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BEHAVIORSCAN, ERIM, SCANAMERICA AND MARKETING EDUCATION

Dave Kruegel, San Jocse State University, San Jaose, Ca 95192

groups for testing different products and
pramotions. Unigue test groups for each
ABSTRACT marketing experiment are formed on the
basis of demographic characteristics and
purchasing histories., Purchases for baott
panel members and community residents are

Electronic innovation is changing the way captured . by supermarket and drogstore

market research 1s cornducted. It is now SCanners. Ihe nat result is that
practical to cambine supermarket BehavicrScan provides a method for
"gcanner” data, TV viewing patterns, cnnduct1n9 powerful marketing
package good purchase histories, and Bxperiments.

household demographics into a single data

base. Inese data can be used to stucy BehawviorScan data suitable for classrocom

the detailed gffects Lpon consumer )
- 1 o use are now becoming available. This is
pu Cha535 cau;ad b television important because accurate reparts of

advertising variables such as copy ;
weight and Flightin d 1 ! gasy-to-understand, designad marketing
1ansti ate uthsrlg l‘gﬂl an atsmt te experiments have been difficult to lozate
=] varianles important in previously. Illustrative results From

consumer purchasing decisions,
P g ang of sSEVEN raported BehaviorScan

i re presented below.
Three preoviders of this "single spurce” experiments a R

data are BehaviorScan, Ecim,  and The reportsd experimertal prosedures and
ScanAmerica. These services are reviewed results car be used either to illustrate
and compared with particular attention substantive marketing and advertising
given to BehaviorScan. Then the use of gereralizations or to illustraze
data from BehaviorScan in marketing methodalogical principles.

education is considered.
Instructors and studsnts no longer need

thaviurScan gathar; da;a from t;n small to depend excessively wpon hypothet:ical
cities, such as WUisalia, CA, dispersed examples ot & few well-known reports such
across the US. Each test city is served as Ackoff’'s EBudweiser studies. The
primarily by cable TV. The television infFormation revolution has changed
sets of pan?; hqusahnlds, about 3,0oq’par marketing research anrd also has provided
city, are "individually addressable” so an gpportunity For advances in marketing
that test commercials can be directed to education.

different “"experimental” and “control®

SHARE OF CATEGORY SALES

PERCENT

¢ : : ) P 5 8 7 5
FOUR-WEEK PERIODS
COPY A 8.8 16.4 10.4 8.2 10.8 10.5 i2.5 8.5
Cory B 8.3 14.8 ez 7.4 6.8 7.5 7.0 6.5
Scgurce: *Measuring Advertising Effectiveness with BehaviorScan: Capabilities

and Case Examples,” 21 pp. and "New Product Testing with BehaviorScan
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