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Introduction

The market research institutes that measure the
impact of advertising campaigns aggregate their
results according to different criteria in order
to provide clients with a normative framework
or framework of reference. In addition to the
volume of advertising investment, one of the
most common criteria is the industry or product
category, due to its influence on effectiveness
measures. The academic literature has likewise
underscored the need to take into account
a product category when assessing advertising
effectiveness (Vakratsas & Ambler, 1999).

The concepts of industry and product
category have drawn attention from researchers
because of their usefulness in defining business
strategies. For example, the interest in dividing
markets into subgroups based on industries
and product categories is grounded in the
possibility of conducting a more comprehensive
and accurate analysis of the competition and
competitive advantages. In implementing their
positioning strategies, companies often assume
that consumers have some knowledge of the
structure and specific attributes of the product
category and that they can use this knowledge
when choosing a brand (Chattopadhyay,
Nedungadi, & Muthukrishnan, 2001).

In this context, from an advertising
perspective, different criteria can be used
to group advertisers into more or less broad
categories in order to justify a campaign’s
effectiveness. Thus, it is possible to establish
standard levels for effectiveness measures for
advertisers from a single industry or product
category in order to allow them to assess the
effectiveness of their campaigns in relation to
those of other advertisers from their industry or
category. This business practice is based on
the belief that advertising effectiveness results
cannot be generalized to all product categories
(Youn, Wells, & Zhao, 2001). In this regard,

meta-analyses of the effects of advertising have
identified the characteristics of a specificindustry
or product as explanatory factors for differences
in advertising effectiveness (Assmus, Farley, &
Lehmann, 1984; Sethuraman & Tellis, 1991).

In addition to the industry, to ensure
a campaign’s effectiveness, advertising agents
must take into account not only the quality of their
advertisements, but also a number of creative
strategies related to media planning (Jeong,
Tran, & Zhao, 2012). To this end, management
of media planning variables must be improved
due to the direct influence of these variables on
recall (Soberman, 2005), a widely used measure
in research on advertising effectiveness (Jeong,
Kim, & Zhao, 2011; McDonald, 2000; Romaniuk,
Sharp, Paech, & Driesener, 2004).

Despite evidence that the product category
to which a brand belongs influences the recall
generated by its advertising campaigns, few
academic papers have sought to explain in
detail why the recall generated by equivalent
media plans varies depending on the industry
to which the brand belongs. Some have argued
that advertisers need to improve their strategic
planning in order to identify the variables that
moderate advertising effectiveness depending
on the product category (Nyilasy & Reid,
2009). Identifying the determinants of the
differences in television advertising recall
across industries and product categories has
important implications for brand management
(Christensen & Hansen, 2005; Willke, 1993).
For advertisers, knowing early on in the media
planning decision-making process whether the
industry to which their brand belongs generates
more or less recall than other industries
provides a new criterion that can be used
to optimize media plans requiring the use of
television (Media Dynamics, 2006).

In light of this background, this paper
primarily aims to analyze the direct influence
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of an advertised brand’s industry on unaided
advertising recall. Since the ultimate
effectiveness of an advertisement depends on
the interaction of a set of variables related to
advertising planning, the advertised product,
and the individual, rather than on the individual
effect of any one of these variables alone,
this paper will also explore the moderating
effect of the advertised brand’s industry on the
relationship between recall and the following
media planning variables: (1) spot length,
(2) advertising pressure of the brand, (3) the
position of the commercial break in relation to
the program, (4) advertising clutter of the break,
(5) indication of the break’s duration, (6) the
spot’s relative position within the break, and (7)
primacy and recency effects. Although several
studies have addressed the effects of each of
the main planning variables individually, the
primary contribution of this paper is to analyze
the relationship between advertising recall
and media planning variables from a holistic
perspective. Achieving these aims will enable
the proposal of a series of recommendations for
optimizing television media planning depending
on the advertiser’s industry and will provide
the necessary empirical proof to advance
knowledge.

The research was carried out in a real
environment due to the wider acceptance of
such environments in the advertising industry
for overcoming limitations related to the reliability
of the results of laboratory tests (Hu, Lodish, &
Krieger, 2007; Moorman, Neijens, & Smit, 2007;
Pieters & Bijmolt, 1997; Zhao, 1997). This decision
required the integration of two information sources
to adjust the recall levels to the actual audience:
an audience panel organized by Kantar Media
and computer-assisted telephone interviewing
(CATI). Our study was conducted in Spain,
although in the theoretical framework used in the
formulation of our research proposition we have
also considered other geographical areas when
these were relevant and could be extrapolated to
our aims.

1. Industry and Advertising Recall

Advertising recall reflects an advertisement’s
ability to generate attention and grab the
audience’s interest (Ross, 1982). Compared
to other measures of recall, it stands out for
its objectiveness and reliability (Wells, 2000).
Among the different measures of recall, verified
unaided recall measures an advertisement’s

ability to spontaneously leave a mark on an
individual’s mind, thereby making it possible to
avoid potential distortions caused by previous
campaigns the individual might recall during the
data-collecting process (Beerli & Martin, 1999).

Several academic studies have explored
the influence of industry or product type on
advertising recall (Ewing, Napoli, & Du Plessis,
1999; Li, 2010; Media Dynamics, 2006; Stewart
& Furse, 1985; Sujan & Dekleva, 1987; Youn
et al., 2001). This literature includes studies
analyzing the effectiveness of various product
categories according to different product
grouping criteria. However, this disparity of
criteria hinders the direct comparison of the
results of the different studies (Sujan & Dekleva,
1987). Thus, average unaided brand recall
varies from 15.5% in the automobile industry
t0 27.9% in the food industry (Media Dynamics,
2006). Looking at the correlation between 12
product categories and recall, Stewart and
Furst (1985) found that the latter ranged from 5
to 80%. Likewise, Youn et al. (2001) found that
the unaided and aided recall levels achieved
for the three main product categories they
establish (approach, avoidance, and utilitarian)
had very broad ranges, of 0 to 54.86% and 7.62
to 75.95%, respectively.

The difference in recall levels in different
industries or product categories is probably due
to the combined, integrative effect of multiple
variables related to advertising planning
(Fig. 1), including media and creative strategy,
the advertised product, and individual viewer
characteristics (Beerli & Martin, 1999; Stewart
& Koslow, 1989; Stewart & Furse, 1985).

With regard to the variables related to
media strategy, the literature includes studies
highlighting the influence of the following
variables on recall:

Spot length: defined as a commercial’'s
duration in seconds (Alba & Chattopadhyay,
1986). There is a consensus in the literature
on the ability of longer commercials to grab
viewers’ attention, improve learning, and be
processed (Newell & Henderson, 1998; Rossiter
& Bellman, 2005; Singh & Cole, 1993), and,
therefore, to achieve higher levels of recall (Alba
& Chattopadhyay, 1986; Ewing et al., 1999; Mord
& Gilson, 1985; Newstead & Romaniuk, 2009;
Patzer, 1991; Pieters & Bijmolt, 1997; Rossiter &
Bellman, 2005; Young, 2008).

Advertising pressure of the brand: The recall
generated by an advertising campaign endures
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m Factors influencing advertising recall

Related to advertising planning

Media strategy:
Types of media and formats used
Advertising pressure put behind the brand

Duration and intensity of the campaign

Characteristics of the commercial break
Creative strategy:

= Creativity

= Content of the advertisement

Advertising pressure of the industry/product category

Length or size, format, and position of the advertisement within the break

Related to the advertised product

Industry
Product type
Brand awareness

n
n
n
= Brand image

Related to the individual

Sociodemographic characteristics
Brand knowledge

Attitude toward the brand

Experience with the brand

Degree of engagement with the product

Attitude toward advertising and advertising media

over time (Naik, Mantrala, & Sawyer, 1998). Itis
thus impossible to isolate the recall generated
by a specific campaign, as it is the result of
the brand’s advertising pressure over a period
including multiple campaigns. This variable
is quantified as the total number of GRPs
a brand has broadcast on television in a given
period. The advantage of this quantification, as
opposed to the number of spots broadcast or
the brand’s total investment in a given period, is
that these alternative measurements fail to take
into account variations both in the audience
actually reached by each spot, depending on its
distribution in the media plan, and in advertising
costs, which depend on the advertiser’s
bargaining power with the media outlet. The
literature on the effect of advertising pressure in
television widely assumes that recall increases
with the number of GRPs achieved by a brand’s
campaigns in a given period (Draganska,
Hartmann, & Stanglein, 2014). However, the
effect of this recall has also been shown to
decrease once certain maximum levels have
been reached, such that numerous studies
recommend optimizing campaign recall by

Source: own elaboration

establishing a level of advertising pressure
that does not exceed the number of exposures
needed to generate the maximum level of recall
(Wild, 1996). While the advertising pressure of
a brand affects recall, this relationship is also
affected by other factors, such as campaign
creativity or the newness of the brand (Danaher
& Rust, 1994; Van den Putte, 2009).

Position of the commercial break in
relation to the program: In the planning of an
advertising campaign, whether to show a spot
in a commercial break between programs or in
a mid-program break is a key decision due to the
collateral effects of the audience’s engagement
with the program. It is generally assumed that
the higher the audience’s engagement with the
program in which a spot is placed, the greater
the recall (Lloyd & Clancy, 1991; Moorman,
Willemsen, Neijens, & Smit, 2012). Therefore,
since audience engagement with a program
declines once it is over, the effects on recall
are higher in mid-program commercial breaks
than in breaks positioned between programs
(Chowdhury, Finn, & Olsen, 2007; Krugman,
1983; Moorman et al., 2007).
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Advertising clutter of the break: usually
defined as the number of advertisements in
a given period or on a given medium (Ha &
McCann, 2008; Riebe & Dawes, 2006), whereby
the greater the clutter, the lower the advertising
recall (Brown & Rothschild, 1993; Ha & McCann,
2008; Pieters & Bijmolt, 1997). This negative
effect on recall is because greater advertising
clutter leads to less attention due to the irritation
and confusion it causes (Ha & McCann, 2008;
Jeong et al., 2011), as well as to individuals’
limited memory capacity (Ha & McCann, 2008).

Indication of the duration of the commercial
break: One strategy that television networks
use to prevent zapping during commercial
breaks is to indicate the duration of the break to
their audiences. Some studies have shown that
advertisement recall is higher when networks
expressly indicate the duration of a break
(Smith, 1986; Yu, Chan, Zhao, & Gao, 2012), as
it can reduce the anxiety caused by not knowing
exactly how long the break will last (Rachman,
1998), as well as the unpleasantness and
discomfort created by this uncertainty (Bensi &
Giusberti, 2007).

Relative position of the spot within the
commercial break: The interest of this variable
lies in the belief that spot recall can be
explained, first, by ordinal variables (the spot’s
position in the break, usually measured in
terms of the primacy effect) and, second, by the
level of advertising clutter surrounding the spot
(measured by the duration of the break in which
it has been placed). A spot’'s positioning in
relation to the total duration of the commercial
break can affect recall, which decreases
the further away the spot is placed from the
program, i.e., when it is shown in the middle
positions of the break (Pieters & Bijmolt, 1997;
Nielsen Media Research & Cable Television
Advertising Bureau, 2000; Terry, 2005). This
negative influence on recall is more explicit in
long breaks (Li, 2010).

Primacy and recency effects: Various
studies have shown that advertising products
in the first and last slots of a commercial break
generates greater recall (Brunel & Nelson,
2003; Burke & Srull, 1988; Pieters & Bijmolt,
1997), a phenomenon known as the primacy
and recency effect. However, unlike the primacy
effect, some studies have failed to corroborate
the recency effect (Li, 2010; Newell & Wu, 2003;
Webb & Ray, 1979; Zhao, 1997). Swaminathan
and Kent (2013) found that the prevalence of the

recency effect over the primacy effect is greater
with longer commercial breaks and depends on
the impact of the program scheduled to begin or
resume when the break ends.

A review of the literature shows that little
attention has been given to testing the potential
moderating effect of the analyzed planning
variables on recall results, although in the
discussions of their findings, some authors have
mentioned the possible moderating effects of
other variables (Yu et al., 2012) and the need to
study them (Jeong et al., 2011; Norris, Colman, &
Aleixo, 2003). Most of the identified papers focus
on the moderating role of variables related to
the product or brand or to the individual, such as
individuals’ engagement with the product, product
knowledge, or familiarity with the brand, as well
as their interest in the program in which the break
containing the advertisement is inserted or in the
program directly preceding or following it. Thus,
with regard to the moderating role of the media
planning variables analyzed in the present paper,
only spot length has been analyzed and shown
to exert a moderating influence on the effects on
recall of a brand’s advertising pressure (Martin-
Santana, Reinares-Lara, & Reinares-Lara,
2016), the advertising clutter of a break (Martin
et al., 2016; Mord & Gilson, 1985; Pieters &
Bijmolt, 1997; Ward et al., 1989), a spot’s relative
position within the break (Ward, Reibstein, Oliva,
& Taylor, 1989), and the recency effect (Martin
et al., 2016; Pieters & Bijmolt, 1997). Likewise,
only Pieters and Bijmolt (1997) and Li (2010)
have shown the moderating effect of the clutter
of a commercial break on the influence exerted
on recall by a spot’s relative position within the
break. In contrast, no relevant papers were found
analyzing the moderating role of industry or
product category. However, due to the existence
of contradictory findings in some cases, the
following research proposition (RP) was proposed
to test the interaction effects of industry with the
analyzed media planning variables:

RP: Industry plays a moderating role in the
optimization of media planning variables.

2. Methodology

21 Methodological Design

This study used an innovative methodology that
made it possible to measure spot recall in an
environment that had been absolutely adjusted
to the real conditions of a television audience.
This methodological contribution stems from the
fact that the recall rates obtained by conducting
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surveys do not consider an advertisement’s effect
in terms of real audience levels, but rather based
on the defined sample size. Thus, the advertising
recall rates obtained do not reflect the spot’s
real impact, since, for instance, if a spot obtains
arecall level of 10% based on a survey, its actual
recall level will be different depending on the
real audience of the commercial break in which
it was shown. Therefore, if the actual audience
level were 80%, a recall level of 10% would imply
a smaller real impact on the audience than if the
actual audience level were 20%. By applying
the proposed methodology, this study aimed to
obtain recall levels adjusted to the real audience
of each spot. To this end, two sources of
information that are usually used independently
were combined: (1) audience data provided by
the firm Kantar Media; and (2) data from ad-hoc
computer-assisted telephone interviews (CATIs)
designed to gather information on advertising
recall. These data were integrated to obtain
a weighting coefficient for each spot, calculated
as the quotient of the percentage of unaided
recall obtained through the television survey
and the audience share of the commercial
break in which the spot was broadcast. It was
thus possible to adjust recall levels to the real
audience figures by multiplying the weighting
coefficient by 1 or 0, depending on whether or
not the respondent recalled the spot. As a result,
unaided recall ceased to be a dichotomous
variable and became a continuous one, which,
in the present study, ranged from 0 to 3.98.

The information needed to conduct this
research was gathered over two consecutive
months (May-June 2014), and real brand/
product recall levels (e.g., Ford Focus C-Max)
were obtained for all spots broadcast over this
period on all national, generalist, free-to-air
channels in Spain. This involved measuring
recall for 1,196 spots identified by industry and

Sample distribution
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brand, encompassing a total of 21 industries
and 400 brands. However, for this paper in
particular, only five industries were selected,
corresponding, in accordance with the Infoadex
classification, to: “Food,” “Automotive,” “Health
and Beauty,” “Financial and Insurance,” and
“Telecommunications and Internet.” In keeping
with the objectives of the present research,
the use of the Infoadex industry classification
ensured that the results could be compared
between industries at the national level, as the
categories it establishes are widely accepted
and used in advertising (Pergelova, Prior, &
Rialp, 2010). These five industries were chosen
in accordance with the following criteria, in light
of the data contained in the 2014 Infoadex
report: (1) investment in television advertising
in excess of 100 million euros; (2) they are top-
ranked in terms of investment, accounting for
59.8% of all investment in television; and (3)
homogeneity of the product categories included
in the industry to prevent them from influencing
the results. Once the five industries had been
chosen, 273 spots representing a total of 176
different brands were analyzed.

Unaided recall of the spots broadcast during
the period under consideration was measured
using an ad-hoc structured questionnaire
administered by CATI to a sample of 2,000
individuals. Respondents were recruited two
days prior to the broadcasting of the programs by
means of random digit dialing. All respondents
agreed to be interviewed at a specific time while
they were watching television at home. Quotas
were established for gender, age, household
size, and town size in order to obtain a reliable
and representative sample of the Spanish
television audience aged 16 to 65 (see Tab. 1).

The questionnaire was automatically
adapted to each interview by the call center’s
computer system to reflect the specific break

Gender % Age % Household size %
Male 39.2 16-19 12.9 One-member household 16.7
Female 60.8 20-24 10.9 2-to-3-member household 32.6

25-34 15.4 4-to-7-member household 41.5
35-44 18.3 8 or more household members 9.2
45-65 425

Source: own elaboration
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and/or spot. The elements included in each
interview were: channel, time, position of the
commercial break, and brands and/or products
for which spots were broadcast during the tested
time period. The interview was a maximum of
4 minutes long. All respondents were asked
about the programs they had watched during
the 30 minutes prior to the call (as a control

Technical details of the research

mechanism) and about the spots broadcast in
the 15 minutes prior to the time period in which
the interview was conducted. Tab. 2 summarizes
the methodological procedure followed for the
completion of the questionnaires.

Once the fieldwork had been completed,
the individual respondents’ files were converted
into a single file with 36,362 observations

Universe

Individuals aged 16 to 65, representative of the total Spanish
television audience

Sample location Spain

Data-gathering method

Personal survey through a structured questionnaire administered by

phone (CATI)
Sample size 2,000 interviews
Sample error +4%
Confidence interval 95% Z=1.96

Sampling procedure

Stratified (gender, age, household size, and town size)

Maximum allowed variance |[p=q9q=50%

Study variables

Source: own elaboration

Variable Status
Spot length 1. Less than 20 seconds
2. 20 seconds
3. More than 20 seconds
Advertising pressure of the brand 1. High pressure (the television advertising pressure of the
brand featured in the spot is 200% higher than that of
the other brands being analyzed)
2. Low pressure
Position of the commercial break in 1. Between programs
relation to the program 2. Mid-program
Advertising clutter of the break 1. Break with low advertising clutter (1 to 23 spots)
2. Break with medium advertising clutter (24 to 43 spots)
3. Break with high advertising clutter (44 to 49 spots)
Indication of the duration of the break | 1. Normal
2. We'll be back in...
Relative position of the spot within 1. Early relative position
the break (quotient of the time from 2. Middle relative position
the break’s start in seconds and the |3. Late relative position
break’s total duration in seconds)
Primacy 1. Primacy (first position)
2. Other
Recency 1. Recency (last position)
2. Other

Source: own elaboration
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(each spot evaluated by a respondent
became a separate record), of which a total
of 19,428 were related to the five industries
being considered. Therefore, if a respondent
had seen 20 spots, it would translate to one
interview with 20 different respondent-spot
records. In this study, the unaided recall rate
for the five studied industries was 0.63% of the
total of 19,428 observations.

2.2 Study Variables

The questionnaire consisted of two blocks.
The first block, which was conducted in the
preliminary respondent recruitment phase,
gathered socio-economic data and information
on viewing habits. The second block contained
questions related to unaided recall, in which
respondents also had to indicate the program
and/or network watched. This information was
used to obtain adjusted recall levels for each
spot. Separately, the audience levels for each
commercial, along with the variables included
in Tab. 3, were extracted from the Kantar Media
audience study.

3. Results

Prior to the combined analysis of how all
the factors involved in the planning of the
commercial break affected unaided recall, an
individual ANOVA analysis was conducted for
each of the eight factors, both in overall terms
and for each of the five industries considered.
The results (Tab. 4) showed that, overall, all
the variables under consideration influenced
unaided recall of the spot, as supported by the
literature. It can thus be derived that higher
levels of unaided recall are generated when
spot length is increased, when the advertising
pressure of a brand is high, when a spot is
shown in a mid-program break, when a spot is
shown in a low-clutter break, when it is shown
relatively early or late in the break, when it
comes first or, especially, last in the break, and,
finally, when the audience is told the duration of
the commercial break. In contrast, the industry-
specific analyses yielded different results, as
not all the variables influenced unaided recall.
Thus, for example, in the “Automotive” industry,
the maximum unaided recall was achieved
when the spot was shown between programs,
when it came first or, especially, last in the
break, and, finally, when the audience was told
the break’s duration. These results thus show
that industry is a factor that should be taken into

Marketing and Trade

consideration in the planning of campaigns and
that, therefore, the same premises cannot be
used for all industries.

In order to analyze the combined effect
of all the planning variables on unaided
recall, since, in practice, they act together,
a univariate analysis of variance for multiple
factors was performed, in which the dependent
variable was unaided recall and the fixed or
independent variables were the eight planning
variables analyzed in this paper. The results,
shown in Tab. 5, both overall and for each of
the five industries, again corroborated the
possible moderating role of industry insofar as
the results for each industry were not the same.
Thus, for example, in the “Automotive” industry,
indicating the length of the commercial break
to the audience and showing the spot last in
the break were found to be decisive factors
for the level of unaided recall, whereas, in the
Financial and Insurance” industry, spot length
and brand awareness were key.

In order to determine the moderating role
of industry, a univariate analysis of variance for
multiple factors was performed, in which the
dependent variable was again unaided recall
and the fixed or independent variables were
the eight planning variables analyzed in this
paper, as well as the industry and its interaction
with each of the eight planning variables. As
can be seen from the ANOVA results (Tab. 6),
industry had a very significant influence on
unaided recall levels (F = 10.815, p = 0.000).
Spot length, advertising pressure of the brand,
the position of the commercial break in relation
to the program, and recency were also found
to influence unaided recall. With regard to
the interaction effects of industry, the results
also showed that it moderates the influence
on unaided recall of spot length, the brand’s
advertising pressure, the advertising clutter
of the break, indication of the duration of the
break, and recency. This finding, therefore,
supports the initial research proposition,
namely, that industry plays a moderating role
in the optimization of media planning variables.

Given the importance of industry in media
planning, it was considered to be of interest for
business practice to determine, overall and for
each industry, the exact changes in the levels
of unaided recall. To this end, indices were
used with a base score of 100, representing the
average value for overall unaided recall, which
stood at 0.0057. Tab. 4 shows the calculations
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ANOVA results for multiple factors of unaided recall, by product category

and overall
. . Telecommu-
Food Automotive scenene] | (FemeEEl el nications and Total
Variables Beauty Insurance o ——

F P F P F P F p F P F P
Spot length 4.326 | 0.013 | 0.246 | 0.782 | 2.110 | 0.121 | 3.907 | 0.020 | 8.440 | 0.000 | 11.202 | 0.000
Advertising
pressure 0.549 | 0.459 | 1.877 | 0.171 | 0.681 | 0.409 | 35.667 | 0.000 | 0.118 | 0.732 | 21.371 | 0.000
of the brand
Position of the
commercial =~ | 4 5491 0,199 | 2.938 | 0.087 | 0.440 | 0.507 | 1.655 | 0.198 | 0.556 | 0.456 | 7.777 | 0.005
break in relation
to the program
Advertising
clutter of the 2.904 | 0.055 | 0.919 | 0.399 | 2.575 | 0.076 | 0.864 | 0.422 | 1.577 | 0.207 | 1.246 | 0.288
break
Indication of the | , 551 | o gg6 | 5.726 | 0.017 | — | - — | 0.021 | 0.884 | 0.896 |0.344
break’s duration
Relative position
of spot 0.973 | 0.378 | 1.509 | 0.221 | 0.169 | 0.844 | 1.946 | 0.143 | 0.295 | 0.744 | 1.180 | 0.307
in the break
Primacy 1.548 | 0.214 | 1.463 | 0.226 | 0.409 | 0.522 | 0.610 | 0.435 | 0.121 | 0.728 | 2.843 | 0.092
Recency 0.755 | 0.385 | 9.652 | 0.002 - - - - 0.414 | 0.520 | 13.168 | 0.000

of these indices, where scores lower than 100
indicate that a variable had a negative effect on
recall, while scores higher than 100 indicate the
opposite.

When only those variables or interactions

that affected unaided recall, according to the
results shown in Tab. 6, were considered, the
following conclusions could be drawn based on
the indices shown in Tab. 6:

Industry influences unaided recall levels, as
the results show that, on average, a brand
from the “Telecommunications and Internet”
industry, the industry with the highest recall
level (228), would achieve five times more
recall than a brand from the “Food” industry,
the industry with the lowest recall level (44).
While longer spot lengths are associated with
higher levels of recall, as the use of spots
lasting less than 20 seconds entailed a 54%
decrease in recall, whereas the use of spots
lasting more than 20 seconds entailed a 130%
increase in recall, the exact variation differs
depending on the industry. Thus, for example,
the range of variation in unaided recall for the
“Automotive” industry was 44 points (202-
158), compared to 476 points (546-70) for the
“Telecommunications and Internet” industry.

Source: own elaboration

Unaided recall of spots for brands with high
advertising pressure is almost four times as
high as unaided recall for brands with low
advertising pressure. Again, industry plays
a moderating role in this relationship, with the
“Food” industry showing the least variation
(18 points) and the “Financial and Insurance”
industry showing the most (261 points).
Generally speaking, spots included in
commercial breaks shown mid-program
generate three times as much recall as
spots included in breaks between programs.
However, the opposite effect was found in
the “Food” industry, compared to the others,
as brands in that industry achieved higher
levels of recall when the spot was included
in a between-programs break.

Overall, inserting spots in low-clutter
commercial breaks increased recall by 49%.
However, this benefit was considerably
more apparent in the “Telecommunications
and Internet” industry (A 267%), followed at
a great distance by the “Automotive” (A 77%)
and “Health and Beauty” industries (A 51%).
These differences thus reflect an interaction
effect of industry with the relationship between
the advertising clutter of a break and recall.

1,xxi1, 2019 [Vl | 197



‘ Marketing and Trade

ANOVA results for multiple factors of unaided recall

VARIABLE UNAIDED RECALL
F P
Main effects
Industry 10.815 0.000
Spot length 7.188 0.001
Advertising pressure of the brand 14.384 0.000
Position of the commercial break in relation to the program 6.535 0.011
Advertising clutter of the break 1.748 0.174
Indication of the duration of the break 0.083 0.773
Relative position of the spot in the break 0.557 0.573
Primacy 1.323 0.250
Recency 4.712 0.030
Interaction effects

Industry x Spot length 4.822 0.000
Industry x Advertising pressure of the brand 3.470 0.008
Industry x Position of the commercial break in relation to the program 0.515 0.725
Industry x Advertising clutter of the break 1.933 0.051
Industry x Indication of the break’s duration 2.936 0.019
Industry x Relative position of the spot within the break 1.049 0.396
Industry x Primacy 0.589 0.671
Industry x Recency 4918 0.002

= Qverall, indicating the duration of the
commercial break increased recall by 302%.
Due to the interaction effects with industry,
this variable was found to play a key role
in advertising recall in the “Automotive”
(A 1,291%) and “Telecommunications and
Internet” (A 835%) industries.

= Finally, recency multiplied recall levels
almost sevenfold, with the effect being
particularly noticeable in the “Automotive”
(A 1,804%) and “Telecommunications and
Internet” (A 905%) industries.

Conclusions and Discussion
This paper has provided arguments for treating
industry as another variable for media planning
management in order to increase the advertising
effectiveness of a television campaign in terms
of advertising recall.

Traditionally advertising industry players
have considered the industry or product

Source: own elaboration

category to which a brand belongs to be
a criterion for deciding on a medium (product
affinity with the medium or affinity between the
medium’s audience and the target audience).
Thus, a brand’s industry has only played a role
in the initial media planning decisions, and its
potential benefits as a key variable in the set
of decisions involved in media planning, able
to moderate a campaign’s effectiveness, have
gone untapped.

One of the main contributions of this
paper is the set of industry-specific indices
quantifying the variation in recall levels arising
from decisions taken in relation to the different
media planning variables considered. To this
end, by treating industry as simply another
media planning variable, advertisers can
optimize their management of conventional
variables (length, position, advertising pressure
of the brand, etc.) to achieve maximum recall.
The findings of this research thus allow
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advertisers to determine whether the television
medium offers the industry to which their
brand belongs greater or lesser average recall
for their campaigns, compared to the other
industries competing on the medium, thereby
introducing a new criterion in the decision of
which advertising media the advertiser should
use. Industries such as the “Automotive” and
“Telecommunications and Internet” industries
clearly benefit from the use of television in
terms of effectiveness, whereas industries such
as “Food” or “Financial and Insurance” do not.
This conclusion does not question the suitability
of television as an advertising medium for those
industries. However, this paper does show
that some industries may benefit more than
others from qualitative management of the
media planning variables, and it points to which
variables advertisers should specifically focus
on to optimize the recall of their campaigns. In
other words, this paper does not prove that an
advertiser from the “Financial and Insurance”
industry is wrong to include television in its
media plan. Rather, the generic implication is
that, for that industry, the increased costs of
the advertising campaign that would arise from
acting on the media planning variables to secure
preferential positioning or increase spot length,
which always entail a surcharge on the initial
rates, are not worthwhile. Traditionally, media
centers offer planning proposals based on
objective criteria regarding the cost/improved
effectiveness ratio of qualitative management
of the different planning variables. The potential
increases in a campaign’s effectiveness are
considered to be the same for all advertisers;
however, in reality, the effect varies among
different advertisers due to the influence of
a very complex set of factors, such as the
available budget for the actions, the planners’
technical knowledge, or knowledge of the
competition’s actions with regard to television.
Showing how industry influences these
variables affords advertisers a new criterion to
optimize and improve the planning proposals
that these centers offer.

However, given that in practice the results
of an advertisement’'s effectiveness depend
on the interaction of all the media planning
variables, more than on the individual effect of
any one, this paper, in addition to analyzing the
individual effect of each of these variables on
unaided recall, also looked at their combined
effect, whether direct or moderated by industry.

Marketing and Trade

The results for the individual effects of the
planning variables on recall were consistent with
the current state of the art. However, when all
the variables were analyzed together, the direct
influence of the degree of advertising clutter of
the commercial break, indicating the break’s
duration, the spot’s relative position within the
break, and the primacy effect on unaided recall
did not occur as established by the literature.
Moreover, the results also indicated that the
direct effects on recall of spot length, the
advertising pressure of a brand, break clutter,
indication of a break’s duration, and the recency
effect are moderated by industry. This finding
leads us to conclude that there is a need for
additional research to corroborate these results
and, moreover, to advance knowledge of the
combined effect of all these planning variables
on unaided recall with a view to optimizing
television advertising management, which
must go beyond mere consideration of each
individual variable’s effect on recall.

While advertising effectiveness depends
on the industry and on its combined effect
with the media planning variables, the findings
presented here allow agencies and planners
to offer added value to their clients: first, by
providing guidelines to follow depending on
the industry to which the client belongs and the
planning variables; and second, by customizing
the criteria used to group product categories
based on the client’s needs. In this context, the
results of the combined analysis of all the media
planning variables, shown in Tab. 4, have the
following practical implications for improving
recall rates by industry:

The “Financial and Insurance” industry
differs from the rest in that, with the exception
of a brand’s advertising pressure, differentiated
management of the media planning variables
yields no benefit in terms of increased recall
of its campaigns. It is thus important for
campaigns for brands in this industry to have
high advertising pressure. Although high-
pressure campaigns would increase recall for
all the analyzed industries, the “Financial and
Insurance” industry would see the greatest
increase (200%). However, because it is the
industry to benefit the most from this variable
(high advertising pressure multiplies recall more
than sevenfold compared to low advertising
pressure), and because it is the only variable
that yields improvements for the industry, when
planning television campaigns, its advertisers
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should consider concentrating their investments
with the aim of ensuring that the volume of its
campaigns’ GRPs doubles the average values
for the other brands advertised on this medium.

For the “Automotive” industry, media plans
should clearly make securing the first and
last positions in a break a goal. Placing an
advertisement from the “Automotive” industry
in the last position of a break yields a striking
20 times more recall than the overall average
for television (0.1085 and 0.0057, respectively).
As the surcharges for this position increase the
cost of the advertising space by approximately
30%, the “Automotive” industry has the chance
to increase the recall of its campaigns without
proportionally increasing the cost thereof, as
recall would increase by 1,804% compared
to the overall recall for the medium (100). For
this industry, it is also cost-effective to show
advertisements in breaks whose duration is
indicated to the audience. In this case, the
recall of an “Automotive” industry spot placed
in such a break is almost 9 times higher than
the average values obtained in breaks for which
the duration is not indicated. The surcharges
for including advertisements in this type of
break vary from network to network, and they
also depend on the number of spots the break
beginning with “We’ll be back in...” contains.
If we assume that the price increase would
be between 20 and 50% of the initial rate for
the spot, it will always be cost-effective for
“Automotive” industry advertisers to arrange
for their spots preferably to be shown in these
types of breaks.

Advertisers from the “Health and Beauty”
industry should bear in mind that only two planning
variables will allow them to increase recall.
First, for this industry, spot length is particularly
decisive. Spot lengths of more than the standard
20 seconds are especially effective, as they
nearly triple recall (2.6). The second variable of
interest for this industry is the advertising clutter
of the break in which the advertisement is shown.
For brands from the “Health and Beauty” industry,
relatively unsaturated commercial breaks are
preferable. Recall is up to four times higher when
the spots of advertisers from this industry are
shown in low-cutter breaks compared to medium-
clutter ones.

Advertisers from the “Telecommunications
and Internet” industry can increase recall
by means of five of the eight analyzed
variables. Spot length affects them more than

advertisers from other industries. Indeed, by
increasing the lengths of their spots beyond
the average 20 seconds, advertisers from the
“Telecommunications and Internet” industry can
boostrecallalmosteightfold. This industry should
thus use long advertisements (30 seconds),
as the increased recall makes the surcharge
paid for the longer length quite cost-effective.
Contracting preferential positions (first and last)
in the commercial break with the networks also
benefits brands from the “Telecommunications
and Internet” industry. Placing a spot in the first
position of a commercial break triples the recall
generated by placing it elsewhere in the break,
while placing it last would increase recall almost
fivefold. Therefore, for these advertisers, the
30% surcharge for these preferential positions
is entirely cost-effective. The fourth variable of
interest to this industry would be indication of
the break’s duration. Negotiating with networks
to have their spots included in these types of
breaks wouldincrease recall 4.3 times compared
to that achieved in a conventional break. Finally,
advertisers in the “Telecommunications and
Internet” industry should also take the degree
of advertising clutter in the break into account,
although the improvements in recall achieved
through differentiated management of this
variable are not as dramatic, as shown by the
indices in Tab. 4 (195 for medium clutter vs 367
for low clutter).

Advertisers from the “Food” industry should
consider the effects of four planning variables
when seeking to boost the recall of their
campaigns. Brands in this industry benefit from
increased spot length, as the use of durations of
greater than 20 seconds yields a fivefold increase
in campaign recall compared to alternatives
in the industry with durations of 20 seconds or
less. “Food” was the only industry of the five
analyzed here for which recall increased when
the commercial break was inserted between
programs; in all the other industries, greater
recall was achieved with mid-program breaks.
Finally, this industry should also take into account
preferential positions. Showing a spot first in the
break increases recall fourfold, while showing it
last increases it more than fivefold.

Needless to say, implementing these
proposals can be complex and, in some cases,
unviable, due to the factors conditioning the
television advertising market in Spain. Among
the conditioning factors and challenges
advertisers might encounter when attempting
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to implement the proposed recommendations,
attention should be called to the fact that, often,
spot length is determined by the creative and
advertising goals. Another variable on which
it is proposed that advertisers act, namely,
preferential positions, would be limited by
how each network chooses to distribute its
advertising across breaks (i.e., many short
breaks or just a few long ones). Likewise, given
that many advertisers aim to secure the first and
last positions for their advertisements and the
supply is thus limited, payment of a surcharge
for a preferential position does not guarantee
that it will be attained. At the same time, not
all networks offer, as part of their sales policy,
commercial breaks in which the duration of the
break is indicated (“We’ll be back in...”). Finally,
how the insertions are distributed over the
course of the programming and of the breaks
themselves is decided by the networks in the
traditional purchasing system for the television
medium (purchase at cost x GRP), making it
difficult, for example, for advertisers to ensure
that their spots appear in relatively unsaturated
breaks or in commercial breaks broadcast
between programs or in the middle thereof.

In short, this research supports the initial
research proposition that the industry to which
a brand belongs influences the effectiveness
of television advertising campaigns in terms
of recall, as significant differences were found.
This finding was consistent with previously
reported findings by authors such as Willke
(1993) or Youn et al. (2001).

These differences point to a need to
examine in greater depth the rationale for the
relationship between industry and advertising
recall. Willke (1993) and Lee and Lee (2011)
demonstrated that the lower recall of brands
belonging to the “Food” industry, compared to
brands in the “Automotive” industry, is due to
the greater advertising pressure of the industry
as a whole and/or the fragmentation of the
brands competing in it. In keeping with that
argument, the results of the present study show
that the two industries with the highest recall
— “Automotive” and “Telecommunications and
Internet” — comprise a small number of brands
(38 and 29, respectively) compared to the
“Food” or “Health and Beauty” industries (56
and 45, respectively), for which lower average
recall levels were obtained.

Other authors, such as Youn et al. (2001),
associate advertising recall with the positive or
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negative motivations inherent to each product
category. Thus, given that the industries
with the lowest recall are, according to the
classification of those authors, “utilitarian”
(“Food”) or “avoidance”-related (“Finance and
Insurance”), and the industries with the highest
recall — “Telecommunications and Internet” and
“Automotive” — can be considered “hedonic,”
consumers’ prior motivations toward each
industry could plausibly explain the differences
between them. In this regard, focusing on
attitudes and generic motivations toward each
category, Isen and Daubman (1984) found
that categories that generate positive attitudes
necessarily generate higher advertising recall
of the brands in them.

Another factor that can condition recall
is the content of the advertising messages,
which can be classified into two main types,
depending on whether the appeal is emotional
or rational. Messages with emotional content
are more frequent with “hedonic” products;
because they generate positive affective
reactions, they tend to have higher recall (Isen,
1989). This type of advertising aims to create
an emotional bond with the viewer, which
increases recall by consumers and acts as
a stimulus for a cognitive or affective response
(Royo-Vela, 2005). In contrast, messages with
rational-informative content, more commonly
used for “utilitarian” products (necessities), can
hinder recall due to the need to differentiate the
brand based on objective attributes (rational
information about the product's qualities)
(Lowrey, 2006). According to this argument, the
differences in recall between industries reported
in the present paper could be due, to some
extent, to the primacy of the emotional content
in the messages of brands in the “Automotive”
and “Telecommunications” industries compared
to those of brands in industries such as “Food”
or “Finance and Insurance,” whose content is
more markedly informative.

Finally, one limitation of this paper stems from
the difficulty of comparing the reported results
with those reported elsewhere in the academic
literature, mainly due to the lack of homogeneity
of the criteria used to group products into larger
categories. Additionally, the recall indices
obtained are not cumulative. Future research
should therefore analyze the multiple interaction
effects existing in each industry, taking into
account those planning variables that enable
better optimization of resources.
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OPTIMIZATION OF MEDIA PLANNING VARIABLES FOR TELEVISION
BASED ON THE ADVERTISER'’S INDUSTRY

Pedro Reinares-Lara, Josefa D. Martin-Santana, Eva Reinares-Lara

Despite evidence of the influence of the industry or product category to which a brand belongs on
advertising effectiveness, very few studies have analyzed the advertiser’s industry as a variable
influencing the advertising recall. This study aims to analyze the direct effect that the advertised
brand’s industry has on unaided advertising recall, as well as the moderating role it plays in
the relationship between this recall and the following media planning variables: (1) spot length,
(2) the advertising pressure put behind the brand, (3) the position of the commercial break in
relation to the program, (4) the advertising clutter of the break (5), indication of the break’s duration,
(6) the spot’s relative position in the break, and (7) primacy and recency effects. This study uses
an innovative methodology that make it possible to measure spot recall in an environment that had
been absolutely adjusted to the real conditions of a television audience. To this end, two sources
of information that are usually used independently were combined: (1) audience data provided by
the firm Kantar Media; and (2) data from ad-hoc computer-assisted telephone interviews (CATIs)
administered to a sample of 2,000 individuals. The results suggest that the advertiser’s industry
should be treated as another media planning management variable that can be used to improve
a television campaign’s advertising effectiveness. Specifically, advertisers can use it to optimize
their management of conventional variables (spot length, spot position, the brand’s advertising
pressure, etc.) to achieve maximum recall. Some industries may benefit more than others from
qualitative management of the media planning variables. The main contribution of this study is to
provide a better understanding of the state of the issue and to establish useful implications in the
optimization of media planning for broadcasters, media planners, and advertisers.

Key Words: Television advertising, media planning variables, advertiser’s industry,
advertising recall.
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