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Summary Findings 

There has been a lot of discussion lately about the value of advertising across 

multiple platforms. By examining media exposure and subsequent behavior of 

Integrated Media Measurement Inc. (IMMI) panelists in six markets, we 

determined that advertising on more than one platform offers demonstrable 

benefits.  We found: 

• Multi-platform advertising increases reach over individual platform 

advertising, but the effect is not simply additive. IMMI data allow us 

to identify how many unique panel members are being added (over 

television) by radio, and in some cases by theatrical trailers. 

• By tracking panel member viewing activity after being exposed to ads 

for television shows and movies, we determined the effectiveness 

(conversion rate) of multi-platform advertising for media. 

• Six TV shows ran significant TV and radio campaigns before 

their new season premieres. For each of these shows, the rates 

of panelists that watch the program being promoted 

(conversion) are consistently higher among the segment 

exposed to a combination of platforms than among those 

exposed to one platform alone. 

• For four cable shows, we were able to quantify the impact of 

advertising on television, Internet, in-cinema, and Tivo 

Showcases. In all of these cases, we find that exposure across 

more than one platform increases effectiveness. 

• Of the movie releases tracked by IMMI in 2007, five employed 

significantly large multi-platform advertising with enough 

exposure to quantify the effects of campaigns. In almost every 

case the conversion for multi-platform was higher than 

conversion for a single platform…in some cases much higher. 

• Further analysis of the data enabled us to identify the effects of 

increased frequency, recency and targeting. We find these factors do 

not account for the increased effectiveness of multi-platform 

advertising. 

 

This report draws on data gathered by the IMMI system from a panel of 3000 

members in six major DMAs: New York, Chicago, Houston, Denver, Los 

Angeles, Miami. 
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Overview 

Every year it becomes increasingly difficult for corporations to break through the 

clutter inherent in today’s highly fragmented media environment. Because of the 

increased pressure on marketers simply to be heard, there is growing emphasis on 

new outreach ideas and on using multiple types of outreach to achieve mindshare. 

In the past few years, a number of large well-known companies have reorganized 

their sales or marketing teams to compete in a new world with new buzzwords. 

As a result, there has been a dramatic increase in the number of deals struck 

between advertisers and platform owners specifically seeking to leverage ad 

distribution across multiple platforms. 

The value of these deals is based upon the belief that advertising on multiple 

platforms increases the reach of their message. 

Much of the promise of multi-platforms has been the goal of 

getting more media exposure for a better price. 
George Blue, VP, Fox Entertainment Advertising Sales,  

Fox Interactive Media at MIXX 2.7

This paper will show there is another very good reason to construct multi-

platform campaigns: increased impact of messaging. Thoughtful marketers have 

long believed multi-platform campaigns have the potential for increased impact. 

The goal has been to prove it. 

Performance is still largely measured using metrics that are at best a proxy for 

reality. Recently, several very comprehensive studies have been released which 

examine the impact of multiple ad platforms1. Unfortunately they have had to rely 

on awareness and intent-to-purchase information gathered by surveying panelists 

instead of using real measures of panelist behavior. The studies had to accept 

known problems with self-reported data on exposure2, and the study authors were 

unable to confidently identify or control for variations in ad exposure among 

respondents. 

This study seeks to illustrate the effects of multi-platform advertising by offering 

analysis based on the Integrated Media Measurement, Inc. (IMMI) data set. 

Notably, the IMMI system is able to measure each individual’s ad exposure to a 

variety of sources as they happen in the real world, providing a more complete 

understanding of the frequency, recency and platforms of ad exposure. 

                                           
1
 Examples are “Radio and the Internet: Powerful Complements for Advertisers” from Radio Ad Lab 

(http://www.radioadlab.org/radioInternetAdv.cfm), and “Accountability: A Guide to Measuring ROI 
and ROO Across Media”  and “Accountability II—How Media Drive Results and Impact Online 
Success” from Magazine Publisher’s Association (http://www.magazine.org/research/) 
2 For good discussion of these problems see Vavreck, Lynn.  2007.  "The Exaggerated Effects of 

Advertising on Turnout: The Dangers of Self-Reports," in Quarterly Journal of Political Science, 

2:287-305 
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Using the same underlying technology that captures exposure to audio-based 

advertising, IMMI also tracks exposure to the content of target media products. 

For example, the system reports when a panel member is exposed to an ad for a 

movie that airs on radio, television, and/or as a theatrical trailer, and then whether 

the panel member actually goes to the movie. The company also tracks an IMMI 

panel member’s exposure to television and radio promos for television shows, and 

the panel member’s subsequent viewing choice. For these two cases, IMMI’s data 

tie multi-platform advertising effectiveness not to abstract notions of engagement 

based on surveys, but to actual subsequent panel member behavior. 

For this study, we will focus on a selection of ad exposure opportunities, 

primarily television and radio, but also theatrical trailers. We will examine how ad 

exposure correlates to consumption of the target product, and determine that 

multiple platform campaigns not only increase reach, but are more effective as 

well. 

As IMMI builds out its technology to track consumption of retail products, the 

company anticipates issuing future papers that expand upon the themes introduced 

here, and that examine additional types of conversion events and ad sources. 
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Methodology 

How Data is Collected and Reported 

IMMI’s system works as follows:

• IMMI recruits panelists through random sampling following industry 

best practices. 

• Panelists receive mobile phones equipped with proprietary IMMI 

software. 

• In exchange for the new mobile phone and subsidized phone service, 

panelists make the new phone their primary cell phone and carry it 

with them at all times. 

• The phones take regular samples of ambient audio and convert these 

samples into digital signatures. These signatures are 

contemporaneously uploaded to IMMI’s central database via the 

wireless network.  Once uploaded, the signatures are compared to 

signatures created from ongoing monitoring of media delivery sources. 

By matching these signatures, IMMI couples media broadcasts with 

individuals who are exposed to them and develops a comprehensive 

media consumption profile for each panel member. 

• IMMI also uploads specific audio sources into their system for 

tracking. Soundtracks from current theatrical trailers, movies, and 

DVDs are examples of uploaded material. 

Sample 

IMMI has recruited a set of DMA level samples totaling 3,000 teens and adults 

aged 13-54 in six key Designated Market Areas (DMAs): New York, Chicago, 

Los Angeles, Miami, Houston and Denver. Adult panelists are randomly selected 

using a list assisted RDD process; a cell phone only supplement is pulled 

randomly from an online multi-million person panel; teens are randomly selected 

from a multi-million research panel and invited to a focus group setting for final 

recruitment. The panel is designed to provide accurate data for ad exposure on 

television, radio, and in movie theatres for a sample of persons aged 13 to 54 in 

large metropolitan areas. 

For this paper, IMMI profiled ad exposure for all its panelists in compliance for 

the study period.  Compliance is defined as having a working, charged phone, and 

working IMMI software on the phone for more than 12 hours on more than half 

the days in the study period.  Because conversion behavior is only considered for 

those panelists actually exposed to ads, the number of panelists included in a 

study for any particular campaign varies due to the size of the ad campaign.    

Sample size for each independent study is noted by each table or chart. 
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N= 1,935 

 

N= 1,803 
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N= 1,608 

 

N= 1,052 




