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Background 

The Convenience Advertising narrowcast 'Libra' programme was launched 
specifically to target young women 18-29 years of age located in the AB socio­
economic quintile. The pilot programme was designed to deliver the Libra brand into 
select entertainment and leisure settings frequented by the target audience. This 
strategy has been developed to allow the Libra brand to communicate directly with 
lhe target audience in environments that are culturally relevant, gender specific and 
desirable. The campaign ran for a five month pilot period. The campaign strategy 
incorporated an evaluation component to test the communication effectiveness of the 
medium within'; specific venue environments and formulate recommendations to 
refine and enhance the delivery of the brand in a narrowcast context. This report 
presents the findings of this evaluation project. 

Convenience Advertising (CA) contracted venues frequented by the target audience 
located within the capital cities of each state and territory. The Sancella narrowcast 
pilot programme utilised fixed A4 posters within the bathroom environments of 
cinemas, shopping centres, nightclubs, bars, and hotels. These venues were selected 
for the programme based upon their target audience patronage and their geographic 
location. 

At the completion of the installation process of the Sancella pilot programme 
Convenience Advertising managed and maintained 1057 display points (DPs) for 
this programme in 143 key venues in the identified localities. 

The evaluation was conducted using an intercept interview methdology, with an 
availability sample of 124, spread across sites in Sydney and Melbourne. 

Libra Slims Campaign Evaluation 
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Evaluation Results 

This section follows the structure of the questionnaire. Quantitative data are mainly 
shown in tabular or chart form with an accompanying commentary, although where 
numbers are small and choices few they are reported in text only. 

Unless otherwise indicated (a) the table/ chart precedes the text that refers to it and 
(b) numbers shown represent raw number of respondents, not percentages. 

The data have been cleaned, in that a few double answers that appear in the raw 
scores (e.g. where an interviewer missed a skip and asked a second question 
unnecessarily) have been checked and eliminated. 

Couldyou,please tell me your age? 
Under 16 

j 16-20 
21-24 
·25-27 
28-29 

I Overl9 

40 
i r-20 • 1' 

u .. I�--· 

124 

As can ·be seen in the first table, the sample contacted included only three 
respondents under 16, with the large bulk being in the principal target groups 16-20 
to 25-27. 

'Which <Jf t�e faligwing..Pest represents yoifr current marital status'! 
Married/ defacto 
Single 
Divorced 

1 Wic;iow_�,, 
TOTAL 

., ·. . .. .  ,, __ ��-

l 
39 

. .t71 ,· 

5 
,.� . 
124 

As would be expected with a younger group, the largest category of respondent was 
those who were single, followed some way back by those in legal or de facto 
partnerships. Very few were divorced or widowed. 

Could you please t�ll m� what your current oc�µpation is? 
Student 
Fulltil!!_eM_wn 
W hi te collar professiona I 
Wlii le collar nm-profe§Sion_al 
Blue collar 

i Not-�orking: Ji �f ·, , .. 
Other (please write down in the space below) 

. TOTA:L . 

38 
[15+ 
26 

123 
9 
5 

8 
l 124 

Students, white collar professionals and white collar non-professionals were, 
respectively the three largest groups with respect to employment, followed by full 
time mothers. Other groups had few respondents in them. 

Libra Slims Campaign Ev41uation 
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Could you please tell me roughly what your net weekly income range i 

20 
0) Q Q 

15 

z 

10 

5 

0 
$100 $200 $300 $400 $500 $600 $700 $800+ 

Income group 
As shown in the chart above, the group had a wide range of income, with no one 
income group dearly dominating. Instead, the curve has a trough in the $200 a week 
area, then tails away to the right in the higher income groups. 

r Have you used the bathroom facilities in this venue jus_t now or in the past few days? 
Yes 
No 
Total 

118 
6 
124 

Only six of the one hundred and twenty four people who were questioned had not 
used the bathroom facilities, indicating that respondent targeting was highly 
effective. The one hundred and eighteen who had used the facilities, and thus been 
exposed to the advertising material fanned the main basis for the study. 

As the next table indicates, of these 118 only 12 (10%) did not identify having seen 
advertising material, the vast bulk of them (over 95%) saying that they had seen such 
material without any prompting . 

Now I would lit.£ to ask you - if you have seen any posters in this building advertising 
feminine hyKiene products? 

• • 

Answered 'Yes', immediately 
• Answered 'Y_es'·, on prompting' 
Answered 'Yes', after showing a version of the poster 
No 
Total 

96 
5 
5 
12 
118 

The very high rate of recall is a very satisfying indicator that the medium delivered a 
message successfully. 

Do you rememb1r� which brand the past�r-was advertising? 
Carefree 
Lit>r11 , , . : • .' ��. • · ·v 
Tampax 

• ·BQn't lmow'•r'�T1�.:' � ¥ 
Total 
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As the table dearly shows, the brand identified overwhehningly was Libra. Only a 
few identified others brands, while 24 could not recall. 

Respondents were then prompted wit
_ 
h: "I will read out some brand names and if 

you can remember tell me which one it is". Following this prompt, a further 25 
identified Libra, for a total Qf 98 (83%). 

This indicates a very high rate of brand recall. 

Can you remember what the poster said? 

Get Slim Now 
�kSlim " 
Same Tampons Just Slimmer 
Libra_Slims 

Libra Tampons 
Don't know 

39 
21 
12 
13 

3 

12"8 

Turning to the poster message, the largest single group (39) recalled "get slim now" 
while about half that number (21) recalled "look slim" and another 12 recalled 
"same tampons, just slimmer" and 13 recalled the name "Libra Slhns". 

When the 'don't know' category was explored (interviewers wrote in initial answers), 
a further 5 recalled the concept slim, so that in all the central issue of 'slim' was 
recalled by 90 of the 98 who identified the brand correctly, a recall rate of just on 
92%. 

Only 15 respondents could not recall the phrases "Get Slim Now'' or "Look Slim" 
when prompting was offered. These were not included in further questions, leaving a 
sample of just over 100. (In the figures that follow, some non-response occurs at 
various questions.) 

As the table below shows, the level comprehension of the message was high, with 79 
(88%) saying they understood it and only 2 (2%) saying they did not. 

1 Did'youfind the poster easy to understand? 

Yes 

Partly: understood it 
No 

Totar· �.___.,.. �.-,;-:· r:. i', 

�o do you think the postef.(,s) tuas intended for 

Someone like me 
I Someone younger, t}:ian me 

Someone older than me 
tJnsure:-
Other 

( -'J'Qtal - . ---. 

79 
,8 
2 

'�, ' fs9-· 

50 
I 22 

'. g -�,. 
17 

As the table above shows, 50 respondents though that the poster targeted "someone 
like me", 22 thollght it targeted "someone younger tha,n me" and only 1 thought it 
targeted "someone older than me". Interestingly, this is not as  closely linked to age of 
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respondent as may be imagined. While the one person who thought targets were 
older was in the youngest age group, peaks for 'someone like me' were the two 
youngest groups (16-20, 21-24, well over 50%) and the oldest (29+, 55%) while the 
peak for 'someone younger' was the 25-27 group (nearly half thought that) followed 
by the 27-29 group (one third). 

The seventeen who had other targets in mind included answers like: 
• 18-30 yr olds 

• all ages 
• all females before menopause 
• anyone 2 
• every woman 

... •_,, everybod¼7_. . • • people with small fannies 
• women (6 answers) 
• women - all ages 
• women in general, teenagers 
• young20's 

i-'Vher:1 you·are shqpping what type of feminine hygiene products •do-]!Ou usually prefer to i: 
buy? I 
Pads 

----.,-
14 

' Tampon&. ::,,'J. ' . � ·.,. , _ . _ . -�� 49 
Liners 

I Combination of Tampons&: 1,..iners 
Combination of Tampons & Pads 

Combination of tine�'li �•P�ds 

1 
10 
15 

1 
Other 1 
Total 91 
Questioned about the type of product usually purchased, the respondents identified 
tampons as their first choice, and either pads or a combination of tampons, with 
pads and tampons with liners as other major choices. These results were examined 
to see if there was any association between age and product preference, but no 
significant trend emerged. 

Respondents were also asked whether, when you were buying a feminine hygiene 
,product they usually preferred to buy the same brand most of the time. Of those 
who answered this question, 72 (81%) said they did usually prefer the same 
brand each time . 

. .. do you UBualty Pfflfer 1D buy the St1me ·brand. vrost of.thf tinle? 
Carefree 

• Libra 
u 

I Cottons. 
Homebrand 

'Wh'.isper 
Bi-Lo 

i Blatk &: Gold 
Tampax 
D��Jour 
Kotex 
Total 

l . l
. , • ,.••• .-; ... l •.,�('\ { 

' ...i.,-('1. . •�-1 -
• • -'J � J I • � • .... 
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Asked which brand they preferred, much the largest group of respondents said 
Libra. 1-lowever, given that they had already discussed this brand earlier in the 
interview, caution should be exercised when interpreting this result, as a number of 
factors (recall, wanting to be a 'good respondent', etc) may have biased the strength 
of this answer. 

Of the thirty five who did not express any brand preference when a list was read out 
to them, 20 (57%) said they would be prepared to try other brands. When asked 
which brands, 4 were named with some respondents naming more than one: 14 
choices were given for Carefree, 15 for Libra, 8 for Stayfree and 8 for Whisper 

Have yoµ read" or heard of a11ytli ing about Libra Slims anywhere recen tly other than 
in l11e bathroom en'Qiro11ment? 
o'n the TV? 

, On the radio? 
Magazines? 

,--....... ...---.......... -----•-.......... ----------.- ·  
21 

Newspapers? --�----·- -----��._..__�•--"'-'--------- :J �-
Friends or family? --~- ---..��-�--..- �- ----------· - - -- 3 
f'19where else ,.__ ____ . ___ .,,,,.� _ _,.,.._� 27 
Oilier 6 
As the tab.le above shows, substantial numbers of respondents said that they had 
heard of_ Libra Slims on the TV or in magazines. Of few who claimed to have heard 
of them in other ways, answers included: 

• bought them 
• dan'tlcnow exactly where but have heard Libra Slim 
• expo 
• supermarket 

Finally, as the table below shows, there was an overwhelming view that a poster 
about feminine hygiene in a bathroom environment was appropriate. Only two 
thought it was not (in each case their view is summarized in the table in italics). 

How 11P,ptvpriate is it to display a postet about feminine hygie11e in a '/Jafhropm 
environment? 
Very 
Quite 
Undecided/DK 
Somewhat • (put them in supermarket) 
Very (find tampons disgusting) 
Total 
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9 
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CONCLUSION 

Jn summary, the research shows that: 

• the relevant ta rget group of younger women was selected in terms of age; 
• it included a range of marital statuses, with a distribution as expected for 

this age group; 
• it also inclined a b road range of income types; 
• those interviewed had been exposed to the message; 
• there was high recall of the poster and the key brand concepts employed, 

indicating that the message had high coverage and good penetration; 
• although brand loyalty is strong for feminine hygiene products, scope exists 

for getting some brand growth or shifting where Libra is concerned; 
' • the method of advertising was dearly seen to be appropriate. 

Libra Slims Campaign Evaluation 
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