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“The result of a tightly-targeted 

content strategy is a real 

connectivity between the 

message and the audience. 

A connectivity that creates an 

influential presence and 

receptivity of the messaging –

and, ultimately, secures a call to 

action...”

Source: Saddle Ranch Productions, Targeted Content Mapping 



Why Does Content Matter?

Content is what drives 
media experiences 
across all screens: 

computer, TV, mobile 
and Digital OOH.

The right story 
(messaging) delivered 

in the right way can 
make the viewer take 

action in whatever way 
you want them to. 

Compelling content 
builds audience 

engagement and the 
opportunity to attract 
advertiser funding. 



Hardware Software Content

Digital Signage Installation





The Right

Content
= Audience 

Engagement
=

Impressions 
with Recall





Identify the 
right content 

partner

Develop a 
sustainable 

content 
strategy & 

management 
plan

Appeal to 
audience 
specific 

needs, values, 
culture, 

emotions

Keep 
message 

delivery fresh, 
compelling 
and visually 

engaging

Measure & 
Test…

Measure & 
Test Again

How to Produce Effective Content



Testing…Testing

Is there engagement?

Does the audience:

. Notice the screens?

. Watch the programming?

. Respond to programming?

. Recall the advertising?

. Respond and or act upon the    

advertising?



Prove Your Audience and Effectiveness

Establish your Value and Ad Pricing



KidCARE TV

Monthly Cost              

(4.3 Weeks)

Women's HealthCARE TV

Monthly Cost

(4.3 Weeks)

PetCARE TV

Monthly Cost      

(4.3 Weeks)

NUMBER OF WAITING ROOMS 2,500 1,500 1,500

VEHICLE TRAFFIC 

(100% IN VEHICLE ZONE) * 2,239,800 938,100 2,532,600

% WATCH  * 82% 93% 74%

VEHICLE AUDIENCE * 1,836,636 872,433 1,874,124

VEHICLE DWELL TIME

(IN MINUTES) * 17 27 11

AD ROTATION DURATION 

(IN MINUTES) 20 30 12

AVERAGE UNIT AUDIENCE 

IMPRESSIONS FOR THE 

SCHEDULED PERIOD 1,561,141 785,190 1,717,947

TOTAL NUMBER OF CLIENT 

ADS IN ROTATION 1 1 1

ROTATIONS/CLIENT ADS PER 

HOUR 3 2 5

SCHEDULE IMPRESSIONS 1,561,141 785,190 1,717,947 

CPM (VIEWERSHIP) $35.00 $35.00 $35.00 

CPM (TRAFFIC) $24.40 $29.30 $23.74

TOTAL NET COST $54,640 $27,482 $60,128

COST PER WAITING ROOM $21.86 $18.32 $40.09

CARE Media Holdings 

Corp. Rate Card 

*Venue traffic, vehicle audience percentage, and the vehicle dwell time are derived from the 2009 and 2010 

Arbitron studies of CARE Media Holdings Corp.

**Rates are provided for illustration only and are subject to change.



• 36% average aided recall

• 75% recalled at least one ad

Advertising Recall*

• 54% of visitors go shopping same day after a visit and 
being exposed to PCTV programming:                                                        
- Drug Store/Pharmacy [11%] - Mall [7%]                                                           
- Grocery Store [56%] - Convenience Store [12%]

Path to Purchase

Arbitron Advertising Recall Evaluation of 

PetCARE TV July 2010

* Compare to Super Bowl advertising of 12% average brand recall (Source: Markitecture.com)

Note: Full study results available upon request



5 Key Takeaways

• Be clear about your goals

• Be clear about the story you want to tell / messaging

• Ensure the content is relevant to the environment

• Understand how to capture the audience’s attention 

within the amount of time (dwell time, number of characters, etc.) 

• Test! Advertisers are buying results



Contact

Philip M. Cohen

President / CEO

CARE Media Holdings Corp.

5652 W. Waters Ave., Suite E

Tampa, FL 33634

(813) 888-7330

pcohen@caremediatv.com

www.caremediatv.com

www.cohenoncontent.com


