MARKETING COMMUNICATIONS RESEARCH UNIT

AN APPRAISAL OF
MEDIA WEIGHT TESTS

Report No. 5

David Corkindale

Sherril Kennedy

October 1973



CONTENTS

INTRODUCTION

PART A

STATISTICAL AND QUANTIFIABLE REASONS
WHY MEDIA WEIGHT TESTS OFTEN CANNOT BE
EXPECTED TO WORK

PART B

THE CONCEPTUAL AND MANAGERIAIL REASONS
WHY ADVERTISING MEDIA WEIGHT TESTS ARE
OFTEN LIKELY TO FAIL

Purpose and Objectives
Setting-up and Control
Interpretation

PART C

THE IMPLICATIONS FOR MEDIA WEIGHT
TESTING: GUIDELINES FOR SUCCESS

A checklist for considering media
weight tests
ACKNOWLEDGEMENTS
REFERENCES

APPENDIX

Page

13

13
15
18

22

35
37
37

40



INTRODUCTION

This report considers the topic of media weight testing: that is,the
examination of the effect of different levels of media advertising spending on
behaviour in the market. In a simple test, for example, the level of

expenditure is increased above normal in one area and the sales, brand shares
or attitudes in that area are compared to those in other, comparable areas

where normal weights of advertising are maintained.

Although media weight tests are a much practised marketing exercise they

would seem rarely to produce conclusive, or useful results. The MCRU has
found that within the body of experiences of Sponsor companies only about

one in twenty media weight tests have produced conclusive results. Similarly,
discussion with other market researchers has suggested the same order of
magnitude for the success ration. Also a study reported by Clancy (1972,1638)

suggests the situation is not much better in the U.S.A.

In order to formulate guidelines for successfully conducting media weight
tests, it is necessary to establish, illustrate and understand the reasons

giving rise to the usual failures. These reasons can be categorised in two

ways

A - statistical, guantifiable reasons

B - conceptual and managerial reasons, which tend to be less easily gquantifiable
After the problem has been defined, this report is set out in three parts:-

Part A considers and establishes why the circumstances of the market
place may render it unlikely that many media weight tests will produce

any detectable changes in the market place;

Part B considers the market and organisational context in which this
sort of exercise is usually conducted and against which it has to be

assessed; and

Part C discusses the implications of these findings and presents

guidelines for successful media weight tests.



What is a media weight test?

A media weight test usually involves experimentally varying the advertising
weight away from normal levels in different areas of the country, or in
different towns, and then measuring the results. The measurement is usually
done in terms of changes in sales, market share and/or awareness and attitude
variables. The procedure can be used to attempt to assess the effect of
changes in expenditure in individual media (press, television, outdoor etc.)

and also for assessing mixed media allocatiomns.

The stimulus for most media weight tests seems to be an attempt to answer

questions like:

- Bre we spending about the right amount on media advertising

on cux product?

- Would an increase of X% in our media advertising improve oux

market share?

These questions typify the nature of those frequently asked. There are others,
perhaps mere fundamental, wnich should be posed and these are considered in

Part C of this report.

One of the potentially most interesting outcomes from a media weight test

would be that a substantial, reduction in advertising expenditure has no
harmful effects and so advertising money could be saved. However, this aspect
is explored less often and most tests attempt to probe the affects of increased
expenditure. Therefore, the contents of this report tend to concentrate more

on this latter exercise.

Media weight tests in Direct Response Markets offer opportunities for detailed
analysis not normally available in other markets. Little is published on the
results of media tests in these markets and this report does not deal specific-

ally with this area.

Simple media weight tests are fairly easy to conduct, once the funds have been
obtained, but the problem is that they often seem to produce disappointing

cutcomes.



PART A STATISTICAL AND QUANTIFIABLE REASONS WHY MEDIA WEIGHT TESTS CFTEN
CANNOT BE EXPECTED TO WORK.

Intreduction

in view ¢f the high frequency of failure of media weight tests one must ask
whether they should be expected to give conclusive results.  Are there some
fundamental reasons which suggest they are bound to fail? In many

circumstances in which media weight tests are conducted the answer to this

guestion would seem to be - yes!

in order to suggest and illustrate some of the probable underlying causes of
the failure of media weight testing, some data on several major product
categories will be used in succeeding sections. These are not meant to be
representative or proof of assertions made, but illustrative of the principles

suguested to be important considerations.

Proposition i) Many markets are not very susceptible to change

The most important reason why media tests rarely work may be because

market shares on many product categories are unsusceptible to change.

In many established markets, market shares vary so little from year to year
that one could say that an equilibrium state exists. In some of the clder mar-
¥ots or in neo-commodity*ones, trends in market shares are usually influenced

by factors cutside the promotional sphere.

hough the reasons for this overall stability are not the subject of this repert
#ure evidence and indicatorxs can be cited.  Ehrenberg (1969)1538 has, in
effect, through extensive analyses established the stability of myriad markets
in various countries, It would also seem probable that as expertise has been
applied to all aspects of marketing major products and services by all
Siganisations, particularly in competitive markets, it is only natural that

by now a stable situation has been reached in most markets. The introduc-
tion of new brands or products into stable markets tends to upset the balance

initially, but relatively soon they settle down to the new, fairly constant,

* defined as large and long established where distribution and price are often
the key determinants in the sales or market share of a product.



brand shares. For example, the introduction of fluorides into the tooth-
paste market made a major disturbance in what was a stable, though neverthe-
less competitive, market situation. After this major activity,new brand

shares were established and the market became stable again.

Brand share stability in a product category can be tracked by market share
changes (period to period or year to year) for the various products, or
services, in the market. If a brand lost 5% share in one year but gained

5% the next, over the two year period the total change would be 10% and the

average 5%; let us use this as a measure of stability. The net change in
this example would be zero, of course, but we are interested in degrees of

change within a period, during which time media weight tests might be run.

In the toilet scap market, for instance, the average amount of brand share
change over a five year period, for five major brands was of the order of

0.51%, nationally, derived from Adams (1973)1596.

Some other figures for average brand share changes are presented in Table 1,

derived from Samuels (1971355,

Product Categery Average Annual Brand Share (%)
change

Washing-Up Liquids {3) 1.8

Householéd Cleansers (4) 2.9

Fruit Squash (&) 0.7

Toilet Soaps (7) 0.7

Taple L. Average annual share change per brand (1966-68)
Midlands TCA Area

An important consideration is whether the average figure over all brands is
masking large changes in individual brands. This would not seem to be the
case generally, as instanced by the figures in Table 2: annual average
brand share changes over 5 years for the major toilet soap brands, taken from

the source cited earlier (Adams).
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Table 2. Annual average market share change over > years
for national toilet soap brands

Proposition ii) Changes that may occur are too small to measure

A second reason why media tests rarely work may be that changes which
do occur are generally too small to be reliably medsured by normal

sales audits or consumer surveys.

Although for many packed goods the general level of brand shares may not vary
much from year to year, the importance of those small changes that do occur must
be considered. An increase of 0.5 percentage points in market share in the
toilet soap market nationally per year is worth in excess of £40,000 p.a.
Nevertheless changes equivalent to this magnitude in brand share from peried to
period have to be regarded as small because they are often too small to measure

accurately!

Variations in brand shares from period to period within a year often wvary much
more than shares assessed annually. However, there are many reasons

discussed in Part B, why advertising weight tests are, and should be, conducted
oﬁer periods of many months and not in the short term. The problems of dete-

cting short term changes would be even greater, as illustrated next.,

Nielsen sales audits, for cxample, generally cannot reliably measure bi-monthly
share changes of less than 0.95%, at the 68% 'level of conlidence'.*
This 'level of confidence' is a statistical measure of the degree of certainty

that the answer 1s correct: at the 6B% level, one out of every three times

*Suggested by A.C. Nielsen in correspondence.



that it was assumed a real change had occurred would be a fallacious assumpticn -
pure chance would have thrown up the measurement, not a real change in overall
level at all. Consequently guite a degree of risk would be attached to any

decision based on the assumed correctness of such a measurement.

If sales volumes are measured rather than brand shares, on a naticnal basis,

the margin of error of a period-to-period change on Nielsen grocery audits may be
between 2-4%, at the 68% level of confidence.* In other words, unless a sales
volume increase, or decrease, of at least 4% occurs, naticnally, from one

period to the next, it cannot be detected on Nielsen's normal audits.

The above figures for accuracy are only a very general guide and should not be
taken as absclute. The actual accuracy of Nielsen and other audits, are
difficult to calculate and the level for any particular product very much
depends on levels of distribution. The figures quoted would be average for

a product with reasonable distribution (e.g. 70-80%).

This is not to suggest that Nielsen, or any other audit based on sampling

procedures is not worthwhile for the main purpose for which it is intended.
However, the accuracy of measurements in a single area is much less than
the national level and must be taken into account. If greater accuracy is

required for a special purpose then sample sizes can be increased.

Methods of calculating required sample sizes for measuring to certain limits of
accuracy are given in Part C of this report. It is worth noting here, though

that to double accuracy one usually has to quadruple sample size.

Te further illustrate the problem of accuracy of measuring changes in the
market, one could consider ad hoc consumer surveys that might be conducted as
part. of a media weight test. They are probably even less sensitive to small
changes. 11 one supposcd that changes in the proportion of people buying a
product could be assessed by a simple guestion {say 'brand last purchased')
then it would need a sample of approximately 6,000 product category

purchasers to reliably measure a sales change of the order of 0.Y share peints.
By 'reliability' one usually means to bhe right in cne's assumptions 95% of the

time. A sample of 50,000 would be reguired to detect a change of O.3%!

*Indicated by A.C. Nielsen in correspondence.



Tabple 3 illustrates sample sizes required for various levels of change in share

polnte.  The actual method of calculation and assumptions used are given in
Appendix A.

Proportion of Change in share points to be measured

Sample who are users

of product category (%) 0.1 9;2 9;2 _a:z
10 1,000,000 500,000 60,000 7,000
100 100,000 50,000 6,000 700

Tacle 3: Required sample sizes to reliably detect levels of change

For products with anything but high penetration one can see the large size of
sample reguired to detect small changes. Surveys of these sizes are rarely

undertaken for any purpose let alone for media weight tests.

Froposition (iid) A change in media weight is probably not the only
factor influencing a change in the test area(s)

It is extremely difficult to control all elements in the market mix in
both test and contrel areas so that the only difference between them is

the weight of advertilsing.

Such factors
difficoulit to
Just some of
0L a2 product

oCoLYy in &

as price, In-store promotions and distribution may be particularly
control in the grocery market between different areas. These are
the facters that can also influence changes in market performance
during a media weight test. Conseguently any change that dees

test area may only be partially due to advertising. Given that

over a yeay changes in brand share may be very small anyway, changes wholly

traceatls to

advertising effects alone will be even smaller. In the example

of teollet soaps one could surmise that price, promotion and advertising affect

share change and that these effects were additive. Hence the degree of change,

due to advertising, in brand share over a year for an average brand would be

only 0.51/3 = 0.17.%



This argument could be developed further in an extreme situations any
advertising activity consists of three factors - the content {message
execution), the media used,and how often it is displayed (media weight).

Cnly the cost factor is examined by a media weight test. If the first two were
not strictly controlled between test areas and normal areas, some of the change
in market share measured in the test areas could be due to them alsoc.  Hence

in the sample of the toilet scap market the change in brand share due to

media weight could be only 0.17/3 = 0.054. This is way below a practical

level for measurement,

It must be stressed that this is an extreme example but it does emphasize
the possible implications of not paying careful attention to controlling

strictly, all possible influences on market performance in the test and control

areds.

Proposition iv) It is not always easy to make a change in media weight big
enough tc be markedly different than normal

Doubling advertising expenditure does not double advertising share

In competitive markets, particularly for established products, advertising for
one brand or product has to compete with that for similar goods., The share
of total market advertising achieved by a particular product is seen often as
the important determinant of the peotential effect of advertising for that
product. Hence often in media weight tests it is an increase in share of
advertising that is being tested, rather than the effect of an absolute

increase.

Tc illustrate the difficulty of making a marked change in share of advertising
in some cases, assume a product is one of eight in a large market in which
total media advertising is £4m. Suppose the total advertising in one area

of the country is £800,000 and the product contributes £100,000 of this

and intends increasing its expenditure by 50% for a six month media weight
test. Its share of advertising before the increase would be 12h%% and during
the six monthly test it will be 18%%. However, over a full year the increase

in share weould only bring it to a 15.6% share.



Again, a somewhat extreme example has been used to illustrate the point.
However, a 50% increase in expenditure for an individual product is sizeable
and a year is probably necessary in many cases to allow for the full effects

of any changes to become apparent.

It is believed by many that the sales levels achieved by established brands
reflect both current and past advertising levels. In consequence, a large

increase in current spending over a relatively short period may not stand

ocut against both past and competitive advertising weights.

Proposition v) Variaticns due to other market parameters both between areas
and within individual areas are often not known or else too
large to allow the detection of changes due to media weight
tests.

The natural variations that exist between areas are often not known accurat-
ely and tend to be ignored, e.g. some regions have better sales than others
during the summer because of holiday-makers. One way of overcoming this
difficulty is to make the media weight test involve as many different test
areas as possible, i.e. replicate the experiment sc as to calculate an

'area effect' as well as a 'media effect'. However, it is hard in the U.K. to
isolate many experimental areas, let aleone manage controlled experiments in

each ©of them.

Even when cifferences are known to exist between areas it is not always
easy tc take them intc account in evaluating the results of a media
welght test: is a larger increase in a 'good' area due to a developing

trend there or to the effects of a media weight increase?

There are many possible marketing characteristics that differ between
areas which are likely to make interpretation of media weight differences
between areas very problematic. For instance, the market share of a
product in one area might be 10% and in ancother area it could be 15%:
censequently it could be argued that a 50% increase in advertising in the

first area may have a greater effect in the first area than in the

second, simply because the potential is greater.
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Sources of change in the market due to factors outside the contrel of the
individual company, are often as likely to affect measures of a
product's performance as are changes in media weight. Examples of

such factors are competitors' activities, the weather and Government

influences on the economy.

A further influence on the degree of change likely to be brought about
by & change of media weight is that of previous advertising. Diagram 1
illustrates the sales level of a product in a test area, in which all
media advertising was stopped for 18 meonths and the sales level in the

rest of the country, where advertising was continued (after Davis (1972) 684)

sales T

Rest of
Index ©

t
—--~—__m5‘\abxi\fffertising ////.Coun e
///f~— Test

Area

No Advertising —e————om=2 Advertising —

o
T T ¥ -

& 12 18 months

Diagram 1. An illustration of the limited effect of with-
drawing media advertising

This example highlights two further considerations in media weight testing.
Firstly, some tests involve reducing the media spending to zero in an area
while increasing it in others: it can be seen from the example that
hecause of previous advertising in the test area it may be a very long
time before the effects of a reduction can be detected in sales levels.
Secondly, if advertising had been re-introduced into the test area in

the 15¢n month its effect might have been different because of the higher

starting point in the level of sales,
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Propogition vi) Marketing experiments, or tests, of cne factor aleone,
do not allow for important interaction effects.

Diagram 2 depicts the situation where initizlly the advertising expenditure
on a product is increased for a trial period in an area with no effect on
sales level. The advertising experiment is curtailed and distribution
levels are next enhanced over a period but again with little effect. It

is only when both advertising and distribution are increased that any

change starts te emerge in the market.

T Sales
N\
- e
f Advertising
!
§
| Distribution
i
=5 Time
Diagram 2. An illustration that an increase in advertising

weights may need a compiementary increase in another
factor before any effect takes place

Thiz illustration highlights the fact that media weight tests may, or may
not, cause discernable changes in the market due to the level of other
strong influences existing at the time of the test. Another important
effect not discernable on a single factor (media) test is that of the
changing degree of influence asserted by other influences. For instance:
for a 25% increase in media weight, a 5% increase in distribution might
cause a 2% growth in sales; for the same increase in media welght and

a 10% increase in distribution sales might grow by 6% i.e. a more than
proportional increase. Comprehensive, extensive experimental designs

must be used to detect interaction effects.



Proposition vii) It is debateable what to chose as the appropriate
base level against which to measure a change in
market performance

When one is conducting the measurement of the effect of a media weight
test, be it on sales levels, awarenegs or attitudes, one has at least
three choices of reference point for judging change. Is the most
appropriate measure the absolute increase achieved, the increase relative
to the pre-test level or the absolute increase as a proportion of an

estimated maximum potential increase.

For example: before a media weight increase in an area the percentage

of the target population preferring a product was 30%; after the increased
media welght test, this figure increased to 40%. Measures of change could

therefore he:

i) 40 - 30 = 10% ,
ii) lO/30 = 33% ,
or, iiti) 10/70 = 14.3%

conclusion

In this section some of the conditions necessary for media weight tests

to produce measurable, conclusive results have been critically examined.

Seven propositions have been stated each of which assert, with illustrations,
that it ig unlikely that a simple media weight test will produce a meaningful,
measurable assessment of the effect of different levels of media spending

on the performance of a product or service in the market place.

All seven assertjons taken together would indicate that it is hicghly

unlikely that a simple media weight test can produce a meaningful,

conclusive result for sales or brand share measures have been primarily
considered in this section as the evaluation critericon. It must be remembered,

however, that attitude and awareness measures can change with a much greater

magnitude during media weight tests.
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PART B THE CCONCEPTUAL AND MANAGERIAL REASONS WHY ADVERTISING
MEDIA WREIGHT TESTS ARE OFTEN LIKELY TO FAIL

Introduction

In the previcus section some underlying statlstical and often quantifiabie
diflficulties associated with the principle of conducting media weight
tosts were considered. In this section the managerial rcle in media weight

testing exercises will be probed to expose and illustrate difficulties

which may arise in making decisicns on them.

There are decisions to be considered for three general phases of a media

welght test, which are:

i) clearly defining the purpose and cbijectives
ii) setting-up and controlling the exercise

iii) interpreting results and findings
Important considerations which must be taken into account and resolved
at each phase of a media test are detailed next in this part, under

each ©f the three categories cited above.

ijPurpose and Objectives

Before any media weilght test i1s conducted it must be established clearly
for what purpose it i3z being conducted. Everything stems from the
coverall cbjective. Similarly it must be clear to all involved in
setting the objectives vhat a media weight test is likely to achieve 30

that appropriate, realistic objectives may Le set.

It must be realised that in meost circumstences, 1f answers to a particulax
advertising problem are required quickly then it is not practical to
resort to media weight tests. This is because of lengthy set-up times
and, as mentioned in Part A, the lengthy running times required for

such teststo show up any effects,
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The importance of clear objectives for a media weight test is that they

help define:

&) the type of experiment that should be conducted

£} the extent of the information that must be collected
before, as well as, during and after the experiment.

All too often media weight experiments are incenclusive because insuffic-

ient information is available, since diue consideration has not been given

to defining the precise purpose of the exercise and establishing information

needs.

It has been also remarked, by Cooke (1966) g9g2 that:

"the use of experiments to marketing management is only any
gocd if they allow prediction”

In other words, if a media weight test is run to ascertain the right
level for advertising in a forthcoming campaign the results of the test
must be capib.le of projection into some future time period and set of
circumstances. IFf this i1s the case then the chjectives of the test must
inciude +#nis factor so that sufficient information on such things as

trends can be tracked over a sufficient time peried.

Fin.lly, it may be very important to discover some indications why a

sarticilar result is achieved in a media weight test. If this is the
case, oo reqguironent must be part of the objectives of the exercise.
For exampie, 17 a media weight test is conducted for a new product

in ooew crea L0 examine resuitant sales levels, certain other data

wonlol bave Lo be collected to help explain why a particular level was

A oviedd, Iy thisz oase distribution, attitude and awareness information

wor i e e regquired s to take Just three examples.



iiyCconsiderations in setting-up and contrelling media weight exercises

One of the first problems to be considered 1s that of competitors’activity
during a media weight test. Ace they likely to vespond, once they
realise an experimental Jevel of advertising is being examined, and will

this invalidate the test? if the answer iz ‘ves', then either

a) the test should not be run,

or b) a more sophisticated design of experiment should be used

The simple test, where advertising weight is increased in one area alone
and then compared with results in the rest of the country is very easily
disrupted by competitors. A test design involving different levels of
change in advertising weight in different areas is both more likely to

preduce useful information and is less easily disrupted by competitors.

As soon as one considers reducing advertising weighb in scme areas as

part of an experimental design one must consider the implications of this
on company performance and company personnel in the areas of the
reductions, In companies where marketing and sales personnel have clear,
short texm objectives it is often difficult to reconcile experimental
objectives and criteria with operational ones. Consequently it is often
difficult to restrain operational mahagement from making compensatory
adjustments,in other marketing pressures, for reduced advertising activity.
Similarly, where advertising is increased there is incentive for personnel
to capitalise on this good fortune. Bonuses and retailer/distributor goodwill
are some of the considerations that are likely to make operational manage-
ment not conform, either consciously or uncensciocusly, to experimentally

required levels of activity.
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Mention is made by Burdus {(19629) 725 of how an advertising weight test
was invalidated completely by the activities of opne person in the
organisation who did not know of the experiment being conducted and

'took action'.

Another problematic decision required in the setting-up stage of a
media weight test is that of selecting appropriate areas for the test.
Much has been written to assert that no one area of the UK is completely
representative of the whole country. This is not necessarily an
insurmountable difficulty if due consideration is taken beforehand of
the potential problems of the interpretation of results, and information

is gathered to allow for compensations to be made.

There are often reasons for not choosing ‘average®' areas for the test
changes in media weight. 'Average' areas may be least infommative.
For example, a convenience product may sell well and be well thought of
in southern regions while not performing well in ncrthern ones. It

would be much more informative to conduct a media weight test in typical
southern and northern areas than in an 'average’, in-between area since

the latter would not be typical of either.

Another important and practical consideration is that of the cost of
media in different areas. Because of very different cost/1000 rates

from area to area, particularly on T.V., an extra E50,000 on media
advertising in one area would achieve more, in exposure texms, than in
another area. This may pose problems in the interpretation of results of
media weight tests and so must be considered at the design stage. Due
allowance must be made for changes in advertisement costs from area

to area, particularly where a company allocates its advertising monies

on an equal impacts basis.

The value of 'replication', or repeating the test in several areas at
once, was outlined in Part A. An illustration is shown in Diagram 3

of this value of repetition.
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Diagram 3 An illustratlon of the value of repeating tests
in geveral areas - one extreme result can be
seen as such

The experiment consisted of retaining normal levels of advertising
in 3 areas (A,B,C) while increasing it in 4 others (D,E,F,G}. The
diagram shows the relative performance of the product in each market
(in sales, or attitude terms). It can be seen that if the extra
weight of advertising had only been applied to area E, a fallacious
result would have been obtained as to the general effect of increased
welight of advertising. The value of the repetition also would
enable area E to be seen as requiring much further examination which

is likely to be valuable.

Another practical problem to be faced 1f a media weight test involves
increasing the frequency of advertising is that of quicker 'wearout'

of the advertisements used. Increaped media weight can be translated
inte more frequent advertising during a normal campaign length or an
extended campaign length. The former situation might give rise to

a percaived need for a greater numher of different advertisements during
a campaign to guard against possible boredem in the taryget audience, This
immediately introduces a comparability problem between the test area

and those areas receiving a smaller number of advertisements.
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A further decision has often to be made on media allocations when media
expenditure is either increased or decreased: should advertising
expenditure remain allocated in the same way as for nommal levels? It
might be felt more 'effective' to additionally use another medium if
expenditure is increased in a test situation, or to drop the use of one
if expenditure is decreased. Again the attendant problems of comparab-

ility between test areas and unchanged areas must be resolved.

A final area of concern at the design stage is ﬁhat of data and
information acquisition. If this is not going to be adequate for
financial or other reasons, it really goes without saying that the test
should not be conducted. It is better not to have a result that is

a misleading one. The money set aside for a test can be used to conduct

more constructive research in this situation.

Scme companies do not have the facility for their sales or delivery data
to be analysed by special areas. Where they normally rely on this sort

of information to monitor market response, they will have to set up an
independent data collecting mechanism if media weight tests are to be
run in speclal areas, since the conversion of sales area figures to TV
areas, for example, is usually too inacecurate to allow the effects of

changed levels of medlia spending to be detected.

(11i) Interpretation

There are usually several problems of intexpreting the meaning and
implications of a media welght test which occur after the initial results
have been determined : some could have been avoided often during objective
setting by clear statements of what precise questions were required to be

answered by the test.

In this section a series of problems that have occurred or been posed
about interpreting media weight test results are reviewed and discussed.
It is hoped that this listing will enable some potential media weight
testers to incorporate some of the considerations into their test designs,

while enabling others to check the rationale of thelr test.
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As mentioned in the previous section an experimental finding often must

be projectable into the future for management use. Hence, for example,

if a test were run where advertising frequency were doubled and a certain,
favourable outcome measured in the market; management then implemented this
double frequency policy, or some fraction of it, but then their competitcrs
also increased their frequency. What advice about the outcome or wisdom

of adopting the experimental results could the researcher give, based on
one such experiment? In Part C guldelines for tackling this sort of

problem are suggested.

The role of advertising for different products in the market must be
considered sometimes. The purpose and objectives for advertising a
fairly new product are usually different from those of an older, well
established product. Consequently, the results of a media weight test
on a fairly new product in a market must be seen in the context of the
newness o©of the product : the results may not be applicable to an
established prcoduct in the market. In other words, the apparent
advantages of a higher level of advertising may only be temporary: when
the product becomes an accepted, established one and is advertised to
retain share, rather than gain it, the the way advertising works will
probably be different. Hence the time span over which results from

a media weight test may apply must be considered relative to the

situation of a product in the market and the activities of other products.

The consideration of effects on new and old products introduces again the
problem of how long a test should be run before the full magnitude of
any effects can bhe seen, As Segnit and Broadbent (1970) 148 have commcnted,

based on wide experience of media weight tests:

"Our experience of increased weight tests for established products
confirms the traditional belief that increased spending usually
produces in the short term comparatively small effectsg”
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An approach to solving this sort of problem, elaborated in Part C, is to
either make estimates of the length of time necessary based on other
research Or to resign oneself to having to wait an unknown length

of time. The value of knowing the likely, full effect of advertising
weight changes, as opposed to a partial result; must be evaluated against
the cost of running a lengthy test if the second course of action is

envisaged.

Other more elaborate media weight experiments involve both increasing
and decreasing media expenditure to attempt to establish the relationship

between expenditure and response in the market place. It is then hoped to

produce the sort of graph depicted in Diagram 4 (a), for future
guidance.
(a) {b)
A A
Market
Response

Level of
Expenditure

-
rd

Sy
Id

Diagram4 (a) An example of the sort of result some media weight tests
are hoped to produce,and

{b) relationships thought to hold by many

These experiments do not always sSeem to take into account the beliefs, and
some evidence, that reducing advertising expenditure by a certain amount
will have a differing effect to that of increasing expenditure by the same
amount. If it is true that relationships are not linear, then it becomes
difficult to extrapolate findings from a media weight experiment outside

the ranges used in the experiment. It will even be difficult to interpolate
expected results for values of expenditure between those used in the
experiment.

Diagram 4(b) illustrates the form of relationship thought to exist in many

researchers, admittedly on limited evidence.
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T™wo final observations need to be made in this section concerning the
limited use to which the results of media weight tests can he put in other

marketing analyses.

Quite rightly, in many media weight tests the 'effects' are not measured

absolutely but rather the extent of change is measured relative to a
norm.  The norm usually chosen is the performance of sales, or

attitudes or whatever, in an area designated to have a 'normal' level of
advertising and to behave normally during the test. It is important for
any future and wider use of the test findings that 'noxmal' be defined

and recorded comprehensively. A test increase in media weight in one
area might show a certain level of improvement compared to a normal, or
control area but the findings could not necessarily be immediately
applicable to other areas which differed substantially from the normal, or
control area. Consequently, if a test is run and the results are required
to be applicable nationally it must be designed to relate to the national

situation.

It must be remembered always that the effect of media weight is not
independent of other marketing activitiles, Consequently, if it is found

by media weight test that a 10% sales increase could be achieved by a certain
media weight increase, this will not necessarily happen when it is implem~
ented particularly if other changes take place in the marketing mix, even

if these changes are favourable! For example, it might be found that a 20%
increase in media increased sales by 10% and a 15% increase in distribution
also has increased sales by 10%,1in another test. Inplementing bhoth the
media and distribution increases might not ilncrease sales by 20% because of
the diminishing returns situation that exists in most markets, i.e. it might
be possible to gain a }0% increase by elther course of action but become

progressively harder to gain more above this level.

I1f 'synergy' is defined as the total effect being greater than the sum of
the parts, the situation cited might be termed as one of an 'anti-synergy'.
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PART C THE IMPLICATIONS FOR MEDIA WEIGHT TESTING:GUIDELINES FOR SUCCESS

Introduction

The purpose of the first two sections of this report were to explore the
reasons for the frequent failure of media weight tests to produce conclusive
findings. Both some fundamental properties of the system being tested and
managerial reasons give indications that it will be difficult to obtain

meaningful results in many instances.

Having identified some of the reasons, causes and problems associated with
this failure, this section will present some guidelines to help formulate

more fruitful media weight test exercises, where they are appropriate.

The section is divided in three: the first part states some major

assertions which must be considered at the outset of any proposed media

weight test; in the second part, practical ways of dealing with various
problems are considered; and, in the third part a check-list is presented
to summarise the points that must be considered when undertaking media

weight tests.

Majoxr considerations

It has been demonstrated in this report that there are many difficulties,
both statistical and managerial, in conducting successful media weight
tests. Given that this is the case and that such tests can be expensive
both in time and advertising money, management should be wvery careful before

embarking on such exercises.

There are given below some points which need major consideration when

media weight tests are discussed.
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a) Establish the objective of the exercise clearly

What problem is a media weight test hoped to resolve? Is a media weight
test the most appropriate solution method? Is there sufficient managerial

and technical skill available to successfully conduct the exercise?

The overall cbjectives also define what aspects of the market should be
measured in order to assess the effectiveness of the media weight change.

If it is intended that advertising should stimulate sales over the test period,
then sales should be measured. If they cannot be accurately measured in the
market, clear findings will obviously not emerge. If the purpose of
advertising is to stimulate a changed perception of the product then this

should be measured as clearly as possible.

These are some of the fundamental considerations necessary to be resolved at

the outset of an exercise.

b} The expected effect of advertising weight change must be estimated
beforehand

This is a very well worthwhile exercise in that it forces consideration of
the practicality of the exercise and an awareness of the total problem and
the many influences on the outcome. Without this estimate, however, it is

impossible to design a test that can efficiently establish results.

There are two main ways of estimating potential changes. The first would
stem from experience of the market and a consideration of such things as:
the level of changes common in the market; the state of the market, e.g.
competitive, with lots of promotions and deals, or relatively imnactive,
with no major changes recently. The second approach to forecasting
changes would involve estimates based on econometric analyses of past
advertising activities; this is considered in further detail in the next

section ({page 29).
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Where other factors in the marketing mix are going to be changed during the
test, either intentionally or because they cannot be controlled, their
effect must also be estimated beforehand. This determines the accuracy to

which measurements of the effect of advertising weight must be taken.

Realistic goals and estimates must be set. If the total market or market
share are trending downwards, hopes should not be pinned on a miraculous
upswing due to a media weight boost. In this situation a maintenance of

the current position might be all that can be expected.

c} The study should be designed to be sensitive to the expected effects
of changed media weight

This is a technical consideration and expert advise should be sought if
necessary. Sample sizes and the period over which measurement is conducted
must be sufficient to reliably measure changes in the market of the expected

order of magnitude.

d} Conduct the test over a considered length of time

The preliminary estimate of the effect of changed media weight should
include the determination of the period over which this effect is likely
to emerge. A media weight test should not be run over an arbitrary period.

One guideline is that if campaigns are normally a particular lepngth and

the results of the test are likely to be applied to normal campaigns,
then the test should be of campaign length.

It is often not realised that media weight tests are being conducted with
the null hypothesis that the test campaidn weight and the normal weight
will produce no difference in effect : measures are taken during an
arbitrary length media weight test to see if findings do indicate any
difference, i.e. disprove it. If differences have not appeared by the
appointed terminating date of the test the whole exercise is deemed a
failure or, at best, inconclusive. If the starting hypothesis were that
there was a difference in effect due to media welght, the test would be
run until the difference emerged over the expected period for emergence,

or the hypothesis substantially disproved.
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Conclusions

The overall tenor of this report so far and of the four points listed
above is to suggest caution, and careful consideration of the use and
likely value of media weight tests. This is not to suggest that media
weight tests will always be ineffectual. Indeed where substantial

effects can be expected over a reasonably short period of time and off-

take measurement is feasible and accurate, there is every chance of success.
Often these circumstances are found in rather individual product cor market
circumstances, e.g. new products; products in markets where there are
very few major competitors; product fields where there is nommally a

very low level of media advertising. Although the test itself may
produce measurable results in these circumstances, some care must be

paid to the interpretation of them, as outlined in Part B.

In the situation where it is not clear whether a media weight experiment
will produce a clear, unequivocal result some people advocate under-
taking the exercise for the experience, i.e. experience derived from a
factual basis rather than repeating the same procedure right or wrong
many times.,

In this case wider cbjectives should be set so that as much as possible
is learnt about marketing the product. This will almost inevitably mean
more extensive information gathering procedures will have to be set in
motion to help establish why certain things either happen or do not

materialise.

Overall it can be concluded that media weight experiments should not be
seen in isolation from other marketing development activities. Results
from experiments, be they media weight tests or whatever, are most
valuable when they provide further information on the establishment of
theories of how the product performs in the market. Hence media weight
test results can provide information to the more fundamental exercise of
understanding the dynamic effects of advertising and the contribution
of advertising to the total effect of the marketing mix, where companies
have established such theories. Therefore media weight tests should be
conducted as part of an overall, long term programme to understand the
processes of marketing the product, and not as an ad-hoc exercise to be

interpreted in isolation.
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Guidelines on some aspects of conducting media weight tests

Books

A good handbook on experimentation in marketing in general is by Banks
(1965) 1014, while a monograph by Cox and Enis (1969) 1015, contains a basic
methodology, many examples and sufficient references to enable the planning
of experiments to be technically correct in many situations.  Another
sound bock on the subject of experimentation in marketing is that by Davis
(1970) 1016, which offers many practical insights, both for the manager and
researcher. A good technical summary of the deéigns for media weight

tests is the paper by Hoofnagle (1965} 32¢.

Further references to other useful books and papers con this subject are

guoted at the end of the report.

Basic Methodology

There are two ways of examining the effect of media weights on the market.

Cne is via an analysis of historical data and the other is via controlled
experiments. By historical data one means information which is taken as
it comes, with no attempt or oppertunity to control the circumstances

under which all of the pertinent factors are measured. Generally speaking
conclusions have to be drawn very carefully from the historical analysis
approach as it is not usually easy to discern the time effect of only one
factor. Another gqualification which is sometimes even more important is
that historical information is usually incomplete. Some relevant factors
may not have been measured or recorded at all, simply because records were
not kept for the purpose of systematic analysis. Finally, an inherent
limjitation of any statistical analysis based on historical data is that
some values of the factor of most interest may not have occurred in the

past.

The way of overcoming the limitations of historical information is to plan
and control the conditions under which information is collected. In a
designed experiment an attempt is made to identify all the factors affecting
a given variable under investigation (e.g. sales, share or attitudes).

As far as possible these factors are controlled i.e. they are either held

constant while one of them (e.g. advertising weight) is varied, or they
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are deliberately manipulated in a planned way, which allows calculated

analysis afterwards of contributing effects.

It is with the above purpose in mind that media weight tests, or experiments,

should be planned.

Media weight tests can be designed to cover several geographical areas or
a variety of towns. As stated before, the more extensive the test the
fuller is the information and chance of a successful outccome. The extent
of the test is governed by the financial and management capability for

conducting tests.

If A represents one level of media weight and B represents another level,
various common experimental designs can be summarised below. The figures

in brackets represent different areas in which A and B levels are used

Before and after test: A(l) v B(1) (measures taken in an area before and
after media weight is changed)

Single areas: A(l) v B(2) ({results in area 1 compared with those
in area 2)

Multiple areas: /A(l; /ﬁ(4;
A2} viB(5)
\A(3L \B(GL
Crossover: (a (1)) (B(1)]
A(2)}|VIB(2)

N AN ~

Although multiple area designs are most efficient from a theoretical point
of view, the limited number of different regions, for advertising purposes,
in the U.K. restricts the possibilities severely. Another limitation is
that theoretically areas should be selected for different welghts of
advertising randomly. Often practical considerations make this infeasible.
Tests done on several areas do also put a large number of consumers at risk

should the trial levels of advertising have an adverse effect, or experimental
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control of other marketing pressures allow competitors to take the

initiative.

Where several areas are to be used for a media weight experiment the
"Latin Square" design procedure is usually adopted. This is described
fully in the books and papers quoted at the beginning of this section..

A very useful variation on this design is the "double changeover"
technique. This permits the calculation of the carry-over, or residual
effects of changing advertising levels in areas during the experiment.
Several examples of this design are given in Cox and Enis (1969) 1015, and

Hoofnagle (1965) 326.

Correcting for Area Differences

One of the difficulties in setting up media weight tests cited earlier
was that no two areas of the country are alike. Therefore it is difficult

to compare the effects of media differences between them because the
starting conditions are not alike. For example, a product might have a
10% share of the market in the test area whereas in the rest of the country
the average might be 15%. The result of increasing media weight in the
test area is therefore not directly comparable with that in the rest of

the country.

Similarly, prices or levels of distribution can vary from area to area and

cause difficulties with true comparisons of advertising effects.

Covariance analysis can be employed in such cases to "correct" for such
area differences. The methodology used is fully documented in the book
by Frank and Green (I967},1627 . Basically what is required in these
situations is the bringing of all measurements of the effect of media
weight in different areas to a common base level for comparison. For
example, diagram 5 depicts the hypothetical results from an analysis of a
media weight test situation where it was found that in each area the brand
share after the test was related to the level of distribution before the
test. From the graph it is possible to correct the test rasults to a
common level of distribution at the start for comparison of media weight

effect. The figures in brackets depict the different areas.
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Brand
Share
After
Media
Test

(2) Distribution lLevel
Before the test

h 4

Diagram 5. An example of relationships found between starting

levels of influencing factors and the results of

media weight tests.

A ILong term fundamental approach

A media weight test, like any other form of analysis, should be based on
some model or conception of the prcblem cor process which is being studied.
Hence it is strongly advocated that for a media weight test to provide
meaningful information in the long term to marketing management, it should

be part of a programme of research, not an ad hoc, independant study.

Before any media weight test is undertaken a thorough exercise should be
carried out on exlsting information to derive how it can be expected that
changes in advertising weight will affect those aspects of the product one
is concerned about. Hence cone 1s advocating the construction of marketing
models, embracing the consideration of the major factors which affect the
performance of the product in the market place. The possession of such a
model can predict, although not necessarily precisely, the degree of change
expected for a change in media weight. The time over which this change can

be expected to take place can alsc be predicted. Estimates of these two
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quantities then allows the design of an appropriate media weight test
to be considered. Without these two estimates, as stated before, it is

chance whether a media weight test will show a significant outcome.

The construction of marketing models, including such considerations as price,
distribution, the weather and economic influences, is a lengthy exercise in
itself and needs to be updated periodically. Such models are rarely
completely adequate in themselves for representing markets but with the
added input of experimental testing of predictions from the model, they
become an extremely useful marketing tool. This subject is elaborated

at length in Report No. 2(ii} by the MCRU, "Apost-display analysis of

promotional effectiveness".

Sample Sizes

Given that an estimate of the likely effect of a media weight change is

available), it 45 then possibie Lo colimale the sampls siae neeessary o

detect this change, to the required degree of accuracy. Examples of
sample sizes for various levels of brand share change and penetration were

given in Table 3. (Page 7).

The formula quoted below enables sample sizes to be calculated to the

right order of magnitude. Because there are many different situations
that have to be taken into account, such as type of sample — stratified,
guota etc. ~ the derivation of a precise sample size is a technically
involved proceduxre and will not be elaborated here. Expert advice should
be sought always. Books of use for this activity are: Moser (1958) 1628,
Parten (1950) 1629 and Kish (1965), 1630. Other references are given at the

end of the report to books containing the necessary statistics.

To determine the necessary sample size of individuals {n), for measuring

T
a brand share (B) to within - a specified accuracy (r) the following

formula can be used.
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In the formula K = 2 or 3, depending on whether one wishes to be 95% or 99.5%

sure that the result one measured by the sample is certain.

An example illustrates the use of the formula. Suppose that it is believed
that an increase in media weight over a specified period will achieve

a brand share of 40% in a test area; because of known variation in brand
shares it is necessary to measure the actual brand share attained to within
4%, The marketing management are prepared to accept a result at the 95%

level of confidence.

Thus:

4 | Qoo - 40)
100 40

and so, n . 10,000

600

In other words, 600 independent ;ngividuals would have to ke used.

Some additional remarks are necessary to clarify the use of this formula.
Firstly, the formula is strictly applicable only to simple, random samples.
Sampling systems which are more efficient statistically reguire fewer
observations for equally satisfactory results. Secondly, the formula

relates to the sample size needed for one particular characteristic of
interest. Usually surveys are conducted to measure several characteristics
and so compromises have to be made and some measures are made with less
accuracy than others. This also raises the point that for store sampling

it might be more important to measure achievements in chain stores more
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accurately than in smaller volume, independent ones, snd simple random

sampling would not be appropriate.

The kind of sample design that should be used in before-ané-after studies,
which are particularly common in media weight testing, is one given careful
study by Ehrenberg (1965), 1631. The problem is whether to interview two
independent samples or to make recalls on the initial sample - the panel

type cof operation.

"Suppose for simplicity that we are dealing with a simple yes/no
variable, such as buying/not buying a brand or knowing/not knowing

a brand name. The panel method will give a more accurate estimate
of the trend in the proportion of yeses from before to after than if
two independent samples were used - as long as there is a positive

correlation between responses before and after".

Given that problem of questionnaire design can be adequately overcome,

Bhrenberg concludes that, a8 a4 general rule, if mainly purchases and
the like, are being investigated in before - and - after studies, the panel
technique should be used. On the other hand where such things as brand
awareness are being investigated and where larger changes can be expected,
it is better to interview two independent samples before and after the

test.

Recording Information

It is important to remember that it is often desirable to gain some
systematic understanding of the reasons for the effect or non effect
of a media welght test.

To quote Davis again, on reasons for the failure of marketing experiments:

"The most common failing is that information is either not

collected at the right points in the marketing system or else at

not enough of them ........ the ultimate assessment of the results
will probably be made on the basis of changes in consumer sales .....
Thus some form of measurement of the flow of goods from the

retailer to the consumer is required, and for many products this
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may be done in the store or in the home. To provide a

full picture even of the flow of goods, however, neither
measurements made in the stores only nor measurements made

on the consumer will give the whole picture. The first
will provide no data on the types of consumer buying the
product or about the extent of repeat purchasing, while the
second will provide no information about the extent of retail
distribution c¢r the adequacy of stocks. Thus, even to assess

properly the flow of supplies, more than one set of measure-

ments will be required".

It is normally a very useful discipline to keep a 'log bock', or diary,
on any media weight experiment in which to record all the unplanned
events.  This can prove invaluable in the short-term analysis of the
experiment, for the planning of future such experiments, and for the

training of new management.

Advertising Laboratories

In order to overcome some of the objections to experimenting with
advertising welghts mentioned in this report, particularly the inherent
differences between areas, scme people advocate the use of an "Advertising

Laboratory" or "Ad-Lab"

What is an "Ad-Lab"? An Ad-Lab consists of carefully matched panels of
consumers in the same geographical area, usually a town, where the only
difference between the panels is that one panel can be exposed to cne

type of advertising input and another panel can be exposed to a different
input. The inputs used in experiments run on the panel can be such
things as different advertising weights, different creative treatments and
different patternsof advertising. The most common form of Ad-Lab which
has been run in the U.S.A. 1s based on T.V. advertising, latterly via
cable T.V. systems. The Mllwaukee Ad-Lab, now defunct, was an interest-
ing innovator of the method and included the control of local newspapers

advertisements as well as T.V.
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The technicalities of setting up such in-the~field advertising
laboratories in the U.K. are fully explained and considered in

Downham (1973) 1632. At present such facilities do not exist. The
advantages for advertising testing of such systems are that because the
panels are in the same area, all other marketing influences are constant
and one can be reasonably sure that any differences detected between

panels exposed to different advertising will be due to the advertising.

The use of an Ad-Lab will not remove many of the conceptual and inter-
pretational difficulties outlined in this report, unless it is part of

a total research programme of the model-building-and-testing type.

Conclusion

There are many circumstances where it would be difficult to conduct
conclusive advertising weight tests. Where the circumstances are
conducive there are many operational problems to be resclved.  This

report has attempted to set these out in the sequence that they should
be considered and present guidelines for accommodating some of these
problems. Opposite a checklist is given which summarises the main

points for consideration when a media weight test is being contemplated.
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A Checklist for considering media weight tests

A list is given below of all points that should be assessed when a
media weight test is being considered. All the points listed are

amplified in the foregoing text and page numbers are given opposite.

page

1. wWhat are the cbhjectives and purpose? 13, 23
2. Have realistic goals been set? 24
3. When are the results required, is this

sufficient time to run the test properly? 20
4. Have any previous tests been run that can give

useful guidance? 25
5. Will results from the test allow prediction? 14, 19
6. What factors are going to be measured to

detect effects? 12
7. How susceptible to change are these factors? 3
8. What magnitude of change of these factors is

expected to result in the test? 23
9. What is the general variability of these

factors in the market? 4
10. Is it going to be feasible to accurately

measure the expected degree of change? 5, 25
11. What other factors will affect the result?

How controllable are they, and how will they

affect the outcome? 2
i2. Is the planned level of change in media

weight really different to normal? 8
13. Have any previous tests been run in the

proposed area? 10
14. What is known about intra-area differences? 9, 28
15. How long will the test have to run to

detect expected changes? 10, 24
16. Axre interaction effects likely to be

important? 11

17. Is it important to know from where the
change in the market emanates? 14



18.

19.

20.

21.

22,

23.
24.

25,

26.

27.

28.

29.

30.
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How will competitors respond?
Will this invalidate the test?

Is there management skill and
experience to control the experiment?

Will company staff react and upset the
test?

Average areas are not necessarily best
for tests

Consider the cost/1000 differences
between areas when planning the test

Consider the value of replication

If advertising is to be increased,
will this necessitate increasing the
variety of media and/or the number of
different ads?

Define what constitutes a ‘normal’
level or area

Remember an 'anti-synergy' effect may
occur on Iimplementation

Consider the value of the informatlon
gained relative to the cost of the
experiment; collect as much as possible
so that experience is gained.

Consider that tests or experlments are
likely to be most valuable 1f they are
part of a long term research programme

Keep a diary, or log boock on the whole
exercise.

Chcoose the most appropriate test design

15, 19

i5

15

16

16
17

18

21

21

20, 25

25

33
26, 27, 28



ACENOWLEDGEMENT

Many of the ideas and approaches discussed
in this report have been inspired by Davis {op.cit.].
Clancy {op.cit.) and discussions with executives with-
in the MCRU Sponsor Companies and this is gratefully
acknowledged.

REFERENCES

148. SEGNIT S. & BROADBENT S., "Area Tests ang
Consumer Surveys To Measure Advertising
Effectiveness.", ESOMAR Congress, Barcelcna
1970, pp. 449-462. See also ADMAP, November
1970, pp. 326-330, 366.

326, HOOFNAGLE W.S5., "Experimental Designs in
Measuring the Effectiveness of Promotion.®,
Journal of Marketing Research, May 1965,

pp. 154-162.

664, DAVIS E.J., "Measuring The Effectiveness of
Marketing Activities.", paper at B.A.M.P.,
University of Bradford Management Centre,
1972.

725, BURDUS J.A., "An Intermedia Comparison:
Television and Women's Magazines.", ADMAP,
November 1969, pp. 452-462.

992. COOKE B., "Must we Measure Advertising
Effectiveness?", American Marketing Assoc.,
June Conference, 1966.

1014. BANKS S., "Experimentation in Marketing.”.
McGraw~Hill, 1965.

1015. COX K.K. & ENIS B.M., "Experimentation fc:
Marketing Decisions.", International Textbock
Company, 1969.



_38_

1016. DAVIS E.J., "Experimental Marketing.", Nelson,
1970.

1538, EHRENBERG A.S.C., "Towards an Integrated
Theory of Consumer Behaviour.", Journal of
The Market Research Society, Vol.ll No. 4,
1969, pp. 305-337.

1596, MENDELSOHN H., "Some Reasons Why Information
Campaigns Can Succeed.", Public Opinion
Quarterly, Spring 1973, pp. 50-61.

1627, FRANK R.F. & GREEN P.E., "Quantitative
Methods in Marketing.", Englewood Cliffs,
Prentice Hall, 1967.

1628, MOSER C.A., "Survey Methods in Social
Investigations.", Heinemann, 1958.

1629. PARTEN M., "Surveys, Polls and Samples:
Practical Procedures.", Harper & Row
1950,

1630. KISH L., "Survey Sampling.", Wiley 1965.

1631. EHRENBERG A.S.C., "The relative Merits Of

Independent Method Samples And Of The

Panel Technigque For Before And After Studies.’”,
Regearch Services Limited Paper (19657)

Full reference not known.

l632. DOWNHAM J., "The Case For An Advertising
Laboratory.", Advertising Quarterly,
Bautumn 1973,

1638. CLANCY K., "Why In-Market Copy And Spending
Tests Rarely Work.", Working Paper, April
1972, Wharton School, University of
Pennsylvania.

ADDITIONAL REFERENCES

120. OSTHEIMER R.H., "Frequency Effects Over Time.",
Journal of Advertising Research, February 1970,
pp. 19-22.



~ 39 -

424, TOWERS I.M.; GOODMAN L.A. & ZEISEL H., "What
Could Non-Exposure Tell The TV Advertiser?",
Journal of Marketing, July 1963, pp. 52-56.

1633. BUZZELL, COX & BROWN, '"Designed Experiments.”,
Marketing Research and Information Systems,
McGraw Hill 1969, Chapter 7.

1634. ROYD and WESTFALL, "Controlled Experiments
in The Field.", Chapt. XXVIII, Marketing
Research Tests and Cases (3rd. ed.), Irwin
1972,

1635. MILLER W.R. & STRAIN C.E,., "Determining
Promotional Effects by Experimental Design.”,
Journal of Marketing Research, (Vol.VII)
Nov. 1970, pp. 513-516.

1636. BANKS S., "Marketing Experiments.",
Journal of Advertising Research, 1963.

1637. ANDERSON E.E., "Split Plot Design:
Measuring Market Share.", Journal of
Advertising Research, Vol.l2 No.4,
August 1972,



_.40_.

Appendix A The Calculation of Sample Sizes for the Consumer
Survey example

The determination of the required sample size for a consumer survey of the
type suggested in Part A of this report depends on the selection of four

specific inputs:
a) the existing market share for the brand or product

b) an estimate of the expected change in share due to the media
welght stimulus

c) the proportion of consumers, among the population to be
sampled, who are purchasers of the product category.

d) the "level of confidence" required in the accuracy of the
results, which is a statistical measure.

In the example cited in the text and in table 3the following values have

been used:

a) market share = 15%

b) expected changes in share are guoted in the table and range
from 0.1 to 2.7.

c) the proportions of consumers who uge the product category are quoted
in the table and range from 10% to 100%.

d) the 'level of confidence' used was 95% i.e. the result measured by
a sample of the size quoted in the table will be correct 25 times out
of 100 such surveys.
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The Fformula used to calculate approximate sample sizes is that given

on Page 31:

Example: for a change of 2.7 share points

-5 . 10,000 = 700.

and so, n = SEZ %

if only 10% of the population use the preduct, 7000 wculd have ©to be
contacted to obtain 700 users; if all are users then only 700 need

pe contacted.



