Assignment 2

Advertising Testing Services, Inc.

Advertising Testing Services, Inc. (ATSI) is a small marketing research supplier specializing in the copy testing of television commercials.  ATSI is located in Princeton, New Jersey, and numbers among its clients some of the nation’s largest advertisers.  ATSI tests both animated and finished versions of commercials.

Procedure



ATSI’s typical testing procedure is as follows:
1 Approximately 150 respondents in total are recruited from five to seven different shopping centers around the country.  Typical locations would be St.Louis, Missouri; Hartford, Connecticut; Tampa, Florida; Denver, Colorado; and Charlotte, North Carolina, Potential respondents are screened to make sure they are in the target audience of the commercial being tested and are users of the product category being tested.  This is done by asking potential respondents whether or not they have bought or used products in many product categories, including the one of interest.

2 Respondents are taken to a viewing area where they are shown the test commercial along with six other commercials for noncompetitive products.

3 After viewing all the commercials once, each respondent is given a personal interview.


Measures Taken

The response measures recorded in the post exposure interview include the following:

1 The respondent is asked to name three brands from the advertising he or she has just seen.  This serves as an unaided awareness measure.  The order mentioned is also recorded.

2 If the test brand is not mentioned, the respondent is asked if he or she remembers the commercial for the test brand.  This is a measure of aided awareness.

3 The main points from the test commercials are then asked for, to give a measure of unaided recall of the content of the ad.

4 The test commercial is then shown again to the respondent, and the main points are asked for to give a measure of aided recall.  Additionally, the thoughts and feelings generated by the ad are probed, along with any confusion or lack of understanding that is generated and the believability, likes, and dislikes about the ad.

5 Finally, questions are asked about the brand itself, including an indication or liking for the brand compared to how it was viewed before the test commercial and a series of rating scales on brand descriptions were seen.  Demographic data on respondents are also recorded.
Reported Results

Results are reported on all the measures taken and compared to norm scores.  These norms may be for other similar product commercials that have been tested in the same way.  If the user has employed the service enough, the norm may be the scores from a set of the user’s own commercials.  Both the norm and test scores are indexed for easier interpretation.

In comparing test results against the norm, the following guide is offered for noting significant different at the 80 percent confidence level:
   Proportion






Differences in reported

     observed,






percentages necessary

       percent




                   
      for significance
         50








8

30-40 or 60-70







7

     20 or 80







6

     10 or 90







4

     An example of part of a typical report of test results for a new car is presented in Exhibit 1.

EXHIBIT 1
RESULT FOR CAR ADVERTISEMENT










   Norm*

Test advertisement





           Percent   Index
Percent   Index relative to norm






Overall reaction



  Liked the commercial very much
   39
100
   55

141



Brand image



  Made me feel that this car is:



    of the highest quality

   42
100
   71

169



    better driving than most other cars 52
100
   59

113



    for people who love to drive
   60
100
   81

135



    my kind of car


   26
100
   34

130



Clarity and drawing power



 Not confusing


  79
100
   68

86



 Convincing


  26
100
   28

108



Unaided awareness (percent of time  64
100
   59

92



  test ad is named in first three)






*Based upon six commercials for same car brand.
CASE QUESTIONS




1  Evaluate the procedure used by ATSI.




2  Evaluate the measures taken by ATSI.

                                       3  In comparing test results against the norm, is the stated significant difference level in scores appropriate?  From a statistical testing point of view, is type I or type II error more important here?

                                       4 How should the reliability and validity of ATSI’s results be determined?

                                       5  What conclusions for the advertiser would you draw from the results reported in Exhibit1?

