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M E A S U R E M E N T  A T  T H E 
S P E E D  O F  C H A N G E : 

D O N  G L O E C K L E R

During his nearly thirty-year career at 

Procter & Gamble , Don Gloeckler has 

established himself as a leading thinker and 

innovator in consumer insights. As Manager 

of Media Research (North America), he has 

been instrumental in pushing for ratings of 

individual TV commercials (now on tap for 

the first time) and for unified systems tying 

media use directly to purchase behavior. 

Recently named one of Advertising Age’s 

Media Mavens for 2006, Gloeckler has made 

a substantial impact on media research after 

just four years in the field. KNOW recently 

had a chance to talk to Gloeckler about 

some of the key media and research issues 

of the moment; here are the highlights.

Fr om  yo ur  va n tage  p o in t  a s  a n 

advertiser, what are the key changes 

in media of the past five years? What 

opportunities have these changes 

created for advertiser companies? 

The number of media choices available to 

the consumer has grown dramatically over 

recent years, and many have become more 

personal—hand-held devices and mobile 

phones, for example. At the same time, 

consumers now are able to have more control 

over their media usage than at any time in 

the past, with the introduction of DVRs, the 

growth of the Internet, and more and more 

on-demand media. 

The guiding force behind media insights at Procter & Gamble 
argues for new, smarter approaches to understanding 

consumers and media 
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These provide marketers with more ways 

to reach consumers and a greater ability to 

customize our communications to make 

our messages more relevant and, hopefully, 

more welcome.

How might these changes enhance the 

ability to target specific audiences? 

Are advertisers and others taking full 

advantage of this ability?

Better understanding of consumer’s usage 

of media, both traditional and new, and 

new learning about the relationship between 

media exposure and purchase should enable 

us to communicate with consumers when, 

where, and how they are most receptive to 

product messages. We’ve always developed 

speci f ic  messages for  speci f ic  ta rget 

audiences. So that certainly isn’t new; but 

I think what is new and growing is putting 

the media first—understanding how the 

target consumer uses the media, then 

trying to customize messages for that 

medium. This is cer ta inly something 

that’s becoming more and more prevalent 

in the industry.

 As our understanding grows, we would 

hope to become increasingly effective at 

connecting with consumers in ways that 

best meet their needs and help them to make 

better product choices.

Do you see  this  abilit y  to target 

messages to specific consumers as the 

primary opportunity of the new media 

environment for marketers? Are there 

other opportunities that could be 

tapped in this diverging use of media? 

I think the ability to target is certainly 

a primary one. As media becomes more 

personal and perhaps a bit less of a family 

exper ience—you may even have less 

co-viewing in general—I think it gives you 

the opportunity to target your message more 

specifi cally to the individual recipient. You 

may not need to think as much about the 

broader viewership.

So you see solo media users as a newly 

important development?

Th at’s interesting, because it goes both ways. 

I think there’s certainly history and theory 

that tells you that sometimes consumers 

are more receptive to messages, and in 

the TV environment, there’s probably 

less channel changing when you have 

co-viewing. So that co-viewing environment 

is a good environment, as well—it’s just 

different. As consumers start to use more 

and more personal media, clearly you have 

more opportunity to personalize a message 

to them.

D o  y o u  a l s o  s e e  m u l t i t a s k i n g 

a s  s o m e t h i n g  t h a t ’ s  c h a n g e d 

dramatically over the past 10 years, 

or do you think that’s pretty stable?

I  t h i n k  i t ’s  cha nged .  Ten yea rs  a go 

multitasking probably would have looked 

primarily like TV and print together, or 

maybe radio and print; so the growing 

i mpac t  of  t he  Inter net  has  cha nged 

multitasking dramatically. If you looked 

at what the most common multitasking 

combinations are today, they are almost 

certainly diff erent than before. I would think 
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that Internet and TV, Internet and radio, or 

Internet and MP3 music of some sort are 

probably more common multitasks than 

they used to be, and probably growing in 

relationship to the more traditional TV-and-

print combination.

Looking to the next five years, what 

d o  you  see  a s  the  r ate  of  media 

change?  Given this, what should we 

think about—and act on—in making 

old and new media work together? 

I expect to see more of the same—more new 

media choices and even more consumer 

control over the use of the media they select.  

We will need to redouble our efforts to 

better understand our consumers and how 

they want to receive information about the 

products they use. New capabilities such as 

Project Apollo offer us the opportunity to 

better understand consumer media behavior 

holistically across media and to directly link 

media usage to product purchases.

What will be the primary measures 

of ROI that marketers will be turning 

to in the coming years?

I’ve never been very good at predicting 

the future. However, it’s clear to me that 

whatever metrics are developed, they need 

to be directly linked to consumer behavior 

and capable of ref lecting the impact of the 

growing number of consumer touchpoints.

What would you say  are  the  ke y 

challenges to users of research in 

today’s marketplace?

It is increasingly difficult to be sure that 

consumer research reasonably represents 

diverse consumer targets that are defined 

in relevant ways. Additionally, research 

companies offer techniques and measures 

that claim to deliver new and valuable 

learning. The marketer needs to carefully 

assess how the data are collected, how well 

the data represent the target population, 

a nd how ac t ionable  t he data  a re  for 

decision making. I’m not an expert in data 

collection, but it’s clear to me that we need 

to be good researchers when it comes to 

fi guring out the best way to interview today’s 

diverse populations  

 I think it makes good sense to think about 

respondents as participants in the research 

process. I’m not sure that we often think 

of them that way; we think of them almost 

as targets, as opposed to participants in a 
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process with us. I think we owe it to them as 

researchers to fi gure out how they want to be 

communicated with, just like marketers try 

to fi gure out how their consumers want to be 

communicated with. How can we best enable 

them to take part in the research process in 

ways they’re comfortable with and that 

engender trust?

 I also think we owe it to marketers to be 

sure that we truly—as market researchers—

represent the diverse populations of today, in 

particular populations like unacculturated 

Hispanics. Acculturated Hispanics are 

relatively easy to find and to connect with; 

but populations that are not as acculturated 

are more difficult and are important to 

be understood.

Can you give an example of ways 

that  consumer s  m ay  be  more  or 

less  comfortable  being  involved 

in  rese a rch ,  o r  gi v in g  a ns w er s 

to researchers — where we could 

b e  a p p r o a c h i n g  c o n s u m e r s  i n 

different ways?

If you take unacculturated Hispanics again, 

we need to understand: Are they on the 

Internet or not? Are they more comfortable 

participating in the process in a face-to-

face interview, perhaps, versus a telephone 

interview or even a self-administered 

quest ionnaire? Maybe t hey ’re  not  as 

comfortable participating on a one-on-one 

basis—maybe they’d rather participate 

in groups or with peers. I don’t know the 

defi nitive answers to any of those questions, 

but those are the kinds of things that I think 

we need to understand and explore.

What do you think market research 

vendors should be doing to help 

clients assess data quality?

Number one, I think market research 

providers need to clearly communicate the 

way their data are collected and help the user 

understand the representativeness of the 

data. It can be a very diff icult thing to 

project. What are the response rates, the 

completion rates? How many people did you 

try to contact? How many of them were you 

actually able to interview? It’s basic good 

market research practice that just needs 

to be employed and communicated. We 

need to help marketers understand how 

representative the data are that we present 

to them, so they know how much faith to 

put in it.

But do you think the growth of online 

research has raised new questions 

about this? Or is it  just the same 

questions in a different setting?

I think it’s the same questions, just on new 

methodologies. Any time you get into a 

new methodology, the questions are raised. 

I think if we went back twenty-f ive or 

thirty years, and looked at the growth of 

telephone interviewing versus face-to-face 

interviewing or mail panel research, we 

would f ind the same quest ions being 

ra ised there—how representat ive is a 

telephone interview versus a face-to-face 

interview? How representative is a self-

administered mail questionnaire versus 

a face-to-face interview? Similarly, how 

representative is the Internet relative to these 

other methodologies?
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How can we create more sophisticated 

mo d el s  o f  h o w  med i a  in t er ac t ? 

Besides engagement, what are the 

measures that really matter in terms 

of media use?

We need better and more holistic data 

and ana lysis that help us understand 

the relationships among media and the 

impact of media exposure on product 

purchase. This is the impetus for single-

s ou rc e  d at a  me t hodolog ie s  such  a s 

Project Apollo. Most of today’s tools for 

understanding consumer media behavior 

a re  not  capable  of  prov id ing t imely, 

multimedia usage information and linking 

that to purchase behavior.

W h a t  o u t c o m e s  n e e d  t o  b e 

measured—is it always just volume? 

H ow  c an  the  consumer  insight s 

communit y work more effectively 

with retailers, coupon companies, and 

Internet retailers? 

Understanding the impact of marketing 

act iv it ies on sa les is probably a lways 

valuable. However, sometimes we have to 

be satisfied with “short-of-sales” measures, 

such as purchase intent, trial, or changes 

in brand image.

 If the MR community wants to work 

more eff ectively with its customers, it needs 

to think of us as consumers and work hard 

to better understand our interests and needs, 

and then work with us to design aff ordable 

solutions that best meet those needs.

I n  a  br oa d er  c o n t e x t,  h o w  c a n 

companies  that  use  rese arch  d o 

more to take consumer insights into 

their  opportunit y  identific ation 

process? Are there innovative ways 

that we should be using research to 

guide something more than just an 

immediate decision?

There’s a communication loop between 

marketers and consumers. We listen to 

them in order to understand their needs; 

we develop products to try to meet those 

needs, we tell them about those products, 

then we communicate with them to try to 

understand whether the product met their 

needs. And the better we listen to their needs, 

the more successful we’ll be. I don’t think 

that’s anything new; just an outgrowth of 

what we’ve been doing for years—at least at 

P&G—as we try to put the consumer at the 

center of the equation.
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Note:  Project Apollo is a joint venture between Arbitron, ACNielsen and Nielsen Media Research to develop a single-source, consumer 

research panel for the collection of multimedia exposure (e.g., TV, Radio, Print, etc.) and resulting product purchase information. Th e 

panel uses Arbitron’s proprietary “Portable People Meter” and ACNielsen’s “HomeScan” handheld scanner as primary data collection 

instruments. Th e panel is currently in pilot test in the US and is being underwritten by six major advertisers, including P&G.




