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Agenda

 Term Project Expectation Recap

 Review: New Media, Direct Marketing

 The Why, What, When, Where, How of IMC Research



WHY (Objective)

 To understand / explore

 To measure

 To track



DM Game



WHAT

Brand/ 

Activity

S M C R



Commercials can be tested in animatic form



Putting Why and What Together

(Group work coming up)

Brand S M C R

To Understand/ 

explore

To Measure

To Track



WHEN

 Pre

 Post 

 Including instant / interactive

 Ongoing



Post testing Methods (Not limited to, but include…)

Recall Tests

Inquiry Tests

Association 

Measures

Recognition 

Tests
Methods



In the Field 

 In the Lab  

WHERE



HOW

 Qualitative: e.g. in-depth interview, Focus Group Discussion (FGD)

 Quantitative: e.g. survey



Example: To understand the message 

(Ad)

 Product/Brand: Beauty milk

 Why: To understand whether the ad successfully convey the intended 
message (e.g. beauty milk) of a TVC.

 Whether the execution (elements of the commercial e.g. story line, choice of 
word, choice of visual, etc.) communicates/ needs to be adjusted in order to 
communicate.

 What: beauty message

 When: Pre 

 Where: Lab

 How: Focus Group Discussion (FGD)

 Material: Story boards (STB)



Another Example: To understand/explore 

the message (concept boards for an event)

 Product/Brand: Coca Cola

 Why: To explore directions for an event concept.

 Theme

 Elements

 What: Coca cola event

 When: Pre 

 Where: Lab

 How: Focus Group Discussion (FGD)

 Material: Concept boards



Your presentation!



Question: What’s the research objective?

Results: Promoting Tide creates more cross-selling 

in RT than less popular brand.



Physiological Measures

Eye tracking

Pupil dilation
Galvanic skin 

response

Brain waves

Testing
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Physiological Test Measures
Pupil dilation

 Instrument: pupilometer

 Dilation associated with action

 Constriction indicates disinterest

Subject Stimulus Object

Male

Female

Nude

Female

Nude

Male

Nude

Infant



Using Eye Tracking to test ads



Essentials of Effective Testing

Use a consumer 

response model
(e.g.cognition,affection)

Use pretests and 

posttests

Use multiple 
measures 

(e.g.sales, recall,recognition)

Understand and 

implement proper 

research

Establish 

communications 

objectives Testing


