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This is the third part of the database where the respondent is presented the advertisement
via the web. The respondent must answer 5-7 questions on each advertisement such as
how well they liked it, how original it was, and if they were familiar with the company
advertising.

After 48 hours, the time it takes to complete the research, the newspaper has access to the
data and can present the results to the advertizer. Often this takes place in a meeting
between the newspapers’ sales representatives and the customer where the results are
seen by logaing on to the web interface. Comparisons are made with other advertisements
and benchmarks.

Results of an advertisement printed in the Monday newspaper can be presented to the
advertizer on Wednesday. The 48-hour turnaround means that the results are readily
available from the RAM web site both in the form of graphics and tables and can be copied
directly into Word or Powerpoint for customised presentations.

Some recent examples from Swedish newspapers include:
H&M

Successful Swedish retailer H&M recently assigned the world-famous fashion designer
Karl Lagerfeld to make a special collection for them. This was marketed heavily in outdoor
and in-store advertisements, as well as in newspaper advertisements.

The advertisement was a triple whole-page advertisement running on consecutive pages in
one of Sweden's largest morning newspapers.

As can be noted, the results included a formidable 84 percent observation rate. Out of these
84 percent that noticed/observed the advertisement, some 92 percent had previous
knowledge of H&M, thus placing their brand on an extremely high level

Also, itwas discovered thatthere was some measure of attractiveness that translated into
28 percent saying they would visit the store. The truth of the matter was that some
Stockhaolm stores reported “close to riot” conditions over this clothing line and were sold out
of the special collection in hours.
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LIDL

German retailer LIDL recently opened stores all over Sweden featuring an inventory
comprised of both food and household articles. Their introductory advertisement from one
of southern Sweden's large newspapers shows a two- page display of broadsheet
advertizing.

Like H&M, the LIDL advertisement recorded an observation rate of 84 percent. But LIDL is
not as well-known as H&M. However, in the months leading up o the opening of the stores,
there was considerable editorial space given to LIDL. Because ofthe pre- publicity, they
entered the market with 63 percent of people saying they had previous knowledge of the
company.

Yet even though the LIDL advertisement received high observation rates, it only recorded 20
percent on the overall marks versus the 50 percent HEM received for their adverdisement
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Svenska Dagbladet

Stockholmr Svenska D covered a “fake front page” with a half-page
advertisement for Swedish carmaker Volvo as an infroduction to an advertisement placed
deeper in the newspaper. Eighty- three percent noticed the advertisement, but it might have
provoked some readers since the total overall marking ranked a low 34 percent. On the
other hand, we see that 59 percent thought it was a fresh approach as an adverisement

Systematic Analyses

With more than one million advertisement responses, the database paves the way for
analysis of all sorts

One kind of analysis is seeing the average difference in responsefobsernvation rates on full-
page advertisements in both broadsheet and tabloid newspapers. The research indicates
there is vitually no difference at all. If anything, it shows that the tabloid is slightly higher.

Another type of analysis draws on the average placements of adverisements in sections 1-
3 of a newspaper. ltis noted there are some differences in sections 1 and 2 according to
advertisement size, but less difference on observation rates in section 3

Az these two very simple examples show, there are plenty of opportunities for revisions of
advertising pricing structures. With RAM, the analyses can be done on the newspaper level
and in benchmarking against other newspapers

One ofthe advantages of RAM is that every advertisement can be benchmarked against all
other advertisements of the same kind from the same newspaper, or all other newspapers.
This creates opporunities for discussions with the advertiser on refinements or changes in
the advertisement designs and placements

With RAM, the Swedish newspapers have taken a major step forward in understanding how
advertisement observation works in different situations. But mostimportantly RAM has
revitalized the discussions on advertisement development and given newspapers an
opportunity to take new and bold initiatives in developing better business for their
advertisers, and ultimately for themselves



