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The Demand for Advertising on Television 

My thesis primarily revolves around advertiser demand, 
examining the choices of individual advertisers and 
trying to determine why they make the choice to 
advertise during a given telecast. To begin, I try to 
determine patterns both within and across industries, 
looking at firms’ choices and trying to figure out the 
underlying mechanics guiding their decision to advertise. 
After gaining some initial insight, I will conduct my 
research within the context of telecasts that typically 
have very high ratings, like the Super Bowl, World 
Series, or Grammy Awards. My hope is to compare the 
advertising decisions of firms within an industry both 
during highly rated telecasts and during “control” 
telecasts with average ratings in order to draw some 
insights into the demand for advertising on TV.   
 

Statement of the Topic 

Objectives 

New Programs 

Results 

Data  
I have been provided the data I need for my research 
from professor Julie Holland Mortimer. Professor 
Mortimer obtained an extremely extensive dataset 
that covers every advertisement run on every 
network for three years straight (2011-2013). The 
data contain all the relevant information about the 
ad, about when and where the ad ran, as well as a 
plethora of demographic information, covering 105 
demographic cuts with 4 variables each. A 
successfully merged copy of all telecasts, 
demographics, and ads from the first 6 months of 
2012 has over 9 million observations and over 450 
variables. These figures don’t even count the ~7 
million unmatched telecast observations. 
 

Sample Observation 

Next Steps and Acknowledgments 

Moving forward from here, I will begin work on looking at how ratings 
affect ad placement and build a decision tree to start predicting how these 
firms should react given a particular highly rated telecast. Following that, I 
will create a dataset of highly rated programs and see if I can identify 
whether or not firms are breaking out of pre-established patterns. 
 
I would like to sincerely thank Professor Julie Holland Mortimer for her 
help and support throughout this process. Without her, none of this 
research would have been possible. 
 
I would also like to thank Professor Bob Murphy for encouraging me to 
write a thesis last fall. Thanks for the support! 

I hope to complete this research across multiple 
industries that advertise a reasonable amount, so 
I’ve geared my time towards studying the Quick 
Serve Restaurant, Candy, and Wireless 
Telecommunications industries. In addition to 
analyzing each industry on its own, I do inter-
industry comparisons as well, looking at whether 
firms tend to break from their advertising patterns 
during a highly rated telecast in some industries 
more than others. The Stata output below displays 
how much each of my chosen industries advertises 
compared to others in the market. The three I’ve 
chosen are three of the biggest television 
advertisers. 

Peter Stein 
Adviser: Professor Julie Holland Mortimer 

What Guides Firms’ Decisions and How Their Choices Change During Highly Rated Telecasts 

Table 1: Taco Bell Rival Effects Regression  

The largest firms do not vary much at all from the industry trends when it comes to selecting genres and day parts. Small firms, on the 
other hand, will distinguish themselves from the larger firms when it comes to top genres and day parts. Logically, such behavior makes 

sense, as the smaller firms may try to find a new market segment in which to compete so as to avoid being overshadowed by larger 
competitors.  

Looking at Genre and Day Part: 
two tables that illustrate some 
key summary statistics in the 

Wireless Telecommunications and 
Quick Serve Restaurant industries 

Top Genres in the Wireless Industry Top Day Parts in the Quick Serve Restaurant Industry 

Methods 

Gap in the Observation for 420 demographic variables… 

This table displays statistics from the first 6 months of 2012 

Revising my Strategy: From Regressions to Tables 

Using Stata in Linux Using Latex to Word Process Finished Product 
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