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How to survive without primary 
research?

Adapt quickly or die quickly?

EVERYTHIG HAS CHANGED!!!! 
Yet, nothing has changed?
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I miss primary 
research…quant, qual, 

ethnographies, 
personas, 

segmentation…  

Thanks Accelerant!

PS - Not selling you anything
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Tom Somers
VP, Audience Intelligence 

& Development

Taresh Mullick
Senior Audience Analyst

Digital, social 
and emerging 

platforms 

Amanda White
Director of Research

Primary & secondary 
research, marketing 

Sara Bertollini
Junior Insights Analyst

TV, data 
management, 
dashboards

We are not all the same (thank goodness!)

30+ years

Teams Work
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TEAMS WORKDiversity:  
Skills

Lives

Attitudes

Relationships:
Other departments

Outside the organization

Each other

Agility:
Priorities

Resources

Processes

What are you building?
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TEGNA62 TV stations in 
51 markets

Reach 39% of all TV homes

50+ Million monthly via digital

33 Million social followers

Serve the greater 
good of our 
communities
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Not all the same:  
then or now

Different 
stages 

= 
Different 

moods & needs

The need for 
personalization & 

connection

ONE SIZE DOESN’T FIT ALL



TELEVISION
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Television 
consumption 

exploded!

Not all time periods 
increased

Markets changed at 
different rates

(Tied to specific variables)

Feb 10-14 Feb 17-21 Feb 24-29 Mar 2-6 Mar 9-13 Mar 16-20 Mar 23-27 Mar 30-Apr 3

Adult 25-54 TV Viewing

5-7AM 1PM-4PM 4PM-7PM
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INSIGHTS‘Shift’ focus and resources

One traditional morning 
‘driver’ of station choice 

(traffic) not as relevant…is 
weather?

What needs to be:

Dropped?

Evolved?

Added?

Where can you reach 
consumers now?
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TELEVISION 
VIEWING UP:

Those under 50

African-Americans

Women

All incomes

What to do with all this 
reach? 0%

50%

18-34 35-49 African-American Women

Daytime TV Viewing Growth From February
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UNEXPECTED REACHHave a plan in advance…

or make one quickly

Core to your brand…

be appropriate for 
the moment

What people want…

not what we think 
they want

What can we give them to 
take into the future?
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BIG BRANDSPast performance is 
no guarantee of 
future success

Are you in touch 
with consumers?

Daily?

Do you tap the 
breaks?

Or

Do you hit the gas?

-23%
First to Third

Top Ten Market, 
Early Evening News

-34%
First to Third

Top 25 Market, 
Late Evening News

KUSA in Denver grew double digits in morning, 
early evening and late news
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BONUS ROUND“Live”
Sports
deleted

GAP  = Opportunity

Identify the consumer need

Ideate – Test - Spread

Local Stars

My Favorite
(Moment, Game, Picture, etc.)

Home Exercise
(Shelter in Shape, Run Safe)

Games for Kids



DIGITAL
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Digital Reach & 
Consumption 

Exploded!

Record days in March

+ 45%
VISITORS

+ 95%
VIDEO PLAYS

Avg Daily:  February to March
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WHEN do people 
visit?

Consumption shifts:

Less late evening

More morning

Flatter curve throughout 
the day

People are checking in
often and regularly
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WHAT do they 
want? 

Behaviors remain 
consistent, consumption 

topics change

Infections & Deaths1

School Closings, Restriction Orders2

How’s it spread?3

Updates, Latest Information1

How to, Involvement, Connection2

Hope, Emotion, Inspiration3

When do I get my stimulus check?1
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WHAT do they 
want? 

People have a wide 
range of needs:

Some are common

Some are less so

How do I stay safe? (go to the store, order online?)

How do I make a mask?

How do I pay my rent?

How do I collect unemployment?

How can I help others?

How do I clean my (blank)?

How do I work from home better?

How do I deal/teach my kids (WOW teachers are great!)

Who IS my spouse? (similar to TV show)

What should I watch? (Tiger King, Local News!)
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HOW do they find 
you? 

Help people 
find you

+ 131%
SEARCH REFERALS
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HOW do they find 
you? 

Give 
something 

Build a
relationship not 

dependent on 3rd

parties?
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BEST PRACTICES

Who is over-
performing?

What are they
doing differently?

Spread!



SOCIAL
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SOCIAL NEEDS

Can I share that?

Teach me how to…
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SOCIAL

When?

What?

Say What?



PANELS
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PANELS

1,000 
interviews

Quick turn

COVID19 Safe
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75%
using hand 

sanitizer

TAKING PRECAUTIONS

90%
washing 
hands

54%
canceling 

travel plans

46%
working from 

home

24%
wearing a 
face mask

85%
avoiding large 

gatherings

What precautions 
are you taking 
because of the 
coronavirus? 
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53%
watch movies or 
binge watch a 

series

Cleaning

67%
cleaning

49%
scrolling social 

media

38%
cooking, baking or 
trying new recipes

37%
playing video 

games

57%
resting or sleeping

What are you 
doing to occupy 

your time at 
home?
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MOOD

Changes

Impacts
behavior

Impact on
Advertising

ALL 18-34 BLACK
Cautious Cautious Cautious

Worried Bored Worried

Frustrated Annoyed Hopeful

Stressed Anxious Calm

Anxious Frustrated Anxious
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Thanks Accelerant

https://www.accelerantresearch.com/

#QVIC2020

#TEGNA

@ToSomers

https://www.accelerantresearch.com/

