9November2007 campaign 19

THE WORLD 2

Apolio lifts off o measure consumer response

Backed by blue-chip US advertisers, the new data monitoring service aims to tackle marketing efficiency. By Ann Cooper

hat much quoted complaint,
“Iknow half of my advertising
is wasted, I just don’t know
which half” (attributed alter-
natively to Lord Leverhulme or
John Wanamaker, depending on
whichside of the Pond youlive),will
foreverbelaidtorestifthe assorted
powers behind Project Apollo, a
joint USinitiative from Nielsenand
Arbitron,have their way.
Apollo,which combinesdata col-
lected from consumers using Arbi-
tron’s Portable People Meters,with
purchase data culled from Nielsen
Homescan consumerpaneltoform
akind of “single source” measure-
ment tool, is backed by the com-
bined might of some of America’s
bluest of blue-chip advertisers, in-
cluding Procter & Gamble, Uni-
lever,Kraft, Pepsiand SCJohnson.
Mike Hess, the OMD global re-
search director, and a member of
the project’s steering committee,
says:“Apollolets you knownotjust
which half of your advertising
works, but against which people,so
that’san added refinement. Every-
oneisexcited about the concept.”
Don Gloeckler, the Apollo char-
termember and the P&G manager
of media research, north America,
says it’s better than anything else
out there because of the multime-
dia aspect. “Because it links that
media exposure information to
household purchase information,
we can expand the consumer
groups we’re targeting with our
messages beyond demographics
like age and gender, and build in
household purchasing.”
According to Brad Agate, the
senior vice-president of research at
Horizon Media: “It’s really an at-
tempt for mainstream media to
catch up with multimedia.”
Butthe project,three yearsin the
making, has had its glitches. Not
least is the amount of time it’s tak-
ing to develop. “I went to the very
first Apollo meeting almost three
years ago,” Hess says. “But the key
people on the panel wouldn’t be
willing to waste three years if we

Hess... ‘excited about the concept’

didn’t think that there was a lot of
promise here.”

Thom Mocarsky, the senior vice-
president, press and investor rela-
tions for Arbitron,admitsit’s taken

longerthananticipated.“Butwe’re
very pleased with our seven pilot
subscribers,”hesays. “What’s great
is thatit’s collaborative. The indus-
try is working together to help us
build and design the service, and
we’re helping them build their
business case.”

Then there’s the cost factor.
Arbitron has reportedly incurred
losses of $1.8 billion on its half of
the project. And no-one’s quite
worked out how much to charge
potential clients yet. “This is an ex-
pensive system,” Hess says. “So the
question is, are we getting enough
outofittomakeit worthwhile?”

With Apollo initially asking for
0.5 per cent of clients’ marketing
budgets (on which they later
backed down), Mocarsky agrees

USads...(clockwise from left)
P&G, Pepsiand Unilever hope
toincreasethe effectiveness of
their advertising by using the
Apollosystem

it’s not inexpensive. “It’s going to
cost a fraction of a per cent of cli-
ents’ national adspend,” he says.
“The seven subscribers we have
spend about $7 billion on advertis-
ingin the US,and even a fraction of
apercentaddsup toreal dollars.”

Agate says clients that stand to
do well are those that produce
packaged goods and do a lot of
broadcast advertising. “This is a
huge undertaking,” he says. “Cars
and big ticket items might be more
difficult to measure, and print ads
require anotherlayer of data.”

But it is still a pilot programme.
“With 5,000 households and 11,000
people, it’s not big enough to have
the kind of granular detail a mid-
level brand would need,” Mocar-
sky says. “So the purpose of the

pilot project is to concentrate on
big volume advertisers.”

And just why did the big volume
advertiser P&G get involved? “It
helpsusbecome better marketers.”
Gloeckler replies. “If you think
about the data that’s available
today, it’s often used primarily as a
currency to buy and sell media.
Apollo is supposed to be more a
marketing panel not a currency,
andit’sdesigned to help marketers
understand their consumers. And
that broad consumer understand-
ingdrives acompany like P&G.”

Assuming, of course, the techni-
cal issues can be worked out. “My
understanding is that there are
three electronic bands collecting
information for Apollo,” Hess says.
“But the system is only picking up
about 60 per cent of the commer-
cials,which is probably too low. For
ittowork,itneedstopick uparound
90percent.Soyoucan’tfeel ascon-
fident that you’re going to be able
to draw these relationships be-
tween sales.” Another problem is
that Apollo has been slow to deliv-
er data on multimedia including
print, radio, outdoor and the inter-
net, with some of the first reports
onlyjuststarting tocomein.

Eventually, it will be rolled out
internationally, but for now, the
focusis on the US.As for whatrival
operations are doing, Agate says:
“There’s a lot of granular data but
no one can measure product usage.
But who knows. Google is collect-
ing this kind of data all the time,
though there areissues of privacy.”

Arbitron tried something similar
when it launched its Scan America
project in the 80s. But it proved to
be a little ahead of its time, and
foldedin the early 90s. Meanwhile,
Project Apollois toroll outits next
stage involving 15,000 households
into the first quarter of 2008. “We
hope that by 2008 everyone will
have the information they need to
make a decision. We believe the
reaction will be a positive one and
they think it makes business sense
topursue,” Mocarsky says.
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Stop this distracting
soul searchingand
deliveryour clients
results however

you can, William
Leach writes

We’re having a debate Down Under
that is a mirror of similar conversa-
tions happening all over the world.
Itcentresaround the demise of “tra-
ditional” agencies and new versus
old agency models.

There has been a development in
Australia, which I believe is the first
step in helping to settle the argu-
ment and refocus agencies on solu-
tionsrather than problems.

At a recent Advertising Market-
ing & Media Summitin Melbourne,
clients entered the fray. A testy ex-
change between agencies debating
whether ornot the traditional agen-
cymodelisdead drewanimmediate
response from clients attending the
event. The gist of their comments
was that they are bored of agencies’
petty arguments and simply want
partners who deliver great results —

whateverthemodel. Clientsbelieve
agencies would do well to focus on
their customers’ needs rather than
their competition.

I think they are right. The issues
for Australia’s agencies are flexibil-
ity and skill-sets. Many have a struc-
ture driving their service rather
than the flexibility to suit their cus-
tomers,and many more simply lack
the skills in-house to provide the
service their clients require.

Agencies traditionally drew their
strength (and their place as real
partners to their clients) from a
genuine understanding of the con-
sumer, and this is a key ingredient
that seems to missing from any de-
bate over “models”.

The successful agency of the fu-
ture will not be successful based on

its organisational structure, its “in-
tegrated” offering or “media-neu-
tral” solutions, but on its consumer
knowledge and, more importantly,
its knowledge of where and how
consumers get their knowledge.

It was once a given that much con-
sumer knowledge was gained from
watchingTV orreadingnewspapers
and magazines. Butthatisnolonger
a given. Consumer consumption of
these “traditional” media is now
non-traditional — via streaming,
mobile ortheinternet—and “softer”
knowledge sources, such as blogs
andsocial websitesare seenasmore
reliable than the “manipulated”
mainstream.

The opportunity in this lies in the
array of new and exciting ways to
engage the consumer. In the “old”

world, Australia punched well
above its weight in creative execu-
tions for “traditional’media. We’ve
seen some signs in recent Cannes
Cyber and Titanium successes that
indicate Australian agencies are ca-
pable of rising to the challenges of
engaging consumers in new ways.

So perhaps we should try the
novel approach of listening to our
customers and focus on what we do
— delivering great results — rather
than arguing among ourselves
aboutthe howwedoit.
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