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Nationally known and recognized Subject 
Matter Expert on the ‘consumer’ and how 
they are ‘changing’

Customers include some of biggest manufacturers 
and retailers in the U.S.

Customers also include Advertising and Interactive 
Agencies, Wall St. firms, Search Providers, and other 
Internet-related businesses.

Data gets frequent consumer media coverage in USA 
Today, WSJ, CNN, MSNBC

Capturing and Predicting Consumer Insights for 
Companies Across the U.S.

BIGresearch provides a ‘forward look’ into the 
future

Who Is BIGresearch?
BIGresearch
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Syndicated Research Data
Consumer Intentions and Actions (CIA) – purchase consumption
Monthly – approx. 7,000+ consumers

Simultaneous Media Measurement (SIMM) – media influence
Bi-annually – approx. 15,000+ consumers

Custom surveys for companies

Mixture of qualitative and quantitative methodologies

Predictive models – forecasting sales and demand

ROI models – media mix allocations, strategy & planning

Custom (Proprietary) Panels and Research

Syndicated Analyses & Reports
Video Briefings 
Retail Ratings Reports

Clients include: Top Retailers in the U.S., Agencies, Wall St. Firms, 
Hedge Funds, Grocery, Internet Solution Providers, Search Providers, and 
Marketing Services Firms 

What does BIGresearch provide 
to the marketplace? What does BIG provide?
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Media Consumption & 
Consumer Purchasing

A Word of Mouth Media Plan
Joe Pilotta PhD, VP of Research / BIGresearch

Don Schultz PhD, Northwestern University
Martin Block PhD, Northwestern University

A WOM Media Plan
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Where Were We?

• 1st study launched in 2002

• Over 10,000 respondents

• 9th study in field/average 15,000 
respondents

A WOM Media Plan
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Today

• Media Consumption Clusters

• Experiential time by day part (ET)

• Simultaneous media usage (SIMM)

• Media influence on purchase decision by 
product line and retailer. Influential 
Engagement (IE)

A WOM Media Plan
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SIMM Database
8 Survey = 115,000 observations
33 Media
12 In-store Media
35 Leisure Time Activities

8 Major Product Categories
37 Products

266 Retailers
39 Automotive Brands

50+ Cable TV Channel
15 TV Formats
17 Radio Formats

5 Newspaper Categories
50 Magazine Titles

5 Day Parts 

12 Search Engines
35 Websites
10 Video Game Platforms
12 Disease States
23 Present and Future 

Spend Questions
13 Demographics

14 Age & Sex Cells
Weight to US census:
Automatic cross tabs and simultaneous balancing: 
From field to client 10-15 days
Verbatim/object recognition software
Nationally projectable sample: 
Predictive

A WOM Media Plan
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Consumer Centric Elements

• Holistic: Methodological: a.) Reciprocal relations 
between parts and potency. b.) How things hang 
together; coherence, continuity, potency.

• Media: a selective embodied source of expression 
and perception.

• Influence: Generalization of acceptance or 
inclination to carry out some action creating 
chains of linkage and expectations.

• Consumption: An appropriation; a bodily 
investment of time, money, knowledge, 
information, trust and taste.

A WOM Media Plan
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WOM Concepts Deployed

• Relay: The receiver redistributes the 
WOM

• Propensity: The likelihood a consumer 
will take action

• Topicality: Degree that the marketing 
message is contained in the WOM Unit

• Credibility: Ability to impact the 
behavior or opinions of others

A WOM Media Plan
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WOM Dynamics

• WOM 
• Face to Face, Email, IM, Text Message, Picture 

Phone, Blogging, Etc

• Key Features
• Ephemerality
• Recursive and incursive relays
• Audial structure vs. visual
• Speech paradigmatic / syntagmatic / context
• How and what is said?

A WOM Media Plan
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First Defining Variable
Experiential Time

Second Defining Variable
Media Influence 

Third Defining Variable
Networking or Simultaneous Usage

A WOM Media Plan
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8 Clusters Based on Media 
Consumption

• Old School – High mass media (TV, magazines, newspaper) 
influence and low in search media (online). Average overall media 
consumption and simultaneous usage.

• Active Explorers – High promotion (inserts, coupons, direct) and 
search media influence media consumption.

• New Mediacs – Low mass media and promotional media influence. 
High electronics media consumption. Low print consumption.

• Simultaneous Readers – Average overall media influence. High 
network simultaneous usage. High Print Consumption

• Independents – Average search media influence. Low media 
consumption.

• Ravenous – High overall media influence. High network, print and 
electronic consumption.

• Persuadables – High mass and search media influence. Average 
promotional media influence.

• Opportunity Minded – High promotional influence. Average to low 
media consumption. 

A WOM Media Plan
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Experiential Time Factor

0.0060.0370.0340.0300.0470.0870.091Total

0.0040.0410.0360.0380.0510.0710.090Oppty. 
Minded

0.0080.0440.0440.0340.0590.1050.107Persuad.

0.0260.0700.0890.0570.0970.2290.211Ravenous

0.0030.0260.0170.0190.0310.0430.055Indpts.

0.0140.0710.0910.0750.0830.1230.130Simult. 
Readers

0.0060.0290.0260.0150.0450.1550.123New 
Mediacs

0.0080.0440.0400.0350.0520.1090.097Active 
Explorer

0.0050.0370.0370.0290.0530.0960.103Old School

SatelliteDirect MailMagazinesNews-
paperRadioInternetTVClusters

SOURCE: BIGresearch SIMM8 - 2006



find the answers ->

Experiential Time Factor 

0.0620.0360.0060.0310.0850.009Total

0.0590.0120.0020.0200.0800.004Oppty. 
Minded

0.0790.0390.0090.0400.1010.012Persuad.

0.1650.1420.0290.1110.1880.043Ravenous

0.0380.0100.0020.0130.0520.004Indpts.

0.1160.0270.0130.0480.1230.019Simult. 
Readers

0.0620.1080.0090.0560.1180.011New 
Mediacs

0.0730.0310.0090.0430.1040.013Active 
Explorer

0.0640.0400.0060.0330.0930.007Old School

All RadioGamesBlogIME-mailWeb RadioClusters

SOURCE: BIGresearch SIMM8 - 2006



find the answers ->

Influence Media

11.737.038.1012.1422.9217.0417.0423.3110.4717.32Total

9.863.726.346.5042.5028.1017.0839.178.3625.97Oppty. 
Minded

37.9332.5931.7345.2732.4831.4640.2830.8729.4231.30Persuad.

28.1518.2618.8927.9739.6630.9035.9441.4720.7933.49Ravenous

4.982.963.886.378.757.078.4211.205.838.10Indpts.

11.836.177.6410.8922.2518.7218.2023.2410.2815.55Simult. 
Readers

5.953.504.039.7511.286.8510.4715.696.5610.24New 
Mediacs

26.2528.5235.8661.2746.5142.4442.4251.4361.9451.84Active 
Explorer

27.9310.837.929.2035.2929.6333.4926.285.5920.53Old 
School

RadioOut of 
Door

Yellow 
PagesInternetInsertsNewspaper MagazinesCouponsEmailDirect 

MailClusters 

SOURCE: BIGresearch SIMM8 - 2006



find the answers ->

Influence Media

1.972.231.7416.9018.8733.4014.8124.821.942.44Total

0.740.900.6223.6023.2540.387.4221.670.781.00Oppty. 
Minded

6.026.985.2736.7842.2961.2154.4468.606.368.84Persuad.

8.049.377.9640.3739.0657.2740.5655.288.988.92Ravenous

1.031.161.015.898.4117.954.1910.261.151.55Indpts.

2.652.992.4616.4220.7832.4011.4221.272.593.22Simult. 
Readers

1.721.710.8710.4212.2228.946.8214.441.091.24New 
Mediacs

7.948.707.4532.9039.1955.5420.5436.866.478.01Active 
Explorer

1.321.721.3132.2733.4657.9561.5775.791.472.18Old 
School

BlogIMPicture 
Phone

In-
Store

Read an 
Article

Word of 
MouthCableTVWeb 

Radio
Satellite 

RadioClusters

SOURCE: BIGresearch SIMM8 - 2006
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Word of Mouth Influence

100.033.4All

20.940.4Opportunity Minded

5.161.2Persuadables

3.957.3Ravenous

37.618.0Independents

6.832.4Simultaneous Readers

14.428.9New Mediacs

3.455.5Active Explorer

7.958.0Old School

Percent 
Market total

Percent 
WOM Influence

SOURCE: BIGresearch SIMM8 - 2006



find the answers ->

Seek advice from others 
before buying?

10.275.114.8All

6.882.111.1Opportunity Minded

6.576.616.9Persuadables

6.276.620.2Ravenous

14.372.413.3Independents

9.776.014.4Simultaneous 
Readers

10.070.419.3New Mediacs

8.474.117.5Active Explorers

5.976.517.7Old School

NeverOccasionallyRegularly

SOURCE: BIGresearch SIMM8 - 2006
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Give Advice to Others?

5.867.127.1All

3.873.722.5Opportunity Minded

2.163.434.6Persuadables

3.552.444.0Ravenous

9.669.520.9Independents

5.067.927.1Simultaneous Readers

4.461.134.5New Mediacs

2.560.736.7Active Explorers

2.061.936.0Old School

NeverOccasionallyRegularly

SOURCE: BIGresearch SIMM8 - 2006
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Men Who Regularly Give Advice 
Electronics

2.813.924.24.110.95.316.64.1Web Radio

5.415.418.95.610.64.728.14.0Satellite Radio

16.751.744.515.221.614.247.336.9Radio

3.728.919.23.03.65.934.69.4Outdoor Billboards

6.326.418.55.07.74.128.22.9Yellow Pages

29.282.263.929.437.047.971.630.6Internet Advertising

60.938.358.017.125.719.246.341.7Newspaper Inserts

37.632.241.413.429.213.743.531.7Newspaper

42.570.181.928.143.149.661.967.1Magazines

38.328.755.811.429.621.558.027.5Coupons

30.358.746.620.626.225.387.013.0Email Advertising

29.339.851.215.218.718.067.921.2Direct Mail

Opportunity 
MindedPersuadablesRavenousIndepen-

dents.
Simult. 
Readers

New  
Mediacs

Active 
Explorers

Old 
School

SOURCE: BIGresearch SIMM8 - 2006
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Men Who Regularly Give Advice   
Electronics Cont.

4.713.218.13.18.76.920.84.5Blogging

2.311.215.13.810.24.715.55.9Instant Messaging

1.79.010.32.55.83.115.43.3Picture Phone

37.356.365.413.127.527.147.048.6In-store Promotion

49.368.866.729.456.246.653.460.1
Read Article on 
Product

59.677.675.337.652.358.267.973.5Word of Mouth

18.461.061.010.927.720.144.676.5Cable

35.378.176.619.735.928.358.187.4TV/Broadcast

Opportunity 
MindedPersuadablesRavenousIndepen-

dents.
Simult. 
Readers

New  
Mediacs

Active 
Explorers

Old 
School

SOURCE: BIGresearch SIMM8 - 2006
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Women Who Regularly Give Advice  
Electronics

2.59.623.77.97.55.912.52.0Web Radio

2.514.227.17.910.86.413.23.8Satellite Radio

11.939.744.713.225.712.137.336.9Radio

4.939.526.47.19.14.532.88.8Outdoor Billboards

8.435.624.09.45.95.742.14.4Yellow Pages

16.859.646.422.026.922.076.525.5Internet Advertising

50.241.149.923.027.223.462.347.7Newspaper Inserts

27.629.137.212.721.010.254.332.1Newspaper

16.644.047.917.621.223.955.543.3Magazines

35.332.356.513.419.526.659.027.8Coupons

16.048.937.320.017.124.581.49.2Email Advertising

25.938.341.616.925.522.465.624.6Direct Mail

Opportunity 
MindedPersuadablesRavenousIndepen-

dents.
Simult. 
Readers

New  
Mediacs

Active 
Explorers

Old 
School

SOURCE: BIGresearch SIMM8 - 2006
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Women Who Regularly Give Advice 
Electronics Cont.

3.314.828.35.07.75.616.33.3Blogging

6.017.626.85.44.110.612.50.9Instant Messaging

4.010.124.96.04.06.515.33.1Picture Phone

41.364.056.920.127.621.146.249.7In store Promotion

46.757.462.728.836.828.050.751.3
Read Article on 
Product

63.778.479.540.348.144.967.869.6Word of Mouth

11.371.247.415.411.817.430.767.5Cable

33.778.270.424.537.634.347.680.6TV/Broadcast

Opportunity 
MindedPersuadablesRavenousIndepen-

dents.
Simult. 
Readers

New  
Mediacs

Active 
Explorers

Old 
School

SOURCE: BIGresearch SIMM8 - 2006
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Influencers

T.V.
Word of Mouth
Read an Article

New Mediacs Independents

Coupons
Email Ads
Magazine

Newspaper Inserts
Internet Advertising

Email / Ads

A WOM Media Plan



New Mediacs Independents
6-10 a.m. Send Email / IM / IPOD Radio (Sirius)

Surf the net / IM / IPOD Read and Send email / cell phone
Watch TV / Cell phone
Radio / Online

10-12 p.m. Read / Send email / IPOD / IM       Read / Send email / IPOD
Surf Internet / IPOD / IM Surf Internet / IM
Watch TV (TIVO)

12-4:30 p.m. Surf Internet / IM / IPOD / Cell Read / Send email / IM / IPOD
Read / Send email / IM / IPOD / Cell       Surf Internet / IM
Watch TV (TIVO) / Cell phone

4:30-7:30 p.m. Surf Internet / IPOD Read / Send email / IPOD
Watch TV (TIVO) / Cell phone Surf Internet / IM
Read / Send email / IM
Video Gaming

7:30-11:00 p.m. TV / IM / IPOD / Cell Phone Read / Send email / IPOD
Send/Read email / IM / IPOD / 
Cell phone      
Surf Internet / IM / IPOD /Cell phone
Video Gaming

11:00 p.m-6 a.m. Watch TV (TIVO) Read / Send email 
Read / Send email / IM
Surf Internet

Media Plan – Men – Electronics 
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BIGresearch ROI Analysis

BIGresearch SIMM
WOM Media Consumption Center
WOM Merchandise Category
WOM Retail Channel
WOM Media Influence
WOM Simultaneity
WOM Day Parts

ANALYSIS OUTPUT

Seasonal 
Adjustment, 
Time Period, 
Analysis, Etc.

Future Returns, 
ROI

Number of Stores
Open / Close

Company Historical Advertising & 
Spend by Media Channel

Company Historical Sales by 
Category

A WOM Media Plan
INPUT
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How WOMMA / SIMM is Used:

• Measure complex media consumption with 
simultaneous media usage

• Anticipate influence of synergistic effect through 
probability and catalytic effects.

• Inspire ROI through our front end 
media/purchase analysis, utilizing synchronic 
data.

• Know which retail channels are the most 
important of media marketing by products, 
category; Wal-Mart 1st choice is groceries, Wal-
mart 1st choice is HBA

• Track target groups by cluster or within their 
cluster holistically and synchronistically e.g. high 
value.

• Utilize common metrics across the spectrum 

A WOM Media Plan
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WOM ROI Key

• Focus on the consumer: their media 
consumption, needs, taste, preferences, 
and constraints and accelerators on 
purchases

• Strategic as well as tactical 

• “What if” becomes “Will be”

• Continuous course with real time 
anticipation of what’s next

A WOM Media Plan
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What Next

• Determining the Value of the WOM 
Networks and Relays

• Determining the Growth of the WOM 
Network (SIMM applied to Metcalfe & 
Reed’s Law)

A WOM Media Plan


