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People read around 
10Mb of material every 
day, hear around 400Mb 
a day, and see 1Mb  
of information every 
second.

The Economist
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Using Research for Effective Media Planning

Every day we are exposed to 2,000-3,000 branded 

impressions of  which almost 100 are TV ads. We know that 

when it comes to advertising success, creative is king – but 

the importance of  getting the media strategy right should 

not be underestimated. In today’s cluttered and constantly 

evolving media environment, the plethora of  choices can be 

daunting. Get it wrong, and the power of  great creative might 

not be maximised. 

The good news is that research can help guide the media 

planning process. This case study demonstrates how Ipsos 

ASI’s Media*Planner 360 approach can be used to shape your 

strategy. It focuses on premium cider, a category characterised 

by a concentrated, seasonal period of  media activity. In 2011, 

the brand challenge intensified, with significant new market 

entrants, and the highest category media investment on 

record.  With more and more clutter crammed into a short 

season, how can research help advertisers use media most 

wisely? 

Getting Noticed

When we assess the relative levels of  cut-through for 

different touchpoints in the category, we saw the highest 
visibility for packaging, point-of-sale, and TV advertising  

These touch points also offered better quality retention, 

as people claimed more specific memories about what they 

saw. 

Aside from actually drinking the product - the leading source 

of  recall was seeing the brand on shelf  at the point-of-sale, 

(both on and off  trade). This highlights the need to support 

mass advertising with prominent distribution and effective 

in-store display during a campaign period. Extending brand 

prominence to strategic on-trade venues, such as pubs and 

restaurants, will help improve trial as consumers observe 

and follow each other (more so if  recent advertising has had 

strong creative power).

Consumer brand’s products recently

PRODUCT

Seen the look of the package

Seen the brand served or displayed in bars, clubs or restaurants

Seen the brand on the shelves in supermarkets and off-licenses

OTHER MEDIA

Sporting events, music festivals and others sponsored events

Supermarket flyers or ads showing discounts or offers

WOM/RECO/PR

News stories about this brand

Conversations with friends, family or colleagues

TRADITIONAL MEDIA - MASS

Television advertising

Radio advertising

Newspaper inserts, circulars or coupons

Cinema advertising

Outdoor advertising

Indoor advertising in stores or shopping malls

ONLINE

Website

In gaming sites and video games

In online search websites

While communicating with others online

In online video advertising on a TV on demand site

10 20 30 40 50 60

10 20 30 40 50 60

High Recall
(Rated 5-10)
Low Recall
(Rated 1-4)

Recall Rating
Total Average 
Across Brands

3



It is not realistic to rely on consumers’ “claimed” effects of  

different media – how they “think” different media have 

worked to drive brand behaviour or attitudes. How can they 

possibly know? However, you can measure what media 

people remember seeing and derive the effect of  exposure 

to different kinds of  media through analysis. This allows us to 

assess effectiveness of  media independently of  cut-through 

– and therefore identify opportunities for optimisation. Some 

media may drive strong brand response but generate little 

cut-through. Could they yield stronger returns for the brand if  

there was greater investment in them?

We have seen that touchpoints associated with the product – 

consuming it, or seeing it in-store or on-trade – gained high 

recall. 

Once recalled, along with TV advertising and word of  mouth, 

they were also amongst the most important for generating 

brand impact, both short and long-term. This paints a clear 

picture for where strategy should focus within this category.

Premium cider. 
Making a difference for 
the brand

Top 10 Drivers: 
Cider Category

  1) SEEN ON SHELVES IN 
      STORES 
  2) SEEN LOOK OF 
      PACKAGE 
  3) SEEN SERVED OR 
      DISPLAYED ON TRADE
  4) CONSUMED PRODUCTS
  5) TELEVISION 
  6) WORD OF MOUTH
  7) OUTDOOR 
  8) IN STORE 
  9) INDOOR 
10) MAGAZINE

RECALL:
VISIBLITY

SHORT
TERM

SALES

PURCHASE 
CONSIDERATION

EQUITY:
LONG TERM 

BRAND 
BUILDING

  1) CONSUMED PRODUCTS 
  2) SEEN ON SHELVES IN 
      STORES 
  3) SEEN LOOK OF PACKAGE
  4) SEEN SERVED OR 
      DISPLAYED ON TRADE
  5) TELEVISION 
  6) WORD OF MOUTH
  7) IN STORE 
  8) INDOOR 
  9) MAGAZINE 
10) OUTDOOR

  1) SEEN ON SHELVES IN 
      STORES 
  2) CONSUMED PRODUCTS
  3) SEEN SERVED OR 
      DISPLAYED ON TRADE
  4) SEEN LOOK OF PACKAGE
  5) TELEVISION 
  6) WORD OF MOUTH
  7) IN STORE 
  8) MAGAZINE 
  9) OUTDOOR 
10) INDOOR
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In this context, it is interesting to focus in on the category leading 

brand, Magners. Having kick-started the transformation of  

cider a few years previously, it conceded share in 2011 despite 

a 9% year-on-year increase in its marketing budget. Clearly, it 

came under pressure from high profile new entrants to the 

market. However, by summarising the actual performance of  

Magners on different media, relative to their importance to 

driving purchase intent, we can see there was potential for 

optimisation. 

While effective in-store presence was key to supporting 

purchase, performance in TV, on-trade and packaging could 

have been more effectively executed. 

Also, a cluster of  undifferentiated, low-spend touchpoints 

appeared not to be working hard for the brand – suggesting 

an opportunity to review whether and how they are used.  
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Planning the next burst

Ipsos ASI’s Media*Planner360 simulator helps 
marketers understand the possible return for 
driving greater visibility.

For example, consider a scenario where increasing the recall 
of TV by 5% requires further investment of £1million, and this 
is projected to increase purchase consideration by 10%. If 
the monetary value of the incremental desire to purchase is 
greater than £1million – short answer - buy this media!

6

Ipsos ASI: Cider Advertising UK Case Study



Using Research for Effective Media Planning

No impact without suitable investment 
and good content

What we’ve seen in this case study is a glaring absence of  

online advertising as a key influencer of  visibility or brand 

impact. Digital touchpoints cannot be realistically expected 

to gain the same level of  exposure as TV given the relative 

levels of  spend. 

However, the low rankings for brand impact raise issues 

about whether Digital is being used to best effect. As with 

creative for TV advertising, we firmly hold that for Digital, 

content is king. Good online and mobile content is capable 

of  creating a unique and engaging branded experience for 

consumers, through participation and engagement. This in 

turn can transform opinion and create buzz. 

For example, the Alan Partridge revival boosted market 

share for Foster’s by 0.2% - a notable lift in a category with 

very little head space. 

The results of  the Media*Planner360 provide a clear 

recommendation for this category in terms of  where to 

invest. Carrying a TV campaign to point-of-purchase can 

convert an implicit impression to brand choice. 

In a cluttered media environment, the substitutability battle is 

most fiercely fought at the point-of-purchase. Differentiating 

your brand from a host of  premium ciders is vital for your 

brand to stand out.

The approach is highly adaptable, helping 
advertisers to save money or generate more 
brand impact from the same spend. 

what 
about Digi tal?
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For more information, please contact:

Samira Mohamed
T: +44 (0) 20 3059 5382
E: samira.mohamed@ipsos.com

About Ipsos MORI

Ipsos MORI is one of  the largest and best known research companies in the UK and a key part of  the Ipsos group, 
a leading global research company. With a direct presence in 84 countries, our clients benefit from specialist 
knowledge drawn from our five global practices: public affairs research, advertising testing and tracking, media 
evaluation, marketing research and consultancy, customer satisfaction and loyalty.

Keith Glasspoole
T: +44 (0) 20 8861 8727
E: keith.glasspoole@ipsos.com


