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Radio Effectiveness Compendium
Summary of Past Research Collected by the Radio Ad Lab
Overview
Introduction
Welcome to the first edition of the Radio Ad Lab’s review of research on Radio effectiveness, a compilation of studies dealing with the Radio medium and its effectiveness in generating results for advertisers. This publication stands as the first of many Radio Ad Lab activities designed to study the ways in which Radio can be used effectively by advertisers and agencies to meet their marketing goals and to generate sales XE "sales" .

The Radio Ad Lab was created in 2001 to research the effectiveness of Radio advertising. Established as an independent organization with funding from Radio industry companies, the Radio Ad Lab works closely with advertisers, agencies, and Radio broadcasters to further the industry’s understanding of how Radio advertising works and to measure its effectiveness. This is a major industry commitment to a long-term and objective research program.

Before doing any new research, it made sense to conduct a review of everything that had been done in the past. Therefore, one of Radio Ad Lab’s first activities was to assemble all relevant past research on Radio effectiveness. Our efforts uncovered a wide array of interesting and useful studies, and we decided to share what we’d learned with the industry at large through this publication. We reviewed over a hundred different articles and write-ups, catalogued over fifty of the more interesting ones, and provided summaries here of the most recent and robust projects.

While we believe this Compendium will be useful as a first step in understanding how Radio works, our main goal is to use this information to inform the plans for new research; Radio Ad Lab’s goal is to enrich the industry’s understanding of Radio, not just repeat old studies. As this document is being published, Radio Ad Lab’s Research Committee is using this intelligence to shape major new primary research initiatives on Radio advertising.

We attempted to be comprehensive, but it’s possible that we overlooked a valuable study here and there. We invite all readers to share with us anything we failed to include, and we’ll consider providing that information in future editions of this guide.

This Compendium also reflects a certain amount of judgment about what to include. For example, there are quite a few simple case studies involving a single advertiser and a single campaign that “worked” to the advertiser’s satisfaction. We have not included most of those here unless they utilized unique or robust methods of measurement, but several resources for Radio case studies can be found in the section “Other Resources” (page 17).
We also exercised some judgment about how to handle studies that were more than 20 years old. Obviously, the media landscape in general, and Radio’s environment in particular, have changed dramatically over the past decades. We decided to focus our attention mostly on studies of the last two decades, at least for stating conclusions about how Radio works. However, some of the older studies were interesting because of the methods they used, and we included a few nuggets from those studies in a separate section (page 14).

And finally: We acknowledge that many proprietary studies have been done by individual advertisers concerning Radio advertising. We are attempting to acquire publishable summaries of such research, and will incorporate them where possible into later editions of this Compendium.
The Major Findings About Radio
The items below represent important findings which occur in more than one study, or which were identified in relatively recent and robust studies. Unless otherwise noted, the measure of effectiveness was advertising or brand XE "brand"  recall.
· Radio ads do result in the recall of ads, copy points, and brand XE "brand"  names.
· The effectiveness of Radio ads differs significantly from ad to ad, suggesting a wide variation in the quality of Radio ads. 
· The best Radio ads appear to be as potent as the average TV XE "Television"  ad.
· The effectiveness of Radio ads (as measured by recall) is highest when the ad…
· is longer and 
· contains early and frequent brand XE "brand"  mentions 
· with relatively few different ideas within the ad,
· and is aired in a shorter pod or at the beginning of a pod.
· The effect of humor XE "humor"  in Radio ads varies by product. 
· Radio ads can, and often do, cause images to appear in the listener’s mind.
· Radio ads are capable of achieving significant recall even when listeners are distracted.
· Radio’s impact on recall is about 80% as potent as TV’s XE "Television" —for a single exposure.
· Thus, when costs are contrasted with impact, Radio is more cost XE "cost"  effective than TV XE "Television" , and Radio can increase the impact of a campaign when added to TV. 
· In one recent UK XE "UK"  study, moving 10% of a TV budget XE "budget"  into Radio raised recall by 15%.
· At the same GRP XE "GRPs"  levels (and less cost XE "cost" ), Radio can affect sales XE "sales"  and recall as much as TV.
Each of these conclusions will be further discussed in the study summaries which follow.

The Major Findings About Research Methods

In addition to the findings about Radio itself, the historical research also teaches us a few important lessons about how to conduct (and not conduct) Radio effectiveness research:

· Consumers have great difficulty telling researchers where they were exposed to an ad (e.g., on which medium). Radio exposure is often attributed to other media, such as TV, even when Radio represented the exclusive medium being used.
· Methods which measure recall after audio prompting (e.g., playback of commercials) tend to have high levels of false positives XE "false positives" .
And perhaps most importantly:

· Almost all past research on Radio effectiveness was based on recall—of ads, copy points, images, or brands. Little published research has been done to directly link levels of Radio spending to actual sales XE "sales"  (with the notable recent exceptions of the 1999 Paskowitz XE "Paskowitz" /Bennett XE "Bennett"  paper on an Imperial Margarine XE "Imperial Margarine"  test in Canada XE "Canada" , RAL page 22; the 1999 Gibbe XE "Gibbe"  paper on yogurt XE "yogurt"  sales in Germany XE "Germany" , RAL page 21; and the German efforts to use a fused Radio/scanner XE "scanner"  database described by Wild XE "Wild"  in 2001, RAL page 23).
The Implications For Future Research

After reviewing all these studies, there appears to be a wealth of information pointing to Radio’s ability to have impact on consumers, especially concerning awareness. But there are also several gaps in our knowledge about how Radio advertising works:

· Few past studies of Radio advertising studied actual sales XE "sales"  impact.
· There have been few studies that contrast Radio’s effectiveness with print XE "print"  (or any medium other than local Television XE "Television" ).

· There’s little recent research on how to make Radio advertising more effective.
The Radio Ad Lab will consider all these needs as it develops a program of new research on Radio.
Highlights
In this section, we’ll expand upon the bullet points above, summarizing across the major studies listed individually in the final sections. Where page numbers are shown, they refer to the study summaries provided later in this report.
Radio Does Cause The Recall Of Ads 
As noted earlier, the vast majority of past studies about Radio advertising effectiveness used recall-based measures of effect; some also used before-and-after brand XE "brand"  preference measures. The recall studies used many definitions of recall, including measures of:

· Unaided recall of commercials, copy points, and/or brand XE "brand"  names
· Recall which was aided by mentions of product categories, brand XE "brand"  names, and sometimes by playback of the ad itself

The methods for measuring recall were even more varied, including:

· Same-day or day-after XE "day-after"  telephone and in-person surveys after an ad had been aired on one or more stations, sometimes preceded by prior solicitations to listen to the programming on those stations
· Telephone surveys in which portions of actual ads were played over the telephone
· Telephone surveys about recall following an in-person disguised exposure the previous day

· In-person questioning about recall immediately after disguised exposures and distractions

· Telephone surveys following on-air campaigns for fictitious advertisers 
Despite all these variations, though, it’s clear that Radio does “move the needle,” at least as measured by recall. RAL found about forty different studies in which exposure to Radio ads had some impact on ad or brand XE "brand"  recall.

To illustrate, we’ll summarize one of the most contemporary large-scale studies of Radio recall. In a 1997 study in Quebec XE "Quebec" , respondents exposed to Radio ads (from 840 to 2,190 GRPs XE "GRPs" ) were able to name the advertised brands 2.5 times more frequently than those not exposed (BCRQ XE "BCRQ"  1997, RAL page 44).
That Quebec XE "Quebec"  study provided a very detailed analysis of recall effects. The BCRQ XE "BCRQ"  sponsored two sets of telephone recall studies in 1995 and 1997 which measured recall after 36 Radio-only campaigns XE "Radio-only campaigns"  of known weight. The campaigns ranged from about 200 to about 2,200 GRPs XE "GRPs"  over three weeks.

Their key findings:
· Up to 900 GRPs XE "GRPs"  over 3 weeks, each 100 points of weight generates roughly 4 recall points.
· Between 900 and 1,500 GRPs XE "GRPs" , each 100-point segment yields 2 more recall points.
· Between 1,500 and 2,200 GRPs XE "GRPs" , each 100 points yields another 1 recall point.
· People exposed to a Radio commercial have a 15-20% more positive brand XE "brand"  image XE "image"  than those not exposed.
· Compared to BBM’s estimates of campaign reach XE "reach" , the authors estimated that 48% of those with an opportunity to hear the spots actually recalled them.

The bottom line across the recall studies we examined: It’s clear that people can remember ads they heard on Radio. But how does Radio compare to other media?
Radio’s Recall Is About 80% Of TV XE "Television"’s 

While recall as an absolute measure of effectiveness is often questioned, it may have more utility as a relative measure. In particular, many of the historical studies attempted to benchmark Radio ad recall to that for Television XE "Television" . (About 25 of the studies in our database involved at least a limited comparison to TV.)
Many of the studies compared single-exposure recall for Radio and TV ads, which is a bit unfair in light of the cost XE "cost"  difference between those media. However, the results are often impressive, suggesting that a single exposure to a Radio ad can have 60-80% of the impact of a TV ad as measured by recall:

Some examples:

· Radio = 70% of TV: In the 1980s, The PreTesting Company XE "PreTesting Company"  used an in-person method for testing immediate recall of TV and Radio ads after “misdirection exposure” to other video content. In an RAB XE "RAB"  summary, Radio ads were remembered about 70% as well as TV ads on average across many studies. (Galen XE "Galen"  1987, RAL page 36)
· Radio = 80% of TV: In 1987, Capital Radio XE "Capital Radio"  in the UK XE "UK"  conducted a telephone recall study of 150-200 different ads that ran over two weeks on two TV channels and one Radio station (Capital Radio). The study used a measure called “Proven Recall Ratings XE "Proven Recall Ratings" ” defined as the percentage of available audience that could also recall a specific ad. This measure averaged 31-34% for the TV ads, and 27% for the Radio ads. Thus, the conclusion that “Radio is about 80% as effective as TV. Pretty good for a medium that is one-third the price.” (RAL page 37)
· Radio = 83% of TV: A 1997 study in Canada XE "Canada"  by the RMB XE "RMB" , which was similar in design and in results to some older Gallup & Robinson XE "Gallup & Robinson"  studies, found that aided recall for Radio was 83% of TV’s. Brand recall for Radio was about 60% of TV’s. And that’s with about a 30% overestimate of the number of people exposed to the Radio ads. (RMB 1997, RAL page 47, and Ferris XE "Ferris" -Charlebois XE "Charlebois"  1999, RAL page 49).
· Radio = 61% of TV XE "Television": In Norway XE "Norway" , Carat XE "Carat"  Media & Research conducts regular weekly tracking of aided recall for TV and Radio ads which had aired recently. According to Carat, “The average impact score of Radio was 14% compared to 23% on Television XE "Television" .” (Thalberg XE "Thalberg"  1999, RAL page 51)
Despite the variations in method, recency, and country, there is some convergent validity here. Assuming that recall is a reasonable proxy for effectiveness, it seems clear that Radio is about 80% as potent as TV—for a single exposure.
Of course, a single exposure costs a lot less to achieve in Radio than in TV, which leads to the next set of findings…

Radio Can Be A Better Value Than TV
Radio’s efficiency XE "efficiency"  has been studied in several ways.
One of the best and most recent studies that attempted to consider cost XE "cost"  and effectiveness simultaneously was the 2001 “Radio Multiplier XE "Multiplier" ” study, described in the AdMap XE "AdMap"  article by Andrew Ingram XE "Ingram"  and Peter Cory XE "Cory"  (RAL page 54). While the study only considers measures of advertising recall, this Millward Brown XE "Millward Brown"  study involved nearly 5,500 interviews in continuous research to track awareness and attitudes to 17 brands. The media tested were Commercial Radio and TV in the Central Region of the UK.

In that study, adding Radio to TV had a multiplier XE "multiplier"  effect. Based on the averages in that research, if 10% of a given TV budget XE "budget"  is redeployed into Radio, the efficiency XE "efficiency"  of the campaign in building awareness increases on average by 15%. While the relative cost of Radio versus TV is different in other countries (the UK XE "UK"  study assumed a relatively large 1:7 ratio), it’s clear that Radio’s relative power to affect recall is greater than its relative cost—which leads to an important difference in value.
Besides showing Radio’s cost XE "cost"  effectiveness at raising recall, the research history also finds at least three studies which show how cost-effectively Radio can affect sales XE "sales" . Two of the studies were presented at the 1999 ESOMAR XE "ESOMAR" /ARF XE "ARF"  Radio conference (Radio on the World Stage, Boston, June 1999).
In Lars Gibbe XE "Gibbe" ’s paper (RAL page 21), the author built a mathematical model for sales XE "sales"  of the yogurt XE "yogurt"  category, accounting for media weight, price, distribution, and retail activities. On average, Radio delivered significantly more impact on sales per dollar of advertising than TV XE "TV" (by about 3-to-1).
Even more compelling was the paper by Sharon Paskowitz XE "Paskowitz"  and Bill Bennett XE "Bennett"  (RAL page 22). It describes a 1998 Canadian test conducted in cooperation with Imperial Margarine XE "Imperial Margarine" , which was willing to completely shift weight from TV to Radio in two test markets. One test market received as much GRP XE "GRPs"  weight in Radio as would normally be used in TV (and no TV ads at the same time); the other test market had 50% more GRPs XE "GRPs"  in Radio.

Actual sales XE "sales" , as measured by ACNielsen XE "ACNielsen"  scanner XE "scanner"  data in paired stores, went up as much in the equal-weight Radio market as they did in the control TV XE "Television"  market (controlling analytically for other marketing factors). And sales went up even more (by a statistically significant amount) in the 50%-more-weight Radio market.
The most recent study to link Radio advertising to sales XE "sales"  was presented at the ESOMAR XE "ESOMAR"  Worldwide Radio Conference in 2001 by Germany XE "Germany" ’s Christoph Wild XE "Wild"  (RAL page 23). The sponsoring companies worked with ACNielsen XE "ACNielsen"  to statistically fuse the existing regular Radio survey (AG.MA XE "AG.MA" ‘s Media Analysis survey) with the regular 10,000-person ACNielsen scanner panel. That Homescan panel uses peoplemeters and home scanners XE "scanners"  to track TV viewing and purchase transactions of FMCG XE "FMCG"  products.

The article indicates that the fusion XE "fusion"  model was able to use identical and detailed Radio measures from both sources as the database links, rather than fusion’s usual indirect measures (e.g., demographics). The fusion was done with a donor pool of 51,000 respondents to the MA survey, and 7,400 members of the Homescan panel, which should have resulted in good Radio-listening matches for the Homescan recipients. (Few other details on the validation of the fusion model were presented.)

The bulk of the article concerns one case study (from 30 campaigns analyzed so far) concerning beer purchase for a specific brand XE "brand" . The authors acknowledge that “not every Radio spot had a positive impact on sales, but it has been possible to determine a similar effect in more than 50% of the campaigns analysed. These effects... differ substantially both in degree and duration...”

The key findings:

· For this single case study, Radio exposures were strongly correlated with increased sales XE "sales"  of the brand XE "brand" , especially among “brand-disloyal” customers. 
· The authors also concluded that the ads were most effective when the exposures were close to the time of purchase, suggesting support for the recency theory XE "recency theory"  of ad scheduling.
· Relating the size of the effect to the cost XE "cost"  of the schedules, the authors concluded that Radio had a much higher return on investment XE "return on investment"  than TV XE "Television"  for this brand XE "brand" , leading to almost 2.5 dollars in short-term sales XE "sales"  for each dollar spent in advertising. TV’s short-term ROI was actually negative in this case study.

The bottom line from all these studies: The total effectiveness of a campaign can be improved by shifting dollars from TV to Radio.

Our only regret is that there aren’t more studies like these. Among other things, it would help to know more about Radio’s relationship with sales XE "sales"  … 
· Compared to print XE "print"  and other media

· For other types of products and services (beyond FMCG XE "FMCG"  products)
· In additional countries, including the U.S.
· With more variations in Radio creative XE "creative"  and scheduling
That last point is particularly compelling because other past studies have shown so much variation in potency between the best and worst Radio ads.

Radio Ads Vary Widely In Effectiveness 
One of the reasons that recall studies have been so popular is that they’re not terribly expensive, and can be conducted more often and for a wide variety of ads. Thus, much of what we know about how Radio ads work comes from recall-based research.

Many studies have shown that there’s a wide variation in effectiveness XE "variation in effectiveness"  among Radio commercials, which tends to hurt Radio’s comparison with TV XE "Television" . We came across about twenty different articles that found meaningful differences between the best and worst Radio ads.

For example, the PreTesting Company XE "PreTesting Company"  found that the difference in recall between Radio and TV ads was much smaller when the analysis is limited to the top quartile of each medium. In other words, the best Radio ads and the best TV ads are much closer in recall impact than are Radio and TV ads in general (Galen XE "Galen"  1987, RAL page 36).

But how can an advertiser make sure that a Radio ad is among the best?
Some of the earliest published research in this area came from Radio Recall Research, Inc. XE "Radio Recall Research, Inc." , which used a combination of in-mall XE "in-mall"  exposure and day-after XE "day-after"  telephone calls for a commercial testing service. RRR used a lab setting to expose people unknowingly to Radio ads embedded in background music. Participants were then called on the telephone a day later to test their recall. RRR’s approach to recall used a “brand XE "brand"  cue,” and then required recall of specific message points, much like the syndicated Burke XE "Burke"  method for copy testing.
While the mall-based sampling prevents the RRR research from being projectable, it was used extensively in the 1970s and early 1980s to compare Radio ads to each other. One of the best summaries was published in 1981 (RAL page 32), based on 1,200 Radio commercials tested by RRR with 200 respondents per commercial. There were 32 product categories tested over the period June 1975 - July 1980. 
RRR used a thorough analytical method to find which Radio ad characteristics XE "ad characteristics"  had the most impact on “proven recall.” The variables which clearly had an effect were:
· Number of words (more is better, all else being equal)
· Brand mentions (more is better, early in the ad is better)
· Number of ideas (more than 4-5 is bad)
· Execution format (straight announcement and sing-and-sell were weakest)
· A simple duplication of a TV XE "Television"  soundtrack was weak
Variables which appeared to have no effect either way were “humor XE "humor"  and type of music” and “gender of presenter/spokesperson.”

Though humor was not clearly related to recall in the RRR analysis, a later analysis of RRR data by Weinberger XE "Weinberger"  and Campbell XE "Campbell"  in 1991 (RAL page 38) found that the effectiveness of humor in Radio advertising depends on the product category. Their analysis sorted Radio ads into four product-type categories based on FCB’s Planning Matrix XE "FCB’s Planning Matrix"  (thinking/feeling and high/low involvement), and they found that humor worked best for “low involvement” products.
In the Ferris XE "Ferris" -Charlebois XE "Charlebois"  1999 analysis cited earlier (Radio Ad Lab, page 49), the authors considered several environmental factors. Radio recall was much higher for those who had been driving at the time. Radio recall for ads was higher for brands which ran on both TV and Radio. Retail ads did not do any better than other categories of Radio ads. And Radio ads in news programming may yield recall levels as high as TV’s.
Finally, we found one other recent study of variations in Radio ad performance. The Media Partnership XE "The Media Partnership"  in the Netherlands XE "Netherlands"  (Brennecke XE "Brennecke"  1997, Radio Ad Lab, page 43) conducted a major test of commercial pods XE "commercial pods"  over the telephone and measured product and brand XE "brand"  recall and image XE "image"  after the playback. While this was an artificial environment measuring immediate recall, it does provide some indications of how commercial positions XE "commercial positions" \t "See Commercial Pods"  within a pod can affect recall. They concluded that:

· Pod length XE "Pod length" : The length of a commercial pod is inversely related to impact, though they couldn’t distinguish between number of spots and length in time. Commercials in a relatively short block had 19% more impact on immediate recall.
· Pod position XE "Pod position" : The first position in a block was worth an extra 10% impact on immediate recall compared to all other positions.
· Spot length XE "Spot length" : In their set of ads, there was an interaction between “likeability XE "likeability" ” and length. Nevertheless, the authors concluded that length has a positive effect on impact, such that spots of 45 seconds or more were more effective.
Clearly there’s more work that could be done in this area, especially since much of the work on how Radio works is somewhat dated and/or in an artificial environment.
One area that has been studied fairly often and recently is that of imagery transfer XE "Imagery transfer" …

Radio Ads Cause Images To Appear 
One reason that some advertisers resist Radio is the “lack of pictures.” Despite the data cited above which shows relatively small differences in recall impact between TV XE "TV" \t "See Television"  and Radio, the lack of visuals is still sometimes presumed to be a weakness of Radio.
That’s why there have been several different studies sponsored by broadcasters which show how Radio can cause pictures to appear in people’s minds. These “imagery transfer XE "Imagery transfer" ” studies show how the visuals from a TV ad can “appear” to a person who only hears the corresponding Radio ad.

The original studies in this area were done by Coffin and Tuchman XE "Coffin and Tuchman"  of NBC in 1968. C. E. Hooper XE "Hooper" , Inc. also did a similar study in 1969. But the study most often cited these days is the one conducted by Statistical Research, Inc. XE "Statistical Research, Inc."  in 1993, called “Imagery Transfer: TV Pictures in the Radio Listener’s Mind” (Radio Ad Lab, page 39).

In this 1993 study, three TV commercials and one Radio commercial were tested with a probability sample of telephone respondents, using audio soundtracks only. Each respondent was exposed to two slightly edited commercial soundtracks, and then asked to describe what they saw in their minds as they heard the commercial, and other questions about mental images stimulated by the commercial. 

Key findings for the TV commercial-audio testing: For the average ad, 75% could name at least one transferred element, with higher transfer for people who were:

· heavy Radio listeners
· younger than 50
· in the target demographic for the product
· better educated
· higher income XE "income" 
· in larger households
· employed
· already users of the product category
· who “liked” the commercial
A version of this study was conducted in the UK a few years later (Prance XE "Prance"  1995, RAL page 41), with similar results: For the average ad, 73% could name at least one transferred element.
And in 1997, the Radio Marketing Bureau XE "Radio Marketing Bureau"  sponsored a similar study in Canada XE "Canada"  (Radio Ad Lab, page 46), with the same results: Respondents were able to generate images 73-82% of the time after hearing a Radio spot.
Clearly, Radio does have pictures—in the mind of the listener. And while it’s hard to translate these results into actual marketing value, they do suggest that Radio and TV XE "Television"  can work in a very complementary way.

Radio Ads Produce Recall Even With Distraction
Some studies have focused on another common objection to Radio—that Radio is a “secondary” activity which often doesn’t have a listener’s complete attention in real life. This objection is hard to counter with artificial or lab-style tests of recall, which is why several studies have added distractions to the recall task.

The best known are the “Ironing Board XE "Ironing Board" ” and “Jigsaw XE "Jigsaw" ” studies, with the most recent being a 1995 version of the Ironing Board test (Gould XE "Gould"  1996, Radio Ad Lab, page 42). In this UK update of a classic 1980 Saatchi and Saatchi XE "Saatchi and Saatchi"  experiment, the researchers conducted an in-person test of ad recall after participants were distracted by a mock test of ironing starch. Tapes of ILR Radio XE "ILR Radio"  were created which sounded as if they were live, but which contained test commercials. 
Respondents were asked to bring ironing on which to use a starch product; ironing board and iron were supplied by researcher. Participants were asked to test out the new starch for 15 minutes, and “because this is boring,” the ILR tapes were played in the background. Afterwards, respondents were asked a series of questions concerning spontaneous brand XE "brand" /product recall, spontaneous message recall, and prompted brand/product and message recall.

Among the main findings:

· For the average ad, 25% of respondents could spontaneously recall some aspect of the ad despite the distractions, with 21% recalling the brand XE "brand"  name. This was a higher rate of recall than for the old Saatchi study.
· Recall of the ad which aired during news was much higher than for music breaks.
Those results were compatible with those found in the similar 1981 Jigsaw XE "Jigsaw"  Study as described by the RAB XE "RAB" /UK XE "UK"  (Radio Ad Lab, page 31). In that study, “Recall of any ad” averaged about 48%, while unaided recall of specific ads averaged 7-15%, depending on the station, with average unaided spot recall at 9% after one hearing.
The bottom line: Radio advertising is recalled, even when the listening occurs in the background or when listeners are distracted by other tasks.

As before, it’s difficult to translate this into specific marketing values. But at least we know that distraction XE "distraction"  doesn’t eliminate Radio’s advertising effectiveness.
Methods From Earlier Studies

While most of our attention in previous sections was focused on studies since about 1980, our literature review did turn up some interesting older approaches to the measurement of Radio effectiveness. The findings of these studies are probably of little relevance today, but Radio researchers may find some value in knowing about these alternative approaches.

Walter Wesley: Electronic Galvanometer Research

In a 1948 Sponsor Magazine article (Radio Ad Lab, page 58) we found a discussion of Walter Wesley, whose firm (Gilliland, Ranseen, Wesley and Ragan) used electric galvanometer measures in a lab setting to study “Arousal” reactions to Radio commercials. Galvanometers measure the changing electrical resistance of the skin of hands because of sweating. Wesley claimed that “We have any number of examples where the subjective response was completely contradicted by the respondent’s galvanometer tape.” The firm also claimed to have evidence that commercials with “high Arousals” produced top sales response.

NBC’s Neighbor-Matching Sample Approach

A 1958 description of NBC Radio’s testing program (Radio Ad Lab, page 25) provided some insight into an unusual approach to sampling. The purpose of this particular test was to determine the effectiveness of a campaign for Universal CIT Credit Corporation that ran on NBC’s Monitor program in 1958. There were 70 spots on each of four weekends. Personal interviews were conducted before and after the campaign with two matched samples of male car-owners. What distinguished this approach was that parallel samples were matched by choosing neighbors.

Results were analyzed by comparing changes in awareness of and opinions about CIT between those who said they listened to Monitor in the last three months (vs. their matched neighbors) to those who did not listen to Monitor (vs. their matched neighbors).

How Good Is Over-the-Phone Recognition?

The question of how to measure effectiveness in general, and recall in particular, has been debated for decades. One of the more interesting early studies was published by Corey and Daub in 1963 (Radio Ad Lab, page 56). They used a sample of 575 Chicago women selected from the telephone directory. Three commercials were prepared, one real, one bogus for a real product, and one bogus for a fake product. Respondents heard either one or two commercials over the phone, and were asked, “Have you ever heard that commercial on the Radio?”

Claimed recognition for the bogus commercials was 35.9% for the real product, and 27.6% for the nonexistent product. That effect didn’t vary between users and nonusers of the real products. Based on this indication of high “false positives,” the authors concluded that the best measurement for ad recall may have to include both unaided and aided stages.

Tele-Research Coupon Testing

In the 1960s, the company Tele-Research Inc. made an early effort to link advertising directly to sales effects with an in-person coupon-redemption technique (RAL page 19). Different groups of shoppers were shown different commercials for the same product, while one group was shown no commercials at all. Then all the shoppers were given cents-off coupons for a number of products, including the one being test-advertised. Effectiveness was measured by the coupon redemption rate for each group.

Choose-a-Prize Method With TV XE "Television"  Pilots

Around 1970, the Schwerin Research Corporation (Radio Ad Lab, page 27) tried to measure Radio through traditional auditorium-type “TV pilot” testing, but with the addition of simulated Radio exposures during the event. They would recruit people 16+ listed in phone books via mail to attend a TV pilot screening. Both TV programming and Radio programming was presented during the screening, and brand preferences before and after screening were measured with a “choose-a-prize” form. Effectiveness was measured by increases in brand XE "brand"  preferences after exposure.

Using Single-Source Multimedia Databases

The industry’s hunger for multimedia data from a single source has been with us for years. In 1968, the research company MediaStat in San Francisco collected Radio and TV XE "Television"  data from a single sample. The design involved a one-week Radio diary, followed by (for those returning a Radio diary) a one-week TV diary. Some additional data was also used from an earlier New York MediaStat study which used a “two-media diary” instead of sequential measurement.

The Radio Advertising Bureau (Radio Ad Lab, page 59) used this database to analyze reach, frequency, and gross impressions both for theoretical mixes of TV and Radio, and for actual TV campaigns (with actual audience compared to what could have been obtained by shifting dollars to Radio).

In the theoretical section, the analysts created multiple $6,000 buys, allocating various amounts to TV and Radio, ranging from all TV to all Radio. The authors reported that Radio and TV in a mix always delivered greater advertising exposure than TV alone (e.g., 66% reach vs. 50% reach). And a half-and-half Radio-TV mix (on a dollar basis) provided the maximum net reach, with more different people than any other combination.

In the second section, the analysts obtained a number of actual TV-only schedules. They then assessed delivery in the original form versus various combinations of same-budget allocations that included Radio. In each case, a “campaign which contained Radio and TV schedules reached more people more frequently than the TV-only schedule.”

Same-Day And Next-Day Recall, Actual Ads

In the 1970s, the firm Gallup & Robinson had a regular commercial recall service for TV XE "Television"  in Philadelphia based on prior-day recall of copy points among primetime viewers (Radio Ad Lab, pages 26 and 28). The Radio Advertising Bureau worked closely with G&R to test this method for use in Radio, once using same-day recall of morning drive ads, and once using next-day recall. 

Their average “verified recall” of TV XE "Television"  copy points (at least one key copy point) based on an aided list of advertisers was 10%. In the Philadelphia Radio tests, the average verified recall of Radio spots was 8%. This was one of the earliest studies to show that single-spot impact for Radio ads is around 80% of TV’s impact—a finding which was echoed in the more recent research cited earlier.

Multi-Day Solicited Listening

Young & Rubicam took an interesting approach to the “solicited listening” technique in 1973 for a test of a Metropolitan Life commercial (Radio Ad Lab, page 29). The typical approach to solicited listening is to recruit participants to listen to a particular show the next day, and to measure their recall of commercials afterwards. However, Y&R asked respondents to listen for each of five consecutive mornings in which the test or control commercials would be aired.

Male heads of household aged 18-49 were recruited in three groups to listen to Radio programs over five consecutive mornings and to participate in a final interview on the last day. Three stations in each of three test markets were used. One mid-week reminder call was used to encourage continued cooperation.

Over 760 men (out of 1200 initially agreeing) completed the final interview, having heard from one to five test mornings. Those who listened 4-5 times were counted as “fully exposed”; those listening 1-3 times were counted as “partially exposed.” The study used a variety of recall measures, from unaided to company-name-aided.

This approach allowed Y&R to contrast the effects of more exposures to those of fewer exposures. For example, for one test spot, claimed recall was 34% for those “fully exposed,” while it was 26% for partially-exposed sample.

Brain Wave Measurement

In the late 1970s, NeuroCommunication Research Laboratories, Inc. used a Lab in Danbury, CT, to assess reactions to media while attaching electrodes to the scalps of 100 participants (Radio Ad Lab, page 60). Most were recruited via telephone, though a few of the participants came from an NCRL convenience list.

Each session included 3-5 people in an “auditorium” who were exposed to nine 2-minute “Radio programs” which also included two commercials. One TV XE "Television"  commercial was also played either before or after the Radio session. In addition to the electrode measurement of “Beta (activation) and CEP (interest)” from both right and left hemispheres, respondents also filled out questionnaires which basically measured their liking of the various commercials.

There was almost no correlation between the liking scores and the brain-wave data.

NCRL concluded that their brain-wave measures for Radio ads were “in the high evaluation region” compared to past tests of TV ads. A direct comparison of the matching TV and Radio ads showed “Radio scored higher than the TV commercials for the left hemisphere, whereas the TV commercials scored higher on the right hemisphere for CEP.”

We hope that these summaries of older methods will prove inspirational for today’s Radio researchers!

Other Resources
In addition to the material provided in this document, there are several other excellent resources for information about Radio. Some of these have electronic versions of the more recent documents referenced in this document; others have libraries of additional materials, especially individual case studies.

Radio Advertising Bureau (U.S.) XE "Radio Advertising Bureau (U.S.)" 
261 Madison Avenue, 23rd Fl

New York XE "New York" , NY 10016

+1 (212) 387-2100 

http://www.rab.com/
Arbitron XE "Arbitron"  Inc. XE "Arbitron, Inc." 
142 West 57th Street

New York XE "New York" , NY 10019

+1 (212) 887-1314

http://www.arbitron.com
World Advertising Research Center (WARC) XE "World Advertising Research Center (WARC)" 
Farm Road
Henley on Thames
Oxfordshire, UK XE "UK"  RG9 1EJ

+44 (0) 1491 411 000

http://www.warc.com/
(subscription required)

Radio Advertising Bureau (U.K.) XE "Radio Advertising Bureau (U.K.)" 
http://www.rab.co.uk
Radio Marketing Bureau Inc.
146 Yorkville Avenue

Toronto, Ontario M5R 1C2

Canada

+1-416-922-5757

http://www.rmb.ca
Bureau de commercialisation de la Radio du Québec (BCRQ)
1717, boul. René-Lévesque Est, bureau 450
Montréal, Québec H2L 4E8

Canada
+1-514-528-0888

http://www.bcrq.com/en/
Radio Marketing Bureau (Australia)

Suite 10, 82-86 Pacific Highway

St. Leonards NSW 2065 

Australia

+61 (02) 9906 5866

http://www.Radiomarketing.com.au/
Interep XE "Interep" 
100 Park Avenue

New York XE "New York" , NY 10017

+1 (212) 916-0700

http://www.interep.com
Katz XE "Katz"  Media Group 

125 West 55th Street 
New York XE "New York" , NY 10019

+1 (212) 424-6200

http://www.krgspec.com/
ESOMAR XE "ESOMAR" 
Vondelstraat 172
1054 GV AMSTERDAM
The Netherlands XE "Netherlands" 
Tel: +31-20-664 21 41

http://www.esomar.nl
Individual Studies: Sales Effect
In the following sections, we summarize each of the major published studies we referenced in preparing this Compendium. Since the sources for these study descriptions were highly varied, we’ve adopted an informal system of bibliographic reference. Copies of the source material will be retained by the Radio Ad Lab (catalogued by the Reference Numbers shown) if readers have a need for more details.
If any inaccuracies appear here, they are the responsibility of the author alone, and corrections (if any) will be addressed in the next edition of this publication.

Similarly, if any readers believe that an important detail of a study has been overlooked, that too will be considered for revision in future editions.
Finally, we again note that we have not attempted to include all studies prior to 1980. Only those older studies which provided information about interesting or unique methods are presented here.

This specific section covers the studies which measured Radio’s effectiveness through actual sales XE "sales"  or purchase measures of various types. The studies are presented in chronological order.
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In-Store Technique Tests Radio-TV XE "Television"  Ads

	Those seeing commercials buy more of product


	Category
	Sales Effect/Coupon Redemption

	Year Pub.
	1966


	Author
	Broadcasting Magazine XE "Broadcasting Magazine" 
	Country
	USA


	Publisher
	Broadcasting Magazine XE "Broadcasting Magazine" 
	Sponsor
	Tele-Research XE "Tele-Research"  Inc.



	


	Overview

	Summary of the Tele-Research XE "Tele-Research"  Inc. method of testing commercials through coupon redemption.


	Details

	Discusses the basic techniques used by Tele-Research XE "Tele-Research"  Inc. for testing TV and Radio ads. Different groups of shoppers are shown different commercials for the same product—and one group is shown no commercials at all. Then all the shoppers are given cents-off coupons for a number of products, including the one being test-advertised. Effectiveness was measured by the coupon redemption rate for each group.

This trade-journal description cites an article in Journal of Advertising Research XE "Journal of Advertising Research"  which we have not as yet obtained.


	Methodology Notes

	Only a brief review of the in-person test/coupon-use-afterwards method.
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Tele-Research XE "Tele-Research"  Inc.
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Radio Advertising’s Missing Ingredient: The Optimum Effective Scheduling XE "Optimum Effective Scheduling"  System

	


	Category
	Sales Effect/Other

	Year Pub.
	1991


	Author
	Marx XE "Marx" , Steve and Pierre Bouvard XE "Bouvard" 
	Country
	USA


	Publisher
	NAB XE "NAB" 
	Sponsor
	Coleman Research XE "Coleman Research" 


	


	Overview

	Guidebook to OES (Optimum Effective Scheduling XE "Optimum Effective Scheduling" ) system. Based on a belief that the optimum Radio schedule delivers a frequency XE "frequency"  of 3-plus to at least half of the total reach XE "reach"  in a week, every week.


	Details

	The book is based mostly on the premise that repeated exposures are necessary for advertising effectiveness— and that most advertisers don’t seek enough weekly frequency XE "frequency"  in their Radio buys to be truly effective.

The authors concluded that “Effective Reach— those hit 3 or more times— [should be] at least 50% of the Total Reach” each week. The authors then developed simple factors for translating a station’s turnover ratio and cume into the number of spots per week needed to achieve OES. Multiply the station’s Turnover Ratio by 3.29 to determine the number of spots per week that should be run to achieve OES. The number of people “effectively reached” is estimated by multiplying the station’s cume by 0.46.

Though the authors relied heavily on the ideas of others (Naples, et al.), they also provided secondary evidence of the apparent validity of this approach. In a survey of clients to selected Radio stations, those which volunteered satisfaction with their Radio buys tended to have run heavier schedules, like those dictated by OES.


	Methodology Notes

	Like many studies that espouse heavier frequency XE "frequency" , this one only considers the effectiveness of a short-term campaign. Obviously, heavier advertising in a fixed period of time will be more effective. The weakness is that financial effects over a year are not considered; i.e., is it better to spread an annual budget XE "budget"  across all weeks, or to flight into on/off cycles?
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Coleman Research XE "Coleman Research" 
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The Sales Drive of Radio Campaigns

	


	Category
	Sales Effect/Scanner Data

	Year Pub.
	1999


	Author
	Gibbe XE "Gibbe" , Lars

	Country
	Germany XE "Germany" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	RMS XE "RMS"  Germany XE "Germany" 


	


	Overview

	Author builds a mathematical model for sales XE "sales"  of the yogurt XE "yogurt"  category, accounting for media weight, price, distribution, and retail activities. On average, Radio delivered significantly more impact on sales per dollar than TV XE "Television"  (by about 3:1).


	Details

	Author used scanner XE "scanner"  store data over one year in 1997 to develop a marketing model that includes both Radio and TV impact. The product category was yogurt XE "yogurt" , in which 90% of the average media budget XE "budget"  is spent on TV, and only 6.5% on Radio.

On average, Radio delivered significantly more impact on sales XE "sales"  per dollar than TV (by about 3:1). Author speculated that this dramatic difference was due in part to the yogurt market’s heavy use of TV (so that “saturation and neutralization” occur), and to Radio’s ability to deliver unique light- and non-viewing people.
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ACNielsen XE "ACNielsen" 
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A Test of Media Effectiveness for Imperial Margarine XE "Imperial Margarine" 

	


	Category
	Sales Effect/Scanner Data

	Year Pub.
	1999


	Author
	Paskowitz XE "Paskowitz" , Sharon and Bill Bennett XE "Bennett" 
	Country
	Canada XE "Canada" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	Radio Marketing Bureau XE "Radio Marketing Bureau"  Canada XE "Canada" 


	


	Overview

	One test market was given an equal weight of Radio GRPs XE "GRPs"  compared to a control market which received the same GRPs in TV XE "Television" . Another test market was given 50% more Radio GRPs than the TV-only market. Actual sales XE "sales"  increased as much in the equal-weight Radio market as in the TV market, and sales were significantly higher in the 50%-more-weight Radio market.


	Details

	This was a 1998 test conducted in cooperation with Imperial Margarine XE "Imperial Margarine" , which was willing to shift weight from TV to Radio in two test markets. The Canadian convention is that it takes three times the weight in Radio to have the same sales XE "sales"  effect as Television XE "Television" . So one test market had as much GRP XE "GRPs"  weight in Radio as would normally be used in TV; the other test market had 50% more GRPs XE "GRPs"  in Radio—both of which represented less Radio weight than the “convention” would imply.

Actual sales, as measured by ACNielsen XE "ACNielsen"  scanner XE "scanner"  data in paired stores, went up as much in the equal-weight Radio market as they did in the control TV market (controlling analytically for other marketing factors). And sales went up by a statistically significant amount in the 50%-more-weight Radio market.

However, telephone recall measures of brand XE "brand"  awareness did not show consistent patterns, with little change pre- vs. post- in any of the markets. This was attributed to Imperial’s already high brand awareness.

Study also found that a significant number of people in the Radio-only markets reported having seen the ads on TV.


	Methodology Notes

	One brand XE "brand" , a few markets. But otherwise, quite compelling. Also illustrates that sales XE "sales"  effects may not be picked up by telephone recall measures.
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BBM Canada XE "Canada"  & ACNielsen XE "ACNielsen" 
 

 

 

 

 

 

 

 

 

 






	[image: image6.png]


Radio Sells

	New ways of analysing the effectiveness of Radio advertising


	Category
	Sales Effect/Scanner Data

	Year Pub.
	2001


	Author
	Wild XE "Wild" , Christoph

	Country
	Germany XE "Germany" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	ARD-Werbung XE "ARD-Werbung"  & RMS XE "RMS" 


	


	Overview

	ARD-Werbung XE "ARD-Werbung"  and RMS XE "RMS"  contracted with ACNielsen XE "ACNielsen"  to do a fusion XE "fusion"  of the regular Radio survey in Germany XE "Germany"  (the Media Analysis survey of AG.MA XE "AG.MA" ) with the ACNielsen Homescan consumer/peoplemeter panel. Using this fused data, the authors present a case study for a brand XE "brand"  of beer that demonstrates how exposure to Radio ads correlates with purchasing.


	Details

	Since Radio in Germany XE "Germany"  does not have access to a single-source panel, the sponsoring companies worked with ACNielsen XE "ACNielsen"  to fuse the existing regular Radio survey (AG.MA XE "AG.MA" ’s Media Analysis survey) with the existing 10,000 person ACNielsen Homescan panel. That panel uses peoplemeters and home scanners XE "scanners"  to track TV XE "Television"  viewing and purchase transactions of FMCG XE "FMCG"  products.

The article indicates that the fusion XE "fusion"  model was able to use identical and detailed Radio measures from both sources as the database links, rather than the usual indirect measures of demographics, etc. The fusion was done with a donor pool of 51,000 respondents to the MA survey, and 7,400 members of the Homescan panel, which should have resulted in good Radio-listening matches for the Homescan recipients. Few other details on the validation of the fusion model are presented.

The bulk of the article concerns one case study (from 30 campaigns analyzed so far) concerning beer purchase for a specific brand XE "brand" . The authors acknowledge that “not every Radio spot has a positive impact on sales XE "sales" , but it has been possible to determine a similar effect in more than 50% of the campaigns analysed. These effects... differ substantially both in degree and duration... .”

Key findings:
1) For this single case study, Radio exposures were strongly correlated with increased sales of the brand, especially among “brand-disloyal” customers. 
2) The authors also concluded that the ads were most effective when the exposures were close to the time of purchase, suggesting support for the recency theory XE "recency theory"  of ad scheduling.
3) Relating the size of the effect to the cost XE "cost"  of the schedules, the authors concluded that Radio had a much higher return on investment XE "return on investment"  than TV for this brand, resulting in almost 2.5 dollars in short-term sales for each dollar spent in advertising. TV’s short-term ROI was actually negative in this case study.


	Methodology Notes

	The method of fusion XE "fusion"  uses a number of different Radio and media measures to fuse donors and recipients, rather than just demographics or other indirect measures. Unfortunately, there’s no discussion of how the fusion model was validated. The hazard of fusion is that real effects can be dampened by errors in fusion, which could explain why positive effects were only found in half the case studies done so far.
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ACNielsen XE "ACNielsen" 
 

 

 

 

 

 

 

 

 

 






Individual Studies: Recall-Persuasion
In this section, we cover the numerous studies which assessed Radio’s effectiveness through measures of advertising recall and/or changes in attitudes toward brands.

The studies are presented in chronological order from oldest to newest.
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CIT Campaign on NBC Monitor XE "Monitor" 

	


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1958


	Author
	NBC Radio XE "NBC Radio"  Network

	Country
	USA


	Publisher
	NBC Radio XE "NBC Radio"  Network

	Sponsor
	NBC Radio XE "NBC Radio"  Network



	


	Overview

	Used in-person interviews before and after a Radio campaign for Universal CIT XE "Universal CIT"  Credit Corporation that ran on NBC’s Monitor XE "Monitor" . Study used an unusual sample design, matching pre-campaign sample with neighbors for the post-campaign survey.


	Details

	Purpose was to determine the effectiveness of a campaign for Universal CIT XE "Universal CIT"  Credit Corporation that ran on NBC’s Monitor XE "Monitor"  program in 1958. There were 70 spots on each of four weekends. Personal interviews were conducted before and after the campaign with two matched samples of male car-owners. Samples were matched by choosing neighbors.

Results were analyzed by comparing changes in awareness of and opinions about CIT between those who said they listened to Monitor in the last 3 months (vs. their matched neighbors) to those who did not listen to Monitor (vs. their matched neighbors).

Key findings:
1) On six different measures of knowledge about CIT, Monitor listeners showed an average gain of 126%.
2) Preference for CIT’s auto financing rose 34% among Monitor listeners.
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O’Brien-Sherwood Associates XE "O'Brien-Sherwood Associates" 
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Report on Special Radio Commercial Recall Study

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1970


	Author
	Gallup & Robinson XE "Gallup & Robinson" 
	Country
	USA


	Publisher
	RAB XE "RAB" 
	Sponsor
	RAB XE "RAB" 


	


	Overview

	Telephone recall of Radio vs. TV XE "Television"  ad content


	Details

	Gallup & Robinson XE "Gallup & Robinson"  had a regular commercial recall product for TV and other media in Philadelphia XE "Philadelphia"  based on prior-day recall of copy points among primetime viewers/listeners; their average “verified recall” of TV copy points (at least one key copy point) based on aided list of advertisers equaled 10%. 
In 1970, the RAB XE "RAB"  sponsored a Philadelphia XE "Philadelphia"  test of a similar measure for Radio (n=409). For 5 stations on one day, G&R measured the late afternoon/evening recall of Radio ads that aired 7-8AM. The average verified recall of Radio spots was 8%, only slightly lower than TV’s average of 10%. Note, however, that this involved a shorter recall period for Radio.

Range of Radio recall: 0% to 34%. Total number of commercials XE "number of commercials" : 34. Average number of respondents per commercial: 45. Recall measures only tabulated for 60-second Radio commercials.

Men not interviewed in late afternoon.


	Methodology Notes

	Purity of sampling not clear. Recall of content was based on a probe following aided-recall of advertisers.
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1970 Experimental Testing, TV XE "TV" \t "See Television"  and Radio Commercials

	A Report to Radio Advertising Bureau


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1970


	Author
	Schwerin Research Corporation XE "Schwerin Research Corporation" 
	Country
	USA


	Publisher
	RAB XE "RAB" 
	Sponsor
	RAB XE "RAB" 


	


	Overview

	Lab tests of pre/post XE "pre/post"  product preferences, before and after TV XE "Television"  and/or Radio commercial exposures, among small panels of Women 16+. First test: 3 Radio exposures (i.e., comparable budget XE "budget" ) roughly equaled one TV exposure. Second test: adding Radio to TV increased the shift in product preferences.


	Details

	This write-up described Schwerin’s regular method: They would recruit people 16+ listed in phone books via mail to attend a TV pilot screening. Brand preferences before and after screening were measured with a “choose a prize” form. Effectiveness was measured by increases in brand XE "brand"  preferences after exposure.

First experiment: Compared preference shift of one embedded TV commercial to that of three embedded Radio exposures. Result: Preference shift virtually equal for TV and Radio groups. (n= 400 vs. 400)

Second experiment: Compared preference shift from one embedded Radio exposure ADDED to one TV exposure. Result: TV+Radio preference shift exceeded that of Radio or TV alone. (n= 400 vs. 400 vs. 400).


	Methodology Notes

	Limitations: New York XE "New York" , Women only. Auditorium environment. Response rates not reported.

Only two products (deodorant and floor wax). And some of the Radio ads were older than the corresponding TV ads.

Men were included in the groups, but not in the tabulations.
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The Feasibility of Delayed Recall in Testing Radio Commercials

	A Study Conducted for RAB XE "RAB" 


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1973


	Author
	Gallup & Robinson XE "Gallup & Robinson" 
	Country
	USA


	Publisher
	RAB XE "RAB" 
	Sponsor
	RAB XE "RAB" 


	


	Overview

	An expansion of their 1970 study (#100) using telephone aided/unaided commercial recall. No comparison to other media this time; rather, this study compared same-day XE "same-day"  recall to next-day, and in-car XE "in-car"  to at-home.

Key findings: Generally, recall of commercial content did not degrade much between same-afternoon recall and next-day recall of morning-drive commercials.


	Details

	As described in Article #100 (RAL page 26), G&R had a regular commercial recall product for TV XE "Television"  and other media in Philadelphia XE "Philadelphia"  based on prior-day recall of copy points among primetime viewers/listeners. 

In this expanded test of using that method for Radio, only Radio was measured, and it was still just one day’s worth of commercials, but with more commercials (by expanding the daypart to 6:30-8:30AM), and somewhat larger samples. In addition, more sample was attempted on the next day (a Saturday), for a total number of about 600 interviews and 143 commercials on five stations. Again, recall measures were only tabulated for 60-second Radio commercials.

Key findings: Degradation of recall between same-day XE "same-day" -afternoon and next-day was small to nonexistent, depending on the tabulation restrictions. And recall for in-car XE "in-car"  listening was somewhat higher than for at-home (in both studies).

Range of Radio recall: 0% to 41%. Average number of respondents per commercial: about 80.
Men not interviewed in late afternoon.


	Methodology Notes

	Phone-book sample with only one attempt per number. Not clear how random the person selection was; may have been any adult. Quotas for interviewers. Philadelphia XE "Philadelphia" -only. Final sample skewed heavily toward females and unemployed. Recall of content was based on a probe following aided-recall of advertisers.

On plus side: Good validation of interviewers. Careful controls over commercials analyzed (e.g., not tabulated if it also ran on Saturday.)
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Multiple Exposure Test of a Metropolitan Life XE "Metropolitan Life"  Radio Commercial

	“The Future is Now”


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1973


	Author
	Young & Rubicam XE "Young & Rubicam" 
	Country
	USA


	Publisher
	Young & Rubicam XE "Young & Rubicam" 
	Sponsor
	Metropolitan Life XE "Metropolitan Life"  Insurance Co.



	


	Overview

	Proprietary study to compare the effectiveness of a Radio spot which was based on a TV XE "Television"  spot, versus a Radio-only design. The level of “related recall” was nearly twice as high for the TV-based ad. But measures of persuasion were not very different for the two ads.


	Details

	Proprietary study to compare the effectiveness of a Metropolitan Life XE "Metropolitan Life"  Radio spot which was based on a TV spot, versus a Radio-only design (no corresponding TV ad). 

Male heads of household aged 18-49 were recruited in three groups to listen to Radio programs over the air on five consecutive mornings and to participate in a final interview on the last day. One group was asked to listen to a program which contained the “Future is Now” spots (which were based on TV ads); the second group was asked to listen to programs which aired a different spot that had no link to TV ads (“You and Your Family”); and the third group was assigned to a program with no Metropolitan Life ads. Three stations in each of three test markets were used. One mid-week reminder call was used to encourage continued cooperation.

767 men (out of 1,215 initially agreeing) completed the final interview, having heard from one to five test mornings. Those who listened 4-5 times were counted as “fully exposed”; those listening 1-3 times were counted as “partially exposed.” Study used a variety of recall measures, from unaided to company-name-aided.

Key findings:
1) “The level of related recall [playback of an element] among fully exposed participants is nearly twice as high for [the TV-based commercial]. And the more stringent the recall criterion, the better the [TV-based spot] did.”
2) However, measures of attitudes toward brand XE "brand"  did not differ consistently between the ads, nor did they change much after exposure.
3) The TV-based spot generated “better communication of sales XE "sales"  points with higher exposure levels,” while the other spot did not.
4) Additional exposures increased recall. For the TV-based spot, claimed recall was 34% for those “fully exposed,” while it was 26% for partially-exposed sample.


	Methodology Notes

	Study was unusual in its consideration of multiple-exposure effects and curves. However, its recruited-listening approach limits the projectability of the results beyond the spot-comparison intentions of the design.


	Radio Ad Lab Ref. No.

	 

	127


	 

	 


	 

	 



	
	Research Company
Unknown

 

 

 

 

 

 

 

 

 

 






	[image: image12.png]


An Analysis of Radio Advertising Effectiveness

	


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1977


	Author
	Radio Recall Research XE "Radio Recall Research" \t "See Radio Recall Research, Inc." , Inc. XE "Radio Recall Research, Inc." 
	Country
	USA


	Publisher
	Radio Recall Research, Inc. XE "Radio Recall Research, Inc." 
	Sponsor
	Unknown



	


	Overview

	Mall intercept sampling, using commercials embedded in background audio and day-after XE "day-after"  recall. Attempts to identify which characteristics XE "characteristics"  of Radio ads make them relatively more effective.


	Details

	Unclear sponsorship, but probably Radio Recall Research, Inc. XE "Radio Recall Research, Inc."   Used in-mall XE "in-mall"  lab setting to expose people unknowingly to Radio ads embedded in background music. Participants were then called on the phone a day later to test their recall. Appeared to use a “brand XE "brand"  cue,” and then required recall of specific message points.

Bulk of the analysis focuses on which types of commercials yield better recall. Top factors: Frequency of brand mentions/early identification of brands, and simplicity/directness of approach.


	Methodology Notes

	Mall intercepts and lab-style environment, apparently only among women and female teens.

On the plus side: Creative approach to categorizing commercials by type of execution.
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Radio Recall Research XE "Radio Recall Research" \t "See Radio Recall Research, Inc." 
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The Jigsaw XE "Jigsaw"  Study

	A research project devised by Bournemouth University sponsored by Classic FM


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1981


	Author
	RAB XE "RAB" /UK XE "UK" 
	Country
	United Kingdom


	Publisher
	RAB XE "RAB" /UK XE "UK" 
	Sponsor
	Classic FM-UK XE "UK" 


	


	Overview

	A “distraction XE "distraction"  test,” similar to Ironing Board XE "Ironing Board"  Study, but with a jigsaw puzzle task instead. Focused primarily on variations in recall by station and commercial type, concluding that length of commercial helps recall. Also found no evidence that pod position XE "pod position"  or the number of commercials XE "number of commercials"  in a break affects recall.


	Details

	A 1981 variation on the Ironing Board XE "Ironing Board"  Study. About 300 participants were recruited for in-person testing. During the test, participants were asked to work on a jigsaw puzzle for 40 minutes while one of two stations was playing in the background. Spontaneous recall of ads was measured afterwards.

“Recall of any ad” averaged about 48%, while recall of specific ads averaged 7-15%, depending on the station (the sponsor’s station showed higher recall...), with average spot recall at 9% after one hearing.

Other findings:
— “There is a greater difference in levels of recall between advertisements than that between the station formats.”
— “When fewer advertisements are played per clock hour, the level of recall improves greatly.”
— Longer commercials tended to have higher recall.
— There was no evidence of variation in recall by position within a break or the number of commercials XE number of commercials  in the break.
— Tentative findings that humor XE "humor"  can either help (by making the spot more likable) or hurt (by distracting from the message).


	Methodology Notes

	Unusual in reliance on unaided recall. Otherwise, a small study of only a few Radio environments.
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Characteristics Leading to Significant Differences in Recall Rates

	


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1981


	Author
	Radio Recall Research, Inc. XE "Radio Recall Research, Inc." 
	Country
	USA


	Publisher
	Radio Recall Research, Inc. XE "Radio Recall Research, Inc." 
	Sponsor
	Unknown



	


	Overview

	Analysis of Variance to determine which commercial characteristics XE "characteristics"  correlate with “proven recall” as measured by Radio Recall Research, Inc. XE "Radio Recall Research, Inc." 


	Details

	Paper summarizes an attempt to look at which commercial characteristics XE "characteristics"  correlate most strongly with “proven recall.” 

Study based on 1,200 Radio commercials tested by RRR, with 200 respondents per commercial. 32 product categories were involved over the time period June 1975 - July 1980. All testing used RRR’s basic day-after XE "day-after"  recall following mall intercept exposure.

The variables which clearly had an effect were:

1) Number of words (more is better, all else equal)
2) Brand mentions (more is better)
3) Number of ideas (more than 4-5 is bad)
4) Execution format (straight announcement and sing-and-sell are weakest)
5) Simple duplication of TV XE "Television"  soundtrack is weak

Variables which appeared to have no effect either way:

1) Humor and type of music
2) Gender of presenter/spokesperson

Certain other characteristics appeared too infrequently in the database to be analyzed meaningfully.


	Methodology Notes

	All data are from RRR’s mall intercept/day after recall method.

Analysis method claims to have examined interaction effects through ANOVA, but it’s not clear how carefully the interactions were examined.
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Proving Radio’s Effectiveness with a Make-Believe Mall

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1985


	Author
	Galen XE "Galen" , Robert

	Country
	USA


	Publisher
	Broadcasting Magazine XE "Broadcasting Magazine" 
	Sponsor
	Greater Cincinnati XE "Cincinnati"  Radio Broadcasters Assoc.



	


	Overview

	Fairly detailed summary of Plummet Mall XE "Plummet Mall"  case in Cincinnati XE "Cincinnati"  in 1985, showing huge awareness of a fictitious mall after a four-week heavy Radio campaign.


	Details

	Effect of Radio advertising for fictitious Plummet Mall XE "Plummet Mall"  in Cincinnati XE "Cincinnati" , the city’s “first vertical (underground) mall.” Some details on this 1985 case study:

There were four 60-second spots using only one voice, minimal sound effects, short musical phrases, and dramatic pauses.

Seventeen stations participated by providing four weekly flights which were designed to generate 60-70% reach XE "reach"  oveall and 2.0-2.5 frequency XE "frequency"  using run-of-schedule placements with even distribution through all dayparts and days of the week. Each station ran a “typical” schedule of 14-30 spots per week for four weeks, at a total cost XE "cost"  of $60,700. 

Spots during the fourth week gave a clue to the fanciful nature of the mall: “heavy freezes had caused a seismological occurrence” that shifted the mall to a location somewhere between Cincinnati and Lincoln, Nebraska.

Burke XE "Burke"  Marketing Research did a recall study following the campaign. 33.2% correctly identified Plummet Mall by name when asked about “a new mall opening.” Another 7.5% recalled after the prompt, “have you heard of a new underground mall,” for a total of 41% unaided awareness. Another 19.8% said they recognized the name Plummet Mall after prompting.

According to Burke (Jim Russel), “Most product managers are very happy with 10-15% figures, which are gained only after significant Television XE "Television"  advertising supplemented with couponing, sampling, etc.”


	Radio Ad Lab Ref. No.

	 

	105


	 

	 


	 

	 



	
	Research Company
 

Burke XE "Burke"  Marketing Research

 

 

 

 

 

 

 

 

 

 






	[image: image16.png]


I Saw It On The Radio

	An Overview of Radio Copy Testing Procedures


	Category
	Recall-Persuasion/Various

	Year Pub.
	1985


	Author
	Galen XE "Galen" , Robert

	Country
	USA


	Publisher
	ARF XE "ARF" 
	Sponsor
	RAB XE "RAB" 


	


	Overview

	Summary of types of Radio effectiveness testing, including summary of Cincinnati XE "Cincinnati"  Plummet Mall XE "Plummet Mall"  test.


	Details

	Common testing methods: Direct exposure (telephone or in-person, with direct solicitation of opinions), Recall Technique (in-person or telephone), and Disguised Exposure (in-person).

Some specific methods:
1) Play the commercial, then conduct an interview (telephone or in-person).
2) Play the commercial while measuring skin response electronically (Walt Wesley Company XE "Walt Wesley Company" ).
3) Fill out innocuous questionnaire with Radio playing in background; measure either preference shift or recall.
4) Call sample and ask them to listen to a particular station/time. Then call back for commercial recall (Mapes & Ross XE "Mapes & Ross" ).
5) Insert Radio tape during TV XE "Television"  program auditorium testing (McCollom-Spielman), then measure immediate recall.
6) Play background tape while respondent is doing an evaluation of filmed road signs XE "road signs"  (PreTesting Co.), then measure recall.
7) Run commercial on air, then get people to call in afterwards with an on-air contest; interview the call-ins (R.A.I.D. XE "R.A.I.D." ).

Data summaries:
1) Radio Recall Research: 15-19% recall for all Radio spots, 17-22% for 60’s. Also: 60’s work better than 30’s; more recall from more brand XE "brand"  mentions per spot; less recall when there are “too many” ideas in a spot.
2) PreTesting: Aided recall builds with repeat exposures (25% increase with second exposure). Also: Range of highs and lows from PreTesting’s database show no real differences between TV XE "Television" , Radio, print XE "print" , and outdoor; it’s execution that matters.
3) Cincinnati XE "Cincinnati" /Plummet Mall XE "Plummet Mall"  Study: Unaided awareness of fictitious new mall was 41% after a month of Radio ads.


	Methodology Notes

	Good overview of the available syndicated techniques, plus a good summary of the Cincinnati XE "Cincinnati"  Plummet Mall XE "Plummet Mall"  test.
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Baltimore XE "Baltimore"  Radio: It’s a monster!

	The Loch Ness Mall XE "Loch Ness Mall"  Radio Campaign


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1986


	Author
	Radio Executives of Baltimore XE "Baltimore" 
	Country
	USA


	Publisher
	Radio Executives of Baltimore XE "Baltimore" 
	Sponsor
	Radio Executives of Baltimore XE "Baltimore" 


	


	Overview

	Baltimore XE "Baltimore"  version of Cincinnati XE "Cincinnati" ‘s Plummet Mall XE "Plummet Mall"  experiment, with similar findings— huge recall after campaign for fictitious new mall.


	Details

	In January 1986, 17 Baltimore XE "Baltimore" -area Radio stations aired a 4-week campaign for a fictitious mall, the new Loch Ness Mall XE "Loch Ness Mall" . After the campaign, telephone calls were made to measure ad recall with several levels of aiding.

18% of those called (12-plus?) volunteered Loch Ness mall when asked if they recalled any Radio ads during the last month. Another 16% mentioned Loch Ness when further asked if they recalled any Radio ads for shopping malls. And another 29% recalled the ads when fully aided with the Loch Ness name.

Of those which recalled the ads, as many as half were able to volunteer certain copy points.


	Methodology Notes

	Very little detail about the weight of the campaign, or about the telephone survey sample or outcomes.
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PreTesting Company XE "PreTesting Company" —Comparing Radio and TV XE "TV" \t "See Television"  Commercials

	


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1987


	Author
	Galen XE "Galen" , Robert

	Country
	USA


	Publisher
	RAB XE "RAB" 
	Sponsor
	RAB XE "RAB" 


	


	Overview

	Summary of PreTesting Company XE "PreTesting Company"  comparison of 322 TV XE "Television"  commercials and 235 Radio commercials using PreTesting’s “disguised exposure” (lab) technique. Key distinction of this study: Comparing the best 25% of Radio ads to the best 25% of TV ads, where the differences in recall and persuasion were much smaller than overall.


	Details

	PreTesting Company XE "PreTesting Company"  used a lab-setting “disguised exposure” technique for testing TV and Radio ads. In 1987, through the RAB XE "RAB" , they released a comparison of their TV averages vs. their Radio averages.

The TV method involved placing respondents in front of a TV set, where they were asked to evaluate one of three available TV programs; respondents could switch from one to another. Test commercials were embedded twice in the test programs (12-13 minutes).

The Radio method also placed respondents in front of a TV, but this time disguised as a “test of clarity of highway signage.” While tape of highway signs is played, respondent had choice of three simulated Radio stations to play as background, again with test commercials embedded twice.

For both methods, the technique used a control group for the following sequence of events:

—Initial questions about importance of an ideal product, and ratings of the test product

Then for those receiving the test exposures:
—An offer of a giveaway, in which the test product is included among the possible respondent-selected prizes
—a follow-up on aided and unaided recall of brand XE "brand"  names
—a repeat of the giveaway exercise
—ratings of the test product vs. competitive brands to compare with the control group

Key findings:
1) Overall, Radio ads were remembered about 70% as well as TV ads.
2) But when the analysis was limited to the best 25% of ads, Radio was much closer.

Conclusion: “When the same sort of creative XE "creative"  investment is made in Radio ... the scores are relatively close, both in terms of recall, imagery and consumer purchase attitude (sweepstakes).”


	Methodology Notes

	Note that the methods for TV and Radio weren’t quite comparable, along with all the usual caveats about single-site lab testing.


	Radio Ad Lab Ref. No.

	 

	020


	 

	 


	 

	 



	
	Research Company
 

PreTesting Company XE "PreTesting Company" 
 

 

 

 

 

 

 

 

 

 






	[image: image19.png]


Capital Radio XE "Capital Radio"  Impact Study 1987

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1987


	Author
	RAB XE "RAB" /UK XE "UK" 
	Country
	United Kingdom


	Publisher
	RAB XE "RAB" /UK XE "UK" 
	Sponsor
	Capital Radio XE "Capital Radio" , United Kingdom



	


	Overview

	1987 telephone survey of people who had viewed a particular TV XE "Television"  daypart or who had listened to a particular Capital Radio XE "Capital Radio"  segment in which almost 200 ads were checked for recall. Using a recall-to-audience index, authors concluded that Radio is 80% as effective as TV.


	Details

	Telephone recall study of 150-200 different ads that ran over a fortnight on two TV channels and one Radio station (sponsor Capital Radio XE "Capital Radio" ). Study of 700 respondents measured both “availability” (in the audience) and prompted recall. 

The study used an unusual measure, “Proven Recall Ratings XE "Proven Recall Ratings" , or PRRs.” This was defined as the percent of available audience that could also recall a specific ad. This measure averaged 31-34% for the TV ads, and 27% for the Radio ads. Thus, the conclusion that “Radio is about 80% as effective as TV. Pretty good for a medium that is one-third the price.”

Study also concluded that the range of recall for Radio ads was wider for than for TV, implying greater variation in quality of execution for Radio. There was some tentative evidence that “those with dialogue and those with mood/fantasy achieve higher impact” than “single voice and product demonstration.”


	Methodology Notes

	Few methodological details available in this summary.
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The Use and Impact of Humor in Radio Advertising

	


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1991


	Author
	Weinberger XE "Weinberger" , Marc G. and Leland Campbell XE "Campbell" 
	Country
	USA


	Publisher
	Journal of Advertising Research XE "Journal of Advertising Research" 
	Sponsor
	Unknown



	


	Overview

	Study used Radio Recall Research XE "Radio Recall Research, Inc." ‘s database and FCB’s Planning Matrix XE "FCB’s Planning Matrix"  (thinking/feeling and high/low involvement) to determine that the effectiveness of humor XE "humor"  in Radio advertising depends on the product category, with humor working best for “low involvement” products.


	Details

	Database: Radio Recall Research’s mall-intercept database for 2,500 Radio ads over 35 product categories from 1976 to 1988. Each tested ad was classified into one of the four cells of FCB’s planning model (high/low involvement and thinking/feeling). Note that only two-thirds of the ads could be unambiguously classified that way. The authors used both the day-after XE "day-after"  recall measures and the preference-shift measures from RRR.

Key findings: Humor was a help to effectiveness for low-involvement products, but not for the high-involvement/thinking cell. And only humor XE "humor"  that’s related to the product was effective for the high-involvement/feeling cell.

In most cases, that pattern correlates with how frequently humor is actually used in the ads, except for the high-involvement/feeling cell, where the authors believed related humor could be used much more often.


	Methodology Notes

	Thorough analysis of RRR database, but still based fundamentally on mall-intercept samples.
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Imagery Transfer: TV XE "TV" \t "See Television"  Pictures in the Radio Listener’s Mind

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1993


	Author
	Statistical Research, Inc. XE "Statistical Research, Inc." 
	Country
	USA


	Publisher
	Statistical Research, Inc. XE "Statistical Research, Inc." 
	Sponsor
	Five groups of Radio networks



	


	Overview

	The classic 1993 study of how audio soundtracks (Radio spots) can conjure images of corresponding TV XE "Television"  commercials. Overall, 75% of respondents were able to recall audio/visual elements of the TV commercials when they heard the audio portion on the telephone, with slightly higher levels for women and for those under 50.


	Details

	Based on a similar study done by Coffin and Tuchman XE "Coffin and Tuchman"  of NBC in 1968. C. E. Hooper XE "Hooper" , Inc. also did a similar study in 1969. This version was done via national probability telephone survey of 858 Adults 18+, with random selection of persons within households (no substitutions). 

Three TV commercials and one Radio commercial were tested, using audio soundtracks only. Each respondent was exposed to two slightly edited commercial soundtracks, and then asked to describe what they saw in their minds as they heard the commercial, and other questions relating to mental images stimulated by the commercial. The Radio commercial was for Motel 6 XE "Motel 6" .

Key findings for the TV commercial testing: Imagery transfer XE "Imagery transfer"  averaged 75%, with higher transfer for persons who were:
—heavy Radio listeners
—younger than 50
—in the target demographic for the product
—better educated
—higher income XE "income" 
—in larger households
—employed
—already users of the product category
—who “liked” the commercial

For the Motel 6 Radio spot, 67% were able to recall creative XE "creative"  elements from the ad.


	Methodology Notes

	Very high execution quality, but limited to immediate recall of broadly-defined “images” for only three TV-commercial soundtracks.
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Spot-Check XE "Spot-Check" 

	A Hybrid Approach for Integrated Measurement of Efficiency and Quality of Radio Commercials Through Multimedia CATI


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1995


	Author
	Oglesby XE "Oglesby" , Stefan

	Country
	Switzerland XE "Switzerland" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	Radiotele XE "Radiotele" 


	


	Overview

	Reports development of an ongoing program of Radio ad testing using playback over the telephone. This approach focuses primarily on recognition and attitude/liking measures.


	Details

	Radiotele XE "Radiotele"  and LINK XE "LINK"  Switzerland XE "Switzerland"  developed a protocol for ongoing testing of Radio commercials in Switzerland. Using CATI and computer-controlled playback of commercials, the primary focus is on measuring recognition of played commercials, in search of different rates of recognition across commercials. Various “liking” measures are also collected.

One relatively unique aspect of their study: Comparing measured recognition with “theoretical reach” and with dollars spent for each campaign, creating numerical indices. This attempts to compensate for variations in the weight of the different campaigns.
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The Mind’s Eye - Can Television XE "Television"  Advertising Be Visually Transferred by the Medium of Radio?

	


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1995


	Author
	Prance XE "Prance" , Sharon

	Country
	United Kingdom


	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	Virgin Radio XE "Virgin Radio" , UK XE "UK" 


	


	Overview

	Imagery transfer XE "Imagery transfer"  study involving in-home playback of TV XE "Television"  ad soundtracks. For the average ad, 73% could name at least one transferred element.


	Details

	UK XE "UK"  version of imagery transfer XE "Imagery transfer"  study involving in-home playback of TV ad soundtracks. 500 interviews, with each person questioned about two of the four brands. All commercials were edited to no more than 40 seconds.

For the average ad, 73% could name at least one transferred element. No detectable variation in transfer by gender, class, or age. But heavier TV viewers had better recall of images.


	Methodology Notes

	Based on quota sampling with minimal door-to-door attempts.
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The Ironing Board XE "Ironing Board"  Revisited

	


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1996


	Author
	Gould XE "Gould" , Heather

	Country
	United Kingdom


	Publisher
	AdMap XE "Admap" 
	Sponsor
	MSM-ILR UK XE "UK" 


	


	Overview

	1995 UK XE "UK"  update of 1980 Saatchi study on how well housewives can recall Radio ads played while ironing. 27% of respondents were able to mention some aspect of the advertising which had been “broadcast.”


	Details

	An in-person test of ad recall after having been distracted by an ersatz test of ironing. Tapes of ILR Radio XE "ILR Radio"  were created which sounded as if they were live, but which contained test commercials. All commercials were at least 2 years old and for brands not currently advertising on Radio. Five out of 10 ads were included in any one test.

Respondents were asked to bring ironing on which to use a starch product; ironing board and iron were supplied by researcher. People were asked to test out the new starch for 15 minutes, and “because this is boring,” the ILR tapes were played in the background. Afterwards, respondents were asked a serious of questions concerning spontaneous brand XE "brand" /product recall, spontaneous message recall, and prompted brand/product and message recall.

Key findings:
1) For the average ad, 25% of respondents could spontaneously recall some aspect of the ad, with 21% recalling the brand name. This was a higher rate of recall than for the old Saatchi study (8.3%).
2) Recall of the ad aired during news was much higher than for music breaks.
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Effective Radio Advertising

	An Analysis of Factors Influencing Effectiveness


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1997


	Author
	Brennecke XE "Brennecke" , Swantje

	Country
	Netherlands XE "Netherlands" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	The Media Partnership XE "The Media Partnership" , The Netherlands XE "Netherlands" 


	


	Overview

	Sponsors played commercial pods XE "commercial pods"  over the telephone and measured product and brand XE "brand"  recall and image XE "image"  after the playback. Goal: Measure the affects of pod position XE "pod position" , block length, ad length, and “likeability XE "likeability" .”


	Details

	The sponsor, a buying group in The Netherlands XE "Netherlands" , wanted better planning guidance for Radio ads. They wanted intelligence on the effects of pod position XE "pod position" , pod length, commercial length, and likeability XE "likeability"  on the effectiveness of Radio ads.

Design involved playing one of 24 differently-structured groups of Radio commercials over the telephone. That was followed by a Radio-listening questionnaire as distraction XE "distraction" , and then questions were asked about the recall of commercials (including two dummy commercials) and the image XE "image"  of the brands. Spots were then played again, and recognition and likeability were measured. 

N=1200 respondents aged 13-65 who listened to the Radio at least once a week, with about 450-600 respondents per spot. Commercials were all old spots for well known brands with high existing awareness. Primary measure of impact: Spontaneous product and brand XE "brand"  recall.

Key findings:
1) Pod length XE "Pod length"  is inversely related to impact, though they couldn’t distinguish between number of spots and length in time. Commercials in a relatively short block had 19% more impact.
2) Pod position XE "Pod position" : The first position in a block was worth an extra 10% impact compared to all other positions.
3) Spot length XE "Spot length" : In their set of ads, there was an interaction between “likeability” and length. Nevertheless, authors concluded that length has a positive impact on impact, such that spots of 45 seconds or more were more effective.


	Methodology Notes

	Authors acknowledge one limitation: No assessment of the “umfeld” of the advertisement — the nature of surrounding ads or programming. 

Quality of sampling or response rates not clear.
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Effectiveness Measurements Phase II

	Summary of Research Conducted by Descarie & complices XE "Descarie & complices" 


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1997


	Author
	Bureau de Commercialisation de la Radio du Quebec XE "Quebec" 
	Country
	Canada XE "Canada" 

	Publisher
	Bureau de Commercialisation de la Radio du Quebec XE "Quebec" 
	Sponsor
	Bureau de Commercialisation de la Radio du Quebec XE "Quebec" 


	


	Overview

	Two studies in 1995 and 1997 measured ad recall for actual Radio-only campaigns XE "Radio-only campaigns" . BCRQ XE "BCRQ"  estimated that 46% of those exposed according to the ratings also remembered hearing the spot, “very comparable with that for TV XE "Television" .” They also plotted the relationship between weight and recall, and concluded that recall grows by 4 points for each 100 GRPs XE "GRPs"  (over 3 weeks), up to 900 GRPs. After that, the curve levels off.


	Details

	BCRQ XE "BCRQ"  sponsored two sets of telephone recall studies in 1995 and 1997 which measured recall after 36 Radio-only campaigns XE "Radio-only campaigns"  of known weight. The campaigns ranged from about 200 to about 2,200 GRPs XE "GRPs"  over three weeks.

Key findings:
1) Up to 900 GRPs over 3 weeks, each 100-point segment generates approximately 4 recall points.
2) Between 900 and 1,500 GRPs, each 100-point segment yields 2 more recall points.
3) Between 1,500 and 2,200 GRPs, each 100 points yields another 1 recall point.
4) People exposed to a Radio commercial have a 15-20% more positive brand XE "brand"  image XE "image"  than those not exposed.
5) Commercials which were better liked had higher recall.
6) Compared to BBM’s estimates of campaign reach XE "reach" , the authors estimate that 48% of those with an opportunity to hear the spots actually recalled them.
7) Respondents exposed to Radio ads (from 840 to 2,190 GRPs) were able to name the advertised brands 2.5 times more frequently than those not exposed.


	Methodology Notes

	The available documents don’t provide much detail on the telephone-recall methodology.
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Radio in the Media-Mix

	Radio Advertising for High-Interest Products


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1997


	Author
	Dierks XE "Dierks" , Sven

	Country
	Germany XE "Germany" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	RMS XE "RMS"  Germany XE "Germany" 


	


	Overview

	Analysis looked at the effects of a mixed Radio-print XE "print"  campaign for autos on various pre-/post-awareness measures among 1000 men 20-49 years old. Distinctive angle: Looked at effects within psychographic XE "psychographic"  groups that are relevant to car buying.


	Details

	Using in-person interviews among men 20-49, analysis measured ad and brand XE "brand"  awareness before and after a mixed print XE "print" -Radio campaign. While the measures showed little benefit overall, it was clear that the campaign did have important effects within certain psychographic XE "psychographic"  groups that are important to car buying. That’s the unique angle of this study— that ad effects may be distinguishable among key psychographic targets, even if the overall impact is small.

Study also found that “in the groups with the high or higher Radio contacts, a considerably greater number of [ad] details were recalled.” (Few details provided.)


	Methodology Notes

	Little information on the specific benefits of Radio (in a print XE "print" -Radio campaign). But idea of looking at impact by buyer psychographics is a good one.
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Imagery Generation and Transfer Study

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1997


	Author
	Radio Marketing Bureau XE "Radio Marketing Bureau" , Canada XE "Canada" 
	Country
	Canada XE "Canada" 

	Publisher
	Radio Marketing Bureau XE "Radio Marketing Bureau" , Canada XE "Canada" 
	Sponsor
	Radio Marketing Bureau XE "Radio Marketing Bureau"  Canada XE "Canada" 


	


	Overview

	A Canadian variation on the mid-90’s SRI study of how Radio can conjure images from the corresponding TV XE "Television"  ad. Respondents were able to generate images 73-82% of the time after hearing a Radio spot.


	Details

	Telephone survey of randomly-selected English-speaking adults 18+ in Toronto XE "Toronto" , who were played excerpts of 6 commercials over the telephone. Five of the ads aired on Radio around the time of the survey, and one was the audio track of a current TV commercial for Saturn XE "Saturn" .

Interview began with questions about “usual” TV and Radio habits, and then the playing of each ad segment was introduced with questions about whether respondent had seen any commercials in the category, and whether they had purchased in the category recently. Then respondent was asked: “What did you picture or imagine as you heard this ad?” (with probes). Finally, a question on brand XE "brand"  perception, “What does this ad make you think about ____?” in search of copy-point mentions.

Key findings:
1) Just about everyone (99.6%) generated a visual image XE "image"  in response to at least one of the ad clips.
2) Individual ad clips ranged from 73% to 82% image generation.
3) There was no difference in image generation between the matched TV and Radio ads for Saturn.
4) Of the 74% who generated an image from the Saturn Radio ad, virtually all the images were in the TV ad.


	Methodology Notes

	Relatively small number of Radio ads tested, and only one TV soundtrack.
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Advertising Recall Study

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1997


	Author
	Radio Marketing Bureau XE "Radio Marketing Bureau" , Canada XE "Canada" 
	Country
	Canada XE "Canada" 

	Publisher
	Radio Marketing Bureau XE "Radio Marketing Bureau" , Canada XE "Canada" 
	Sponsor
	Radio Marketing Bureau XE "Radio Marketing Bureau"  Canada XE "Canada" 


	


	Overview

	A Canadian variation on the old Gallup & Robinson studies of later recall for monitored commercials. Recall of Radio commercials was about 83% of the recall for TV XE "Television"  commercials. [Also see the Ferris-Charlebois write-up on page 49.]


	Details

	A Canadian variation on the old Gallup & Robinson studies of later recall for monitored commercials. Conducted in February 1997 by ComQuest research on behalf of Radio Marketing Bureau XE "Radio Marketing Bureau" , Inc. Five TV shows and three Radio time slots on eight Radio stations were monitored, and then respondents were called, screened for exposure to the designated show or time slot, and asked about the ads that aired during those periods.

Sample was a randomly selected adult within the household; nature of telephone frame not specified. Monitored time periods were AM and PM drive for Radio, and for TV, evening prime plus one 6PM newscast. This yielded 74 TV ads and 91 Radio ads that could have been heard. Sample sizes of listeners/viewers for each ad averaged about 100.

In an improvement on the G&R studies, RMB XE "RMB"  tried to balance the recall interval for TV and Radio. Calls were made either the afternoon and evening of the same day (for Radio AM drive time slots), or the following day/evening (for all TV and for Radio PM drive slots).

Recall was measured by first asking for unaided recall of any ads that ran during the monitored time periods, with details probed. Then a follow-up question was asked using aiding with descriptions of the ads.

Key findings:
1) Radio achieved 83% of TV’s rate of aided recall (32% vs. 38.4%).
2) And that doesn’t attempt to correct for the fact that about 30% of Radio respondents probably didn’t hear the full hour.
3) In the case of news programming, Radio’s recall levels were as good as TV’s news programming.


	Methodology Notes

	No data on the weight or history of the ads monitored.
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Qualities of Radio Advertising

	Results of a Basic Study of Radio Advertising Effectiveness


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1997


	Author
	Wild XE "Wild" , Christoph

	Country
	Germany XE "Germany" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	ARD-Werbung XE "ARD-Werbung" , IP Multimedia, RMS XE "RMS" 


	


	Overview

	Comparison of brand XE "brand"  and ad recall vs. actual measured exposures from diary XE "diary"  survey. See also 1999 update on this study (page 52). Study concluded that effectiveness of Radio (as measured by recall) is dependent on the number of exposures, with almost no burnout; has impact that is independent of TV XE "Television" ; is approximately equal across different target groups; and is the same for people self-identified as passive listeners as for more active listeners.


	Details

	See also 1999 update on this study (page 52). The analysis contrasts personal-interview ad and brand XE "brand"  recall scores with actual exposures as measured by ongoing diary XE "diary"  survey among the same people.

Diary study: Weekly multi-media diaries completed every other week. Recall measures: A supplementary in-person interview conducted three times over the course of the year with diarykeepers. N=1,900 respondents over 14, and 34 campaigns that used Radio either alone or in combination with TV or print XE "print"  (nine were Radio-only).

Primary dependent measures: Spontaneous brand awareness, spontaneous campaign recall, and aided campaign recall. Most of the analysis correlated the amount of recall with the number of exposures.

General conclusions:
1) The effectiveness of Radio advertising is dependent on the number of exposures to the Radio campaign. For example, in Radio-only campaigns XE "Radio-only campaigns" , the impact on recall for those receiving 30 exposures was about twice that of those receiving only one exposure.
2) Radio’s impact curve XE "impact curve"  remains intact even among heavy TV XE "TV" \t "See Television"  viewers.
3) Those reached exclusively by Radio are distinctly younger, more mobile, and better educated.
4) In campaigns with below-average budgets, Radio-only campaigns were just as effective as those which were mixed media. And even when budgets are large, Radio continues to have an additive effect.
5) The effectiveness curves are virtually the same for different types of household head, for varying age groups, and for those with differing levels of interest in the product.
6) Radio ad effectiveness curves are the same for self-described attentive listeners and inattentive listeners.
7) Radio works equally on “advertising fans” and “advertising opponents.”


	Methodology Notes

	No indicators of sample quality or response rates. Probably low because of the multiple-week diary XE "diary"  survey requirement, combined with personal interviews.

Focuses primarily on how recall grows with additional exposures— therefore, “Radio works.” But the analysis isn’t as helpful for comparing absolute values of impact across media.
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Assessing Radio Advertising Effectiveness

	A Comparison of Radio and TV XE "TV" \t "See Television"  Advertising Recall


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1999


	Author
	Ferris XE "Ferris" , Jackie and Owen Charlebois XE "Charlebois" 
	Country
	Canada XE "Canada" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	Radio Marketing Bureau XE "Radio Marketing Bureau"  Canada XE "Canada" 


	


	Overview

	1997 Study by Radio Marketing Bureau XE "Radio Marketing Bureau"  in Canada XE "Canada"  with funding from BBM Bureau of Measurement XE "BBM Bureau of Measurement" . [Also see the the description based on the RMB’s write-up, page 47.] Used telephone study to compare 5- to 24-hour recall of both TV XE "Television"  and Radio spots, both unaided and aided by descriptions from monitoring. Results consistent with others, showing Radio at about 80% of TV levels of recall.


	Details

	Telephone recall study of about 600 Radio listeners and 600 TV viewers on their ability to recall ads known to have aired the previous day.

Sample of people: Telephone frame (listed?), with persons selected via last birthday method, up to 6 attempts. Ads selected from among those airing in drivetime on major stations for Radio, and in primetime (plus one news program) for TV. Respondents screened for exposure to the programming during those time slots, then asked to recall any ads unaided (for only one medium). Then broad descriptions of ads were read, and recall measured again. Then brands were solicited.

Radio ads were more likely than TV ads to have aired more than once over the week of monitoring.

Key findings: Unaided recall very low (<1%) for both TV and Radio. With aiding (descriptions of ads), Radio had 83% of the recall level of TV (32% vs. 38%). And brand XE "brand"  recall for Radio was about 59% of TV’s (10% vs. 17%).


	Methodology Notes

	Limitations acknowledged by authors: No knowledge or control over how often or how long ads had been running in the past, or even within the week (since not all stations were monitored at all times). Ads measured were only those which ran in each medium’s prime time, on stations with the largest reach XE "reach" . Some Radio respondents may not have listened to the full time period in which the ads ran.

Other issues: Ad hoc methodology for creating descriptions of ads used during aided recall. Wide range of recall interval, up to 28 hours. May have been listed telephone frame (which has high coverage in Canada XE "Canada" ).
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Proving Radio Works

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1999


	Author
	Squires XE "Squires" , Jackie and Andy Carter XE "Carter" 
	Country
	United Kingdom


	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	Capital Radio XE "Capital Radio" , United Kingdom



	


	Overview

	Authors advocate regular use of demographically-matched panels of listeners and nonlisteners to compare pre/post XE "pre/post"  effects of advertising.


	Details

	The authors summarize a method they use for Capital Radio XE "Capital Radio"  in the UK XE "UK"  for regular studies of campaign results. The method is fundamentally based on telephone recall, both unaided and aided, but they take a unique approach to sampling.

Continental Research XE "Continental Research"  created a very large standing panel of consumers, the Capital Advertising Panel XE "Capital Advertising Panel" . To test the effects of a campaign, then, Capital creates groups of regular listeners and nonlisteners to the Radio stations in the campaign, which are matched on demos and other variables. That allows them to do pre/post XE "pre/post"  recall measures for listeners vs. nonlisteners, rather than relying on respondents to identify whether they heard a Radio ad. In other words, if listener recall improved more than that of demographically-matched nonlisteners, then ipso facto, the Radio campaign worked.

Authors also state the value of doing this research consistently over time, so as to develop a database of norms. Detailed analysis after a campaign (e.g., of heavy vs. light listeners) can also provide useful diagnostics.

Independently of the authors’ solution, they issue some useful precautions about Radio effectiveness research:

1) A Radio advertising campaign cannot be expected to reach XE "reach"  the entire target audience; thus, you need to measure the effect among listeners.
2) The cost XE "cost"  of researching a medium is not correlated to the cost of advertising on it; in fact, the smaller the audience, the more expensive the research.
3) Any survey which relies on respondents to say where they saw or heard advertising will tend to give a false picture of the relative impact of different media, usually showing non-TV XE "Television"  media in an unfairly unfavorable light. Respondents often misattribute XE "misattribute"  their ad exposures to TV— even for campaigns which used no TV.


	Methodology Notes

	Few methodological details are provided about the creation of the standing panel, about the selection of matching samples, or about the conduct of the recall surveys. 
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The Relationship Between Awareness Tracking and Media Investments

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1999


	Author
	Thalberg XE "Thalberg" , Jarle O.

	Country
	Norway XE "Norway" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	Carat XE "Carat" 


	


	Overview

	The paper presents the results from the work that Carat XE "Carat"  Media & Research Norway XE "Norway"  has done on awareness tracking studies XE "tracking studies"  on Radio. Carat uses weekly tracking studies, along with continuous studies of Radio listening, to measure awareness of specific commercials both before and after each campaign.


	Details

	Carat XE "Carat"  Norway XE "Norway"  uses a weekly telephone omnibus (CATI) with 1,000 interviews per week for measurement of commercial recall. That’s compared with GRP XE "GRPs" /TRP data from the continuous national Radio survey with 200 CATI interviews per day.

Weekly awareness data are collected from the omnibus using a very simple question: “Do you recall hearing an ad on Radio for brand XE "brand"  A lately?”

Carat then builds a fairly elaborate model that attempts to account for “adstock XE "adstock" “—cumulative effect of advertising weight minus decay.

An analysis of 9 Radio-only campaigns XE "Radio-only campaigns"  and 12 Radio+TV XE "Television"  campaigns showed: “The average impact score of Radio was 14% compared to 23% on Television XE "Television"  . The decay on Radio was on average 34% against 24% for Television on a weekly basis. Compared to the cost XE "cost"  of TV these are not bad results for Radio. There were large variations in the impact score, though, and this shows once again the importance of the creative XE "creative"  work.”


	Methodology Notes

	Very simple recall question which seems to require that the respondent know whether they heard an ad on Radio or not.
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With and Without Help - Radio Campaigns Work

	


	Category
	Recall-Persuasion/In-Person

	Year Pub.
	1999


	Author
	Wild XE "Wild" , Christoph

	Country
	Germany XE "Germany" 

	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	ARD-Werbung XE "ARD-Werbung" , IP Multimedia, RMS XE "RMS" 


	


	Overview

	Second study of this type, called “Qualities of Radio Advertising II.” Based on almost a year’s worth of biweekly TV XE "Television" /Radio diaries XE "diary"  and face-to-face interviews on advertising. Shows that Radio works well alone or in combination with TV, and concludes that the optimal campaign has a Radio share of dollars of 25%.


	Details

	Follow-up to similar 1994 study. In 1996, used 23 waves of biweekly TV/Radio diaries XE "diary"  (one week on and one week off) supplemented by in-person interviews among 2,000 people to collect advertising measures (ad and brand XE "brand"  recall, willingness to purchase). Used ACNielsen XE "ACNielsen"  data on the schedules for campaigns and the amount spent, for 82 different campaigns. Analysis correlated changes in advertising measures with actual exposures to Radio and TV.

Key findings: 
1) Campaigns that were Radio-only showed significant increases on all measures of effectiveness (comparing people reached to people not reached). 
2) Among Radio-only campaigns XE "Radio-only campaigns" , “optimum efficiency XE "efficiency"  is achieved with an average of three contacts per week.”
3) Older and better educated people have better spontaneous recall with each contact of a Radio-only campaign.
4) Gender and income XE "income"  have little relationship with impact from Radio-only campaigns.
5) In combined TV+Radio campaigns, persons reached exclusively by Radio were more likely to be male, better educated, younger, and more mobile.
6) “By adding Radio contacts the advertising impact achieved by TV alone is nearly doubled, and this applies both with high and with low weight for TV.”
7) “The effectiveness curves of the persons reached both by TV and by Radio are steeper in each contact range than the effectiveness curves of persons reached exclusively by one medium.”
8) “For light TV viewers, half of the advertising impact of combined Radio/TV campaigns comes from Radio.”
9) “The highest impact can be seen on those respondents who were reached by the campaigns with the highest Radio shares.”
10) The optimal budget XE "budget"  strives for equal contacts by Radio and TV, corresponding to a Radio share in the budget of at least 25%.


	Methodology Notes

	Little information about the characteristics XE "characteristics"  of the cooperating sample or response rates. Probably fairly low response group. Diary-based media measures requiring every-other-week diarykeeping from ongoing sample.
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Radio Ads Enhance TV XE "TV" \t "See Television" 

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	2000


	Author
	Piekarz XE "Piekarz" , Kazimierz

	Country
	Poland


	Publisher
	AdMap XE "Admap" 
	Sponsor
	RRM



	


	Overview

	Describes a mixed media campaign for an FMCG XE "FMCG"  product in Poland, in which Radio provided effective support to Television XE "Television"  , at lower cost XE "cost" , and helped to extend the life of the campaign. Visual transfer was shown to occur.


	Details

	Two in-market tests of Radio as supplement to TV, and Radio as follow-on to TV, in Poland in 1999-2000. Results primarily based on telephone surveys before and after the campaigns.

First test using the soundtrack of a TV ad: “Measurements conducted before and after the Radio campaign confirmed the visual transfer XE "visual transfer" \t "See Imagery transfer"  phenomenon, that is, the transfer of associations created by the TV ad to the Radio ad.”

Second test: Following a TV campaign with a Radio flight, vs. no Radio following. Using Radio sustained the brand XE "brand"  recognition of the TV campaign, while the no-Radio market saw declines in recognition.


	Methodology Notes

	Few methodological details. Also note one serious problem: “47% of respondents from the control region stated they encountered the advertisement of the tested product on the Radio despite the fact no Radio advertisements were broadcast there.”
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An Insight into Radio Advertising Effectiveness

	The Radio Multiplier XE "Multiplier" : Radio and TV XE "TV" \t "See Television" 


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	2001


	Author
	Ingram XE "Ingram" , Andrew and Peter Cory XE "Cory" 
	Country
	United Kingdom


	Publisher
	AdMap XE "Admap" 
	Sponsor
	RAB XE "RAB"  UK XE "UK" 


	


	Overview

	Adding Radio to TV XE "Television"  has a 15% multiplier XE "multiplier"  effect. If 10% of a given TV budget XE "budget"  is re-deployed into Radio, the efficiency XE "efficiency"  of the campaign in building awareness increases on average by 15%. See also: RAB XE "RAB" /UK XE "UK"  website, “The Radio Multiplier XE "Multiplier" .”


	Details

	A large-scale continuous tracking survey of Radio and TV. Two test markets were used to have or hold-out Radio from specific campaigns that often also included TV.

This Millward Brown XE "Millward Brown"  study involved nearly 5,500 interviews in continuous research to track awareness and attitudes to 17 brands. The media tested were Commercial Radio and TV in the Central Region.

Adding Radio to TV has a 15% multiplier XE "multiplier"  effect. If 10% of a given TV budget XE "budget"  is re-deployed into Radio, the efficiency XE "efficiency"  of the campaign in building awareness increases on average by 15%.

Radio in isolation was measured to be three-fifths as effective as TV at raising advertising awareness. On average, in this test, Radio was three-fifths as effective as TV at increasing advertising awareness amongst an audience of 16-44 year old Radio listeners.

But this Radio effectiveness result was achieved at one-seventh of the cost XE "cost" . On average, in this test, Radio prices were about one-seventh of those for ITV. While the price relativity for other audiences will vary, the achievement of three-fifths of the result at one-seventh of the cost makes Radio significantly more cost effective than ITV.

The most effective Radio campaigns outperformed even the average for TV. Enjoyability XE "Enjoyability"  is an important factor but, above all, the best-performing ads are well branded.


	Methodology Notes

	Quota samples. Little information on questionnaires; more detail available at http://www.rab.co.uk/index1.asp.
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Individual Studies: Methodological and Other
In this section, we present summaries of studies which specifically attempted to refine the methodology for measuring Radio’s effectiveness, and studies which did not otherwise fit into one of the earlier categories.
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Awareness of Radio Commercials

	


	Category
	Recall-Persuasion/Telephone

	Year Pub.
	1963


	Author
	Corey XE "Corey" , Lawrence G. and Richard M. Doub XE "Doub" 
	Country
	USA


	Publisher
	Journal of Advertising Research XE "Journal of Advertising Research" 
	Sponsor
	Needham, Louis and Broby, Inc. XE "Needham, Louis and Broby, Inc." 


	


	Overview

	Small pilot study of whether playback of ads over the telephone would be a reliable method for measuring recognition. Authors found an unacceptably high level of false positives XE "false positives"  for bogus ads.


	Details

	Small pilot study of whether playback of ads over the telephone would be a reliable method for measuring recognition.

Sample of 575 Chicago women selected from the telephone directory. Three commercials were prepared, one real, one bogus for a real product, and one bogus for a fake product. Respondents heard either one or two commercials over the phone, and were asked, “Have you ever heard that commercial on the Radio?”

Claimed recognition for the bogus commercials was 35.9% for the real product, and 27.6% for the nonexistent product. That effect didn’t vary between users and nonusers of the real products.

Authors concluded that the best measurement for ad recall may have to include both unaided and aided stages.
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Using Recall and Brand Preference to Evaluate Advertising Effectiveness

	


	Category
	Methodological

	Year Pub.
	1991


	Author
	Higie XE "Higie" , Robin A. and Murphy A. Sewell XE "Sewell" 
	Country
	USA


	Publisher
	Journal of Advertising Research XE "Journal of Advertising Research" 
	Sponsor
	Unknown



	


	Overview

	Day-after recall is a more reliable measure than brand XE "brand" -preference change, in part because preference requires two measures.


	Details

	Authors compared day-after XE "day-after"  recall (DAR) and change in brand XE "brand"  preference (PREF) measures from an archive (1982-87) of Radio Recall Research tests. RRR used mall intercepts to conduct “semiforced exposure” tests, with a Radio playing in the background while respondents filled out other questionnaires. Pre/post-preference measures were collected that day; then phone calls measured day-after recall, using Burke XE "Burke"  method of confirming recognition.

All else being equal, the DAR measures were more reliable— and thus, more likely to discriminate commercials— than the PREF measures. The authors attributed that effect to DAR requiring only one measure, while the PREF is a two-point before-and-after measure.

The authors also re-confirmed old research showing that DAR and PREF measure very different things, with little correlation between the two.


	Methodology Notes

	A disciplined analysis of many tests, but still based on mall-intercept testing.
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Don’t guess about your commercials

	Arousal system gives sponsor scientific test


	Category
	Other

	Year Pub.
	1948


	Author
	Sponsor Magazine XE "Sponsor Magazine" 
	Country
	USA


	Publisher
	Sponsor Magazine XE "Sponsor Magazine" 
	Sponsor
	Gilliland, Ranseen, Wesley and Ragan XE "Gilliland, Ranseen, Wesley and Ragan" 


	


	Overview

	Summary of a firm that used electric galvanometer XE "galvanometer"  measures in a lab setting to study “Arousal” reactions to commercials.


	Details

	Article focuses on Walter Wesley, whose firm used electric galvanometer XE "galvanometer"  measures in a lab setting to study “arousal” reactions to commercials. Galvanometers measure the changing electrical resistance of the skin of hands because of sweating. Wesley claimed that “We have any number of examples where the subjective response was completely contradicted by the respondent’s galvanometer tape.” Also claimed to have evidence that commercials with “high Arousals” produced top sales XE "sales"  response.
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Major Discoveries About Radio/TV XE "TV" \t "See Television"  Media Mix

	A report on the largest assemblage of Radio/TV XE "TV" \t "See Television"  data ever


	Category
	Other

	Year Pub.
	1967


	Author
	RAB XE "RAB" 
	Country
	USA


	Publisher
	RAB XE "RAB" 
	Sponsor
	RAB XE "RAB" 


	


	Overview

	Used a pilot study of sequential Radio and TV XE "Television"  diaries XE "diary"  (MediaStat XE "MediaStat"  in San Francisco XE "San Francisco" ) to assess the effects of moving dollars to Radio on reach XE "reach" , frequency XE "frequency" , and exposures. Radio and TV in a mix always delivered greater ad exposure than TV alone, with a 50/50 budget XE "budget"  mix providing maximum net reach. Radio-alone (at same budget) delivered more people with more frequency than TV alone.


	Details

	Most of this study is based on a special 1968 pilot study by MediaStat XE "MediaStat"  in San Francisco XE "San Francisco"  which collected Radio and TV data from a single sample. The design involved a one-week Radio diary XE "diary" , followed by (for those returning a Radio diary) a one-week TV diary. Some additional data were also used from an earlier New York XE "New York"  MediaStat study which used a “two-media diary” instead of sequential measurement.

The report analyzed reach XE "reach" , frequency XE "frequency" , and gross impressions both for theoretical mixes of TV and Radio, and for actual TV campaigns (with actual audience compared to what could have been obtained by shifting dollars to Radio).

In the theoretical section, the analysts created multiple $6,000 buys, allocating various amounts to TV and Radio, ranging from all TV to all Radio. The analyses were based on Men 18+ and Women 18+. The costs were based on SRDS published rate cards for 60-second Radio spots and a range of TV spot lengths. (Length would not have affected audience size directly since the MediaStat data was all in the form of half-hour ratings.) 

Key findings from the theoretical schedules:
—Radio and TV in a mix always delivered greater advertising exposure than TV alone (e.g., 66% reach vs. 50% reach).
—A half-and-half Radio-TV mix (on a dollar basis) provided the maximum net reach—more different people than any other combination.
—Given the same dollar budget XE "budget" , Radio alone delivered more people with more frequency than TV alone.

In the second section, the analysts obtained a number of actual TV-only schedules. They then assessed delivery in the original form vs. various combinations of same-budget allocations that included Radio. In each case, a “campaign which contained Radio and TV schedules reached more people more frequently than the TV-only schedule.”


	Methodology Notes

	Study provides no details about the San Francisco XE "San Francisco"  pilot study response rates, but they can be assumed to be low since the study involved sequential waves of one-week diaries. The analysts compared Radio and TV viewing levels to those reported by Arbitron XE "Arbitron"  for its syndicated single-media studies, and found the Radio levels were close (or a little lower) in the pilot, while TV viewing levels were significantly higher in the pilot. But that implies that the study was a conservative estimate of Radio’s impact.

Almost no information was provided about the New York XE "New York"  dual-media diary XE "diary"  studies used for some of the actual-campaign analyses.


	Radio Ad Lab Ref. No.

	 

	124


	 

	 


	 

	 



	
	Research Company
 

MediaStat XE "MediaStat" 
 

 

 

 

 

 






	[image: image41.png]


A Report to the Radio Advertising Bureau on Brain-wave Measurements of Radio/TV XE "TV" \t "See Television"  Commercials

	


	Category
	Other

	Year Pub.
	1979


	Author
	NeuroCommunication Research Laboratories XE "NeuroCommunication Research Laboratories" , Inc.

	Country
	USA


	Publisher
	NeuroCommunication Research Laboratories XE "NeuroCommunication Research Laboratories" , Inc.

	Sponsor
	RAB XE "RAB" 


	


	Overview

	Lab measurements of “Beta (activation) and CEP (interest)” from scalp electrodes XE "electrodes"  while being exposed to 18 Radio ads (and 2 TV XE "Television"  ads).


	Details

	NeuroCommunication Research Laboratories XE "NeuroCommunication Research Laboratories" , Inc. used a Lab in Danbury, CT, to assess reactions to media while attaching electrodes XE "electrodes"  to the scalps of 100 participants. Most were recruited via telephone, though a few of the participants came from an NCRL convenience list.

Eighteen Radio commercials were tested (almost all 60-second), along with two TV commercials that matched two of the Radio products. Each session included 3-5 people in an “auditorium” who were exposed to nine 2-minute “Radio programs” which also included two commercials. One TV commercial was also played either before or after the Radio session. In addition to the electrode measurement of “Beta (activation) and CEP (interest)” from both right and left hemispheres, respondents also filled out questionnaires which basically measured their liking of the various commercials.

There was almost no correlation between the liking scores and the brain-wave XE "brain-wave"  data.

NCRL concluded that their brain-wave measures for Radio ads were “in the high evaluation region” compared to past tests of TV ads. A direct comparison of the matching TV and Radio ads showed “Radio scored higher than the TV commercials for the left hemisphere, whereas the TV commercials scored higher on the right hemisphere for CEP.”


	Radio Ad Lab Ref. No.

	 

	019


	 

	 


	 

	 



	
	Research Company
 

NeuroCommunication Research Laboratories XE "NeuroCommunication Research Laboratories" , Inc.

 

 

 

 

 

 

 

 

 

 






	[image: image42.png]


Radio Works: A Look at Strategy in Action

	A McDonald’s XE "McDonald’s"  Case Study


	Category
	Other

	Year Pub.
	1987


	Author
	Zenaty XE "Zenaty" , Jayne W.

	Country
	USA


	Publisher
	ARF XE "ARF" 
	Sponsor
	Leo Burnett



	


	Overview

	Discusses the reasons that McDonald’s XE "McDonald’s"  uses Radio heavily.


	Details

	By focusing on the McDonald’s XE "McDonald’s"  breakfast campaigns, the author explains that Radio is an important component because:
—Radio builds frequency XE "frequency" , which is important to trial building
—Radio provides reach XE "reach"  against lighter Television XE "Television"  viewers
—Radio offers efficient demographic, ethnic and geographic segmentation
—And local extensions and merchandising

Some interesting factoids:
—79% of McDonald’s daily customers make the decision to walk in the door within two hours of the visit, and
—Over half of their customers make their restaurant choice within two minutes of their visit.
—By looking at reach among viewing quintiles, the author concluded that “by adding 1200 GRPs XE "GRPs"  of Radio, the audience receiving the message at least three times per week increases by 24 percentage points— or a 40% increase. And that 40% increase cost XE "cost"  McDonald’s only 18% more than the original Television dollars.”


	Methodology Notes

	No primary research. Focuses primarily on how to improve frequency XE "frequency"  by adding Radio to a TV campaign.
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Evaluating Good Radio Advertising

	A better understanding of the listener; Getting and judging better creative XE "creative"  work


	Category
	Other

	Year Pub.
	1993


	Author
	Ingram XE "Ingram" , Andrew and Mandy Wheeler XE "Wheeler" 
	Country
	United Kingdom


	Publisher
	RAB XE "RAB" /UK XE "UK" 
	Sponsor
	RAB XE "RAB"  UK XE "UK" 


	


	Overview

	Authors used qualitative studies to better understand how people interact with Radio. Primary conclusion: Radio is a very personal, intimate medium requiring more honesty, believability, and a “point of contact to real life.”


	Details

	Authors used a series of qualitative studies (e.g., focus groups) to assess how consumers interact with Radio, and whether that affects their expectations of Radio commercials.

The general conclusion: People have a personal identification with their stations which should affect how advertisers use each station. Radio is considered very intimate compared to other media, as if it’s “right there with you.” That means that Radio ads have to be more accessible, less flashy, more personal, more honest than other media.

In short: Good Radio ads have different characteristics XE "characteristics"  than good ads for other media.


	Methodology Notes

	Though primarily a mixture of opinion and qualitative research, the study provides a good outline of how consumers view Radio as a medium, and therefore, how they interact with Radio ads.
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Advertising Avoidance XE "Advertising Avoidance"  Study

	People are Listening to Radio Advertising


	Category
	Other

	Year Pub.
	1996


	Author
	Radio Marketing Bureau XE "Radio Marketing Bureau" , Canada XE "Canada" 
	Country
	Canada XE "Canada" 

	Publisher
	Radio Marketing Bureau XE "Radio Marketing Bureau" , Canada XE "Canada" 
	Sponsor
	Radio Marketing Bureau XE "Radio Marketing Bureau"  Canada XE "Canada" 


	


	Overview

	Based on a telephone attitude survey, study concluded that people are less likely to avoid Radio ads than TV XE "Television"  ads, and less likely to change channels when ads come on.


	Details

	September 1996 telephone survey in Canada XE "Canada"  of 1,500 adults. Interview was 16 minutes within a regular CATI omnibus study, conducted for one week. The key questions asked how often respondents tried to avoid paying attention to advertisements in TV and Radio, and what they did to avoid ads (if they did so).

Key findings:
1) People are less likely to avoid Radio ads than TV ads; 39% said they never or almost never avoid Radio ads, compared to 19% for TV.
2) People are less likely to switch channels to avoid ads on Radio than on TV; 47% said they changed TV channels to avoid ads, while the corresponding number for Radio was only 28%.
3) Upscale XE "Upscale"  people were much more likely to avoid TV ads, while there were no variations by income XE "income" /education XE "education"  for Radio.


	Methodology Notes

	Study was conducted well, but is limited by the very indirect measures of medium effectiveness.
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The Radio-TV XE "TV" \t "See Television"  Mix

	Aligning media delivery with sales XE "sales" 


	Category
	Other

	Year Pub.
	2001


	Author
	Gugel XE "Gugel" , Craig and Roberta McConochie XE "McConochie" 
	Country
	
	Publisher
	ESOMAR XE "ESOMAR" 
	Sponsor
	Arbitron XE "Arbitron" , Manhattan-Pacific Multimedia XE "Manhattan-Pacific Multimedia" 


	


	Overview

	Authors created a series of theoretical national TV XE "Television"  buys, and then illustrated how local Radio (and other media) can be used effectively to correct under-delivery XE "under-delivery"  of local areas that are important to an advertiser. Authors conclude that the trend toward national-advertising “optimization XE "optimization" ” also needs to take into account local-market delivery.


	Details

	As stated by the authors, “The authors recently analyzed the local delivery of national Television XE "Television"  schedules in concert with proposed purchases of spot Radio weight on a DMA basis. The purpose of the analysis was to determine the optimal combination of network TV and spot Radio required to meet the local sales XE "sales"  goals for selected marketers in given media planning situations.” They believe this to be a natural extension of media “optimization XE "optimization" .”

The analysis first computed Television delivery data for three 40-spot, four-week primetime TV flights where total units were allocated evenly across the four major broadcast networks. Local GRP XE "GRPs"  delivery was then detailed for ten large DMAs. Each DMA was then assessed for over- and under-delivery XE "under-delivery"  to the estimated target population (via “Sales Category Development Indices derived from SRDS/Polk Lifestyle Market Analysts data”).

Local Radio spots (top 5 stations in Morning Drive) were then added to the TV schedules to compensate for underdelivery of the target audience. Reach and frequency XE "frequency"  were then computed for each DMA to assess the final efficiency XE "efficiency"  of each buy.

While few summary measures were provided, it’s clear that assessment of local target delivery can be an important enhancement to Television optimization, and that local Radio can provide beneficial compensation for local under-deliveries.


	Methodology Notes

	The planning optimization XE "optimization"  appeared to treat TV and Radio GRPs XE "GRPs"  identically, without regard for potential differences in effectiveness.
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Thalberg
7, 51, 69

The Media Partnership
11, 43

Toronto
46

tracking studies
51

Trinity College
31, 67

UK
5, 7, 8, 13, 17, 31, 37, 41, 42, 50, 54, 62, 67, 68

under-delivery
64

Universal CIT
25

Upscale
63

variation in effectiveness
10

Virgin Radio
41

visual transfer
See Imagery transfer

Walt Wesley Company
34

Weinberger
10, 38, 68

Wheeler
62, 68

Wild
5, 8, 23, 48, 52, 69, 70

World Advertising Research Center (WARC)
17

Yankelovich
70

yogurt
5, 8, 21

Young & Rubicam
29, 67

Zenaty
61, 68
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