- Taking a page
¢ from the offline
world

onitoring the health of preseription drug adverusing can be

challenging for a variety of reasons. Finding the target audi

O

ence - doctors with sometimes rare specialties - can be

By Charles Young

expensive and time-consuming. The message content of the advertising
can be complex, often requiring multiple pages of explanation and
proofs of performance. And powerful research diagnostic instruments,
which are essential for pinpointing arcas of an ad that require creative
treatment, are critical. For all these reasons, testing multi-page drug
advernsing on the Internet would appear to be contraindicated.

For a number of doctor-targeted ad tests conducted by our firm in
the past few months, recruiting doctors for an online interview was
found to be significantly faster and cheaper than conventional offline
tests, while producing comparable insights and conclusions. Ad page
length, running up to six pages, was found to be correlated with online
measures \:I'hra'akthl'uugh power in an intuitive way, with a |1ig_}} dcgrcc
of face validity, despite the fact that the Internet removes the tactile
experience of holding a paper journal in your hands. And a way has
been found to replicate online the diagnostic insights which come from
tracking the reader’s visual path through the ad via eye-tracking,.

Reduced cost and timing

Doctor interviews are among the most expensive and time-consuming for
advertising researchers to collect.
High incentives are needed to moti-
vate doctors to not only take the
time to do the research interview

A p re SCr i pti on for but also to travel to a central location

where the interviews are collected.

tESti ng mu Itl _page This can be quite a problem when
pr i nt ads Oﬂ I i n e you are looking for specialists who

may be spread out geographically,

perhaps far from advertising research

facilities that have specialized equip-

ment for eye-tracking, This factor
adds to the time as well as the money needed to collect these interviews.

The graph in Figure | demonstrates the potential advantage, in terms

of cost and time in field, for online doctor interviews compared to
those conducted offline. This is based on five ad tests among doctors for
which parallel offline tests were conducted.

The bottom line is that online testing among doctors can reduce Editor’s note: Charles Young is CEO
research costs by nearly 40 percent and reduce the turnaround time for of Ameritest, an Afbuguerque, N.M.,
a study by almost one-third when compared to similar research designs research firm, He can be reached at
for offline research. 505-856-0763. :
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Incidentally, previous “research-on-
rescarch” work by Ameritest (report-
ed in Young, 2002) showed that
results from online print ad tests are
very similar to those conducted
offline, Actually touching the paper
the ad has been printed on does not
seem to be important. It's the creative
idea that matters!

Multi-page effectiveness
The amount of information in a doc-
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Figure 1: & Camparison of Offine and Online Inlerviews Ameng Doctors
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Flgure 2: Stopping Power Scores by Ad Page Length
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tor-targeted ad is usually much high-
er than it is for consumer advertising.
It usually contains highly technical
language describing specific product
claims and support points, graphical
demonstrations of quantitative clini-
cal results, visuals dramatizing the
emotional benefits of successful
patient treatment, as well as therapeu-
tic qualifiers and legal disclaimers.
Frequently, multiple pages of adver-
tising space are needed to carry all
this content.

From an advertising research stand-
point, one key measurement issue is
to understand the value of an expen-
sive multi-page media buy. In theory,
we would expect that purchasing
more pages would lead to higher lev-
els of attention among readers. In
practice, that is exactly what we
found (see Figure 2).

The stopping power of the adver-
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tising is consistently related to the
number of pages in the ad, with sin-
gle-page ads getting the lowest scores
on average and the ads with the
greatest number of pages getting the
highest scores.

[mportantly, this does not mean
that the creative strength of the exe-
cution doesn’t matter. Quite the con-
trary! When we control for the num-
ber of pages, we find substantial dis-
crimination between the perfor-
mance of individual executions. It’s
Jjust that page length is one of the
variables you have to take into
account when interpreting advertis-
ing test scores.

How do we measure stopping
power on the Internet? [t's simply a
measure of the attention-getting
power of an ad when it has to com-
pete for the reader’s attention against
other ads in a clutter portfolio. It is







