The Un-questioned truth of Internet Measurement

In being critical you need to look at what is naturally assumed about a subject and how “common knowledge” is passed down, to realise that certain things may not be as they seem and that changes can be made to improve the situation. 

Beliefs become established over time and are reinforced over time to become unquestioned.  In generalising, I would say that old establishments were more likely to have “established truths” that are adopted as they have over many years unquestioned. 

When thinking about the Digital Advertising and Marketing Industry in general then (referred to as just marketing from now as I believe this includes advertising), which has only really taken off in the past 3 years where now the Internet Ad spend to become a £1bn industry (IAB UK, 2006), you have to wonder whether solid truths have been established at all.  Indeed, can truths become established over this period of time?

Things have changed exceedingly quickly for the Digital Marketing Industry, as technological capabilities are always increasing and as we continue to learn the best way to use this medium (consistent with changes in many industries:  Technology and how people use them).  It is therefore reasonable to assume that in order to identify an established truth of this industry, it would have to be something that has been around before Internet Marketing was established and yet tied to it. 

The most obvious example in this case this would be how we are measuring our success; Reach, frequency and response, all of which are numerical and need to be larger to be better (according to all my clients anyway!). Therefore the primary unquestioned truth in my mind is;

1.  Larger numbers in the Advertising industry standard metrics mean greater success.

This needs to be looked at however as gone have the days where we have a static 10/ 30 secs with the aim of reaching as many people in the target audience as possible.  Indeed it is very difficult to measure things at the best of times without the added issue of many variables competing with each other to ‘prove’ that advertising is effective.  100,000 people saw my Ad! (no one cared but lets not mention that bit)

The Internet has given us the ability to interact with the consumer and enrich the communication experience and even enabled the consumer to become an active part of it.  I suggest that we as an Industry needs to look seriously at a form of engagement metric that defines the quality of the interaction, length of engagement as well as the number of people who have seen the ad (which will obviously still have its place in measuring effectiveness). Eyeblaster and recently Neilson for example have already moved towards considering these new metrics:

(http://www.eyeblaster.com/knowledge/one_technology_solution/reporting_and_tracking.asp),

However they have yet to define what makes a ’successful’ engagement or interaction.  What constructs should be involved in the creation of such a measurement however and do we have the technology to capture this so that measuring Internet Advertising does not become as spurious as it is for event/ experiential marketing?

I will be looking at this in more detail as it is an interest area of mine in the field and I would love to crack this during my career in how best to measure adverts that reside in Virtual Worlds.  Do the same rules apply and are impressions the same?  Does length of time count or do we disregard it/ generalise about the length of exposure as we do out door billboards?

We must seriously look hard at this and build a case for Virtual Worlds to adopt a useful advertising metric.

