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intent and frequency as the measure of
persuasion, not brand switching, The
objective is simply to use the right mea-
sure in the right situation.

our primary predictive measure and has
held up through subsequent validations.

And why does the recall measure work
(when used in conjunction with a per-
suasion measure) when other measures
of impact or cut-through have not been
as successful? The difference appears to
be the method. Next*TV has several
unique features, including as close asim-
ulation to a ‘natural exposure’ as
possible. The consumers watch the ads
embedded in a television programme in
their own homes (through a special

video tape). The recall measure is also |

delayed a day to allow “forgetting’ 10.
_}E@Tﬁﬁiﬁi‘?ﬁﬁﬁ”w”ﬂrigcogrﬂse this as
‘an improved version of traditional day-

afier-recall. (Incidentally, rumours that
this measure is dead in the US are great-

Iy exaggerated.)

The initial work and validaton was
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This is not to say though, that this is the
ultimate measure, a panacea for mar-
keters. It has some limitations. _ ‘

@ First, it was developed and validated \
on mature brands. Its success with new
product launches is yet to be deter-
mined.

® More importantly, it simply tells you if
the advertising is likely to work in the
short term. Other measures, which have
recently been added to the Next*TV
test, are necessary to understand if the
brand can build and sustain brand
equity. |

® The measures simply tell you if the ad
works ~ not how, why or how tomake it _
better. A number of diagnostic measures
are available to do this: but these mea- ;
sures are not usefu! until you know =+ #i
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