




INTRODUCTION 

DRMetrix is pleased to present its latest AdSphere industry 
study. Five years of national cable industry trends (2018 - 2022) 
are provided with media expenditures across five brand 
classifications. In addition to monitoring 141 national cable and 
digital broadcast networks, DRMetrix monitored national 
broadcast feeds from ABC, NBC, CBS, and FOX in 2022. 

Across the national cable and broadcast networks monitored, 
DRMetrix is reporting over $19.9 billion of national ad spend in 
2022 from campaigns that ask consumers to take action, such 
as by visiting a website or going to an opp store. Another $2 
billion in spend came from direct-to-consumer household 
names that have dropped the mention of "dot com" or "opp 
store" in their TV commercials such as Amazon, Doordash, Credit 
Karma, Carvana, etc. There were 4,222 brands who provided a 
way for consumers to respond to their TV advertising. 28.6 
percent used traditional 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, QR 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. 

It took over ten years to build, launch, and collect the data that 
has contributed to this study. Since its inception in the fourth 
quarter of 2014, AdSphere has identified more than 16,690 
direct-to-consumer brands utilizing over 127,000 unique 
creatives. AdSphere's database contains over 155 million airings 
including over 759,000 - 28.5 minute infomercial airings. 

In recent years, one of the biggest drivers of 
direct-to-consumer advertising has been web and 
mobile-based companies that have discovered the power of 
television advertising. 
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Many are discovering the measurability and power of DR 
techniques, which include the use of DR variations and 
utilization of longer creative formats ranging from 60 seconds 
to 28.5 minutes, to drive higher levels of consumer engagement 
and response. 

Among the many advertisers who use DR variations are 
household names such as CarShield, Colonial Penn, Balance of 
Nature, Nutrisystem, Humana, Shriners Hospitals for Children, St. 
Jude Child re n's Research Hospital, Nugenix, Relaxiu m Sleep, 
Peptiva, and ASPCA. The Adsphere™ research system tracks 
these and many other brands advertising across more than 190 
industry categories such as beauty, fitness, home & garden, 
housewares & appliances, insurance, legal services and many 
more. 

DRMetrix collects commercial occurrence data from 141 national 
cable and digital broadcast networks using state-of-the-art 
automated content recognition (ACR) and counts as 
'direct-to-consumer' any ad that provides a phone number, web 
address, mobile SMS, QR Code or opp store logo from Apple or 
Google. 

MEDIA VALUATION METHODOLOGY 

DRMetrix has partnered with numerous agencies, as well as third 
party media rate aggregators, to create the industry's first rate 
database based on the averages of what brand-direct 
campaigns are paying for network daypart inventory in scatter. 
Major media holding companies, placing hybrid brand-direct 
campaigns (where DR variations are not utilized) represent the 
majority of the business. Understanding this, DRMetrix has 
created these rate metrics in order to provide the industry with 
a more realistic understanding of the size of the 
direct-to-consumer marketplace which includes brand-direct 
as well as DR types of campaigns. DRMetrix has also 
collaborated with leading long form (infomercial) agencies and 
advertisers to a rate database for 28.5 minute program length 
advertisements. For more information regarding DRMetrix's 
spend methodology, please click here. 
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https://www.drmetrix.com/spendmethodology.html




























TV ATTRIBUTION 

In offline linear television, many advertisers use traditional 
ratings as a guide to purchase television time. For many 
decades, a different approach has been used by DR advertisers 
who engage consumers to respond to their commercials and 
track responses back to specific networks and dayparts. 

DR agencies have long studied the correlation between 
consumer response, ratings data, and resulting return on 
advertising spend. It has been proven that ratings data does 
not correlate and can not be used to reliably optimize a DR 
campaign. Further, DR agencies have discovered that some 
television attribution solutions, based on web spike analysis, are 
highly inaccurate when it comes to properly attributing 
consumer response to specific linear television networks. 

These are some of the reasons why many consumer-response 
brands continue to use DR variations as an important part of 
their attribution and media optimization strategy. This time 
proven practice has been around for decades. A more modern 
example would be QR codes that are starting to appear in TV 
commercials. QR codes support embedded data such as 
network codes, etc., making them particularly useful for TV 
attribution. 

Whether using QR codes, differing phone, web, or SMS variants, 
the goal is always the same - to attribute responses so that 
media schedules can be optimized. Some of the reasons why DR 
advertisers prefer to use DR variations have to do with difficult 
problems that only DR variations can solve for. 

THE PROXIMITY OF AIRING ISSUE 

If you have multiple national networks running commercial 
spots near one another, the attribution challenge becomes 
problematic. The problem is further compounded by 
time-shifted viewing made possible by digital-video-recorders 
(DVR). Estimates suggest that as many as 20-40% of consumers 
are watching popular TV shows up to 35 days beyond live. 

Depending on the frequency of the problem, and the number of 
networks involved, the use of DR variations can be a viable 
solution to these difficult problems. 
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EXAMPLES OF DR VARIATIONS IN USE

Proflowers.com (30 sec)

Caption: Graze.com (30 sec)

Readers.com (60 sec)

DraftKings (60 sec)

Click on images
to play spots.

click
to play

click
to play

click
to play

click
to play

https://www.youtube.com/watch?v=8Gkdi9Ut1Ig
https://www.youtube.com/watch?v=t33Y00jY1xU&feature=youtu.be&ab_channel=DRMetrix
https://www.youtube.com/watch?v=-F2i4qD9yoU&feature=youtu.be&ab_channel=DRMetrix
https://www.youtube.com/watch?v=V6ZEevb1wQo&feature=youtu.be&ab_channel=DRMetrix
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Force Factor Alpha King (60 sec)click
to play

Martha & Marley Spoon (30 sec)click
to play

Sl imfast (30 sec)click
to play

Cl ick on images
to play spots.

SharisBerries.com (30 sec)click
to play

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


FINAL THOUGHTS 

In 2022, over 4,222 brands provided a way for consumers to 

respond to their TV ads. 28.6% 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 ten 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://www.youtube.com/watch?v=Br2KSsaTzUc&ab_channel=OgilvyGroup01


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". 

The learn more about the DR television industry, visit the 

Performance-Driven Marketing Institute (PDMI) online at 

www.thepdmi.com 

Through 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-response industry, or 

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/





