ADVERTISING

Research can be conducted to optimise advertisements for any medium: |
radio, television, print (magazine, newspaper or direct mail),
outdoor billboard (highway, bus, or train), or Internet.
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Advertising research is the investigative process

of market research to optimise the success It determines the success of an ad based on

of your advertising strategy. consumer behaviour, feedback, and responses.
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Types of Advertising Research
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Pre-Testing
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Prevention is always
better than cure |
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It allows an opportunity
to detect and eliminate
weaknesses or

flaws increases.

Pre-Testlng
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® InTV, arough cut of an entire
commercial might be produced.
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In studying the illustration copy of
a proposed magazine spread, a
researcher might show an illustration

of the product photographed from
different angles to three or more
groups of subjects

%ﬁmﬁauﬁwqﬁﬁsﬁmmwawﬁﬂ
A GHI, IHdT IS ! fafsi=r Fron I «f 718
LR ot ot T 38 Tl & GrA- IEgd H Gohall g |



-'"‘x\h

.'ff.r-_

i

@ 200006

-

Consumer Jury

Mock Magazine

Rough Cut

Projective Technique
Sales Experiment

Eye Movement Tracking

Galvanometer
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Pre—testlng, also known as copy testing is a form of customised research
that predicts in-market performance of an ad, before it airs/published
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n Establish whether the
advert ‘says’ what it was
intended to
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a Assess the likelihood of
getting a response from
the reader




Concurrent Testing
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/‘/' I II ® Concurrent testing is evaluated
110 throughout the whole advertisement
o l execution process.
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® Tests are conducted while audience
is exposed to different type of media.
Following are the
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u | ' Methods : Consumer Diaries,
o Co-incidental Surveys, Tracking Studies
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q%r'qﬂm POST TESTING

Post-testing is done to know- to what extent
the advertising objectives are achieved.
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ROI, Consumer attitude, future communication.
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Methods : Recall Test, Bruzzone Test, Sales Test etc
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Recall Studies / THIUT 314

An ad recall survey is the process of following up with an audience after an advertisement is run
to understand what the respondents recall about the advertisement if anything.
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Aided and Unaided Recall Studies / Halddh IR HHelddh THIUT ey

Most commonly, there are three Aided awareness approach / G81d® SIHTHEHAT GiedIol
options brands utilize for ad

recall research. This includes:
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“"Do you remember seeing an advertisement for Nescafe

in the past 24 hours on social media?” "What advertisements do you recall seeing
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Unaided Recall
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“ For what products
and brands do you
‘ remember seeing ads?
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Unaided vs. Aided Recall Questions

Aided Recall {811 TgTaaT S9TH WETIdT Wit TROT S
Helddl HItd $HU] Because respondents often forget, or fail to
_ recall accurately, their activities and behavior,
“ you can use aided recall questions to “jog”
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classes in which you participated in learning

groups last semester.” (open-ended question)
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Introduction to
Interpersonal Communication
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Aided recall: “Please place a check by any of the

¥y Communication courses in which you participated

in a learning group last semester.” (closed-ended question)
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ADVERTISING RESEARCH MCQ PRACTICE

Which of the following campaign assessment | . Research used to determine the most
research techniques provides important @ effective way of structuring a message to

feedback to the advertiser while the campaign achieve the desired results, knownas ______ ‘
is still in progress? ) —
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