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Background

1870Υ άHalf the money I spend on advertising is 
ǿŀǎǘŜŘΤ ǘƘŜ ǘǊƻǳōƭŜ ƛǎ L Řƻƴϥǘ ƪƴƻǿ ǿƘƛŎƘ ƘŀƭŦέ

ςJohn Wanamaker  

{ƻΧ ǎƭŀǾƛǎƘ ŘŜǾƻǘƛƻƴ ǘƻ ŘŜƳƻƎǊŀǇƘƛŎ ŀƴŀƭȅǎƛǎΗ

1998: άbƛƴŜǘȅ ǇŜǊŎŜƴǘ ώƻŦ Ƴȅ ŀŘǾŜǊǘƛǎƛƴƎϐ ƛǎ 
ǿŀǎǘŜŘΣ ōǳǘ L ŘƻƴΩǘ ƪƴƻǿ ǿƘƛŎƘ ƴƛƴŜǘȅ ǇŜǊŎŜƴǘέ 

ςNiall Fitzgerald

²ŜΩǾŜ ǿŀǎǘŜŘ ŀ ŎŜƴǘǳǊȅ ƻŦ ƳŜŘƛŀ



Problems

New media has fractured consumption and 
control has shifted firmly into the hands of the 
people

A long tail of titles (Amazon)

A long tail of situations (well beyond broadcast 
media)

άhƭŘέ ƳŜŘƛŀ ǇƭŀƴƴƛƴƎ ƳƻŘŜƭǎΣ ōŀǎŜŘ ƻƴ ōǊǳǘŜ 
force methodologies (e.g. diaries), fail to capture 
this crucial detail.  

Media is constantly evolving



Problems

A trend towards: people-centric marketing
ςThe long view: sustainable business

Requires a strategic view which puts peopleat 
the heart of decision-making:
ςMaking products that people want

ςCommunicating messages they will understand

ςUsing imagery that is resonant and motivating 

We need to choose the best time and place to 
reach people with our messages

Marketing is evolving too



Solution

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

A vision: people-centric media planning



Developing a research approach

The first question: 

Does media influence the impact of an advertising 
campaign?

It seems obvious; advertising is irrelevant without 
media:

Nobody watches television, they watch programs



Looking at the evidence: context matters

άCǊƻƳ ŀ ƳŀƴŀƎŜǊƛŀƭ Ǉƻƛƴǘ ƻŦ ǾƛŜǿΣ 
media context effects are central to 
media planning and ad pre-testing. 
Theeffectiveness of advertising 
may be greatly improved by 
embedding it in the appropriate 
media context.έ

ςDe Pelsmacker, et al. (2002)

Does media influences the impact of an 
advertising campaign?



Looking at the evidence: involvement
2 paths to persuasion exist, derived from context

ά¢ǿƻ ŘƛǎǘƛƴŎǘ ǊƻǳǘŜǎ ǘƻ ǇŜǊǎǳŀǎƛƻƴ ŜȄƛǎǘ Χlow involvement 
ŎƻƴŘƛǘƛƻƴǎ ΧŀƴŘ high involvement ŎƻƴŘƛǘƛƻƴǎΦέ

ςPetty, et al. (1983)

ά¢ƘŜ ƭŜǾŜƭ ƻŦ consumer involvement plays a significant role 
ƛƴ Χ ǎǳōǎŜǉǳŜƴǘ ǊŜŎƻƎƴƛǘƛƻƴ ƻŦ ōǊŀƴŘ ŀƴŘ ŎƻǇȅ ǇƻƛƴǘǎΦέ

ςBuccholzand Smith (1991)

άInvolvement comes from situational sources of personal 
relevance derived from a consumer's immediate 
environment, and from intrinsic sources of personal 
ǊŜƭŜǾŀƴŎŜΦέ

ςCelsiandand Olson (1988)



Involvement is personal
Iƻǿ ǘƻ ƳŜŀǎǳǊŜ ǇŜƻǇƭŜΩǎ ŦǊŀƳŜ ƻŦ ƳƛƴŘΚ

Zaichkowski, UCLA

½ŀƛŎƘƻǿǎƪƛΩǎtLL ƳƻŘŜƭ ƳŜŀǎǳǊŜŘ ǇŜƻǇƭŜΩǎ 
personal involvement and the driving factors 
were fundamentally rational and emotional



¢ƘŜ ǎǘƻǊȅ ǎƻ ŦŀǊΧ

People-centricmedia planning is a natural 
evolution 

People-centricity requires us to understand 
context

Context can be described by a framework which 
includes a measure of involvement and a 
measure of rational/emotional frame of mind

So pollinate self-funded research to quantify the 
framework and create a model to improve 
advertising effectiveness

Our research suggested that:



The method: A little Aussie innovation

ω Hundreds of face to face 
in-depth interviews 
gauging situational 
relevance for thousands 
of situations

ω Distilled to 16 words

ω Indicates involvement is 
Active ςPassive 

ω Indicates mindset is: 
Rational ςEmotional

First we talked to hundreds of people



¢ƘŜ Ψ9ƴƎŀƎŜΩ ƳƻŘŜƭ ŦǊŀƳŜǿƻǊƪ
¢ƘŜ ƳƻŘŜƭ ŎǊŜŀǘŜŘ ŀƴ ΨŜƴƎŀƎŜƳŜƴǘΩ ǎǇŀŎŜ



¢ƘŜ Ψ9ƴƎŀƎŜΩ ƳƻŘŜƭ
Illustrating individual engagement opportunities

Weekday, morning, on the 
train, commuting to work, 
reading newspaper (any)

Weekday, evening, at 
home, watching television 
(comedy)

Weekday, evening, at 
home, using internet, 
reading news (Google)

Weekend, afternoon, at 
home, watching television 
(cricket)


