PRIMETIME ViS5
NOMN-PRIMETIME?

The implicii beliel when planning a TV campaign is that
Primetime programimes, ¢ven thoss that are not promsied
are far more waluable than those felecast at MNon-
Primctime, However, thiz shwdy shows that MECF far
hoth Primetime & Mon-Primctime shows s similar at
1.34 8 135 respoctively.

4. DOES ENGAGEMENT VARY IF YOU ARE IN
THEMARKET TOBUY A BRAND?

[t is generally belicved that advertising works harder on
thosc consumers who arg in the market to buy a brand,
This study corroborates this hypothesis as M:ECF
amongst those who are pre-disposed towards buying
advertised  brands @5 almost 50%  higher than the
cormection factor for respondents who are less pre-

disposed wowards buying advertised bransds.

M:ECF
Pre-disposed towards 134
advertised brands )
Less Pre-disposed
towitrds advertised 1.0%
| brands







