Communication-Receptive Planning
by Geoff Wicken, BMRB International

Different types of audiences react to media and tadvertising in different ways.
How people are likely to respond to your advertisig is a singularly important
factor in your communications strategy. Levels ofeceptivity towards
communication do differ — and this could have majoiimplications for the
effectiveness of advertising.

Consumers — many of them, at least — are mediaysaawadays. As is frequently
observed, they have many more media and entertainopéons available to them
than ever before. They are used to this. Thegrstand what is on offer, and play
the field accordingly.

And many of these media options are very knowihgey are premised on the nature
of the relationship that the viewer, reader oel&r has with the medium, the fact that
the consumer knows what's going @md the fact that the content-provider knows
that the consumer knows what's going diany of the current media successes
(think of ‘Big Brother’, ‘The Office’, ‘Pop Stars*Heat’ magazine, and so on) work
very cleverly from this basis. In the media sewiof broadsheet newspapers we can
even read about what we’re reading about.

Further, we see the fundamental inter-connectedsfestthings, or at least all
media, by the nature and scale of how the likeBigf Brother’ are reported in the
tabloids. And yet, when does coverage of one nme@itireality programming” by
another medium become unreal, or tip into surngalit

Quite a bit of advertising is knowing, too, in endar way. (list a few). You know
we’re trying to communicate with you, so if you pldie game, as an ad-literate
consumer it could be rewarding for you. Referermargskes are often part of this.

The need to connect

The need for advertisers today is to engage, toaxirwith consumers. Put a
meaningful and worthwhile proposition in a meanuigind worthwhile manner.
Many consumers know you want to communicate wigmthand they are willing to
be communicated with. So you should be seekingssw@ynake your engagement
with them, and their engagement with you, profigaiol both parties.

Yet still much of today’s marketing and media jargs the language of warfare.
Campaigns, impacts, strike rates, targets: theicapdn is that we are going to hunt
these consumers down and pick them off. Or, avéng least, shout at them louder
than the other guys.

An acknowledgement of the desirability of engagsffgctively with consumers is
more appropriate than ever in today’s marketingraedia landscape.



Marketing and advertising professionals are alve®eking the best means of
communicating, and participating profitably in tt@ntinuous dialogue between
brands and consumers. We have heard much readratly the state-of-the-art
approach of ‘media-neutral planning’. It's the cept currently being applied to
planning by most major media communications agenci@efinitions of its meaning
and application differ, but focusing on the consutaeget in as unprejudiced a way
as possible, and in the context of brand stratisgpt, the heart of it.

How will the consumer respond?

An important component ought to be an assessmédrdwithe consumer might react
when exposed to a message. If this isn’t takemaotount, the execution of the plan
and the success of the communication may not eéfegive as it should be.

To this end, it is extremely helpful to divide cangers into types, according to the
ways in which they consume and react to media drdrtising. Understanding these
types and their reactions will help the advertessd the communications agency
make the most out of their advertising and the medivhich it appears.

We have recently developed at TGI a segmentatiaohadoes this. It divides the
population into six groups on the basis of theitwades towards media and
advertising. By analysing and understanding th@en¢can see how marketing and
media strategies might be enhanced as a conseqoktatgng ‘receptiveness to
communication’ into account in our planning.

One finding is that it's a system which works asr&sirope (we used TGl
respondents from 15 countries in forming the sedatiem). It was interesting to see
the same groups emerging in all the countries aerdly But, given the plethora of
media choice that one sees even in the former Eblie countries, maybe this isn’'t
all that surprising.

Globalisation of media

Take Hungary as an example: twenty years ago there just two public TV
channels, neither being permitted to broadcast onddys. Every daily newspaper
was run by a political organisation. There werdoramded advertisements. Now two
of the three nationwide TV channels are commerthiake are 15 Hungarian satellite
channels and 273 local cable channels, there i§ ‘B Brother’ and ‘The Weakest
Link’, there are 150 radio stations and many mpjdslishers are present.

The countries of central and eastern Europe havéuthrange of contemporary
media options and global media brands (MTV, Cosritgpgy Reader’s Digest, etc)
and they seem to be consumed in largely similarsway



Box 1:

Methodology

TGI studies from 15 European countries were andlyggach TGI study includes a list of attitude
statements — respondents are asked to what elkgnagree or disagree with these statements.

17 statements specifically concerned with mediaahabrtising occur across most of these country
TGls. These were the statements used in the clostegmentation analysis. For each country at
least 10 statements were present.

In total 224,000 TGI respondents across these @ibtdes were used in the segmentation, represen
a gross adult population of 349 million.

The 15 countries included are: GB, France, Germ38pgin, Italy, Northern Ireland, Republic of
Ireland, Hungary, Poland, Romania, Greece, Turkagch Republic, Slovak Republic and Russia.

A six-cluster solution was selected as being thetraseful.

Attitudes to media

Our segmentation analysis was performed with theatibe of separating the

ting

respondents into discrete groups, based on theporeses to the attitude questions on

the subject of media and advertising. (For moteitie see Box 1). The resulting
solution is a very interesting factor to considecommunications planning.

The six clusters, or segments, emerging from oaltyais were of broadly similar
sizes. All the groups are represented in all aoesto varying degrees, as Box 2
shows. They range from 14% to 20% of the totafrmn 50 million to 70 million
consumers across Europe:

Segmentation Groups

Group % Size (million)

1. Media Literates 15.1% 52.7m

2. Butterflies 19.8% 69.2m

3. Disengaged 14.4% 50.3m

4. Indoor Types 15.7% 54.6m

5. Entertainment Seekers 17.2% 59.8m

6. Passive Absorbers 17.8% 62.1m
100% 348.9m

Source: TGI Global

It is important to know why particular respondewese put into groups together. The

group names were chosen to reflect the attitudesettia evident in each segment.
So who are these groups? What typifies each sé@men



1. Media Literates

This is the group of media connoisseurs. Theyparécularly interested in news and politics, and
seek information from their media choices. Théitwde to advertising is moderately positive —\the
like to feel they aren't affected by it, but thiaéy understand what's going on.

2. Butterflies

These people flit from one media option to the,rateén consuming each in a rather superficial
manner, with little concentration. They are howeavertising-friendly. So if you can capture thei
attention and engage with them, they could be aaldé group for you.

3. Disengaged

This group has the largest number of objectionthéomedia scene. They are strongly negative about
many aspects of both media and advertising. Teesngo have a particular problem with free
newspapers. They are not likely to be open-mimdbedit your attempts to communicate with them.

4. Indoor Types

These people have relatively narrow horizons. Mieds are centred on their home and immediate
locality — in which they may play an active pafthey are positive about the local media — radicalo
papers, free papers — which help them stay in tountsome respects they are negative towards
advertising, yet they confess to looking for prielted advertising when seeking bargains.

5. Entertainment Seekers

Above all, this group seeks entertainment wheniritaking its media choices. They like going to the
cinema, read newspapers for the entertainment coraed find magazines irresistible. They are only
moderately positive about advertising — perhapy fieel it interferes with what they are seeking.

6. Passive Absorbers

This group is reliant on, and enthusiastic aboelgtision. As well as getting their entertainmieom
TV, they use it to keep themselves informed tamallpapers and radio also enter their world. They
express the strongest positive sentiments abowrasing, which seems to be very much a part af the
media (primarily TV) consumption.

A snapshot of each group’s receptiveness to coneatian can in fact be seen in the
response to one of the statements: “I find TV atilsieg interesting and quite often it
gives me something to talk about”. The variatietween groups in the level of
positive response to this statement can be usgahntonarise the overall picture:

“l find TV advertising interesting and quite often it gives me something to talk

about”
Communication
Group % agree Receptivity
1. Media Literates 12% medium
2. Butterflies 28% high
3. Disengaged 7% low
4. Indoor Types 4% low
5. Entertainment Seekers 14% medium
6. Passive Absorbers 43% high

Source: TGI Global

So there’s wide variation in the degree to whichstomers welcome communication.
Some consumers (those in the groups of ButtedliesPassive Absorbers) are much



more open to advertising than others. If the cores with whom you want to
engage are already pre-disposed to receive comatigri¢you’re in a good position.

Informing your strateqy

What you can learn about the pre-disposition teegtiing among your target
consumers can inform the nature of your commurooatirategy. Are you better off
speaking with a group who are hot for your brantldowl about advertising, or with a
group who are cool about your brand but hot foreatilsing? Or if your ideal
consumers are spread across different ‘communitagiceptivity’ groups (as they
almost certainly will be) how can you best tackle thallenge of connecting with
different types of consumers in appropriate ways?

Box 2:

Profile of each country

Members of each segment can be found in every ppimtiuded in the analysis. This table shows
how the respondents from each country were alldcateoss the groups by the cluster program. Sfudy
of the table will reveal, unsurprisingly, that sonmuntries’ consumers are more strongly represented
in certain clusters, and some in others.

French and Italian consumers are found in largebmimmamong thbledia Literates. We see many
Butterflies in Romania, Ireland, Hungary and Greece. Dlngagedconsumer is most prevalent i
Spain, Germany and Italfndoor Types are common in the Czech and Slovak Republics.
Entertainment Seekersare well spread across all countries, although @aynis something of an
exception. Turkey has the highest concentratidPasiive Absorbers

-

(paste Excel table in here)

Media Butterflies Disengaged |Indoor Types |Entertainment |Passive

Literates Seekers Absorbers
Total 15% 20% 14% 16% 17% 18%
Germany 9% 21% 20% 28% 9% 13%
Spain 17% 17% 22% 7% 21% 17%
France 27% 14% 8% 14% 23% 15%
GB 16% 24% 11% 15% 17% 17%
Northern Ireland 12% 29% 9% 13% 17% 21%
Republic of Ireland 10% 29% 7% 14% 21% 19%
Hungary 14% 28% 9% 12% 24% 13%
Poland 10% 23% 12% 18% 23% 15%
Romania 5% 30% 16% 13% 18% 18%
Greece 12% 28% 14% 5% 23% 18%
Turkey 8% 24% 8% 10% 16% 35%
Russia 14% 26% 10% 13% 16% 21%
Italy 21% 14% 20% 8% 15% 23%
Czech Rep 17% 11% 12% 34% 15% 10%
Slovak Rep 12% 14% 12% 32% 14% 16%




By conducting more in-depth analysis, of other comsr and demographic
characteristics, it is clear that two of the grougke Butterflies and the
Entertainment Seekers — are quite similar in maaysw In fact, the main factor
differentiating them is their attitudes to media auvertising.

It's also the case that, as well as in their atBgito media, we can see differences in
the levels of consumption of each medium by th&edéht groups. The attitudes that
they express concerning media are played out ibihees in what they choose to
consume:

Media Behaviour Tendencies

Media Literates Butterflies Disengaged
* High Quality Press * High Cinema * Low Directad
* High Radio * Low Newspapers * Low Cinema
* High Internet * Some Internet *Low TV
*Low TV * Low Radio
* Some Internet
Indoor Types Entertainment Seekers Passive Absoelns
* Low Outdoor * High Cinema * Highest TV
* Low Cinema * Some Radio * High Direct Mail
*High TV * Some Internet * Low Cinema

* Non-Internet
Source: TGI Global

We can also look at their consumption of speciitetinational media vehicles. For
example, in all the countries analysed Cosmopoigarad mostly by the Butterflies,
Entertainment Seekers and Media Literates. MT¥ ks a fairly homogenous
audience, again appealing to the Butterflies angfainment Seekers, and usually
the Media Literates. However, we find an interggsplit in the Readers Digest
audience in different parts of Europe. In Westeunope, the Digest is enjoyed by
what many would consider its traditional audiervell spread but with Indoor Types
and Media Literates to the fore. In the develomiagntries, however, it seems to be
consumed for a more specific knowledge-buildingopse, given that the bias in its
audience is much more strongly towards the Medieraies.

So, we can distinguish between consumer typesa-aomsistent basis across Europe
— according to their attitudes to media and adsiadi We find that some groups are
much more open to advertising communication thaerst

Target for response

How about targeting on this basis? We ought teictan the way in which people are
likely to respond to commercial messages to bergnoitant component in how we
try to engage with them.



We can apply this segmentation to communicatioasrphg in conjunction with the
brand and media information in TGI.

The outcome contrasts with that of a traditional-Type analysis conducted for
media planning support, in which one takes a bearllooks at the relationship
between its users and different media. If we labgeople in Britain who have
purchased Nike trainers in the last 12 monthsefample, and their direct
relationship with selected media, we can identigdm against which they index
strongly, and this will suggest the kinds of medeas that might be considered:

Nike Consumers and Selected Media (GB):
Direct Relationships

Index
Satellite/Cable Viewers 130
MTV (last 7 days) 210
Sky Sports (last 7 days) 148
Heavy Commercial Radio 125
FHM magazine 226
Heavy Cinema 188
Seen ads in Underground (last 7 days) 140
Heavy Bus travel 139
Heavy Internet 134

Source: TGI GB

However, this pays no attention to Nike purchasepgnness to advertising. If we
take this into account, we are obliged to think endeeply about the entire process.
With whom do we want to communicate, and how islikst way of going about it?

Let's see how this applies to Nike buyers, by fittg them through our segmentation.
We find that two of the groups are of huge impartan58% of Nike buyers are either
Butterflies or Entertainment Seekers.

Nike GB Consumers

GB Nike
Group adults buyers Index
1. Media Literates 16% 14% 85
2. Butterflies 24% 33% 137
3. Disengaged 11% 7% 66
4. Indoor Types 15% 10% 71
5. Entertainment Seekers 17% 25% 144
6. Passive Absorbers 17% 11% 64

Source: TGI GB



This pattern for Nike applies across Britain, Fgrgpain and Germany. In all these
countries we find that Nike buyers are consistemitye likely to be Butterflies or
Entertainment Seekers. For an advertiser whoeisgmt across several markets, and
perhaps considering a multi-country marketing stygt this kind of knowledge could
be immensely helpful:

Nike Consumers: Index
4-country Total

Group GB Fra Spa Ger adults Nike Index
1. Media Literates 85 100 126 7517% 17% 101
2. Butterflies 137 127 112 117 19% 24% 126
3. Disengaged 66 67 65 11615% 12% 80
4. Indoor Types 71 87 68 7418% 13% 72
5. Entertainment Seekers 144 117 122 167% 23% 138
6. Passive Absorbers 64 77 92 715% 12% 76

Source: TGI Europa

The planner’s choice

So these two groups should equally be our targets? Not necessarily. That is the
decision we must take. These two groups, similanany respects (including their
liking for Nike trainers) are not equal in termstléir communication receptivity.

The Butterflies are intrinsically more open to rigtgg communication messages.
The Entertainment Seekers have only a moderatedéepenness. So perhaps the
Butterflies are the better target upon which tafoc

On the other hand, the Entertainment Seekers wmrrldaps be more likely to focus
on the message, especially if it were put acrossvilay that entertained them. The
Butterflies tend to be less likely to concentraind maybe their lower level of
loyalty to media could apply to their brand choitas.

Which group to prioritise is for the communicatistsategist to decide. But there are
many factors to be considered here, and it willjteatly to the benefit of the brand’s
communications success if this decision is inforrogé clear understanding of how
effectively the message is likely to work, givenmhoconsumers are pre-disposed to
respond.

The media impact

The conclusion about which is the key target capaich markedly on some of your
media decisions. It's not an exhaustive list,ibubhis example for the GB market,
prioritising the Butterflies could lead you to os®t of media choices; going with the
Entertainment Seekers might lead you to a verghfit set.



If you decided the Nike-wearing Butterflies werauysey audience, you would be
considering GMTV, magazines such as FHM, and outdod ambient ideas. If you
wanted to connect with the Entertainment Seekemgmour brand purchasers, you
would turn your attention more to satellite andledivoadcast options including
MTV, commercial radio and The Sun.

Even if you were to decide you wanted to targehlgroups, you would need to
develop quite different strategic and executiohahg for each one. That’s because
not only does the communication receptivity of eliéint groups among your customer
base vary — they also consume different media.

Which Channels for Nike?
Based on Nike penetration and communication receptity

Entertainment

Butterflies Seekers
_Index Index

Heavy TV 82 119
Heavy GMTV 120 91
Heavy Satellite/Cable 90 119
MTYV (last 7 days) 107 120
Heavy Commercial Radio 91 117
The Sun (average issue) 86 127
FHM (average issue) 134 109
Seen small street posters (last 7 days) 114 86
Seen ads in Underground (last 7 days) 124 96
Seen ads at an airport (last 7 days) 121 100
Seen product ads in pubs/clubs 131 98

Source: TGl GB

In conclusion, each type of audience interactebffitly with media and with
advertising. Itis vital to understand consumactm®ns in order to make the most out
of both media and advertising. How people respsradvery important factor in
communications strategy. Applying a technique sagthis, which allows you to
include communication receptivity into your thingircould have a major impact on
what you do, and on how successfully you do it.



