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32 Chapter 2

the resulting data are plotted over time. Overlaying other variables
of interest (e.g., ad spending in a particular geographic region)
allows the analyst to measure the impact of one on the other.

Online Brand Tracking

Understanding the relationship between advertising and brand atti-
tudes continues to be a primary application of continuous tracking
in traditional markets, and more recently, online as well. Millward
Brown Interactive’s Voyager program for online advertisers utilizes
a large panel of online consumers coupled with innovative tracking
software to register the impact of advertisements viewed by pan-
elists. Clients can pull a sample of panelists who have viewed their
ad campaigns and survey them on their brand attitudes and prefer-
ences much as they would with traditional (phone-based) tracking
studies.

Purchase Behavior Tracking

Beyond simply measuring consumers’ stated opinions, attitudes, and
preferences for brands, some companies have instituted tracking
programs that measure actual purchase behavior. By using huge
databases of point-of-purchase data (usually obtained via scanning
of product bar codes) coupled with shopper affinity cards (e.g., the
Safeway Club Card or Shopper’s Hotline card), subscribers to ser-
vices like Information Resources’ InfoScan can link their marketing
efforts directly to their bottom-line sales figures. Purchase tracking
systems are obviously very appealing to marketers, but there are
limitations. Foremost among them is the fact that the purchase deci-
sion process and purchase cycle for many products is longer than
can be effectively measured using this approach. Someone who is
considering a new automobile may spend several years gathering
information, saving money, and being deluged with advertising

before actually making the purchase. The impact of an advertising
campaign in 1996 may indeed have influenced the purchase of a car
in 2000, but the correlation would be difficult to measure, if not




Secondary Research 33

impossible. Because of this limitation, purchase behavior tracking is
typically only employed for packaged goods products such as tooth-
paste, food items, and beverages. Until recently, purchase behavior
could only be linked to offline media activities like radio, print, and
television. Information Resources recently announced a partnership
with MediaMetrix, a media measurement firm, to provide a linkage
between online media consumption and offline purchase behavior.
The service is new and the sample is small, but we expect to see fur-
ther development of this type of research in the coming years.

Media Measurement

If you are familiar with the Nielsen Ratings, you are familiar with
media measurement. This type of research is the primary tool of
media planners, who use the information to decide on the place-
ment of their advertising campaigns. Media measurement provides
the subscriber with estimates of the number of people who con-
sume various types of media (radio, TV, print, online, outdoor, etc.)
and the characteristics of those people. Using this data, planners
can learn which types of people will be reached by placing adver-
tising in these locations.

The data obtained from these services can be very detailed.
For example, you might learn that the 2.3 million viewers who
watch the typical Baywatch episode average 23 years of age, are
90% likely to be male, own 6.5 video game titles, and are 60% like-
ly to drive an American sedan. If a media planner’s advertising
strategy called for reaching 2 million male consumers in their early
twenties, it might choose Baywatch as its media location.

Media measurement is typically done via a panel of con-
sumers, selected to be nationally representative, who agree to let the
research firm monitor their media consumption habits. This moni-
toring may be done passively or actively. In passive monitoring, a
special device tracks the programs (for television). For online track-
ing of Web site usage, a software application installed on the pan-
elist’s computer does the job. In active monitoring, the research firm
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34 Chapter 2

depends upon the panelist to keep a diary of media consumption.
The diary system (sometimes supplemented with telephone inter-
views) is typically used for radio, since radio media consumption
happens in many locations throughout the typical day (car, home,
office). Print-based tracking is typically done via a readership sur-
vey of each publication and an audited measurement of the publica-
tion’s circulation.

Media measurement has been around for a long time. It is the
bread-and-butter line of business for a number of major research
companies. As the online advertising market heats up, dozens of
firms are scrambling to cement a leadership position in the mea-
surement of online media consumption. MediaMetrix (formerly PC
Meter) and Nielsen’s NetRatings are the leading contenders.

TRENDS IN FUTURE DEVELOPMENT
OF SYNDICATED PRODUCTS

It used to be that secondary research, whether paid or free was
available in “one-size-fits-all” form. Information was typically
delivered in a fixed format, often in the form of mountainous piles
of printed data tables. Primary research would get you exactly what
you needed, but would eat up your entire research budget in the
process. Secondary research was a compromise you’d make in
order to cut costs.

With the sweeping changes brought about by the Internet and
computerization, the line between primary and secondary research
is blurring. Syndicated research is now available in far more cus-
tomized form. Companies like USADATA (www.usadata.com)
take the data from massive syndicated studies and place it online in
innovative systems that allow you to slice and dice the information
to get exactly what you need. Instead of being locked into purchas-
ing a large, expensive study, you pay only for the data you can use
(learning the market penetration of tennis enthusiasts in Austin,
Texas, for example).

Media planners note similar trends in the measurement tools
they use. NetRatings and Media Metrix both allow subscribers to
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