econd basis — for examp' :
ndents are asked to push 2
ahen they like bits ¢ an &’
= when they do nc . The
.4t an execution €an T : atom-
g5, in fact, ads are Dt - created
but are dvveloped Lar-istical-
of this. - results can often b
sf by # ™ searcher far removed
ere tore ot very sympathet-
e wIve process. This is when
eraations such as ‘extend the
gz ¢ dogs running across the
ise they Joved it’ tend to crop

pretend s real life’ game. In
dict what will happen in real
[e try to replicate real life in the

.ST
~ent is

ce are Researchers go 10 great Jengths
e that @] pr this — for exampie, hiring ¢in-
-v the frowing trailers, CONSLTUCTING
;arch e ris and so on. But let’s face it,
i over ot normal 10 be dragged into a

1 1k sbout dog food when you are

ricle of your Saturday shop-
fatever lengths have been gone
h';:_ sl know it’s a test, SO why

(s said Ifrer all that you still don’t know

mach ke it better. 1f the answer is 4,
SmCnts: on’t know how-to make it 4.2.
2ntion g hd of some 1ests is simply &

i ‘pass/fail’. If it is a.pass then
right; you still don't know how
4 make it better but at least ¥ou
an ad, If it’s a fail, then it's back
awing board with no learning
\what went wrong and what direc-

ably wasteful not only of time
of money.

this suggests Is that the pre-testing
i5ing age] sl currently available are not
hing clients’ needs sufficiently. S0
eeds to be doneg?

e for a new kind of pre-test

ve developed a new approach to
g, called Presponse. Presponse,
jeve, mec(s all the needs listed
These needs fall into one o two
s: those where the need is to know

ary 2000

aot normal 1) be dragged into a hall to
yout dog food when you are in
of your Satu-r

the middle

day shopping’

“ill the ad work?’ and those where the
need is to know ‘how canl I make the ad
better?’.

@ ‘Will the ad qeork? The requirement
from this type of testis 10 evaiuate the ad
in order to predict whether it will work
to have the desired effect, usually based
around the effect on brand sales of
brand health.

@ ‘How can I make the ad berter? The
requirement here is to understand how
the ad will work in order to diagnose
how it can be made better.

While the primary requiremest for
any one test may fall into one or other of
these two groups, the point is that itisa
waste of ume, money and effort to find
out the answet to one of these questions
without finding out the answer to the

. ather. So for a pre-test 10 be truly useful

. it needs both to predict what effect the ad
v will have and diagnose how it can be
Irmbe“er. P T e .

What does a pre-test need
to predict?
Ofen the key question in 1eIms of sales
prediction is, ‘what will this ad do for
sales of my brand? — will there be suffi-
cient return to make the adspend
worthwhile? This is clearly why the ‘per-
suasion shift’ school of pre-testing has
been so popular for 50 long, because it
claimns to answer this question.

However, how accurats can this pre-
diction be? These types of test go oul of
their way to replicate ‘real 1ifé’ and, in 80
doing, waste about 80% of the precious
interview time with respondents finding
out about categories the researcher is not
interested in and watching films and
trailers, Despite all this there ar¢ a nium-
ber of reasons why they are not gomng te
be an accurate reflecdon of what will
happen in reality.

First, people sull know it’s & test and

“While sales response is an important part of
what a pre-test needs to predict, it does not
tell the whole story’
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* respond as such. The test environment is

likely to exaggefé?é‘?nﬁsgqpsé; people

4o not tend to go shopping jmmediately
O T [

after seeing an ad.
" Second, It asswmes advertising is the
only element in the mix, whereas in real-
ity people will be influenced by all the
other factors: compettive activity, pro-
Motons, availability, position on shelf
and 0 of. )

If we were truly to predict sales with
reasonable accuracy we would need to
conduct a real-life test such as a test
market, which takes all these other fac-
tors inte consideration. However, given
that this is rather (o0 tirne-consuming
and costly in MOSL CAses, what can a pre-
test achieve in this area? We would argue
that a pre-test needs 10 give some indi-
cation of the likely sales response: is it
going to be a qinner or a loser? This can
he achicved in a pre-test and does not
require all the elaborate ‘reallife’ effects.
Respondents know it’s a test, therefore
we should acknowledge that fact to them
and let them respond as such.

While sales response is an important
part of what a pre-test needs to predict,
it does not tell the whole story. What
about those long-established brands
such as McDonald’s and Heinz? While
they would, 1'm sure, like to get an
imumediate sales increase post advert-
ising, in reality itis unlikely to be to the
magnitade of a new prand. Often in
these cases the desired effect is more
about strengthening the relationship
consumers hold with the brand, perhaps
increasing loyalty in some small degree
or simply srengthening  the brand
against some present or future compet-
itive threat. Therefore we would argue
that a prediction about the effect of the
ad on the brand relationship is of equal
importance.

The other task for a pre-Test is 1o pre-
dict the commitment people have
rowards the brand and how this is likely
to change after exposure to the advert-
jsing. To understand this change truly,
however, the test must also predict how
this happens, or what will change in »+
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