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Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
2
10
20
40

Number of subjects = 214

Source: Kirmani & Wright (1989)



Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
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Number of subjects = 214

Source: Kirmani & Wright (1989)



Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
2 5.4
10 5.7
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Source: Kirmani & Wright (1989)



Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
2 5.4
10 5.7
20 6.2
40

Number of subjects = 214

Source: Kirmani & Wright (1989)



Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
2 5.4
10 5.7
20 6.2
40 5.7

Number of subjects = 214

Source: Kirmani & Wright (1989)
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GOOD THINGS COME TO THOSE WHO WAIT.
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LE CLAQUELR . ,

Nom d'wn; il va falloir chaulfer ca ce soir, une picce nouvelle en trois actes ; le comique

veut que j'éclate de rire, Lheroine veut que je pleure, I'anteur veut que je trépigne jusqua
la vierlle mere noble, qui desire gue je 1d dague.. . en v1a.de [ owvrage.



Optlmlsmgmedla with
behavmural sc1ence

N

"f “Richard Shotton
-; The Choice Factor

| @rshottogf \



	Optimising media with behavioural science 
	Channel selection and behavioural science 
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Channel optimisation  and behavioural science 
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Media planning optimisation and behavioural science 
	Slide Number 21
	Optimising media with behavioural science 

