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In 2005, we conceived and developed one simple metric that helps our clients compare and 

contrast brand awareness efforts across broadcast and interactive media channels. We call 

this metric Total Consumer Time (TCT). Simultaneously, we also conceived and developed a 

new unit of time with which we measure TCT. We call this unit of time the 30-Second Spot 

Equivalent (30-SSE). 

This brief primer explains our unique metric-unit combination and how our clients have 

used it to measure and evaluate their brand awareness efforts with an eye toward greater 

effectiveness and efficiency in their marketing expenditures. Importantly, this primer 

reveals how measuring Total Consumer Time in 30-SSE units has helped our clients make 

smarter choices when they allocate their scarce marketing capital across a wide array of 

media and marketing alternatives to achieve higher returns on investment in marketing 

(Marketing ROI%). 

IT'S A QUESTION OF TIME 
When it comes to increasing brand awareness among target consumers, we find that our 

clients gain more insight into ÅÁÃÈ ÍÁÒËÅÔÉÎÇ ÃÈÁÎÎÅÌȭÓ return on investment when they 

focus less on the busy-ness of consumer activity in each channel and more on the duration of 

consumer activity in each channel. In other words, for brand awareness campaigns we find 

what the consumer does ×ÉÔÈ ÏÕÒ ÃÌÉÅÎÔÓȭ ÂÒands in each channel less insightful than how 

long the consumer remains exposed to our clients' brands. We prefer duration as the focus 

of consumer-brand activity because duration gets at the root of what our clients are paying 

for when they allocate their scarce marketing capital across media channels: time with 

consumers. 

Aligning consumer time with money makes sense. Note that when a marketer pays a media 

outlet to gain time with consumers attracted to and aggregated by the media outlet, the 

marketer is in no way guaranteed any consumer's undivided attention. Given the 

fragmented state of media, technology, and lifestyles today, the marketer errs when he or 

she assumes that a media outlet possesses the level of intimacy required to hold a 

consumer's attention span continuously and in an undivided manner for any given period of 
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time. In fact, just because a marketer pays a 

media outlet to gain access to multiple 

consumers and to ostensibly spend, say, 30 

seconds with each and every one of them 

doesn't mean the marketer ultimately will 

attract and hold even one second of many a 

consumer's attention span. 

For example, when our clients elect to 

allocate part of their scarce marketing 

capital to a TV campaign, we can use the 

GRPs and average spot durations in their 

broadcast media plans to readily calculate 

the total amount of consumer time across 

the viewing audience for which our clients 

plan to pay. However, regardless of what 

the Nielsen and Arbitron numbers say once 

the TV spots have run, our clients don't 

really know how much consumer attention 

the TV spots held throughout the consumer 

time for which they paid. Our clients simply 

do not know how many consumers used 

their DVRs to completely bypass the spots, 

walked into the kitchen to make a sandwich 

during the commercial break, or split their 

attention among the TV set, their favorite 

magazine, and their Web-enabled laptop.  

In short, our clients ultimately know 

nothing about the consumer attention their 

brands gained via the TV campaign. 

Meanwhile, our clients certainly feel the 

financial pinch of the consumer time for 

which they paid. Thus, for the purpose of 

gaining insight into ÏÕÒ ÃÌÉÅÎÔÓȭ return on 

investment in each marketing channel, we 

find it prudent to set aside notions of 

consumer attention and just focus directly 

on what our clients are paying network 

operators and media outlets for: time with 

consumers. 

 

30-Second Spot Equivalent (30-SSE), n.: 
A standardized unit of time where one unit 
equals 30 seconds. 

Effective, adj.: ȰÄÏÉÎÇ ÔÈÅ ÒÉÇÈÔ ÔÈÉÎÇÓȱ ɀ as 
in those things that improve a marketing 
Key Performance Indicator (KPI) the most. 

Efficientȟ ÁÄÊȢȡ ȰÄÏÉÎÇ ÔÈÉÎÇÓ ÔÈÅ ÒÉÇÈÔ ×ÁÙȱ 
ɀ as in a manner that decreases 
incremental marketing costs. 

Gross Rating Point (GRP), n.: the unit in 
which traditional network operators and 
media outlets typically sell advertising 
spots to marketers; equivalent to Reach x 
Average Frequency, where Reach = 
Audience Size ÷ Demographic Universe. 

Intimacy , n.: the degree of consumer 
sensory immersion gained by a media 
outlet that aids in achieving undivided 
consumer attention. 

Key Performance Indicator (KPI) , n.: a 
singular metric selected by management as 
the most important indicator of 
performance toward a specific goal. 

Marketing ROI% , n: the KPI that indicates 
for a given period the degree to which a 
discrete marketing initiative is both 
effective and efficient; notably, Marketing 
ROI% = 100 × [(Marketing Value ÷ 
Marketing Spend) - 1]. 

Spot, n: a broadcast advertising unit sold 
by traditional network operators and 
media outlets; typically sold in a variety of 
durations of which 30 seconds is the 
industry standard duration. 

Total Consumer Time (TCT), n.: The total 
amount of time with consumers for which a 
marketer pays in a given period. 
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HOW TO MEASURE TOTAL CONSUMER TIME IN 30-SECOND 

SPOT EQUIVALENTS 
Total Consumer Time (TCT) is the total amount of time with consumers for which a 

marketer pays in a given period. In the measurement process, TCT is first measured in 

millions or billions of seconds. Importantly, we have found that a conversion from seconds 

into 30-Second Spot Equivalents (30-SSEs) dramatically increases client interest in and 

usability of TCT as an analysis tool and as a source of critical insights into Marketing ROI%. 

The 30-SSE itself is simply a standardized unit of time, where one unit equals 30 seconds. 

To convert Total Consumer Time from seconds to 30-SSEs, simply divide TCT by 30 

seconds, the industry standard duration for a broadcast spot. The resulting number of 30-

SSEs is the number of 30-second spots that the client would have to buy in a broadcast 

channel to get the equivalent total amount of time with consumers in the given period. To 

understand this better, let's take a look at an example. 

AN EXAMPLE 
Let's assume that, in a given period, our client buys time with consumers in a media channel 

(at this point, it doesn't matter which media channel it is we are talking about) for a brand 

awareness campaign, and at the end of the period, she receives results back from the media 

channel indicating that the clientȭÓ ÂÒÁÎÄ spent time with the following consumers for the 

number of seconds shown with each: 

 

The results reveal that our client reached 10 consumers during the period, and the Total 

Consumer Time (TCT) our clientȭÓ brand got with all 10 consumers during the period was 

1,200 seconds: 

Total Consumer Time (TCT) = 1,200 seconds 

Now we can convert Total Consumer Time from seconds into 30-Second Spot Equivalents 

by simply dividing the 1,200 seconds of Total Consumer Time by 30 seconds. Across all 10 

http://roi.tribalddb.com/wp-content/uploads/2008/04/totalconsumertimeexample.gif
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consumers reached in the period, our client paid for her brand to get a total amount of time 

with consumers equal to the duration of 40 broadcast spots each lasting 30 seconds in 

length: 

Total Consumer Time (TCT) = 40 30-SSEs 

Our client can now start using these 40 30-SSEs to compare and contrast this particular 

brand awareness campaign with other brand awareness campaigns she has paid for 

concurrently, in the past, or in the future to determine which campaigns were most 

successful in maximizing the amount of time with consumers that our client paid for her 

brand to get. 

HOW TO EVALUATE MARKETING EFFECTIVENESS AND 

EFFICIENCY USING TOTAL CONSUMER TIME IN 30-SECOND 

SPOT EQUIVALENTS 
.Ï× ÌÅÔȭÓ ÁÓÓÕÍÅ ×Å ÈÁÖÅ ÁÎÏÔÈÅÒ ÃÌÉÅÎÔ ×ÈÏ ÈÁÓ ÒÅÃently completed a 3rd Quarter 2009 

(Q3 2009) brand awareness campaign using the broadcast channels of television and radio 

and the interactive channel of the World Wide Web. Our client wishes to know which 

channel was the most effective at getting his brand time with consumers and which channel 

was most efficient in getting that time.   

By effective, ×Å ÍÅÁÎ ȰÄÏÉÎÇ ÔÈÅ ÒÉÇÈÔ ÔÈÉÎÇÓȱ ɀ in this case, those things that maximize 

4ÏÔÁÌ #ÏÎÓÕÍÅÒ 4ÉÍÅȟ ÏÎÅ ÏÆ ÏÕÒ ÃÌÉÅÎÔȭÓ ÔÈÒÅÅ Key Performance Indicators (KPIs) of 

marketing effectiveness for his brand awareness campaign (see below). By efficient, we 

mean ȰÄÏÉÎÇ ÔÈÉÎÇÓ ÔÈÅ ÒÉÇÈÔ ×ÁÙȱ ɀ in this case, in a manner that decreases incremental 

costs per unit of Total Consumer Time, or Cost per 30-33%ȟ ÏÎÅ ÏÆ ÏÕÒ ÃÌÉÅÎÔȭÓ three KPIs of 

marketing efficiency for his brand awareness campaign (see below). 

Example: Q3 2009 Brand Awareness Campaign Key Performance Indicators (KPIs) 

Effectiveness KPIs 

1. #ÈÁÎÇÅ ɉϷЎɊ ÉÎ 5ÎÁÉÄÅÄ "ÒÁÎÄ !×ÁÒÅÎÅÓÓ 

2. #ÈÁÎÇÅ ɉϷЎɊ ÉÎ !ÉÄÅÄ "ÒÁÎÄ !×ÁÒÅÎÅÓÓ 

3. Total Consumer Time (TCT) in 30-Second Spot Equivalents (30-SSEs) 

Efficiency KPIs 

1. #ÏÓÔ ÐÅÒ ρϷЎ ÉÎ 5ÎÁÉÄÅÄ "ÒÁÎÄ !×ÁÒÅÎÅÓÓ 

2. #ÏÓÔ ÐÅÒ ρϷЎ ÉÎ !ÉÄÅÄ "ÒÁÎÄ !×ÁÒÅÎÅÓÓ 

3. Cost per 30-SSE of Total Consumer Time 
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To evaluate absolute and relative performance of his chosen media channels in terms of his 

KPIs, our client gathers the following measurement data from all three channels for the Q3 

2009 period: 

Channel Expense TCT (seconds) 

TV  $       2,000,000        1,500,000,000  

Radio  $          900,000            900,000,000  

Web  $          800,000        1,200,000,000  

All $     3,700,000       3,600,000,000 

 

Next, our client converts the TCT from seconds to 30-SSEs and computes the Cost per 30-

SSE for each channel: 

 

Channel Expense TCT (seconds) TCT (30-SSEs) Cost per 30-SSE 

TV $       2,000,000  1,500,000,000       50,000,000  $                       0.04  

Radio $          900,000  900,000,000      30,000,000  $                       0.03  

Web $          800,000  1,200,000,000      40,000,000  $                       0.02  

All $       3,700,000 3,600,000,000 120,000,000 $                       0.03 

 

Right away, our client can look at the Total Consumer Time in 30-SSEs and the Cost per 30-

SSE metrics to readily evaluate the effectiveness and efficiency of each media channel used 

in his Q3 2009 brand awareness campaign. For example, he can readily make two 

conclusions regarding the relative effectiveness and efficiency of each media channel: 

 

1. TV was most effective in maximizing the Total Consumer Time KPI because it 

provided the client with the most 30-SSEs in the period (50,000,000) 

 

2. Web was most efficient in providing Total Consumer Time because it provided the 

client with the lowest Cost per 30-SSE ($0.02) 

 

Notably, the most significant factor in TV providing the most 30-SSEs in the period was the 

ÒÅÌÁÔÉÖÅ ÓÉÚÅ ÏÆ ÔÈÅ ÃÌÉÅÎÔȭÓ ÂÕÄÇÅÔ ÁÌÌÏÃÁÔÅÄ ÔÏ ÔÈÅ 46 ÃÈÁÎÎÅÌ ÆÏÒ ÔÈÅ Q3 2009 brand 

awareness campaign. In short, the client gained more 30-SSEs from TV largely because he 

allocated proportionally more marketing capital to TV.  

Likewise, the most significant factor in Web providing the lowest Cost per 30-SSE in the 

period was the disproportionately large number of 30-SSEs Web provided in exchange for 

the size of the budget the client allocated to Web. In other words, the client gained 

proportionately more 30-SSEs from Web for each dollar he allocated to Web largely because 

Web was more productive in generating 30-SSEs during the period. 

Looking forward at 4th Quarter 2009 (Q4 2009), our client can readily see from his Q3 2009 

results that, holding all other factors constant, a reallocation of his budget across the three 

media channels is likely warranted if he wishes to increase his Total Consumer Time KPI 
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and lower his average Cost per 30-SSE KPI. A shift of some capital away from TV to Web 

appears to be a prudent consideration for our client in Q4 2009. 

SUMMARY 
This brief primer explained our unique metric-unit combination, Total Consumer Time in 

30-SSEs, and how our clients have used it to measure and evaluate their brand awareness 

efforts with an eye toward greater effectiveness and efficiency in their marketing 

expenditures. Also, this primer revealed how measuring Total Consumer Time in 30-SSE 

units has helped our clients make smarter choices when they allocate their scarce 

marketing capital across a wide array of media and marketing alternatives to achieve higher 

returns on investment in marketing (Marketing ROI%). 
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