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Peoplecentric Media

Planning

Leveraging involvement, mind &
mood to Improve media
effectiveness
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Media Is constantly evolving

» New media hasactured consumptiorand
control has shifted firmly into the hands of the
people

» A long tall of titles (Amazon)

» A long tail of situations (well beyond broadcast
media)

sdht RE YSRALF LI IFYYAYy3 Y
force methodologies (e.g. diaries), fail to capture
this crucial detall.
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Marketing Is evolving too

» A trend towardspeople-centric marketing
The long view: sustainable business

» Requires a strategic view which puysopleat
the heart of decisiommaking:
Making products that people want
Communicating messages they will understand
Using imagery that is resonant and motivating

¢ \We need to choose the best time and place to
reach people with our messages
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A vision: peoplecentric media planning

...now to put people at the
centre of media planning?




Developing a research approach

» The first question:

Does media influence the impact of an advertisin
campaign?

o It seems obvious; advertising is irrelevant withou
media:

Nobody watches television, they watch programs
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Looking at the evidence: context matters
Doesmedia influences the impact of an

advertising campaign?
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media context effects are central t¢ ' &«
media planning and ad preesting. | _pss
Theeffectiveness of advertising
may be greatly improved by
embedding it in the appropriate
media contexte

¢ De Pelsmacker, et al. (2002)
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Looking at the evidence: involvement
2 paths to persuasion exist, derived from context
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¢ Petty, et al. (1983)
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dnvolvement comes from situational sources of personal
relevancederived from a consumer's immediate
environment, and from intrinsic sources of personal
Nt SOl yOS ¢
¢ Celsiancand Olson (1988)
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Involvement Is personal
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personal involvement and the driving factors
were fundamentally rational and emotional
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Our research suggested that:

» Peoplecentricmedia planning is a natural
evolution

» Peoplecentricity requires us to understand
context

» Context can be described by a framework which
Includes aneasure of involvemenand a
measure of rational/emotional frame of mind

» So pollinate selfunded research to quantify the
framework and create a model to improve

advertising effectiveness
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The method: A little Aussie innovation
First we talked to hundreds of people

« Hundreds of face to face
In-depth interviews
gauging situational
relevance for thousands
of situations

distracted planning comfortable glad planning
uncomfortable focused calm anxious concerned
ambivalent stressed chaotic rushed unaware
hassled day dreaming free curious wandering
unwinding organised enthusiastic purposeful
peaceful alert zone out fun thinking light hearted
escapism happy confused relaxed energised o Distilled to 16 words
detached overloaded love unconcerned

disinterested preparing logical engaged attentive ] . .
w Indicates involvement is

Activec Passive

aware chactic freedom concerned concentrating

meandering cluttered bubbly saddened focused

excited bored irritated essential monotonous alert

warm interested confused liberated neutral lonely W |ndicates mindset iS:
(note: not all words included) RatIOnalc EmOtIOnal
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Rational
Passive

Rational/
Active

Passive

Emotional/
Active

Emotional/

Passive Emotional
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lllustrating individual engagement opportunities

Weekday, morning, on the
Weekday, evening, at / train, commuting to work,

home, watching television reading newspaper (any)
(comedy) \
Weekend, afternoon, at / \ Weekday, evening, at

home, watching television home, using internet,
(cricket) reading news (Google)
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