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Is digital advertising the place to be? 
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Dr. Pete is Pete Cape, global knowledge director at SSI. 

The walk-in clinic for 
research ailments 
Send your questions to Dr. Pete care of angela@esomar.org 

DEAR DR. PETE, 
My tracking data is going screwy. We've been running this 
project for many years, totally unchanged, but now we are 
seeing long term declines in media consumption and 
increases in brand and advertising awareness. How can 
this be so? 

Robert Elderwood 

DEAR ROBERT, 
Unchanged you say .. . perhaps that is your problem? 

While your tracking study may not have changed the 
world certainly has over "many years". When this good 
doctor was a beginner in this industry you only needed to 
list six media to cover the whole landscape, seven if you 
split magazines from newspapers. There was no online, 
no social media, no in-app ads, no product placement, 
no celebrity endorsement on a YouTube channel .. . not 
even much in the way of multichannel TV. 

Our ability to measure this consumption has become 
as flawed as our respondents ability to recall it- well not 
necessarily the brand or even the campaign, but where it 
was seen. 

The holy grail is single source media consumption 
data - and I doubt your project can afford it! So if you 
do nothing else make sure you are capturing the full range 
of media and the time spent in front of each screen- and 
don't forget that people multi-screen. 

DEAR DR. PETE, 
I was thinking about dropping a cookie to read the mobile 
phone number of the person exposed to the ad, then 
matching it up with other sources to build a profile, then 
sell the data back to advertisers. What do you think? 
Good idea? 

Colin MacRuff 

DEAR COLIN, 
I think you should look up the words "Personally 
Identifiable Information" and consult with a lawyer ... RW 


