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Back in simpler times, the ad agency’s Creative Department produced a TV commercial and possibly a couple
of magazine ads, and the Media Department — using syndicated TV viewership and magazine readership
data — figured out how to spend the client’s ad budget to maximize exposure opportunities.

How times have changed! The Creative Team (probably now working more closely with the Account Team
and the Consumer Insights/Planning Team) is still tasked with coming up with the ‘big idea,’ but the idea
could revolve around any number of traditional media, non-traditional media, social networking sites or other
venues. The Media Planning/Buying Agency (probably now a separate resource) is asked not just to
optimize exposure opportunities but also to come up with innovative new ways to engage the consumer, and
new ways to combine media venues into an integrated whole.

The desired outcome has not changed- the goal is still to achieve engagement with as many members of the
target audience as possible, and to convey to them a message that will motivate the intended action. The
major change is in the vast array of media and media combinations that are available. The question is, with
all of these possibilities how do you know you are on track to make the most of your multimedia campaign?

Communicus has isolated, quantified, evaluated and diagnosed the success of over $30 billion
worth of advertising in the past 25 years. We've measured campaigns that were targeted to teens,
young adults, seniors and business targets. We've measured campaigns that used only TV, campaigns that
used no TV, and campaigns that used a range of traditional and non-traditional media. We've measured
campaigns for new products and for brands that have been around since the early 20th century. We've
measured campaigns for cars, computers, consumer packaged goods, financial services, soft drinks and
telecommunications.

What are the key learnings that have emerged out of all of this Communicus research?

We often get asked what advertising awareness level (we refer to it as ‘engagement’) one can expect to
achieve with a given media budget.

Can we come up with an answer? Sure we can. For example, if you Chart 1:
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Alternatively, if you're able to improve your $20 mm
campaign (from average to better-than-average), you
can increase your effective engagement by 50% or more
without spending a dollar more on media.

A Communicus comm study can tell you early on,
before you've spent more than a small fraction of your
overall media budget, whether your campaign is going to
be among the top performers, just average, or among
the weaker campaigns. More importantly, the feedback
you gain from a comm. will provide insights to
maximize your future success.

Ad agencies, and many advertisers, pride themselves on
coming up with new ideas. Don't get us wrong, we love
new ideas, and have seen their ability to break through
and produce strong success. But we've also seen
situations in which the agency and the client get tired of
a campaign before consumers do. In fact, if you have a
campaign that’s working, unless marketplace changes
dictate that a new strategy is in order, you're almost
always better off capitalizing on the campaign equities
that you've already built than trying something new.
What's our support for this stance?

We recently examined the Communicus database and
identified 109 campaigns that had at least two years of
proven marketplace success, but were eventually
discontinued and replaced by new campaigns. One-
quarter of these (24%) were changed for strategic
reasons, while three-quarters (76%) were changed for

Chart 2:
Replacement of Successful Campaigns
(N=109)
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no apparent good reason. Of these arbitrary changes,
only 20% of the new campaigns performed at least as
well as the campaign that they replaced. (See chart 2)

The same goes for media opportunities - the newest
advertising venue isn't necessarily going to outperform
the more traditional media. And getting there first,
before key insights emerge and lessons are learned,
often won't provide the advantage that you are hoping
for.

The average TV campaign achieves 20% more
engagement than print, over 60% more than radio and
over 400% more than a digital/online campaign.
Contrary to the assertions of many advertising pundits,
engagement with TV advertising has not declined
significantly, either as a result of the growth of DVRs
(TiVO) or of consumers shifting their media time to
online venues. In fact, Communicus research indicates
that:

A There have been no significant declines in overall
engagement with TV commercials or TV campaigns in
the past ten years— your target is just as likely to
engage with your commercial now as they were in
the late 1990s.

A DVR usage has impacted TV commercial engagement
only very slightly, and only among the 17% of
Americans who view 60% or more of their TV in
playback mode.

(For more information on this, please see the

Communicus White Paper 'TV Commercial Viewing and

the DVR’)

The major downside of TV is no different now than in
past decades— TV is still the most expensive medium for
advertisers. The average cost of achieving one percent-
age point of effective engagement for a typical TV
campaign is three times the cost of gaining a point of
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effective proved awareness with radio, and four times
as expensive as a magazine campaign. Digital
campaigns, which generally have far lower media
investments but achieve much narrower engagement,
also gain each point of effective engagement for about a
quarter of the cost of TV.

The Communicus campaign database confirms that,
across media spending levels, a campaign that uses only
TV, without the support of any other media, is
significantly less likely to reach top quartile or top 10%
levels of campaign engagement than are campaigns that
utilize at least one other medium beyond TV.

As a way of expanding campaign engagement, an
advertiser who has achieved average levels of campaign
awareness with TV can, by allocating 20% of the media
budget to a magazine effort (and assuming ‘average’
performance for the print), increase overall campaign
awareness by as much as 75%. (See chart 3)

Chart 3:
Average Contribution of Print to a TV Plan

Media Investment Average Engagement
(39) (%)

TV

TV plus Print +75%

Having measured so many different multimedia
campaigns, we are — perhaps more than most — fully
aware that the media combination that is right for one
campaign won't necessarily be right for another. Further-
more, individual media perform differently based on the
strengths of the specific creative executions utilized within
that medium for the given campaign. So while adding an
online component may be the best solution for one
campaign, radio may be best for another.

That said, some of the general strengths and weaknesses
that we have observed by media are as follows:

Print: As compared to other media, print tends to add
the most incremental campaign engagement to a TV
campaign. And because print ads have an easier time
achieving brand linkage (again, on average) than do TV
commercials, having a well-integrated creative concept
across your TV and print campaign can boost overall
brand linkage levels.

Radio: Generally, radio campaigns are less effective than
print in building effective engagement incremental to
what is achieved by TV. Lower ‘reach’ combined with
significantly weaker brand linkage (on average) results in
radio campaigns that typically represent a relatively poor
value in terms of cost per effective engagement point.
However, an above average and creatively strong radio
campaign can be a powerful complement to other media—
and particularly effective in engaging consumers who are
ready to buy (e.g., for fast food advertisers).

Digital: Online campaigns can be effective and efficient,
but are uniikely to generate the broad based engagement
that most major aavertisers need. While the cost per
effective engagement point is about the same as for a
typical print campaign, awareness of the average digital
campaign is only about one-quarter that of the average
print campaign. And, while print campaign awareness
tends to be incremental to TV, we find that digital
campaigns are more likely to generate awareness among
the same people who have seen the brand’s TV
campaign. As such, digital builds intensity (or, the
number of touch-points that the consumer has with your
brand) and does so relatively efficiently. The ‘optimal’
digital campaign then, recognizes the likely dual
engagement that the consumer will have with your TV
campaign, and utilizes digital in ways that support and
build upon the TV engagement.

(For a complete discussion of typical performance and
best practices for digital media within the context of
multimedia campaigns, please see the Communicus White
Paper Navigating the New Media Environment.)
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Even with strong creative, one of the most common
mistakes we see advertisers make is to spend too
much per execution on too few executions. While you
may continue to generate behavioral impact with an
execution that has plateaued in awareness, the best
approach to ensure the broadest possible campaign
engagement is to maximize both the number of
media and the number of executions utilized in each
medium.

The Communicus database indicates that, holding
media spending constant, increasing the number of
ad executions utilized within a campaign, across
media, is likely to result in meaningful gains in overall
campaign engagement and persuasive impact.

Why is this the case? There are two principles at
work:

Some people will engage with a particular
execution ‘Ad B’ who were not sufficiently
interested to engage with ‘Ad A’ - maybe Ad B
has a story line to which they can relate, or a
baby, or a blue car instead of a red one.
Whatever the reason, we've almost never seen
two ad executions rotated through the same
schedule that achieved identical audiences. As
such, adding Ad B will invariably expand your
overall campaign engagement level.
Conversely, there will also be some overlap —
people who've seen both Ad A and Ad B. We
know based on our experience in analyzing
campaign impact on behavioral dimensions,
those who have seen both ads a few times are
more likely to be persuaded by your claim than
are those who've seen just one ad lots of times.

______communicus.com

These findings contradict two old media planning
myths that still emerge, without the benefit of any
proof, from time to time.

The first myth states that you should dominate
one medium before adding a second. Contrary to
this, we can clearly document the value of adding
a second medium long before domination has
occurred.

The second myth asserts that you must run
relatively high TRP levels against a single
commercial to ‘seed’ it prior to launching a second
execution. Our data clearly indicates that each
execution actually shows its greatest gains in
engagement during the first 100 TRPs of exposure
opportunity. While the commercial may not yet
have plateaued, the gains made for Ad A will not
be negated upon introduction of Ad B- rather,
both will accomplish more, and more quickly, than
if Ad A were to be run exclusively until the point at
which its awareness gains began to level off.

While there are some general observations that
emerge from the study of $30 billion worth of
advertising, we do not recommend that anyone plan
or implement a campaign based on expected/average
patterns of performance. Rather, the purpose of this
paper has been to provide some insights into how
multimedia campaigns often work, and in the process
perhaps debunk some common myths.

The real challenge for advertisers, ad agencies and
media buying companies is to find ways to ensure
that your specific campaign is the best that it can be,
and that every dollar invested in the campaign work
as hard as possible.

For this, we recommend a combination of
accumulated wisdom, a strong dose of creative
thinking and the use of Communicus tools along the
way to help ensure that you're on the right track.

Tel: 520.751.9000 |

310 S. Williams Blvd. Suite 300 |

Tucson, AZ 85711
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