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This is the third part of the database wh ere the respondent is prese nted the advertisement
,; a the web. The respondent must answer 5.-7 questions on eam advertise me nt sum oS
how well they liked it. how oriQinal ~ was, and if they were familiar with the comp any
advertisinQ

Aller 48 hours, the time ittakes to comp lete the researm , the newspaper has access to the
data and can present the resu lts to the advertise r. Often this takes place in a meetinQ
between the newspapers ' sales representatilles and the custome r wh ere the resu lts are
see n by 10QQinQon to the web i nte ~a ce. Comparisons are made with other advertise me nts
and benm marks

Res ults of an advertise me nt printed in the Monday newspaper con be presented to the
advertiser on Wednesday.The 48-hour turnaround means that the resu lts are readily
available trom the RAMweb site both in the form of Qraphics and tables and can be copied
direct1y into Word or Powe rpoint for customise d presentations

Some recent examp les trom Swe dish newspapers ind ude

"'"
Success ful Swe dish retailer H&M recentiy ass iQned the wortd-famous fash ion desiQner
Kart la Q e ~e l d to make a sped al colled ion for them. This was marketed hea,; ly in outdoor
and in-store advertiseme nts , oS well as in newspaper advertiseme nts

The advertise me nt was a triple wh ole-paQe advertise me nt runn inQon consecu tille paQes in
one of Swe den's larQest morninQnewspapers

As con be noted, the resu lts ind uded a formidable 84 percent obse ",ation rate. Out of these
84 percent that noticedlobse",ed the advertisement. some 92 percent had pre,; ous
knowie dQeof H&M, thus plad nQtheir brand on on extreme ly hiQh level

iII so, it was discOliered that there was some measure of atirad illeness that translated into
28 percent saji nQthey would ,; sit the store. The truth of the matier was that some
Stock!lOlm stores reported "d ose to rior conditions Oller this d othinQline and were so ld out
of the spedal colled ion in hours

Observation of whole page ads
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German retailer U DL recentiy opened stores all Oller Swe den featurinQan inventory
comp rise d of both food and house hold artid es. Their introdud ory advertise me nt trom one
of southern Swe den's larQe newspapers shows a twe>- paQedisplay of broadsheet
advertisinQ

Uke H&M, the UDL advertise me nt recorded an obse ",ation rate of 84 percent But UDL is
not as well-known as H&M. However, in the months leadinQupto the openinQof the stores
there was cons iderable editorial space Qillen to U DL. Because of the pre- pUblicity, they
entered the market with 63 percent of peop le saji nQthey had pre,; ous knowiedQe of the
comp any

Yet even thouQhthe UDL advertise me nt receilled hiQhobse ",ation rates, it only recorded 20
percent on the OIIerall marks versus the 50 percent H&M receilled for their advertise me nt
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Sven sk~ Dagbladel

Stockholm news paper SIIensk. DaQbladet cOIlered • "fake front paQe· with . half-paQe
advertise me nt for Swe dish carma ker Vo",o oS an introduction to an . dvertisem ent placed
deeper in the newspaper EiQhty- three percent noticed the advertisem ent. but it miQht have
prOlioked some readers since the total OIIerall markinQranked . Iow 34 percent. On the
other hand, we see that 59 percent thouQht it was a fresh approacl1 as an advertisem ent

SystemalOCAnalyses

With mo re than one million advertise me nt responses, the database paves the way for
analysis of all sorts

One kind of analysis is see inQthe averaQe dinerenee in response/obse",ation rates on full­
paQe advertisem ents in both broadsheet and tabloid newspapers. The researcl1indicates
there is ,; rtually no dinerenee at all. ~ anythinQ, it shows that the tabloid is sliQhny hiQher

M other type of analysis draws on the averaQeplacem ents of advertisem ents in sections 1­
3 of a newspaper ~ is noted there are some dinerences in sections 1 and 2 accordinQto
advertise me nt size, but less dinerenee on obse",ation rates in section 3

As these two very simple examples show, there are plenty of oppo rtunities for re,; sions of
advertis inQprid nQstructures . With RAM, the analyses can be done on the newspaper level
and in bencl1markinQaQainst other newspapers

One of the advantaQes of RAM is that every advertisem ent can be bencl1marked aQainst all
othe r advertise me nts of the same kind from the same newspaper, or all other newspapers
This creates oppo rtunities for discuss ions with the advertiser on refinements or cI1anQes in
the advertise me nt desiQns and placem ents

With RAM, the Swe dish newspapers have taken a majo r step forward in understandinQhow
advertise me nt obse",ation works in dinerent situations . But mo st importantly RAM has
re,; talised the discuss ions on advertisem ent development and Q",en newspapers an
oppo rtunity to take new and bold initiatives in developinQbetler business for their
advertisers , and ultimately for themse",es


