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Background

Don Schultz and Joe Pilotta presented a new type of media planning model based on measures of audience
media consumption rather than media and marketer message distribution (Schultz and Pilotta, 2004). Using the
proprietary BlGresearch SIMM (Simultanecus Media Usage) database, which is described in detail below, they ar-
gued that, in a fragmented media marketplace in which consumers are increasingly multi-tasking with multiple
media forms, how consumers come to or access media is more relevant for media planning than the current me-
dia distribution methodology. Their model was based on the amount of time individual consumers spend with
each media form and the combinations of those media accessed by “day-part.” (Day part is the name given to
segments of each day as defined by the media industry: 6a.m.-10a.m.; 10a.m.-12p.m.; 12p.m.-4:30p.m.; 4:30p.m.-
7:30p.m.; 7:30p.m.-11p.m. and 11p.m.-6a.m.]

The database is composed of 115,000 individuals who respond to questions on how consumers use 31 differ-
ent media and how their usage effects their purchase decisions across 12 categories of merchandise. Media us-
age can be cross tabulated by retallers shopped most often, future purchase decisions and propensity to spend
across 39 different categories of products, as well as auto/truck purchases.

Four key elements comprised the media consumption madel: (a) the amount of time each person spent with
each media form by day-part, (b) the amount of simultaneous media usage (multi-tasking) that occurred, (c) the
various media combinations attended to, which allowed the identification of “fereground” and “background”
media development, (d) the impact of the synergy or media interactions at the consumer level to enhance or de-
crease consumer response to the media exposures, and (e) the influence of media on purchase decision.

Building on that model, Schultz, Pilotta and Block illustrated how they had been able to populate the media con-
sumption model — again using the online gathered consumer data from the SIMM database. In that research,
they found four consumer-based media clusters, Those were based on {a) the amount of time spent with the vari-
ous media forms, (b} the reported occurrence of simultaneous media usage, (c) whether the consumer primarily
gives or gets advice on product purchases, and (d) the speed of delivery or the timeliness of the media source
— the internet is considered fast, the newspaper is slow (Schultz, Pilotta and Block, 2005).

This paper extends the populated media consumption model into a media planning and ROl model. The model
consists of media consumption clusters composed of people who report (a) similar media usage by form and by
day-part, (b similar simultaneous media usage patterns, and (c) similar impact of media forms on purchase deci-
sions as identified by product line and retailer.

In the sections that follow, we discuss (a) why a shift to a media consumption model is needed, (b) the basic SIMM
studies and resulting data on which the media planning model is based, (c) the analytical procedures used to
create the media usage and influence clusters, and (d) how werd of mouth takes center stage in the new media
planning research and resultant application.

Why a Shift to Media Consumption

Traditional methods of planning, developing, implementing and measuring media forms separately and inde-
pendently based primarily on how advertising messages are distributed (i.e. through television, radio, newspa-
per, outdoor and others) ignore the increasing availability and complexity of the media marketplace (Note: The
SIMM database on which this study is based includes 31 media forms ranging from television to iPods to game
platfarms.) and consumer usage of those media forms and types concurrently and over time (Schultz, Pilotta and
Block, 2005). With the huge explosion of new media forms, new media technologies and the continuing time
constraints of consumers, simultaneous usage or media-multi-tasking is a continuing and growing phenomenon
{Klues, 2006). Yet our current media planning and measurement methodolegies do not account for multiple me-
dia or simultaneous media usage and totally ignore any type of inter-media interaction. It seems obvious a new
approach is needed.
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Here, we present the results of how a media consumption model, based on the Simultaneous Media Usage data,
is used to develop a new media planning and measurement approach that is more relevant to today's marketers.

Elsewhere, we have demonstrated that a substantial number of media consumers simultaneously process their
exposures to multiple media forms (Bluedorn, Kaufman and Lane, 1992 and Kaufman, Feller, Lane and Lindquist,
1991 and Schultz, Pilotta, Block 2004, 2005). We demonstrated that simultanecus media usage is likely driven by
the individual’s need to gather information from various media forms over time for current and future use, The
model developed demonstrated how media consumption is determined by the individual’s need and desire to
access media forms for various reasons.,

Using the four variables identified in earlier research (time spent with media form, amount of simultaneous me-
dia usage, individual's need to get or give advice and the speed of the media source in delivering information), a
four cluster solution was found.

 Cluster #1: (about 22% of the LS. population) was termed “Zeros.” Consumers in this group were not active
media consurmers: In fact, some individuals report they actively try not to be exposed to any media form.

= Cluster #2: (about 38% of the LS. population) was identified as “Traditionals” or people who use media in
very traditional ways. That is, they sequentially process information (monochronically) and have a tenden-
cy to use only one media form at a time.

» Cluster #3: (comprising about 17% of U5, media consumers) was called “Information Hounds.” These peo-
ple process information polychronically and are heavy media users. Also, people in this group say they are
heavy “information givers,” that is, they gather information so they can distribute it to others.

= Cluster #4; (about 22% of U.5. consumers) was defined as “Network Creators,” people whe process informa-
tion palychronically (as de the “Information Hounds") but acquire the infermation primarily for themselves
as compared to Cluster #3.

The four-cluster madel suggestad that, by knowing the cluster to which the individual belengs, a new approach
to media planning could be developed. The practicality of the approach was demonstrated by showing that
individual media consumption could be captured using the methodology employed by BlGresearch in the
SIMM studies.

Further, it was demonstrated that a media consumption model could be populated using that data as well. From
that, the argument was made that consumers could be classified by their media consumption, not just by their
demographics. Additionally, it was demonstrated that marketers can identify how various media forms interact
at the consumer level, That was based on both simultaneous media consumption and the identification of the
various media combinations being used, thus providing the base for a better understanding of media synergy
(5chultz, Pilotta and Block, 2005) .

AL this point, the natural question is: 50 what?

We believe that question is answered by demanstrating how these clusters and this type of analysis can be
used to improve media planning, buying and measurement. In this paper, a more refined form of cluster analysis
is presented.

In the sections that follow, based on further analysis, we identified eight unigue consumer media consumption
clusters. Those are based on the 31 media forms included in the SIMM on-going studies. The clusters were devel-
oped through a factor analysis. Factor analysis is a data reduction technigue that involves creating new variables
or factors that are fewer in number than the original set of variables. It relies on the idea of colinearity among
wariables {or variables that change in the same way) as measuring a similar concept. Income and education, for
example, are highly corelated. If factored, they would probably appear on the same factor, which can be named
"socio-economic status.” Itis now easier to work with one variable instead of two. Factors are named extra-statis-
tically. The names are arbitrarily derived from the original variables that are loading or associating with the factor.
If T\, and magazine consumption were loading a factor, it could be named "mass media.”
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The SIMM analysis was based on three unigue media consumption characteristics: (a) experiential time, that is,
the individual consumption of media by person by day-parts; (b} simultaneity, that is, the multi-tasking/overlap-
ping of media consumption by consumer (i.e. how media forms are consumed and in what combination at the
same time); and (c) the media influence, that is, the influence consumers report that the individual media form
has on their product decisions in each of the measured product categories and also by identification of their pre-
ferred retailer.

A discussion of the SIMM database used in the model, how the data is gathered, how the database is constructed
and how the information has been used in this latest iteration can be found in Appendix .

Critical WOM Concepts in Use

Within this research, the following word of mouth framework will be employed.

+ Word of Mouth Marketing: An effort by an organization to encourage, facilitate and amplify marketing-
relevant communication among ConsUmers,

» Participant: The sender, receiver or creator who makes up a WOM episode.

» WOM Episede; An occurrence of word of mouth communication that includes participants, action and
QURCOMEs.

* Consumption: Receiver directly consumes the WOM but takes no further action.

= Relay: The receiver redistributes the WOM.

» Propensity: The likelihood a consumer will take an action.

= Venue: The medium or location where the communication takes place,

» Topicality: Degree that the marketing message is contained in the WOM Unit.

« Credibility: Ability to impact the behavior or opinions of others.

Key Elements in the Media Consumption Study

Of critical importance to the development of the media consumption study are the questions that relate consum-
er choice of media use to media forms that most influence purchase decisions. Those are eight merchandise cat-
egories: graceries, apparel/clothing, electronics, medicine, eating out, telecommunications, car'truck purchases
and home improvements, These are the base for the media-influence guestions.

The 31 media alternatives used in the questicnnaire are website, word-of-mouth, television, cable, internat ser-
vice provider (ISP), search engine use, retail channel shopped, radio, article about product in media form, in-store
promotion, newspapers, newspaper inserts, direct mail, television, magazine, internet advertising, outdoar bill-
boards, picture phone, instant messenger, email advertising, vellow pages, satellite radio, text message, MP3
player, web radio, video games, personal digital assistant (PDA), cell phone and TivVe. In addition we hawe insight
development from information on broadband and voiceover IP and streaming video.

{Note: ISP, search engine, favorite website, ten video game platforms of choice and magazine titles are write-ins.
The 266 retailers tracked are write-in by respondent and are based on which retailer is shopped most often for a
category of products, which are also write-ins.)

Simultaneous media participation is determined by questions requesting information on which media are con-
sidered to be foreground, or primary. That is, when the media is being used, versus that which is background, or
secondary, {i.e. available but not with attention focused on the media form and by differing media combinations),
Media duration is also determined by regular or occasional, These create a metric of experiential time. These can
then be related to frequency of product purchase and planned spending on products over the next six months.

The BiGresearch method is an application of computer-intensive statistics using the latest developments in data
mining analysis pioneered by Professor lerry Friedmann, Department of Statistics, Stanford University. Professor
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Friedmann provided the third party technical advice on the development of the BiGresearch data gathering and
analysis algorithms.

Analytical Procedures and Findings

The 5IMM database provides a rich source to both create media segments and to profile them. The eight media
segments were derived using k-means cluster analysis on three measured variable categories: (a) media usage,
(b} media influence, and (c) simultaneous media usage or networking. K-means cluster analysis is the most com-
mon method of identifying homeogeneous groups (or clusters) within a large data base. It requires a pricri speci-
fication of the number of clusters to be identified according to "k” variables. The variables need to be at least
interval measures (or dummy coded). The process begins with initial “seed” means that are cycled through the
database, allowing each member of the database to be placed in a cluster based on doseness. The seeds are then
recalculated based on the actual clusters and, again, recycled and re-adjusted. The process continues until the
means no longer appreciably change.

1. Media Usage

Media usage is defined as the average hour across day-parts for both weekdays and weekends. Duration (regular-
ly, occasionally, never) is expressed as a probability. It could be multiplied by 1440 (that is, 50 minutes * 24 hours
= 1440 minutes per day) to estimate overall average usage in minutes. The data were collected to reflect a typical
weekday and weekend, which were also aggregated on a weighted basis to an overall average. The list of media
categories used in this study includes (Appendix |1, Table 1):

+ Word of Mouth and its intensifiers (picture phone, IM, blogging)
+ Mewspaper

+ Direct mail

+ Magazines

+ Radio, including both web and satellite

+ Internet, which alse includes email and video games

+ TV, which also includes cable

The usage probabilities are factored to yield “mass” and “interactive” usage, which are both used as defining clus-
ter-variables. The factor matrix is shown below. (Note: An explanation for TV, associating with the internet and
games may be due to the high level of simultaneous usage with internet and a perceived level of choice contral,
i.e. channel surfing.)

2. Media Influence

Media influence is the self-reported average for the media category across the eight product categories collected
in the SIMM survey. The categories include:

Electronics

Apparel and clothing
Grocery

Home improvements
Car and truck
Medicines

Telecommunication services

Eating out
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The aggregated usage proportions were factor analyzed to yield three more defining variables: mass (influence)
rmedia, promation media and search media (See Appendix Il, Table 2). Mass, promotion and search are non-statis-
tical names given as descriptive categories of media which are influential on purchase decisions.

+ Mass media (influence media) are word of mouth, TV, read an article, cable TV, in-store promation, radio
and magazines.

« Promotional media are picture phone, web radio, instant messaging and satellite radio.

» Search media are email/advertising, direct mail, coupons, internet advertising, newspaper inserts, news-
papers and yellow pages,

key findings show word of mouth as the media of greatest influence in the mass categories, picture/cell phone
as having the greatest overall impact on purchasing decisions in the promotional category and email as having
greatest influences in the search category.

3. Simultaneous Usage or Networking

The netwark variable is the simultaneous usage averaged across all pairs of simultaneous usage (both foreground
and background). It is expressed as a proportion. If respondents said they regularly consume media forms simul-
taneously, that was determined to be 70% of the time, Occasionally was defined as 30% of the time. For example,
if a person responds to the question that while watching TV they go online regularly, then 7/10 of their time while
they watch TV they are also online.

The eight cluster definitions are shown below.

1. 0ld School — High mass media (TV, magazines, newspaper) influence and low in search media (online),
Average overall media consumption and simultaneous usage.

2. Active Explorers — High promotion (inserts, coupons, direct) and search media influence. Average me-
dia consumption.

3. New Mediacs — Low mass media and promaotional media influence. High electronics media consump-
tion. Low print consumption.

4. Simultaneous Readers — Average overall media influence. High network simultaneous usage. High
print consumption.

Independents — Average search media influence. Low media consumption.
Ravenous — High overall media influence. High network, print and electronic consumption,

Persuadables — High mass and search media influence. Average promotional media influence.

e Penin

Oppeortunity-minded — High promotional influence. Average to low media consumption,

Scores have been converted to deciles to make it easier to interpret. For example, the Old School segment is in
the top decile on mass influence and near the bottem on search influence. It comprises about eight percent of
the estimated market. The largest segment is Independents, at about 38%, but it ranks below the mean on al-
most every defining variable. These consumers appear to be attempting to avoid media influence as much as
possible. Another interesting segment is the Ravenous group, which ranks very high on nearly all variables, es-
pecially network (simultaneous usage) and interactive usage. This group comprises an estimated four percent of
the market.

4. Demographics and Lifestyles

The demographic characteristics of the clusters generally show small differences. That is likely because the SIMM
sample is continuously weighted to reflect LS. population age and gender categories. In spite of this balancing,
the New Mediacs group tends to be slightly more male and have the lowest income, Opportunity-minded are
the cldest, tend to have the highest incomes and are more likely to be female. Active Explorers and Simultaneous
Readers are more likely to be female.
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Lifestyles also show some interesting differences across the eight clusters. As before, SIMM collects data on 33
lifestyle or leisure-time descriptors, These have been factored to make them easier to relate to the eight media
clusters. With analysis, the lifestyles reduce to seven factors. Standard scores were calculated for each factor and
then related to the specific media clusters.

The Old School segment is near average on every activity except active fun. Active Explorers are high on home
and active fun activities. Simultaneous readers are most oriented toward passive fun. The Ravenous segment is
by far the most computer interested, For example (Appendix Il, Table 3), looking at Cluster 1, the Old Schoolers,
we find that broadcast TV, cable TV, and word of mouth are generally the best way to reach this group. Whereas
picture/cell phone, blogging and web radio would be the least influential media.

New Media and Audial

The new electronic technologies, such as picture phones and blogging, are considered WOM technology. The
justification for such a categorization is the following: “Talk” anline is between two or more people about some-
thing. a topic or thing or concern. The something helps guide the talk, what we can or cannot make sense of, and
acts as a criterion for what is sensual as well, Talk carries with it not only what is said but how it is said through
innovation and grain. The audial aspect of the new technology in relation to the topic of congern is a critical as-
pect of "talking” on line which has been neglected in word of mouth research — yet it is the very “fabric” of im-
ages and imagery. Within the context of this research we consider email advertising, internet advertising, picture
phone, instant messages and blogging all part of the category word of mouth. While many of these media ap-
pear to be “text” {as in print on a page) and seem to defy the category “word of mouth,” electronic and digital
technologies are predominately audial-based. We consider all digital media as extensions and intensifiers of the
audial dimension.

Word of Mouth Influence

Tables 4 and 5 in Appendix || address the influence of word of mouth on decision te buy merchandise (electron-
ics, apparel, clothing, grocery, home improvement, car and truck, medicines, telecom services and eating out).
The average influential engagement score from word of mouth is 33.4% (all), which means that, as Table 4 shows,
the Persuadables, who consist of 5.1% of the market, have a score of 61.2%; followed by Old Schoaol with 58.0%
who consist of 7.9% of the market: and Ravenous, 57.3% with 3.9% of the market with the largest cluster. The
Independents, with a score of 18% occupy 37.6% of the market.

The Independents should be the most difficult to reach cluster as a group; however, viewing them by purchase
product category results in greater WOM scores. The converse is true as well. While other clusters are high on
WOM as a group, when viewed in terms of decision to purchase a particular category of merchandise, their WOM
scores vary: some higher, some lower than the group score,

The Ravenous seek advice the most and are high on WOM influence an purchase decisions followed by the new
Mediacs, who are very low on WOM influence on purchase decisions. However, Old School and Active Explorers
are higher on WOM, seeking and giving advice.

All clusters are significantly higher on giving advice rather than seeking it. The Ravenous, Old School, Active
Explorers and Persuadables are all high on advice giving and also high on WOM influence. The New Mediacs are
low on WOM influence and high on advice giving. From the above data we may conclude the following: There
is a strong tendency that those consumer segments that are high on WOM influence on purchase decisions are
also high on advice giving. However, those same segments are relatively low on advice seeking before buying.
et scoring on the word of mouth influence on purchase decisions is strongly conducive to the types of media
and the proportion of media consumed as displayed in advice giving. In short, if we view advice giving as a pro-
duction of word of mouth then WOM also creates a distributive relationship with others. This, in turn, becomes a
production/consumption model,
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The process of consumption is based on the variable of experiential time, simultanecus media use and media in-
fluence on purchase decision. These variables are elements in the production of advice giving to others on their
purchase decision, with the possibility of feedback as determined by measure of advice seeking before buying.
Again the production and consumption of advice giving or seeking are both intertwined processes that deserve
a maore thorough discussion.

Men and Women Who Give Advice

Tables 7 and 8 in Appendix |l address the WOM, the seeking and giving of advice with, more specifically, men who
seek advice and give advice and their reported media influence on purchase decision for electronics,

As we have indicated, media and word of mouth impact on purchase decisions vary according to style of media
consumption (clusters), product category and gender. The following charts point out the difference in media in-
fluence on purchase decision between men and women in their electronics purchases. If we look across the clus-
ters by gender and at word of mouth with its intensifiers {email advertising, internet advertising, picture phone,
instant messaging and blogging) we see gender differences, There is a strong tendency overall for men wha give
advice to others on purchase decisions to also be more impacted by word of mouth and its intensifiers, regard-
less of electronics purchases. They are impacted more than women who give advice; women are more impacted
by WOM within specific clusters,

Our data has also demonstrated that men and women who give advice also spend more than those who seek ad-
vice. Based on the above data, we have put in place a media plan for men who give advice and are influenced by word
of mouth regarding their electronics purchase decisions.

We selected two clusters to base our media plan, the New Mediacs and the Independents. The reasons for select-
ing these two clusters are the following:

* When compared to Independents, New Mediacs seem worlds apart in terms of their media usage,
« Both groups view WOM as significant in their media consumptions.

The chart below shows the core media of influence in rank order for both New Mediacs and Independents to be
TV, and WOM: for Ravenous, it is "read an article." The secondary media of influence for New Mediacs are cou-
pons, email ads and magazines and the secondary media for Independents are newspaper inserts, internet ad-
wertising and email ads.

Influencers
Mew Mediacs Independents
Tlvl

Word of Mouth

Read an Article
Coupon Newspaper Inserts
Email Ads Internet Advertising
Magazine Email/Ads
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The following media plan is for men who give advice and are influenced by word of mouth regarding their elec-
tronics purchase decision. It is based on our three variables, experiential time across day-part, simultaneous me-
dia usage and media influence on purchases.

Day Part NEW MEDIACS INDEPENDENTS

Send Email/IMAPOD

6:00 a.m., - Surf the net/ IM/IPOD Radio (Sirius)

10:00 a.m. Watch TViCell phone Read/Send email/‘cell phone
Radio/Online

G | Thd/Send emaRiPOD/M Read/Send email/IPOD

12 noon Surf IntemetAPODAM surf Internet /I
Watch TV (TIVO)

12 noon - Sturf IntemetﬂM_.’IFGD.teIl phane Read/5end email IFOD

| 300 Read/Send email/IM/APOD/Cell phone St AT
| FEere Watch TV (TIVO)/Cell phone

Surf internat/IPOD

4:30 p.m. - Watch TV (TIWO)/Cell phone Read/Send email IPOD

7:30 p.m. | Read/Send email/IM Surf Internet /1M

| Video Gaming

TVWIMAPOD/Cell Phone

7:30 p.m. - Send/Read email/IM/APODVCell phone o

11:00p.m. | Surfinternet/IM/IPOD/Cell phone Read/Send smagfod
Video Gaming

M:00p.m.. | VAN TV(TIVO)

6-I;H} al:'.n ' Read/Send email/IM Read/Send email

’ ' surf Internet

The chart is divided by day-part, and within each day-part the dominant media use is presented. Media which
are separated by a slash, such as “send email/IM” means the New Mediacs are in simultaneous use with the first
media (primary) and the secondary (background) media in use. Secondary media is as impaortant a contribution
and may act as a catalyst to the impact of the primary media (R. Naik, 2006, forthcoming).

The New Mediacs are high day-part users of persuading new media with a distinction in every day-part — includ-
ing iPods and video gaming — and, as you recall, the New Mediacs are high users and are highly influenced by
their media environment of choice. The Independents are the most media adverse; however, their media envi-
ronment does focus on the online and privacy of the iPods.

We should note that the New Mediacs do not have magazines as a daily part of their media diet, nor are newspa-
pers a part of the diet of the Independents. This is significant; these media obviously only come into play when
male Mew Mediacs and Independents who give advice are to buy electronics. Therefore our target group’s diet
should also include magazine and newspaper inserts; however, they should be added to their background me-
dia and targeting should address those advice givers who are planning to purchase large-ticket electronics, as
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well as those who are planning to spend more (See BlGresearch Consumer Intentions and Actions Survey and
Simultaneous Media Survey, http.//www bigresearch.com/samples/ClAcontents.pdf).

Implications

* Accountability

As noted above, the consumption styles of media are inextricably linked to media selection relative to
purchase behavior. This in turn changes the face of media planning and addresses the call for account-
ability (i.e. return-on-investment or ROI). The methadolagies used in many ROl estimates or calculations
have typically neglected the front-end of the process — that is, the planning and anticipation of sales
based on verifiable purchase decisions, Negative ROI, regardless of the model employed, is a direct re-
sult of the weakness of front-end media planning madels, which commaonly neglect the consumer. For
example, current ROl models commonly assume that all humans have fixed tastes and expectations,
and one person’s behavior has little or no effect on others. These clearly are no longer relevant in a
highly fragmented, consumer-driven, media-intensive marketplace.

* Media synergy

Now media planning can be developed based on the probability of success within the constellation of
media used by consumers by day-part. The allocation can also be made based on the synergy operative
within the specific day-part. The allocation can also be made based on the synergy operative within the
specific day-part. For instance, Naik's forthcoming article in the Handbook of Marketing Science address-
es the S5IMM model concept of foreground/background relationship in simultaneous use as having a
catalytic effect (background reinforcing foreground) regardless of influence on decision. Therefore, Naik
recommends background media should be allocated based on its synergy with the foreground media.
SIMM paves the way for this type of media synergy allocation based on a consumer point of view.

+ Return-on-Customer-Investment (ROCI)

SIMM data serves the growing need for a return-on-customer-investment (ROCI) metric based on con-
sumer media consumption — not just on marketer message and media distribution. Consumers clearly
are not just passive receptacles of pleasure. Instead, they appropriate and make bodily investments
of time, money, knowledge, information, trust and taste as key elements of consumption, This is the
“work” consumers do.

ROCI models must align themselves with this consumption work and a growing, substantial part of consumption
work is “Word of Mouth.” SIMM data addresses all of the above components. Only by understanding consumer
expectations and identifying the shifting tastes and preferences of consumers are more sophisticated media
planning models possible. They are certainly lacking in the existing econometric models that are now being used
to attempt to determine return on investment through traditional, backward-looking research methods.

Typically, in the front end of ROl analysis a company inputs its historical sales, sales by category, historical ad-
vertising spend by media channel, and the number of stores opened and closed during that time period. Then,
seasonal adjustments and time period adjustments are made. In short, this is rear view analysis that is projected
onto the future for ROI.

ROH analysis should not end with historical sales. It should also include media consumption segmentation, metrics
on direct media of influence on purchase decision, category of merchandise, what people are planning on pur-
chasing, and simultaneous media usage. The BlGresearch media consumption clusters directly relate to purchasing.

Traditionally, segmentation has been used as a surrogate for purchasing. However, BlGresearch media consump-
tion clusters already tie media consumption to purchase of a specific category of merchandise.
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