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The ARF Media Model



The ARF Media Model:  The Vehicle

Multiple Platforms, 
Properties & 
Content Elements



The ARF Media Model:  The Advertising

Sponsor Integration



The ARF Media Model:  Sales Response



The ARF Media Model:  Relevance



The ARF Media Model:  Where Does C3 Fit In?



The ARF Media Model:  Role of “Engagement”?



Mingle-Source Measurement:  
How Key Metrics from Different Sources Relate

• Nielsen

• IAG

• Simmons MME



Nielsen Metrics
• Ad Viewing Behavior

– Retention

• Network Audience
– Size (Rating)
– Demographics (Median Age & Gender Skew)

• Network Viewing Behavior
– Reach (1+, 3+ & 3+%)
– Frequency
– LOT
– TSV
– Relative LOT (LOT / Avg Prog Length)
– Network Preference (Freq / Reach)
– Network Specialization (TSV / Reach)



IAG Metrics
• Ad “Engagement”

– Ad Recall
– Brand Recall
– Message Recall
– Likeability

• Program “Engagement”

– Recall



Simmons MME Metrics
• Ad Receptivity (9 Attribute Average)

– Relevance (pay attention, fit, care about, entertain me)
– Information (valuable info, high quality prods, unusual  things)
– Purchase Intent (helps decisions, buy products advertised)

• Program “Engagement” (5 Dimensions Based on 19 Attributes)

– Emotion

– Escapism

– Motivation

– Shareability

– Trustworthiness
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Ad Receptivity Corr:
PE: Motivation > +.50
PE: Trust +.25 to +.50
PE: Shareable -.25 to +.25
PE: Emotional -.25 to -.50
PE: Escapist < -.50
Net Specialization
Net Preference
Prog Recall
Female %
Brand Recall
Ad Likeability
Reach
Frequency
TSV
3+ Reach
Rating
3+ Reach%
Median Age
Ad Retention
LOT
Relative LOT
Prog Length

Metrics Correlate Across Sources

Source: Pair-wise correlations of average network metrics from 
Simmons MME, IAG and Nielsen, 2007.



Nielsen Ad Retention Relates Most to
Other Nielsen Metrics

Nielsen
Relative LOT
(LOT ÷ Prog Lngth)

Nielsen
Median Age

Nielsen
Network 

Specialization
(TSV ÷ Reach)

Nielsen
% Female
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Std B = .47 Std B = .38 Std B = .15 Std B = .15

Source:  Avg. network metrics, 2007.
Regression model. N = 70, R2 = .60



IAG Brand Recall Links More to Nielsen Metrics 
Like Frequency than to IAG Program Recall

Source:  Avg. network metrics, 2007.
1 dot = 1 network. Rank correlations

and fit lines exclude outliers.
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Network 
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Frequency

25%

28%
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33%
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Corr = +.66 Corr = +.53 Corr = +.58Corr = +.80



Simmons Ad Receptivity Is Tied to Simmons 
Program Engagement Types & Nielsen Metrics

Simmons
PE: Motivation

Simmons
PE: Escapism

Nielsen
Median Age
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StdB = .74 StdB = -.30 StdB = .24 StdB = .13

Nielsen
Network 

Specialization
(TSV ÷ Reach)

Source:  Avg. network metrics, 2007.
Regression model. N = 68, R2 = .68



Key Metrics Relate in Complex Ways

Ad Receptivity

Program 
Recall

Brand 
Recall Ad Likeability

Ad Retention

Frequency % Female

Age

Relative LOT 
(LOT ÷ Prog. Length)

PE: Motivation

PE: Escapism

Network 
Specialization
(TSV ÷ Reach)

+.39

+.26

-.42
+.78

+.24

+.19

+.36 -.32

-.17

+.21

+.06

+.14

+.91

+.37

+.43

+.46

+.16

+.28

+.33

-.24

Source:  Avg. network metrics from Simmons MME, IAG & Nielsen, 
2007. Graphical model of variable relationships. LR: 57.90 DF: 46 P: 

.1122 (indicating good fit).  Model partial correlations shown. Variable 
position determined by multidimensional scaling.



Network Specialization Is an Important       
Ad Effectiveness Driver

Ad Receptivity

Program 
Recall

Brand 
Recall Ad Likeability

Ad Retention

Frequency % Female

Age

Relative LOT 
(LOT ÷ Prog. Length)

PE: Motivation

PE: Escapism

Network 
Specialization
(TSV ÷ Reach)

+.39

+.26

-.42
+.78

+.24

+.19

+.36 -.32

-.17

+.21

+.06

+.14

+.91

+.37

+.43

+.46

+.16

+.28

+.33

-.24

Source:  Avg. network metrics from Simmons MME, IAG & Nielsen, 
2007. Graphical model of variable relationships. LR: 57.90 DF: 46 P: 

.1122 (indicating good fit).  Model partial correlations shown. Variable 
position determined by multidimensional scaling.



IAG and Simmons MME Ad Effectiveness 
Measures Add Dimension to Nielsen Data

• Ad Retention is a function of program viewing behavior, network 
specialization and audience demographics

• IAG Brand Recall and Simmons Ad Receptivity are unique measures of 
Ad Effectiveness

• Focus on Ad Effectiveness over Program Engagement!



ARF Media Model:  
The Vehicle’s Role in Ad Effectiveness

] Ad Receptivity Motivation
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Individual Networks Show Consistent Simmons MME 
Ad Receptivity Performance

Source: Simmons MME, Waves 1-5, A25-54. Average top two box % on 9 ad-receptivity 
attributes for national, ad-supported, English-language, non-kids networks.

Simmons MME Network Ad-Receptivity Scores
5-Qtr Mean, Min and Max
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Simmons MME Ad Receptivity Performance 
Can Be Used to Evaluate Media Choices 

Source:  Monte Carlo analysis based on Simmons MME Waves 1-5 historical data for 
each network.  Demo = A25-54.  95% Probability to meet or exceed.

Top 25%7822%Top 50%5817%D

Top 20%8425%Top 25%7522%C

Top 10%9028%Top 20%8123%B

Top 10%9028%Top 20%8325%A

BenchmarkPercentileAd Receptivity %BenchmarkPercentileAd Receptivity %Network

Rolling 4 QuarterSingle Quarter

Simmons MME, Network Ad Receptivity Performance Scores
Projected Minimum



Using Mingle-Source Measurement for 
Ad Effectiveness 

• Reflects the enormous complexity of media effects

• Recognizes that if measures relate they don’t always equate

• Brings us closer to measuring actual sales effects



Thank You!

Questions?


