




INTRODUCTION 

DRMetrix, the direct-to-consumer television industry's leading 
research company, is pleased to present its latest AdSphere 
industry study. Five years of national cable industry trends (2016 -
2020) are provided with media expenditures across five brand 
classifications. In addition to monitoring 127 national cable 
networks, DRMetrix monitored ABC, NBC, CBS, and FOX in 2020. 

Across the national cable and broadcast networks monitored, 
DRMetrix is reporting $19.9 billion of national ad spend in 2020 
from campaigns that ask consumers to take action, such as by 
visiting a website or going to an app store. T his represents a 10 
percent increase over the previous year, which is understandably 
below the normal rate of growth. There were 4,602 brands who 
provided a way for consumers to respond to their TV advertising. 
35.8 percent used traditional direct-response (DR) techniques such 
as the use of DR variations. These can be described as the 
assignment of unique response variants that allow advertisers to 
track consumer response back to specific networks, dayparts, 
programs, and creatives. The use of DR variations is proven over 
many decades and a variety of methods are used including unique 
web-based promotion codes, SMS codes, and differing phone 
numbers. By using DR variations, advertisers are better able to 
track the performance of their campaigns in real time as well as 
optimize their TV buys to produce the highest level of 
return-on-investment (ROI). 

For high frequency campaigns, the use of DR variations is highly 
recommended. Click here to skip to the TV attribution section 
which includes a more detailed overview / study of this topic. 

In the early fall of 2020, DRMetrix released a study regarding the 
impacts of Covid-19 on the DTC Television Advertising industry. 
The study showed that the top 50 DTC web/mobile advertisers 
using vanity call to action, instead of DR Variations, reduced their 
expenditures during the quarantine lock down period by 34% while 
the top 50 advertisers using DR Variations increased their media 
expenditures by an incredible 76.6%. If you'd like to learn why 
advertisers using DR Variations were at such an advantage, we 
invite you to reference our Covid-19 Impacts on DTC Television 
Advertising industry study. 
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https://www.drmetrix.com/public/Covid-19%20impacts%20on%20DTC%20Television%20Advertising.pdf
https://www.drmetrix.com/public/Covid-19%20impacts%20on%20DTC%20Television%20Advertising.pdf


https://www.drmetrix.com/spendmethodology.html
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https://www.youtube.com/watch?v=8Gkdi9Ut1Ig&feature=youtu.be
https://www.youtube.com/watch?v=t33Y00jY1xU&feature=youtu.be
https://www.youtube.com/watch?v=-F2i4qD9yoU&feature=youtu.be
https://www.youtube.com/watch?v=V6ZEevb1wQo&feature=youtu.be


https://www.youtube.com/watch?v=QCjISlS1y58&feature=youtu.be
https://www.drmetrix.com/public/Martha_Marley_Spoon_5x5study.mp4
https://www.youtube.com/watch?v=YhlbtjNYwMA&feature=youtu.be
https://www.youtube.com/watch?v=CNCRb5LwLqA&feature=youtu.be


FINAL THOUGHTS 

In 2020, over 4,600 brands provided a way for consumers to 

respond to their TV ads. 35.8% of these brands used DR variations 

to make their television advertising more accountable. 

As more web and mobile companies continue to migrate to 

television, they are often frustrated by the lack of measurement 

and accountability. The DR industry stands ready to help through 

education. 

Since DR advertisers have the most accurate understanding of their 

television ROI, DRMetrix has worked over the past nine years to 

create AdSphere, the first television research system of its kind, 

which makes it easy for the broader direct-to-consumer industry to 

study these types of campaigns. Instead of relying on inadequate 

approaches that produce poor results, consider the value of 

leveraging competitive DR advertising research. DR agencies and 

advertisers are better positioned to optimize campaigns and 

allocate spend where they are measuring acceptable ROI. DR 

agencies optimize campaigns down to the network, daypart, 

program, and creative levels. Network dayparts and creatives that 

under-perform are discontinued while profitable media is 

continued. Accordingly, the actionable insights gained from 

competitive DR media research will lead many direct-to-consumer 

advertisers to make immediate changes to their media and/or 

creative strategy. The positive impact of these changes can be 

measured by direct-to-consumer advertisers. 

Whether an advertiser uses DR variations or not, many can 

immediately benefit from AdSphere research data to dramatically 

improve their key-performance-indicators (KPls). See 

www.drmetrix.com/knowROI for more information. 

Beyond more effective attribution, DR advertisers are vastly more 

successful in creating commercial campaigns that perform and 

generate ROI. Accurate measurement from the use of DR variations 

breeds success. 

Industry legend, David Ogilvy, the man who many consider the 

father of modern advertising, said as much in a famous speech from 

the 1960's entitled, "We sell or else". Ogilvy lauded the value of DR 

advertising and predicted the worlds of DR and general advertising 

were on a collision course. 
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https://www.drmetrix.com/knowroi
https://youtu.be/Br2KSsaTzUc


He recognized that longer ad formats were more effective than 

shorter formats and that DR advertisers were unique in their ability 

to determine which aspects of their television buys were actually 

working. 

Ogilvy also predicted that the practitioners of general advertising 

would one day learn from the experience of the DR industry and 

stated it would be within the power of DR practitioners to rescue 

the advertising business from its "manifold lunacies". 

To learn more about the DR television industry, visit the 

Performance-Driven Marketing Institute (PDMI) online at 

www.thepdmi.com 

T hrough this industry study, DRMetrix is hoping more advertisers 

will become attracted to and discover the significant advantages of 

using time proven DR techniques including, but not limited to, the 

use of DR variations and/or embracing competitive DR media 

research. 

We look forward to continuing to help the direct-to-consumer 

industry through research and education. 

If you are interested in learning more about the direct-to-consumer industry 

and learning where ROI is found in television advertising, please contact 

DRMetrix for a complimentary two-week trial of AdSphere. 
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https://www.thepdmi.com/





