Copyright is owned by the Author of the thesis. Permission is given for
a copy to be downloaded by an individual for the purpose of research and
private study only. The thesis may not be reproduced elsewhere without
the permission of the Author.



Patterns of Viewing Behaviour during
Advertisement Breaks in Different

Television Programmes

A thesis presented in partial fulfilment of the requirements for the degree of

Doctor of Philosophy in Marketing at Massey University

Maureen Syn

2002



MASSEY UNIVERSITY
APPLICATION FOR APPROVAL OF REQUEST TO EMBARGO A THESIS
(Pursuant to AC98/168 (Revised 2), Approved by Academic Board 16.02.99)

Name of Candidate: Maureen S&n I.D. Number: B6029022

Degree: Ph.D Dept / Institute / School: Mar‘ket\nsr ., Business

Thesis Title: Patterns of vicvo‘mcf behaviour dur’m\_dﬁ advertisement
—

breaks in  difFerent  television programmes

Name of Chief Supervisor: _ -~ Dr. M . Brennan Telephone Ext.____ 5576

As author of the above named thesis, | request that my thesis be embargoed from public

access until (date) | Fcbr‘uar‘u—l} 2004 for the following reasons:

(4 Thesis contains commercially sensitive information.

(] Thesis contains information which is personal or private and / or which was given on the
basis that it not be disclosed.

[/ Immediate disclosure of thesis contents would not allow the author a reasonable
opportunity to publish all or part of the thesis.

] Other (specify) :

Please explain here why you think this request is justified:

Additional tUme is needed For possible publication &F pavls

ol the +thesis.

Signed (Candidate): Mﬂ»—v Date: 30-!-03

/7 .
Endorsed (Chief Supervisor): M/d /[;«LA__.._, L. Date: 3! - | -¢3
Approved / NOrZppioved (Representative of VC): Date: /%/ll}/m

Note: Copies of this form, once approved by the representative of/the Vice Chancellor, must
be bound into every copy of the thesis.

[MURET appl form Disk 15]



ACKNOWLEDGEMENTS

I wish to thank my supervisors Mike Brennan and Zane Kearns for the guidance
and kind support they have given to me. Many thanks to Mike who constantly
advised me on the next step and, gave me ideas, suggestions and feedback to
help me move along. My sincere thanks to Zane who was always there to

explain and clarify issues for me.

Acknowledgement should also be given to the Department of Marketing at
Massey University and the International Pacific College who funded the
equipment used for the research. Without the financial assistance, it would take

many more years to initiate and to finish this project.

I owe a huge debt to my husband, Peter Chow who has consistently over the
years supported me financially and emotionally. He was also the "labourer”
who had to transport and physically carry the recording equipment used to
collect the data for this research. But most of all, his encouragement,
pragmatism and excellent sense of humour had helped me enormously and
enabled me to get over many stressful situations during the stages of this

research.



ABSTRACT

This thesis sets out to examine the viewing behaviour of television audiences
during advertising breaks. The results reported are based on the analysis of in-
home video recordings of 14 families watching television in their own homes

over an 8-day period.

In total, the viewing of 6017 advertisements was examined, and the status of the
viewer was recorded at 3-second intervals. Each 3-second observation was
accorded one of four possible states: the viewers were directing their attention
to the screen (EOS only); they were directing their attention to the screen but
engaging in additional behaviours (EOS + behaviour); they were not directing

their attention to the screen (No EOS); or they were not present.

Across all advertisements, visual attention to the screen was generally low,
despite viewers being present for a high proportion of the time during the ad
breaks. Viewers were present during the ad breaks for 78% of the time, but
were only paying attention to the screen fully 14% (EOS only), and looking as
well as doing something else simultaneously 11% of the time (EOS +
behaviour). About half the time during the ad break (52%), no one was looking

at the screen.

However, more significantly for advertisers, ad-viewing behaviour diftered by
programme type. For example, some programmes could command as much as
eight times the proportion of eyes-on-screen time than other programmes.
Moreover, the proportions of particular ad-viewing behaviour differ in an
unpredictable way for different programmes. Thus different conclusions might
be reached when for an example, an advertiser sought to optimise a media plan
in terms of EOS only than when the choice was made to optimise another
characteristic of ad viewing, say eye-on-screen and doing something else

simultaneously (EOS + behavior).



In examining three specific methods of classifying programmes, none of them
provided workable descriptions of ad-viewing behaviour. This problem
manifests itself in a number of ways, but primarily, the aggregation of
programmes into categories masks considerable within-group variation,
pointing to the need to consider the effect of programmes at a much more
disaggregate level, perhaps even to the extent of considering each episode or

segment of the programme before the ad break separately.

Thus, this research has raised questions about programme ratings and
demonstrated that the size of an audience may not reflect how attentive that
audience is. Even programmes of small audience sizes may have a high
proportion of attentive ad viewers and may thus be of interest to advertisers
since advertisements placed within such programmes may be equally (if not

more) effective than programmes with a larger audience size.
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