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T'V: The Medium of Choice in a Recession?

Much attention has focused on the growing number of medium options available to advertisers over
the past decade. Non-traditional options as online, out-of-home and social media added to the
traditional venues of 'T'V, radio, magazines, newspapers and outdoor, make for a dizzying array of
media choices for any advertiser.

Having so many media options can be especially vexing in such an uncertain economy like the one
we face today. In any down economy where ad budgets are precious, it is crucial for any advertiser to
concentrate on how to make every dollar count. Media strategies must center on how best to

maximize reach and get the message out to as many potential customers as possible for the budget.
As strong as ever, maybe even stronger.

Despite the growing list of media options and tight ad budgets, it is logical to begin any reach
planning with television. Even today, television delivers the highest reach of all media. A 2008
media comparison study conducted by 'T'VB, looking at Adults 25-54, shows 'T'V top ranked in reach

and percentage use of media hours.

Reached Yesterday % % of Media Hours
Television 90.0% 53.05%
Newspaper 58.9% 3.45%
Radio 80.0% 22.55%
Magazine 48.3% 1.93%
Internet 72.1% 19.03%

Source: T'VB Media Comparison Study 2008

While viewing hours do continue to increase on the internet and mobile devices according to
Nielsen’s fourth quarter A2/M2 Three Screen Report, television viewing has not suffered. The
average American currently watches just over 151 hours of T'V a month at home, which is a record
high. As one would expect, the study found that with the exception of teenagers, the older the demo
group, the greater the T'V consumption. Depending on the advertiser’s target, it is easy to see why
T'V is the first media option to consider when looking at reach.
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Pcople are watching, but are they buying?

Along with achieving reach as efficiently as possible, advertisers obviously must also be concerned
with the effectiveness of the media selection. Recent studies show that television holds up well to
this scrutiny and have confirmed the continued effectiveness of the television message.
“Brandweek” recently reported that analysis based on 388 case histories from seven different
research agencies: Point Logic, IRI, ARS, PM Group, Dratfield, Marketing Evolution, and Milward
Brown/Dynamic Logic, shows that not only has T'V retained its effectiveness as an advertising
medium, it may actually be doing better than at any other time. Joel Rubinson, the chief research
officer of ARF is quoted,

“T'V commercials help simplify the buying decision. As people’s lives become more
complicated, there is great value to that. They want to zone out and watch 'T'V and relax and

let the communication wash over them. It’s an extension of the brand experience.”

Of all media platforms, television ranked first in terms of raising awareness. Rubinson says the study
found “units sold numbers increased as a result of increased TV impressions. When you see it across

388 case histories, | think you have to believe it.”

Studies by another group, the Media Marketing Assessment unit of Aegis Group’s Synovate as
reported by Ad Age, has a similar conclusion. Says MMA senior VP Douglas Brooks, “We haven’t
seen a significant trend in the erosion of effectiveness of 'T'V.” And,* has seen a slight uptick in
effectiveness in recent years.” MMA found that around a third of search queries for a particular
brand were driven by offline advertising, particularly television with a higher proportion than that

driven by on online display advertising.

Finally, a study reported by Ad Age by Leonard Lodish of Wharton, will have similar findings.
Lodish and his group conclude that “the average volume lift from incremental TV spending has
increased since 1995.” Results obviously varied by advertiser and the quality of the creative work
also played a large role in the overall success of the marketing effort. Lodish believes the recent
challenges posed to advertisers may have forced them to improve their efforts. “When the fish get
finicky, it makes you a better fisherman. The presentation of the bait and how it’s delivered-getting

it in the right spot at the right time-becomes critical.”

This current recession demands that advertisers go back to basics and analyze every media option as
to its efficiency in achieving maximum reach for the budget and its effectiveness in relaying the
message to the consumer. For both of these criteria, it appears that media strategy planning should
begin with a look at television.
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