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Introduction 
Welcome to Arbitron’s evaluation of the Indoor 
Direct national out-of-home digital media network 
based in quick-service and casual dining 
restaurants. The study was designed to measure 
the consumer’s level of engagement with the 
network’s content and advertising, as well as its 
effectiveness with in-store promotions.  

Over the past few years, retail stores have been 
redefining the shopping experience through the introduction of place-based video broadcasting. 
These networks are designed to engage and influence shoppers at the point of purchase, as well as 
provide traditional branding messages to influence buying patterns at a later date. 

Indoor Direct has installed a large and prominent national restaurant in-store digital media 
network in several quick-service and casual dining restaurants including Wendy’s, Denny’s, 
Hardee's, Arby’s, CiCi’s Pizza, Wienerschnitzel, and Captain D’s. These displays broadcast a mix 
of entertainment content and brand advertising as well as point of purchase campaigns. 

Following the Consumer throughout Their Day 

Evaluating retail-based digital media networks can prove more challenging than appraising 
traditional at-home television counterparts. On the whole, people experience traditional TV and 
its advertising the same way regardless of the channel they are viewing. Place-based digital media 
networks are quite different.  

Place-based digital media networks need to study the unique behavior of consumers in their 
particular environment to maximize effectiveness. The size and placement of a screen greatly 
affects visibility, and since the consumer cannot choose the content, it is up to the network to 
carefully program compelling topics that are relevant to the consumer’s current state of mind. The 
nature of the advertising, both in terms of its relevance to the audience and presentation, also 
greatly impacts return on investment (ROI).   

Out-of-home advertising, in its many forms, has 
proven to be an effective way to reach busy 
consumers.  Instead of relying on the medium to 
bring the consumer to the message, out-of-home 
campaigns put the message in the path of the 
consumer as they go about their day. On the whole, 
the public’s reaction to place-based digital media 
networks has been exceedingly positive, particularly 
in areas where people need to linger for prolonged 
amounts of time such as dining areas.  Many of 

these relatively new advertising platforms have quickly become vital components in successful 
media plans. 

This report examines Indoor Direct’s ability to reach and engage consumers with TV quality 
brand messages and advertising along with original content while they are having a quick-service 
or a casual dining restaurant experience. 
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Description of Methodology 
Arbitron Inc. conducted 2,582 in-person interviews with customers of five quick-service and 
casual dining restaurants that feature Indoor Direct: Arby’s®, CiCi’s Pizza®, Denny’s®, Hardee’s® 
and Wendy’s®. Customers 14+ years of age were interviewed at various times during breakfast, 
lunch and dinner hours. Interviews were split into two groups: 

• Control interviews took place before specific ad campaigns were running on Indoor Direct 
digital video screens at each restaurant, and they were conducted on September 22, 24, and 
26 of 2007. 

• Test interviews took place after the ad campaigns had started running on Indoor Direct 
digital video screens at each restaurant, and they were conducted in 2007 on September 27, 
29 and October 3 with the sound for the digital screens “on,” and on September 28, 30 and 
October 4 with the sound “off.” 

To insure that respondents across the five different restaurant chains had equal weights, data were 
weighted in the “total sample” data set to balance the number of respondents per chain. As a 
result of this weighting, when analyzing data of the total sample, all chains show the same 
number of respondents. This weighting procedure was implemented for both the control and the 
test surveys. 

This table provides a detailed breakout of respondents per chain: 

Restaurant Control 
Test 

Sound On 
Test 

Sound Off 
Test 
Total 

Total 
per Chain 

Arby’s 171 165 125 290 461 
CiCi’s 146 212 165 377 523 
Denny’s 194 152 149 301 495 
Hardee’s 236 127 148 275 511 
Wendy’s 196 197 199 396 592 
Total 943 853 786 1,639 2,582 

 
All data in this study concerning the screens is based on interviews conducted on days when the 
sound was turned on, unless otherwise noted.
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About Indoor Direct 

Indoor Direct is a national restaurant in-store digital media 
network that reaches fast-food and fast-casual dining 
customers. The Company sets up two networks in each 
restaurant. One network is in the dining room of the restaurant 
where Indoor Direct installs two to four 42-inch LCD screens 
that show original content and advertising. The second 
network, the Promotional Board, is placed at the point of 
purchase and promotes the restaurant's featured items and 
services. Current restaurant partners include Wendy’s, 
Denny’s, Hardee's, Arby’s, CiCi’s Pizza, Wienerschnitzel, and 
Captain D’s. Indoor Direct has presence in 36% of the top 25 
DMAs. 

Indoor Direct sets itself apart from other in-store media 
networks by giving advertisers a unique opportunity to reach  
an attractive audience (fast-food and fast-casual dining 
customers) while providing restaurant partners with a tool to 
increase profitability. The Company is proud of its ability to 
design unique advertising and promotional opportunities for 
advertisers on their full-motion video screens. Indoor Direct 
also has the ability to provide product placement within the 
programming along with the flexibility to use long-form 
advertising, addressable advertising, and interaction with 
customers via their cell phones. 

Indoor Direct provides both national and local advertising 
platforms that can be targeted nationally to all participating Indoor Direct restaurants in the 
aggregate or down to a single individual restaurant. Advertisers such as Coke, MasterCard, the 
Marines, the Air Force, SC Johnson, Foot Locker, the Virginia Beach Convention and Visitors 
Bureau, the Advertising Council and the movie and music industries participated in the Indoor 
Direct pilot launch. 

Indoor Direct's content provides significant visual appeal and includes one to three minute 
original video clips that cover a broad range of industries including entertainment, sports, news, 
and music. Content partners include CBS, BBC Worldwide, G4, Universal Pictures, Warner 
Brothers Pictures, Women's Entertainment, Metacafe.com, Style Network, Defiance TV, and the 
Soundtrack Channel. 

 
*Information in this section of the report was provided by Indoor Direct. 
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Significant Highlights 
Potential Network Reach: 

• 42% of Americans age 18 or older (over 95 million unique people) have visited either Arby’s, 
CiCi’s Pizza, Denny’s, Hardee’s and/or Wendy’s in the past month.    

• Reach all consumer segments including teens and adults. 

Viewership:  

• 85% of diners noticed either the promotional digital board located at the order counter and/or 
the screen(s) in the dining area.  

• The average customer spent 32 minutes in the dining area of the restaurant where they were 
exposed to an Indoor Direct screen. 

• 89% of those who noticed the screen(s) in the dining area said they watched the programming 
for some or almost all of their stay. 

Customer Experience: 

• Nearly three-quarters (72%) of viewers thought the screens made the restaurant look “cooler” 
and “more cutting edge”.  

• The presence of digital video screens improved customers’ opinion of the restaurant:  More 
than half of respondents (57%) said Indoor Direct screens made their opinion of the 
restaurant “a lot more” or “somewhat more” favorable. 

Network’s Effect On Purchase Intent: 

• Nearly two-thirds (65%) of diners recalled at least one of the advertisements running on the 
network on an aided basis. Average aided recall was 25% for individual brands. 

• The majority of restaurant customers (57%) said they were more likely to purchase a product 
or service after seeing it featured on the Indoor Direct screens. 

• Nearly four in ten (37%) diners who noticed the digital screen at the order counter said they 
planned to buy an item featured on the screen during their next visit. 

• More than one-quarter of respondents (28%) who purchased an item they saw on the digital 
screen at the order counter said they would not have made that purchase if they had not seen 
the product advertised on the Indoor Direct screen. 
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Men
55%

Women
45%

Key Findings 

A. Demographic Profile 

Age/Gender Composition Of The Indoor Direct Audience 
Base:  All respondents 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 
Fifty-five percent of customers who noticed Indoor Direct screen(s) were men, and 44% 
were women. Customers who noticed the screens had a broad variety of age groups, with 64% 
falling into the 18-49 target range, and 7% representing teenagers from 14- to 17-years-old. Age 
and gender of those who noticed any Indoor Direct screen(s) was representative of all restaurant 
customers. 
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African-
American

22%

Hispanic
9%

Asian
3%

White/ 
Caucasian

64%

Other
2%

Racial/Ethnic Composition Of The Indoor Direct 
Audience 

Base:  All respondents 

 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Nearly two-thirds of the Indoor Direct audience classified themselves as white. Just under 
two-thirds (64%) of customers classified themselves as White/Caucasian, with 22% African-
American and 9% Hispanic. Race/ethnicity of those who noticed the screens closely mirrored 
the race/ethnicity composition of all restaurant customers. 
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Over Half of Customers Who Noticed Indoor Direct 
Screens Had Household Income of $50,000 or More 
Base:  Respondents who provided an answer (81% of total sample) 

 

 

 
Over half of customers who noticed the screen(s) and gave an answer had a household 
income of $50,000 or more. In addition, one-quarter of customers who noticed the screens 
reported a household income of $75,000 or more. Household income of those who noticed 
Indoor Direct screen(s) was representative of all restaurant customers.
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B. Total Indoor Direct Network Reach And Exposure 
 

Monthly Adult Audience For The Five Participating 
Restaurant Chains (Unique Visitors) 
Source: Scarborough USA Plus Release 1, 2007, Persons 18+ who visited respective fast food chain in the past month. 
 

 
 
 
 
 
 
 
 
 
 
 

 

How to Read: 34,548,405 different people aged 18 or older have visited an Arby’s restaurant in the past month 
and that number equals 15% of the total United States population aged 18 or older. 
 

*Persons estimates refer to the number of unique people who have visited the restaurant chain in the past month. Unlike 
traffic estimates, this is an unduplicated total for each chain. The Total Monthly Audience is the unduplicated (unique) 
visitors across the five participating restaurant chains, if a person visited more than one of the tested chains during a 
given month, they are only counted once in the persons estimate. 
 
 
Nearly 100 million people visit at least one of these five restaurants during a typical month.  
Over ninety-five million United States residents age 18 or older have visited an Arby’s, CiCi’s 
Pizza, Denny’s, Hardee’s and/or Wendy’s in the past month.    

 

Restaurant Chain No. of Persons*
% of Total  

US Pop Age 18+ 

Arby's 34,548,405 15% 

CiCi's Pizza 5,552,626 3% 

Denny's 17,575,576 8% 

Hardee's 11,709,791 5% 

Wendy's 60,524,177 27% 
Total Monthly Audience 95,181,059 42% 
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Once 
per day

3%

Once 
per week

21%

2-3 times 
per week

11%

Less than 
once per 
month
22%

First visit
15%

Once 
per month

28%

The Majority Of The Audience Is Exposed To The 
Network Multiple Times Per Month 
“How often do you visit this restaurant?” 
Base:  All respondents. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Eighty-five percent of those surveyed had been to this restaurant location before. More than 
one-third (35%) of the restaurant customers visit that same restaurant once per week or more. 
Nearly two-thirds (63%) visit that same restaurant at least once per month. 
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Both
3%

Take-out
16%

Dine-in
80%

Neither
1%

8 Out Of 10 Restaurant Visitors Were Exposed To The 
Dining Area Screens 
“Did you dine-in or take-out food today?” 
Base:  All respondents. 

 
 

 

 

 

 

 

 

 
 
 

*percentages don’t always add up to 100 because 
some customers both dine-in and take-out. 

 
 
 
 
 

More than four out of five (83%) consumers who entered the restaurant chose to dine-in. 
Eighty percent of customers said they only dined-in, while sixteen percent took food out and an 
additional 3% said they both dined-in and took food out. 

Restaurant Dine-In* Take-Out* 
CiCi’s 97%   3% 
Denny’s 90% 10% 
Arby’s 79% 23% 
Wendy’s 76% 27% 
Hardee’s 70% 30% 
Average 83% 16% 
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Diners Spent on Average 32 Minutes in the Dining Area 
of the Restaurant  
“How much time did you spend in the dining area at this restaurant today?”  
Base:  Respondents who provided an answer (90% of total sample) 

 

 

 

 

 

 

 
One-third of restaurant customers spent more than 30 minutes in the dining area. In 
addition, just under half of customers spent between 16 and 30 minutes in the dining area. 

 

 

 

 

 

 

 

 

 
 

Restaurant 
Average Time Spent 

in Dining Area 

Denny’s 48 minutes 
CiCi’s 43 minutes 
Arby’s 24 minutes 
Hardee’s 23 minutes 
Wendy’s 21 minute 
Average 32 minutes 

31-45 min.
15%

16-30 min.
44%

46+ min.
18%

15 min. or 
less
23%
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Demographic composition of those who noticed any screen(s) mirrored the total demographic 
composition of the restaurant customers. 

C. Viewership and Engagement With Indoor Direct Screens 

Total Viewership 
“Did you notice the digital video screen near the order counter today?”  

“Did you notice the digital video screens located in the dining area of this restaurant?”  
Base:  All respondents. 

 
A large majority of restaurant customers noticed Indoor Direct digital video screens in the 
restaurant.  Eighty-five percent of diners noticed either the Indoor Direct screen near the counter 
(51%) or the one in the dining area (77%).  
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Nearly 9 out 10 customers 
who noticed the screens 
spent time watching them. 

Time Spent Viewing The Screens In the Dining Area  
“Of the time you spent in the restaurant today, how much time did you spend watching 
the digital video screens in the dining area?”  
Base:  Respondents who noticed an Indoor Direct screen in the dining-area. 

 

 

 

 

 

 

 

 

 

 

 
 

 
 

Over half of those who noticed the dining-area screen(s) spent at least “some” time 
watching the screens. In all, 89% of respondents who noticed the screen(s) in the dining area 
reported spending time watching them. Nearly one-fifth (18%) said they watched the video 
screen(s) “almost all” of their time in the restaurant, and over one-third (36%) said they spent 
“some” time watching the screen(s). 

 

 

Very 
Little
35% Some

36%

Almost
All

18%

None
11%
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D. Consumer Attitudes Towards Indoor Direct Screens And 
Programming 

Restaurant Customers Liked Indoor Direct Video 
Screens 
“On a scale of 1 to 5, where 1 means “really dislike” and 5 means “really like”, overall 
how much did you dislike or like the digital video screens in this restaurant?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area. 

 
Consumer ratings of the video screens were overwhelmingly positive. When asked to rate 
how much they liked or disliked the video screens on a 5-point scale, more than two-thirds of 
respondents (68%) gave high scores of “4” or “5”. Only 7% rated the screens with low scores of 
“1” or “2”.  

Indoor Direct screens received a notably positive review from teenage restaurant respondents:  
More than half (53%) of 14- to 17-year-olds who noticed the screen(s) rated them the highest 
score of “5”. Forty-two percent of those aged 18-49 years also gave the screen(s) the highest 
score of “5”. 

3% 21%4% 30% 38% 3%

0% 100%

1 - Really Dislike 2 3 4 5 - Really Like Don't Know
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Indoor Direct Screens Made Customer Perception of 
Restaurant More Favorable 
“How do the digital screens, either the screen near the order counter or the screens found in 
the dining area, affect your perception of this restaurant? Is your perception…?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
The presence of Indoor Direct digital video screens improved customer opinion of the 
restaurant. When those who noticed the screens were asked how the screens affected their 
perception of the restaurant, 57% said the screens made their view of the restaurant somewhat or 
a lot more favorable, with 22% saying it made them feel “a lot more favorable”. Only 3% said 
that the screens made their perception of the restaurant somewhat or a lot less favorable. 

Teenage respondents were more likely than any other age group to say that Indoor Direct screens 
made their perception “a lot more favorable”:  30% of 14- to 17-year-olds said their perception 
was “a lot more favorable”. 

 

  

A lot more 
favorable

22%

Somewhat more 
favorable

35%

Unchanged
40%

A lot less
favorable

1%

Somewhat less 
favorable

2%
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Dining-Area Screens Made Restaurants “Cooler” or 
More “Cutting-Edge” 
“On a scale of 1 to 5, with 1 being “strongly disagree” and 5 being “strongly agree”, how 
much do you disagree or agree with the following statement?” 

“Having digital video screens in the dining area makes the restaurant look ‘cooler’ or 
more ‘cutting-edge’.” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area. 

 

 

 
Digital video screens in the dining area contributed to a “cool” and “cutting edge” image for 
the restaurant. Nearly three-quarters (72%) of those restaurant customers who noticed the 
dining-area screen(s) felt the screens made the restaurant look “cooler” or more “cutting edge.” 
Younger people were more likely to think that way, with more than half (51%) of teenage 
customers aged 14  to 17 years, and 45% of those aged 18 to 49 years, strongly agreeing (“4” or 
“5” on a 5-point scale) with that statement.  

5% 15% 30% 42%5% 3%

0% 100%

1 - Strongly Disagree 2 3 4 5 - Strongly Agree Don't Know
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Just right
52%

Too loud
4%

No 
volume

28%

Not loud 
enough

16%

Majority Thought That the Volume Was Just Right 
“Thinking about the volume of the digital video screens in the dining area of this 
restaurant, was it …?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area. 

 

 

 

 

 

 

 

 

 

 

 

 
 

More than half of those who noticed the screen(s) in the dining area said the audio volume 
on the digital screens was “just right.” Fifty-two percent of those who noticed the screen(s) in 
the dining area felt the audio was at the perfect volume, 16% said the screen volume was “not 
loud enough”, and only 4% thought the screens were “too loud.”  A little over one-quarter (28%) 
said there was no audio playing even though the sound was on; this suggests that some customers 
may have been too far from the screens to hear the sound or that the sound was not loud enough.  
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13% 11% 22% 21% 29% 4%

0% 100%

1 - Not at All Necessary 2 3 4 5 - Very Necessary Don't Know

1 Out Of 2 Viewers Agreed Screen Audio Was Important 
“On scale of 1 to 5, where 1 means “not at all necessary” and 5 means “very necessary”, 
how necessary is the audio on the digital video screens in the dining area of this 
restaurant?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Audio was rated by many respondents as a necessary component of the dining-area screens. 
Respondents who noticed the dining-area screen(s) were asked how they felt about the necessity 
of audio, half said it was necessary (“4” or “5” on a 5-point scale), while less than one-quarter 
(24%) said it was unnecessary (“1” or “2” on a 5-point scale). 
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Most Popular Content Was News and Human Interest 
Stories as well as TV Shows and Movie Clips 
“Using a scale of 1 to 5, where 1 means “really dislike” and 5 means “really like”, how 
much did you dislike or like the following programming elements on the screen(s) in the 
dining area?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area 

 
 
 

 

 

 

 

 

 

 

 

Restaurant customers rated news and TV-shows/movie clips highest among Indoor Direct 
programming content. On average, 43% of dining-area viewers liked the Indoor Direct 
programming content (“4” or “5” on a 5-point scale). The two highest-rated features were 
“current news and human interest stories” (51% liked them) and “clips of television shows and 
movies” (50% liked them). 

  

32% 

43% 

51% 50% 

37% 
42% 

Viewers Found The Content Appropriate For All Ages
“Did you notice any content on the digital video screen(s) in the dining area that was 
not appropriate for young children?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area 

Only 2% of respondents said there was content on the dining-area screens that they felt 
was inappropriate for young children. Among the 2% of respondents who stated that a 
piece of content was unsuitable for children, the items specifically mentioned were “a movie 
preview”, “cleavage”, and “sports”. 
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Interest In Interacting With The Screens Using A Cell 
Phone Was Limited 
“Do you recall seeing games that you could play with your cell phone on the digital 
screen(s) in the dining area?” 

“Did you try, or are you planning on trying the games you can play with your cell phone?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area 

 
 

 

 

 

 

 

 

 

 

 

 

Nearly 1 in 5 noticed the cell phone game promotion, but only 3% were interested in 
participating. A total of 19% of restaurant customers who noticed the dining-area screens 
said they recalled seeing an invitation to play a cell phone game, but only 3% of these 
customers said they tried or plan to try it. 

 

 

 

 

 

 

 

 

 

Did not see cell 
phone game 

promo
81%

Saw promo, but 
did not play

16%

Saw promo and 
tried/plan to 

play
3%
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E. Spotlight On Order Counter Promotional Boards And Endemic 
Advertising 

Majority Thought Counter-Screen Provided Useful 
Information 
“On a scale of 1 to 5, with 1 being “strongly disagree” and 5 being “strongly agree”, how 
much do you disagree or agree with the following statement?”   

“The digital video screen near the order counter provides useful information about new 
products, offers and promotions.”  

Base:  Respondents who noticed the promotional board screen at the order counter. 

 

 
Restaurant customers found the digital video screen near the order counter useful for 
information on new products, offers and promotions. Nearly half (46%) of restaurant 
customers agreed (“4” or “5” on a 5-point scale) that the digital video screen near the order 
counter “provided useful information about new products, offers and promotions”. Only 13% 
disagreed with this statement (“1” or “2” on a 5-point scale). These data indicate that placing a 
digital screen at the order counter is viewed by most as an acceptable means to receive 
advertising messages. 
  

5% 8% 31% 25% 21% 10%

0% 100%

1 - Strongly Disagree 2 3 4 5 - Strongly Agree Don't Know
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Yes
14%

No
76%

Not sure
10%

Would The Customer Have Made That 
Purchase Anyway? 
“Would you have purchased any of the items if you 
hadn't seen it on the digital video screen near the 
order counter?” 
Base: Respondents who purchased items they saw advertised on the  
promotional board screen at the order counter.  

28% - “no”, they would not have purchased 
that item if they had not seen it promoted on 
the digital screen. 

Order Counter Screens Promoted Impulse Purchases 
“Did you purchase anything you saw on the digital video screen near the order counter 
today?” 
Base:  Respondents who noticed the promotional board screen at the order counter. 

 

 

 

  

 

 
 

 

 

 

 

 

 
The screens prompted some diners to make an impulse purchase at the counter. Fourteen 
percent of those who noticed the promotional board screens at the order counter purchased one of 
the items they saw advertised on the screen. More than one-quarter (28%) of those who did buy 
an item said they would not have made that purchase if they had not seen the product advertised 
on that screen. 
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Order Counter Screens Influenced Future Purchases 
“Do you plan on buying any of the items featured on the digital video screen on your next 
visit?”  

Base:  Respondents who noticed the promotional board screen at the order counter. 

 

More than one-third of diners who noticed the counter screen planned to buy one of the 
featured items in the future. Thirty-seven percent of those who noticed the digital screen at the 
order counter said they planned to buy an item featured on the screen during their next visit. 

 

 

 

Yes
37%

No
50%

Don't Know
13%
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F. Spotlight On Dining Area Screens and Non-Endemic Advertising 

More Than Half Of The Customers Thought The Dining-
Area Screens Provided Useful Information  
“On a scale of 1 to 5, with 1 being “strongly disagree” and 5 being “strongly agree”, how 
much do you disagree or agree with the following statement?”  

“The digital video screen(s) in the dining area provide useful information about products 
and services.” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area 

 

 

 

 

 

  

 

 

 
 

 

 

 

 

 
Digital video screens in the dining area were also seen as useful for providing information 
about products and services. More than half (51%) of those who noticed screen(s) in the dining 
area agreed (“4” or “5” on a 5-point scale) that the screens in the dining area “provided useful 
information about products and services.”  Only 16% disagreed (“1” or “2” on a 5-point scale) 
with that statement. 
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43%
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14%

Don't know
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No effect
40%

For Many Consumers Shopping Trips Include A Restaurant Visit 
“We would like to know how this restaurant experience fits into your day. Where were 
you immediately before coming to this restaurant?”  

13% - Shopping before the restaurant visit 
“After you leave this restaurant today, where do you plan on going before you go 
home today?” 

16% - Shopping after the restaurant visit 

Base:  All respondents 

The Screens Affect Purchase Intent  
“How likely would you be to purchase a product or service after seeing it featured on 
digital video screens like the ones in this restaurant?”  
Base:  Respondents who noticed an Indoor Direct screen in the dining-area 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Nearly six in ten diners said they were more likely to purchase a product or service after 
seeing it featured on the Indoor Direct screens. One in seven (14%) said they were “much 
more likely” to purchase a product or service after seeing it on the digital screens in the 
restaurant; an additional 45% said they were “somewhat more likely” to do so. 
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Two-Thirds Of Viewers Could Successfully Recall At 
Least One Advertising Running On The Network 
“Do you recall an advertisement on the digital video screens in the dining area today for 
(advertisement)?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area 

 

 
Nearly two-thirds (65%) of respondents recalled having seen at least one advertisement 
featured on the dining-area screens on an aided basis. Four out of ten respondents recalled at 
least two advertisements, and almost one-quarter (23%) recalled at least half of the six measured 
advertisements. 
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Aided Ad Recall For Advertisements Featured On The 
Indoor Direct Screens Averaged 25%  
“Do you recall seeing an advertisement on the digital video screens in the dining area 
today for …?” 
Base:  Respondents who noticed an Indoor Direct screen in the dining-area 

 

 
Among all the advertisements, the movie Fred Claus had the highest recall on an aided 
basis. The movie trailer scored the highest aided ad recall with 45% of viewers who were 
exposed to the spot remembering the specific movie advertised. Average aided advertising recall 
across all brands in the dining area was 25% among those who noticed the screen(s).  
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All Tested Non-Endemic Brands Showed a Lift in         
Top Of Mind Ad Awareness  
“In the past 24 hours, have you seen any advertising for…?” 

 
 

 

 

 

  

 

 

 

 

 

 

  

 

 

 

 

 
 
 
Five of the six brands showed a lift in top of mind ad awareness. The movie Fred Claus saw 
nearly a threefold increase in advertising awareness among viewers who were exposed to the ads 
compared to those who dined on days when the ad was not playing (35% vs 13%).  The Marine 
Corps ad experienced a 25% increase in ad awareness in the past 24 hours (30% vs. 24%), and 
the Foot Locker featuring Nike ad had a 20% increase (24% vs 20%).   

Test group: Respondents who noticed an Indoor Direct screen in the dining-area on days when the 
six test ads were airing. 

Control group: Respondents who visited the restaurants on days when the six test ads were not 
airing. 
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Media Planning Implications 
1. Digital out-of-home advertising networks based in quick-service and casual dining 

restaurants have the potential to attract audiences on par with traditional broadcasters. 
Over 202 million (90%) of all Americans age 18 or older have visited a quick-service 
restaurant in the past month, 95 million (42%) of American adults have visited at least one of 
the five franchises carrying the Indoor Direct network alone.* Mass audiences on this level 
are typically associated with traditional broadcasting, but place based networks in quick-
service and casual dining restaurants, such as Indoor Direct, have the potential to rival the 
reach of some these media plan staples. 
*Source: Scarborough USA Plus Release 1. 2007 12 month Adults 18+, national averages 

 
2. Out-of-home digital media networks actively pursue consumers. Traditional broadcast 

advertisers must rely on the consumer to seek out the specific programming that delivers their 
message. Out-of-home broadcasters on the other hand, strategically place the advertiser’s 
message in locations where they know consumers are going to be. TV spots have to stop 
“sitting at home” and hoping consumers will come to them. Instead, commercials need to 
“get out of the house” and actively seek out their audience.  

3. Out-of-home digital media networks are an antidote to the effects of digital video 
recorders (DVRs) and on-demand video options. In order for a spot to be effective, it has 
to be seen. If an advertiser wants to market to DVR users or those watching TV shows on 
demand, it needs to place its creative in an environment were it will be seen. 

4. Positive feelings toward Indoor Direct programming can make consumers feel good 
about the advertised brands. Out-of-home advertising has customarily consisted of pure 
brand messages, but many of these new digital video based platforms have upped the ante by 
producing engaging news and entertainment content to hold the consumer’s attention. This 
programming connections with consumers, and positive feelings they have towards the 
content can become associated with the advertised brands.  

5. Advertisers should seek out new untapped out-of-home environments (white space) 
where their message can stand out. The proliferation of out-of-home advertising has 
created a competition for the consumer’s attention in some locations. This type of media can 
build a brand through a mix of entertainment and advertising. Quick-service and casual 
dining restaurants contain fairly few non-endemic advertising platforms, allowing marketers 
to capture the attention of the audience with relatively little competition from other media 
messages.  
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6. Brand messages in out-of-home environments, such as quick-service and casual dining 
restaurants, have the potential to influence consumers right before a shopping event.  
Noted media researcher Erwin Ephron has popularized the concept of recency media 
planning. According to Ephron, recency “is the idea that the advertising media ‘sell’ those 
consumers that are ready to buy the product. It is as if there is a window of opportunity for 
the ad messages preceding each purchase. Advertising’s job is to influence the purchase; 
media’s job is to put that message in that window.” 

 
Quick-service and causal dining restaurants are often found in shopping or business areas. 
Digital advertising networks such as Indoor Direct provide an opportunity to reach 
consumers while they are out of the house and in the shopping mode. These networks place 
the advertising message right in the consumer’s path when they have the ability to make an 
immediate purchase.  
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About Arbitron Inc.  
Arbitron Inc. (NYSE: ARB) is an international media and marketing research firm serving the 
media—radio, television, cable, online radio and out-of-home—as well as advertisers and 
advertising agencies in the United States and Europe. Arbitron’s core businesses are measuring 
network and local market radio audiences across the United States; surveying the retail, media 
and product patterns of local market consumers; and providing application software used for 
analyzing media audience and marketing information data. The Company has developed the 
Portable People MeterTM, a new technology for media and marketing research, which has been 
selected as one of TIME magazine’s “Best Inventions of 2007.” 

Arbitron’s marketing and business units are supported by a world-renowned research and 
technology organization located in Columbia, Maryland. Arbitron has approximately 1,900 
employees; its executive offices are located in New York City.  

Through its Scarborough Research joint venture with The Nielsen Company, Arbitron provides 
additional media and marketing research services to the broadcast television, newspaper and 
online industries. 

Arbitron’s Out-of-Home division provides training, consumer shopping data and audience 
profiles for out-of-home media. Currently, more than 100 out-of-home plants/place-based media 
and thousands of media industry clients utilize Arbitron and Scarborough consumer behavior 
information and software.  

Credible third-party measurement helps advertisers justify their investment in the medium. The 
Company’s 50+ years of audience measurement experience help sellers focus on selling the value 
of their advertising rather than justifying the credibility of their measurement. Arbitron research 
studies about cinema advertising, the outdoor industry, and traditional and nontraditional media 
can be found on the Company’s Web site at www.arbitron.com and can be downloaded free of 
charge.  
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