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PREFACE

hroughout history, the form of mass media has been determined and lim-

ited by the technology of the age. In 1439, Gutenberg’s printing press first

delivered words to the masses on paper. Until the 1950s, short personal

messages were printed on strips of paper that were pasted to forms and
handed to recipients by Western Union delivery boys. The radio first delivered
audio through a large piece of furniture in the living room, only to be eventually
replaced by Sony’s Walkman delivering audio directly into the ear. Sight, sound,
and motion used to be delivered primarily at the local movie theater or on a small
black-and-white television screen in the living room.

The technology limited each of these forms to a single type of content: printed
words, sound, still pictures, and moving pictures, at first in unnatural black and
white. Each was limited to one-way communication from the few who produced
the content to the masses who received it.

It could be argued that the digital revolution and the Internet changed all that—
words, pictures, moving pictures, and interactivity are all just different kinds of
digital media that have converged on the three screens of video: the television set,
the personal computer, and the nearly ubiquitous mobile cell phone. The nature of
the content has changed also. In addition to professionally produced material, user-
generated content populates YouTube, social networks, blogs, Wikipedia, Twitter,
...and new media forms are emerging every day. The Internet gives users the abil-
ity to search for and retrieve in seconds information about virtually any subject on
earth, creating the opportunity to deliver advertising to people with a demonstrated
interest in the product or service.

But the digital world is constantly changing. Media that were new in 2003, such
as MySpace, are already beginning to show their age, challenged by newer options
like Facebook, LinkedIn, and Twitter. Search engines like Google and Bing, now
key drivers of online marketing, are vulnerable to start-ups that offer still further
improvements. The list could go on and on. Furthermore, the research tools avail-
able to evaluate online media are evolving, with enhancements coming out seem-
ingly every month.
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Preface

Given this constant state of change, the reader might reasonably ask, “How can
the seventh edition of a 30-year-old text remain relevant to today’s media profes-
sional?” The answer lies in the characteristics of the traditional media that con-
tinue to meet the fundamental marketing needs of advertisers. They must deliver
a message to a large percent of the population in a single day, give a piece of paper
or a product sample to the residents of a community, quickly create awareness of a
new product nationally or in one market, reach people in their car on the way to the
store, deliver a detailed message to the people most likely to use a product, place the
message within a compatible editorial environment, or quickly reach a large per-
centage of a niche marketing target, to name just a few of the nearly infinite mar-
keting needs.

Digital media cannot replace the ability of traditional media to meet all these
needs. They will supplement traditional media’s capabilities, and in a few cases may
even replace them, but only for those products and services where it makes market-
ing sense. Quick-serve restaurants, automobiles, and hotels have different market-
ing needs that the planner must match to the capabilities of the different media,
regardless of whether they are traditional or digital.

As planners evaluate alternatives, they will rely on the same fundamental mea-
sures that Jack Sissors wrote about 30 years ago: coverage (the percent of the adver-
tiser’s target in the medium’s audience), composition (the percent of the medium’s
audience in the advertiser’s target), selectivity (composition of the medium com-
pared to the population universe), campaign reach/frequency, effectiveness (how-
ever that is defined), and cost-efficiency. Planners must understand these basic
characteristics of all media, including the new online venues, to ensure the most
effective use of the advertising budget.

Accordingly, this seventh edition will continue to focus on the fundamen-
tals of media planning, with an emphasis on traditional media that continue to
receive the great bulk of advertising dollars. It will cover the basics of planning
and buying online display advertising (banners and rich media), and it will give an
overview of planning and buying search advertising on sites such as Google and
Bing. But a detailed discussion of the many new forms, from mobile to Twitter to
social media to blogs is simply not possible, both because of the space required
and because anything said today in the spring of 2010 is sure to be obsolete over
the 10-year life of this book. We will, however, show examples of how the new
media can be creatively used to enhance the effectiveness of advertising delivered
by traditional media.



Preface

So it is in this spirit that I begin the seventh edition of Advertising Media
Planning. I am indebted to the many people across the industry who have helped
me with this project—especially to my wife, Margi, who put up with me disappear-
ing into the den for hours at a time, and to the people in the media department at
DRAFTEFCB Chicago, who continue to inspire me with their intelligence, creativity,
and devotion to the media planning art.

Roger B. Baron
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FOREWORD

t is said by many that Erwin Ephron invented media planning. This was back in

the 1970s when, as those of us who were in the business remember, media had

backroom status in agencies. Erwin said in the foreword to the last edition of

this book, “For decades planning media has had a . . . modest persona.” This was
true for long after the media planning concept was first practiced, but as he says,
“That has changed . . . today media is one of the best career paths in advertising.”
Or, as far as I am concerned, any practice that is marketing related.

But the role that Mr. Ephron described, that of planning and strategy being the
reason “an agency can provide continuity in brand advertising management,” has
been achieved today. Mr. Ephron’s many other thoughts on media can be read on
his website at www.ephrononmedia.com.

So if you are opening this book to begin a career in media planning, further your
professional or academic education, or use it as a tool to teach others, you will find
it instructive and hopefully complete. Media options change so rapidly, even expo-
nentially, but the fundamentals you'll find here are timeless.

How Has Media Planning Changed?

The first serious moves for digital advertising as we know it today started in 1995
with Yahoo! (portal), I/PRO (metrics), and InfoSeek (search). But a bubble had to
burst and then recover before there was enough consumer critical mass for media
planners to take the Internet seriously. Today, options include Web display (HTML
banners, rich media, flash, and streaming audio and video), search, social media,
emerging media technologies, and many others we cannot begin to foresee, which
will eventually become commonplace by the time you read this book.

Digitization

We have gotten to the point where the digitization of TV is a fait accompli. The way
three-dimensional television will further unfold, whether the medium will have the
ability to deliver a custom creative message to individual homes or neighborhoods,
whether it will be primarily delivered through cable companies, phone companies,
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or Internet service providers—these are among the many interesting battles that
have yet to be fought during the age of digitization. The fastest growing of all digital
media types are digital out-of-home displays in gas stations, shopping malls, retail
stores, and so on. Other media, in fact, a// media will leverage all of their digital
capabilities in the upcoming years.

Digital advertising also brings with it new challenges when it comes to met-
rics and measurement. Historically, media research has emphasized the front-end
metrics of audience and audience effectiveness. Back-end metrics have been left to
market research (attitude, usage, and awareness research) and the world of direct
response for sales purposes. The Web allows for more sophisticated options on the
front end, although getting industry agreement on a standard way of measuring
these options is still a challenge.

Types of targeting abound. Just a short time ago, targeting was primarily about
demographics. It still is, especially in traditional media, but the types of targeting
available in the digital space include demographic, product usage, sociographic (life-
style/psychographic), contextual, behavioral, relevancy, social (birds of a feather),
retargeting people who have previously responded, keyword search, and more.

Digitization is inherently about technology; media planners today must be tech-
nologically astute. They must know how to deploy ad-serving tags, understand the
value of rich media versus banners, and be able to advise creative groups on these
issues. They must understand the technical considerations regarding banner spec-
ification and be prepared to lead the team, including the creative group, account
management, and clients, on their execution.

The media planner must also understand the back-end metrics that define
return on investment (ROI), because they represent the success or failure of a
campaign in the eyes of the advertiser and the agency. These do not include just
sales, but engagement metrics such as Cost-Per-action, CPinquiry, CPdownload,
CPregistration, CPvisitation, or CP whatever other metrics are deemed relevant.

Search
Search is today the largest and fastest-growing part of the interactive marketplace,
yet it is not necessarily controlled by the media planner or even the chief marketing
officer (CMO). For many companies, the website and search are the responsibility
of the information technology (IT) department. We expect this to change over time
as advertisers recognize their importance to the overall marketing plan.
Emerging media technologies abound. It is problematic to predict which will
receive critical mass, but for some the future is clear. There is not much adver-
tiser acceptance yet, but mobile has consumer critical mass and is sure to grow.
Applications, also known as apps, widgets, or gadgets, have the potential to become
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major advertising units. We are also sure to see video everywhere (on smart phones,
mobile, and out of home). Nevertheless, television is expected to remain the princi-
pal place where video is watched, although the ways in which it is delivered to your
living room or family room may change.

Social media has become a fact of life for the advertiser. The biggest aspect of
social media turns out not to be as a major advertising medium, however. It is that
consumers now feel they have permission to comment on everything from ad cam-
paigns to products and services to corporate policy. The consumer engagement in
communications will probably affect creative more than media, although the media
planners’ tools for measurement should come in handy here.

How Has Media Planning Stayed the Same?

As much as it is popular to talk about how media has changed or evolved, it is
important to realize how much has remained the same—the basics and fundamen-
tals of media planning still need to be practiced. It has never been more important
to understand who your target audience is and then to properly implement the plan
to reach them. Accurately translating the advertiser’s marketing objectives into
the advertising message and then into the media objectives and strategy remains
crucial.

While many new metrics for measuring media effectiveness have been proposed,
such as the continued “fuzzy” metric of engagement, tools like reach (how many
of your target has the opportunity to see your message) and frequency (how many
times are they exposed) remain the best way to compare the impact of alternative
plans. Reach and frequency and their building block, the gross rating point (GRP),
are expected to survive in the new world of digital metrics, as are important con-
cepts like audience composition and the value of a medium’s content. Digital media
have learned from their traditional media forbearers the value of having commonly
accepted, standard ways of defining and measuring advertising exposure.

At first, the Web planners resisted standards; they wanted to talk about the
improved metrics that the Web could provide. Over time, the digital industry has
come to realize that standards do not reduce the value of the new media. Instead,
they bring comparability and order to the marketplace so that all are talking
the same language and are on the same page. Efforts to standardize metrics are
expected to continue through important organizations such as the Interactive
Advertising Bureau (IAB), American Association of Advertising Agencies (4As), the
Media Rating Council (MRC), and many others. A budding media planner could do
no better for his or her career than to get involved with these organizations as they
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work to develop standards. It not only represents a great learning opportunity, but
also provides exposure to the leaders in the industry.

What About a Career in Media Planning?

As mentioned earlier, this book is a great resource if you are contemplating a career
in media.

Starting a career as a media planner can prepare you for many different market-
ing and advertising roles, including that of a media strategist, media researcher, or
media director on either the agency or client side. Many go on to successful careers
in advertising sales. More than a few CMOs had their first job in media.

Some benefits you gain with a career in media planning include the following:

1. An understanding of marketing and media data and analytics. The business
world is driven by data today; data is the new creative in the media business.

2. An understanding of marketing strategy.

3. An understanding of the creative process and the knowledge of what works
and what doesn’t. Even CEOs need this.

4. Some great lessons on dealing with others. Everything is a learning experience,
a negotiation experience, or both.

5. How to prepare an effective and persuasive written or oral presentation. After
all, you have to sell your work every day.

As a media planner and buyer, you will be responsible for ensuring that the sub-
stantial amounts of money you are entrusted with are properly spent and accounted
for. Beyond that, you will come to understand the value of honesty and fair dealing
as you work with your client, your coworkers, and the media sales representatives.

Enjoy this book—it is a great resource. For those of us who have spent a career
in media and love it, the book Jack Sissors started has been and always will be a
primary reference because of its solid and in-depth information on everything you
want to know about advertising media planning. This new edition is expected to
carry on that tradition. Thanks to Roger Baron for making this happen.

David L. Smith
CEO and Founder
Mediasmith, Inc.



Introduction to Media Planning

The Art of Matching Media to
the Advertiser’s Marketing Need's

t was the client’s annual advertising review at a large Midwestern advertising

agency. The creative team was presenting digital animatics of the new campaign

from the flat-screen monitor on the wall. The media director was glancing at the

BlackBerry in his lap below the table, waiting for a response from ESPN about
the base package for this client. The light in the corner was still blinking green as
the creative director finished up, but he could see from the smile on the client’s
face that it was a success. The creative director had sold the campaign. Now it was
media’s turn.

The client turned to the media director and said, “This creative is great. Now
I want to know how you're going to spend the $100 million I'm giving you so my
customers will see it. I want to know what my competition is doing, who you are
targeting, what media you are going to use and why, where it will run, and when it
will run. I want to know how many of the target audience will see the campaign and
how often they will see it. But mainly, [ want to see how you plan to creatively inte-
grate this campaign across all the different platforms we have today—the conven-
tional TV set, the PC, the online search, and the mobile, social, and other oppor-
tunities from emerging media that didn’t exist just a few years ago. If you make a
good case, I'll authorize the $100 million. So let’s see your media plan.”

A bit overdrawn perhaps, but it is the job of the media planner to answer these
questions and to develop a plan that delivers the creative message to the target as
effectively and efficiently as possible. It is a fascinating job that combines market-
ing, psychology, show business, law, research, technology, and the planner’s sensi-
tive, creative insights into the human condition. It has the planner playing the dual
roles of both salesperson and client—sometimes alternating between the two from
one minute to the next. In the sales role, planners must convince the advertiser

1
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ADVERTISING MEDIA PLANNING

and his or her own agency team that they have developed the most effective media
plan. Then with a ring of the telephone, a planner becomes the client of the media
sales representatives who want their website, cable television network, magazine, or
other medium included on the plan—that is, included so they receive an order for
some of that $100 million budget. These are the outward manifestations of the core
job of the media planner: to make the most effective use of the advertiser’s media
budget.

Media: A Message Delivery System

Media exist primarily to deliver message content—entertainment, information, and
advertisements to a vast audience. Media should be thought of as both carriers and
delivery systems. They carry advertisements and deliver them to individuals who
buy or choose media first on the basis of the kind and quality of entertainment and
information and second on the kinds of advertisements they deliver. Advertisers
find media to be convenient and relatively inexpensive delivery systems compared
to direct mail or other channels that do not carry entertainment and information.

This definition applies to online media as well as traditional mass media—the
banner ads on websites and the sponsored links that accompany paid search key-
words serve the same function as the commercials and printed advertising that
accompany information and entertainment in traditional media.

It is important to recognize that consumers have specialized needs that media
can meet, such as providing information about certain kinds of products and
brands. Readers can browse a magazine or newspaper, stopping to look at any
advertisement that seems interesting. When there is a clear need for information,
15 minutes spent with Google, Bing, Wikipedia, and the other search engines will
give a person top-line knowledge about any topic on earth.

Advertisers who want to reach both a mass and a specialized audience find it is
more expensive to buy media that reach the specialized audience. However, no mat-
ter which kind of audience advertisers want to reach, it is imperative that someone
plans the purchase of media as far ahead of publishing or broadcast dates as pos-
sible. Advertisers cannot afford to buy media impulsively or capriciously. Therefore,
the planning function is a major operation in advertising and media agencies and
at client companies. There is too much money involved to not plan ahead of time,
and this book concentrates on the planning function.

Two words are sometimes used as if they mean the same thing: medium
(the plural is media) and vehicle. They are not exactly the same. A medium
refers to a class of carriers such as television, newspapers, magazines, and
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Introduction to Media Planning

so on. In other words, it refers to a group of carriers that have similar char-
acteristics. A vehicle is an individual carrier within a medium. For example,
the website CNN.com is a vehicle within the online medium. “60 Minutes”
is a vehicle within television. Martha Stewart Living and People are vehicles
within the magazine medium.

Media Planning

Media planning consists of the series of decisions made to answer the question,
“What are the best means of delivering advertisements to prospective purchasers
of my brand or service?” This definition is rather general, but it provides a broad
picture of what media planning is all about.

A media planner attempts to answer the following specific questions:

How many prospects (for purchasing a given brand of product) do I need or
can I afford to reach?

In which media should I place ads?

How many times a month should prospects see each ad?

During which months should ads appear?

Where should the ads appear? In which markets and regions?

How much money should be spent in each medium?

When all the questions have been asked and the decisions made, the recommenda-
tions and rationales are organized into a presentation (usually PowerPoint) and a
written document called a media plan. The plan, when approved by the advertiser,
becomes a blueprint for the selection and use of media. Once the advertiser has
approved the plan, it also serves as a guide for actually purchasing the media.

It would be a mistake, however, to think of media planning as nothing more
than finding answers to a list of questions about media. Such a view is too narrow
to provide the necessary perspective. Rather, it is better to assume that each ques-
tion represents certain kinds of problems that need to be solved. Some problems
are relatively simple, such as, “On which day of the week should television commer-
cials be shown?” Other problems are much more difficult, such as, “In which media
will ads most affect the prospect’s buying behavior, resulting in the most additional
sales?”

Media planning should be thought of as a process or a series of decisions that
provides the best possible answers to a set of problems. It is the planner’s recom-
mended way to balance the many trade-offs within a given budget. A planner might
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ADVERTISING MEDIA PLANNING

find that a recommended solution to a given marketing problem does not make
sense when other factors are considered. Finding the best solutions to a set of mar-
keting problems represents the main task of planners. That is what makes media
planning such an intellectually challenging activity. In a sense, media planners are
marketing professionals with media expertise.

The Changing Face of Media Planning

Some marketers believe the traditional media forms such as television, newspapers,
magazines, and radio are passé. This is a mistake. Although the Internet as a whole
is now accessible to 86 percent of the U.S. population,! its fragmentation across
thousands of sites (the so-called Long Tail) makes it costly to deliver advertising to
large numbers of people with enough frequency to communicate the message. Mass
media, especially the top-rated television programs and large-circulation magazines
such as People, continue to define popular culture in the United States and in the
world. Mass media are essential to create broad awareness of new products and
services and to reinforce awareness of existing brands. But today’s consumers want
more information than can be communicated with the traditional media. Because
they expect to get this information from the Internet, marketing plans must con-
sider how this medium, and especially search tools such as Google and Bing, will be
used to build on the awareness that has been created with mass advertising.

At the same time, advertisers want to reinforce awareness with frequent brand
mentions in media that are part of the target audience’s daily life. Exhibit 1-1 on
pages 67 presents the example of Coors Light’s use of ESPN cable television, ESPN:
The Magazine, mobile advertising on cell phones, and online exposure to men
of legal drinking age during the annual personnel draft of the National Football
League (NFL).

Traditionally, media planning has asked questions revolving around how media
can reach the right persons. The “right” persons came from broadly aggregated
data, such as “women ages 18—49” or “men ages 25—54.” But these broad demo-
graphic characterizations were developed to accommodate the sale of broadcast
media, radio, and television, where the available research dictates that age and gen-
der demographics are the currency of a buy. They obscure an almost unlimited
array of lifestyles, interests, and even media habits that are relevant to marketers
if they want to deliver advertising to their best prospects. Today’s media planning
requires planners to identify smaller groups of product users and the media that

1. Mediamark Research & Intelligence, LLC, Spring 2009.
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Introduction to Media Planning

best reach them. Online advertisers can use behavioral targeting to direct ads to
people who visit related websites. Sponsored search on Google and many other
venues allows delivery of advertising to people who, by definition, have shown an
interest in a product or service.

Technology has made it economical to deliver program content that appeals
to smaller and smaller groups of people. Audience fragmentation has become the
dominant characteristic of media, especially television, in the 21st century. Today
the average home can receive 119 channels, up from 61 channels in 2000.> Cable
television networks, delivered either by wire or by satellite, can now be seen in 90
percent of U.S. households.? This proliferation of viewing choices has significantly
eroded the audience to the traditional broadcast networks, but total hours of view-
ing have remained essentially constant.

The result is a splintering of the audience among channels whose content may or
may not be relevant to advertisers. For example, marketers of vacation destinations
will certainly advertise on the Travel Channel, but the majority of their customers
never watch it. Although the target audience composition of the Travel Channel
is very high (just about all the viewers are interested in travel), its coverage is very
low—there are a great many travelers who never watch the Travel Channel. The
planner’s challenge is to develop a balanced plan that includes some vehicles that
offer high coverage to ensure every product user will see the message, and others
with high composition that will minimize waste. This coverage/composition trade-
off will be a recurring theme throughout this book.

The expansion of video content to pre-roll commercials before streaming video
on the PC, mobile cell phones, and other platforms will further fragment the audi-
ence into hundreds, if not thousands, of video sources that reflect the media equiv-
alent of what has been called the Long Tail. The term was first coined by Chris
Anderson in a Wired magazine article in October 2004. It expresses the concept,
exploited by Amazon.com and other online retailers, that business can make a
profit by selling relatively small quantities of a large number of items, versus the tra-
ditional model that relies on quantity sales of a relatively short product line. Applied
to media, it means that an advertiser needs to spread the message across many
small channels to reach the widely scattered audience. The typical cable advertiser
will buy time on 20 to 30 cable networks in addition to schedules on the broader-
reach broadcast networks.

2. Nielsen Television Audience 2007, updated June 26, 2009.
3. The Nielson Company, ADS Counts, March 2009.


Barbara

Barbara

Barbara

Barbara

Barbara

Barbara

Barbara

Barbara

Barbara

Barbara

Barbara


ADVERTISING MEDIA PLANNING

EXHIBIT 1-1

Coors Light Beer’s Use of Online and Mobile Internet
to Extend the Impact of Traditional Media

To kick off the summer, Coors Light used its status as the official beer of the NFL to
connect the brand to the NFL Draft. The intent was to increase exposure during the
off-season through TV, digital, mobile, outdoor, and on-site hospitality. So as the exclu-
sive presenting sponsor of the draft on ESPN and the NFL Network, Coors Light ran
NFL-themed creative and received in-program features and enhancements.

Mobile alerts were created to provide customized content on players and teams,
and they played a key role in keeping on-the-go fans informed while reinforcing
Coors Light’s official sponsor status.

Opt-ln Call To Action
Mobile Web Banner

=

Follow THE DRAFT
From o .

Fhon
Banner Drives to
Opt-In Landing Page

Branded Text Alert

A

|| From: ESPN Alens

ESPN NFL Dvalt - The Detrcst
Lions select Matthew Stafford.
0B Ceargia, 1= Rd, 181 Pk

| Sponsored by Frost Browed

S S S — | || Coors Ligh

e

Sat, April 25 4:15 pm

Source: MillerCoors LLC. Used with permission. Image
quality is due to the requirements of the medium.

Through NFL.com, ESPN.com, and Yahoo Sports, customized video features were
deployed, reinforcing the branded messaging present across other media. These
included out-of-home advertising placements, collateral materials in restaurants
and bars, and the appearance of retired NFL players in drinking establishments
to promote and drive traffic to the NFL-themed Coors Light website, while raising
awareness of Coors Light’s NFL Draft partnership.

Hospitality events for distributors and retailers were hosted in New York, includ-

ing a flag football game with retail partners as players and retired NFL athletes as
coaches.
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Watch the 2009 NFL
Draft and Meet Your
Faworite NFL Stars

Source: MillerCoors LLC. Used with permission. Image quality is due to
the requirements of the medium.

Coors Light sponsored ESPN: The Magazine events and an EA Sports luncheon dur-
ing the draft weekend, providing consumers access to Coors Light products, event
tickets, and an opportunity to meet NFL players.

At the NFL Draft event, Coors Light hosted interactive press conference booths
on-site. For those not able to attend, remote events were hosted for the New York
Giants and Jets, including watching parties at respective stadiums and several
Dave & Buster’s restaurants in the New York area as well as team training facility
locations.

Results

The campaign was seen as a big success. Hundreds of thousands of individuals
signed up to receive mobile SMS alerts, and millions of branded alerts were sent out
over the draft weekend. In total, Coors Light received tens of millions of impressions
across all NFL Draft-related media.

Aregional manager of a major retail chain responded positively to the overall NFL
Draft experience, “Wow, it was awesome. Everyone loved it and would love to do more
things like this. It was by far the best thing we have done as ateamin a very long
time.”
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The Changing Role of Media Planners

As a result of technological advancements and audience fragmentation, the role of
media planners has changed in advertising and media agencies. Today, media plan-
ning ranks in importance along with marketing and creative planning, but in the
early days of advertising agency operations, media planning consisted of simple,
clerical tasks. There were fewer media available in those days, and little research on
media audiences had been done to guide planners in decision making.

Today, planning has become much more complex and important. Planners must
have a greater knowledge base from which to formulate media plans. They not only
must know more about media, which have increased tremendously in number over
the past 10 years, but also must know how the media plan can contribute to the
overall marketing plan. And most important, planners must have an almost intui-
tive sense of their target’s life so they can select media that will expose the adver-
tising at the most opportune time. This makes media planning today a more chal-
lenging, but also a far more creative, process than ever before.

Exhibit 1-2 presents a campaign created by McCann Erickson, Detroit, the ad
agency for Travel Michigan (the state department responsible for promoting tour-
ism to Michigan) as a good example of this. As part of a multimedia effort, the
group ran advertising on the sides of tour buses in Chicago, knowing that peo-
ple who visited the city would be good candidates for extending their vacation to
include neighboring Michigan. Their marketing rationale follows:

At the heart of the Pure Michigan campaign is a simple idea: Your time off should
feel a world away from your everyday life. Applying the idea to out-of-home gave
the state of Michigan a powerful tool for drawing a contrast between daily life and
the idealized vacation getaway: putting a little piece of Pure Michigan right in the
middle of the everyday world. Whether alongside a suburban interstate, on a city
wallscape, or wrapped around a downtown Chicago tour bus, each out-of-home ad
showcases a glimpse of Michigan’s natural beauty. This startling contrast creates an
oasis-like feel in the middle of an ordinary day—giving consumers a sample of what
their Michigan vacation will feel like.

What brought about this need for a broader knowledge base? Foremost was the
rise of the marketing concept, which changed media planning from an isolated
activity to one closely related to marketing planning. In fact, one way to evaluate
a media plan is to measure how effectively it helps attain the advertiser’s market-
ing objectives. Another cause of the change was the development of new and more
definitive media audience research techniques. As a result, more research is avail-
able to help planners choose from myriad alternatives.
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EXHIBIT 1-2

Michigan Tourism Out-of-Home Tour Bus Advertising

Source: Travel Michigan. Used with permission.

The change is also due to the universal availability of the Internet and low-cost,
high-speed computers that make routine the physical acquisition and manipulation
of vast amounts of data. The Microsoft Excel spreadsheet is the workbench that
planners use to compare and cost out media alternatives. Planners are expected to
have a thorough knowledge of this tool, including the most commonly used func-
tions and the four methods of database management (sort, filter, subtotal, and pivot
table). Finally, the Microsoft PowerPoint presentation system is used to develop the
presentation that will ultimately sell the plan to the client.

Media planning, then, is not so much a matter of being able to answer such rela-
tively simple questions as where to place advertisements or how many advertise-
ments to run each week. It is a matter of proving that optimal decisions were made
under a given set of marketing circumstances. Advertisers demand such explana-
tions, and media planners must be able to provide them. Today’s media planners
have changed as requirements for planning have changed. The new planner must
have a breadth of knowledge, marketing understanding, research familiarity, com-
puter literacy, creative planning awareness, and media acumen to do the job com-
petently. It is within this framework that media planning now takes place.
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Classes of Media

Planners like to separate media into various classes as a form of shorthand for the
capabilities and characteristics that derive from their physical form. Typically, plan-
ners identify traditional media, nontraditional media, online media, and specialized
media. However, even these distinctions break down with the convergence of media
forms. Video is displayed on three screens: the television set, the personal computer
in the form of streaming video, and the mobile platform that displays information
and video on the cell phone. Magazines and even newspapers (their news content)
are delivered electronically, posing a threat to the advertiser-supported business
model that has sustained them for 100 years. Digital billboards vastly expand the
capabilities of the oldest mass medium.

In the interest of convenience and common usage, we will stay with the four-
way classification: traditional mass media, nontraditional media, digital media, and
specialized media.

Traditional Mass Media

Mass media such as newspapers, magazines, radio, and television are especially
well suited for delivering advertisements—as well as news, entertainment, and
educational content—to a widespread general (or mass) audience. Planners find
mass media valuable because (1) such media are able to quickly deliver large audi-
ences at a relatively low cost, (2) they can deliver advertisements to special kinds of
audiences who are attracted to each medium’s editorial or programming, and (3)
they tend to develop strong loyalties among audiences who return to their favorite
medium with a high degree of regularity. Over the years, traditional mass media
have developed systems and practices that respond directly and efficiently to the
marketing needs of advertisers. They get the bulk of the advertising dollars, and
they are the meat and potatoes of media planning. Online and the new digital
media are joining them, but as of this writing, they have a long way to go before
they will replace traditional media.

Television is the traditional mass medium that most people think of first. The
digital revolution has resulted in a convergence of platforms on which people watch
their favorite programs. While we may still call it television, video is a more appro-
priate term, with the only difference being the platform on which it is displayed.
Nielsen refers to the “Three Screens” of video: conventional television, streaming
video displayed on a computer screen, and mobile that displays video content on
a cell phone screen. Although there may be little difference to the viewers, there
are substantial differences in the way their audiences are measured and in the way
advertising is planned and bought.
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Introduction to Media Planning

Media planners, however, also know that mass media have their limitations in
delivering advertising messages. The most serious is that mass media audiences do
not see, hear, or read a medium solely because of the advertising content. Media
vary in their ability to expose both editorial and advertising material.

Broadcast media, such as radio and television, are seldom sought out by consum-
ers for the advertisements alone. Broadcast commercials have an intrusive charac-
ter, breaking into the play or action of a program and compelling some attention
to the advertising message. Whether any given viewer will or will not watch a par-
ticular commercial is determined more by the ingenuity and value of the message
than by its appearance on an interesting program.

As of March 2010, 36 percent of U.S. homes have a digital video recorder
(DVR),* and on playback, most viewers skip the commercials of programs they have
recorded. However, this negative consequence on ad exposure affects primarily
scripted high-rated prime-time programs, daytime soaps, and late-night entertain-
ment. Very few people record news, sports, most cable channels, and syndicated
programs like “Oprah” and “Access Hollywood.” And even for the highly recorded
prime-time programs, the impact of DVRs has been greatly mitigated by the indus-
try shift to the C3 rating, which reports the audience to the average commercial
minute watched at normal speed live or within three days of telecast. Much more
about this later on.

Newspapers have news, entertainment, information, and catalog values for their
readers. A newspaper generally has excellent readership of local news editorial and
advertising material, serving as a buying guide for readers who are looking for many
different kinds of products. People often check newspaper ads immediately before
their regular food shopping day to find the best grocery bargains. For frequently
purchased products, where prices are prominently displayed, newspapers can be a
very effective selling medium.

Surprisingly, newspaper circulation is up 7.4 percent according to the latest fig-
ures (2008 daily circulation: 50.7 million versus 47.2 million in 2000, according to
the Editor and Publisher International Year Book). However, advertising revenue
is down dramatically due to the shift of classified advertising to the Internet. As
of summer 2009, ad revenue to local newspapers was 12.0 billion, down 2 percent
from $12.2 billion in 2000, according to Nielsen Monitor-Plus. Flat revenue after 10
years of rising costs has forced bankruptcies, led to editorial staff cutbacks, reduced
publishing days, and other problems. Despite this severe challenge to its business
model, the newspaper remains a viable media option that continues to offer good

4. The Nielsen Company, April 2010.
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value to advertisers. The medium will be presented in this book with the same
capabilities as it has in the past.

Newspapers are relatively untargeted mass media. Magazines, on the other
hand, are much more selective in their ability to precisely target advertising expo-
sures. Some, such as fashion, home, and special-interest publications, are bought as
much for their advertising as for their editorial matter. Other more general-interest
publications, such as newsweeklies and personality and sports magazines, appeal
to readers who are looking for interesting articles and stories rather than product
information.

Billboards are the oldest form of traditional media. They offer the opportunity
to reach consumers immediately before they enter a retail store, provide reminder
advertising, and have been proven to create broad, immediate brand awareness of
new products. Unfortunately, the medium has long suffered from inadequate mea-
surement. The Traffic Audit Bureau, using GPS technology, aims to replace the old
traffic count with modern measurement that they hope will allow the medium to be
planned in a way similar to broadcast. We'll discuss this topic in more detail later.

Obviously, the creative quality of the commercial or advertisement affects its
impact on the consumer and the numbers of consumers who will read, see, or hear
it. This is true regardless of which medium is used.

Nontraditional Media

Traditional mass media all engage in one-way communication—from the source
to great numbers of viewers, listeners, and readers using technology that has been
around for decades. Almost any other innovative way of delivering ad messages to
consumers is considered a nontraditional medium. These media disseminate adver-
tising messages through means not usually called media. For example, the combi-
nation of magazines and sales promotion is sometimes called nontraditional media,
even though sales promotion has not historically been categorized as a medium.
Digital advertising, though certainly not traditional, is generally viewed in its own
category.

Nontraditional media include the vast array of out-of-home venues where the
advertising will stand out from its competition. In addition to providing a place for
advertising, they also satisfy the need for additional revenue from companies that
have exposure to the public and feel that their unique location offers an opportu-
nity to sell advertising. The most commonly used nontraditional media include
television screens in airport waiting areas, elevators, the top of gas pumps, in doc-
tor’s offices, and any other place where a video screen will display content to the
public. Nontraditional media also include posters in health clubs, signage on a golf
course, and banners at public events. Some locations, such as the walls of public
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Introduction to Media Planning

restrooms, the floor of grocery stores, and overhead luggage bins of commercial
airliners may be driven more by a proprietor’s desire for additional income than by
the advertiser’s need for an alternative venue.

Many media planners recommend using nontraditional media, but there have
been some problems in determining what the advertiser receives for the money.
The problems are caused by the lack of continuing measurements of the audience
delivered by these less-established media. In addition, what information does exist
is typically provided by the media themselves, raising questions about its accuracy
and objectivity. In most instances, planners have to guesstimate the sizes of audi-
ences. The Digital Place-based Advertising Association (www.ovab.org) has devel-
oped measurement standards that are intended to resolve or at least mitigate these
problems.

Online Media

The proliferation of online media options in the last 10 years justifies its own clas-
sification. It includes any communications medium where there is a real-time inter-
action between the user and the content producer via the Internet. The content
is accessed with a Web browser or device functioning as a Web browser. So this
includes conventional websites viewed on a personal computer; streaming video;
social media such as Facebook or LinkedIn; search engine marketing (SEM) with
Google, Bing, or others; Web-enabled cell phones; long-form high-definition video
delivered to a television set functioning as a computer monitor; and other online
forms that are sure to be developed after this book has gone to press.

The fundamental principles of online planning are the same as for traditional
media, but there are two schools of thought regarding where it fits in the media
department organization. One approach is to think of online as simply another
medium to be planned by the traditional media planning group. This has the
advantage of consolidating all media planning in the hands of a single person
or group, allowing them to choose whatever media make the most sense for the
advertiser (sometimes referred to as “media agnostic” planning). The downside of
this approach is that online media and measurement tools change so rapidly that
it takes full-time involvement to stay current. In the online world, six months is a
long time.

The other approach is to create a separate online unit within the media depart-
ment or even as an outside company specializing in online media planning and
buying. Although this group might be organized by client, their day-to-day involve-
ment with the medium and support from others in the group who can answer
questions allow these specialists to do a better job of planning online display and
search advertising than is possible by a generalist. On the other hand, specialists
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must guard against becoming narrow advocates of online in a world where adver-
tisers are looking for the best media to meet their marketing objectives, regardless
of which that turns out to be.

In the experience of David L. Smith, president of Mediasmith, the practice is
evenly split: “Some have separate groups within a media department. Some are
integrated and some are a separate company. Take your pick. There is no most.”

Specialized Media

Special-interest consumer magazines appeal to specific reader interests such as ski-
ing, money management, photography, or antiques. These magazines are read as
much for their advertising as they are for their editorial content. Therefore, these
magazines often attract readers who purchase the magazine not only for the edi-
torial material, but also for information on the kinds of products advertised. Such
media are often referred to as niche media because of their special-interest focus.

A large category of media also exists to meet the specialized needs of industrial
manufacturers, service companies, wholesalers, retailers, and professional workers
such as physicians, attorneys, and teachers. These media take the form of publica-
tions that contain editorial matter as well as advertising pertaining to the special-
ized market, but they also include films, trade shows, convention exhibits, CDs, and
even flash drives containing a file with the promotional message and stamped with
the advertiser’s logo that can be used by the recipient long after the initial presenta-
tion. Business-to-business advertisers are typically the advertisers most interested
in these forms of media.

Other specialized media exist exclusively for the purpose of delivering advertis-
ing messages. They carry no editorial matter and are not sought after by readers as
are other forms of media. Such advertising-oriented media include handbills, direct
mail, outdoor billboards, car cards that appear on buses or trucks, and freestanding
inserts (FSIs) in newspapers.

Another specialized medium is the catalog. Although consumers often request
catalogs, they look at catalogs less frequently than they do mass media. At the same
time, many advertisers find catalogs productive because consumers use them as
shopping guides. One form of catalog is the telephone book, which carries advertising
but also carries editorial matter—telephone numbers. Plumbers, for example, might
justifiably use telephone book advertising exclusively, because plumbers are not usu-
ally called until an emergency arises. On such occasions, the consumer will search
ads in the Yellow Pages to find a plumber but probably will not notice such ads at any
other time. Although still widely used today, the rise of the Internet and sources such
as Craigslist have severely impacted the Yellow Pages and newspaper classified adver-
tising, calling into question the long-term survivability of the medium.


Barbara

Barbara

Barbara

Barbara

Barbara

Barbara

Barbara


Introduction to Media Planning

General Procedures in Media Planning

Marketing considerations must precede media planning. Media planning never
starts with answers to such questions as, “Which medium should I select?” or
“Should I use television or magazines?” Planning grows out of a marketing problem
that needs to be solved. To start without knowing or understanding the underlying
marketing problem is illogical, because media are primarily a tool for implement-
ing the marketing strategy.

As you will see in the hypothetical media plan presented in Chapter 2, the
starting point for a media plan should be an analysis of a marketing situation. This
analysis is made so both marketing and media planners can get a bird’s-eye view of
how a company has been operating against its competitors in the total market. The
analysis serves as a means of learning the details of the problem, where possibilities
lie for its solution, and where the company can gain an advantage over its competi-
tors in the marketplace.

After analyzing the marketing situation, marketing and media planners devise
a marketing strategy and plan that state marketing objectives and spell out the
actions to accomplish those objectives. When the marketing strategy calls for
advertising, the usual purpose is to communicate to consumers some information
that helps attain a marketing objective. Media are the means whereby advertise-
ments are delivered to the market.

Once a marketing plan has been devised, an advertising creative strategy must
also be determined. This consists of decisions about what is to be communicated,
how it will be executed, and what it is supposed to accomplish. A statement of
advertising copy themes and how copy will be used to communicate the selling
message is also part of that strategy. Media planning decisions are affected by the
advertising creative strategy because some creative strategies are better suited to
one medium than to any other. For example, if a product requires demonstration,
television is the best medium. If an ad must be shown in high-fidelity color, maga-
zines or newspaper supplements are preferable. Creative strategy also determines
the prospect profile in terms of such demographic variables as age, sex, income, or
occupation. These prospects now become the targets that the planner will focus
on in selecting media vehicles. Modern channel planning software can aid in the
process of selecting the best media channels. (See Chapter 10 for more on this
subject.)

Up to this point, persons other than the media planner have been making
decisions that will ultimately affect the media plan. The marketing or market-
ing research people are responsible for the situation analysis and marketing plan,
although media planners are sometimes involved at the inception of the marketing
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plan. Copywriters and art directors are generally responsible for carrying out the

creative strategy. Sometimes a marketing plan is as simple as a memorandum from

a marketing executive to the media planner or even an idea in an advertising execu-
tive’s mind. In such informal situations, media planning begins almost immediately,
with little or no marketing research preceding it. Exhibit 1-3 summarizes the pre-

planning steps.

EXHIBIT 1-3

Marketing Problem

Scope of Media Preplanning Activities

All media planning starts with a problem in the context of
national, local, or business-to-business marketing/advertis-
ing. Examples of the kinds of problems could be how much to
spend for advertising next year, how to increase sales vol-
ume, or how to stop eroding market share.

Situation Analysis
Purpose: To understand
the marketing problem. A
company and its competi-
tors are analyzed on the
basis of:

1. Size and share of the

total market

2. Sales history, costs, and
profits

. Distribution practices

. Methods of selling

. Use of advertising

. ldentification of
prospects

7. Nature of the product

o ulh w

Marketing Strategy Plan
Purpose: To plan activities
that will solve one or more

of the marketing problems.

Includes the determina-

tion of:

1. Marketing objectives

2. Product spending
strategy

3. Distribution strategy

4. Which elements of the
marketing mix to use

5. Identification of “best”
market segments

Media Planning

Creative Strategy Plan
Purpose: To determine what
to communicate through
advertisements. Include
the determination of:

1. How product can meet
consumer needs

2. How product will
be positioned in
advertisements

3. Copy themes

4. Specific objectives of
each advertisement

5. Number and sizes of
advertisements
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The media planner begins work as soon as a marketing strategy plan is in hand.
This plan sets the tone and guides the direction that the media decisions will follow.

The first item to come out of such a plan is a statement of media objectives.
These are the goals that a media planner believes are most important in helping
attain marketing objectives. Goals include determination of which targets (persons
most likely to purchase a given product or service) are most important, how many
of those targets need to be reached, and where advertising should be concentrated
at what times.

Objectives form the basis for media strategies. A media strategy is a series of
actions selected from several possible alternatives to best achieve the media objec-
tives. Media strategies will cover such decisions as which kinds of media should
be used, whether national or spot broadcast advertising should be used, how ads
should be scheduled, and many other decisions.

After the strategy is determined, the implementation of the media plan begins.
Some planners call all these subsequent decisions tactics. Whatever they are called,
many decisions still have to be made before tactics culminate in a media plan. As
indicated in Exhibit 1-4, these decisions might include the selection of vehicles in
which to place ads, the number of ads to be placed in each vehicle, the size of each
ad, and the specific position within each vehicle that an ad will occupy.

A media plan is custom tailored—designed expressly to meet the needs of an
advertiser at a given time for specific marketing purposes. A media plan should never
be a copy of last year’s plan with new costs, nor should it be simply a blank form with
spaces that can be filled in quickly with selected dates or times for running ads. Each
media plan should be different from preceding ones for the same product.

Plans are custom tailored because the marketplace is rarely the same from year
to year. Competitors rarely stand still in their marketing activities. They change
their messages, change their marketing expenditures, introduce new brands, or dis-
continue distribution of old brands. Consumers also change, moving to different
geographical areas, getting new jobs, retiring, getting married, adopting different
leisure-time activities, or buying new kinds of products. As a result, each marketing
situation presents new opportunities as well as new problems.

Because marketing situations change, new approaches to planning are constantly
needed to keep up with or ahead of competitors. Media planning is also affected by
the new kinds of research or analysis needed to keep abreast of a changing business
world. Media planning requires a great sensitivity to change. For this reason, even
direct competitors may decide on very different media strategies. Exhibit 1-5 shows
the allocation of calendar 2008 media dollars by the six leading vacuum cleaner
companies.
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Kinds of Questions That Lead to Decisions About
Media Objectives and Strategies

The following is an overview of some of the many questions that lead to media objec-
tives and strategies. Note that strategies grow out of objectives.

Media Objectives

What action should we take
as aresult of media used by
competitors?

What actions should we take as
aresult of our brand’s creative
strategies?

Who should be our primary and
secondary targets?

What balance of reach to fre-
quencyis needed?

Do we need national and/or
local media?

What patterns of geographical
weighting should we use?

What communication goals
(or effectiveness goals) are
needed?

Which kind of scheduling pat-
terns suit our plans: continuity,
flighting, or pulsing?

Do media have to support pro-
motions? Why?

Is media testing needed? How
should it be used?

Is budget large enough to
accomplish objectives?

Media Strategies

Should we use same media mix as competitors? Should
we allocate weight the same way as competitors?
Should we ignore competitors?

Which media/vehicles are best suited? Any special
treatments (gatefolds, inserts)? Which dayparts?

Which product usages patterns should we consider?
Heavy/medium/light users? What distribution of strate-
gic impressions? Which dayparts?

What levels of reach and frequency? What levels of
effective reach/frequency?

What proportions should go into national media?
Should we weight by dollars or GRPs? Where should
we place weights? When should we weight (weeks/

months)? What weight levels for each market?

Which criteria of effectiveness should we use?

Should we use one or more? When should we weight
more heavily?

What proportion of the budget should be used? What
media mix?

How many tests and in which markets? How should we
translate (Little USAor As Is])?

Do we need to set priorities? Which must we achieve,
and which are optional? Do we need more money than
is available?
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EXHIBIT 1-5
Is There a Best Media Strategy?
BRAND A BRAND B BRAND C BRAND D BRAND E BRAND F

Network TV 60% 0% 0% 0% 18% 0%
Cable TV 19 79 44 0 24 1
Syndicated TV 4 8 0 0 32 0
Spot TV 0 2 0 2 6 0
National Magazine 17 1 53 63 0 99
Network Radio 0 0 0 20 0 0
Spot Radio 0 0 0 I 0 0
Internet 1 10 3 8 19 0
Total 100% 100% 100% 100% 100% 100%
Comments:

1. Media expenditures often provide more insight into strategy than any other data.

2. Fromthe data, one can conclude that there is no one best media strategy for all advertisers, because
each perceives the market in slightly different ways based on its own marketing needs. Some marketers
want to increase market share—others want simply to maintain their present position. Such differences
play a major role in media selection. Also, some advertisers see one medium as being more effective
than others.

3. Inthis case, four of the six vacuum cleaner brands use television, but Brand B places almost 80 percent
of its budgetin cable TV, while Brand A concentrates in network TV. Brand C uses only cable TV with a
strong consumer print campaign, while Brand D uses almost no TV, splitting its budget between national
magazines, radio, and the Internet. Brand E uses television and the Internet. Brand F puts virtually the
entire budget in national magazines. The 1 percent spending in cable TV is probably a test.

4. Occasionally, one sees all competitors using the same media, but the competitors in this seemingly
routine product have widely differing views of the value of alternative media.

Principles for Selecting Media Vehicles

Of all the media decisions, one of the most important is selecting individual vehi-
cles. Planners tend to select one or more vehicles that effectively reach the target
audience prospects (1) with an optimum amount of frequency (or repetition), (2) at
the lowest cost per thousand impressions, (3) with a minimum of waste (or non-
prospects), and (4) within a specified budget.

These principles apply most when selecting vehicles for mass-produced and
mass-consumed products such as food, clothing, or automobiles. Yet even though
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they are more difficult to execute, the principles should be the same in selecting
vehicles for such products as noncommercial airplanes or yachts where prospects
are distributed unevenly throughout the population. It may be less cost-efficient
to reach those prospects than it would be to reach prospects for mass-consumed
products, because planners must select vehicles that contain large amounts of
waste to reach such selective markets. There are other times when the principles
have to be modified. For example, if a creative strategy calls for producing TV
commercials in high definition, then cost or waste must be disregarded in favor
of meeting creative goals. Most often, however, these principles are followed con-
sistently in planning.

When planners apply media selection principles, they use media delivery statis-
tics as one piece of evidence that they have achieved the reach required. Delivery
means simply the number of audience members reached by, or exposed to, a vehicle
or a combination of media vehicles.

When the goal is to expose the greatest number of people possible for the avail-
able budget, the planner starts by looking among the many media alternatives that
will reach prospects. A planner does this using media audience research data for
individual vehicles. The data are in the form of numbers classified by audience
types, and the numbers listed for each medium can be used as proof of audience
delivery. In other words, the planner uses this statistical evidence to prove that the
best vehicle(s) for reaching the targeted prospects has been selected. Obviously,
there are other considerations in making this decision. Costs of media might be so
high per prospect reached that the planner has to reject the first choice in favor of
other media that reach smaller numbers of prospects but at lower costs.

Once audience delivery numbers have been found, they are related to the total
number of prospects in the market. If a market consists of 35 million women in the
United States who purchased a given kind of product within the last month, then
the size of the market is 35 million. The planner might place the ad in an assort-
ment of magazines that reach 17.5 million purchasing women, or 50 percent of the
market. Is 50 percent enough? It depends on the marketing objectives. If 50 percent
isn't enough, and if there is still money in the budget, the planner might place the
ad in additional magazines to extend the reach of the print portion of the plan. Or
the planner might decide that 50 percent reach of print, when added to the reach of
the other media in the plan, satisfies the marketing objectives. Because no decision
is made in a vacuum, the planner must also take into consideration the creative,
promotional, and executional goals of the marketing strategy while evaluating the
vehicle’s ability to deliver prospects.
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This discussion applies primarily to the traditional mass media. The selection
of websites to carry digital advertising is based on some of the same criteria, plus
additional measures that are unique to the online medium. So planners look at the
number of prospects who visit the site, time spent on the site, the concentration
of those prospects among all the site’s visitors, the cost that the site charges for
each thousand impressions delivered, and historical records of the number of visi-
tors who click through the banner to the advertiser’s own website. This represents
a major change from traditional planning. Thus the media planner of the future
needs to understand not only the traditional media planning techniques, but also
the new ones that are now emerging.

Problems in Media Planning

Although media planning has become very important within advertising agency opera-
tions, it is not performed as efficiently as one might suppose. The planner faces many
different kinds of problems that make it difficult to arrive at objective decisions.

Insufficient Media Data

Media planners almost always require more data about markets and media than
are available. Some data never will be available, either because audiences cannot be
measured or the data are too expensive to collect. For example, no complete and
inclusive research service measures the audience exposure to outdoor advertis-
ing, to television viewing in hotel rooms, or to portable television viewing. Why?
Because such media are too expensive to adequately measure, given their com-
plexity and the amount of advertising revenue they produce. Both outdoor expo-
sure and out-of-home TV viewing have been measured, but not on a continuous
basis in all cities. There is also inadequate research showing the amount of money
that competitors spend yearly for outdoor advertising, local cable TV advertising,
regional sports TV networks, sponsored search advertising on Google, and many
other advertising venues.

The Nielsen television rating service measures the audience size only in terms
of individuals whose people meter button is pushed or who wrote in a diary that
they are watching television. But even if there are people in front of the television
set who say they are watching the program, there is no guarantee that they are pay-
ing attention to the commercials. Numerous studies have attempted to measure
engagement with television programs, but have come up short, beginning with
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finding an acceptable definition for the term. Joe Plummer, the chief research offi-
cer of the Advertising Research Foundation (ARF), put forth this not entirely satis-
factory definition, “Engagement is turning on a prospect to a brand idea enhanced
by the surrounding context.” A council of the ARF has been formed to study the
question in more detail and issue reports of research findings on the subject.

Another problem in television planning is that decisions about the future per-
formance of television programs must be based on past performance. If the future
is radically different from the past, then the data on which a decision is based may
be worthless.

Although advertising impressions delivered on the Internet are counted with
extreme precision, it takes a special effort to know if a banner ad actually appeared
on the user’s screen or if the viewer clicked away before it had a chance to come up,
especially if the ad appears near the bottom of the page. Even then, it is impossible
to know if any attention was paid to the ad. With click-through rates typically well
below 1 percent, the impact of a banner ad is likely to be minimal. Greater atten-
tion is paid to the highly creative “rich media” that include streaming video, audio,
animated cursor, and so on. But there is no data on “how much” more attention will
be paid to this particular rich media execution.

The problem of obtaining sufficient information is especially acute for small
advertisers, many of whom cannot afford to buy research data. They must rely on
published guides, such as Mediaweek’s Marketer’s Guide to Media, that give an
indication of costs and audiences, but they are typically a year or more old and lack
the detail of a paid research subscription. They also may lack sales and market-
ing information, even about their own products, if they sell only to distributors or
wholesalers. Since an advertiser’s detailed sales information is highly confidential,
often from their own agency, media planners typically must estimate the client’s
sales position from published sources or simply go without that information in the
preparation of their plans.

Measuring how people read newspapers and magazines is another problem.
How much of any given magazine or newspaper is read? How many advertisements
are read? How thoroughly are they read? What is the value of placing an advertise-
ment in one vehicle versus another? How does each vehicle affect the perception
of an advertisement that it carries? What percent of the people who read a Sunday
newspaper open up the Parade or USA Weekend Magazine?® Answers to these and

5. www.thearf.org/assets/engagement-council.

6. A 2003 MRI study reported that 75 percent of carrier newspaper readers read Parade,
while 55 percent of the carrier paper readers read USA Weekend. There are no plans to
repeat the study.
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many other questions are not available on a continuing basis, so the media planner
must make decisions without knowing all the pertinent facts.

Time Pressures

A problem that affects media planning in an entirely different way is that of the
time pressure involved in making decisions. This is compounded by the universal
availability of e-mail that leads to the expectation of an instant response. Gone are
the days when a planner had a few days’ grace from the time it took for a written
response to be delivered by the postal system.

When the agency and advertiser are ready to start their advertising program, the
planner often is faced with a lack of the most recent information needed to solve
problems thoroughly. For example, in many cases the planner requires competitive
media expenditure analyses showing how much each competitor spends in major
markets throughout the country. Although modern systems can deliver the raw
data in seconds, the systems for gathering the data from the television networks,
magazines, radio stations, and so forth have not changed in decades. Today’s plan-
ners must wait six to eight weeks to learn about the competitor’s spending in these
media.

Another time-related problem is the limited number of broadcast times and
programs available to be purchased by advertisers at any given time. This problem
is compounded if the client is slow to approve the budget, in which case the most
desirable broadcast time periods and programs might be sold before the advertiser
enters the marketplace.

In other situations, research data are so plentiful that there are neither person-
nel nor time to analyze them. This is especially true for the large amounts of com-
puterized data on media audiences and brand usage. Computers are able to pro-
duce masses of cross-tabulations at lightning speeds, but often such data go unused
because there is insufficient time to analyze them. This is especially true for online
media research. Josh Chasin, the research director of comScore, said, “One of the
consequences of being the most measurable medium is that the Internet ends up as
the medium with the most measures.” The online planner’s challenge is to decide
which of the many measures are most useful for selecting websites for an online
campaign, or which measures are most relevant for the advertiser’s marketing
objectives.

Institutional Influences on Media Decisions

One of the less obvious external sources of influence on media decisions is the
effect of client pressure to use or not use certain media vehicles or to use them
in certain ways. Often these pressures are well known by everyone working on a
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client’s account; the client continually reminds everyone of the restrictions. But
there are times when these influences are known by relatively few persons, perhaps
only those who regularly visit the client and are constantly communicating directly
with him or her. Other subtle influences also affect planners. Directors or assistant
directors in the media department or in account executive positions often influ-
ence decisions.

The problem with these institutional influences is that little or no information is
available concerning the extent to which they exist or how much they affect deci-
sions. These influences probably vary from client to client.

Lack of Objectivity

One of the continuing problems in media decision making is the sterility of think-
ing about strategy. Planners are not always objective. For example, an overdepen-
dence on numbers can affect objectivity. Media executives often think that when a
decision is substantiated by numbers, such as television ratings, the decision must
be valid because the numbers prove it so. It is often difficult to argue with decisions
proved by numbers, yet the numbers can be misleading. The methods of measure-
ment might be imprecise, the sample size might be too small, or the technique of
measurement might be biased or too insensitive to really measure what it is sup-
posed to. Or there might be a set of numbers of major significance that are not
available to the media planner—all of which can affect the objectivity of the deci-
sion maker. Uncritical acceptance of numbers is a dangerous practice and can lead
to decisions that common sense indicates are wrong.

Objectivity is also affected when a planner accepts relative data as absolute. For
example, the sizes of television audiences reported through ratings are not absolute
measurements. When a television rating service shows that 5 million homes tuned
in to a given television program, this does not necessarily mean that precisely 5
million homes actually tuned in to the program. It is an estimate that is based on
a sample. For this reason, there is a margin of error around the number that varies
depending on the size of the sample and the size of the audience being measured—
the smaller the sample and the smaller the audience, the larger the margin of error.
Planners must be aware that there is no significant difference between two media
vehicles that have almost the same audience. For example, a TV show with a 2.4
rating is not necessarily more popular than another show with a 2.3 rating. Rating
services provide guidelines to help users know if the difference between audience
estimates is significant. They also provide indications when the sample is too small
to give statistically reliable ratings.
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Although the audience ratings are only estimates, a planner cannot ignore the
numbers and make decisions entirely on the basis of experience. Clients are certain
to challenge the basis upon which media decisions are made.

Measuring Advertising Effectiveness

The effectiveness of direct response online advertising can be measured very accu-
rately with the use of click-through rates and the number of leads generated. But for
consumer package goods and the many other products whose advertising objectives
go beyond an immediate response, there is no generally accepted way of measuring
advertising effectiveness. This makes it difficult to prove the correctness of media
decisions beyond the audience information reported in the research sources.

For many years, advertisers have attempted to measure the return on invest-
ment (ROI) that they get from their advertising dollars. This seemingly intuitive
measure is complicated by the lack of clear definitions. Does it mean sales? Profit?
Brand awareness? Trial? How is the return on the advertising investment differen-
tiated from that of the entire marketing plan? The “investment” part of the metric
is also ambiguous. Is it just the money spent in media? Or is it the money spent on
promotions, coupons, packaging, sales incentives, and all the marketing expenses
other than paid advertising?

Consequently, decision making has not advanced to the point where there is
always substantive proof that one medium is much better than another. Often a
media planner has biased preferences in favor of one media class over others and
will favor the medium regardless of what statistics or other objective evidence
might indicate. In this writer’s experience, specialty agencies, particularly those
dealing exclusively with online planning and buying, tend to be advocates of online
media—a frame of mind that differs from generalist media planners who recom-
mend whatever medium best meets the needs of the advertiser.

Notwithstanding these problems, decision making is improving and will
undoubtedly improve as long as the people in charge realize there are problems
and attempt to improve the situation.

25


Barbara

Barbara

Barbara

Barbara

Barbara

Barbara

Barbara


This page intentionally left blank



Sample Media Plan Presentation

media plan is the blueprint for how the advertising message will be deliv-

ered to the target audience. It is also a persuasive document that com-

municates the rationale behind a recommendation to spend significant

amounts of money. To provide a broad overview of the media planning
process and the topics of this book, this chapter presents a hypothetical plan along
with explanations about why particular actions were taken.

Typically presented by the planner at a meeting with the advertiser, a media
plan summarizes weeks or months of behind-the-scenes work—evaluating alterna-
tives, meeting with media representatives, and developing the understanding of the
consumer and marketplace that is necessary to produce the most effective media
plan.

As a blueprint for action, a media plan must be organized so each set of actions
flows smoothly in the readers’ minds. Media plans have two main audiences: the
clients (including the account executives) and the media buyers. Most likely the
clients will be the first persons outside the agency to see the plan. They will prob-
ably pay most attention to determining whether the recommended media plan can
do what it is supposed to do in solving the original marketing problem. The plan
should also enable the buyers—who eventually have to implement the strategies—
to proceed quickly and accurately. The media plan can help all this by being well
organized, well written, and simply presented.

Although there is extensive backup documentation in a “leave-behind,” the pre-
sentation itself is relatively straightforward, and not especially long—often only 10
to 15 minutes. It talks in human terms about the people the advertiser is trying to
reach. The following pages show a typical (but hypothetical) media plan as it might
be presented to a brand’s marketing director. It is a simple, “plain vanilla” plan,
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yet it illustrates concepts that will be discussed in greater detail in the following
chapters.

At the barest minimum, a media plan should include (possibly, but not neces-
sarily, in this order) the following elements:

Media objectives—what tasks the media is expected to carry out
Competitive analysis—spending levels, media used, timing

Target audience analysis and recommendation

Media habits of the target audience

Recommended media selection rationale—reasons for selecting the various
media elements and vehicles

Media strategy—how the media plan will accomplish the stated objectives
Flowchart, budget, and expected reach and frequency

Depending on the particular situation, the media plan may also contain the fol-
lowing elements:

Magazine selection rationale—cost, coverage, composition, and cost per thou-
sand (CPM) of publications that were recommended and those considered but
not recommended

Spot market list and media dollar allocation rationale

Product seasonality

Detailed broadcast cost estimates

Other media considered but not recommended

Alternative print and broadcast plans considered but not recommended
Detailed newspaper list

Alternative plans at varying budget levels above and below established level
Decision dates/cancellation flexibility

Responses to earlier client questions

Anything else the planner thinks may become a question or an issue dur-

ing the presentation based on earlier discussions with the client and account
group (either incorporated into the presentation or held in reserve in case the
question comes up)

Background to Hypothetical Plan

Let’s say that the fictitious RBB Sporting Goods Company has been a leading pro-
ducer of sporting products for more than 20 years. In anticipation of baby boomer
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retirements, the company plans to expand into products for golfers, beginning with
Power Flight golf clubs. These newly engineered clubs promise to improve the aver-
age golfer’s game. The Power Flight’s core is made of titanium dioxide, making it
more flexible than other clubs. It is also lighter and stronger than other models. The
product will be in full national distribution in time for golf season.

RBB will be hiring a new advertising agency to handle the Power Flight golf club
introduction. They have told the agency to assume a total advertising budget of $11
million, of which $10 million is for working media, and they have asked for a rec-
ommended media plan. The account group says the creative department is work-
ing on 30-second television commercials and page-four/color (P4/C) magazine ads.
The online creative team is developing banners to drive golfers to the company’s
website.

Media Objectives

Media plans typically begin with a statement of the media objectives—that is, what
goals the media are expected to accomplish. In this case, the first and most impor-
tant objective is to create awareness of the new golf clubs and sustain that aware-
ness throughout the golf season.

Because the product will be sold nationally, there must be advertising every-
where in the country. If the client had said they needed additional weight in certain
cities, that goal would be included as an additional objective. Similarly, if RBB had
made plans for a professional golfer to demonstrate the product at a local country
club, a media objective would be to announce this event with local media. If the
clubs were going to be introduced at a trade show, there might be a need for adver-
tising in the show’s catalog. In short, the media objectives reflect the advertiser’s
marketing objectives.

Media objectives specifically identify the marketing target and how many times
those people should see the advertising message during the introductory and sus-
taining periods. This reflects a balance between how many people will see the ads
and how many times they will see it (i.e., a few people many times or many people
a few times.) The need to balance trade-offs is a key recurring theme in media
planning.

Finally, the client has indicated there is a strong technical story that explains
how the Power Flight clubs improve golfers” accuracy. In addition to creating aware-
ness, the media plan must effectively communicate this relatively complex message.
The media objectives for the introduction of the Power Flight golf club are shown
in Exhibit 2—1.
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EXHIBIT 2-1

Media Objectives

Within the $10 million budget, create national awareness of RBB Power Flight golf
clubs prior to the start of the golf season.

Following introduction, provide sustaining support through the remainder of the
warm-weather months.

Target advertising to regular golfers who play at least one a month.

During the introductory period, reach 80 percent of target golfers an average of
five times and 50 percent three or more times.

Following the introduction, sustain awareness by reaching 30 percent of golfers at
least once a month.

Use media that can create awareness and effectively communicate the technical
advantages of the Power Flight clubs.

Competitive Analysis

Knowledge of the competitive environment is critical to any media plan. The com-
petitive analysis includes budgets, media selection, and timing of media delivery.

Budgets

First, knowing the planner has $10 million to work with is meaningful only when
compared to the spending levels of RBB’s competitors. Exhibit 2-2 shows how much
money was spent by the leading brands and the whole golf club category in the pre-
vious year, 2008. It indicates that the budget should be adequate to do the job, but
RBB will still trail two of the TaylorMade brands that together will have almost $24
million in TaylorMade exposure. The introductory $10 million will have to work
hard to overcome this competitive noise

Media Selection

How much the competitors spent is only part of the story. The planner also needs
to know which media the competitors used. Exhibit 2-3 indicates that the major-
ity of the dollars were in network television and magazines. Backup charts show
spending by medium for each advertiser. They show which television programs
were used (mostly weekend golf tournaments) and which cable networks (mostly
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EXHIBIT 2-2
Competitive Environment
Leading Golf Club Competitors
JAN. 2008-DEC. 2008
BRAND DETAIL $(000.00)
TaylorMade Golf Clubs Driver $12,409.60
TaylorMade Tour Burner Golf Clubs Driver 11,400.50
Ping G10 Golf Clubs Iron 5,394.50
Titleist AP1 Golf Clubs Iron 4,892.50
Nike IC Golf Clubs Putter 4,639.80
Nike SO Golf Clubs XLS/Driver 4,542.20
Cleveland Hibore Golf Clubs XLS/Driver 4,459.60
All Others (160 brands) 105,529.60
Total Golf Clubs $153,268.30
Source: The Nielsen Company, Monitor-Plus. Used with permission.
EXHIBIT 2-3

Leading Competitors’ Media Use

Golf club competitors concentrate spending in national consumer magazines and net-
work television.

Internet
0.5%

Spot radio
0.7%

Newspapers

0.7% Network TV

21.2%

_— CableTV
3.8%
SpotTV
0.3%
National
magazines

72.8%

Percent of $153.3 million in 2008

Source: The Nielsen Company, Monitor-Plus. Used with permission.
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ESPN). Backup charts also show which magazines were used and other details
about competitors’ plans.

Exhibit 2-4 shows how TaylorMade used display banners on the Internet to pro-
mote their clubs.

Exhibit 2-5 shows the websites where Callaway Golf Company bought links
adjacent to the results of selected search terms. Sponsored search has become an
important advertising medium because the ads appear only to people who have
demonstrated an interest in the product.

EXHIBIT 2-4
TaylorMade Use of Online Display Advertising

SITE/SUBSITE IMPRESSIONS ESTIMATED SPENDING ($)
ESPN.com (General) 16,743,000 $138,700
Golf.com (All) 13,943,000 144,800
CBSSports.com (General) 13,858,000 101,600
PGA Tour [All) 1,866,000 15,900
CBSSports.com MLB 1,225,000 8,100
PGA (Al 593,000 2,300
ThatsRacin.com (All) 439,000 3,400
ESPN.com NFL 321,000 2,500
ESPN.com Baseball 317,000 2,100
NHL.com Network (All) 187,000 1,300
TheGolfChannel.com (All) 106,000 700
Total 49,598,000 $421,400

ﬂ
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THE NEW TOUR BURNER.

Source: The Nielsen Company, Nielsen Online AdRelevance. Used with permission.
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EXHIBIT 2-5

Callaway Golf Company’s Use of Online Sponsored Search Impressions

Impressions by company for Callaway Golf Company in consumer goods sports and
exercise equipment industry during most recent month for sponsored search link
ads.

COMPANY IMPRESSIONS SITE/SUBSITE IMPRESSIONS
Callaway Golf Company 2,837,000 PGA (All) 1,739,000
Total 2,837,000 CNN (General) 411,000
Yahoo! Search 242,000

Google (General) 136,000

About.com Sports 48,000

AOL.com Search 30,000

Shopzilla (All) 29,000

MapQuest.com 24,000

Epinions (All) 21,000

BizRate.com (All) 19,000

ConsumerREVIEW Network 18,000

BNET (All) 18,000

CNET Download.com 14,000

All Other Sites 88,000

Total 2,837,000

Source: The Nielsen Company, Nielsen Online AdRelevance. Used with permission.

Timing of Media Delivery

Timing of media delivery is critical, as well. In the case of golf, competitive advertis-
ing naturally follows the seasons, as shown in Exhibit 2-6. Note the peak in spend-
ing between March and June, as the weather turns warm and golfers start to think
about the clubs they will use when the golf courses open for business. But also note
that money is spent throughout the year, even in winter. This reflects the need to
maintain awareness among golfers on warm-weather vacations. The continuation
of advertising through December suggests advertising to support the purchase of
golf clubs as a gift for the holidays.
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EXHIBIT 2-6

Leading Competitors’ Timing of Delivery
Golf club advertising is concentrated in the spring in preparation for the summer golf season.

$ (Millions)
30 T

20 -

LLLL

1
Jan. Feb. Mar. Apr. May Jun Jul. Aug Sep. Oct. Nov. Dec.

Source: The Nielsen Company, Monitor-Plus. Used with permission.

Target Audience Analysis

Another part of every media plan is an analysis of the target audience. RBB has said
they believe their best prospects are “frequent golfers—those who play more than
12 rounds of golf a year.” This reflects the advertiser’s market research, but their
studies typically provide little useful information about the consumer’s media hab-
its. For this purpose, ad agencies purchase syndicated research (one study that is
sold to many different buyers, as distinguished from custom research tailored to
a single company). This research provides information on product usage, demo-
graphics, and media behavior.

For example, Mediamark Research & Intelligence, LLC (MRI, www.mediamark
.com), asks respondents about their personal participation in golf and more than 50
other sports, ranging from aerobics to whitewater rafting. Respondents are asked
how often they engage in each activity: “two or more times a week, once a week,
two to three times a month, once a month, less than once a month, or never.” The
planner makes the judgment that “once a month or more” is comparable to the cli-
ent’s “frequent” golfer. This definition yields a group that accounts for 5.08 percent
of all adults—a small enough target to be selective, but large enough to be statisti-
cally valid. (See Exhibit 2-7.)


www.mediamark.com
www.mediamark.com
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EXHIBIT 2-7
The Target Audience

11.4 million (5.08 percent) adults are regular golfers (play 1+ times/month). 79.8
percent of them are men. They tend to be 55—-74 years old and college graduates,
work in professional/managerial jobs, and earn more than $100,000/year.

U.S. POPULATION REGULAR GOLFERS (PLAY 1+ TIMES/MONTH)
(000) (%) (000) (%) INDEX
Total adults age 18+ 224,899 100.00% 11,423 100.00% 100
(5.08%)
Men 108,644 48.30% 9,116 79.80% 165
Women 116,235 51.70 2,307 20.20 39
224,900 100.00% 11,423 100.00% 100
Ages 18-34 68,760 30.60% 3,063 26.80% 88
Ages 35-54 86,599 38.50 4,184 36.60 95
Ages 55-64 32,911 14.60 2,064 18.10 123
Ages 65-74 19,414 8.60 1,375 12.00 139
Ages 75+ 172,216 ?.70 735 6.40 84
244,900 100.00% 11,423 100.00% 100
College graduates+ 59,704 26.50% 5,129 44.90% 169
Professional/
managers/
administrators 52,326 23.30% 3,836 33.60% 144
Employee income
$100,000+ 12,108 5.40% 1,839 16.10% 299

Source: Mediamark Research & Intelligence, LLC, Spring 2009. Used with permission.

Media Habits

In addition to demographics, MRI tells planners which television programs are
watched by regular golfers. Although MRI data are not as timely or as detailed as
the Nielsen ratings, they offer insights into the kind of programs that this group
enjoys.

Exhibit 2-8 illustrates the concept of media selectivity. Comp, or composition,
represents the percent of adults or program viewers who are regular golfers. As
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noted before, 5.08 percent of all adults are regular golfers. If the viewers of “The
Tour Championship” were the same as all adults, we would expect 5.08 percent of
them to be regular golfers. But the MRI research shows that 47.8 percent of them
fall in this group. So, 47.8/5.08 = 9.42 X 100 = 942. By convention, the planner
would say that the program’s viewers are 842 percent (or 8.4 times) more likely to
be regular golfers than the average adult. We subtract 100 from the calculated 942
to account for people who are as likely to be regular golfers.

EXHIBIT 2-8
Target Audience’s Media Habits: Watching Golf on TV

ADULTS  REGULAR GOLFERS (PLAY 1-+/MONTH)

(000) (000) comp INDEX
Total Adults 224,889 11,423 5.08 100
The Tour Championships 4,927 2,357 478 942
Wachovia Championship 4,667 2,123 45.5 896
World Golf Championships—Accenture 4,839 2,148 44.4 874
Deutsche Bank Championship 4,143 1,803 43.5 857
World Golf Championships—Bridgestone 5117 2,219 43.4 854
Memorial Tournament—Morgan Stanley 3,803 1,645 43.3 852
World Golf Championships—Mission Hills 4,217 1,799 42.7 840
Honda Classic 4,982 2,108 42.3 833
Senior PGA Championships 4,812 2,018 41.9 826
The Players Championships 9,199 3,844 41.8 823
BMW Championships 3,836 1,595 41.6 819
EDS Byron Nelson Championships 4,008 1,642 41.0 807
Senior British Open 4,410 1,786 40.5 7’97
LPGA Tour Championship 4,680 1,890 40.4 795
AT&T Pebble Beach National Pro-Am 8,922 3,559 39.9 785

Source: Mediamark Research & Intelligence, LLC, Spring 2009. Used with permission.

The media behavior analysis continues in Exhibit 2-9 by showing regular golfers’
selectivity to other sports programs on TV. These analyses show which programs
have concentrations of the target audience (regular golfers) and guide the planner
in selecting the best media to reach them.
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EXHIBIT 2-9
Target Audience’s Media Habits: Other Sports on TV

ADULTS REGULAR GOLFERS (PLAY 1+/MONTH)

(000) (000) comp INDEX
Total regular golfers 224,889 11,423 5.08 100
Basketball—college games 55,407 6,170 11.1 219
Football—college games 73,448 7,739 10.5 207
Baseball 68,440 6,954 10.2 200
Tennis 34,024 3,417 10.0 198
Basketball—professional games 57,377 5,548 9.7 190
Football—Monday night professional 85,732 8,257 9.6 190
Bowling 23,679 2,255 9.5 187
Football—weekend professional 90,382 8,431 9.3 184
Soccer 31,438 2,701 8.6 169

Source: Mediamark Research & Intelligence, LLC, Spring 2009. Used with permission.

The same research can show us which websites are most visited by regular golf-
ers. Clearly they are attracted to sporting sites, but they are also attracted to finan-
cial services. Exhibit 2-10 shows the top websites for golfers.

The same concept applies to golfers’ readership of consumer magazines. Readers
of Golf Digest are seven times more likely to be regular golfers than the average
adult; readers of Men'’s Fitness are 77 percent more likely to be regular golfers.

Although composition is important, planners must also consider coverage—
the percent of the target that reads a magazine, watches a TV show, or uses other
media. Golf Digest, for example, is read by 2,295,000 regular golfers. Expressing
numbers in thousands, 2,295,000 readers/11,423,000 golfers = 20.1 percent. We say
that Golf Digest “covers,” or is read by, 20.1 percent of regular golfers. Composition
shows the percent of the magazine’s readers who are in the target. In this case, 40.9
percent of Golf Digest readers are regular golfers. (Total Golf Digest readers are not
shown on this report.) Sports lllustrated covers virtually the same number of golf-
ers, but its low 10.1 percent composition indicates there would be a great deal of
waste if this magazine was selected. (Because 89.9 percent of its readers are not
regular golfers, they would have little interest in ads for the new Power Flight clubs.)
This need to find a balance between coverage and composition is a recurring theme
in media planning and is even more relevant when we consider the Internet.
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EXHIBIT 2-10
Top Websites Visited by Regular Golfers

Target: Golf Sports Personally Participated 1+ Times a Month
Population: 11,423,000

AUDIENCE

(000) COMP. COVERAGE INDEX
Regular Golfers [1+/month) 11,423 5.08% 100% 100
USAToday.com Sports 307 15.5 2.6 293
The History Channel Websites 213 13.6 1.8 258
CBS College Sports Network 554 12.4 4.7 234
Motley Fool 384 11.6 33 220
PGA Tour 188 11.6 1.6 220
FT.com 201 11.5 1.7 217
USAToday.com Money 212 11.0 1.8 208
CBS Sports 995 10.9 8.4 206
Wall Street Journal Online 792 10.9 6.7 205
S| Digital Sales 677 10.7 5.7 202
FNFL.com 203 10.5 1.7 198
CNBC.com 283 10.4 2.4 196
Bloomberg.com 408 10.1 3.5 191
NFL Internet Network 442 10.1 3.7 190
ESPN 1,763 9.9 14.9 187
NASCAR Online 381 9.7 3.2 184
CNNMoney 803 9.7 6.8 183
NHL.com 315 9.7 2.7 183
CBSSports.com 439 9.6 3.7 182
NHL.com Network 326 9.5 2.8 180

Source: The Nielsen Company NetViews, MRI Media Fusion + Product (5-09/F08), 2009.
Used with permission.

Planners must also consider the cost-efficiency of the media they select. This
is typically evaluated as cost-per-thousand target people exposed, or CPM. A page
in Golf Digest costs $110,080 and is read by 2,295,000 regular golfers. To find
the cost per thousand, divide the cost by the number of target readers: CPM =
$110,080/2,295 = $47.97 per thousand golfers.

Exhibit 2-11 illustrates the trade-offs that media planners must make among
coverage, composition, and media cost-efficiency.
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EXHIBIT 2-11
Target Audience’s Media Habits: Magazines
AUDIENCE

(000) COMP  COVERAGE  INDEX 4ccosT 4CCPM
Regular Golfers [1+/month]) 11,423 5.08%  100% 100 — —
Golf Digest 2,295 409 20.1 806  $110,080 $4r97
Golf Magazine 2,198 39.2 19.2 72 159,000 ?72.34
PGA Tour Partners 516 32.9 4.5 647 40,545 78.58
Forbes 645 11.7 5.7 230 114,509 177.53
BusinessWeek 489 10.4 4.3 205 112,000 229.04
Sports lllustrated 2,119 10.1 18.6 198 320,000 151.01
Kiplinger’s Personal Finance 271 12.6 2.4 274 67,970 250.81
Fortune 456 11.6 4.0 228 159,600 350.00
Money 811 10.3 ‘1 203 192,200 236.99
Men’s Fitness 680 9.0 6.0 117 84,640 124.47
Popular Mechanics /72 8.8 6.8 173 125,770 16291
U.S. News & World Report 779 8.0 6.8 158 154,448 198.26
Newsweek 1,241 7.0 10.9 138 215,800 173.89

Source: Mediamark Research & Intelligence, LLC, Spring 2009. Used with permission.

Media Selection Rationale

Planners are theoretically free to choose any mass medium (television, radio, maga-
zines, newspapers, outdoor, Internet), but in practice the choice reflects a general
understanding of the category by the advertiser, the agency’s account team, and
media management. Because the decision in this example has been made to start
the creatives working on 30-second television commercials and full-page four-color
magazine ads, the plan is expected to reflect these media. To a large extent, the
rationale for selecting the primary media is obvious and reflects the media/market-
ing objectives and the competitive practices of the category.

Although the broad media to be used may be predetermined (in this case, TV
and consumer magazines), the planner needs to show the rationale for selecting
different vehicles and components. For television, this includes program types, day-
parts, cost-efficiencies, the reach and frequency of alternative weight levels, and the
scheduling options considered. In the stand-up presentation, the media planner will
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provide this rationale by referring to the preceding charts on media habits as well
as more detailed analyses.

For magazines, the plan needs to show publications that were considered and
those that were and were not recommended. This latter information can be useful
to advertiser and agency management if they need to explain to sales representa-
tives why a given magazine did not get the order. Again, this information is pro-
vided by the chart that shows the target’s readership and cost-efficiencies of the
candidate and selected magazines. (Note that an actual plan would show many
more publications than this sample.)

Creative Media Options

In the Power Flight example, television and print are the meat-and-potatoes media
that—in an academic setting—would earn a grade of C. But advertisers expect
something more: a creative fillip that will separate them from their competitors.
This is an opportunity for planners to show their initiative and imagination. They
might recommend an unusual use of conventional media, such as, in this case, a
multipage insert in golf magazines to give a detailed explanation of the new club’s
technical advantages. Or because one of the objectives of the Power Flight media
plan is to create awareness, planners might recommend placing introductory ads
on the hood of golf carts or in the hitting area of practice facilities. See www.pin
pointgolf.com for a broad range of media directed to golfers. A full listing can be
found in the Out-of-Home Advertising Source from SRDS (formerly known as
Standard Rate & Data Service). Interestingly, these golf course advertising venues
have virtually no ads for golf products; instead, they carry primarily financial ser-
vices, business consultants, international airlines, and other advertisers who want
to reach an upscale target.

While not in the final plan, the planning group also considered running the
commercial as preroll video on Hulu, NBC.com, and the many Internet sites that
offer streaming video of popular programs or clips.

Creative media are generally less expensive than mainstream media, and they
add interest and excitement to the plan. Also, they mark the planner as a person
who gives more than just what is expected.

Media Strategy

The plan now draws on the background material presented to lay out the proposed
strategies that will accomplish the stated media objectives, as shown in Exhibit 2-12.
Television will be the primary medium to create awareness. A media objective is to
direct advertising to regular golfers, but the Nielsen program ratings that are needed
by time-buyers count audiences only in terms of age and gender. From the targeting


www.pinpointgolf.com
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EXHIBIT 2-12

Media Strategy

Use television as the primary medium to create awareness.
—Target men 35 to 64 years of age.

Use network and cable television golf and weekend sports programs to achieve

broad national reach of target regular golfers.

Concentrate introductory weight in February and March to lead the golf season.
—Purchase TV golf tournament sponsorships to achieve high frequency during
the introduction.

Provide sustaining support in cable and network weekend sports programs

throughout the warm-weather golf season.

Use golf-oriented consumer magazines and selective newsweeklies to communi-

cate the technical advantages of Power Flight golf clubs and to maintain aware-

ness during the holiday season.

Use RBB’s website to provide additional technical details about the Power Flight

clubs. Highlight the website’s Internet address in print and TV.

analysis, it is clear that the most selective target is men age 35 to 64 years of age.
The strategy identifies the recommended dayparts and program types that will be
selected. It indicates the general timing of the introductory and sustaining weight,
but specifics will be presented later in the flowchart. Finally, the strategy identifies
consumer magazines and RBB’s website on the Internet as the recommended media
to deliver the technical information about the Power Flight golf clubs.

Flowchart and Budget

The last key element of a media plan is the flowchart. This single document, shown
in Exhibit 2-13, summarizes the action elements of the media plan. It shows what
media will be used, how the ads will be scheduled, how much weight will be given
to each, the reach and frequency of the plan, ad sizes, and the cost of each element
that adds to the total budget. Each of these is an estimated cost that will not become
final until the negotiations are complete. Buyers are expected to purchase each
medium for the stated cost, plus or minus 10 percent, but the bottom line total can
never exceed the $10 million budget authorized by the advertiser.
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EXHIBIT 2-13

Media Plan Flowchart

RBB Sporting Goods
Power Flight Golf Clubs
Introductory Media Plan

ra4

Jan Feb Mar Apr May Jun Jul Sep Oct Nov Dec
27 3 10 17 24[31 7 14 2128 6 13 20|27 3 10 17 24| 1 8 15 22(29 5 12 19[26 3 10 17 24 28 4 11 18|25 2 9 16 2330 6 13 20|27 4 11 18| GRPs Cost
NATIONAL TELEVISION :30 © Men 35-64 GRPs - Lo Dono Do o B Do
Network golf/nonprime sports | 20 220 $4,969
: Tournament Sponsorships © © : : Dol Dol
Cable sports networks 320 $2,724
Television GRPs 240 | 180 | 540  $7,693
Reach/average frequency 63/38 | 55/33 |
Reach 3+ 32
CONSUMER MAGAZINES Pg 4/c
Golf Digest [ 5672
Golf Magazine $528
Golf World $128
Newsweek $322
Sports lllustrated $360
U.S. News & World Report $217
INTERNET
Website
Magazine GRPs/reach/avg. frequency 124/50% /2.5 | 100/47% /2.1 | 65/30% /2.2 | 41/28%/1.5
Magazine cost $(000) $892 | $759 \ $354 \ $222 $2,227
Flight GRPs/reach/avg. frequency/3+ 364 /81%/4.5/50% | 280/73%/3.8/40% | 185/61%/3.0/27% | 41/28%/1.5/2.6%
Grand total cost $(000) L L $2,776 L $222 $9,920
T 1 T T S R T T I R
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Post-Buy Evaluation

At some time after the advertising has run, the planner and buyer prepare a post-
buy evaluation that reports the number of television rating points that were actually
delivered according to the Nielsen ratings, and the final price that was paid. These
numbers are then compared to the originally planned goals. The post-buy evalua-
tion is generally prepared as a top-line report, but may include detail down to the
individual telecast level if the actual buy greatly over- or underdelivers the planned
goal, in which case an explanation from the buyer is required.

For magazines, the post-buy report shows on what page each ad appeared (to
ensure that the advertiser got a fair rotation when there was more than one inser-
tion in a given magazine), presence of any neighboring competitive advertising,
right-hand or left-hand page, adjacency to compatible editorial material, and other
characteristics that the advertiser and agency consider important. In addition to
advising the client, this report is used as background for future negotiations with
the publications.

Note that the media post-buy evaluation is a numerical analysis of the way the
media buy was executed versus what was planned. It typically does not deal with
the larger issues, such as whether awareness was actually created or the campaign
was successful. These relate to the effectiveness of the whole advertising program,
which is the shared responsibility of the creative agency, the media planning and
buying group, the advertiser, and everyone else associated with the business.
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The Relationship Among Media,
Advertising, and Consumers

his chapter addresses the relationship among media, advertising, and con-

sumers. This relationship affects the manner in which consumers perceive

media as well as advertising. It also affects the manner in which media is

measured, planned, and delivered. This chapter sets the stage for Chapter
4, “Basic Measurements and Calculations.”

How Consumers Choose Media:
Entertainment and Information

Most advertising is delivered to consumers by mass media such as newspapers, tele-
vision, magazines, or radio. Audiences are not, however, waiting for mass media to
come to their doors. They have many other activities that compete for their time
and interest, such as business, family, church, and leisure.

Audiences become interested in certain subjects because a need or want is devel-
oped. They choose the television programs they watch and the magazines they read
because they expect to see certain subjects that satisfy their interests quickly. For
their favorite TV shows, they will set their digital video recorder (DVR) to record
or will watch at their leisure from their cable system’s video on demand (VOD) or
online from Hulu or another video service. Sometimes they are willing to waste a
bit of time watching television programs of little interest while waiting for their
favorite programs to come on or leafing through a newspaper or magazine casually
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as they wait to go on to some other activity, but they probably pay less attention to
these intervening media than they do to their favorites.

What audiences usually want from media is either entertainment or informa-
tion. To what extent does any media vehicle provide what audiences want? The
degree of intensity among audiences in evaluating media content depends on sev-
eral variables, including those discussed in this section. This difference in intensity
will most likely affect the degree of attention paid to the medium itself or to adver-
tising placed therein.

Strong Feelings

Many audience members have strong or weak feelings about a medium. They
express some of the feelings using adjectives that describe what they like, such as
being a leader, authoritative, provocative, warm, cold, strong, or weak. Some media
are difficult to describe, suggesting that the relationship between audience mem-
bers and the media is confusing, negative, or indifferent. When media images are
measured, feelings often show up for some media. Media that take political stands
are usually perceived to have clear images. An image represents feelings, attitudes,
opinions, and facts about a medium.

Loyalty

Audiences often like some media so much that they develop loyalties that go beyond
economic constraint. An April 2009 study by the Pew Research Center found that
52 percent of the people questioned rated a television set as a necessity, slightly
ahead of a home computer (50 percent) and a cell phone (49 percent).!

Loyalty to certain media, however, does not necessarily mean that the loyal audi-
ence will perceive media advertisements similarly or buy more of the advertised
products. Other factors affect buying, including the need to have more information
about a brand. If the audience already has a great deal of brand knowledge, the audi-
ence might respond to the advertising. Generally, when changes have been made in
the brand or there have been changes in the content or creative style of advertising,
then the message will influence buying behavior to some extent.

Media Usage and Subsequent Behavior
Advertisers who buy space in a magazine generally assume they are reaching all
readers of that particular periodical, but some subscribers do not read each issue

1. Pew Research Center’s Social & Demographic Trends survey, April 2—8, 20009.
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immediately and many have back issues at home they have not even opened. The
Audience Accumulation study by Mediamark Research & Intelligence, LLC, (MRI)
found that as many as 10 percent of a magazine’s audience can occur six months
after the issue date.” If asked why they have not read magazines they are paying for,
they might respond that they do intend to read them when they have some free
time. The potential for reaching these people exists, but it takes a long time for
some magazines to achieve their ultimate potential audience.

There is a widespread assumption that television sells better than print media
because television is intrusive and its audiences tend to react to the medium more
regularly than they read magazines. Television programs featuring famous persons
or interesting national events do draw huge audiences. Yet audience response varies
greatly to ads carried in these programs. Some advertisers seem to sell their prod-
ucts well; others don't.

For example, in 2000, at the height of the new technology bubble, the Super
Bowl featured 19 dot-com advertisers—accounting for almost one-third of all the
commercials in the game. A year later the majority of these companies were bank-
rupt due to poorly thought-out business plans and the general decline of the tech-
nology sector. Only four online companies placed ads in Super Bowl 2001. By 2010,
Super Bowl XLIV had 9 dot-com advertisers out of the total 75 commercials.® All of
this suggests that there is more to a successful advertising campaign than selecting
media vehicles that deliver large audiences.

It is difficult, however, to assess the effectiveness of one media vehicle’s ability
to sell the advertised products on the basis of the size of its audience or the number
of advertisements it carries. Large audiences do not automatically buy more than
smaller audiences. In the end, the quality of an ad’s creative message and how mem-
orable it is has more influence on the ad’s ability to sell products than any inherent
qualities of the medium that delivers it.

Consumers simply do not pay attention to commercials if they do not need the
brand or product and they already know a lot about the brand. They have devel-
oped the ability to see and hear a message and then forget it. Perhaps this is caused
by an overload of communication, known as semantic satiation. Furthermore,
sometimes audiences pay attention to commercials or print ads but don't respond
immediately.

2. Julian Baim, Martin R. Frankel, and Joseph Agresti, “Magazine Audience Accumulation:
Development of a Measurement System and Initial Results,” Worldwide Readership
Research Symposium, Florence, 1999.

3. The Nielsen Company, Monitor-Plus.
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Interactive Television

Interactive television has been talked about for many years and is a reality today
on cable television or online streaming video. In the context of media planning, it
is an advertising message in conventional television that allows the viewer, with
the click of a button on the remote, to order a product, request additional informa-
tion, or initiate other communication with the advertiser. The leading supplier of
this service is TiVo, the first and now the largest branded user interface with DVR.
Cable services like Comcast have their own generic interface, but TiVo is the most
widely known branded service.

Interactive advertising appears in the form of a small graphic, or tag, that
appears on the screen during commercials in specially prepared programming or
during long-form infomercials for such products as automobiles, vacation destina-
tions, financial services, and so on. By clicking on the tag, viewers notify the adver-
tiser of their interest in the product. Because their name, address, and other con-
tact information are registered with the cable company or TiVo, the information or
further entertainment is automatically forwarded.

In February, 2010, Canoe Ventures (Www.canoe-ventures.com) introduced
its Request-For-Information (RFI) interactive platform that allows cable network
viewers to interact with commercials using their remote control. For an additional
charge, advertisers can add a banner on the bottom of the screen where viewers
can respond to opinion polls; request additional information; receive coupons, dis-
counts, or promotional giveaways; or provide other feedback to the advertiser.

Exhibit 3-1 shows how one local cable system uses interactive TV to promote a
series on one of its channels.

Varied Relationships Between Audiences and Media

Relationships between audiences and media run the gamut from casual to intense.
When sports teams are playing, the reason for watching any game depends on the
team’s chance of making the play-offs. If the team has a good chance, the audience
will return each week with a sense of loyalty and anticipation for the game. Die-hard
Chicago Cubs fans notwithstanding, if a team has a losing record, then the number of
viewers will most likely drop because the relationship with the event is not as strong.
Even if a vehicle has a large and interested audience, the numbers might not be
the critical determination of its effect. Relationships today are not strong, especially
among certain demographically defined audiences. For example, teenagers seem
uninterested in reading newspapers, and all the techniques that have been used to
attract them still have not changed the very loose relationship between the two.
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EXHIBIT 3-1

Charter Communications Uses Its Interactive
Capability to Promote a TV Series

Charter Communications in Los Angeles has been a pioneer in the field of interactive
television, offering the service to its 300,000 digital subscribers since 2002. In the
fall of 2008, they created an interactive microsite containing video and other mate-
rials that would enhance the viewing experience of History Channel’s “Cities of the
Underworld” series. One industry observer commented, “It’s the ability to have inter-
activity with a series . .. the different information on the different pages of the micro-
site give you a different perspective on the show ... it’s all about giving the consumer
that 360-degree experience, being a part of it, instead of just being a voyeur.””

ITIES
O NDERiioRLD

PLAY VIDED

TAKE QuUIT

ABEOUT DON
BET COUPON

H

HISTORY M Charter now ofters History HD!

Source: Charter Communications. Used with permission.

Advertisers using interactive television must be aware of technical and business
model differences among the various cable companies, be sensitive to privacy con-
cerns, ensure thatinteractive responses come from responsible adults, control the
geographical distribution of the requests, and ensure that the interactive content
does not interfere with the television program.

* Mark Garner, VP for Distribution, Marketing, and Business Development at A&E Television. Quoted on
http://www.cable360.net/blog/?p=56.

Mass media today tend to be rejected by some media planners in favor of more
specialized media with smaller, more selective audiences. Data from single-source
research often indicate that small market segments account for a large proportion
of sales. This is the Long Tail phenomenon referred to earlier. The relationship
between audiences and media, however, is more important: If the relationship is
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casual, then advertising may not be as effective. If the relationship is close, then
smaller audiences will account for a large proportion of sales, although this requires
purchasing advertising on a large number of vehicles. With the fragmentation of
the television audience across more than 80 measured cable networks, advertisers
with broad targets typically buy time on more than 20 cable channels in addition
to buying the major broadcast nets.

Video Consumer Mapping Study

In 2009, the Nielsen-funded Council for Research Excellence published the largest
study to date that was specifically designed to provide a broad understanding of video
media. The Video Consumer Mapping study” is based on a 24-hour period of direct
observation (in the person’s home, at work, in the car, etc.) using a specially designed
portable computer where the observer recorded all media exposure in 10-second
increments. The study was built on pioneering methodological research by Ball State
University’s Center for Media Design, called the Middletown Media Studies.

There were 10 key findings:

1. Although the composition of consumers’ screen media time varied across age
groups, their total screen time was strikingly similar, except among those
45-54, whose screen time was highest.

2. The degree of concurrent screen media exposure (multitasking) was equiva-
lent for all age groups under 55.

3. The study confirmed that more than 99 percent of Nielsen’s three-screen
time is TV. Even among those 18—24, TV represented more than 98 percent.

4. Live TV leads all video time by a large margin, followed by DVD, with DVRs
third.

5. The study suggests that computing has displaced radio as the number-two
media activity. Radio is now number three, and print is number four.

6. New HDTV ownership (first and second set) led to higher TV exposure,
though some of this increase appeared to be temporary.

7. Early DVR owners spent much more time with DVR playback than new DVR
owners.

8. A higher percentage of TV time was spent as sole medium compared to com-
puters, print, or audio. DVR playback time was even more likely than live TV
to be a sole medium.

9. TV users were exposed to, on average, roughly an hour a day of live TV ads
and promos.

4. www.researchexcellence.com/vemstudy.php.

5. www.bsu.edu/middletown.
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10. Serious caution needs to be applied in interpreting self-reported data for
media use. TV was substantially underreported, while online video and
mobile video usage was overreported.

How Consumers Perceive Digital Advertising

The Internet has greatly expanded the ability to sell products by providing virtu-
ally unlimited information to the prospective buyer. It has blurred the line between
advertising as pure salesmanship and advertising as a provider of product infor-
mation. This is especially true for high-cost, considered purchases such as auto-
mobiles, travel services, computer systems, and financial services, where a vast
amount of information is needed to make a reasoned decision. Even advertising
for food products can include detailed recipes and nutritional values. The Internet
can then go beyond salesmanship to take the order, collect payment, and arrange
shipping. According to MRI, by spring 2009, 85.9 percent of adults had access to
the Internet, 72.6 percent went online every week, and 35.3 percent had bought
something online in the last 30 days for personal or business use.® Also, according
to MRI, 63.5 percent of U.S. homes access the Internet via a high-speed broadband
connection, a penetration that is likely to grow to near total coverage over the life
of this book. Given this broad penetration, a number of retailers, including the Best
Buy consumer electronics chain, consider the Internet their largest store.”

For this reason, the Internet must be seriously considered for every media plan.
Despite this, the Internet has yet to challenge traditional media as the primary
advertising venue. In 2008, digital advertising accounted for only 6 percent of total
measured media spending. Television continues to dominate, capturing 62.2 per-
cent of media dollars with national consumer magazines second at 13.5 percent.®

How Audiences Process Information from Media

Much of the information received from media is stored in people’s short-term
memory. Such information, like the last few words of a sentence just heard or read,
or a telephone number found in an online search, can be recalled for only a short
time. Advertisers have observed that audiences who want to remember some part
of an advertising message can do so by spending time and effort in rehearsing

6. Mediamark Research & Intelligence, LLC (MRI), Spring 2009 survey.
7. www.gomez.com/download/cs_best_buy.pdf.
8. The Nielsen Company, Monitor-Plus, 2008.
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the message. They can repeat it mentally until it is learned. Then the message is
remembered longer, because it has been transferred to long-term memory.

The point is that media often do not do any more than deliver advertising to
consumers. Media planners are sometimes called on to help consumers remember
a message by buying media vehicles repeatedly within a given period. If audiences
are not interested, they will not pay attention and the repetitions will be wasted.
Audiences can be very selective in what they hear or see.

Can a media planner do any more to deliver advertising messages? There is a
widespread disagreement among media professionals about this question. Some
say much can be done by strategic media planning. By careful media selection and
timing, by placing ads in markets where sales opportunities are best, by repeating
the advertising, and by other strategic activities, a planner can help the advertisers
achieve their goals. Others say that a media planner’s job is done when the message
is delivered to the right targets, at the right time, and in sufficient quantities.

It is clear that media work with the creative message and the appeal of a prod-
uct to get the message through to consumers. When the audience wants or needs
a product for any reason, they tend to pay attention to an ad for that product. They
may not notice an ad the first time it is broadcast or printed, but their attention will
presumably alert them to find that ad inevitably. Audiences are not waiting for an
ad to appear; however, creative effort can take ordinary ideas and dramatize them
to such an extent that the audience will pay attention to the ad for a short time at
least.

Audiences accept commercials as a necessary evil they must put up with to
view free program content. However, the growth of DVRs and their ability to
fast-forward through commercials shows that people will gladly avoid commercials
if given the tool. Although estimates vary, there is agreement that more than 70 per-
cent of the people watching a program via DVR playback skip through the commer-
cials. On the national television venues of network broadcast, cable, and syndication
(not local spot TV), this is accounted for in the C3 ratings that show the number of
people watching a TV program and its commercials at normal speed live or within
three days of telecast. Because of this metric, advertisers get what they are paying
for and have avoided the dire consequences that were predicted when the DVR first
came out. There will be more about this in Chapter 4.

Yet great creative efforts do not necessarily translate into positive results in the
marketplace. For example, in the late 1990s, widely viewed advertising for the Taco
Bell restaurant chain featured a talking Chihuahua whose signature Yo Quiero!”
became a national icon. The campaign was dropped in 2001 after marketers
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realized that it was not effectively driving customers into the restaurants. It was a
popular and creative success, but a marketing failure. This runs counter to the gen-
eral belief that any product can be sold by clever advertising.

The Media’s Importance in the Buying Process

It is assumed that the power of media advertising to influence sales depends on
where in the purchasing process a consumer happens to be. The classic Engel/Kollat
model of the buying process tells us that the order of purchasing is as follows:’

1. Problem recognition—For example, an auto needs new tires, or an individual
wants a new suit of clothes.

2. Search for alternatives to solve a problem—For example, a consumer reads,
hears, or sees advertising; talks to a friend about the problem; or goes shopping
for a product or brand.

3. Alternative evaluation of different brands—For example, a consumer has
found two or three brands that could solve a problem. The consumer is decid-
ing which one to choose.

4. Purchase made through a choice of a brand—This is the buying action.

5. Postpurchasing evaluation—After buying, the consumer evaluates whether the
product and brand meets his or her expectations for solving the problem.

6. Feedback about how satisfying the purchase was—Unsatisfactory purchases
can be returned, or the consumer might keep the product and look for con-
firmation that he or she made a good buying decision. Frustration about the
quality of the purchase can result in anger against the brand or the store where
the purchase was made.

If consumers do not perceive that they have a problem, then presumably they
will not react much to either media or advertising. On the other hand, when con-
sumers do have a problem, they are receptive to both. Some problems are simple,
such as finding that there is no ketchup in the house when hamburgers are being
served. Others, such as buying a new home, are complex.

9. James F. Engel, Roger D. Blackwell, and Paul W. Miniard, Consumer Behavior, 8th edi-
tion (Hinsdale, IL: Dryden Press, 1997).
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Media Planning and the Marketing Mix

It is important for anyone studying media planning to understand the relationship
between media planning and the marketing mix. The marketing mix is a group of
elements that a firm uses to sell a product. This mix was once called the “four Ps”™
product, place (or distribution), price, and promotion. It has been suggested that the
four Ps are dead, but the marketing mix is as important as ever. It has always taken
more elements than the four Ps to describe the marketing process. A fuller account
is listed in Exhibit 3-2.!° Marketing strategy is discussed more fully in Chapter 6,
“Marketing Strategy and Media Planning.”

Although media are not always considered to be a fundamental element of the
marketing mix, they play a significant role in the selling process when advertis-
ing is required. The key to understanding the relationship between media and the
marketing mix is that media do not work alone; they are part of a team of selling
variables. Planners often get so involved with the complexity of their work that they
forget this. In addition, media’s role is important because it controls the efficient
delivery of advertisements to those who will probably buy.

EXHIBIT 3-2
The Four Ps of Marketing

PRODUCT PLACE PRICE PROMOTION
Quality Distribution channels  List price Advertising
Features Coverage Discounts Copyandart
Options Locations Allowances Media
Style Inventory Payment period Personal selling
Brand name Transportation Creditterms Sales promotion
Packaging Public relations

Direct marketing
Integrated marketing
Event marketing
Local area marketing

10. Modified from Philip Kotler, Marketing Management (Englewood Cliffs, NJ: Prentice-
Hall, 1984): 69.
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Therefore, targeting prospects correctly is one way that the media/marketing
team effort is fulfilled. Inefficient targeting means wasted effort and money. Media
adds a qualitative value to an advertisement because of some quality in the medium.
An example is Good Housekeeping’s “Seal of Approval,” which is given after adver-
tised products pass various quality tests in the company’s laboratory, and which is
intended to give the reader more confidence in their quality. Other qualitative val-
ues exist for specialized media that contribute to the medium’s integral role in the
advertising message.

Exposure: The Basic Measurement of Media Audiences

Industry leaders have chosen a measurement of media audiences—exposure—that
is less than perfect, but that can differentiate media vehicles on the basis of their
audience sizes. Audiences also can be measured and compared with competitive
media at a reasonable cost. Exhibit 3-3 shows many other means of measuring
media audiences.

EXHIBIT 3-3
Ways That Media Audiences Could Be Measured
MEDIA MEASUREMENT WHAT IT MEASURES WHAT IT MEANS
Vehicle Exposure to TVor print media ~ Open eyes facing a vehicle (or opportuni-
exposure (not ads]) ties to see ads)
Print media Numbers of copies distributed ~ People/families receiving newspaper
circulation vehicles [no exposure counted)
Advertising Number of ads exposed per A gross (or crude] counting of total num-
exposure issue or per TV program ber of ads exposed in a vehicle
Advertising Number of ads that consum- The smallest amount of communication
perception ers remember havingseenin ~ remembered of ads in a vehicle
avehicle
Advertising The total amount of recalled Feedback from ad messages in vehicles
communication material from ads in a vehicle
Response function:  The number of responses The effects of advertising on consum-
media effectiveness to specific advertisingin a ers of responses such as sales, brand
vehicle awareness, attitude change, and recall

of messages
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Technically, exposure means “open eyes (or listening ears) facing the medium.”
However, the research that measures (quantifies) exposure is different for each
medium. So the meaning of an exposure is different. In magazines, for example, a
person is counted as a reader if he or she says it was read or just looked into during
the most recent publication period (month for monthlies, week for weeklies, etc.).
Persons exposed to a television program are counted only if they press their own
designated button on a measuring device known as a people meter. Of course, not
every home has such a device, and even when the device is available and a person
is watching a program, the failure to press the button will mean that a viewer is not
counted. In midsize and smaller local markets, television viewing and radio listen-
ing are measured when people fill in a diary. In the larger markets, radio listening
is recorded on the Portable People Meter (PPM) that counts stations within earshot
of the radio’s loudspeaker. On the Internet, exposure occurs when the user is served
an ad banner, pop-up, or a page of content from a website.

People who are not acquainted with measurements of media audiences are
always surprised when they are told that audience numbers obtained from the
media research such as Experian Simmons, MRI, or The Nielsen Company are
based on the average issue of a magazine or telecast of a TV program and not the
number of people who are exposed to the individual advertisements in the vehicles.
Even some experienced professionals forget or never knew that media exposure
measurements do not show how many persons have read advertisements. Also, it
cannot be assumed that a large audience for a media vehicle automatically means
a large number of individuals saw a client’s advertisement. The exception, as noted
earlier, is the audience to the three national television venues, network, cable, and
syndication, where the audience is reported as the number of people watching the
average commercial minute, including all DVR playback at normal speed for up to
three days after the initial telecast. Local television, including markets using the
Local People Meter (LPM), continues to be measured in terms of the average quar-
ter-hour audience.

Magazine audiences are reported in terms of the number of people who read the
average issue, regardless of whether they saw the ads or not. In 2009, MRI offered
a new service called AdMeasures that adjusts the average-issue audience by a fac-
tor that accounts for the number of people who read each specific issue, and then
further adjusts that audience by the number of people who recall “noting” each ad.
This yields the number of people exposed to each specific advertisement in a maga-
zine. The AdMeasures service must be purchased as another product of the MRI
research company.

Its availability illustrates the dilemma facing advertising and media agencies that
must decide whether the substantial additional expense of this new research tool
is justified by the additional precision it offers, and more important, whether that


Barbara


The Relationship Among Media, Advertising, and Consumers

additional knowledge can be applied to future plans. The industry has gone from
a situation in past years where the information simply didn't exist, to the present
time when research companies are offering a growing list of innovative research
products for sale, forcing the agencies to decide if they are worth the cost.

Need for Better Media Vehicle Measurements

Despite all the new data coming from the research companies, planners continue
to need better tools to help them find the best medium or vehicle for their client’s
advertising messages. If it could be shown that one medium sells more of a brand
than any other medium, and if the cost were not prohibitive, then that medium
would be the one in which to place advertising.

Unfortunately, no measurement available today can provide precisely that kind
of information. Some planners have conducted customized research to guide them
in finding a medium that has the greatest sales potential. The problem with that
kind of research is that it is difficult to parse out each individual medium’s con-
tribution to a sale because after all, media are not the only factors contributing to
sales. Every element of the marketing mix contributes a little, and some contribute
a great deal. For example, sometimes the factor that is most responsible for selling
a product is a reduced price; media that carry news of the price reduction in an ad
play a secondary role in the sale. Other media mix factors that contribute to a sale
are distribution, positioning, personal selling, sales promotion, public relations, and
packaging. And the most important elements in the selling of a brand generally are
its product quality and uniqueness.

Many planners are dissatisfied with using exposure for media comparison pur-
poses. They argue that media are not passive carriers of ads; rather, each medium has
some power to affect an audience in some way, and this power should be measured.

The problem is that advertisers have been unable to separate the effect of the
medium from the effect of the quality of the creative message. Research compa-
nies can measure the persuasive power of individual commercials and compare the
results to the average (norms) of all the commercials that they have ever measured.
But these tests are conducted after the commercials have been created. Some score
high, some score low. In the end, developing persuasive advertising is far more an
art than a science.

To be effective, a commercial must be seen—it must reach the target. But see-
ing an ad only once is not enough. To be effective, a commercial or magazine ad
must be seen a number of times. Determining how many times a person needs to
see an ad for it to elicit the desired response is one of the basic challenges of media
planning.
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Response Function

A response function quantifies the perceived ability of multiple exposures of an ad
to elicit a response from the viewer. If we broadcast a commercial 20 times, some
people will see it only once, others will see it 5 times, others 8 times, and a few
might even see it all 20 times. The response function shows what percent of the
people who are exposed to an ad varying numbers of times are expected to respond
to that ad. For instance, we might say that only 10 percent of the people who see a
commercial once will respond, but 50 percent of the people who see it eight or more
times will respond. Exhibit 3-4 illustrates a sample response function. It reads, “10
percent of the people exposed to the ad once will respond; 25 percent of the people
exposed twice to the ad will respond,” and so on.

EXHIBIT 3-4

Sample Response Function

NUMBER OF EXPOSURES PERCENT RESPONDING
1time 10%
2 25
3 35
4 40
5 44
6 47
14 49
8+ 50

Media research can tell the planner with great accuracy how many people are
exposed to a campaign different numbers of times. But deciding what percent of
those people will respond is a subtle judgment that depends on the product being
sold, the ad’s creative quality, the medium in which the ad appears, and a variety of
other factors. We will go into this subject in more detail in Chapter 6. Exhibit 3-5
shows the hypothetical gauntlet that a marketing communication must run before
it results in a sale.
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EXHIBIT 3-5

How Consumers Could React to Media and Advertising

How can a planner think about the effect of a media plan in terms of the ultimate sales
response? One answer is to estimate what happens after the ads appear in the media
vehicles. The following is a hypothetical example of such an estimate:

TARGET AUDIENCE

Number of targets in the United States 10,000,000
Percentof U.S. targets exposed to media vehicles 50% 5,000,000
Percent of those reached who saw any ad in vehicles (ad exposure) 25 1,250,000
Percent of targets who saw any ad and who read our ad(s) 25 312,500
Percent of those who read our ads and who bought our brand because

of ourad(s] 10 31,250
Percent of those who bought our brand once and who boughtita

second time (a rough measure of brand loyalty) 10 3,125

Measuring Audiences to Advertising Vehicles

Some media planners believe that vehicles are nothing more than passive carriers
of ads to consumers. A simple measurement such as exposure, therefore, is consid-
ered adequate for comparing media vehicles. In other words, identifying the vehi-
cle that delivers the largest number of the target audience is a good enough way to
select media. But cost-efficiency is equally important. This requires that the media
selected reach the largest number of prospects at the lowest cost. Cost-efficiency
simply means that audience size must be related to media costs. Measuring this
efficiency is done through cost per thousand, cost per rating point, or both.

Cost per Thousand

The statement, “Potatoes: $2.00” is meaningless until it is expressed as “Potatoes:
$2.00/pound.” To compare the cost-efficiency of different media options, the cost of
an ad is expressed in terms of the cost-per-thousand targets exposed. Specifically,
cost per thousand (CPM) is the cost to deliver 1,000 people or homes. It is calcu-
lated by dividing the cost by the audience delivered and multiplying the quotient by
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1,000. The audience base can be circulation, homes reached, readers, or number of
audience members of any kind of demographic or product usage classification.
CPM is a comparative device. It enables planners to compare one medium or
media vehicle with another to find those that are the most efficient. It can be used
for either intramedia or intermedia comparisons.
Following are various formulas that can be used to compare vehicles or media
on the basis of cost per thousand:

1. For print media (When audience data are not available):

Costof 1 page X 1,000
Circulation

CPM =

CPM circulation tells planners how much it costs to deliver 1,000 copies of the
print ad, but it tells them nothing about the people who read those copies. It is
used as a fallback measure to evaluate publications that do not have audience
research.

2. For print media (When audience data are available):

Costof 1 page X 1,000
Number of prospects reached

CPM =

3. For broadcast media (based on homes or audience reached by a given program
or time):
Cost of 1 unit of time X 1,000
Number of homes or persons reached by a given program or time

CPM =

4. For newspapers:

Costof1ad X 1,000
Circulation

CPM =

Wherever precise demographic classifications of the audiences are available, these
data should be used in the denominator of the formula.

The procedure for using any of the preceding formulas is to compare media on
the basis of the two variables: audience and cost. The medium with the lowest CPM
is the most efficient, other things being equal. Since each medium is measured dif-
ferently, CPM analysis is most typically applied to vehicles within a single medium,
that is, one magazine versus another or one television program versus another.
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Media planners should be cautious about automatically accepting or rejecting
media vehicles on the basis of slight differences in CPM,; a difference of 10 percent
one way or another is meaningless. And people such as David Poltrack, director of
research at CBS, note that the range of error in television sample audiences is so
great that a true calculation of the room for error would tell us that even a CPM
variation of a dollar or more might not be real.!’ Unfortunately, planners often
ignore this advice in day-to-day practice.

Generally, the media vehicle with the lowest CPM is selected, but not always. If
the advertiser requires a special kind of target audience and few or no media reach
them exclusively, then the CPM comparisons are ignored. Rather, media selections
are based on the principle of reaching the largest number of targets, regardless of
cost.

For example, the target audience sometimes is individuals with annual incomes
of more than $100,000. A few media vehicles reach a small proportion of these
audiences, but even if many such vehicles were used, the total number of persons
reached might be relatively small. On the other hand, a very large number of these
persons might be reached with mass media such as a network television program
or a national magazine. It is obvious that either of these two media would also
include a large amount of waste because of the low target audience composition.
Therefore, when the CPMs are computed, they will seem unduly high. Yet the waste
and the high CPM might have to be ignored to maximize the size of target audi-
ences reached.

Mass-produced and mass-consumed products, such as fast food, breakfast cere-
als, and automobiles, usually have target audiences for whom media are selected
primarily on a CPM basis. Specialized products such as yachts, private airplanes,
and international travel have specialized target audiences. Selecting media to reach
them requires less attention to cost-efficiencies and more to audience sizes. The
concepts of coverage (how many people are exposed to the medium) and composi-
tion (the percent of all exposed people who are in the target) will be discussed in
more detail in Chapter 4.

Cost per Rating Point

Another method of comparing the cost-efficiency of radio and television vehicles is
the cost per rating point (CPP). Essentially, CPP measures the cost of one household
or demographic rating point in a given market. It is calculated by dividing the cost
per commercial, or spot, by the rating. In television, a rating is the percent of the

11. Erick Larson, “Watching Americans Watch TV,” Atlantic Monthly (March 1992): 72.
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target audience in a market that is tuned in during the average minute or quarter
hour of a program. A market is the geographic area that can receive the program; it
can range from the entire United States down to a local market called a designated
market area (DMA). This will be discussed in more detail in Chapter 4. Both CPM
and CPP are measurements of relative value, but each uses a different base. The
formula for calculating CPP is as follows:

Cost of acommercial

PP = Rating

For example, if the cost of a prime-time network TV commercial is $200,000 and
the national women 25-54 rating for that announcement is 4 (that is, 4 percent of
all the 25- to 54-year-old women in the United States were watching during the
average minute of this program), then the CPP would be $200,000/4 = $50,000.
How does a CPP compare with a CPM for the same station and commercial? The
following example shows the differences as they might relate to a local market:

Population: women 25-54 = 900,000
Program’s women 25—54 viewers: 36,000
Cost of a 30-second commercial: $1,100

DMA Rating
Viewers X 100/population = rating
36,000 X 100/900,000 = 4.0

CPM = Cost X 1,000/Viewers

Cost of 30-second commercial: $1,100

Number of women ages 25—54 delivered at 8:00 p.m.: 36,000
$1,100 X 1,000/36,000 = $30.56

Cost Per Point (CPP)

Cost/rating

Cost of 30-second commercial: $1,100
DMA rating at 8:00 p.Mm.: 4.0
$1,100/4.0 = $275.00

Is there any preference for using one measurement method over the other?
Generally, CPM is used to compare the efficiency of individual vehicles, while CPP
is the tool most often used to calculate the cost of an entire broadcast plan.
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Is There a Better Way of Measurement?

We use CPM to compare media efficiency because we have to. Advertisers would
much prefer to compare media on the basis of their ability to generate sales.
Unfortunately, no one has been able to correlate the size of a medium’s audience
with the number of additional sales that an ad produces, because advertising is only
one of many factors that determine how much of a product will be sold. Researchers
cannot measure sales, but they can measure the number of people exposed to the
ad, allowing planners to evaluate the cost per thousand people exposed.

The Internet provides a much more direct link between exposure and action by
reporting back to the advertiser the number of people who are exposed to the ban-
ner ad as well as the number who click through a banner to the advertiser’s web-
site. It also allows an advertiser to know exactly how many sales were generated for
products and services that can be sold online. This is a dramatic leap forward, but
for the majority of day-to-day low-interest products, advertisers will continue to
evaluate media in terms of CPM.

The Top Five Perennial Questions
That Media Research Cannot Answer

Up to now we have discussed the general concepts and methodologies of media
research and the concepts that are unique to each of the major media. The meth-
odologies that are based on a random sample have a statistical margin of error.
All methodologies have nonsampling error caused by the real-world challenges of
producing research. But these sources of error can be identified and accounted for.
In the course of a planner’s work, other questions come up for which there are no
simple answers. These are the most important questions in media because they
involve subtle judgments about what is best.

The following frequently asked questions cannot be definitively answered,
because they depend on what is happening in the mind of each consumer. They are
presented here as “impossible” questions to sensitize planners to the inevitable day
when one of these questions comes up in the course of their work, and to provide
something to say and ways to think about helping the advertiser make a reasonable
judgment.

1. How Much Is Enough?
This is the most common question, and it takes many forms. What is the least I
can spend and still have an effective campaign? If I have X number of gross rating
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points (GRPs) against my primary target, am I delivering enough weight against
the secondary target? My last campaign was wildly successful. I ran XX number of
GRPs and actually had to turn away customers. Next time, how much weight can I
cut back and still be successful?

Several approaches will put the advertiser in the ballpark. If the advertiser has
competitive sales and spending information, it is common to match the share of
voice to the share of market. An advertiser with a 10 percent share of a market
should be spending at least 10 percent of the media dollars spent in that industry.

Certainly an advertiser should look back at the experience with comparable
products. For example, some industries have a historic advertising-to-sales ratio.

An industry rule of thumb is that an ad must be seen three or more times for it
to be effective. While this sounds like a reasonable prescription, it evades the ques-
tion, “How many people can I afford to reach 3+ times?” In the end, and unfortu-
nately, many advertising budgets are simply what remains after all other costs have
been accounted for.

2. Which Medium Is Most Effective?

Effective at doing what? Different media have different strengths. Effectiveness
depends heavily on the creative quality. Many people think television is the most
effective medium, but this question comes up when television is not appropriate or
affordable. There are virtually no independent, public domain studies of cross-media
effectiveness. Advertisers who do conduct these studies treat the results as highly
confidential. The publicly available research that does exist comes from industry
associations whose studies are designed to promote the value of their medium. As
they say, “Don’t ask your barber if you need a haircut.” The best advice is to ensure the
advertiser has matched the strength of the media to the marketing objectives.

3. Whatls the Best Environment?

This question assumes there is a rub-off effect between the medium and the adver-
tising message. However, as noted earlier, numerous studies have failed to quan-
tify that effect or even to confirm that it exists. We know that high-rated televi-
sion programs attract more light viewers, but these iconic programs have a heavy
cost premium. The first position in a commercial break has a larger audience than
midbreak positions, but pod position is usually beyond a buyer’s control. In maga-
zines, an ad on the back cover is more likely to be read than one inside the book, but
advertisers pay a premium for that position. Some advertisers believe a magazine ad
near the front of the book is preferable, but since most insertion orders request “far
forward, right-hand page,” these assumed-to-be desirable positions are more likely
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to be given to advertisers running a heavy schedule. At the least, planners should
ensure that multiple ads are given a fair rotation.

4. Which Is Better: Flighting or Continuity?

This age-old question concerns how a limited advertising budget should be sched-
uled over the year: in short bursts of heavy media weight followed by hiatus weeks
of no activity, or continuous advertising at low weight. If the budget allows the
advertiser to buy 1,600 GRPs a year, should they be scheduled in 4-week flights
(total 16 weeks on-air) of 100 GRPs per week? Or would it be more effective to run
for 40 weeks at 40 GRPs per week?

For products that are sold more or less evenly throughout the year, advertis-
ers are guided by the recency theory of advertising that was proposed by media
guru Erwin Ephron. In contrast to the theory that three exposures are needed,
the recency theory is based on research that shows a single exposure close to pur-
chase is most effective. Since there is a steady demand for nonseasonal products,
the advertiser should maintain a continuous presence on-air. The goal should be
to maximize the total weekly reach points (the annual sum of each week’s reach
points). This is achieved by continuity scheduling.

However, this ignores the effect of a competitor’s advertising that may be
flighted. Also, synergy is needed between the advertising and seasonal consumer
or trade promotions.

Finally, there is a reluctance to go below a perceived minimal level of about 50
GRPs per week. Most advertisers appreciate the importance of continuity, but given
this minimum, they find continuity scheduling to be an ideal that is beyond their
brand’s budget.

5. When Is My Commercial Worn Out?
It is hard enough to know what a commercial “does” when it is fresh. Commercial
wearout is really a variation of the “How much is enough?” question. An indus-
try rule of thumb is that a commercial is worn out when the heaviest viewers are
exposed 26 times—somewhere around 1,000 to 1,500 GRPs. This has become a
benchmark for judging a given situation, but many questions remain. Does that rule
apply to a single execution or to an entire campaign of similar but different creative
executions? Over what period of time? What is the effect of hiatus periods? Does
this guideline refer to demographic target rating points (women ages 25 to 54) or
household points, which are usually larger?

One researcher sees a political agenda behind the question. The agency wants
to make a new commercial and the advertiser doesn’t, or vice versa. People who are
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closely involved with the lengthy creative process may be so close to the commer-
cial that they will think it is worn out when in fact it hasn’t even been on air.

It should be clear by now that there is no simple answer to these “How much is
enough?” questions of effective frequency, flighting versus continuity, minimum
GRP levels, maximum hiatus weeks, media effectiveness, wearout, and so forth.
Research can provide guidance, but in the end, it requires agency and advertiser
judgment to apply these general findings from the past to specific plans for the
future.
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Basic Measurements
and Calculations

his chapter describes and explains the basic measurements and calcula-

tions used in media planning. These explanations serve as the foundation

for understanding media strategy decisions, which will be discussed in

Chapter 6. The measurements and calculations discussed in this chap-
ter are by no means all that are available. They represent only those used most
often.

It is vital to understand how media audiences are measured and what those
measurements mean. Media planners can, and sometimes do, make strategy deci-
sions without using measurement data as a guide, but such decisions are difficult
to defend because they tend to be too subjective. Measurement data, on the other
hand, provide a degree of objectivity that is hard to refute.

How Media Vehicles Are Measured

Most media audiences are measured through sample surveys, using data about a
small group to find out about a larger universe’s exposure to a particular medium.
The research companies take a sample because measuring the entire audience (a
census) is generally not practical. Sample sizes can vary from as few as 200 to as
many as 26,000 individuals for single-source services such as Mediamark Research
and Intelligence, LLC (MRI), and Simmons. Online samples and samples using TV
set-top boxes (STBs) can run in the hundreds of thousands or even millions, but
even these immense samples have limitations that will be discussed later.
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Given the widespread availability and use of the Internet, researchers have been
tempted to shift away from traditional telephone and direct-mail sample recruit-
ment to obtain the necessary sample. However, while an Internet survey may be
acceptable for some purposes, it is not representative enough for audience estimates
that must reflect the total population. As noted in Chapter 3, 85 percent of people
have access to the Internet, meaning that the viewing habits of 15 percent cannot
possibly be accounted for. Statisticians call this sample frame bias. In addition, the
sample is limited to people who volunteer to participate. Their media behavior is
likely to be different from those who do not sign up, but there is no way to know or
quantify the difference. This is called response bias. So-called representative sam-
ples or quota samples keep recruiting until the researchers have enough people of
each age and gender cell to match the U.S. population. But the relatively few young
adults who do accept may not have the same media habits as the great many in their
cohort who refuse. A random sample based on household addresses, where every-
one has an equal chance to be included and where extra effort is made to recruit
those who initially refuse, is the best methodology for research used as “currency”
by the billion-dollar broadcast and print media.

Some research, such as Nielsen’s national television ratings, are ongoing and
report the audience to every program 24/7/365. Most others are made at specified
intervals and produce reports annually or several times a year. Changes in measur-
ing technology are continually being made as new ideas or methods are developed,
and planners are always looking for better ways to measure audiences. The methods
presented in this chapter simply represent those used most often today.

Nielsen Television Ratings

Nielsen is currently the primary supplier of television ratings that are used as the
currency of advertising sales. It uses three methodologies:

1. Nielsen People Meter (NPM)—for national television and the largest local
markets

2. Integrated set meter/diary—midsize markets—due to be replaced by the
People Meter

3. Diary only—small markets

The NPM is the most precise and accurate method for measuring television
audiences. The Nielsen Company (http://en-us.nielsen.com) employs a single sam-
ple of more than 18,000 homes that are equipped with a people meter to produce
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all national (network, cable, and syndicated program) television ratings and local
ratings in the top 26 markets, called designated market areas (DMAs), covering 50
percent of the population. These 26 markets are referred to as Local People Meter
(LPM) markets.

The NPM consists of two parts. The human interface is a small box that sits
on top of each set in the house that has a screen five inches or larger (see Exhibit
4-1). Household members use this or a remote control to record who is watching.
Each person is assigned a button, and there is a place on top where visitors can
enter their age and gender. A row of lights on the front blinks red when the set is
first turned on.

Household members are instructed to push their button when they are “watch-
ing television.” So when Dad watches the football game, he punches his button and
his light changes from red to green. Mom, who may be in the room but is doing
something else, does not punch hers. Her looking up from time to time, and even
watching a commercial, would not be recorded. From the moment when someone’s
button is pushed, every channel the set is tuned to is recorded. The meter reports
viewing in one-minute increments, allowing Nielsen to report the number of view-
ers in the average minute of the program (the AA rating).

EXHIBIT 4-1

The Nielsen People Meter
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Source: The Nielsen Company, the Nielsen People Meter. Used with permission.

69



70

ADVERTISING MEDIA PLANNING

The second part of the people meter is another, larger box off in a closet
somewhere that identifies which channel the set is tuned to and sends the data
by telephone line to Nielsen’s computers in Florida. This is a challenge in today’s
500-channel television environment. The Active/Passive (A/P) Meter identifies
the station being watched with an inaudible code imbedded in its audio signal
(the active part). A wire carries the signal from each set’s loudspeaker or audio
output jack to the meter. Passive digital signal matching is used to identify
channels that are not encoded. Together they achieve almost 100 percent accu-
racy in identifying what the viewer is watching. The A/P Meter was specifically
designed to handle today’s digital environment, including cable boxes, satellites,
digital video recorders (DVRs) like TiVo, high-definition television (HDTV),
video games, PC viewing, and other forms of video delivery that have not even
been invented.

In an initiative called “T'VandPC,” by the end of 2010 Nielsen will have installed
meters on all the personal computers in a 7,500 home subset of the people meter
sample. Users will sign in to their computer in the same way that they push their
people meter buttons. Then all online activity will be recorded, including watch-
ing news, sports, or entertainment TV programs via Hulu or other Internet video
services. With this information, Nielsen will be able to report the total audience
to programs, whether that viewing occurs on the television set or on the PC. The
viewing data will be carefully monitored to ensure that the addition of computer
tracking will not affect Nielsen’s ability to recruit its people meter sample.

In the 26 largest markets, television audiences are measured with the people
meter and are known popularly as local people meter (LPM) markets. The hard-
ware and all of the procedures are identical to the way Nielsen measures national
television. The only difference is that the sample is weighted to represent the
local market’s population instead of the nation’s. The LPM has minute-by-minute
granularity that would allow reporting the average minute (AA) audience, but by
long-standing practice all spot markets, even LPM markets, continue reporting the
average-quarter-hour (AQH) audience. In addition to providing local ratings, the
people meters in these markets are included in the sample for the national ratings,
although they are then reweighted to the national population.

While the largest DM As are measured with the people meter, in 31 midsize
markets (20 percent of the country), audiences are measured with a combination
of meters and diaries. A device called a Recordimeter provides continuous data
on what programs the set is tuned to. A diary is used to record demographic data
(see Exhibit 4-2). This meter-diary integration is the same methodology that has
been used since 1956 and is scheduled to be replaced with the A/P Meter by 2012,
at which time local television in 70 percent of the United States will be measured
with the modern people meter technology.
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Nielsen is working on simpler, less expensive versions of the A/P Meter for mar-
kets ranked 57 to 125. But until it is released, and indefinitely for markets ranked
126 and higher, all viewing will be captured in a diary. Respondents write down
what station and program they are watching in quarter-hour increments, causing
ratings to be defined in terms of the number of viewers during the AQH of a pro-
gram or daypart.

While researchers are quick to admit that Nielsen’s diary is the least accurate
methodology, especially in today’s world, it is also the least expensive. Like all media
research, the bulk of the cost is borne by the media that use the data to support
their sales efforts. Buying agencies pay relatively little. In the smaller markets, the
fixed cost of research becomes a heavy burden on stations that have limited ability
to raise their ad rates. So although the diary methodology is deeply flawed, it is all
that stations in the smaller markets can afford.

EXHIBIT 4-2
Nielsen TV Viewing Diary
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On the other hand, the diary has the advantage of providing a direct link to
the viewers in the form of written comments on the last page. These are a popular
source of information for station managers who make an annual visit to specially
provided reading rooms in Nielsen’s Technology Center near Tampa, Florida. For
more information about how TV ratings are produced, go to http://en-us.nielsen
.com/tab/product_families/nielsen_tv_audience.

Proposed Set-Top Box (STB) Alternatives for Measuring Television
Researchers are constantly looking for ways to improve television measurement,
and in the process, they are developing a service that would compete with Nielsen.
The international research firm of Taylor Nelson Sofres (TNS) is developing a ser-
vice that would use the set-top cable or satellite box to record television viewing.
TiVo (the DVR company)! and Rentrak, a multimedia measurement company,” are
also developing STB systems. Not to be left out, Nielsen is working on a way to
incorporate STB measurement into its rating service.

Cable and satellite television systems now serve 90 percent of the United States,’
opening the possibility of tapping the STB to learn what programs are being
watched. This has the advantages of accessing an exceptionally large sample, poten-
tially in the tens of millions, and total passive measurement: the viewing household
doesn’t need to do anything for its viewing to be reported. On the negative side,
since 10 percent of homes do not have cable or satellite, their viewing would not be
accounted for. The STB doesn’t identify who in the household is watching the set,
so this measure doesn't provide demographic rating points. It is a measure of tun-
ing, not viewing—that is, the set may be on, but there is no certainty that anyone
is watching. Since many homes keep the cable box on all the time, researchers are
forced to estimate when the TV set itself is turned on and being watched. Finally,
the many cable systems serving the country have different technical standards and
varying degrees of cooperation, making it difficult to aggregate them into a single,
unified sample.

Whether any of these will replace or even become sufficiently developed to sup-
plement the people meter remains to be seen. Until these questions are resolved,
the television ratings used for the currency of buying and selling will continue to
be measured with a sample.

1. www.tivoadvertising.com.
2. www.rentrak.com.

3. The Nielsen Company, Nielsen Answers, July 2009.
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Arbitron Radio Ratings

There are more than 270 radio markets in the United States because the geographic
areas measured are smaller than television DM As. Because of its low cost, radio
has traditionally been measured with a seven-day diary. Since 2001, the Arbitron
Company has been deploying a pager-sized personal meter that responds to special
codes in the radio station’s audio signal. Because it is totally passive, this Portable
People Meter (PPM) not only greatly improves radio audience measurement, but
also changes the definition of audience from people who consider themselves “lis-
tening to the radio” to people who are within earshot of the loudspeaker, regardless
of whether they are paying attention to the set. Following exhaustive tests, Arbitron
is replacing the diary with the PPM. As of December 2009, they expect to have it
operational in 33 radio markets, representing 47 percent of the United States.* The
remaining markets will continue to be measured with a diary. The PPM potentially
could be used to measure television viewing, but a series of technical and opera-
tional difficulties have prevented that from happening. Nevertheless, it remains a
possible methodology in the future.

Although Nielsen is primarily known for its television audience ratings, it is
moving into the radio measurement business with a diary that uses stick-on labels
to identify which stations are being listened to. Nielsen is starting out in 50 small to
midsize markets, but if successful, they are expected to expand the service to larger
markets, providing significant new competition to Arbitron.

Radio has traditionally been thought of as an entertainment medium delivered
by local stations that are licensed by the Federal Communications Commission
(FCC). The growth of broadband Internet has led to another medium: streaming
audio, sometimes called Web radio. According to Arbitron/Edison research,” by
summer 2009, 49 percent of adults had ever listened to Web radio, and 17 percent
had listened to the medium in the last week. Content is mostly an online feed from
terrestrial stations that may or may not include the advertising. As of this writing
there is no ongoing national measurement, but that is expected to change if inter-
est in the medium increases.

National satellites provide yet another venue for delivering audio content. Sirius
XM Satellite Radio has more than 180 channels that can be accessed from any-
where in the continental United States. This pay service is available online, but the
majority of its subscribers listen in their car. Measurement has proven to be a chal-
lenge because the satellite audience is so fragmented that no single channel amasses

4. Arbitron, estimate as of September 2009 at www.arbitron.com.
5. AdweekMedia, July 20, 2009.
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enough listeners to be reportable, and advertisers are reluctant to scatter their mes-
sage across the whole demographically diverse network. Unless the company can
survive on subscription fees, the lack of measurement may undermine the advertis-
ing business model of what, on the surface, is an attractive media option.

Magazines and Newspapers

At least three different techniques are commonly used to measure magazine and
newspaper audiences: recent-reading and frequency-of-reading techniques for mag-
azines, and the yesterday-reading technique for newspapers.

Recent Reading

MRI is today the sole user of the recent-reading technique. In this method, inter-
viewers visit a national random sample of adults. Each interviewer has the black-
and-white logotypes of more than 200 magazines printed on individual cards.
These are screened to about 12 to 15 magazines that the respondent claims to have
read or looked into within the last six months. For these magazines, respondents
are shown the cards one at a time again and asked if they have read or looked at the
magazine within the last month, week, or other publication period, which includes
browsing a magazine while waiting in the checkout line of a grocery store. Those
who say they are “sure they have” are considered readers of the publication. After
this questioning, respondents are asked for demographic information about them-
selves and their family. The interviewer then leaves behind a 115-page question-
naire booklet that asks respondents to fill out details about various products they
have used and how often they used them. This booklet includes virtually every
consumer product and service sold in America. Upon completion, the interviewer
returns, collects the booklet, and gives the respondent a modest check as thanks
for participating in the survey.

Today, the recent-reading technique used by MRI is the most widely used source
of magazine audience estimates. It is considered single-source research because it
captures media behavior, product usage, demographics, and attitudes, all from a
single sample. This technique has the advantage of being able to quickly survey a
large number of publications with a reliability that has been proven in more than
30 years of practice.

There are several disadvantages. First, by showing just the logo, the respondents
may become confused about which magazine they have read, especially if the title
is similar to other magazines (e.g., Parents versus Parenting). Also, since just the
logo is shown, readership could apply to any issue of a magazine, inflating the over-
all readership of the publication (a source of error called “telescoping”). Finally, this
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technique is more costly than mailed surveys because it must be administered in
person by the interviewer. Nevertheless, the readership estimates are consistent
from year to year, and because every magazine is treated equally, this technique is
viewed as the best measure of the relative audience size of different magazines.

Frequency of Reading

The frequency-of-reading technique is the most commonly used method for deter-
mining the number of people who read a magazine. In this procedure, the respon-
dent is shown a list of magazine logotypes or cover pictures and is asked to record
for each magazine the number of copies they have read out of the last four issues—
one out of four, two out of four, and so on. It is the least expensive methodology
because the survey can be conducted through the mail.

The frequency-of-reading technique is used by Simmons Research, a division
of the Experian Company. It offers single source research that is similar to, and
in fierce competition with, MRI. Simmons’s National Consumer Survey measures
the same behaviors, but its survey is conducted entirely by mail. These method-
ological differences—MRI in person, Simmons by mail—give each service different
strengths and weaknesses that agency media researchers must account for. Most
media planners use MRI’s service as the primary source for magazine audience
estimates. Simmons is stronger in its measurement of demographic segments such
as Hispanics and gay/lesbian populations. Simmons has traditionally had more
detailed psychographic information. A more detailed comparison of the two ser-
vices is beyond the scope of this book.

Yesterday Reading

In the yesterday-reading technique, respondents in a selected sample are asked
which newspapers they read yesterday. The procedure is much the same as the
recent-reading technique for magazines. Because relatively few newspapers are read
in any given market, this interview is quite short.

Internet

Nielsen Online (www.nielsen-online.com) and comScore Media Metrix (www
.comscore.com) are the two most widely used companies that measure the number
of visitors to Internet websites. Both services maintain a large nationally represen-
tative sample of Internet users who allow the researchers to place software on their
computers that record every site visited. In addition to determining the number
of unique visitors, the services can tell how long people stay with each page, how
deeply they go into a site, and the number of times they return. Both services are
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considered “passive” measures because the data are collected automatically, without
any conscious effort by the respondents. This allows them to report on many more
sites than would be possible in a survey that relies on respondents’ memories.

In addition to the basic demographics of people who visit different websites,
advertisers want to know which sites are best for users of the advertiser’s prod-
ucts. comScore provides this information, as it asks its respondents which prod-
ucts they use. This information is linked to the sites they visit as they browse the
Web. Nielsen Online has a competing service called @Plan, which asks respondents
which products they use and then electronically tracks which websites they visit.

Mobile Internet Measurement

In addition to their Internet measurement services, both Nielsen and comScore
have systems that measure Internet browsing on smart cell phones. comScore
reports that more than 22.4 million people access the Internet every day via their
mobile phones.® As mobile usage expands and changes, the measurement systems
are forced to change with it, raising the business question, “Is there enough adver-
tiser demand for the medium to justify the cost of measuring it?” This cost-benefit
analysis for producing the research is a constant challenge throughout the rapidly
evolving media landscape.

Data Fusion

To supplement the @Plan service, Nielsen has an agreement with MRI to create a
fused database that combines the Nielsen Online and MRI samples based on key
demographic hooks. Each Nielsen Online respondent is matched to an MRI respon-
dent with the same age, gender, income, presence of children, Internet usage, and
other demographic variables. The result is a single record that consists of every
website the Nielsen respondent visited and every product the MRI respondent
used.

Fusion is necessary because it is not humanly possible for a single respondent to
provide all the information contained in both the Nielsen Online and the MRI sur-
veys. Fusion has been used for many years in Europe and is now becoming widely
accepted in the United States. The result is a system that can tell the user which
websites are visited. Exhibit 2-10 shows which websites are visited by regular golf-
ers—information that would not be possible without the fused database. On the
other hand, users must keep in mind that fusion relies on the accuracy and, more
important, the relevance of the demographic hooks that link the online and prod-
uct usage behavior. The “one size fits all” demographic hooks used by syndicated
services are less relevant for individual products than more specific characteristics.

6. http://searchenginewatch.com/3633213.
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So for websites visited by frequent business travelers, occupation would be a better
hook than income.

Out-of-Home

Outdoor audiences are measured by the Traffic Audit Bureau (TAB) (www.tabon
line.com), which counts the number of cars passing each billboard on the average
day. This is translated into “daily circulation,” which is the basis for media sales. In
2009-2010, the TAB introduced their new Eyes On system, which combines auto
and pedestrian traffic counts with route destination surveys and in-person inter-
views to report the number of people likely to see an advertiser’s message. This
enables outdoor audiences to be segmented according to demographics, including
age, gender, race, and income, based on people who actually see the ads. Because
this is a totally new way of thinking for both media buyers and sellers, the TAB
expects it will take time to be adopted.

Other out-of-home media such as ads on buses, airport posters, signage in base-
ball stadiums, and mass-transit advertising estimate their audience with a variety of
techniques ranging from ticket sales to proprietary surveys. Because these studies
generally are conducted by the media themselves, they are considered less reliable
than research conducted by independent companies such as the TAB, Nielsen, and
MRI. The Digital Place-based Advertising Association (DPAA, www.ovab.org) is a
new organization created to develop guidelines and best practices for measuring
the many forms of out-of-home media.

How the Data Are Interpreted

All audience measurement techniques involve interacting with a sample of people
who live in the geographic area being measured, whether that is a local market such as
Chicago or the entire United States. Researchers calculate the percent exposed by divid-
ing the number of sample respondents who read a magazine, watched a TV show, or
were exposed to an Internet banner by the total number of people in the sample. Then
they project this percentage to the total population by simple multiplication.

For instance, if the NPM sample has 18,000 households, and if 370 of those
homes watched “30 Rock” on a given Thursday night, the percentage is 370 divided
by 18,000, which equals 2.1 percent. This is the household rating of the program. To
find out how many households this represents nationwide, multiply the 114,900,000
U.S. television households by 2.1 percent to get 2,412,900 households. The 18,000-
home sample has been projected to the 114.9 million U.S. homes that have a
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working television set. About 1 percent of homes do not have television, and so are
not included in the ratings. This same process is used for demographics by simply
substituting the appropriate number of viewers and population base.

General Uses of Vehicle Audience Measurements

One of the most significant problems facing media planners is deciding in which
medium to place advertisements, because there are so many options—and the num-
bers of available media keep growing. The size and cost of reaching target audiences
in these alternative media are important measurements for comparison purposes.
The result of all these attempts at measurement is a large volume of numerical
data, produced at regular intervals. However, the effect of such a quantity of data
on media planners and others involved in marketing/media operations sometimes
produces a sense of confidence that is perhaps unwarranted. Despite the quantita-
tive aspect, media planning is not scientific in the same manner as, say, physics is.
Media audience numbers are the best that can be attained at a reasonable cost, but
they do not represent the kind of measurement data planners would ideally like to have,
such as information about which media vehicle produces the most sales. Because the
numbers often take on undue importance, users of measurement data are warned that
the numbers are only rough estimates for interpretive purposes, not absolutes.
Planners should also understand that the numbers are, in fact, the manufactured
product of the research companies. Like all companies, they must sell their num-
bers and make a reasonable profit for their investors. As a result, there is a constant
stream of new research services that all purport to give planners a better under-
standing of the media they are planning and buying. So on the one hand, planners
are faced with salesmen offering new and better research for a price, and on the
other, they face the practical constraints of their own budgets and the reality that
in the end, all media planning decisions are judgments. In this book we will focus
on the core metrics that every planner must know, recognizing that although other
measures are available that provide supplemental information, they are too numer-
ous to be considered here.
Planners use audience measurement and product usage data for the following
comparative purposes:

1. To learn the demographics of product or brand users

2. To learn the audience demographics of various kinds of media vehicles—who
reads, sees, or hears the vehicles

3. To learn the way purchasers use a product or brand (How many are heavy,
medium, or light users?)
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4. To learn whether audience members of a particular media vehicle are heavy,
medium, or light users of the product
5. To learn how many people were exposed to vehicles

All of this information has one basic goal: to help planners and buyers match media
with target markets.

Two main concepts guide planners in their use of measurement data. The first is
to find vehicles that reach the largest numbers of prospects for a product category
or a brand within that category. But planners do not always select the vehicle that
delivers the largest number of prospects. Sometimes they choose a second concept,
which is finding the vehicle that delivers the greatest concentrations of prospects,
even if there are relatively few of them.

Various Concepts of Audience Measurements

One difficulty in matching markets with media is that no single measurement can
be used to determine the audience sizes for all media. Therefore, it is difficult to
make intermedia comparisons (such as comparisons between the audience sizes
of a television program and a magazine). As is apparent from the previous discus-
sion of methodologies, audience size numbers do not mean the same thing from
medium to medium, even when they are measured on the same base. A base is a
demographic group, such as total women or men ages 35—49. All media can be
properly measured against the same base, but the methodology and the meaning
of exposure is different for each medium. The audience numbers mean different
things because the measurement methodology is different, not because they are
measured against different bases.

Actual or Potential Audience Size Measurements

Those who use media audience research should be careful not to confuse data that
show the actual size of a vehicle’s audience with other data that look similar but
show only potential audience size. The division of audience measurement data into
classifications of actual versus potential, or vehicle distribution versus vehicle expo-
sure, depends on how the audience is measured.

Before statistical sampling was widely accepted, media owners simply used dis-
tribution counts of their vehicles as evidence of audience size. Circulation of print
media (number of copies printed) is one of these older measurements. It represents
only potential audience size of the measured vehicle, because it does not measure
how many people will actually read a given copy of the periodical. In the last 30
years, as media research techniques have become more sophisticated, print media
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have been able to define their readership in terms of numbers of people who actu-
ally read the publication, in addition to pure circulation or distribution counts.
The VISTA Service from Affinity Research (www.affinityresearch.net) and the
AdMeasures service from MRI go beyond readership of the magazine and report
the number of people who actually read the advertising. Nevertheless, the starting
point and the core metric for most planners is the number of people who read the
average issue, or the average issue audience.

Print Circulation Measurements

Circulation measurements are available for most newspaper and magazine vehicles,
but these data are of limited use in selection decisions. Although they tell how many
copies were printed and distributed, they do not provide the planner with information
about the number of readers. One unit of circulation means one copy of a periodi-
cal distributed, but for every copy distributed, there could be as many as six different
readers. Needless to say, this can be confusing. Furthermore, circulation data tell the
planner nothing about the demographics of the audience, such as the readers’ age,
gender, household income, education, and other crucial pieces of information that are
needed to select vehicles that will reach precise marketing targets.

As a result, circulation data are seldom used alone in selecting magazines in
which to place ads. However, such data are often used in making decisions about
newspapers because they are chosen primarily for their ability to reach a certain
geographic area. Also, generally the demographics of newspapers, as a true mass
medium, are well-known.

When circulation data must be used, the most reliable are measurements veri-
fied by the Audit Bureau of Circulation (ABC, www.accessabc.com). The accuracy
of ABC audits is widely accepted throughout the advertising industry. They are the
legal basis for a magazine’s rate. That is, a magazine charges a certain amount of
money to carry a page of advertising with the guarantee that it will deliver a certain
number of copies, as reported by the ABC. If the magazine falls short of this “rate
base” circulation, it owes the advertiser a rebate. So while MRI is used to compare
the readership of alternative magazines, the ABC audit is the legal and financially
accountable underpinning of the medium. The ABC is a nonprofit, cooperative
association of about 1,100 advertisers and advertising agencies and 2,100 daily and
weekly newspapers, consumer magazines, business publications, and farm publica-
tions in the United States and Canada. It audits and reports the circulation of these
publications at regular intervals.

In addition to total circulation, ABC data include circulations categorized for
newspapers by city zone, trading zone, and outside areas. Circulation is also catego-
rized for newspapers by metropolitan statistical areas (MSAs) and television DMAs,
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making it possible to determine how the distribution of copies matches the selling
and marketing areas of advertisers.

Magazine data from ABC show circulation categorized by size of metropolitan
areas, by states and regions of the United States, and by other geographic divisions,
all aimed at helping the planner choose the medium that best reaches geographic
targets. No demographic data about the reading audience are available from ABC.

The ABC releases the publisher’s statement twice a year (June and December) as
“the Pink Sheet.” It has a wealth of information about the magazine, including single
copy sales, cover price, circulation by issue, public place copies, five-year circulation
trend, and other statistics about the magazine. A full description of the Pink Sheet
and extensive free tutorials are available on the ABC website.

Many planners think of the Pink Sheet as an audit, but it is not—it is the pub-
lisher’s claim of how many copies they distribute. After the Pink Sheet is released,
the ABC auditors physically travel to the magazine’s offices and audit the books to
verify that the publisher’s statement is correct. Their findings are released as the
Audit Report. It lacks the detail of the Pink Sheet, but it validates the total circula-
tion that is used as the basis for the publication’s rates. A short report, referred to
as the white audit, is released showing only those magazines whose audit is more
than 2 percent different from the publisher’s statement. In the event of a shortfall,
advertisers have the right to go back and claim a rebate, but only for publications
that guarantee their rates. Some publications avoid this risk by not stating a rate
base. Also, since the white audit may not be available for more than a year after the
issue date, planners need to keep a record of insertions and make an effort to claim
the rebate when it is deserved.

Audience Accumulation

Audience accumulation is the buildup of total audiences over time (usually a
month). A major part of the accumulation concept is that audience members are
counted only once, no matter how many additional times they are exposed to a
particular vehicle or commercial. The number of different people who see an ad at
least once is called reach. Some people who are reached will see an ad only once;
others will see it many times. The number of times the average person who was
reached sees the ad is called frequency. The concepts of reach and frequency apply
to all media and will be discussed in more detail in Chapter 5.

It is of utmost importance to know that the vehicle exposure is not about adver-
tising, per se. Its main purpose is to learn how many persons looked at something
inside the magazine. When the planner wants to know how many persons saw
advertisements, then a different measurement based on number of reading days,
number of issues read, and percent of pages opened can be used. This measure is
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called advertising page exposure, but there is disagreement among planners about
the validity of the estimates. So exposure is a broad measurement of the vehicle.
The point is that when a vehicle is seen, it has potential for selling through ads.

Audience Accumulation in Magazines In magazines, audience accumulates in three
ways:

1. When advertising is placed in successive issues of the same magazine

2. When advertising is placed in the same month'’s issue of different magazines

3. Over the issue life of the publication, as the magazine is read by more and
more people, passing it along from one reader to another

In 2000, MRI released the first modern study of how quickly a single issue of a
magazine accumulates readers. As expected, it revealed that a time-sensitive maga-
zine such as TV Guide accumulates virtually all of its audience within a week, while
newsweeklies such as U.S. News and World Report take almost a month to reach
90 percent of their total readership. Monthly magazines take almost three months
to accumulate the same readership level.” This study is updated with each MRI
survey.

Within a magazine’s total audience, researchers distinguish between primary
readers (those who either have purchased the magazine themselves or are members
of the purchaser’s household) and secondary, or pass-along, readers (those not in
the purchaser’s household). Typical pass-along readers are the purchaser’s friends
and people reading in doctors’ offices, beauty salons, or on airplanes.

In addition to the type of reader, syndicated research companies also provide
data showing where people read magazines. MRI cites in-home and out-of-home
readership for all the publications in their reports. Several isolated research stud-
ies have indicated that the in-home reader, whether a primary or pass-along reader,
reads more pages of a magazine and spends more time reading than the person
outside of the home. Media planners sometimes use this information to give dif-
ferent values, or weights, to each type of reader to compare one media vehicle to
another.

Audience Accumulation in Broadcast Although the concept of reach accumula-
tion is the same in broadcast as with magazines, the mechanics differ widely.
This is because once a TV or radio program is broadcast, it is finished (unless it is
recorded). Those people who viewed or listened to the show are the only audience

7. Mediamark Research, Inc. “Magazine Audience Accumulation: Development of a
Measurement System and Initial Results,” 2000.
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the program will have; there is no pass-along audience as with magazines. Time is
a major element in broadcast accumulation.
Nevertheless, TV and radio programs do accumulate audience in three ways:

1. Within the program audience while it is being broadcast
2. With successive airings of the same program within a four-week period
3. With the airing of different programs within the same four-week period

Viewers are counted by the NPM if they press the buttons designating themselves
as viewers of a given program. If new viewers watch a program after the first tele-
cast, they are added to those who viewed it previously. Radio listeners are so des-
ignated if they write in a diary that they listen to five minutes or more of the pro-
gramming. If they are carrying a PPM in one of the markets using that methodol-
ogy, they are counted if they are within earshot of a loudspeaker carrying a radio
program. Each week that a program is aired, new audience members will tune in
for the first time, and thus the program’s reach grows. Another way accumulation
grows is by advertising on different programs or radio stations that appeal to the
same audience, such as women ages 18—49.

In the real world, people tune in and tune out programs at different times dur-
ing the program broadcast. Ten people might tune in a particular program in the
first five minutes, but some of them will tune out, and some new people will tune
in. This phenomenon occurs throughout the program.

Exhibit 4-3 shows how the accumulated total audience of a single episode varies
for several programs compared with the audience who viewed the program during
an average minute. In every case, the tuned-in audience is greater in number than

EXHIBIT 4-3
Comparison of Program Ratings:
Average Minute Versus Total for Entire Program
HOUSEHOLDS VIEWING (%)
PROGRAM PROGRAM LENGTH DAY OF TELECAST AVERAGE MINUTE ~ TOTAL PROGRAM
“American Idol” 60 min. Tuesday, May 19, 2009 14.1 19.5
“30 Rock” 30 min. Thursday, May 21, 2009 2.4 3.0
“60 Minutes” 60 min. Sunday, May 24, 2009 5.4 8.3

Source: The Nielsen Company, NT/ Pocketpiece, May 18—-24, 2009. Used with permission.
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those who tuned out. In other words, the bucket is being filled faster than it is being
emptied. This results in a gradual buildup of audience over the entire program.

Coverage

Audiences can be analyzed in two broad ways: in total numbers of people (e.g., the
evening news audience) and as a percentage of the demographic universe of which
they are a part (e.g., all women ages 35—49). One might compare the audience size
of 10 magazines or television programs on the basis of which delivers the greatest
number of people in a target audience or on the basis of which delivers the highest
percentage of the total population in that target audience. Either method will reveal
the same relative differences between the media vehicles.

Coverage is a convenient term planners use to assess the degree to which a
media vehicle delivers a given target audience. The higher the coverage, the greater
the delivery—the more people who will be exposed to the medium and presumably
the advertising. Coverage is usually expressed as a percentage of a market popula-
tion reached.

To calculate coverage, researchers divide a given medium’s delivery of a specific
demographic group (or target audience) by the total population of that demographic
group (the market size, or universe). For example, suppose a magazine is read by 2.5
million women ages 25—54, and the total population of women ages 25—54 is 62.9
million. Then the magazine has a 4 percent coverage of that target audience (i.e.,
2.5 million divided by 62.9 million).

Unfortunately, the term coverage can be confusing, because it is used in different
ways for different media forms (see Exhibit 4-4 for a summary). The term is most
typically applied to magazines. For example, according to MRI, 56.1 million adults
in the United States live in a household that owns cats,® and 11.4 million of them
read People magazine. So a planner would say that People’s coverage of cat-owning
adults is 20.4 percent (i.e., 11.4 million divided by 56.1 million). This 20.4 percent
represents actual exposure to the vehicle. Put simply, an ad in People would be
delivered to about a fifth of all cat owners. In newspapers and television, coverage
represents only the potential for exposure, not actual exposure (or reach). Because
coverage can mean a number of different things, it is important for anyone who uses
this term to know and understand its alternative meanings. Following is a discus-
sion of how coverage is defined in specific media.

Newspaper Coverage Newspaper coverage is the number of copies circulated com-
pared to the number of households in the circulation area. Most newspapers mea-

8. Mediamark Research & Intelligence, LLC, Spring 20009.
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Different Meanings of the Term Coverage

MEANING

USES

General concept
(more accurately
called “market
coverage”)

Newspaper
coverage

Magazine coverage
(sometimes called
“reach”)

Spot TV and radio
coverage (local
market)

Spot TV coverage
for a national cam-
paign (also for spot
radio)

Network TV pro-
gram coverage

Outdoor advertis-
ing and transit
coverage

Cable TV channel
coverage

Internet coverage

The number of prospects deliv-

ered (exposed] by a given medium.
Coverage expressed as a percentage
of the universe of prospects.

The number of circulation units as a
percentage of the number of house-
holdsin an area. If the readers of news-
papers in a local market are measured,
then coverage is the number of read-
ers in a demographic segment (such
as men ages 18—24) as a percentage
of all men 18—24 in the local market.

Same as the general concept.
Prospects are demographically
defined.

The number of TV (or radio) homes
within the signal area of station that
can tune in to that station.

Total number of TV homes in selected
markets that are part of a campaign,
that can tune in (or can be reached).

The number and percentage of U.S.

TV homes for all stations in a network
carrying a given program, compared
to total TV homes in the United States.

The number of people who pass and are
exposed to a given showing of billboards
inalocal market, expressed as a per-
centage of the total people in the market.

The number and percentage of U.S. TV
homes that can receive a given cable

channel from any source: wired cable,
direct broadcast satellite, apartment

cable system, or other system.

Allmembers (two years of age or older)
of U.S. households that currently have
access to the Internet. Some services
define coverage as the percent of per-
sons who used the Internet or other
digital media at home, work, or college
inthe last 30 days.

Serves as a goal in planning. Used
to determine whether media
selected are delivering enough
prospects.

Forlocal markets. A goal to deter-
mine whether enough households
are reached with one or more news-
papers. This represents potential
audience size.

Same as the general concept. This
represents estimated actual audi-
ence size.

Serves as a basis for potential deliv-
eryin planning. Indicates the maxi-
mum size of the potential audience
of radio or TV homes.

It can show the percentage of U.S.
TV homes that may be potentially
delivered by a spot plan. Maximum
number and percentage of potential
exposure.

Anindication of the maximum
potential of TV homes thata TV pro-
gram can reach.

To determine the size of an audi-
ence that might look at each show-
ing of billboards.

An indication of the maximum audi-
ence that can be reached by an indi-
vidual cable network.

Provides the maximum num-
ber or percent of persons who
can be exposed to an Internet ad
campaign.
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sure the number of copies sold or distributed and call this circulation. This is the
number audited by the ABC.

If the circulation of a newspaper is 500,000, and the number of households in
the area (the household universe) is 2,000,000, then the coverage is 25 percent.
The assumption is that each unit of circulation equals one household covered.
Newspaper coverage represents potential rather than actual exposure, because
not everyone in a household that receives a copy of a newspaper actually reads it;
exposure to the medium is not necessarily assumed. Therefore, coverage based on
circulation is only a rough measure of newspaper audience size related to the total
number of households in that area.

When using newspaper coverage, planners sometimes suggest that a minimum
coverage level in any individual market should be at least 50 percent. If it can be
assumed that not all persons in all households will be exposed to any given edition
of a newspaper, then 50 percent is the lowest level that seems practical. Perhaps
only two-thirds of that 50 percent will be exposed. Some media planners set much
higher limits on local market coverage, such as at least 70 percent. In such situa-
tions, it may take a number of newspapers in that community to attain 70 percent
gross coverage (i.e., double-counting homes that subscribe to two or more papers
as opposed to net coverage that counts each home only once).

When a newspaper has research of its readership and provides a breakdown
of that audience by demographic segments, then coverage will mean something
different. In this case, it will mean the number of individuals exposed to news-
papers compared to the total number of individuals (rather than households)
in the market. Because such measurements are not always available on a regu-
lar basis, newspaper coverage usually means potential exposure. Scarborough
Research (www.scarborough.com) is the primary source of newspaper reader-
ship in more than 80 DM As. In addition to newspaper readership, Scarborough
provides information about local sports teams, shopping malls, movie theaters,
community events, and even product usage. Scarborough can be thought of as
a local market MRI.

Magazine Coverage Magazine coverage is simply the number of prospects who read
a publication divided by the size of a target market. This is sometimes referred to as
a magazine’s average issue audience. The concept is directly comparable to a broad-
cast rating; however, the standard methodology used by the research companies
cannot measure the audience to each issue. Hence the need to report the numbers
of readers to the average issue.

Another way to look at magazine coverage is to look at total users of a given prod-
uct class. For example, as shown in Exhibit 4-5, MRI reported that 31,981,000 adults
were dieting to maintain their weight or physical fitness. This figure represents the
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size of the total market of such consumers. If 7,279,000 readers of People magazine
are controlling their diet, that number represents 22.8 percent market coverage by
People (7,279,000 divided by 31,981,000).

EXHIBIT 4-5
Magazine Coverage and Composition
NUMBER (000) COVERAGE  COMPOSITION INDEX
Total adults dieting for weight control 31,981 100.0% 14.2% 100

High-Coverage Magazines—Low Composition

People 7,279 22.8 16.7 117
AARP The Magazine 5,921 18.5 16.6 117
Reader’s Digest 5,186 16.2 16.3 115
Parade Carrier Newspapers 10,875 34.0 15.0 105
High-Composition Magazines—Low Coverage

First 908 2.8 29.9 210
Shape 1,558 4.9 28.8 203
Self 1,529 4.8 25.2 177
Working Mother 498 1.6 24.3 171
Fitness 1,266 4.0 22.7 160

Source: Mediamark Research & Intelligence, LLC, Spring 2009. Used with permission.

Earlier in this chapter, we discussed the ways that researchers determine how
many people read a given magazine. But the number of readers, as a number by
itself, is of little value until it is put into context as a percent of both the target (cov-
erage) and of the medium’s total audience (composition.)

Exhibit 4-5 illustrates the concept. Mass magazines, such as People, are read by such
a large percent of the whole country that they can't help also being read by a large per-
cent of target dieters. They offer high coverage, but there is a great deal of waste; more
than half the circle of People readers is outside the target audience. In this case, we
would say that People has high coverage of our target but low composition.

Small, selective magazines such as Fitness, on the other hand, cover only a rela-
tively small part of the target, but a larger percent of the magazine’s (few) readers
fall within the target. There is far less waste. We would say Fitness has low cover-
age but high composition.
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Exhibit 4-6 shows the differences in coverage and composition for magazines
that might be used to reach this dieting target audience. The indices quantify the
target audience selectivity of each magazine.

EXHIBIT 4-6

Coverage Versus Composition

Mass Magazine

+ High coverage

* Low composition

« High out-of-pocket cost
+ High waste

Target
Audience

Fitness

Selective Magazine

* Low coverage

+ High composition

+ Low out-of-pocket cost
« Little waste

Planners must be careful to avoid either extreme. This balance between coverage
and composition is a key trade-off in all media, especially in view of today’s heavily
fragmented environment. Using only high-coverage mass magazines, prime-time
television programs, or website portals will certainly reach the target, but a signifi-
cant part of the budget will be wasted on people who have little or no interest in
the advertised product. On the other hand, using only high-composition magazines,
selective cable networks, and niche websites runs the risk of missing people who
buy product but who do not happen to be attracted to the highly selective media
vehicles. Planners typically use a mixture of high-coverage and high-composition
media to ensure adequate reach while minimizing waste.

Local Television and Radio Coverage For local radio and television, coverage means
the number (or percentage) of homes that can physically receive a usable televi-
sion or radio signal over the air. This technical definition applies primarily to radio
stations and to the 10 percent of homes that do not subscribe to cable or satellite.
Furthermore, the coverage area of television stations was defined using the old


SAILUSER

SAILUSER


Basic Measurements and Calculations

analog signal that could provide an acceptable, if snowy, picture to fringe areas.
Since the June 2009 conversion to digital television, over-the-air reception is all or
nothing, changing the size of the area where a station provides acceptable service.

Although the signal strength contour is important for the licensing of broadcast
stations, for media planning purposes the coverage area of stations in a given mar-
ket is defined by viewing patterns, not engineering signal coverage.

Spot Radio and Television Coverage in Multiple Markets An advertiser who buys spot
announcements in a number of markets located in various geographic regions of
the United States will be interested to know what percentage of all television (or
radio) homes in the country the commercial could potentially reach. Perhaps a
planner has selected 50 of the largest markets in the country in which to advertise.
To determine the percentage of coverage, it is only necessary to add the percent of
the United States represented by each of the 50 markets. Exhibit 4-7 lists the per-
centage coverages for the largest U.S. markets.

For example, by buying spot announcements in the largest 50 markets, planners
can potentially reach 67.8 percent of the television homes in the country. The plan-
ner then knows that the maximum audience size (expressed in terms of homes that
can tune in to a station’s signal) is no larger than 67.8 percent.

EXHIBIT 4-7

Coverage of Top U.S. Markets Using Spot TV

MARKETS U.S. COVERAGE
Top 10 29.4%
Top 20 43.8
Top 30 534
Top 40 61.7
Top 50 67.8
Top 60 72.8
Top 70 7?0
Top 80 80.6
Top 90 83.8
Top 100 86.6

Source: The Nielsen Company, U.S. TV Household Estimates, September 2008. Used with permission.
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Network Television Coverage In network television, coverage is defined as the num-
ber and percentage of all U.S. television households that are able to receive a given
program. Generally speaking, the degree of coverage is affected by the number of
stations in a network lineup. The more stations, the more coverage. Exhibit 4-8
indicates the coverage of several network programs. Although these statistics are
of interest to the television networks, which want to see their programs carried on
as many stations as possible, buyers and planners are typically not concerned with
such data, because coverage is automatically accounted for in a program’s rating.

EXHIBIT 4-8
Network Program Coverage
NUMBER OF STATIONS IN
NETWORK PROGRAM HOUSEHOLD COVERAGE NETWORK LINEUP
ABC “20/20” 98% 381
NBC “30 Rock” 98 379
CBS “0ld Christine” 98 389
FOX “e4” 98 373
Univision (Hispanic) “Sabado Gigante” 80 93
MNT “Jail” 87 250

Source: The Nielsen Company, NT/ Pocketpiece, May 18—24, 2009. Used with permission.

Cable Television Coverage Cable coverage is defined as the percent of U.S. house-
holds that can receive a cable network by any means, including cable, large satellite
dish, direct broadcast satellite, microwave, or other distribution methods.

Unlike network television signals, which are carried by broadcast stations that
can reach all television households, individual cable networks must secure clear-
ance on thousands of local systems. Although some can offer hundreds of channels,
others are limited to only a few dozen, resulting in strong competition to secure
clearance. Large, established channels, such as ESPN, CNN, and USA Network, are
carried by virtually all cable systems (and so report near 90 percent coverage of U.S.
television households), but newer channels must fight for every household—many
cover less than 25 percent of the United States.

Because cable channels must compete with the broadcast networks for adver-
tising dollars, they prefer to report their ratings as a percent of the households in
their coverage area, instead of the total U.S. For example, a cable channel that can
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be seen in 20 million homes may have a program that is seen in 500,000 house-
holds. This is only 0.4 percent of the 114.9 million U.S. TV households. It makes a
stronger sales story to say that the program has a 2.5 percent rating in its coverage
area (to the base of the 20 million coverage area households).

Internet Coverage By 2009, more than 86 percent of all adults had access to the
Internet at home or at work, and 73 percent go online in the average month.” Like
cable networks, Internet websites prefer to express their audience as a percent of
these active Internet users, rather than of the larger total U.S. population. Internet
websites also promote their coverage in terms of the number of unique visitors per
month. This can be a useful relative statistic, but it is meaningless to planners who
buy a fixed number of impressions that represent only a small fraction of what is
available on the site. Planners must be careful not to apply the assumptions of tra-
ditional mass media where advertising impressions equal the media audience, to
the Internet where advertising impressions are determined by how many the plan-
ner wants to buy.

Out-of-Home Media Coverage Out-of-home media include all media that are located
outside a person’s home, such as billboards, posters in shopping malls, advertise-
ments in and on buses, and so forth. Coverage for out-of-home media is the per-
centage of the population that passes one or more out-of-home media in a given
period of time. Coverage for out-of-home media, therefore, represents the potential
for advertising exposure.

Out-of-home media are generally purchased by advertisers on the basis of
daily showing, or gross rating points (GRP). A gross rating point is a measure of the
total (duplicated) number of people delivered by an advertising vehicle or vehicles.
Suppose a market has 200 different billboards erected in and around the city, each
of which is passed by an average of 1,000 cars each day, which is the daily effec-
tive circulation (DEC). If an advertiser purchases 50 of these billboards, a total of
50,000 cars will pass one or more of these boards each day (50 multiplied by 1,000).
If the market has a population of 100,000, then these 50 boards would constitute
50 GRPs/day, or a 50 showing. We call the data “gross” or “duplicated” because a
car that passes 2 of the 50 boards will be counted twice. Other showing sizes can
also be purchased, such as a 100 showing (comprising twice as many exposures as
in a 50 showing), a 25 showing (half as many exposures), and so on. They can also
be expressed as 100, 50, and 25 GRPs/day.

Since DEC is based on the number of cars passing the boards, the outdoor com-
panies have never been able to clearly define these GRPs in terms of a demographic

9. Mediamark Research & Intelligence, LLC, Spring 2009.

91


SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER


92

ADVERTISING MEDIA PLANNING

target or with the kind of precision that planners are accustomed to receiving from
other media. The TAB'’s new Eyes On research is intended solve this problem by
providing daily target audience impressions, GRPs, reach, and frequency. It will take
time to convert the outdoor industry, both buyers and sellers, to this new metric,
from a start in 2009. Visit www.eyesonratings.com to get the latest information
about this new way of measuring the outdoor audience.

An outdoor medium is able to generate very high coverage, and therefore
high reach, over time. Exhibit 4-9 shows an estimate of accumulated reach over
a 30-day period for different sizes of outdoor showings using the traditional DEC
methodology.

EXHIBIT 4-9

Reach of Outdoor Showings

100 SHOWING 50 SHOWING 25 SHOWING
REACH FREQUENCY  REACH FREQUENCY  REACH FREQUENCY
91.5% 27.9 90.6% 14.3 87.4% ’.7

Source: Simmons Market Research Bureau, 1991. Used with permission.

Households Using Television (HUT)
One important television measurement is households using television (HUT). This
can also be expressed as persons using television (PUT). HUT/PUT represents the
total percentage of homes or people in a market that are watching television at a
given point in time. Because it includes a time consideration, HUT/PUT can be
classified as a measurement of net potential audience size.

Remember that coverage data in television represent only audience potential.
If a station covers (i.e., is watched in) 1,410,000 TV homes, this does not mean an
advertiser will reach all of those homes with a commercial on that station. But what
determines how many homes will be reached? To a great extent, the HUT at any
time of day provides a clue to the possible tune-in. As a measure of the net potential
audience, HUT indicates what percentage of households with a television set have it
turned on at any given time of day, such as morning, early afternoon, late afternoon,
prime time, or late evening.

Television viewing is affected by living habits. In the morning, tune-in tends to
be low, with many men and women at work and children in school. Primary viewers
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are stay-at-home parents and small children. When children return home from
school at about 4:00 p.M., the tune-ins rise dramatically. After 6:00 p.m., when many
people have returned home from work, the rise in tune-ins is even greater. After
10:00 p.Mm., viewing drops again. Exhibit 4-10 indicates the variations in viewing for
different time periods, as well as by seasons of the year.

Media planners can study HUT data and estimate potential audience size bet-
ter than by studying coverage figures alone. In the evening hours, more viewers are
available than at any other time of day, because both children and adults are usu-
ally at home. But variations in viewing occur not only during a single day, but also
during a given week and month. During the summer, for example, when people
spend more time outdoors, television viewing is lower in early fringe (4—6 p.m.) and
prime time than it is in winter. Despite these variations, television is still able to
reach well more than 90 percent of the population each week in summer because
viewing of the other dayparts is relatively constant over the year. As we will see,
the cost of advertising varies from daypart to daypart, with prime time being the
most expensive. Most television plans include a mixture of dayparts, washing out

EXHIBIT 4-10

Variations in TV Viewing by Daypart and Season

% of Homes
Using Television

(HUT)
70
Prime time Mon.-Sun. 8:00-11:00 p.m.
60\ v
50F ____
\‘\~___Earlyfr|ngeMon —Fri. 4:30-7:30pm._____--""777"
AL T T T et
Late fringe Mon.-Sun. 11:00 p.m.—1:00 A.M
30+ T T T ~—. T
Weekday daytime 10:00 Am.~4:30 p.m.
20+
10
1 1 1 1 1 1 1 1 1 1 1 J

0
Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec.

Source: The Nielsen Company, Households Using TV Summary Report, 2nd Qtr., 2009. Used with permission.
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the differences among them. Many schedules on cable television are bought “run
of station” (ROS), meaning the spots rotate through all the dayparts.

Broadcast Impressions and Ratings

These key concepts begin with the impression: a single person watching television,
listening to the radio, or otherwise exposed to the medium during the average min-
ute or quarter hour of the program. So if one million people were watching a pro-
gram that carries our commercial, the program (and presumably our commercial)
would have delivered one million impressions. Since millions are hard to work with,
a more useful way of handling them is to divide the impressions by the population.
The result is a rating.

A broadcast rating (television or radio) represents an estimate of the percent of
people who view a program or have tuned in during a specific time period. This
rating is determined through sampling procedures. It is financially and physically
impossible to measure the viewing habits of every person in the United States, but
it is possible to measure a small sample of viewers. This information, however, is
only an estimate of the size of the actual viewing audience.

These estimates are reported in the form of percentages of the demographic uni-
verse being considered. For households tuned in to a network television program,
the base figure usually includes all households in the United States that have at least
one television set. The geographic area for local television stations is based on the
time residents spend watching stations of a given market, or DMA.

Nielsen research shows which city (and which TV stations) the residents of
each county spend most of their time watching. For example, this research shows
that the residents of Cook County, Illinois, spend 51 percent of their weekly view-
ing hours watching stations that are licensed to the Chicago television market.'
Accordingly, Cook County is assigned to the Chicago DMA. DeKalb County spends
43 percent of its time watching Chicago stations and 5 percent of its time watching
stations in neighboring Rockford. Because the majority of its viewing is to Chicago
stations, DeKalb County is also assigned to the Chicago DMA. Boone County, how-
ever, spends 36 percent of its time watching Rockford but only 6 percent watching
Chicago. Thus, it is assigned to the Rockford DMA. Nielsen uses this procedure
to assign every county in the United States to one DMA or another. Each of these
counties spends 40 to 50 percent of their time watching the national cable television
stations, which does not figure into their DM A assignment. Exhibit 4-11 shows the
counties of the Chicago DMA bounded by a heavy line. Although fringe counties
may shift from one DMA to another following Nielsen’s annual review, the general

10. The Nielsen Company, 2008 County Coverage Study.
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outlines of each market are relatively constant. The counties in the Chicago DMA
have not changed from 2001 when the last edition of this book was written.

Ratings are made for both households and individuals. The universe for network,
cable, and syndicated programs consists of all persons of a given age group living in
national television households. For example, for women ages 18—49, the broadcast
network program base would be all women ages 18—49 in television households in
the United States. A rating for women ages 18—49 in the Chicago DMA would be
based on the women of that age group who live in any of the counties that make up
the Chicago DMA.

Local television and radio ratings are expressed as the percent of the DMA’s
population who are watching or listening to the average quarter-hour of a pro-
gram or daypart. This is different from the national audience that is expressed as
the audience to the average minute. Television ratings reflect the percent of people
in the DMA who are tuned in; radio ratings reflect the percentage of the people in
the MSA—essentially the largest counties in the market. Exhibit 4-11 identifies the
counties in the DMA and the Radio Metro Area (RMA).

Rather than talk about a rating of 5 percent, it is common practice to talk about
a program having a 5 rating. This custom assumes the understanding that a rating
is a percentage. Because the audience is so fragmented, the rating of most cable net-

EXHIBIT 4-11

Counties of the Chicago DMA

Kenosha,

McHenry,
.
DMA
RMA

Lake Michigan

DeKalb,

Kendall, La Porte,
. Ind.
DMA DMA
RMA wil, Ill.
La Salle, DMA RMA
0. Grundy,
DMA I,
DMA
RMA Kankakee,
.
DMA
TV DMA—16 counties
Radio Metro Area (RMA)—11 counties

Source: The Chicago DMA Television Market. Copyright: The Nielsen Company, 2009.

95


SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER

SAILUSER


96

ADVERTISING MEDIA PLANNING

works is less than 1.0, and very frequently, less than 0.5 percent—less than one-half
of 1 percent of the target population.

Average Audience Rating For national broadcasts on network, cable, and syndicated
programs, The Nielsen Company provides an average audience rating, which rep-
resents the percentage of homes (and people) tuned in to the average minute of a
program.

To learn how many households (or people) have tuned in to a program, one
need only multiply the rating by the total number of TV households in the United
States. This is called a projection. For example, if a program had a 3.0 average audi-
ence (AA) rating, and the total number of households in the United States was
114,900,000, then 114,900,00 X 0.03 = 3,447,000 households tuned in. A com-
mercial on that program would develop 3,447,000 impressions, typically expressed
as 3.4 million impressions. Exhibit 4-12 illustrates the method by which the aver-
age audience rating is calculated for a 15-minute segment of a program. On a local
market level, the base would be relatively smaller, but the procedure for projection
would be the same. Also, local demographic ratings are expressed in terms of aver-
age quarter-hour audience because of limitations in the diary where viewing is
recorded.

The average minute audience reported for national television is referred to as the
program audience because it is the average of all the minutes in a program—those
with entertainment and those that have advertising.

The Three-Day Commercial Audience (C3) Rating In February 2010, household pene-
tration of the DVR was 37 percent and was still growing at a rate of about 1 percent
per month.!! Recording is heavily concentrated in the high-rated scripted prime-

EXHIBIT 4-12
Computing an Average Audience Rating
MINUTES IN APROGRAM 1 2 3 4 5 6 ?’ 8 9 10 11 12 13 14 15
Percentage tuned in 30 30 30 31 31 31 31 32 32 32 33 33 33 33 33

Total tuned in for 15 minutes = 475
Average percentage tune-in for 15 minutes = 475 +~ 15 = 31.7

11. The Nielsen Company, Npower.
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time programs such as “Desperate Housewives,” “30 Rock,” “The Office,” “Lost,”
and others. Daytime soap operas and late fringe entertainment are also heavily
recorded. Conversely, there is virtually no recording of live sports events, news, and
most cable network programs.

Numerous studies have shown that more than 70 percent of the viewers watch-
ing a prerecorded program on their DVR fast-forward through commercials, yield-
ing a much smaller audience to the commercials than to the average minute of the
entire program. Other research showed that 85 percent of the recorded programs
were played back within three days of the original telecast. This includes a substan-
tial amount of viewing within an hour of the telecast, caused by viewers starting to
play back a program half an hour after it starts, and then fast-forwarding through
the commercials—the so-called near-live phenomenon. Exhibit 4-13 shows the dra-
matic effect that this fast-forwarding during the commercials has on the minute-
by-minute audience.

The program in Exhibit 4-13 was watched by 1.98 percent of adults ages 18—34
who live in a household with a DVR during the average minute of the program,
including any playback within three days of the telecast. But the normal-speed audi-
ence to the average commercial minute was only 1.53."? Some advertisers want an
even more precise measure—the number of viewers to their particular 30-second

EXHIBIT 4-13

C3 Ratings Versus Live+3 Program Rating

1.53% of A18—34 in DVR households watched the average commercial minute.

A18-34 rating
DVR HH
30

25k 1.98
/~—/\ //—\ Live+3
20 AN Program
: I/ : / rating
15 1.53

Commercial
10 rating

0.5
Commercial minutes

0 ) S Y
1234567 8 91011121314151617 1819 20 21 22 23 24 25 26 27 28 29 30

Minute of the program

Source: The Nielsen Company, Npower. Used with permission.

12. The Nielsen Company, Npower.
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commercial—not just the average commercial minute. While such a precise mea-
sure is technically possible, for all practical purposes the C3 rating has become the
industry standard for national television.

Advertisers demanded to pay only for viewers during the commercial minutes
that were being played back at normal speed within three days of the original tele-
cast. This led to the C3 rating, which has become the standard metric for national
television ratings. The audience to each minute of the telecast is multiplied by the
percent of seconds devoted to commercials that are played back at normal speed.
This commercial audience for each minute is totaled and divided by 60 to get the
number of viewers to the average commercial minute. Exhibit 4-14 shows how the
C3 rating is calculated.

Exhibit 4-15 shows the effect of DVR recording. It compares the live audience
(average of all minutes in the program, including entertainment) with the total
audience (live + DVR playback) on the same day (a few minutes delay), after one
day (live+1), after two days (live+2), after three days (live+3), after seven days
(Live+7), and with the audience after three days to just the minutes with a commer-
cial played at normal speed (the C3 rating). This not only illustrates the dramatic
effect of DVR playback, but also shows how the C3 rating compensates for fast-
forwarding through the commercial and so is an accurate measure of how many
people will be effectively exposed to the advertising.

Spot television ratings, even in LPM markets, remain tied to the average quarter-
hour audience, including all playback up to seven days after telecast. This greatly
inflates the audience to the commercial minutes, but as of this writing, that is how
the audience is reported. Since local news is the most important program to the
stations and there is virtually no DVR recording of the news, the effect of this over-
statement is probably minimal.

Share of Audience Share of audience reflects the percentage of homes tuned in to
a program based on only those homes that had their sets turned on. This is used
as a measure of program popularity that is not affected by the seasonal changes in
HUT we saw earlier. The sum of the shares is 100 percent, just like the total of all
the slices of a pie. The relationship between rating, HUT, and share is expressed by
the following simple equations:

Rating = HUT X Share

_Rating
Share = HUT
Ratin

HUT = g
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How the C3 Commercial Audience Is Calculated

The commercial audience is the audience to each minute multiplied by the percent of

seconds that have a commercial.

COMMERCIAL AUDIENCE

A18-34 A18-34 COMMERCIAL (000) X
MINUTESOF  RATING IN AUDIENCE IN SECONDSINEACH COMMERCIAL
PROGRAM DVRHH DVRHH MINUTE SECOND/60 CALCULATION DETAIL
1 1.91 317,632 0 —
2 1.97 327,519 0 —
3 2.06 342,799 0 —
4 2.29 380,888 0 —
5 2.28 378,117 0 —
6 2.28 378,925 0 —
7 2.37 394,100 0 —
8 2.54 420,940 0 —
9 2.58 428,556 16 114,282 428,556 X 16/60 = 114,282

10 1.68 279,330 60 279,330

11 1.52 251,650 44 184,543
12 2.00 332,158 0 —
13 2.23 369,650 0 —
14 2.17 359,542 0 —
15 2.11 350,071 0 —

16 1.74 289,401 47 226,698

17 1.67 276,967 43 198,493
18 1.50 248,224 0 —
19 2.21 366,082 0 —
20 2.27 307,273 0 —
21 2.28 378,208 0 —
22 2.20 364,631 0 —
23 1.96 325,244 0 —

24 1.66 274,781 26 119,072

25 1.12 185,882 60 185,882

26 1.22 201,952 60 201,952

27 1.36 225,510 4 15,034
28 2.14 355,683 0 —
29 1.94 321,645 0 —
30 2.04 338,194 0 —

1.98 Program 360sec 1,525,286/6 minutes = 254,214 viewers to average
Rating commercial minute
6 minutes 254,214/16,602,000 (A18-34in DVR HH population)

= 1.53 commercial rating

Source: The Nielsen Company, Npower. Used with permission.
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EXHIBIT 4-15
Comparison of Program and C3 Ratings
ADULTS 18-34 AVERAGE MINUTE RATING
PROGRAM
PROGRAM LIVE+ PROGRAM PROGRAM PROGRAM PROGRAM COMMERCIAL
PROGRAM LIVE  SAMEDAY LIVE+1 LIVE+2 LIVE+3 LIVE+7? LIVE+3
Total A18-34
“Desperate
Housewives” 3.2 4.1 4.6 4.8 4.9 51 3.8
“Scrubs” 2.0 2.5 2.7 2.8 2.9 2.9 2.1
“24” 2.7 34 3.7 3.8 3.8 4.0 2.9
“Grey’s
Anatomy” 4.3 5.3 5.8 6.1 6.3 6.6 4.8
Adults 18-34 in DVR Households
“Desperate
Housewives” 3.4 6.3 7.8 8.5 8.8 9.3 5.8
“Scrubs” 1.5 2.9 3.8 4.0 4.1 4.3 2.3
“e4” 2.4 4.8 5.7 5.9 5.9 6.5 3.6
“Grey’s
Anatomy” 4.2 7.2 8.8 9.7 10.7 11.5 6.2

Source: The Nielsen Company, NPower, week of Jan. 12, 2009. Used with permission.

The relationship among these three is illustrated in Exhibit 4-16. It shows that in
40 percent of the homes, the TV set was not turned on—the people were not at
home, they were reading a book, or they were doing something else with their life
besides watching television. Conversely, 60 percent of the homes were using tele-
vision. The viewers were divided among the various broadcast stations and cable
networks, with each program getting its share of the pie. The sum of all the shares
is 100 percent; the sum of the ratings equals the HUT, or 60 percent. The share
statistic enables the media planner to compare the relative popularity of two pro-
grams that compete for viewers at the same time of the day. Since the HUT for a
given month and daypart is relatively stable year to year, media buyers use the share
to calculate the estimated future rating. More about this later when we talk about
buying television.
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EXHIBIT 4-16
The Relationship Among Rating, HUT, and Share

Households (%)

100 -
90 [~
Not
80 Watching 40%
TV
70 - Share of
Rating HUT
60 - ABC 4.2% 7%
sol- CBS 7.2% 12%
NBC 10.8% 18%
40 -
FOX 4.2% 7%
30
Ad-
20k Supported 27.6% 46%
Cable
10
0 All Other , 6.0% 10%
SUM of Ratings = HUT = 60.0% 100%

Exhibit 4-17 shows sample pages from Nielsen Television Index to illustrate the
various kinds of ratings used by media analysts. Note the average audience and
share for each program listed. The Pocketpiece has been largely replaced by com-
puter access to the ratings with extensive detail by demographic group. However,
the basic information is the same as pictured in Exhibit 4-17.

It is important to remember that although ratings can be reported for house-
holds, planners most often use ratings for people viewing programs. Such ratings
usually are broken down by various age and gender demographic groups that have
been cross-tabulated with other demographics such as household income, head-of-
household education, number of children, and so on. These cross-tabulations allow
a media planner to have a better understanding of who views each program and
thus better match markets with media.

Although ratings, HUT, and share help planners understand broad patterns of
television usage, these audience statistics are used most commonly by media buyers
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who must decide on which specific program to place the ads. In this context, the
ratings provide a critical measure of the media value received for the cost of the ad.
In essence, ratings are the “currency” of broadcast negotiation and buying worth
more than $60 billion per year. To ensure the quality of these estimates, the sur-
vey methodology and execution are closely scrutinized by an independent indus-
try organization, the Media Rating Council (www.mediaratingcouncil.org), which
reports its findings to the users.
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Advanced Measurements
and Calculations

he preceding chapter introduced the concept of audience accumulation,

along with other measurements of a single telecast or print insertion. But

broadcast commercials and print ads are repeated many times to develop

sufficient weight to achieve the advertiser’s marketing goals. This chapter
introduces the more advanced numerical tools used to manage this weight and
develop media plans: gross rating points (GRPs), gross impressions, reach, fre-
quency, and effective frequency. These tools answer the most commonly asked
questions about a media plan, such as the following:

How many people will see the ad? (Reach)

How often will they see it? (Frequency)

How many people will see it at least three times? Four times? N times?
(Effective reach)

Reach and frequency are parts of strategy planning and to an extent can be
manipulated to help attain certain marketing and media objectives. Generally,
when the advertiser needs broad message dispersion, high levels of reach will be
planned. To achieve a great deal of repetition, the plan will call for high frequency
or effective frequency levels. Sometimes a plan will have to attain both high reach
and high frequency.
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GRPs

Recall from Chapter 4 that when planners want to know the audience size for a
single TV program, they use either a program rating or a calculation of the num-
ber of viewers exposed to the program. For a single ad in a magazine, they use
either a target audience measurement in thousands or a percentage that repre-
sents coverage of the market. Internet planners want to know how many different
people will be exposed to a banner or pop-up ad that is presented after a given
number of impressions on a certain website. Planners typically speak in terms of
the weekly or even the total campaign weight across all the media vehicles they
use. To do that, they simply add ratings or audience size numbers from each time
the commercial is broadcast and disregard the duplication that results. GRPs
are the simple addition of ratings each time the commercial is shown. The sum
of audience sizes, generally reported in thousands, is called gross impressions.
Both numbers are duplicated—that is, they are sums of measurements that can
overlap.

Using GRPs or gross impressions allows the planner to use a single number that
describes the quantity of message weight. Message weight is a number that quickly
tells the planner the duplicated audience for many programs within a given time
period. Planners often deal with the number of GRPs per week or per month. But
one also can discuss the message weight of an entire year, using either GRPs or
gross impressions. The user of these numbers, however, must always remember that
they represent duplicated audiences.

When using GRPs, it is important to specify the demographic group that they
apply to. Without that qualifier, it is like saying you went to the store and bought
10 pounds. It is far more meaningful to say you bought 10 pounds of potatoes. So
when referring to GRPs, the planner would say 100 women 25-54 GRPs, 125 men
18—49 GRPs. Fast-food advertisers typically run more than 200 adult 18—34 GRPs
per week.

Some planners use GRPs when they refer to household rating points and use
target rating points (TRPs) when referring to demographic points. Both terms are
correct, but whichever is used must include the applicable demographic base to be
meaningful.

GRPs in Broadcast Media

In planning for television, GRPs are often used to describe the message weight
delivered each week or month, although they could be used for any number of
weeks or months. Following is an example of commercials that constituted 120

adult 18—34 GRPs a week:
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4 commercials in a program with a 5 A18-34 rating = 20A18-34TRPs
15 commercials in a program with a 2 A18—-34 rating = 30A18-34TRPs
20 commercials in a program with a 1.5 A18—34 rating = 30A18-34TRPs
40 commercials on a cable network with a 1.0 A18—34 rating = 40 A18-34 TRPs
Total weekly weight = 120 A18-34 TRPs

These are percentages, so when adding GRPs, they must always refer to the same
demographic. Five percent of adults 18—34 plus 5 percent of women 35-64 isn't 10
percent of anything.

GRPs in Other Media

In recent years, planners have extended the GRP concept to other media such as
magazines, newspapers, and outdoor. In magazines, for example, GRPs equal the
percentage of market coverage of a target audience times the number of ad inser-
tions, as in the following example:

People magazine’s coverage of target dieters: 22.8 percent
Number of ads to be placed in People: 5
Dieter GRPs (22.8 X 5): 114.0

Another way to use GRPs for magazines (or newspapers) is to add the target cov-
erage for one insertion in a number of different magazines.

One last way to calculate GRPs is to multiply reach times frequency for a given
time period. For example, a schedule that reaches 60 percent of the target an aver-
age of five times will have 300 GRPs (60 X 5).

For outdoor, the Outdoor Advertising Association of America (www.oaaa.org)
adopted the “showing” as the basic unit of sale. It reflects daily GRPs, so a 100
showing delivers 100 GRPs per day and is the number of poster panels required in
each market to produce a “daily effective circulation” equal to its population. Other
units of sale are expressed as fractions of the basic unit: a 75 showing equals 75
GRPs daily, a 50 showing is 50 GRPs daily, and so on. This change in no way alters
the 30-day period of sale and measurement. The new Eyes On measure of outdoor
advertising promises to change the unit of sale to demographic GRPs.

Gross Impressions

Gross impressions is the same concept as GRPs, with the exception that the audi-
ence is expressed in terms of thousands of viewers instead of as a percent of the
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population. So gross impressions is the simple addition of the viewing audience in
thousands each time the commercial is shown. Assuming we are talking about a
national schedule, the previous example for 120 A18—34 GRPs would look like this.
Note that the adult 18—-34 population is 68.1 million.

Note the calculation. For 20 TRPs, 0.2 X 68.1 million = 13.62 million
impressions:

4 telecasts in a program with a 5 A18—34 rating 20 TRPs =13.62 MM Impr

15 telecasts in a program with a 2 A18—34 rating = 30 TRPs = 2043
20 telecasts in a program with a 1.5 A18-34 rating = 30TRPs = 2043
40 telecasts on a cable network with a 1 A18—34 rating = 40 TRPs = 27.24
Total weekly A18—34 weight =120 TRPs = 81.72

There are two methods of calculating gross impressions. One method is to
multiply GRPs by the target audience base. The other is to add the target audience
impressions delivered by each vehicle.

The same math applies to each of the programs. So, again using this example,
each telecast of the program with a 5 adult 18—34 rating is watched by 3.405 mil-
lion viewers (0.05 X 68.1 = 3.405). So four telecasts multiplied by a 5 rating equals
20 TRPS, which equals 13.62 million impressions (4 X 3.405).

In short, GRPs or gross impressions are the simple addition of the ratings or
impressions each time the ad appears. Because they do not account for duplication,
GRPs can, and frequently do, exceed 100. Heavy campaigns for movies and political
campaigns often run much higher than 500 GRPs per week. The rating each time
the commercial appears is added to the total points for the week.

The concept of GRPs is central to media planning because it is the basis for
determining the cost of a broadcast campaign. In this example, if a planner wishes
to run 120 A18—34 GRPs per week, and if the cost is $2,000 per GRP, the campaign
will cost the advertiser $240,000 per week (120 X $2,000). This will be discussed
in more detail in Chapter 6.

The use of gross impressions for print media is much the same as it is for broad-
cast. Exhibit 5-1 shows how total gross impressions would be calculated for three
magazines with varying numbers of ads to be purchased. The number of impres-
sions delivered by a media plan usually runs into the millions. Because the number
is so large, it is called a boxcar figure. (This expression is used from time to time
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EXHIBIT 5-1
Total Gross Impressions for Three Magazines
NUMBER OF
TARGETS NUMBER OF

REACHED AT ADSTO BE GROSS
MAGAZINE LEAST ONCE PURCHASED IMPRESSIONS
A 5,000,000 X 5 = 25,000,000
B 2,100,000 X 3 = 6,300,000
C 7,000,000 X 2 = 14,000,000
Total gross impressions 45,300,000

to indicate that we are using big, coarse, crude measures of media “tonnage”™—
numbers so large as to be almost meaningless in human terms but impressive to
the unsophisticated—like when politicians talk about “trillions of dollars.”) Alone,
gross impressions have limited meaning. But if (rarely) they can be related to some
measure of campaign effectiveness such as sales volume, brand awareness, or com-
petitive media plan effectiveness, they can be used to compare media.

Gross impressions also are useful in comparing the weight given to geographic
areas or demographic segments of a market. For example, if the planner wants to
be sure a given media plan reaches a number of different geographic areas in the
correct proportions, the gross impressions could be added for each vehicle in the
plan, and then the proportions of each could be compared with a weighted goal.
Exhibit 5-2 shows an example of how this works. This table indicates that the gross
impression distribution of the vehicles selected comes fairly close to the goals set
for the plan in terms of percent of impressions by county size. It might not be worth
the extra effort to make the gross impression totals come any closer to the stated
goals.

There is one more thing to remember: when working with different geographic
areas, it is correct to add impressions. So 1 million A18-34 impressions in Los
Angeles plus 500,000 A18-34 impressions in San Diego equals 1.5 million total
impressions. Los Angeles’s A18—34 population is 4,376,000; San Diego’s is 716,100.
So the 1 million L.A. impressions equals 22.8 TRPs (1,000,000/4,376,000). The
500,000 San Diego A18-34 impressions equals 70 TRPs (500,000/716,100).

Because these are percentages of different bases, planners cannot add the
GRPs. 22.8 percent of Los Angeles plus 70 percent of San Diego isn’'t 92.8 percent
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EXHIBIT 5-2
Distribution of Gross Impressions in Media Plan for Brand X
GROSS IMPRESSIONS DELIVERED (000)

COUNTY SIZE VEHICLE 1 VEHICLE 2 VEHICLE 3 TOTAL TARGET GOAL FORPLAN
A 308,582 246,972 471,342 1,026,896 42.0% 51.0%
B 276,980 151,370 153,981 582,331 267 24.1

C 187,752 72,764 78,796 339312 155 173

D 156,150 60,016 18,796 234,962 108 76
TOTAL 2,183,501  100.0% 100.0%

of anything. The correct method is to add the impressions and then divide by the
sum of the populations (4,376,000 + 716,100 = 5,092,100). Then 1.5 million/5,092.1
million = 29.5 combined market A18—34 TRPs.

Reach

Reach is a measurement of audience accumulation. Reach tells planners how many
different prospects will see the ad at least once over any period of time the planner
finds relevant. Reach is usually expressed as a percentage of a universe with whom
a planner is trying to communicate. If the universe is women ages 18—49, then all
women ages 18—49 represent the universe.

Note also that reach differs from GRPs because it is an unduplicated number:
each person is counted only once. To understand the difference between GRPs
and reach, consider that a popular weekly television program might have an A25—
34 rating of 4.5. That is, the average minute of the program is watched by 4.5
percent of adults ages 25—-34. An advertiser who buys one spot on this program
each week over a four-week period delivers 18 A25-34 GRPs (4.5 X 4 = 18). But
the GRP statistic double-counts people who see the commercial several times.
Reach takes out duplication to tell the planner how many different people will
see the commercial at least once. A special analysis on Nielsen computers could
tell us these commercials have a four-week reach of 12 percent (or 12). Reach, as
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a percent of the target, can never exceed 100 percent, while GRPs can continue
building without limit.

Why Audience Is Counted Only Once

The reason audience members are counted only once in a reach measurement lies
in the history of media research. When early planners were trying to decide which
kind of measurement to use to count the size of a vehicle’s audience, some believed
an audience member would have to be exposed several times to an ad before it
would have any effect. Other planners disagreed, saying it could not be known how
many exposures would be required. Planners decided to compromise and count one
exposure to a vehicle as evidence of reach, because whether or not the ad was seen,
there was a significant difference between being exposed and not being exposed.
To be exposed at least once means that audiences then had an opportunity to see
ads within the vehicle. There obviously would be no opportunity to see ads if there
were no exposure.

Another historical reason for the development of reach concerned the inven-
tion of a statistic for radio and television that would parallel the audience reach
of a monthly magazine. Planners realized it would be unfair to compare a one-
week broadcast rating with the reach of a monthly issue of a magazine. Obviously,
the magazine reach would be higher, but by using a four-week reach for broad-
cast media, the planner now had a statistic that was fairly comparable to that of a
monthly magazine in terms of audience size.

Exhibit 5-3 illustrates the measurement of reach using a sample of 10 persons.
The sample size for measuring reach is actually much larger, but using 10 simplifies
the concept. Four weeks is the usual measuring period, but reach can be measured
for almost any period of time. Four weeks happens to have become a standard mea-
suring unit, easily conforming to a monthly accounting period.

Exhibit 5-3 is interpreted this way: Viewers 3, 5, 8, and 9 saw the program in
week 1, so the one-week rating is 40 percent (4 out of 10). Because viewers are
counted only once, the one-week reach is the same as the one-week rating. In week
2, only one new person was added to the audience (Viewer 7), so the second-week
rating was 10 and the two-week reach was 50 (or 40 for week 1 and 10 for week 2).
In week 3, only one new viewer was added (Viewer 6), so the rating was 10, but the
three-week reach was 60. In week 4, again, only one new viewer was added (Viewer
10), and the four-week reach was 70. Note that Viewers 3, 5, 6, and 9 viewed the pro-
gram more than once in the four-week period but were counted only once for the
purpose of calculating reach. Also note that the one-week rating is unduplicated, so
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EXHIBIT 5-3
A Four-Week Reach Measurement for Program X

VIEWER WEEK 1 WEEK 2 WEEK 3 WEEK 4
1 — — — —
2 — — — —_
3 ® X — X
4 _ — — _
5 ® — X —
6 — — ® X
/ — ® X _
8 ® — — —
9 ® X — X

10 — — — ®

Ratings each week 40 30 30 40

For a weekly evening program: X = Viewed the program;
® = Counted only in reach measurement.
GRPs = 140, reach = 70, frequency = 2.

it would be correct to call that rating the one-week reach, although common prac-
tice usually refers to it as a rating.

Kinds of Reach

There are two ways of looking at reach in broadcast planning:

1. The four-week reach of an individual vehicle, such as a television program
2. More commonly, the combined reach of dozens of television programs and
cable networks that would be bought in an ad campaign

No matter how reach is defined, the same principle applies, namely, that audience
members are counted only once, no matter how many times they see the vehicle
within a four-week period. If four television programs are being considered for one
campaign package, some audience members will be exposed three or four times to
only one television program, and other audience members will be exposed to all
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four television programs a different number of times. But if they see any one of the
four programs at least once, they are counted as having been reached in a four-week
period. In either case, the concept of exposure is the same. We don’t know whether
those exposed to the vehicle saw the ads (or our ads), so we can only say that reach
means “opportunities to see” ads, not ad exposure.

Suppose, for example, the reach of four programs was 35 million men ages
18—34. If the planner places a commercial in each of the four television programs,
it is estimated that 35 million men ages 18—34 will have an opportunity to see at
least one of those four vehicles and, the planner hopes, one of the four commercials
within the vehicle. The word /ope is a reminder that reach is concerned only with
vehicle exposure, not exposure to a given commercial. The Nielsen NPower pro-
gram can be used to give the reach to a campaign of specific commercials, but this
report is available only after the ads run.

Exhibit 5-4 shows another way how the concepts of GRPs, reach, frequency, and
frequency distribution apply to a schedule of four television programs. Six homes
viewed one of the four programs at least once in the measured week. A home
or person is counted only once, regardless of how many programs were viewed.
Therefore, the first home has received two impressions (one from “America’s Got
Talent” and one from “The Office”) but is counted only once toward reach. The
second home didn't see any of the telecasts. The third home was exposed once, the
fourth home three times, and so on.

At the end of the one-week schedule of four telecasts, 6 of the 10 homes have
been reached one or more times. Other terms that are sometimes used to describe
the net reach of four television programs are cumulative audience, audience accu-
mulated by four television programs, and net unduplicated audience. Each term is
correct, but in popular usage people are more likely to say, “The reach of these four
programs is 60 percent.” Note how GRPs and reach increase with each telecast.
Average frequency (the number of times the average home saw a commercial) is cal-
culated as GRPs divided by reach.

Relationship Between Reach and Coverage
It can be confusing to know whether to use the term coverage or reach when refer-
ring to audience accumulation data. The terms can be interchangeable because cov-
erage sometimes is synonymous with reach. A better answer is that coverage and
reach are quite different, because coverage could mean potential to be exposed to
the advertising, and reach refers to those people who actually are exposed.
Popular usage of these terms provides the basic answer. Coverage usually refers
to potential audience for broadcast media and to actual delivered audience for print
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EXHIBIT 5-4

SRR EEEEY

Ratings
GRPs
Reach
Frequency

ADVERTISING MEDIA PLANNING

Reach/Frequency of a TV Schedule

“AMERICA’S GOT “LAW & ORDER:
“HOUSE” TALENT” “THE OFFICE” svu”
6/22 6/23 6/25 6/28
8:05p.m. 10:14 p.u. 8:23p.m. 10:45 p.m. TOTAL IMPRESSIONS
v v 2
0
4 1
v v v 3
v 4 2
4 1
0
v 4 2
0
0
Freq. distribution
30% 20% 40% 20% Not exposed: 40%
30 50 90 110 Exposed once: 20%
30% 40% 50% 60% Exposed twice: 30%
1.0 1.25 1.8 1.83 Exposed 3+ times: 10%

media. Reach always refers to the audience actually delivered by any advertising
vehicle. Exhibit 5-5 summarizes the distinction.

How Reach Builds Over Time
Reach for television programs accumulates, or builds, in a fairly consistent pat-
tern over time as a commercial is broadcast over and over again. The first time a
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EXHIBIT 5-5

How to Use the Terms Reach and Coverage

Use reach to express a whole number or percentage of different people actually
exposed only once to a media vehicle or combination of vehicles.

Example: Television program X reaches 9 million men ages 18—34 within a four-
week period.

Example: Magazine Y has a reach of 25 percent of men ages 18—-34 with an aver-
age issue.

Use coverage to express the potential audience of a broadcast medium or the actual
audience of a print medium exposed only once.

Example: Anetwork television program has a coverage of 95 percent of TV homes
in the United States.

Example: Magazine Y has a 25 percent coverage of men ages 18—34. (Means the
same as reach.)

commercial is telecast, it accumulates the largest number of viewers. The second
time it is telecast, most of the viewers are repeat viewers, although some new view-
ers are added. The third and subsequent telecasts accumulate even fewer new view-
ers. Exhibit 5-6 shows the classic pattern of diminishing returns as a commercial is
repeated and GRPs are added across many programs on many broadcast and cable
networks.

In this illustration, after 500 GRPs have been delivered, approximately 68 per-
cent of viewers will have seen the commercial at least once. Does reach ever level
out over a year? No. The curve is asymptotic to the maximum reach—that is, the
curve is never perfectly horizontal, but it comes close after about 2,000 GRPs.

Reach in Print Media

Whereas the telecast of a commercial is the basic advertising unit in broadcast
media, in print media the basic unit is an issue of a magazine or newspaper. One
does not usually speak of the four-week reach of a magazine, although there are
measurements that estimate audience accumulation over time for the average issue
of a magazine. Generally speaking, monthly magazines have a longer issue life than
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EXHIBIT 5-6

The Relationship Between GRPs and Reach in Prime Time

Reach
(%)
90

80 -

70 =

60 -~

50 -

40 -

30 -

20 -

0 I I I I |
300 500 700 900 1,100 1,300

Gross Rating Points

Source: DRAFTFCB, Reach-2007. Used with permission.

weeklies, and general-content magazines have a longer life than news-oriented
magazines.
Magazine reach can be expressed in a number of ways:

The total number of people who read the average issue of a magazine, also
called the average issue audience of a magazine like Newsweek

Target audience reach of multiple issues of the same magazine (e.g., the
reach—or net unduplicated audience—of the July 1, July 8, July 15, July 22, and
July 29 issues of Newsweek)

Target audience reach of single issues of different magazines within the same
month (e.g., the reach—or net unduplicated audience—of the July issues of
Oprah, Real Simple, Cooking Light, and Better Homes & Gardens)

The reach of single or multiple issues of different magazines occurring
throughout the advertising campaign (e.g., the reach of Popular Mechanics in
June and August, Field & Stream in July and August, and Sport in June and
July)

Because a reach measurement can express many qualities, knowing them all
becomes important. Exhibit 5-7 summarizes these qualities.
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EXHIBIT 5-7
Meaning of Reach, Summarized
Reach is
1. Ameasurement of audience accumulation over a specified period

s

w o~

10.
. Another term for coverage in print media
12.
13.

14.

15.

An unduplicated statistic

Measured, although it can sometimes be estimated

Measured for a single vehicle or a group of different vehicles

Measured for subsequent issues of the same magazine (e.g., the seven-issue
reach of TV Guide is . . )

Reported for a four-week period of television watching

Reported for almost any period in broadcast measurements

Reported by the issue in print media

Reported either as a raw number or as a percentage of some universe
Reported for households or for individuals in a demographic category

Measured on the basis of exposure to a vehicle or vehicles

Not routinely measured for exposure to specific ads in vehicles. Possible with
custom analysis of TV and print schedules.

A'measurement that tells how many different people had an opportunity to see
ads in vehicles

A media strategy that shows dispersion of audiences

Combined Reach of Multiple Media

Planners are frequently asked to show the combined reach of all the media in a
plan. For example, if 65 percent of the target was reached by the television com-
mercial, and 54 percent of the target saw the magazine ad at least once, what per-
cent of the target saw either one or the other? In short, what was the total reach of
the campaign?

In a sense, this common question asks planners to mix apples and oranges,

because each medium is measured differently. The 65 percent reach of the televi-

sion campaign represents people who actually saw the commercial that week. The
magazine reach, on the other hand, represents all the people who ever saw the issue,
even if that readership occurred many weeks later from an old copy at the barber
shop or doctor’s office. Note also that the TV rating is the percent who saw the
average minute of the program or the average commercial minute (the C3 rating),
while the magazine audience is the percent who read the issue, not necessarily the
particular page where the advertiser’s ad appeared.
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Despite these technical issues, advertisers want to know the net reach of the
campaign, and planners are expected to create fruit salad out of these different
media elements.

Random Duplication Numerous studies have shown that duplication between dif-
ferent mass media is random. Using the previous example, assume the reach of the
TV commercial was 65 percent and the reach of a magazine campaign was 54 per-
cent. Random duplication assumes that if 65 percent of the target saw the TV com-
mercial, then 65 percent of the people who saw the magazine ad also saw the TV.
Some saw only the TV commercial, some saw only the magazine ad, and some, the
duplicated piece, saw both