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The rapid evolution of digital media has brought about major change to consumer behavior, posing 
new challenges for marketing and advertising strategy.   Even traditional media, like television, are 
forced to rethink and reinvent their roles in the new digital marketplace and prepare for more changes 
to come.

The Beyond Thirty Seconds (Beyond :30) research program was designed to meet these needs and to 
bring research-based knowledge to the marketplace.  Over the past seven years, the project has 
conducted what is now, almost certainly, the world’s largest lab-based exploration of new advertising 
models for emerging media platforms. In 
many ways, it is the encyclopedia on 
advertising and the changing media 
landscape.  With over $6 million in 
funding to date, over 10,000 test sessions 
have been conducted, resulting in over 
5,000 pages of reports across 42 studies.  
Data for the studies is collected at the 
world’s leading media research facilities, 
including the new Disney Media & 
Advertising Lab in Austin, CBS’s Television 
City in Las Vegas, and Audience Research 
Labs in Australia.  The project has 
incorporated a wide range of research 
measures using classic experimental 
design including biometric measures 
(electrodermal activity (EDA) and heart 
rate), facial electromyography (fEMG), 
video ethnography and eye gaze.

The project is the gold standard for academic-industry collaboration.  Every year, the project’s 
sponsors, who number among the world’s leading media networks, advertisers, platforms and 
technology enablers, gather to shape the project’s research agenda.  The academic research team then 
applies highly rigorous standards to best investigate each study’s central questions.  Findings are shared 
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at regular briefings, where the practical application of each study’s key insights are explored.  Such 
insights shape industry practice and help inform future research 
questions; setting in motion an iterative process for learning.

The lab-based focus provides a unique opportunity to properly control 
for each of the variables being studied. This not only greatly enhances 
the confidence in study findings, but helps better tease out the range of 
factors in play; removing the guess-work from understanding why 
findings present as they do.  This approach maximizes practical 
application of study insights.  Moreover, because the research is based 
at a University, the highest ethical standards govern the research.  
Transparency is central to project culture; providing sponsors full 
access to research measures and study limitations.  

The project to date has been facilitated through two 3-year waves 
(2005-07 and 2008-10) across 42 studies. Currently, the project is 
embarking on its Third Wave which will see the completion of another 
18 studies between 2011 and 2013.  The start of each wave provides an 
opportunity for new collaborators to join in the project.  Accordingly, a 
valuable window of opportunity now exists for those invited to join.

An overview of these 42 studies is included in this prospectus, 
highlighting the extensive attention the project has afforded to better understanding advertising across 
television, online and mobile platforms (now and in the future).  A sample of insights growing out 
of the project includes the following:

Biometric measures incorporated in the 
study include eye gaze, skin conductivity, 
heart rate and facial electromyography 
(fEMG).  A variety of eye gaze systems 
are used including goggles.

• How do ads perform across TV, online and mobile 
platforms?  What factors best contribute to cross-
platform integration?  What are the relative strengths 
and limitations associated with each platform?

• In an ever-growing universe of new ad models, which 
ones are most likely to succeed? What issues are 
associated with each of the new ad models?

• Does addressability for television advertising work?  If 
so, how do you maximize its potential?

• What online video models are most effective?  How do 
these compare to more traditional ad models?

• What drives viewer ad avoidance?  How can we best 
encourage ad viewing?  What factors contribute to 
more/less effective advertising?



Project sponsors in the Second 
Wave included ABC, Best Buy, 
Capital One, CBS, Cisco, Coca-
Cola, Comcast, the Discover 
Card, the Discovery Channel, 
Disney Destinations, ESPN, GM, 
Kelloggs, Kraft, Mars, Microsoft, 
MTV Networks, NBC, OpenTV, 
P&G, Rovi, Starcom MediaVest,  
Turner,  Verizon, Warner Bros.,  
Wal-Mart, and others.  

Key benefits associated with 
the research program include 
the following:

• Insights: Perhaps the most immediate and obvious benefit associated with participation is 
access to the insights which grow out of each study.  Because the research agenda is 
collectively decided by sponsors, studies frequently anticipate emerging trends, ensuring that 
sponsors are well-equipped, often before such trends have even broken into public discourse.  
In this way, sponsors have an edge on competitors, with access to insights which contribute to 
their own strategies and enhance their capacity to shape the new landscape.

• Strategic Focus:  Although perpetual innovation is a key characteristic of the new media 
landscape, this poses practical challenges: Too many new ad models are available to effectively 
capitalize on them all, with new ones continually introduced.  Beyond :30 helps sift through 
such opportunities, highlighting the areas of greatest promise.  In practice, this means that 
Beyond :30 helps discover what works and why.  But in many ways, the project’s greatest 
contributions have come through exposing models which don’t work, preventing sponsors 
from investing in deployments which otherwise might have proved disappointing.  In this way, 
Beyond :30 helps sponsors focus their priorities, capitalizing on the models most likely to 
succeed, while mitigating risk.  More importantly, Beyond :30 helps optimize sponsor resource 
investment, both financial and human.

•Research Methods: Just as the shifting media landscape 
poses challenges for industry at a strategic level, it poses 
similar challenges for research; requiring new methods, skills 
and research tools.  Here, Beyond :30 has pioneered a wide 
range of methods ideally suited to each platform, model and 
research focus.  This work helps each sponsor formulate 
their own approaches to media research, providing a forum 
through which to explore the potential utility of different 
cutting-edge research methods.

• Forum: The club-based model associated with the project provides a unique forum for 
industry-sponsors to come together and engage in a highly stimulating discourse on the 
changing media landscape.  Because sponsors come from across the media value chain, the 

• Conducted over 10,000 test sessions
• Over 5,000 pages of reports
• Conducted 42 major studies
• Over $6 million in funding to date
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project provides a forum through which to interact with networks, brands, agencies, platforms 
and enablers.  The study-selection process, seeing sponsors collectively vote on each year’s 
research focus, in itself provides a fascinating forum through which to better understand 
overall industry priorities: Not only for those studies ultimately selected for inclusion, but also 
for those which don’t make the cut (and in exposure to the reasons why these were not 
viewed as priorities).  

• Resources: The project website provides an extensive body of resources including electronic 
copies of reports (available for distribution throughout sponsor organizations provided that 
confidentiality obligations are protected) and support materials.  Sponsors are also provided 
with an annual on-site presentation, on their premises, upon request.  Although the timing of 
such presentations needs to be negotiated, they provide a valuable opportunity to translate 
overall findings into specific opportunities for sponsors.

Project Team: The research is conducted by a world-class team of 
researchers with extensive experience in lab-based methods for studying 
media impact.  The team is led by Dr. Duane Varan, Executive Director of 
Audience Research Labs (formerly the Interactive Television Research 
Institute) at Murdoch University in Australia.  Dr. Varan is the recipient of 
numerous awards including the Australian Prime Minister’s Award for 
Outstanding University Teacher of the Year.  He also serves as Chief Research 
Officer of the Disney Media & Advertising Lab in Austin, Texas.  The remaining 
team at Audience Research Labs includes leading academics and an extensive 
support team of software programmers, content editors and research 
assistants.  In 2011 we also welcome Dr. Horst Stipp, former Senior Vice 
President, Strategic Insights and Innovation, NBC, who will be serving as 
industry consultant to the project.

Participation: The project’s Third Wave will see the infusion of another $3 million into the project, 
bringing its total funding to over $9 million.  The project has achieved this level of funding by keeping 
the cost per participating sponsor to a minimum.  Accordingly, participation for each sponsor is only 
$35,000 per year (with an additional one-
time joining fee of $35,000 for new 
members).  Deliverables to participating 
sponsors include access to both print and 
electronic copies of reports for each of the 
six studies conducted each year; access to 
the full online library of all 42 studies 
conducted to date (featuring both reports 
and supporting materials); an on-site 
presentation at sponsor’s premises (upon 
request and availability); voting rights for 
selection of each year’s research questions; 
and participation at the project’s annual 
conference and regular industry briefings.  

• Six study reports per year (hard & soft copies)
• Voting rights to shape research agenda
• Access to project website (online resources)
• Participation at project conferences & briefings
• On-site presentation on sponsorʼs premises
• Access to projectʼs first 42 studies

Deliverables

COST: $35,000/year*
* plus once-off joining fee of $35,000

Dr. Duane Varan
Beyond :30 Project Leader



Summary of Studies Completed to Date

The following provides a brief visual overview of the 42 studies which have been completed over the 
first two waves of the project as categorized by their thematic focus:

Joining: To accept this invitation and join the Beyond :30 research project, or if you 
have questions, please contact Dr. Duane Varan at varan@audiencelabs.com.  Act now!  

16
Execution Tactics for More 
Effective iTV Advertising

30 Wink: Execution Factors 2

36
Comparing iTV Ad Formats: 
Project Canoe

Minimum Effective Frequency 
of Interactive TV Ads 

21

08
Program Context Effects on 
TV Advertising!

01 Comparing Ad Models09
Viewer and Industry 
Evaluations of New Ad Models

17 The ‘Bloomberg’ Effect 
(Parallel Processing of TV Content)

02
Effects of Coviewing on 
iTV Ads

10
Advertising on 3 Screens: 
TV vs. PC vs. Portable Video

18 The Impact of ‘Speed 
Bump’ Advertising

03 “Mere Interaction” Effects

11 Advergames

19 Addressable Advertising

04 The Residual Impact of 
Avoided TV Advertising 

12 Advertising in Interactive 
Program Guides

20 Are All Views Created Equal? 

05 Uses and Gratifications 
of iTV

13 Pre-Roll and Bookends 
Advertising

14 Interactive Program Loyalty

22 Alternative Response Modes

07
The Impact of Coviewing 
on Ad Avoidance

15 Interactive Branded 
Entertainment

23 Profiling the ‘Ad Avoider’

24
Psychological Drivers of 
Interaction

25
Limited Interruption 
Addressability

31 Commercial Loading

37 Addressable TV Frequency 

26 Internet Synchronized TV

32
30 Ad Models: Revisiting 
Viewer and Industry Evaluation

38 Ad Choice

27 Two Screen Congruency

33
Comparing Interactive Ad 
Formats for Online Video 

39 Branded Pause

28 Platform Synergy

34 Mobile Phone Ad Models

40
Are All Screens Equal for 
Interactivity?

29 Platform Optimization

35
Creative Execution Factors 
for IPTV Ads

41 Contextual Advertising vs. 
Branded Entertainment

42
In-Home Observation of 
Media Multitasking

Understanding the
Existing Landscape New Ad Models Multi/Cross Platform

Online Video

Interactive TV/Video

Addressable TV
Understanding Interaction

Mobile Ad Models

Beyond :30 - 42 Studies

06
The Effects of Interactive
TV Clutter

Table illustrating thematic focus of Beyond :30ʼs first 42 studies. Study numbers noted next to each study title.



Appendix
Summary of Beyond :30 Wave I Studies (2005-2007)

STUDY SUMMARY

A comparison of three Interactive TV ad models (impulse response, 
dedicated advertiser locations and telescopic) against each other and with 
both one and three linear TV exposures.  Findings published in the Journal of 
Interactive Advertising.

A study of how Interactive TV models work when there is more than one 
person in the room with particular focus on interactive ad impact for both 
interactors and bystanders.  Includes comparison with single viewing.

A study designed to isolate the effects of pushing the button on a remote 
control to see if potential superior effects result from putting viewers into 
a more active state of viewing.   Includes biometric and eye gaze measures.

Explores the residual impact associated with ads that are avoided using fast 
forward, mute, channel changing, skip and visual non-attention (eyes off 
screen). Findings published in the Journal of Advertising.

A survey of 1000 digital households in the United Kingdom, where 
Interactive TV is most common, to better understand viewer need states 
as associated with their Interactive TV usage. Findings published in the 
International Journal of Market Research.

Explores how interactive video ad models are moderated by interactive 
clutter.  Includes seven different treatments.

Replicates study 4 (above) - but this time using coviewers rather than 
single viewers to better understand how ad avoidance is moderated by 
coviewing.  Findings published in the Journal of Marketing Communications.

Explores how television programming affects the ad environment for both 
linear and interactive video content.  Identifies four ‘viewing states’ which 
prove to be more predictive than ‘genre’ in understanding ad environment 
factors.  Includes biometric measures.  

Tests 42 new ad models and 30 different executions (within some of these 
models) with both viewers (in our labs) and with over 250 media buyers in 
Chicago and New York.  Helps provide a ‘road map’ for prioritizing 
strategic focus (building on win-win opportunities).

Compares ad impact across TV, PC and iPods controlling for both short 
and long-form content.  Findings published in the Journal of Communication.

Explores the use of interactive games in television advertising space, 
comparing results to both traditional TV ad exposure and PC adver-game 
interaction.  Includes biometric measures.

Explores a range of Interactive Program Guide ad models integrating both 
banners and picture-in-picture (PIP) advertising.  Includes eye gaze and 
biometric measures.



STUDY SUMMARY

Explores both pre-roll and pre-post-roll (bookends) ad models associated 
with video-on-demand television content.  Also explores potential ‘gratuity’ 
effects associated with receiving ad supported program content for free.  
Includes biometric measures

Explores the utility of extending program content (e.g. trivia banners, etc.) 
across ad breaks, using interactive banners, so as to reduce ad avoidance.  
Includes eye gaze and biometric measures.  Findings published in the Journal 
of Advertising Research.

Explores the utility of creating ad inventory within programs by using 
interactive ‘pop-up’ banners as a trivia layer throughout the program which 
capitalizes on brand integration opportunities within program.  Includes 
eye gaze and biometric measures.

Uses platform data associated with over 500 interactive TV advertising 
campaigns that were deployed on BSkyB in the UK (2000-2006) to test for 
the execution factors that best contribute to viewer response.  The study 
required over 80,000 coding decisions by the research team to code 
across the more than 100 execution variables analyzed for the study.  
Findings published in the Journal of Business Research.

Tests for both news content effects and ad impact as the number of news 
‘tickers’ on screen increases.  Includes analysis of ‘scrolling’ vs. ‘update’ 
tickers.  Includes eye gaze and biometric measures.

Tests for ad impact when both linear and interactive ‘speed 
bumps’ (banners appearing over fast-forwarded content) are superimposed 
over fast-forwarding of ads at two different speeds (2x and 8x).  Includes 
eye gaze and biometric measures.

Explores the impact of category-based TV ad addressability (ads targeted 
to individual households based on category relevance).  Includes biometric 
measures.

Tests pre-roll, mid-roll and traditional (i.e. clutter) ad models across TV, 
PC, iPod and mobile phone platforms.  Includes biometric measures.

Tests differences in response rates associated with multiple exposures to 
interactive call-to-actions.  How many interactive exposures does it take to 
elicit a response?  Includes biometric measures.  Findings published in the 
Journal of Direct, Data and Digital Marketing Practice.

Explores differences associated with viewer response across iTV (using TV 
remote), the internet (PC), mobile phones (SMS) and the telephone. 
Includes biometric measures. 

Explores how viewer personality traits and individual characteristics are 
associated with ad avoidance.  Viewer avoidance behavior, as measured in 
lab, was correlated against over 20 psychological and individual scales (e.g 
sensation seeking, locus of control, etc.) to identify personality factors 
associated with ad avoidance.  



STUDY SUMMARY

Explores how viewer personality traits and individual characteristics are 
associated with interaction with video content.  Viewer interactive 
behavior, as measured in lab, was correlated against over 20 psychological 
and individual scales (e.g sensation seeking, locus of control, etc.) to 
identify personality factors associated with interaction. 

Summary of Beyond :30 Wave II Studies (2008-2010)

STUDY SUMMARY

This study continues Beyond :30 research exploring addressability for TV 
ads.  Specifically, it extends the earlier research by comparing limited 
interruption vs. clutter as it relates to addressability and teases out 
differences based on ‘in-market’ vs. ‘relevant’ criteria in defining 
addressable targets. Includes biometric measures.

 This study reverses the classic relationship between TV and the Internet, 
exploring the utility of using online behavioral data (i.e. clicks) to drive 
addressability on television set-top-boxes. 

Viewers are increasingly consuming multiple media streams at the same 
time (i.e. surfing on the Internet while watching TV).  This study explores 
the potential benefits associated with congruency when ad messaging 
appearing across screens is complementary.

Do multiple message exposures across different media platforms deliver an 
impact greater than multiple message exposures on the same platform? 
This study tests the impact of repeat exposure across TV, mobile and 
online and compares it with repeat exposure on the same platform (for all 
three platforms) when content is held constant. Includes biometric 
measures.

This study was designed as the companion for study 28 and addresses the 
same question, but this time varies content to ideally suit each platform 
(integrated marketing communication).  In effect, the combination of the 
two studies help tease out whether any dividends associated with multi-
platform exposure, if they exist, are related to content vs. platform 
variables.  Includes biometric measures.

Study 16 provided a detailed analysis of the creative execution factors 
driving response on the Sky platform in the UK.  Study 30 replicates this 
methodology using Wink data from the US market.  The study includes 
comparative data attempting to isolate human vs. cultural/market factors 
driving response.

This study explores optimal commercial loads for online media players 
(e.g. Hulu,  ABC.com, etc.) in the United States.  The study explores the 
consequences of introducing clutter in the online media player model and 
studies the effects of repeat exposure within the same program. Includes 
biometric measures. Includes biometric measures.



STUDY SUMMARY

This study revisits a previous Beyond :30 study (#9) and compares the 
evaluation of viewers with those of media buyers (from New York, Chicago 
and Los Angeles) for 30 new ad models across TV, online and mobile 
platforms with special attention to how consumer and advertiser 
sentiment are changing over time.

This study explores the potential benefits of introducing interactivity in ads 
on online media players.  Specifically, four interactive ad formats are 
compared to linear versions of the same ads.  Includes biometric measures.

This study tests the effectivity of the new breed of advertising applications  
(‘apps’) currently being deployed on the iPhone platform.  Eight advertising 
applications are tested, using biometric and pre-post experimental design.  
Includes biometric measures.

This study is similar in methodology to studies 30 and 16.  Using platform 
data supplied by ABC (ABC.com), creative execution factors for ads 
appearing on online media players are evaluated so as to identify those ad 
execution factors contributing to more/less effective advertising.

Evaluates and compares the impact of different iTV ad formats as they are 
deployed in the US market (Canoe).  Includes biometric measures.

Extends the Beyond :30 research agenda on addressable TV advertising 
further - by exploring how ad frequency and brand familiarity moderate 
potential ad impact for addressable TV ads. Includes biometric measures.

Evaluates the potential impact of the ‘ad choice’ model made popular by 
SMG’s ‘The Pool’ and by Hulu.  Includes a wide range of ‘choice’ scenarios 
to explore possible strategies for optimizing ad impact. Includes biometric 
measures.

Evaluates the potential impact of the ‘branded pause’ online video ad 
model whereby branding appears in the online splash screen when video is 
paused.  Includes exploration of a range of pause-related scenarios (i.e. 
voluntary vs. involuntary pause, etc.).

Increasingly, viewers are finding opportunities for interaction with video ad 
content facilitated over TV, PC, mobile and game stations. This study 
evaluates the impact of such interaction, other things being equal, across 
devices. Includes biometric measures.

The new ‘Contextual’ model of advertising places ads following key scenes 
in program content where product categories are primed.  This study 
explores the impact of this new model and compares this with more 
traditional product placements and brand integrations. Includes biometric 
measures.

This study provides a rich in-home video ethnography of eight families 
whose household media multitasking behavior was filmed so as to better 
understand ‘natural’ viewing.  Includes detailed analysis of ad avoidance.



Journal Publications

The following publications in peer-reviewed journals have grown out of the Beyond :30 studies to date.  In accordance 
with the project agreement, journal publications do not appear for at least one year following distribution of reports  to 
sponsors.

Bellman, S., Schweda, A., & Varan, D. (2011). “Interactive TV Advertising: iTV Ad Executional Factors.” Journal of Business 
Research (in press). [Based on findings in study 16]

Bellman, S., Rossiter, John R., Schweda, A., & Varan, D. (2011). “How Coviewing Reduces the Effectiveness of TV Advertising.”  
Journal of Marketing Communications (in press). [Based on findings in study 7]

Dix, Stephen Richard, Steven Bellman, Hanadi Haddad, and Duane Varan (2010), “Using Interactive Program-Loyalty Banners 
to Reduce TV Ad Avoidance: Is It Possible to Give Viewers a Reason To Stay Tuned during Commercial Breaks?” 
Journal of Advertising Research, 50 (2, June), 154-161. [Based on findings in study 14]

Bellman, Steven, Anika Schweda, and Duane Varan (2010). “Minimum Effective Frequency for Interactive Television Ads.” 
Journal of Direct, Data and Digital Marketing Practice, 11 (4, April-June), 281-301. [Based on findings in study 21]

Bellman, Steven, Anika Schweda, and Duane Varan (2010). “The Residual Impact of Avoided Television Advertising.” Journal of 
Advertising. 39 (1, Spring), 67-81. [1.000] [Based on findings in study 4]

Bellman, S., Schweda, A. & Varan, D (2010). “The Importance of Social Motives for Watching and Interacting with Digital 
Television.” International Journal of Market Research, 52 (1), 67-87. [0.394] [Based on findings in study 5]

Bellman, Steven, Anika Schweda, and Duane Varan (2009). “Viewing Angle Matters—Screen Type Does Not.” Journal of 
Communication, 59 (3), 609-634. [1.156] [Based on findings in study 10]

Bellman, Steven, Anika Schweda, and Duane Varan (2009). “A Comparison of Three Interactive Television Ad Formats.” 
Journal of Interactive Advertising, 10 (1, Fall), 14-34. [Based on findings in study 1]
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