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Introduction TC "Introduction" \f C \l "1" 
As the Radio Ad Lab investigated the nature of research on Radio advertising, we found a dearth of good research on how to do Radio ads well. As we pointed out in The Radio Ad lab White Paper #3, the published research indicates a wide range of Radio ad effectiveness—wider than for television, in particular. While single Radio ads tend to exhibit about 80% of the recall and brand identity power of single TV ads (for much less cost), there’s a very large difference between the most and least effective ads. The best Radio ads can often exceed the single-spot power of a TV ad, but only if they’re well done.
But there’s little practical research about how to improve the effectiveness of Radio advertising.
 That’s partly because many different principles and factors are involved—to use music or not, to use humor or not, length, synergy, etc. The reality is that general rules are hard to come by.
In fact, that’s true for other media as well. Universal guidelines for TV creative are rare, too. But TV advertisers solve that problem with frequent pretesting of commercials. Advertisers need to understand how to make their particular campaigns work for their specific products and for their target objectives. That campaign-specific concern frequently results in the testing of multiple campaign executions with a variety of methodologies.
Radio, however, has rarely benefited from that more-scientific approach to commercial execution. For a number of reasons, the creators of Radio ads rarely subject them to commercial and copy pretesting. The result—a wide range of Radio commercial effectiveness.

The Radio Ad Lab hopes to encourage advertisers to consider more scientific development of Radio ad campaigns. As Return on Investment concerns lead advertisers to consider alternative media, so too should ROI drive more investment in effective creative in those alternative media.

That’s why the Radio Ad Lab is publishing this Guide to Radio Advertising Testing Services.
How This Guide Was Created TC "How This Guide Was Created" \f C \l "1" 
To assist in the development of the guide, the research and consulting company WirthlinWorldwide was commissioned by the Radio Ad Lab to first assemble a list of potential Radio advertising testing companies. The list was compiled through a variety of resources including Internet searches, professional publications and resources, and referrals. 
Each of the listed companies was contacted and asked to answer a standardized questionnaire designed to provide a comparable assessment from one firm to the next. In some instances, companies provided the full information that was requested. In others, they sent brochures or other promotional material, and WirthlinWorldwide used those materials to develop a profile. Each of the profiles in this book was shared with the subject company and they had the opportunity to adjust the profile as necessary for accuracy.
Please note that the Radio Ad Lab has not attempted to judge the accuracy of the information provided, or to provide independent commentary on the pros and cons of each offering.
Company Profiles TC "Company Profiles" \f C \l "1" 
In this First Edition of the Guide, we have identified six firms currently offering a method of Radio advertising commercial testing and which were willing to share sufficient information with us. There are likely many more companies that can customize an offering. The firms identified here are those that are acknowledged for their Radio testing, that have notable experience in the area, and which responded adequately to our inquiry.
The Radio Ad Lab will consider the addition of other companies to later editions of this document. Companies which believe that their Radio commercial testing offerings should be added to the Guide should contact us at info@radioadlab.org
.

Meanwhile, we thank the companies listed here for their constructive support of this project.
AEFFECT, INC.

 TC “AEFFECT, INC.” \f C \l “2” 
520 LAKE COOK RD., SUITE 100

DEERFIELD, IL 60015

PHONE: 847.267.0169

FAX: 847.267.0172

WWW.AEFFECT.COM

MICHELLE KUHN

MKUHN@AEFFECT.COM

Length of Time in Business: 10 years.
Areas of Expertise: Aeffect provides strategic marketing and research counsel to Fortune 500 companies and Federal Government agencies. The firm’s services include strategic marketing research, marketing planning, communications research and evaluation, marketing and communications management, and marketing program evaluation for clients across nine practice areas. Practice areas include B2B, B2C, financial services, health care, information technology, media & entertainment, non-profit/the arts, social marketing, and travel & leisure.
Key Leadership: Michelle Kuhn, President.
Locations: Chicago, IL.

Global Capabilities: 30-40% of the advertising tested is executed on an international basis with ESOMAR partners all over the world. Advertising is tested in multiple languages with people of diverse cultures and socioeconomic backgrounds.
Internet Capabilities: Online surveys with exposure to Radio scripts, visuals, or print executions. 
Methodology:

Aeffect, Inc. uses a variety of methods to test Radio ad effectiveness. 
1. In the simplest pretesting form, target audiences are exposed to the ad and then asked to respond in an individual interview or in a focus group. During such a qualitative assessment, the audience will listen to the ad and then talk about their reactions to determine if the execution is engaging and communicating key messages.
2. The more quantitative studies are done with larger samples of 150 to 300 respondents, with people recruited to a central location, usually a focus group facility or a mall setting. The people are exposed to Radio commercials and answer a variety of questions, some of which are standard diagnostic questions: appeal, intrusiveness, key message communication. Behavioral response measures are also included.

3. Moment-by-Moment Trace: Aeffect also offers a moment-by-moment (MBM) measurement of Radio spots, using a hand-held keypad system. This is often used by clients to assess an ad’s ability to breakthrough, to hold attention throughout its duration, and/or for editing down a longer Radio spot. A longer version of the commercial (e.g., two minutes) is exposed and based on the listener response, the commercial is edited to focus on the parts of the 
omercial generating the highest level of engagement.
4. A telephone CATI format is sometimes used to get reactions to Radio advertisements very quickly. The general public is contacted via telephone, and the audience is recruited to meet target specifications. The Radio commercial is played, followed by an interviewer asking various questions pertaining to the ad. 
5. IVR (interactive voice recognition) where respondents call a toll-free number with an automated voice response. Respondents are recruited in advance by phone and given the toll-free number to participate at their convenience. They listen to the Radio commercial and respond to the automated voice prompts. This approach reduces costs and interviewing time. Participants are recruited in advance by phone.
6. Advertising tracking studies are administered to measure advertising and brand awareness, brand perceptions, retention of ad messages, and brand/product preference. Aeffect’s research works to quantify the role of Radio in the overall mix, isolating the contribution and Return on Investment of Radio advertising relative to other forms of brand contact.
Recruiting/Participants: Varies by method; see above.

Stage of Advertisement: Commercials are tested in a variety of stages, ranging from rough scripts through finished commercials.

Survey Measures: Standard and custom measures can be used.
Some typical questions include: 
· Likeability

· Overall rating

· Relevance

· Believability

· Informativeness

· Purchase interest

· Likelihood of attending to commercial on air

· Likelihood to finish listening to entire commercial

Analysis: Results are interpreted based on clients’ objectives. Normative data are on close-ended and MBM measures.
Report Format: Reports are customized to meet clients’ needs. Topline reports with topline proportions and numbers are typically available within 48 hours. A complete report is available within two to three weeks and is either Word or PowerPoint, depending on what the client wants and who the audience is, or both – a written report plus a summary deck with key information. An in-person presentation is available at the request of the client. 

Timing: The timing depends largely on the difficulty of reaching the target audience. Tests involving a high-incidence audience might take two to three weeks. Lower-incidence targets may take six to eight weeks.

Pricing: A quantitative approach, in a mall setting, starts at $8,000 per ad.

Key Clients: Broad range of clients including corporations, advertising agencies, and the Federal Government.

Strengths: “Aeffect has conducted communications research for a broad range of organizations in both the public and private sectors, and has developed keen insight into how target audiences respond to communications, including Radio advertising.”
FIELD RESEARCH CORPORATION TC “FIELD RESEARCH CORPORATION” \f C \l “2” 
222 SUTTER ST., SUITE 700

SAN FRANCISCO, CA 94108-4411
PHONE: 415.392.5763

FAX: 415.434.2541

WWW.FIELD.COM

LARRY BYE

LARRYB@FIELD.COM
Length of Time in Business: 59 years.
Areas of Expertise: Full service marketing and opinion research organization. Spans multiple industries and is very well established in the public and private sectors. Specializes in healthcare market research. 
Key Leadership: Larry Bye, President.
Locations: San Francisco, CA. Phone centers in San Francisco and San Diego.
Global Capabilities: No.

Internet Capabilities: Yes.

Methodology: Method involves assessment of commercials in either one-on-one interviews or small group discussions. Most often a combination of individual feedback plus group discussion.

Recruiting/Participants: Have experience recruiting a large variety of target audiences. Typically recruit eight to ten for a group session.

Stage of Advertisement: Typically tested at the strategic message stage and execution stage. Most often evaluated in qualitative settings — less likely to have quantitative ranking of concepts. 
Survey Measures: Dimensions typically evaluated:

· Comprehension

· Key message communication

· Relevance

· Believability

· Cultural sensitivity 

· Persuasion

Analysis: No normative data. Qualitative feedback is compiled objectively and quantitative feedback is typically reported as mean scores and differentiating among audiences.

Report Format: Reports are customized to reach each client’s objectives. Reports range from a three-page memo to a lengthy full report, complete with quotes from qualitative sessions. 

Timing: A typical study will take two to three weeks from start to finish. This will include a topline report; if a more detailed report is desired, an additional two weeks may be needed.

Pricing: Qualitative focus groups are $5,000 to $10,000 per group and depend upon the subject matter, the audience, and number of groups. One-on-one interviews in a pre-recruit central location are equivalent to two to three focus groups per audience segment.

Key Clients: Ad agencies and public relations companies, most of which are doing work for the Federal Government or state government agencies. Objectives include public health, and the design and evaluation of health communications campaigns. 

Strengths: “Given the amount of work done in behavioral and social research, Field Research brings a much broader universe of specificity-broad multi-disciplinary perspective.”
MAPES AND ROSS, INC. TC "MAPES AND ROSS, INC." \f C \l "2" 
176 WALL STREET

PRINCETON, NJ 08540

PHONE: 609.924.8600

FAX: 609.924.9208

WWW.MAPESANDROSS.COM

MICHAEL LOGAN

MLOGAN@MAPESANDROSS.COM
Length of Time in Business: 32 years.
Areas of Expertise: Copy testing for broadcast (TV and Radio) and print.
Key Leadership: Hal Ross, Founder and President since 1972; Michael Logan, V.P. Client Services on staff since 1986; R. Heinemann, V.P. Research on staff since 1989.
Locations: Princeton, NJ.

Global Capabilities: Yes.

Internet Capabilities: Yes. 
Methodology: Mapes & Ross utilize two different Radio copy-testing designs, which can be denoted as an evaluation method and a diagnostic method.

1. Evaluative method: The Natural ExposureSM methodology provides data on the advertising in terms of its selling effectiveness, intrusiveness/
memorability, and ability to communicate. The system is designed to measure (among other things) these key aspects of advertising:

· The ability of the advertising to be persuasive 

· The ability of the advertising to impart memorable impressions/ideas in the name of the brand 

· The ability of the advertising to communicate specific sales ideas about the brand

2. Diagnostic method: CoreSearchSM is a quality comprehension and reaction (“C&R”) methodology that provides both rapid turnaround and superior analytical benefits. Since Mapes & Ross has conducted thousands of evaluative surveys on numerous forms of advertising over the years, knowledge of the “why” of performance is brought into the analysis to provide more insight into the diagnostic survey results.

Though somewhat different procedures are usually used for each survey, the general procedure is to first obtain a “clutter awareness” (recall) measure from a portfolio/reel, and then intensive diagnostics from the ad/commercial.

Diagnostic information commonly available includes the following:

· Recall (clutter awareness) and brand linkage

· Key benefit/main Idea Communication among recallers

· Other idea communication

· Likes/dislikes

· Anything hard to understand

· Anything hard to believe

· Commercial statement ratings

· Brand statement ratings

· Other custom-designed measures to meet unique needs

Recruiting/Participants: 
The Natural ExposureSM 

Respondents are recruited by telephone and asked to listen to an actual Radio program under the guise of learning audience reaction to the program. Respondents who agree to participate in the survey are instructed to listen to the program as they normally would. An appointment is made for the post-exposure interview, which occurs on the following day. Pre-exposure Brand Preference ratings for test category are taken at time of invitation. Respondents are re-contacted the day after exposure, and post-exposure Brand Preference ratings are measured (the pre- to post-exposure ratings determines the ‘shift,’ or persuasion for the test brand). Recall (unaided and aided) is then measured, including idea communication diagnostics, custom questions, etc., followed by demo/usage questions.

Natural ExposureSM usually uses sample sizes of 150 to 200 participants. 

CoreSearchSM
One-on-one interviews are conducted among target respondents who have been recruited from malls and exposed to the advertising. 
CoreSearchSM sample size is usually 100 participants.

Stage of Advertisement: Commercials can be in rough or finished form for either methodology.

Survey Measures: (See “Methodology,” above.)

Analysis: Analysis is generally based on normative comparison and/or comparison to the other commercials tested in the survey; norms exist for many categories.

Report Format: Final report format depends upon the client needs and ranges from bound tables with summary, electronic format, and PowerPoint deck, to personal presentation, etc. The level of detail shared depends on the complexity of the study, sample size, number of test commercials, research objectives, and the data. 
Timing: Natural ExposureSM surveys generally take two and a half weeks from start of field to final report; CoreSearchSM surveys generally take seven-ten days from start of field to final report. Allow at least one week prior to fielding to set up the survey. Additional time would be required for narrow target samples, large number of test cells, extensive written analysis, etc. 
Pricing: Costs for CoreSearchSM start at around $12,000. Natural ExposureSM starts around $25,000. The biggest determinants of cost are sample incidence and size.

Key Clients: Client list is not available.

Strengths: “The Natural ExposureSM method is virtually identical to the TV Natural ExposureSM system, which has been extensively validated and, due to systematic integrity and general utility, has not been changed for our 32-year existence. This assures clients of getting reliable, valid, and actionable information about their advertising. Mapes and Ross also has a heritage of providing guidance based on the principles of effective advertising. 

“CoreSearchSM offers diagnostic information faster than any of our competitors for very reasonable cost.”
PRETESTING COMPANY TC "PRETESTING COMPANY" \f C \l "2"  

38 FRANKLIN STREET

TENAFLY, NJ 07670

PHONE: 201.569.4800

FAX: 201.569.4842

WWW.PRETESTING.COM

MARK EINHORN

MARK.EINHORN@PRETESTING.COM

Length of Time in Business: 31 years.
Areas of Expertise: TV, Radio, Print, Outdoor, Media Synergy, and Packaging. Patented technologies simulate “real world” exposure to test executions to both predict behavior and provide recommended improvements.

Key Leadership: Lee Weinblatt – CEO, Vivian Edelberg – President, Mark Einhorn – Executive Vice President.
Locations: Tenafly, NJ.
Global Capabilities: 132 test site locations in the U.S., plus Canada, Israel, Australia, France, U.K., Italy, and Germany.
Internet Capabilities: Extensive experience in using eye-movement technology to pretest Internet websites.

Methodology: Each of Pretesting Company’s patented technologies/
methodologies uses control vs. test group comparisons, with one-on-one interviews and client targeted respondents. While each interview takes approximately 45 minutes, for the first ½ hour, each respondent is unaware that he is participating in a test of advertising. During the simulated drive (for Radio commercial testing), the respondent has the ability to change Radio stations at will, although the test method ensures that two exposures to the test commercial are presented during the “drive.” The exact point of any zapping is recorded, as are brand name and message recall, improvement in competitive imagery, change in impulse product selection and a host of customized diagnostics.

Recruiting/Participants: Most respondents are recruited at 132 mall test sites, although the firm is experienced with pre-recruiting difficult to reach respondents. All recruiting is conducted without sensitizing the respondent as to the purpose of the study. All interviews are conducted in a one-on-one setting. A typical sample size is 100 target audience respondents per test or control group.

Stages Of Advertisement: All stages of finish, with separate norms for each level of finish, and special methods for not sensitizing the respondents to rough commercials. Also have the ability to take competitive executions and lower them to the same level of finish as the test executions.

Survey Measures: Improvement in competitive imagery is the most sensitive and predictive measure, with zapping and impulse persuasion the next metrics of interest. Other metrics include:

· Brand name registration

· Key message recall

· Likeability

· Believability

Customized diagnostics can also be incorporated. Measuring differences between forced exposure and voluntary exposure to the test executions usually provide additional insight as to potential improvements that can be applied to the execution.

Analysis: The PreTesting Company uses two key benchmarks for analyzing results. First, extensive norms for over 475 categories with tens of thousands of executions. Also compare test group results to control group scores (those not exposed to the test execution), which provides the most sensitive analysis. Guidance on results is also provided.

Report Format: A final report which includes the coding of all open-ended questions, and a full written analysis, including conclusions and recommendations. A final presentation, in PowerPoint, is made by senior staff, in the client’s office. The client will also receive both an electronic and paper copy of the detailed test results and analysis.

Timing: Once a questionnaire is approved and the test execution received, it take two days to incorporate the Radio executions into the “drive” tapes and send them to selected test sites. Interviewing is completed within one-two weeks and a topline report follows in one and a half weeks. A final report is available to the client within two weeks of the topline report. 

Pricing: Costs are based on 100 target audience respondents with a recruiting incidence of 30% or better. A control group is approximately $8,000 (only one required), and each test group costs between $19,000 and $21,000. “Immediate answer” studies (using mostly closed-ended questions) are less expensive and usually take a shorter time to complete. Difficult target audiences (with lower recruiting incidence) usually raise costs, mostly due to recruiting expenses.

Key Clients: Over 180 clients, most testing Radio in addition to other media. Categories range from pharmaceutical, to auto, home care, beer, fast food, packaged goods, pet food, telecommunication, soft drinks, and cosmetics.

Strengths: “The PreTesting Company’s greatest strengths include the ability to pretest a commercial in a real world experience, and to also be able to measure all key diagnostic elements to provide recommendations for improvement.”
RADIO RECALL RESEARCH TC "RADIO RECALL RESEARCH" \f C \l "2" 
22 SOUTH HOLMDEL ROAD, P.O. BOX 164

HOLMDEL, NJ 07733

PHONE: 732.946.9618

FAX: 732.946.7405

WWW.RADIORECALLRESEARCH.COM

GARY SESLAR

RRR@VTLINK.NET

Length of Time in Business: Over 25 years.
Areas of Expertise: Specialized in all aspects of Radio creative research. Unique among copy-testing companies in specializing in the medium of Radio.

Offers clients expertise in Radio commercial research while maintaining hands-on flexibility, accessibility, and efficiency. Within this framework, uses state-of-the-art technology to generate comprehensive analysis and actionable recommendations.

Key Leadership: Ted Brew – President, Gary Seslar – Executive Vice-President.
Locations: Holmdel, NJ.
Global Capabilities: Canada.
Internet Capabilities: None.
Methodology: The purpose of the Radio recall technique is to provide a relative measure of the communication effectiveness of a Radio commercial in a “near normal” listening situation.
A typical study includes the following: 
Two hundred qualified respondents spend approximately ten minutes in the interviewing center filling out three short questionnaires. During this time, the respondents are exposed to a Radio “program” which consists of a professionally produced tape of music into which three commercials have been spliced.

The day after exposure, central location telephone calls are made to each respondent.

Respondents who recall hearing a “Radio playing” or “background music” are asked unaided and aided questions about each commercial. Two hundred exposures typically yield 130-140 completed callback interviews. 

At the conclusion of the interview, after all recall has been taken, the commercial is played through the telephone lines for 100 respondents and the Refocus interview is administered to obtain custom communication data.

Radio Recall Research maintains an extensive database of over 7,500 commercials, which support norms by most product categories, by demographics and by commercial lengths. The analysis of a commercial provides benchmarks for awareness, communication, comprehension, attitude profile, and persuasion.

Basic testing procedures: Radio Recall Research offers several established methodologies for testing Radio commercials; however, most clients utilize a Day-After-Recall Diagnostic Refocus study. This is conducted in several phases:

· Screening the respondent to conform to target population

· Conducting the mall exposure

· A next-day callback to administer the recall 

· Interview and diagnostic refocus questionnaire

Recruiting/Participants: All testing is conducted using a mall intercept technique in geographically spread, major suburban shopping malls with permanent facilities. Testing procedures offer target audience respondents screened for demographics, product category usage, ethnic origin and/or any specifications to conform to the client’s target population.

Stage of Advertisement: Usually at the finished stage, occasionally rough. This does not impact the design.

Survey Measures: 

Day-after-recall:

· Proven recall scores

· Sales message registration

· Verbatim testimony

· Unaided/aided category and brand awareness

· Product category and brand usage

· Pre/post purchase intent

· Classification data

Refocus:

· Main point message registration

· Commercial elements liked

· Commercial elements disliked

· Commercial elements that are hard to believe/doubtful

· Commercial elements that are confusing/hard to understand

· Five-point purchase intent scale

· Five-point commercial rating scale

· Attitude profile

· Additional custom communication data

Analysis: Day-after-recall will determine how effective a commercial is in registering the brand name and how well primary messages are being communicated. The report generated by this procedure includes a comprehensive analysis of the DAR survey measures listed above.

In Refocus, there is an opportunity to obtain custom communication data and investigate themes, execution variables (i.e., music, humor, or spokesperson), slogans, product attributes, or any areas of interest.
Normative data are available for standardized questions. Additionally, there is a complete summary with conclusions and recommendations based on past experience. A minimum of 35 tests are required for a norm; most product categories have the benefit of many more tests.

Guidance is provided on the impact of various commercial elements (humor, point of brand introduction, etc.) on performance.

Report Format: Tables with a written analysis of the report.

Timing: Standard timing is as follows:

· Commercial available seven days prior to start of field

· Topline (Proven Recall Scores): Ten working days after start of field

· Verbatims: Five days or less after topline

· Final Report: Three weeks or less after topline

An accelerated schedule can be implemented at an additional cost if desired.

Pricing: $12,500 for a typical study, based on a minimum of 50% incidence. Rates are higher for lower incidences and ethnic testing. Respondent incentives and travel costs are billed net. 
Key Clients: 

· Bristol-Myers/Squibb Company

· Brown-Forman Beverages Worldwide

· Campbell Soup Company

· The Canandaigua Wine Company

· The Clorox Company

· Coca-Cola USA

· ConAgra Inc.

· Ford Motor Company

· General Motors Corporation

· The Gillette Company

· Kraft Foods Inc.

· Nabisco Inc.

· Novartis Corporation

· Pharmaton Natural Health Products

· Procter & Gamble Company

· Schering-Plough Corporation

· Smithkline-Beecham Corporation

· Sterling Jewelry

· Warner-Lambert Company

· Western Union

Strengths: “The testing of the ad in a normal listening environment that does not direct the respondent’s attention to the ‘Radio program’ or the ad. This allows a measure of the ad’s natural intrusiveness.”
WAC SURVEY AND STRATEGIC CONSULTING TC "WAC SURVEY AND STRATEGIC CONSULTING" \f C \l "2" 
60 MADISON AVENUE

NEW YORK, NY 10010

PHONE: 212.725.8840

FAX: 212.213.9247

WWW.WACRESEARCH.COM

ART SAVITT

ASAVITT@WACRESEARCH.COM
Length of Time in Business: 32 years. 

Areas of Expertise: All types of full-service, custom market research methods and analyses: Ad testing, brand equity, segmentation, positioning studies, tracking (brand, customer satisfaction, advertising, customer retention), pricing, advertising development, new concept studies, packaging, name and logo testing, all business-to-business as well as consumer, online studies, international field service. Specializing in brand loyalty, customer retention, and satisfaction.

Key Leadership: Art Savitt, CEO; Jim Frisch, President.
Locations: New York, NY; Fort Lauderdale, FL; San Francisco, CA.
Global Capabilities: Yes, over 100 countries.
Internet Capabilities: Yes, plus IVR-Inbound 800# supplement to account for that 40% of U.S. households which are non-propensed towards web surveys. Also, development, maintenance and utilization of customized, proprietary panels offering up to twelve studies per annualized contract.

Methodology: A number of techniques are employed. Since the approach to implementation of any study requires a custom perspective, each design implemented has been customized and individualized to client’s objectives and informational needs. 
Typical method involves a group listening situation (doctors’ waiting rooms or focus group facilities’ waiting rooms). Respondents are exposed to blind real world programming containing test Radio commercials. They are then re-contacted by telephone or web to measure their take-away.

Day-after-recall, copy point and main message registration, persuasion, purchase intention, purchase likelihood, interest in visiting showroom, etc (i.e., some form of dependent variable; scaled image attribute ratings; full diagnostics; etc.).
For another design, test and control or clutter commercials are spliced into an audio reel containing a mock program. Target respondents listen to the program in an attempt to desensitize them to the commercials contained therein; after 48 hours, they are recontacted to measure recall, copy point recall, comprehension, persuasion, image, diagnostics, etc.

Recruiting/Participants: Respondents are recruited by phone using a local recruitment service or WAC national field services. Also, if very general, respondents may be recruited by blast email asking them to listen to a specified program, and then to log onto website or call a dedicated 800 number for a self-administered interview. 
Number of individuals per session or in total depends on how many stimuli are being tested or the number of analytic cells needed for a particular test design. We usually recommend a minimum of 75-100 for each sub-cell. If national sample, we have used sample sizes ranging from 300 to 3,000. It depends largely on the issues, the informational objectives, and length of questionnaire.

Stage of Advertisement: May be at any stage. When we work with our ad agency clients, we work most frequently at the rough and conceptual stages. We tend to take a more qualitative and diagnostic approach at the earlier stages since one of the objectives is for refinement towards finished state.

Survey Measures: 

Key metrics include:

· Recall

· Persuasion

· Main point communication

· Importance of main point

· Clarity of communication
· Believability

· Scaled attribute ratings

· Brand linkage

· Other diagnostic measures

Analysis: Basic analyses are usually a test-control or test vs. non-exposure condition. Benchmark or control group against which to compare results of exposure to test stimuli is always recommended, with condition of using matched samples to ensure that differences in scores are due to exposure to stimuli and not to inter-cell variation in respondent characteristics. Or, in lieu of test-control design, pre- vs. post-exposure design and evaluation of test stimuli in terms of attitude shift. 
Other analyses include leverage analysis to determine purchase interest drivers and perceptual mapping to demonstrate how test commercial moves brand in desirable direction vs. competitors’ brands, brand loyalty, and retention.

Results are not generally compared to normative data unless for exact same brand. 
Report Format: PowerPoint or Word; graphics utilized to a great extent, in addition to basic tabular presentation of data. Report includes guidance.

Timing: Can range from three-four weeks to ten weeks depending on sample size and depth of analysis required. Also depends on degree of difficulty of obtaining respondents. Low incidence respondents can take a long time to locate, screen, recruit, and obtain completed interviews from.

Pricing: Varies – from $8,000-$75,000, depending on sample size, length of interview, length of program within which Radio ads are slotted, number of respondent exposures, degree of ease and incidence of target eligible respondents in universe under consideration, length of analytic time required, number of markets, degree of depth required for analytic report, whether multivariate analysis is required.

Key Clients: 
· Amtrak

· Anheuser Busch

· Bates New York 
· Bozell Advertising

· Chrysler

· Coors

· Corning

· DDB-Needham

· Foote Cone Belding (SF)
· Lee Jeans

· Tetley

· U.S. Army

Strengths: “The evaluative criteria contained in basic questioning help fulfill at least two of three major criteria that any testing system must fulfill: (1) Reliability (i.e., have high test-retest correlation); (2) Sensitivity (i.e., able to measure differences between stimuli).”












� In fact, RAL is hoping to partially rectify that lack of research with the imminent publication of our first major new primary research study conducted in association with WirthlinWorldwide. Please be sure to visit our website, at � HYPERLINK "http://radioadlab.org" ��http://radioadlab.org�, to access free copies of all our publications.
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