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everywhere...

But not all impressions
are created equal!
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Jowrnal of Markering Cownmiiricanons
Yaol. 18, No. 5, December 2012, 363-378

How coviewing reduces the effectiveness of TV advertising

Steven Bellman™, John R. Rossiter”, Anika Schweda® and Duane Varan®

s “Interac ve Television Research Instituse, Murdoch University, 30 South Street, Murdock, WA 6150,
Ausrralia; “Schood of Management and Marketing, University of Wellongong, Northfields Avensie,
Wallongong, NIW 2522, Australia

[n the present study — a naturalistic laboratory expenment — cowiewing of TV

commercials reduced their effectiveness (delayed proven ad recall) from 635, obtained
— by single viewers, o 43%, for both coviewers. During coviewing, the ‘mere presence of
anather” apparently distracts each coviewer’s atiention from the screen. The reduction

I ) \ \ T ) ) . .
, in TV ads’ cffectivencss due to coviewing 15 equivalent to the loss from

channel!-change zapping, which reduces ad recall to 453%. More deleterious but less
prevalent modes of digital video recorder-enabled ad avoidance are skip-buniton
rapping, which reduces recall to 35%, and mode rarfedy fast zipping (% 8 fast forward),
which reduces ad effectivencss almost entirely, leaving only 6% recall. This study
concludes with some practical suggestions for improving the effectiveness of TV
commercials seen by a coviewing audience.

Kevwords: TV advertising effectiveness: coviewing: ad avoldance
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Conceptual Model of.Co-Viewing Impact

Device-Level
Exposure Data

L!_x_xj Hypothetical audience size (illustrative only)



‘Case Study: Worst Case Scenario.

Device-Level
Exposure Data

(by impact)
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Conceptual Model of.Co-Viewing Impact

Device-Level
Exposure Data

o

(by Impact)
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etrieval

Unaided Recall

Bl Some Gender Viewing

Note: Based on analysis of sub-sample of larger dataset . ..
d P . Mixed Gender Viewing

(where gender composition data was coded for).
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Number of Co-Viewers Effec

Co-Viewing Prevalence
(during program)
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Attention ( mber of vi )

1 4+

SOURCE: T2V ISION Co-Visual Attention
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Case Study: Worst Case Scenario.

Device-Level
Exposure Data

Additional Co- |ewersm
Adjustment to Original m

Adjusted Viewers m
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@ Hypothetical audience size (illustrative only)




Case Study: Average Scenario

Device-Level
Exposure Data

Additional Co-Viewers m
Adjustment to Original m

Adjusted Viewers

Disclaimer: Averages are based on limited dataset. More
@ Hypothetical audience size (illustrative only) research is needed to arrive at reliable industry averages.
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Conceptual
Model

Device-Level
Exposure Data

Worst Case
Scenario

Number of

Co-Viewers Gender Mix

Co Vlewers

Presence of
Children

Adjusted Viewers
due to 2nd Device
(by impact)

Adjusted Additional
Co-Viewers
(by iImpact)

Program
Content
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