
 
Achieving Accountability: 

The Case for Brand-Specific Commercial Ratings 
 

A Position from the ANA Television Advertising Committee 
 
Introduction 
 
Today’s marketing function is expected to meet demanding brand-building goals set by 
the CEO and board of directors for revenue/profit growth and return on investment.  In 
response, marketing executives must justify and evaluate their media investments in 
meaningful and precise ways. 
 
The need for accountability is especially great in television advertising, where  
$70 billion is spent annually on commercial time.  As a result, marketers require a deeper 
understanding of program and commercial viewership as well as the behaviors that result 
from consumers’ television experiences.  In light of these critical needs, the ANA 
Television Advertising Committee supports and encourages the industry’s growing 
movement towards television commercial ratings.   
 
Strong Interest in Commercial Ratings 
 
ANA members have expressed keen interest in commercial ratings: 
 

• In a spring 2006 member survey, 83 percent of respondents were “very 
interested” and 13 percent were “somewhat interested” in having commercial 
ratings readily and easily available. 

 
Member interest has also been strong for utilizing commercial ratings as “the currency” 
for television audience measurement upon which advertising rates are based: 
 

• In the spring 2006 member survey, 44 percent of respondents were “very 
interested” and 40 percent were “somewhat interested” in having commercial 
ratings become the currency. 

 
Brand-Specific Commercial Ratings 
 
Currently commercial ratings are based on program ratings.  With this method, a 
commercial receives the same rating as the program within which it appears.  Clearly, 
this approach overstates the commercial’s actual rating. 
 
Recently there has been movement towards providing advertisers with ratings for 
“average commercial minutes.”  Average commercial minutes are minutes having one or 
more seconds of national commercial time.  Based on the number of national commercial 
seconds they contain, these minutes are weighted and assigned an averaged rating.   
 
While the step towards providing an average rating for all commercials in a television 
program is helpful, advertisers want even more granular data.  They want brand-specific 



commercial ratings that can answer the question, “How many people actually had the 
opportunity to see my spot?” 
 
True brand-specific commercial ratings will go a long way in meeting the needs of C-
suite executives (CEOs, CFOs, and CMOs) and procurement officers in evaluating 
television’s contribution to the marketing mix as well as in assessing the overall ROI of 
advertising expenditures. 
 
Other Benefits of Brand-Specific Commercial Ratings 
 
Brand-specific commercial ratings are a starting point—not an ending point—that would 
support many other marketers’ needs by: 
 

• Serving as a copy testing tool to identify the stronger and weaker executions 
within a commercial pool, enabling advertisers to pull (or fix) weaker spots and 
heavy up on stronger ones. 

• Functioning as an indicator for commercial wear out. 
• Providing a better understanding of impact differences related to such factors as 

pod position, length of creative, and national versus local placement. 
• Better establishing the value of in-program and in-game features and 

sponsorships. 
• Helping marketers understand how DVR usage habits impact all of the above. 

 
Most importantly, brand-specific commercial ratings could become an invaluable tool for 
campaign management, providing a much fuller picture of what now is a largely one-
dimensional analysis.  Ultimately, they could provide a foundation upon which other 
metrics, such as consumer engagement, could be built.  This richer reservoir of data 
would truly help marketers make better decisions. 
 
U.S. Media Leadership 
 
The United Status is the world’s most-sophisticated media market, yet it trails many 
others in television audience measurement.  Almost every nation in Europe has more 
granular ratings data than the U.S.  Countries like Belgium, Bulgaria, and Portugal offer 
ratings for individual television spots.  Indeed, the time has come for television audience 
measurement in the U.S. to catch up with the rest of the world. 
   
The ANA strongly encourages the U.S. industry—advertisers, the media, agencies, and 
research companies—to work collaboratively to make brand-specific commercial ratings 
a reality.  Furthermore, as commercial measurement solutions are developed, we also 
recommend that these approaches undergo audits by the Media Rating Council.  A 
commercial measurement currency accredited by this body is essential to ensuring broad 
industry acceptance. 



Interim Need – Data Stream Reporting 
 
In the meantime, the ANA Television Advertising Committee wishes to comment on the 
timeliness of data stream reporting for future negotiations. “Live Only” and “Live plus 
Same Day” data streams are critically important to advertisers, due to the short-term 
business requirements of most marketers.  ANA members strongly underscored this 
concern when they were recently asked, “Which single data stream best fits your 
company’s currency needs?” As the table below shows, a significant majority—59 
percent—indicated either Live Only or Live plus Same Day.  
 
 % 
 Live Only 31 
 Live plus Same Day 28 
 Live plus 1 Day 9 
 Live plus 2 Days 7 
 Live plus 3 Days 3 
 Live plus 4 Days 2 
 Live plus 5 Days 2 
 Live plus 6 Days 0 
 Live plus 7 Days 16 
 Don’t know 2 

 
Other Perspectives 
 
The ANA Television Advertising Committee also believes that the industry should cease 
counting the audience for VCR usage once DVR data are incorporated, due to the 
conflicting methodologies in which those two audiences would be counted.  (VCR 
numbers in the rating reports reflect “program recorded” rather than “program or 
commercial played back” as DVRs do). 
 
On the local level, the ANA encourages the industry to continue establishing metered 
markets as broadly as possible as well as exploring the viability of commercial ratings. 
 
Leading the Marketing Community 
 
In leading the marketing community, the ANA intends to strenuously and continuously 
advocate for strong accountability practices across all media platforms.  Brand-specific 
commercial ratings are a must for marketers to make better decisions.  Accountability is 
absolutely essential to marketers, who are under unrelenting pressure to maximize the 
impact of their advertising investments. 
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