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DYNAMIC LOGIC EVALUATES ADS FOR QUAK ER’S NEW PRODUCT:
OATMEAL BREAK FAST SQUARES

BACK GROUND

In August 2003, Quaker Oats launched Quaker
Oatmeal Breakfast Squares-- the first no-bowl
oatmeal.  Quaker recognized the need for more
satisfying breakfast options and introduced the
new product as nutritious, hand-held oatmeal
perfect for today’s on-the-go lifestyle.
Corresponding to its nationwide product launch,
Quaker Oats unveiled a multi-platform marketing
campaign that included television, magazine and
Internet advertising.  These efforts primarily target-
ed adults ages 35-54.  

Using Dynamic Logic’s CrossMedia ResearchTM,
Quaker Oats was able to quantify the effectiveness
of their ad campaign on key consumers.
CrossMedia Research employs a media-neutral
approach to measure which media combinations are
most effective in increasing brand metrics.   In  this
case, the outcome demonstrates that online advertis-
ing on Yahoo! significantly helped in establishing
brand awareness and driving purchase intent, particu-
larly when working in combination with offline media. 

THE TEST

Dynamic Logic’s CrossMedia Research analyzed
the branding impact of Quaker Oats advertising in
a live, in-market environment with respondents
recruited from the Yahoo! Web site.  The sample
was weighted to balance the audience cells to
match demographic-targeting of the online-
exposed group, adults ages 35-54.

MARKETING GOALS

-  Raise awareness of new product, 
Quaker Oatmeal Breakfast Squares

-  Evaluate effects of online and offline 
advertising 

-  Increase trial and purchase intent 
among adults ages 35-54
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COMPONENTS OF QUAKER ’S
CROSS-MEDIA CAMPAIGN

Magazines
Good Housekeeping, Redbook, Southern

Living, People, Newsweek, Time, Men’s
Journal, Jet, among others

Television
Third Watch, West Wing, Friends, Alias, Today

Show, Good Morning America,among others

Cable Networks
Food Network, History Channel, TV Land, Sci-Fi

Channel, American Movie Classics

Internet
Yahoo! Network

THE RESUL TS
Online advertising was a key driver in raising brand
awareness among adults ages 35-54, Quaker
Oatmeal Breakfast Squares’ primary target audience.
TV and Magazine combination raised awareness by
13 percentage points compared to the pre-wave.
Adding online to the TV/Magazine combination con-
tributed an additional 4 points.   

Among consumers who typically purchase breakfast/cereal
bars every 3 months, exposure to TV/Magazines/Online
advertising significantly influenced purchase intent-- result-
ing in an increase of 9 percentage points over the 
TV/Magazine only combination. 

Advertising on the Yahoo! Network increased
Quaker’s key brand attributes in conjunction with
TV/Magazine advertising.  

THE IMPACT

Quaker and Yahoo! were able to use Dynamic
Logic’s CrossMedia Research to determine the
success of the integrated ad campaign, which
maximized the effects of offline media and
increased its overall reach against its target
audience.  The results show that Quaker was
able to significantly raise the visibility of their
new product and positively influence con-
sumers to purchase Quaker Oatmeal Breakfast
Squares.
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