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[ m:ketRweardlarﬂMagazmeCimulatiummtim
" | A Case Study
'Ihlsismtsonwhareseard‘papuasapaperaamxtmsearch
-Inorderfortodaysnajorﬂagazi:mhosurviveandthnveinm
U '_jincret\singly.chc;;:eti_tive envimmmt, it is’ essentlal that the o
busms of the n'agazine that is, circulaum and generatim of
advectisingrevenue becarr:.edoutw:.thallthetoolsa:ﬂ
_soplust:.cation of modern narketmg. One of ~the nost mportant of
tlmetoolsxsmarketresearchandthlspapermacasest\ﬁyof
.. - one samewhat unique applicat.lm of ;}:eseazch to the mrketmg of
n'agazmesubscnptlms ﬂms,toﬂnsewhoteachmgazhenmxagarmtrA
<ttnsreportnayat1easthavepedagogica1\ra1ue. '
Altmughxteachnasscmmmatim-xelauedcamses,un‘

pmonecttobed&ecnbedgmwsmmofcmsultmgmrkIdomﬂza o i
Chlcago-based maﬂcet research firm. The clJ.ent, whose specif:.c
idmtxty must reram cmfidmtzal is one of the most. m.dely-

e

cxrculatedmagazmesmthemutedsutes T \\

memrkwasdmea fewyearsagovdmthemgazmedecided
‘to move heavily into televxsicn advertlsing to promote new .
subscripu.m sales. S:mce the cost—per—subscnpum for- acqu:l.ring
veachnewsubscnptlm is a critical flgtneindetenniningoverall
_profitah:.lity, there ‘were clear comems about the cost effectiveness
of u3mg televm:.on pmmot:m 'Ihe problemwe were presented mth,




\
- a perfect match in reallty. However, exPerlence 1nd1cates tha

In order to prov1de all the capab111t1es deslred the

- dfulflllment serv1ce/sxdata base ‘had to be supplemented w1th a

second data base. The magaz1ne s advert1s1ng agency placed ‘the

“a

telev151on commerClal in_ local spot tlme through station -

representﬂtlves, often maklng block purchases at _the lowest rates -
L ‘_,.

- In one or two weeks after soots run, the rep returns report//to R

the agency show1ng the tlmes the soot was seen. We-coordlnated

 _this t1me-and-date 1nformatlon w1th each station!s program
'_schedule and entered all this as our second comouter data base,

3along w1th the dollar cost for each spot run, (prorated, in the

-

_case of block ourchases).< - o PR ;

The purpose of th1s second lata base should be obv1ous.~
\ -

Ij81nce we know from the fulflllment data base when the subscrlptloz .

order was recelved and usually wh1ch t619v1s10n channel, 1f-any,

a

was the source of 1nformatlon about the subscrlptlon ‘offer,. most

\sales ;an be 'tagged' to a. soeclflc run of a speclflc spot on, a\\;xﬂ

spec1f1c channel Let ne not m1slead you: thrs is by no me ns.

most people who are going to resoond to a telev1s1on commerclal b&

_calllng an 800-number, do so w1th1n “about 15 mlnutes of seeing tha

/

'Vcommerclal ~ In our analysis, we were a 11ttle more llberal, and
tagged a sale to a soot if 1t ran on the approprlate statlon w1thﬂ¢

one hour prior to the subscrlotlor call ing Clearly;\some oeoole

N\
wrlte down the number and call at a latex, more convenlent t1me

f_these sales w1ll_usually not be tagged to a partlcular soot or

more rarely, max be_tagged_to.the_lncorrect spot.‘A

i
}
;
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' then, was to deslgn research procedures wh1ch could be used as a
management tool 1n assess1np the effectlveness of telev1s10n -'

:'gadvertlsrng for generatlng new.sub crlntlons.'

R : The solutlon ve created 1nvolved the 1ntegratlon of two
computer data bases and permltted the examlnatlon of two k1nds
of- problems' ' o , ‘ |

y 1) the selectlon, through market testln@, of alternatlve'

creatlve and/or nromoti/hal strategles, and

.

2) the 1dent1f1catlon of the nost cost efflclent '

medla-buylng ch01ces. -

,/

ey

B

‘How It dorked

h The system whlch was de81gned relled on. the baslc call-to~ o
._actlon device whlch the mag321ne planned to use in all of its
! televIslon commerc1a1s —— that 1s, the famlllar 1nward—WATS ».4_

\

o
telephone numben that the 1nterested consumer could call in

order to place a subscrlptlon order.: At the other end of the_».

S 11ne, an ooerator took the order and entered it d1rectly on an
1nteract1ve computer termlnal The operator'also trled to 1nter-£i4
"the consumer 1n a longer-term subscrlptlon than was belng promouﬁ

: In addltlon to enterlng the ba51c subscrlotlon data, the operato

1nqu1red as to where the consumer had seen the subscrlptlon offe

- and the system automatlcally recorded the t1me-of—day the order

was recelved.»




A . Salesﬂzataremttaggedcanhedmﬁihrhedmgttaavailable _
spotsinpropcrﬂmhoﬁataggedsalw mmrimtzaltnals:’/,,'_.,_-;%;iﬂ*;

: weﬁmmdwewereahletotaganymeref:unzmtoabwtm%éf
-sales subsequent mmts could mse—ﬂnt’success ra’t;;
"'toabwtmwess. Again,’ uaesysmismeperfect,butit
'mm&ammmfomrimmmmmuofwm'
'Bymunofthis!taggimms,ﬂesystanqaera;es ’
atablesum.lartothemdelslm:nmgm:el. The table will
St _slmﬂ:emmberoftixmaspotwasnm,themmberofalbscriptims v
| _mmwmm(mmwlm),ﬂedonaxwm o
o that those subscriptions represent, ‘the doliar: mtedm
- ,-_'acquixeeachdouarofthismwamscriptimmmss Mllof ' & |
1) ﬂeaaypartmngwﬁchu:espotswexenmhme—o- N
'Idaylsexpressedmlomlvxemngtjneforﬂxestat:m R
"andprmetmeisdeﬁmddiffexmglyfordlffemttine; -
-..msandfor&nﬂayversusoﬂxerdaysofﬂlemek
c '}.2) the pu:ogram env:.mmt dunng mich the spots were
3) tlesmxrceofthepmgranmtexiaJ—wheﬂerlocal

Swﬂicahéd. or netwm:k. o
;/ R M ClearIy. all of this is designed to help a madia huyer debennine -

wluchtimofdayamdtypesofpmgrmtsareﬂxemstcostefficimt.

Furthenmre tablwofth\a\sartalminl’igmelcanbegenerated

\




.’_-formycalamlerperiodandﬁoranyselectionofuarkets .More on
‘thisinauamt
Aaecmﬂmjortypeoftablethe .
inFigureII. 'Ibgmerateﬁnstable, t}emagerspecif:.esa
critenm value,whichist‘nehigl'xest dollar amomt thatthe
._‘mgazmmaffordwinvesttoacquireammbscripuon 'me
~'caqgedsa1esdataa11wsacost-per-subecriptimfigmetobe |
_generatedforeachspotnmmastatxm. Bycalparingthzsmth
thecn.terim va]m,ﬂaemm‘m: of pmiitahleaxﬂmptofitable |
".nmscanbeuetemn.ned metablestmt}&eem:nmbersfor
'eadxstat;m Italsoreportsthemldouarsspmtmymgtine
‘frmnthestaumandthetotaldollarvolmerfminessgmerated
byﬂnttinepxrclase aoﬁzatstatimperﬁommnecmbee:mm
intemsofova'allreumminvesmt. Clearly,theinfcmaum
-/',mmmuezsdeammwﬂemanm&mm?
part:.cularstatimsareperﬁomdngbast mordertonmdndzethe

L eff:.ciany of the buy. Again this table. can be repeat:ed tor "’ o

varimxsmlanderpen.odsaxﬂfcrvamxsselectamsofmﬂnets cr o
.statims,tocoinc:dewimthebaseformb].esoft!nﬁrstkird -
| Inessmce,ttatxst!'emdelfortlﬁssystem. Obviously,
tluscculdbeappliedtoanysiwatimw.eretelevisimadverusing
-""fiscmbinedwz.thinvazd%servme. mtﬁ:em)iqmnamreof |
thembscriptimfulfillnmtsénnceﬁahesﬂds/particularlyeasy

/

'toaccmplishfornmylargenagazines andﬁnther,themmxally

-



. [ o ._
"nmwmfitmmnmmwmgazimamiptim&um
--mmmofmummmwmmmum
ofnagazines L
‘v‘ mjmlimﬂm _ .
| milhwmte!unﬁesyawuaidsnﬁiahmandﬁn
selecﬁmofpzmnﬁmals&ategy Imﬂdwcetobtieﬂydeecﬂhe
theonginalapplicatimfa'mclimtmgazhnandgweahint
' ofmoftheresults. Again ﬂepmpdem:yqahmeofthedata
pzaummmomnhdemn | : . |

'ﬂemtialneaiﬂntaxclimtfawdwastoselecttheh?st

possihleamoadxhomﬂmw&mam/of
pze-demﬂmdpo&ihﬂities Mmmbmcm.}ahlm
that were of concern: . ' _

1) Cx'eativeuaandmofthecunmcial I-brﬂlenam-
-_bndyofthecame:cial modiffetentcreative
strategiesmdbempmdtned aeavuyup-wipo

2) Stﬂ:a:riptimhemwbeoffemd 'meclimtwmﬂered \

J
o

| ifanm—auofﬁa'ofaslnmetmmthits /",

; . /
[ e T »
. | r

'mmmmmmmmwamm
offer. In either case, the achml per-copy price |/
3) Wﬁdthntivetouse 'meclimtp]meooffm:

-~




i
!
!

. . 3 Pa— i

. apremimn:.hetnasa"f:eegift"boﬂmosemspmﬁmg ;
'.totheotfcr. Md:.fferent pre:m.un item, ofabcut
wantedtokrmwtﬂdxmsmrelikelytobeﬂ:ebest

iwent.we. 'meclmtmsalsoinbm:estedtokmw

1ftheprwemeofanincmtivemndmkea_

! substantial d.:.ff@eme in response. zate.

-4) Otharnedia !Iheclxmtwj.shedhoh\owwbeﬂm:ﬂxe
Aptmenceofotherprmotimaleffortsmuldmpmve
the effactiveness of the television campuqn..
_parttwlar dlrehtmilvascmside:edforuseasa
'sq:port.wevehiclef’ o '

Allpossihleconbi.nationsofthevanouselemtsfvrall

four of these variabl&s would yield an- "aq:ennental" deagn of

|24 cells. This was clearly inpractical, esPeclallySinceltwas
| "cells,"brpane‘lééfﬁes’g;ﬁaxkets. iJumalofe;gm;sul::hpanels
N \ weresettledcn- fmrofthwewouldmwaeativeexewtm '
i A,andfourwould receivecreauwB, fmrmxldrece;vetheslnrt-
temoffer, four wouldhear the lmg*--te.nn offer, three would be
 offeredmm#le_ﬂueevmldbeoffetedmmn#mmdm
‘mndbeoffemampmnm fi:xauy,duectnanmxpportmuld
beglacedinhotlemarketsmmofttepanels whiletheotlnr
markets would be hept as mconminabed as possible.




totalofl,BGZunesarﬁhelgInxe salesmthetestmrkets t.hat

<ﬂ1estat1mrepm;mt1mhadmbeuwltﬂed).wecmputedone
tableofthefomatmmmrigureIforeachofthemghtnadcet'

Tlabemminguptotlestartofprinetimebendedtomt-perfonn S ;

B ‘geographic d:wersity in_ mmfmch’af the eight panels included
-fommorfivetestnarkets andmeachmarketaecmtxotele@sim (
stations were chosén far t:he test flighw of spots. . In all, 37 j .

.c:.t:.e'é_i\d 47 stations we:e involved m\the test.. The spots
'wereassalbledtocreahethevarimmxequiredversmnsatﬂﬂm ‘ v

diatrihuted to the appropnate stations. 'me canpa.l.gn was . B \_f_.\ |
scheduledtonmforahfourweek t,butduetostaggeredstarts ’ T

A_‘for the various panels suhscnptim fulfillment data covered \

aperiodofsamvvedcs aanindxcatJmofﬂlesccpeof 4\"

" the test, mmetypmlweek 7ghee.m:nent,spotsvmenma “-')‘

i oy
i

week hit 22,920 subscriptims o
Atthea\dofsevmmeks (or,mreacctn'ahelymweeks, since -

.,,.,panelsforeachmekoft!et&tandanaddzt;maltablemuch
‘smmarmedthefullrmofthecalpaignmtratpanel Wealsol“'
_‘carpatedtablegofthefonnsrummngtmenfm:eachctanm R L

meadsttpanelmeachweekofthetest,axﬂusmilarset
of tabl& for the emi-of-canpa:.gn smnary |.
| Agreatdealofmformtimmmhmﬂdhelpthemdia ]




S mmoﬂntdagpartsbysubatandalnarghw 'meappealo:
T ancumt'snagazinemybemmghuymmmes,«.mtf
. the tests indicate that television with inverd-WATS may be a
‘particularlyeffectivemytoattractthenalesubsa'iher tlwié
asse:umisbasedmaefmuntsportspmgmmﬂngwas-'
:consi.sbently the t prodmtive environent for our spots ‘

mvuﬁntetezﬂedmhem,:mml mmt

Although the c"lient'_‘ nagazine\fla infomatimal in nature, spots _
' | pu:ogramning did not perfonn ‘;Jszrticularly

_.re;s/lltsthatwe.rec lyidiosi\(mratictopa: crea;wea:ﬂ
) N MmlwhmatMViduaIstaum _,1tbe¢c’anen
'.faulxclearﬁatspotsmr\n\mstaumsin belowabcut

the30thnarkettendedmttopmdweamgh tojustlfy

thexrcost,dspitethelme:\\tinecharg&sinﬂ!esemller .

_markets Wxilet.tecua\tdid:mtcmplehelyelindnaheﬂ:ese

_narketsinlatertinebtmng.‘:\ were substantially de-emphasized,
. ':.- C Co - - ,‘,-LQ \‘ .
It was also ‘clear ﬁntsme sta in larger markets xet::me@;/

~handsaxeremltsandcthersbare1 paidformeuinvesumt Aqin,
'huexmeumngdecmmm' wlcedbythe..efa"ts,a@ '
. m—gainguseoftheanalysis ‘ wouldaumcmtinuwsfi:ie
‘tmungofstatlmselectim 1t v ev:.dmttlntpayinghxgmr

-

i




(M“:--‘ S

ratesmsamstatimsinordenmmypartﬂculartjma]m' |
”'~wom'be justified,vnzilebuyingother atat:lcns atblockzm—of— Lo

4

/ e
: the-a:l.r rates would be tore: cogt effic:lmt. Finally, the use of - Lot

(

duectnailasam:pportivevehideinmmedﬂleperfmmof.;_

., ,‘\ ‘,f‘atestpanel bt probably not enouch to justify its added Cost.
’ Sonlxchforﬂ\eassistmw}inmdmmymgmmmissystem o

| \ prov:l.desﬂ'la naﬂcetingnm\agersof/ﬂa/e client " ngazine What ‘ o

"/:\ aboutthe stanceinselecti.m,a creativeandptumtiq/nal — ”( .

Lo

" strateqy? mmrahely,ﬂerewasm/mtlme aega:dless- ‘_
ofalltheothervariaumsI've mmmdjscussing,wofme f’
: ei@tpmelsdearlymt—perfcmadﬁxeoﬂers Inbothofthom | PP
e panels, pot:mt.ialsuhscnberssaw&eative mecuuonAwitha o -
R ,_ﬁlmger-t:em subscription offer ;and incentive premium #2. Asa o
result, ﬂntmsthes&ategythecl:entadoptaivtmtlecaﬂpaigﬂ%"".g -,"
umtnatimal aﬂﬂatvasﬁestrabegyﬂudnﬂnenagazinestayed | -
\vdﬂxforoverhmaﬂthalfpars, mmingseveralm-and ‘?. / "-\
ﬂﬁ:ee—aeekfllqhtspexyear \.\;,‘ \ R : ,. - p 4
| ﬂmecm*behtﬂedm:btﬂat%aggstmeuseof ‘
.televzsim@lpai@inqmledmﬂzthe\mrketteseamhand .
mlysissystendescribedlmeallmedthlsmgazhietoadd
mmedsofﬂmsaﬂsﬂfmsﬂ:scribersjnamummed .
- emrimmentwhichassu:edthatthesummerswezeaddedatvery
low cost. Itnaybegzamitm:shonmt;mtlﬂs butweoften | e
N 'mgerofanagazinewillalplayalltl'eappmprmteueﬁnds _
. ofmdemnaﬂetmg-—imnﬂingmm:a;eamh $0 increase
the regazine' scn:cxﬂntim.: 'mepmsmtcase st;)dy‘:.s m'ely
'memustraumofu\epomﬁalsmesstmsappmachcm

-

e

._- . . .7 B “.
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. _ Figuié 1 -~ Format for table analyzing subscription
. ' -sales received by ‘telephone in response :
o to television commercials presented in -
) P varying on-air settings. .. o
e - .
| " : ‘¥ of spot® sub. cost : cost per
o Lo runs’ vol. per sub # volume § volume .
All telephone sales -~ 77 - 2258 °  &.95  140583.92 = .498
Sales not téggéd- , . e L wﬁi
Sales tagged | . . e ; ..
. *By Daypart "

6-7:59 M o : . | ST

!

8-9:59. AM . . Ve . . ~
+ 10-12:59 PM . . . . . .
1-3:59 PM. . . oI . .
- 4 Prime . . o . .
" Prinme 2 6 100.00 -  105.85 5.668
~ Post Prime-5:59 4 . . 'k" N S

/'BijnvironmenﬁsFofmat “}‘ ' - . \
News/PA : ‘ ’ ' -

‘Games/Quiz . > . .-M . .
.Talk/Variety'_ . . -} . .
‘Movies o ‘ . o ! . .
Gen. Entertainment . i . X . .«
Sports o 2 4.7 5.37 863.89 .628
Cartoon/Kids. - . e - o . .
Nature . . . . .
" Farm. : '\ . . . . .
" "Misc, Unknown , . . . . .
*Source \\_ _ v ’
Local - - : R .. .
Syndicated .. \\\\ N . .- - .
NetUOI'k . T e . . l\\' . -o o - ~ e

- . .
. t—

. (Model displays_three repreééggativq_fBWs\' "figures from
one panel in the/promotionustratkgygtestg for on

the test. 1In practice, all Trows are completed.)

13
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-‘/ o : - “\ \ . . .
Figure II —-- Format fér table analyzing performance of

individual broadcasting.statioﬁs, -
T y , E 'Réturn on’ Investment
- . # of spots # profitable # unprofit- Time . “Tota;//--
- Station runs- .~ runs able runs Charges $ Volume

T - A T fo

!

| City X, Ch 5,74 L9 5. |+ 2020.00 717%.89

|
: ) I - i :
“City ¥, ch’2 . \ e . e
: /. . - o ' Lo

. e Ve .9 ) . . L . . . N

. ' L] L I - A . N . . .

. ete.

T D S
\ / ‘ ?
K

oy : i . ' ’ ' S
(Model displays-one representative row of figures for one
station;dgriqgwgqe,week of the promotion test.) o




