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Shating Knowledge

Course Objectives

At the end of this session you will be able to create and understand the measures associated with
advertising schedules comprising multiple insertions in print, television, online and cinema.

Implied Knowledge

This course assumes that you will have completed the Introductory course and have a good
working knowledge of:

e Tabulation
e Navigating ASTEROID

Notes:

e If the MediaPLANNER button is ‘dimmed’, ‘greyed out’ or missing then scheduling is not
available in the database you are using.

e The examples in this manual are based on Australians aged 14+.

The other modules in the series are:

Introduction to ASTEROID
This is the first of the four modules in the ASTEROID training series. It is intended both as a

step by step guide for new users, and a way current users can refresh, update and expand their
skills.

Target Consumer Profiling
‘Profiler’ will allow you to easily compare your target Group to other Groups and examine
what differentiates each Group from the others. When used with media Variables it also
shows cost/reach.

Statistical Analysis
This module covers a range of statistical tools in ASTEROID including:

e A.ILD. (Automatic Interaction Detection) — shows what combination of characteristics
best describes the members of a target Group
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Shating Knowledge

e Quantities (e.g. dollars spent)
e Significance Testing
e (luster Analysis

Also Available

Software Reference Manual
The Software Reference Manual forms the online help, available through the ASTEROID Help
menu, and provides more detailed information and technical specifications regarding all aspects
of the software.
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Shating Knowledge

Introduction to MediaPLANNER

What is MediaPLANNER?

MediaPLANNER is a tool in ASTEROID that estimates the cumulative audience reach figures
following multiple exposures to print, television, online and/or cinema media. This provides an
assessment of the relative effect of different combinations of media items, and/or different
allocations of advertising expenditure between media schedules.

Why do we use MediaPLANNER?

Using MediaPLANNER you can evaluate the effectiveness of advertising schedules utilising
multiple TV, print, cinema and/or website combinations. Effectiveness is determined by
measures such as reach, frequency and cost per thousand.

How do we use MediaPLANNER?
There are a number of steps to set up a MediaPLANNER task:

Step One:  Build schedules

Step Two:  Enter the advertisement cost (optional)
Step Three: Define target audience/s

Step Four:  Define filter (optional)

Step Five:  Select 'Opportunities to See' format
Step Six: Run MediaPLANNER task

Note on examples:

In the examples throughout this guide, the TRAIN09 database has been used.

If you are selecting media items, they should be selected from the associated media tabs (see page
Error! Bookmark not defined.), however if necessary (e.g. if you are using a different database)
you may use the Find function to locate a particular variable or group.

Find is available through the Find tab at the bottom of the data dictionary. ]g/@
Once you have located the media item, you can add it directly to your Print Media selecdon.
Alternatively, you can right click on the item and use Traceback to locate the class or variable to
which that item belongs.
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The MediaPL ANNER task window:

= NewTask~ = ASTEROID - TRAINOS - [Media3] - & X
—) Home Task Output Chart CorAn Report Command @ -3 X
=W =
%= H2en 8 » ‘
Run Open Save Lpdate Clone  Clear Und || Settings . medi
Task Task Report | Teolbar Al (Task) Reach
|Print Media b x
& TRAINDS
=2 MEDIA CONSUMPTION m \
= PRINT / < 7/ Print % Television % WebScheduler % Cinerma ¢ Summary
() MOR-FRI (&) READERSHIP OF N¢ \ Description Cost($) | 51 52 53 55 | 56 57 s8 | ss | sto | su1 s12 s
IFT) MON-FRI (AY) READERSHIP OF D# ff % ining Herald (M F av] | i 5 5 0 i i 1 0 [ [i [i [
™) FOOD & ENTERTAINMENT MAGAZ!
l_j LIFESTVLE MAGAZINES
I BUSIMNESS, FINANCIAL & AIRLINE -2l
) MASS WOMEN'S MAGAZINES
Worksheet tabs will only be present if the respective
data is available for scheduling in your database. For
example, if your subscription does not include TV or
Website scheduling data, those tabs will not appear.
< >
Groups [
%2;:!: I:,i:;r;(m;:gw =i Total Print Costs: [ [ 0 0 [ 0 0 0 0 0 [ 0
BB st e (Wi 2w Total Costs: 0 0 i i il 0 i i i 0 i 0
B} llawarra Mercury (M-F av) < *
) Canberra Times (M-F av) Target Audiences (Description) (Definition)

miz - NS (M av)

These are the scheduling tabs —
see next page for more

/ information.
Filter {Description) (Definition)

/1

| Selection Report Grid Chart b

For Help, press F1 TRAINOS NUM

General Terminology
Using the above example as a reference point, this is a guide to ASTEROID terminology:

Class —  represented by a yellow folder in the data dictionary — e.g. ‘Media’, ‘Print’,
Television’, ‘Cinema’. Cannot be used directly in tables

Variable — ‘Cinema - Last 12 Months’, ‘Cinema - Last 3 Months’, ‘Cinema - Last 4 Weeks’
Can be used directly in tables — will include all associated ‘Groups’

Group —  ‘Groups’ make up the Variable selected. In the example above, ‘Once’, “Twice’,
"Three Times’ are groups within the Variable ‘Cinema - Last 3 Months - Frequency’
Can use single or multiple individual groups in tables

Page: 2 MediaPI . ANNER
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Creating Media Schedules

Step 1. Build your Schedule

Selecting media

The first step in building a schedule is to open a MediaPLANNER task by clicking on the
MediaPLANNER button in the Media group on the Home tab of the Ribbon bar. A media
worksheet will open which displays the media selection tabs across the top allowing you to
choose the required media.

The Print Media, TV Media and WebScheduler tabs at the bottom of the Data Dictionary
provide a fast way to locate media specific items: Print Media tab displays print media variables
only, TV Media tab displays TV variables only, and WebScheduler tab Website variables only.

o e
& Cf (@R (2 (O

For any media, enter the number of issues, spots or weeks which comprise each schedule. You
can select up to:

e 120 print publications

e 500 print issues

e 200 TV 'days' (a program that shows 5 days a week counts as 5 toward the limit)
e 52 weeks per schedule for 20 schedules

e 200 TV spots over 20 weeks

e 52 cinema weeks

You can compare up to 20 schedules in any one run.

We will work through an example, using each type of media, to demonstrate how to create a
MediaPLANNER task.

As we work through the training example, this symbol = indicates a specific step to follow.
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Costs

Costs can be entered directly in the cost column on the Selection tab or they can be entered
through the use of the Media Cost Editor as described on page Error! Bookmark not defined..

Regardless of which method you use for entering costs, ASTEROID will calculate the total for
the numbers of inserts or spots you have chosen.

Note that all cinema and website costs need to be manually entered.

Costs for Example One

The example we are going to create will use the following costs:
Sydney Morning Herald ~ $23,740 (advertisement cost — size x rate)
Seven Nightly News $13,000 (spot cost)

WebScheduler Costs given per website — see example on page Error! Bookmark
not defined.

Cinema $10,000, plus add a screen weight of 20% of cinemas in Sydney
(See page Error! Bookmark not defined. for more information on
‘Weight’ for Cinema
advertising).

At the bottom of each Media worksheet, total costs will be displayed for each of the schedules;
one line for the current media (e.g. “Total Print Costs’, “Total Web Costs’) and an overall total line
including all media. For example:

Total Web Costs:
Total Schedule Costs:

16,400 13,100 17.000 1]
210100 257.800  343.400 1]

If any of these costs are displayed in red, this means that a cost remains at zero in one of the
schedules.
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Example One

Print

From the Print Media tab, select the required media item and add it to the Media (Print) sheet of
the selection screen by dragging and dropping, or by double clicking the selection, or right click
on the selection and click ‘add selected to the media worksheet’.

=>» For our example we will add 'Sydney Morning Herald (M-F Av)'.

Print issues are entered by clicking in the cell corresponding to each print item ‘row’ and each
schedule (S1, S2 etc) column for a particular schedule.

=>» For this example, place the following number of inserts: 5 in S1, 5 in S2 and 10 in S3.
Note that 'S1' represents schedule one:

Worksheet

Print items | [ | 2|/ Print % Television % WebScheduler % Cinerma % Summary

in rows ~ N Deszcription Cost [$] g1 52 53 <«—— Schedule
Spdrey Morning Herald [M-F av) | 23,740 f 5 /‘. 5 f 10 Numbers

Total Print Costs: ezo0] 18700 /737400

Number of inserts for the print item, per schedule
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Television

Before selecting a TV program for your schedule = Worksheet _ :
< | %/ Print Y Television % YWebScheduler ' Cinerna Y Summary
you must select the relevant TV Market from the Description Cost($) | S1 52 53 54
. . T4 Market:
worksheet dropdown box. It is possible to select et

‘All 5 Metro’ or an individual metro area:

=>» For our example we will select Sydney.

From the TV Media tab, select the required media item and add it to the Television tab of the
worksheet by dragging and dropping, or by double clicking the selection, or right click on the
selection and click ‘add selected to the media worksheet’.

= For our example we will add '7:Seven Nightly News (Weeknights) (M-F)', from the “TV News’
variable (in the “Television Programs’ class).

To continue building the schedule, right click on any cell in a schedule (e.g. in the S1 column) and
choose "TV Item Spots":

Worksheet
£ ¥/ Print % Television % WebScheduler ' Cinerma % Surmmary
Description Cost [$) 51 52 53 54
T Market: Spdney w
7. Seven Mightly News [Weeknightsj f 2 o o 1
¥ Delete all

S T Item Details. ..
%+ TV Item Spots...

| Total TY Costs:

Page: 6 MediaPI . ANNER



Shating Knowledge

This will display the “Weekly TV Spots’ window, in which you can build the schedule:

Schedule

Description w1 W2 | W3 | W4 wh WE | W7 Wi | W
7: Seven Mightly News [M-F) [Totl il a 0 0 i i} 0 ]

< S1 AS2 AS3ASEAS ASEAST A >
~— E——

Clear I [l 4 H Cancel ]

Select the respective schedule via the Schedule box at the top of the TV Spots window, or from
the ‘S’ tabs at the bottom.

=> For this example, we type the following number of advertising spots:

For S1: 1 spotin W1
For S2: 1 spot in W1 and 1 spot in W2
For §3: 1 spot in W2

Click on OK to complete.

In the Worksheet, you will notice Seven Nightly News has 5 spots on S1, 10 spots on S2 and 5
spots in S3. This is because the program is shown 5 nights a week so the number of spots we've
entered is multiplied by the number of nights the show runs.

=> Enter a cost of $13,000 for this TV media item — see Costs on page 4 (and Media Cost Editor
on page Error! Bookmark not defined.) for more information.
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Our TV schedule will look like this:

Worksheet
< ¥ S Print % Television % WebScheduler % Cinerna % Summary
Description Cost [$] 51 52 53 54
T Market: Sydney W
7 Seven Mightly Mews ['Weeknightsi 13,000 5 1 ]

£5.000 130,000 5,000
210100 287,800 349,400

Total TY Costs:
Total S5chedule Costs:

If you want to specify a night on which to advertise you can right click on any one of the
schedules and select "IV Item Details'. In this window you can change the days on which the
spots are run. Also, the Spot Cost may be entered, or amended, here.

TV Details X

71 Seven Mightly Mews (M-F) -

ATNT
Skations H5WF

BTOY
Sp‘g? all Qetails

Thh'7

Total Channel 7

Apply Defaults

Days

T¥ Type |01 - News al
DSgn
> [+]Maon Tirne
For this example we will r ] Tue Start | 1800 | End | 1830
advertise on all 5 nights. |7 [¥] wed
(] Thu
[+]Fri _
- Spot Cosk | 13000 Rakin 15,34
Flsat pot C Rating

Ok, i [ Cancel
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WebScheduler

The WebScheduler tab will only be available if website data is available in your database.
WebScheduler uses website visitation in the last 7 days, rather than the last 4 weeks.

From the WebScheduler tab, select the required media item and add it to the Media
(WebScheduler) sheet of the selection screen by dragging and dropping, or by double clicking the
selection, or right click on the selection and click ‘add selected item to the media worksheet’.
Note that you can add up to 50 website items. If you try to add more than that at once,

ASTEROID will add the first 50 in the list only. An error message will also be displayed, for
example:

ASTEROID - Error Message Ed

Requested operation encountered problem

x Unable to move (some of the) selected entries ko the selection
list, Please check the details for the individual rejected entries lisk
and their Failure reasons.

Entry | Reason 2
commbank., conm, au Too many websike kems - limik S0 -
ehay,com.au Toa many website kems - limik S0
expedia.com.au Too many website items - limit 50
Flightcentre.com Too many website items - limit 50 | b

L4 il 5
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=> For this example, add the following Automotive websites:

Worksheet
< | ¥/ Print % Television % WebScheduler % Cinerna % Summary ™
Deszcription Cost [$] 51 52 53 54

carpaink. cam. au [hinermsn) 1] 1] 1] 1] 1]
Wifeight (% 100 100 100 100

carzales. can. au 1] 1] 1] 1] 1]
Wifeight (% 100 100 100 100

cars.ebay. cann. au 1] 1] 1] 1] 1]
Wifeight (% 100 100 100 100

carsguide. can. au 1] 1] 1] 1] 1]
Wifeight (% 100 100 100 100

Weight

Traditional media such as print and television have a ‘fixed’” aspect to the way advertising is
presented, i.e. on a certain page, at a certain time. Websites are a more fluid medium in the sense
that particular advertising may or may not be available at any given place or time. And, as a result,
all of the people visiting a given website may not have the opportunity to see all the advertising
that appears on that site.

The weight function allows you to scale down the last 7 days visitation figure' if, in your
judgement, you feel that it is necessary to alter the expected reach of the schedule. (Adjust the
weight by selecting the respective weight cell and overtype the default ‘100" weight.)

If you scale down the size of the audience, the output schedule costs will not be automatically
scaled down. In WebScheduler the audience and costs need to be independent: the cost is an
initial ‘budget’ and any scaling down of this would be based on judgement, not audience
adjustment.

This is different to the weight function in Cinema scheduling, where scaling of costs occurs
automatically when the weight is adjusted. (Scaling in Cinema scheduling is about reducing the
proportion of screens which will necessarily affect the cost of the schedule.)

' In WebScheduler, 1 insertion represents the ‘last 7 days’ audience for the respective website.
Page: 10 MediaPl ANNER
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Building Schedules in WebScheduler

=> Create the following schedules, with costs and weights entered per website:

Wiorkshest

€| »/ Print % Television % WebScheduler % Cinerna % Surmmary b,

Description
carpoint. com. au [ninemsn)

carzales. com.au

carz.ebay. com.au

carzguide. com. au

Cost [$] 51 52 53 54
1.000 3 4 ] 0
Mizight (%) all] a0 40 100
1,500 4 5 3 0
Wiight C%: a0 a0 40 100
1.200 4 2 3 0
Wigight C): 40 a0 all] 100
1.300 2 4 3 0
Wizight C6): 20 a0 a0 100

The summary for the carpoint.com.au schedules shown above, including weight %o:

Schedule 1 = 3 insertions, 50% of audience
Schedule 2 = 4 insertions, 30% of audience
Schedule 3 = 5 insertions, 40% of audience

MediaPLANNER
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Cinema

The cinema tab allows you to build cinema schedules within a selection of cinema markets: either
individually or as capital city or country area totals.

Worksheet
£ ¥/ Print % Television % WebScheduler % Cinerna % Sumrmary
Cinema Market Cost [$] 51 52 53 54 -~

Capital Citiesz
Mizight (%

Sydrey EII ] 1] 1] 1]
izight (%) 100 100 100 100

Melbourne 1] ] 1] 1] 1]
Wizight (%) 100 100 100 100

Brizbane 1] ] 1] 1] 1]
Wizighit (%) 100 100 100 100

Adelaide 1] ] 1] 0 1]
izight (%) 100 100 100 100

Perth 1] ] 1] 1] 1]
Wizight () 100 100 100 100

Hobart 1] ] 1] 1] 1]
izight (%) 100 100 100 100

Country Areas
Mizight (%

Country MSW Market 1] ] 1] 1] 1]
Wizight (%) 100 100 100 100

Country WIC arket 1] ] 1] 1] n
izight (%) 100 100 100 100

Country ALD Market 1] ] 1] 1] 1]
Wizight () 100 100 100 100

Country 54 Mark.et 1] ] 1] 1] 0 =

One insertion refers to the number of people who have been to the cinema in an average week.
Therefore two insertions refer to the number of people who have been to the cinema in an
average two week period, etc.

(For comparison, one insertion for a magazine is the audience reached by an average issue of that
magazine.)

Page: 12 MediaPI.ANNER
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The ‘Weight (%)’ is the proportion of
screens in that market on which the ad
Costs are entered manually will be shown. You may enter a weight
here and it will be applied to all the row
items for that Schedule. This needs to be

worksheet hetween 1 and 100).
|| ¥ |/ Print % TelewiNon % WebScheduler % Cinegha % Summary
Cinema Market Cost [$] 51 52 53
Capital Cities
‘We'ght (#): Number of insertions

S ydney Wei;hlif?‘g;:-l 21EI 23 23 € (weeks ad will run)
kelbourne 1] 1] 1] 1]

ifzight (%) 100 100 100

By default, Weight (%) for Cinema advertising is 100%. However, weights can be specified for
each of the Capital Cities and for each Country Area individually, by entering a value per row.

Alternatively, to apply a Weight across all Capital Cities or all Country Areas, add a Weight value
in the grey Weight line which is assigned to ‘Capital Cities’ or ‘Country Market’, as in this
example:

Cinema M arket Cost [$] 51 52 53
Capital Citiez
Wiizighit (%3 511] 40 a0
Sydrey 1] 1] 1] ]
WMizight (%) 51] 40 an
Melbourne 1] 1] 0 ]
Mizight (%) G0 40 a0
Brizbane 1] 1] 0 ]
izight (%) G0 40 a0

=»For our example, we are not applying specific Weights to the schedules; therefore leave the
weight settings at 100.
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The entered cost for cinema represents the cost of buying 100% of screens in each market for
one week. MediaPLANNER will then determine the total cost by multiplying the gross cost by
the % of screens and number of weeks bought.

For each schedule we can enter the number of weeks we would like to advertise with a maximum
of 52.

=> For this example, insert 1 week for S1, 2 weeks for S2 and 3 weeks for S3, in Sydney only:

Worksheet
£ ¥/ Print % Television % WebScheduler % Cinerna % Summary
Cinema Market Coszt [$) 51 52 53
Capital Cities
WMizight %
Spdney 10,000 1 2 3
‘ifeight (%): 100 100 100

By adding schedule details for Sydney only, MediaPLANNER will exclude the other capital cities
and country market areas.
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Summary Tab

The summary tab compiles the media specified on the various tabs, and the costing for each. The
number of print inserts, TV spots and weeks of website and cinema advertising are also
displayed.

Worksheet

£ |3 | Print % Television % WebScheduler ' Cinerma % Summary
Description Cost [$] 21 52 %3

FRINT

Sydney Moming Herald [M-F av) | 23,740 4] ] 10

TELEVISION

7. Seven Mightly Hews [Weeknightsj 12,000 4] 10 ]

Ww'ebScheduler

Carpoint. com. ad [ninemsn) | 1,000 3 4 4]

carsales. com. au | 1.500 4 ] 3

cars. ebay. com. au | 1.200 4 2 K]

carsguide. com. au | 1,300 2 4 3

CIMERA,

Sydney | 10000 1 2 3

Total Schedule Costs: 210100 2878000 349,400

This completes Step One.
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Step 2. Defining Target Audiences

A Target Audience can be specified if required. If a target audience is not specified the
schedule(s) will be evaluated against ‘all people 14+,

Go to the ‘All Items’ tab in your data dictionary to select the target audience.

As with Filter in Tabulation, you use the And, Or & Not buttons to combine data elements”.
You can click the Check button to check the sample size of the target audience you have
selected/defined.

For this example we want to target 35 to 49 year olds. Go to the Age — Summary variable (in the
Demographics Class) and select the 35-49 group.

Multiple target audiences

To create a second target audience you click in the blank area of the Target Audiences window. A
prompt will appear asking if you wish to add a new target audience. If you click Yes’, a second
target will open. This process may be repeated for up to 12 target audiences.

To remove an audience, right click on the item and select Delete from the pop-up menu.

* See page 60 for a review of using AND, OR & NOT.
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Step 3. Filter
You may also define an 'overriding' Filter which applies extra criteria to all Target Audiences.

=>For this example you we will use an overriding filter of NSW to look at the effectiveness of
your schedules within that state.

The worksheet should now look like this:

< | ¥/ Print % Telewizion % WebScheduler % Cinema % Summary
Description Cost [$] | 52 53 5S4
FRINT
Sydney Morming Herald [M-F av) | 23,740 5 5 10 0
TELEWISION
7. Seven Mightly Mews ["-.-'-feeknightsj 13,000 5 10 ] ]
WebS cheduler
Carpoint. com. au [Rinernsm) | 1.000 3 4 4] ]
carzales. com. au | 1.500 4 4] 3 ]
carz.ehay. corm. au | 1.200 4 2 3 ]
carzguide.com. au | 1,300 2 4 3 ]
CIMEMA
Sydney 1 2 3 ]
Total Schedule Costs: 210100 287800 349,400 1]
£ ¥
Target Audiences Descri,., | {Definition)
r=235-49 AGE-35-49
Filter {Description) (Definition) AND
T=MSW, B,
HOT
[ Check |

Selection | Feport aarid Chart q I
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Step 4. Frequency Distribution

Weighted Percents Index Av, Frequency
Show we Show v Show ix Show af

Decmals 0 - || Dedmals 1 5 | Dedmals 0 | Decdmals 2 5 | Paxtial Limit O

-

From the Show Number (Media) group of the Output tab of the Ribbon bar, or via ‘Settings
(Task)’, we can set whether to display the Opportunities To See distribution (O.T.S.) in our
output and how the O.T.S. is displayed.

=> For this example we will leave the settings at the default:

Frequency Distribution is discussed more fully on page Error! Bookmark not defined..

Step 5. Producing the Output

Click the Run button, on the left on the Task tab of the Ribbon bar: EZE

ASTEROID prompts you to save your MediaPLANNER task. If this is your first task of the
current ASTEROID session it will suggest ‘Medial’. By clicking on OK, this saves into the user
directory as an .atm file’.

’ In ASTEROID versions prior to 4.8, it would also save an .ffs file automatically. You can now
specify not to save the .ffs file by deselecting the option via File Outputs in Global Settings
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Understanding the Output

MediaPLANNER will generate an output report. In Grid View, the first output tab called ‘Media

Schedule” summarises the selections you have made in building your schedules:

Schedule and Target Summary
Filker:
M5

Targets:
35-49

b edia;

Frirt:

Sydney Morning Herald [k-F av)
Televigion:

T: Seven Mightly Mews [wieeknightz] [M-F]
[ATHT]

[week 1 @ MTWTF]
[week 2 @ MTWTF.)
wiebsites in last 7 days:
carpoint. com. au [ninemsn)
[weight)
carzales. com. au
[weight)
carz.ebay. com. au
[weight)
carsguide. com. au
[weight)
Cinema:
Sydney
[weight]

Ingert Totalz:
Frint
Televizion
“Websites
Cinema

Schedule Costs:
Frirt

Televizion
Websites
Cinema

Total

Cogt Schedule

23,740 5

13.000 5

= —

1.000

L
=
L

1,500

[
[l
I

1,200

g
=
@

1.200

]
=
& ra

10,000 1
100%

118,700
65,000
16,400
10,000

210,100

Scheduls 2

—_

[ L [ [
= = = =
P S T I

100%

118,700
130,000
13,100
20,000
287.800

Schedule 3

1a

—_

(8] [y} g =
= [ = =
oLy @ o o ow o

100%

1o

14

237,400
65,000
17.000
30,000

243,400
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For our example we have a second tab which is entitled ’35-49” — this takes the name of the
Target Audience specified. If you have more than one Target Audience, each of them will have
an associated tab in the results.

Filker: M.5 W, |
Target audience; 35-49 ]
] 43 Section One
[FOPM '000) 1575

Media 5 ummary Audience % of Target % of Yehicle Index Cosgt /000 reached [AaR)
Publication:

Sydrey boming Herald [M-F av) 210 13% 2B% 100 23740 11294

Programme./Station;

7 Seven Mews [Weeknights) (M-F] [ATN7) 138 9% 13.000 93597 145
Websites in lagt 7 days:

carpoint.com.au [minemsn) 28 2% 39% 152 1.000 3832

Carsales. com.au 52 3% 29% m 1.500 28.88

cars.ebay. com.au 27 2% 3B%E 140 1.200 44 37

carzguide. com. au 30 o4 43% 164 1,300 43.04

Cinema in last 4 weeks:

Sydney 257 16% 247 92 10,000 38.85

Soheduis T SchedulE SoheduiE |
Pritit Insertions:

Sydney Moming Herald [M-F av) 5 5 10 .
Televizion Insertions: SCCUOI'I TWO
7. Seven News Mweeknights) (M-F] [ATHT) & 10 &

Website Insertions:

carpaoint.com.au [ninemsn) a0 4305 Bz 0%

carzales.com.au 40E30% G0 23403

cars. ehay. conm.au 4403 2307 A0

carsguide.com.au 2=20% 47=30% E30%

Cinema ‘Weeks:

Sydney 161 00% 2E100% 3E100%

Total Insertions:

Print 5 5 10

Television 5 10 5

Websites 13 15 14

Cinema 1 2 3

Results:

Reach ('000) 634 a7 800

Reach (%) 4% 48% 51%

Avge, freq. [OTS) 2.86 3EE 4.04 Section Three
Impacts [1000] 1987 2770 3232

Total cost [$] 210,100 287800 349,400

Cost /000 impacts 108,71 103,90 108.09

Cost/'000 reached 30256 3739.98 436.92

T.AR.Ps. 126 176 205

Cost/T.ARP. 1,664.54 1.636.07 1.701.99
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The data in each of these sections is described next.

Section One:

Filter: M5 w.

Target audiernce: 35-49

[urweighted) 438

[POPH '000) 1575

Media Surmmary Audience % of Target % of Vehicle Index Cost /000 reached [&48R]
Publication:

Sydney Morning Herald [M-F av] 210 13% 26% 100 23,740 11294
Programrme/Station:

7 Seven News [Wesknights) [M-F] [ATNT) 138 9% 13.000 93.97 145
Websites in last 7 days:

carpoint, com. au [hinemsn) 28 2% 9% 152 1.000 3832

carzales. com. au 52 3x 29% m 1,500 2888

carz.ebay. com.au 27 s 6% 140 1.200 44 37

cargguide. com. au 30 2% 43% 164 1.200 43.04

Cinema in last 4 weeks:

Spdney 257 16% 24% 92 10,000 3885

Unweighted and (POPN) Weighted counts: the number of 35-49 yr olds in NSW. 4,381
interviews in our survey, representing 1.575 million 35-49 year olds in the population in NSW.

Audience: the number of people (in 000’s) in the target audience reached by the media vehicle:
210,000 people aged 35-49 read an average issue of the weekday Sydney Morning Herald.

% of Target: the percentage of the target audience reached, 13% of 35-49 year olds read an
average issue of the weekend Sydney Morning Herald.

% of Vehicle: the proportion of, for example, publication readers or program viewers that are
members of the target audience: 26% of the weekday Sydney Morning Herald readers are aged
35-49.

Index: A measure of the incidence of the target audience amongst all members of the media
vehicle audience compared to the incidence of the target audience within the general population:
with an Index of 100, 35-49 year olds are neither more or less likely to be Sydney Morning Herald
readers than the average person.

Cost: the cost of one insertion.
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/2000 reached: The cost of the advertisement per 1000 people reached (by 1 issue/spot/week)

AAR: The ‘all adults rating’ is the rating for the TV programs against all people 14+ in the
Sydney Metro TV market.

Section Two:

Schedule 1 Schedule 2 Schedule 3
Frint [nsertions:
Sydney karming Herald [M-F av] ) 5 10
Televizion Inzertions:
¥ Seven Mews Mweeknightz] [M-F1ATHT] ) 10 ]
Ww'ebzite Inzertions:
carpoint. com. au [ninemsn] R0 AE30% AEa0%E
carzales. com.au A0aa0cE RE a0 A0
carz.ehay com.au 4405 20E30% JEa0E
carzquide. com. au 2205 4=30% JE30E
Cinema ‘Weeks:
Sydrey 11 00% 2a100% 3100
Total Insertions:
Frirk 5 5 10
Television ] 10 4]
Websites 13 15 14
Cinema 1 2 3

This section is a summary of the schedules you built for this MediaPLANNER task.
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Section Three:

Schedule 1
Reach ('000) 694 757 800 A
Reach (%) 44% 48% 51% B
Avge. freqg. (OTS) 2.86 3.66 4.04 C
Impacts ('000) 1987 2770 3232 D
Total cost ($) 210,100 | 287,800 349,400 E
Cost/'000 impacts 105.71 103.9 108.09 F
Cost/'000 reached 302.56 379.98 436.92 G
T.A.R.Ps. 126 176 205 H
Cost/T.A.R.P. 1,664.54 | 1,636.07 1,701.99 |

Reach, frequency and cost efficiency are the main figures of interest in comparing media

schedules.

These are the results for Schedule 1:

A. Reach (or Net Reach)- the number of 35-49 yr olds reached by the schedule e.g.
Schedule 1 reaches 694,000 35-49 yr olds in NSW.

B. % Reach - the proportion of 35-49 yr olds reached by the schedule e.g. Schedule 1
reaches 44% of 35-49 yr olds in NSW.

C. Average Frequency (Opportunities To See) The average number of times each person
reached by the schedule will have the opportunity to see the advertisement. Each of the
35-49 year olds reached by Schedule 1 will have the opportunity to see the advertisement
an average of 2.86 times.

D. Impacts — (or Gross Reach) the total exposure among the target audience achieved by
the schedule e.g. Schedule 1 achieves 1,987,000 impacts among 35-49 yr olds. (Impacts =
no. of insertions X single insertion reach or reach times average frequency)

Note: Duplication is ignored in Impacts/GR. (Duplication is where the same person is
counted for each time they have seen the ad.)

MediaPLANNER
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E. Total Cost - Total amount spent per schedule. The first schedule will cost $210,100 to
advertise 5 times in the Sydney Morning Herald, 5 times on Seven News, 1 week in 100%
of Sydney’s cinemas, and on four websites for between 2 and 4 weeks.

F. Cost/'000 impacts — For each 1000 impacts achieved by schedule 1 it will cost $105.71.

G. Cost/'000 reached - Measure of “cost efficiency”: Total cost divided by (net) reach. e.g.
What it costs to reach 1,000 35-49 yr olds with the schedule.

H. T.A.R.P - Target Audience Rating Point, used in relation to TV schedules - Impacts
divided by population X 100.

I. Cost/T.A.R.P. - Total cost divided by T.A.R.P.
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Frequency Distribution for MediaPLANNER

As you saw in Step 4 of the previous example, you have the option of including an
‘Opportunities to See’ distribution in your output. The following options are available:

Weighted Percents Index Av, Frequency | OTS Distribution
Show w Showe w6 Showe ix Show af Type Par,

Decmals 0 5 |Dedmals 1 2 |Dedmals 0 2 | Decmals 2

[ ShowMNumhe

| Partial

o Reach and Average only — this gives you the average frequency, no O.T.S distribution.

e Full OTS - will display a complete O.T.S distribution, up to a maximum of 52
insertions/spots.

o Partial OTS allows you to set the number of spots/insertions for which you can see an
individual OTS distribution. E.g. If we set Partial-Limit to 2, we will get a cumulative
frequency distribution for 0, 1, 2 and 3+ spots/insertions.
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In our example we selected Reach and Average Only as our Frequency Distribution setting. By
changing this to Partial Limit with a limit of 2, our output is extended and we see the following:

Schedule 0.7.5.

0.7.5. Distribution

] BB A2k 49%
1 14% 13% 14%
2 s F4 Ak ax
Curmulative 0.T.5. Diztibution

1+ 44% 8% A1
24 30k A% arx
3+ 2% 2% 29%

O.T.S. Distribution

Still looking at Schedule 1, if we want to know how many 35-49 yr olds will have the opportunity
to see our ad exactly 2 times, for O.T.S. Distribution we can see that 9% of 35-49 yr olds will
have the opportunity to see the ad exactly twice.

Cumulative O.T.S. Distribution

If we want to know how many 35-49 yr olds will have the opportunity to see the ad 3 or more
times, we look at the Cumulative O.T.S. Distribution and we can see that 22% of 35-49 yr olds
will have the opportunity to see the ad 3 or more times.

The previous images show the output in Grid view. Note that in Report view the O.T.S. and
Cumulative O.T.S. are displayed slightly differently:

0.T.5 Mst., Cume. Dist. Cume. Dist. Cume
0 55.59% 51.9% 49, 2%
1 13.8% 44.1% 12.9% 48.1% 13.68% 50.8%
2 2.7% 30.3% S.4% 35.2% 3.2% 37.2%
I+ 21.6% 26.9% 28.9%

Although the decimal places for Grid view can be changed, Report view always displays one
decimal place in the data.
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By setting the
Frequency
Distribution to
a partial limit of
2, we have
limited the
output to only
show the OTS
(Opportunity To
See) to 0, 1 and
2 times.

Cohedue 0TS A | advertisement exactly that many times.

O.T.S. Distribution - % of target audience
who will have the opportunity to see the

0.7.5. Distribution

] BB A2k 49%
1 14% 13% 14%
2 s F4 Ak ax
Curmulative 0.T.5. Diztibution

1+ 44% 8% A1
24 \ 30k A% arx
i 223 273 293

Cumulative O.T.S. - % of target audience who
will see that schedule at least that many times.

So which of the three schedules could we use to reach the most 35-49 yr olds in NSW, provide
the most opportunities to see and give us the greatest cost effectiveness?

Looking at the % reach, we can see Schedule 3 provides the greatest number of
that both Schedules 2 and 3 reach ‘Opportunities To See’.

Looking at the Average Freq., we can see that

the greatest % of 35-49 yr olds. \A

Rezults:

Reach ['000)
Reach [%]

dyge, freq [OTS]
[mpacts ['000]
Total cogt (]
Cozt/ 000 impacts
Cozt/ 000 reached
T.A.R Pz
Cozt/T.ARP.

E34 57 800
44.1% 481% 50.8%
2.86 366 4.04
13587 2770 3232
210,100 287 800 343,400
10571 103.90 108.09
302.56 37393 436.92
126 176 205

1.664.54 1.636.07 1.701.99

Looking at the cost per thousand reached, we can see
that Schedule 1 is the most cost efficient of the three.
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Schedule 0.7.5.

0.7.5. Distribution
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Media Cost Editor

You can maintain cost information in a Media Cost file which can be used to generate cost
efficiency information for print and TV items in Tabulation, Profiler and MediaPLANNER.
Cinema and WebScheduler costs need to be manually entered into the worksheet.

To apply costs from a media costs file, you must open a saved file (or create a new one) before you
select the print or TV items. This tells ASTEROID which cost file you want to use and also
allows you to add/update costs.

The Media Cost Editor is available from the Editors group on the Home tab and initially may
open with default costs for print items only. You can change existing costs, or add a new one, by
entering costs next to the relevant media items in the Cost (§) column.

Media Cost Editor - DECOGVMX

Dataname Media Description Cost [$] ”~ Cpen... |
AUSTH-M-F The Australian [M-F av] |
FIM-R-k-F Financial Review [M-F av] 15814
M-TELMRA-M-F Daily Telegraph [k-F av) 27278
M-ShAH-b-F Supdney Morming Herald [M-F av] 46373
M-AUSTM-b-F The Ausgtralian - NSW [M-F av) 29920
N-FIN-F-M-F Financial Fieview - NS/ [M-F av) 15314
M-REGIOMN-M-F  |MNSW Regional Dailies [M-F av) 1]
M-MWESTL-M-F | Mewcastle Herald [M-F av] 033
M-ILL--F llawarra Mercury [M-F av) 4376
M-GC-BUL-M-F Gold Coast Bulletin - 5w [M-F av] 3671
M-HERSUM-M-F  |Herald Surn - KEW [M-F av) 32077
M-AGE-M-F The Age - MSW [M-F av] 35120
P -C-bAlL-bd-F Courier-tail - MSWw [M-F av] 12037
M-C-TIME-t-F Canberra Times [M-F av] 9349
P b s - NS [M-F av] 7446
WV-HERSUM-M-F  Herald Sun [M-F av] 2077

Clear Al ok |

Zancel
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Creating a new cost file

1. Open the Media Cost Editor.
2. Enter figures in the Cost (§) column.
3. Click OK and you will be prompted to save the file.

Using existing cost files

1. Open the Media Cost Editor.
2. Click Open and select the appropriate file.
3. Make any changes if required and click OK.

Default rates provided for print items are based on the casual rate for one full page colour ad in
magazines and one full page black and white ad in newspapers.

Save

You will always be prompted to save any changes when you click OK but you can save at any
time by clicking the Save button.

Find

To find a specific media item in the list, click the Find button and enter the item you wish to
search for. The list will then be shortened to show the matching items.

Condense / Show All

The Condense button will shorten the displayed list of media items to show only those that have
costs entered against them. This makes it easy to review and update costs you work with
regularly. To display the full list again click Show All.

Clear All

To clear all costs in the list and start over, use the Clear All button.

Remember you must open or create a cost file before you select the required media items for
your media schedule. Existing MediaPLANNER tasks will not reflect any changes made to the
cost file but costs in the ‘Cost($)” column of the MediaPLANNER Worksheet tabs can be altered
manually where required.
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Media Reach Index

Media Reach Index (MRI) tasks enable you to see the increase in reach when advertising in
multiple issues of the same publication. The output can be used to provide insights into
individual publications and their relationship with specified target audiences. It also shows how
reach and average frequency builds with the addition of each insertion. This is particularly evident
when represented as a graph.

You would use Media Reach Index when you want to evaluate print media selections in terms of:

e Weighted Counts (reach per thousands)
e Reach — based on distribution (%)
e Reach — target audience (%)

Creating a Media Reach Index Task

If the database you are using has Print Media content the Media Reach button will be available
within the Media Tools group on the Home tab:

[ ix

Media Reach  Click on this button to begin a Media Reach task.
Index

Select the Media Items

Select the media items required from the Print Media tab of the Data Dictionary and double-click
or drag them to the MediaReach task.

Any print media items which are valid for scheduling, are also valid for Media Reach Index tasks.

In this example we are including all five magazines from the Mass Women’s Magazines variable:
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J / o MediaReach

Media Ikems
.ﬂ'-.-'-.-'cumen's Week]y
E’]WDman's Dray
ﬂNew Idea

S Take s

i@} That's Life

Target Audiences {Description) (Definition)

%
Filter {Description] Definikion

Defining Target Audiences

A Target Audience is defined in the same way as any filter. (For information on creating
combined filters, see ‘Revisiting AND, OR, NOT” on page 60.) In this example we have created
two different Target Audiences:

Target Audiences {Description) {Definition)
"= 18-34 Work Full-Time & Earn $50K plus [AGE-18-244+AGE-25-34) & FULL-TIMEL & A-PAY-50-PL
"= 35-64 Work Full Time & Earn $50K plus [AGE-35-494+AGE-50-54) & FULL-TIMEL & A-PAY-50-PL

You can define up to 12 separate Target Audiences. When running the Media Reach task, each of
these will be processed in turn. To create an additional target audience, right click in the blank
area of the Target Audience pane (on the Selection tab) and select ‘Add’. A blank line is displayed
for the creation of a new Target Audience.

To remove a Target Audience, right click over the item and select Delete from the pop-up menu.

Page: 32 MediaPI . ANNER




Shating Knowledge

Creating the Filter
You can also define an 'over-riding' Filter which applies extra criteria to all Target Audiences.
This filter will apply extra criteria to all Target Audiences.

Filter {Description) Definition
Sr=tWaomen WIOMER

By specifying an over-ride filter of ‘women' this will restrict our Target Audiences to “Women
aged 18-34 working full time and earning $50K plus’ and ‘Women aged 35-64 working full time
and earning $50K plus’

Media Reach Index Settings

You can change various settings to be specific about what you want displayed on the MRI task
output.

One option is to change the settings via Settings (Show Numbers) on the right hand side of the
task screen:

At the bottom of this panel is the ‘Distribution Limit’ setting. This corresponds to the number of
publication issues. It can be set at 1 through to 52 — the number you specify provides the context
for the reach percentage.

=> For our example, tick the Display Index option, and specify 20 as the Distribution Limit.

Weighted Av. Frequency | Volumereach | Targetreach

2N [EE &

Selection | Report | Grid | Grid+

Index Distribution a

Show ix Limit 20

K4

Drawing
Toolbar

Open CSV
File

| Show af

Decimals 2 3

| Show c%

Decimals 1 2

| Shaw we Show r¥e

Save
Grid -

Decmals 0 7
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For additional display specifications use the Settings (Task) or Settings (Global) menu option:

Settings (Task)

b Application Defaults
@ Viewing Cptions
[ Printer Settings

b Task Defaults

~

Distribution Limit | 52 =

b General
@ Show Numbers
B Grid Include
[ Charts
[Egh weight [ tedia Costs

CSY Oukpuks
=2 . Empky Rows in Qutput

Media Reach Index

'%.' Sign after Percentages

[ ertical Bars between Yariables

[ OF, H Cancel ][ Help ]

Saving the Current Media Reach Index Specification

-

Save
Lol

If you wish to save the MRI task, click on the Save Task button:
This will create a file with the extension .ATR

Producing the Output

Run

When you are ready to display the MRI output, click the Run button:

By default this will display the results in Report view, though you can view them via Grid view,
and one table will be produced for each of the Target Audiences specified:

, 18-34 Work Full-Time and Eam $50K plus A 35-64 Wark Full-Time and Earn $50K plus /

kion Report Gtid Chart

Note: The filter of ‘Women’ is not included in the tab names — only the Target Audiences.
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Interpreting the Media Reach Index Output

The output will produce a number of rows,

m‘r MORGAN TRAINNG DATABASE - SEP 2009

edia Reach Index

depending on the Distribution Limit specified. |
In this example we specified 20, the first and | propcted popustion of Austrata 14+ in 000
last of which are displayed here. Looking [faget subence 1834 Work Ful-Time & Eam $50K phis
specifically at the data for 2 issues of Women’s
Weekly: m; w MNewidsa  TakeS ThaisLife
firwvesghled] w o B6 8% 6% 0% 0%
wc: Weighted Count (reach in 000’s). JFOPH 000) we 6 L] LR %5
Two issues of Women’s Weekly 1 " . . . i 1
. . af 100 100 100 100 100
reaches 72,000 women in our Target Audience. R I o o e e
M 121% 130% 106% i 4 5%
af: Average Frequency. B 100 100 100 100 100
With two issues of Women’s Weekly, women in — ~ L = 12 2
our Target Audience have an opportunity to see S [
. ¢ TN 0.3% 4% S5E% 401%
an average of 1.23 times. = e g i
c%: The Reach achieved by the respective
number of issues as a % of total schedule reach.
In a 20 issue Women’s Weekly schedule, 2
issues contributes 37.9% of the total reach (i.e.
100% of the reach gained by 20 issues.)
t%: The proportion of the Target Audience
reached. W A0 0% TN 1N
2 issues of Women’s Weekly will reach 19.6% of |, ';c :8? 3:' :2 f; 3::
Women aged 18-34 working full-time and o 448 4% 4B BM 53
earning $50K plus. % BBE%  S86%  GBI%  M8E%  985%
M SIZ% 496%  HA% 4% 170%
ix: Relates the reach for a number of issues back " el k)
to the reach for 1 issue. Here, the reach for 2 ::r. : : ;f; ;i E: 5:
issues is 63% greater than the reach for 1 issue. o 1000%  1000%  1000%  1000%  100.0%
M S1Em 0% M1 NS 1T
i 2 B W 3 W
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Media Reach Index - Charting

To view the results graphically, click the Chart button in the View group on the Output tab —
This will automatically display the default Line chart using Volume Reach ¢% and the number of
insertions as the chart measures.

/) &, NewTask~™ | = ASTE —
~ Home Task | Output | Chart CorAn Report Command

32 » === 5 Weighted Av. Frequency | Volume reach Target reach Index Distribution
== - : = Show wc Show af Show c% Show re Show ix Limit | 20 :
Selection Report Grid  Grid ) . ) . ) . ) . ) .
Analysis Dedmals 0 7 |Dedmals 2 7 |Dedmals 1 7 |Dedmals 1 7 |Dedmals O 7
View ow Mumbers (Media Read
\ll Items 2 | | & Ram0s | 4 Clustert | o TRAINGS || o MediaReachd
TRAINDY —~

I0) DEMOGRAPHICS
I LIFESTYLE
[ RETAIL ACTIVITY

P DDA T CORSTIMED TSR

W02 g Ee- 5 .sz’;E@u@
Mme N "EEE&I& L3 6B I% B < 7 4

To change the selection, click the Chart Wizard button from the top Charting toolbar to display
the Chart Wizard:

Chart Wizard - Page 1 of 2

Gallery

o O et Ol e <__Th.e settings on Page 1 and page 2 of the Cha.rt
Wizard can be tailored as you wish, but for Media

O area O Curve Area () Scatker () Bubble . . .

Reach Charting it is recommended that you
O pie () Doughnut O Cube ) 5tep Sp e ley a Curve chart.
() Pareto ) Pyramid O Radar

Stacking (Bar or Area only)

Mok Stacked
&
o9
g0 .09
m [t 2 8o
40 o
[an Clusker {Z-axis] i}
| —— 3 -1 9
Translucency (%) | 0 :|
< Back Mext = ] [ Cancel ] [ Help ]
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Page 2 of the Chart Wizard:

Chart Wizard - Page 2 of 2

Data Source Series In
%) Whole Table {*) Rows
{7 Grid- Selection ) Calumnns i

Murnber Type

- L
All Lines Selected in Grid

) Use Only: | C% - Percentage af Tokal Reach b

Ty

Template -

| CDocuments and Setkingsimelkbi My DocumentsiASTEROIDNT | [ Browse ]
L ]

[ < Back ” Finish ] [ Cancel ] [ Help

Change the Number Type as required. The default is C%, however in this example we will
change it to R% - Percentage of Target Audience. Remember that this is the proportion of the
Target Audience reached. For example, 2 issues of Women’s Weekly will reach 20% of Women
aged 18-34 working full-time and earning $50K plus.

Click Finish to generate the chart:
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H-22E-[Ls-% AHEAEIEENER
(mo\ "EEELA L BEI%% %%

18-34 Work Full-Time & Earn $50K plus

3%

=
=
R

R%: - Percentage of Target Audience

=
ES

— Wiomen's Weekly 5 6% 92| MS%[ 141%| 158%| 17S%| 169%| 202%| 214%| 224%| 234%| 243%| A% 208%| W7%| TI%| 260%| 2BE%| M%) 295%
— Wioman's Day E1% 4% ME%| 154%| 148%| I6A%|  1T2%| 182%|  194%| 198%| 206%| 213%| M8%| 225%| 234%| Z36%| MA%| ME%| X0%| 2%4%
— Hew liea 47% 75% A% M0%|  123%| 134%|  144%|) 152%|  160%| IBE%[ AT2%| ATA%| 183%| 188%| 192%| 196%| 200%| 03%| 07%| 0%
— Take 5 20% 18% 4% 3% 41% 44% 4.7% 4 5% a1% 3.5% 35% 36% 3% 38% B.0% 6.2% 3% 4% 5% B G%
— That's Life 28% 4.1% 48% 5.5% 60% G.4% 68% T1% T4% T.7% 7% 51% 8.3% 55% a.7% 50% 900% 9.2% 9.3% 95%

This chart instantly shows us that while Women’s Weekly starts off lower than Woman’s Day
(one issue) it quickly climbs to reach a significantly higher percentage of the Target Audience
than all the other magazines. It also shows us that for Take 5 and That’s Life magazines, there is
no significant increase in Target Audience reach regardless of how many issues are specified.
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Optimiser

As part of the Media Analysis suite, the Optimiser tool enables users to identify up to 20
optimum print schedules constrained by budget or target reach.

Please note that Optimiser is available for Print media only.

You can use Optimiser to produce a number of schedules that achieve the highest possible reach
for a given budget, or to display the most cost-effective schedules that achieve the desired reach.

Start an Optimiser task by clicking the Optimiser button within the Media tools group of the
Home tab: P

|Optimiser|
Why do we use Optimiser?

Optimiser will assess the most effective combination of insertions in multiple print titles that
have been selected by the user. It will establish the optimum schedule(s) based on target reach or
within a specific budget. Optimiser has the ability to compare up to 20 schedules at once.
Therefore, Optimiser eliminates the trial and error of planning an optimum print schedule.
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How we use Optimiser

Step 1: Select Print Media

Step 2: Indicate the campaign duration in weeks (optional)

Step 3: Enter minimum and maximum number of insertions (optional)

Step 4: Enter advertisement costs (optional)

Step 5: Select whether schedules are optimised against budget or target reach
Step 6: Indicate the required average frequency (optional)

Step 7: Select the number of optimised schedules to be displayed (optional)
Step 8: Define a target audience (optional)

Step 9: Define a Filter Schedule (optional)

Step 10: Run Optimiser
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Step 1. Selecting Media

In order to produce a schedule, first select the relevant print media using the Print Media tab.

Print Media 1
TRAINDS
=) MEDIA CONSUMPTION
= PRINT

[ MON-FRI (V) READERSHIP OF NATIONAL DAILIES
[ MON-FRI () READERSHIP OF DAILIES IN NSwW
) FOUD & ENTERTAINMENT MAGAZINES
[0 LIFESTYLE MAGAZINES
D) BUSINESS, FINANCIAL & AIRLINE PUBLICATIONS
) MASS WOMEN'S MAGAZINES

Groups

:ﬁWomen's Weekly
:ﬁWoman's Day
:ﬁNew Idea
S Take 5
B That's Life

To select titles, double click on the title or folder to move it across to the Description column in
the Worksheet. Alternatively, drag the required titles or folders to the Description column.

=>For our example add ‘Mass Women’s magazines’.
Criteria

The settings for Steps 2 and 4 to 7 (all optional steps) are specified in the Criteria area at the
bottom of the worksheet:

Criteria
{¢ Maximum Budget: o Frequency: 1 3 Campaign Duration: | (hone] =
" Minimum Reach (%] 3 b aimum 5 chedules: 20 a
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Step 2. Campaign Duration (optional)

The pre-set duration function refers to the period of the campaign. By selecting a specific
duration, the maximum number of insertions automatically changes depending on how
frequently the titles are published.

For example, if a campaign duration of 4 weeks is specified, then for a monthly publication the
maximum number of insertions is automatically modified to 1. If the title is published on a
weekly basis, the maximum number of insertions changes to 4.

ﬁ 2. Maximum number of insertions is amended
automatically, based on campaign duration

Worksheet
Description Min. | Max Cost Cost [2nd) Cost [3rd) Cost [3th] Cost [5th] Tost [Gth] [
Women's Weekly | i 1 34,955
‘woman's Day | 1] 4 28,775
New Idea | h 4 21,900
Take 5 | h 4 10525
That's Life | 1 4 12570
— | 1. Campaign
duration is
defined by
Criteria / weeks
(=) Mawimum Budget: 0 Frequency: 1 Campaign Duratior; | 4 Weeks
() Minimum Reach [%): M awinum Schedules: | 20
Carmpaign Duration: | (none) hd
To modify the Campaign Duration click on the drop-down 1inieek
A ) K 2wWeeks
arrow. Select the relevant duration from the list displayed: 3 weeks
eeks
E'WwWeeks
p 5 Bweeks
=> For our example, change to ‘4 weeks’. 12'weeks
16 wWeeks
20'wWeeks
26 wWeeks
B2 wWeeks

Once the campaign duration has been
selected, this request box is displayed:
To apply the Campalgn Duration to the ..:/ This will modify the maximum insertions in the worksheet, Continue?
maximum insertions, click Yes. However, »

if you do not wish to modify the maximum
number of insertions, click No.

ASTEROID
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Step 3. Enter Minimum & Maximum Insertions (optional)

In the Worksheet area, you may specify a minimum and maximum number of insertions for each
title. The Min. column indicates the minimum number of insertions for each title and the default
1s set to zero.

The Max. column refers to the maximum number of insertions per title. This cannot exceed 52
insertions, which is the default.

To change the minimum or maximum insertions, click on the cell beside the relevant title (in
either the Max. or Min. column) and type in the number of insertions required.

The maximum number of insertions automatically changes if a Campaign Duration is specified.
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Step 4. Enter Costs of Advertisement (optional)

The casual rate for a full page advertisement in a publication automatically appears in the Cost
column when a title has been added to the worksheet. However, you may alter these costs if
necessary: click on the cell beside the relevant print title within the Cos# column and type in the
new cost.

The remaining columns to the right of the Cost column (i.e. Cost (2), Cost (3”) etc.) may be used
for the costs of additional insertions. Cost (2) refers to the cost of the second insertion; Cost (37)
refers to the cost of the 3" insertion; and so on, up to Cost (52"). This allows for a discount
structure to be incorporated into the schedule if required.

Cost columns are populated with the last cost you specified. For example, if you enter figures into
Cost, Cost (2"), Cost (3”) and Cost (4”) only, Optimiser uses the figure you specified in Cosz (4”) and
applies that cost to any additional insertions of the publication. (Note that the remaining Cosz
columns are not auto-filled: Optimiser uses the last figure in its background calculations.)

It is not necessary to enter a cost in each column. For example you may get a discount for the
second insertion but then no further discount until 7 or more insertions. Optimiser takes the last
figure (in Cost 2™) and applies that cost to each subsequent insertion until it gets to the next
insertion with a cost figure (Cost 7"). It then uses that figure in calculations for all remaining
insertions.

Cost Cost Cost Cost Cost Cost Cost Cost Cost Cost
(an) (31‘(1) ( 4th) ( 5 th) ( 6th) (7 th) (8th) (9 th) (1 Oth)
34,995 | 34,000 32,000

L

I » and so on..

[
» »

=>»For our example we will use the following default costs in column 1 Cost, and we won’t be
extending the costs over subsequent insertions:

Worksheet
Deszcription Min. Max. Cost Cost [2nd] Cost [3rd])
Wiomen's Wesakly | 1] 1 34,995
“Wioman's Day | 1] 4 28,775
New Idea | 0 4 21,900
Take 5 | 0 4 10,625
That's Life | 0 4 12,670
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Step 5. Select Optimisation on Budget or Target Reach
First indicate whether schedules are to be optimised based on budget ot target reach.

When optimising on budget, Optimiser identifies schedules with the maximum possible reach
within the allocated budget.

To optimise schedules based on budget: B—
; ; : HER Budget:
e Ensure that the Maximum Budget option is checked. © Mairum Budge

¢ Click in the box beside this option and type in the budget. ¢ yinimum Reach (2
It is not necessary to use commas or dollar signs when typing in
the budget.

=> For our example we’ll specify a Maximum Budget of 150000.

Alternatively, if optimisation is to be based on target reach, Optimiser displays schedules that
meet the minimum target reach criterion at the lowest possible cost.

To optimise schedules based on reach:
e Ensure that the Mznimum Reach (%) option is checked.

e C(lick on the up or down arrows to set the minimum © Mrinum Fieach(zp |3 %
reach percentage.

() Masimum Budget;

Step 6. Indicate Required Frequency (optional)

The Freguency option refers to the minimum average OTS (Opportunities to See) that a schedule
will achieve. The frequency is set at 1’ as the default. The frequency can be altered if a schedule
with a greater minimum OTS is required. Click on the arrows to increase or decrease the
frequency. Or, highlight the figure in the frequency box and type in the new figure.

=> For our example we’ll leave this at 1.

See ‘Frequency for Optimiser’ on page 53 for more information.
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Step 7. Specify Maximum Schedules (optional)

This refers to the number of optimised schedules you want to have displayed. Optimiser has the
capacity to display up to 20 of the ‘best’ schedules, and automatically displays these. However, if
you do not want to display 20 schedules, click on the drop-down arrows next to Maximum
Schedules and increase or decrease the number as required.

= For our example we’ll leave this at the default of 20.

Step 8. Defining Target Audience (optional)

If a particular campaign aims to target women, for example, Optimiser identifies which schedules
are the most cost effective and will achieve optimum reach and frequency amongst women,
based on the specified publications.

Note that if no target audience is specified, the default audience is ‘all people aged 14+’. Only
one target audience is allowed in Optimiser.

First select the Target Audience area to make it the active window. In the Data Dictionary, double
click the appropriate Group for your target audience.

=>» For our example the Target Audience should be changed to Women.
Combining Criteria

You may use the ‘AND’, ‘OR’ or ‘NOT’ buttons to combine separate data items. Thus, you
could further define the criteria for this example from a Target Audience of ‘Women’ to include
only women who are aged 18-24. Once you have added the first Group (Women) to the Target
Audience, highlight the second Group (18-24) then click AND — this adds the second criterion to
your Target Audience, as in this example:

Target Audience {Description) (Definition) AND

“=WOMEN & AGE-18-24 WOMEM & AGE-18-24 OF
NOT
Check
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Step 9. Filtering Schedules (optional)

A filter can be applied to the media schedules, thus applying extra criteria to the Target Audience.
Creating a filter is done the same way that it is in Tabulation and MediaPLANNER.

=» We’re not adding a Filter for our example.

Step 10. Run Optimiser

Once you have completed your selections for the Optimiser task, click the Run button:

— Home Task Output Chart CorAn Report Command

Open Save Update Selection Clone Clear Undo Settings
Task  Task Report | Toolbar All (Task)
Wl Tkems a ,‘, Proﬁlerl\j .7 Optimiserl
=) DEMOGRAPHICS Al
¢ ALL RESPOMDENTS worksheet
D REGION Description Min. Max. Cost Cost [2nd)
D STATES Wiomen's Weekly | a 1 34,935
£ SEX — | |Wwoman's Day | 0 4 28,775
CZ) AGE - summary New I dea | 0 4 21,800
() AGE - detalled Take 5 | 0 4 10,625
[T OCCUPATION OF RESPONDENT (Al Wharkers) - surmme o :
[T OCCUPATION OF RESPONDENT (Al Workers) - detaile That's Life | o 4 12,570
[T ©CCUPATION OF RESPONDENT (Full Time only) - sumr
|:| QCCUPATION OF RESPONDENT (Full Time only) - deta

ASTEROID prompts you to save the Optimiser task. Once saved, Optimiser generates an
output. The results in the output are described later in this manual.
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Open a saved Optimiser task

When you save an Optimiser task, ASTEROID saves it with the file extension .ato. You may re-
run these files (i.e. the saved task) at any time.

To open a saved Optimiser task, click the Open Task button on the Task Ribbon and select the
required Optimiser task:

= NewTask~™ | =

me
et
Open 5=
Task | T

iltems N?

Output  Chart  CorAn  Report  Command

29| 8
Update i Cone Clear  Undo Settings
Repart | Teabar Al (Task)

‘ Run

1) DEMOGRAPHICS
¢ ALL RESPOMDENTS ~ workshest:
() REGION Desciiption Min. | Max. Cost Cost (2nd) | Cost(3rd) | Cost [4th)
) STATES
) SEX 2
[T AGE - summary o
() AGE - detalled L
) OCCUPATION OF RESPOMDENT (All Workers) - summe —
() OCCUPATION OF RESPONDENT (Al Warkers) - deksile Open Optimiser Task 2k
[T OCCUPATION OF RESPOMDEMT (Full Time only) - sumr ——
() OCCUPATION OF RESPONDENT (Full Time orly) - deta Losk in | (2 ASTERDID v O F @
) OCCUPATION OF RESPOMDENT - SELF-CODED (All We
() INCOME OF RESPONDENT - surmary LY =L userz
) IMCOME OF RESPOMDENT - detailed [Ehautorsports [Zv4-10
() MARITAL STATUS - summary My Recent | Bookmarks |#mart0.ata
) MARITAL STATUS - detail=d || Dosumerts | databases | ] cptimisert.ato
< b ¥ 7= [CINPs for xTDs | ] TRAINDS. ato
= = @ IEDkh 8] 0z, k0
Groups
Desktop I01d stuff
& e [Cipegasus
+ [z (Corels
@ TOTAL 14-24 ) (Chreports
* 25-34 v D‘J Erow
I
+ 3549 ' Dosments || searches
+ TOTAL S0 and Qwer ) ) Templates
+ 5084 \}]g IC3)test spe files
+ 65 and Over ! ) TEST TEMPLATES
4 TOTAL 18 and Over My Computer -
- File name I v [Coeen Jber
My Network | Files of type: [Optimiser Tasks .ato) v] [ cancel |
[ =TT —

Understanding the Optimiser Output

Once you have completed your selection and saved the Optimiser task, Optimiser generates an
output report. The following pages describe this output.
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The Output Screen

The first tab or layer of the output summarises the selections that have been made, as well as a
summary of the ‘optimum’ schedules identified by ASTEROID.

ROY MORGAN TRAINING DATABASE - SEF 2003

Schedule: C:A%STEROIDAOptimiser].opt / Thls iS the ‘Frequency’
specified at Step 6

Bl e e, okl These figures refer to
the number of
Schedule and T arget Summary . .
Filter: mnsertaons per
Al cases . .
publication, for each
| roets optimised schedule
. (up to the number of
Media: Cost  Schedulel  Schedule?  Schedule3  Schedule 4  Schedule5  Scheduef 4 . .
Wamen's Weskly 34,995 1 1 1 1 1 1 schedules speclﬁed in
Wwoman's Day 28,775 2 3 3 2 2 3
Mew dea 21.300 2 0 0 1 1 0 Step 7)
Take 5 10,625 0 0 1 2 0 0 =
That's Life 12,670 1 2 1 1 2 1 2
Tatals:
Inserts B B B 7 B 5 3
Cost 149,015 146,660 144615 148365 139,785 132,990 149,760

Media Schedule A Warmen / b

\

The Media Schedule tab displays the output summary page, i.e. in
which publications the insertions are going and how much it’s
going to cost.

The detail tab (in this case the “Target Audience’ of Women) gives
an in-depth breakdown of figures. This will include Index, Cost,
Reach, Impact, and so on. These items are described on the next

pages.
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In the detail tab area (in our example ‘Women’), the top half of the output provides the
following information:

Filter: All cazes

Target audience: \Women

[urmeighted) 26633

[FOPM '000) 2940

tedia Surmmary Audience % of Target % of Vehicle Index Cozt #1000 reached
Publication:

Wwiomen's Weekly 16493 18.9% Ta.0% 156 34,335 20.EE
Woman's Day 1667 18.6% .0 161 28,775 17.26
Mew |dea 1294 14.5% 80,0z 158 21,900 16.92
Take b 703 7.9% 30,0z 153 10,625 1512
That's Life 293 10.0% a0z 158 12,670 1411

These column items can be defined as follows:

Unweighted and | Refers to the number of women: There are 26,698 women respondents
(POPN) Weighted | to our survey which represents 8,940,000 women in the population.
counts

Audience The number of people in (000’s) in the target audience reached by the
media vehicle: 1,693,000 women read an average issue of Women’s
Weekly magazine.

% of Target The percentage of the target audience reached: 18.6% of women read

an average issue of Woman’s Day.

% of Vehicle The proportion of publication readers that are members of the target
audience: 80% of New Idea readers are women.

Index A measure of the incidence of the target audience amongst all members
of the media vehicle audience compared to the incidence of the target
audience within the general population: women are 59% more likely to
be Take 5 readers than the average person.

Cost The casual rate for one full page advertisement in the print vehicle.

Cost/’000 The cost of the advertisement per 1000 of the target reached by 1 issue.
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The output on the detail tab also displays the reach, frequency and cost efficiency for each of
the schedules. These are the key results to assess when comparing media schedules:

Schedule 1 Schedule 2 Schedule 2 Schedule 4 Schedule & Schedule B
Women's Weekly 1 1 1 1
Wwioman'z Day 2 3 3 Z 2 3
Mew |dea 2 0 1] 1 1 1]
Take 5 1] 0 1 2 0 1]
That's Life 1 2 1 1 2 1
TOTAL B B B h B G
Results:
Reach ['000) 41135 4114 4053 403 amao 4008
Reach [%] 46.3% 46.0% 45.4% 451% 44.8% 44.8%
Avge. freq. [OTS) 206 2.08 2.04 214 202 1.83
Impacts ['000) 8513 8430 8234 g624 J117 32
Total cost [§) 143,05 146,660 144 B15 148,365 139,735 133,830
Cost/000 impacts 17.50 17.28 17.44 17.20 17.22 17.65
Cost/'000 reached 36.04 35.65 3563 36.91 34.86 33.43
T.AR.Ps 95 95 93 a6 ]| 25
Cost/T.AR.P. 1.5684.87 15441 1.558.63 1.537.95 1,539.62 1.577.83
Reach (°000) The number of women reached by the schedule. E.g. Schedule 1 reaches
(or Net Reach) 4,135,000 women
Reach (%) The proportion of women reached by the schedule. E.g. Schedule 2 reaches

46.0% of women.
Average The average number of times each person reached by the schedule will have
Frequency the opportunity to see the advertisement. E.g. Each of the women reached by
(Opportunity  to | Schedule 3 will have the opportunity to see the advertisement an average of
See/OTS) 2.04 times.
Impacts The total exposure among the target audience achieved by the schedule.
(or Gross Reach) | E-g- Schedule 1 achieves 8,513,000 impacts among women.
Impact is calculated by multiplying Reach by Average Frequency.
Note: Duplication is ignored in Impacts.

Total Cost Total amount spent per schedule. E.g. Schedule 1 will cost $149,015 for 1

insertion in Women’s Weekly, 2 insertions in Woman’s Day, 2 insertions in
New Idea and 1 insertion in That’s Life.

MediaPLANNER
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Cost/?000 The cost to impact 1000 people in the Target Audience. E.g. Schedule 2 will
Impacts cost $17.28 to impact 1000 women.

Cost/’000 Is considered a measure of ‘cost efficiency’ and refers to the cost of reaching
Reached 1000 members of the Target Audience. This figure is calculated by dividing

Total Cost by (net) reach. E.g. Schedule 3 costs $35.63 to reach 1000 women.

T.A.R.P. Refers to Target Audience Rating Point. This is used in relation to Television
Schedules and is calculated by dividing the Impacts by the population and
multiplying that figure by 100.

Cost/T.A.R.P Total cost divided by T.A.R.P.
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Frequency for Optimiser

Required Frequency

If a Required Frequency has been specified for a schedule (in this case ‘3’), two sets of reach and
frequency results for the optimised schedules are displayed:

Filter: &ll cases
Target audience: Women
[unweighted) 2BE38
(POPN '000) 8340
Media Summary Audience X of Target % of Vehicle Index Coszt /000 reached
Publication:
Wamen's Weekly 1693 18.9% 79.0% 156 34,99 2066
Waman's Day 1667 196% 1.0 161 8775 17.%
New Idea 1294 145% f0.0% 158 21300 16.92
Take 5 03 7.9% B0.0% 159 10625 1512
That's Lfe g9 10.0% 80.0% 159 12670 1411
Scheddel Schedue? Schedued Schedued Schede5  Schedues The first set is
Women's Weekly i 0 0 i 0 filtered to the
‘wioman's Day 0 3 1 0 1 required
New |dea 4 1 3 4 3 frequency | e
Take 5 1 o o 2 1 1S
Thats Lre 4 3 4 3 3 to only those
TOTAL 9 7 8 9 8 members of the
— target audience
Fieach (000) 1542 1520 1518 1501 1475 1463 1461 who have read
Rieach (%) 17.3% 17.0% 17.0% 16.8% 165% 16.4% 16.3% 3 or more
Awvge. freq, [0T5) 445 384 415 436 410 417 425 issues of the
Impacts (000] 5856 5835 6296 £553 B053 121 6212 . )
Total cost [4) 18905 146235 145755 146860 143110 138280 147630 magazines in
Cost"000 impacts 2172 25,06 2105 241 2164 2259 276 the schedule.
Cost000 reached 9.5 9%.22 9562 9783 97.01 3410 101.06
TARPs. 77 B5 70 7 B8 = B9
Cost/TARP, 194170 204053 20BLO0 200365 211373 2Ma7l 212457
Results:
Fieach (000) 3457 W/IE 607 3485 /97 3% w2
Rieach (%) /I 427% 40.3% 39.0% 402% /0% 4165
Awvge. freq, [0T5) 27 2% 253 266 249 25 250
Impacts (000] 9470 8965 9140 9275 8945 8767 9294
Tatal cast (4] 148905 146235 MEIEE THREED 43N0 130280 147630
Cost"000 impacts 15.72 15,88 15.83 16.00 1577 15,88
Cost000 reached 4307 .32 4 4215 39.78 4072 3967
TARPs. 106 1m 102 1 = 2o
Cost/TARP. 1.405.73 145455 141978 141559 The second set shows the total
(unfiltered) reach and frequency
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Frequency Distribution

Optimiser also enables users to display the Frequency Distribution in the output. The following
options are available:

Weighted Percents Index &w, Frequency | OTS Distribution

Show we | Show vS% V| Show ix v | -Show af Type Partial 0TS x

-

Decimals 1 - || Decimals|0 - | Decimals 2 5 || Reach and Average
G Sl ¥ FgSE Ly e g Full OTS
FHOW INMUMBETS (IVIiCETilg )

Partial 0TS

Decimals 0 5

-

Reach and Average Only will not display an OTS distribution, only the Average Frequency.

Fullwill display a complete OTS distribution, up to a maximum of 52 issues.

Partial Limit allows the user to set the maximum number of issues for which you can see an
individual OTS distribution. E.g. If the Partial Limit is set to 2, a frequency distribution for 1, 2

and 3+ issues will be displayed.

Note that Percents (¥%) specifies decimal places for the OTS Distribution.
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More on Partial Limits

To set a Partial Limit click on the OTS Control found in the Show Numbers (Media) folder on
the Output tab across the top of the task. Click on the downwards arrow to view the OTS
Distribution options. From the short menu displayed, click on the Partial Limit option.

OTS Distribution
In the cell beside the Lzt cell, indicate the frequency distribution limit to
be displayed. For example, if it is necessary to view a Frequency
Distribution of up to 3, then it would be sufficient to set the limit to 3.

Type Partial 0TS -
Partial Limit 3 2

The output will refresh automatically and display the new figures. Optimiser automatically
prompts you to save the changes to the task.

Once the Optimiser has been refreshed the following information appears.
Scheduls 0.7.5.

0.7.5. Digtribution

I B1.3% AY.3% h9. 7% B1.0% h9.8% B2.0% ha 4%
1 136% 16.1% 14.9% 13.9% 15.1% 135% 16.1%
2 T.a% 96% B.4% 8.3% 8.6% 81 9.2%
3 h.9% 8.5% B.6% B1% B.7% B.2% T.0%
Curnulative 0.T.5. Distibution

1+ /T 427% 40,3% 39.0% 40.2% 38.0% 41.6%
2+ 251% 26.6% 25.4% 251% 281% 24 5% 25 5%
3+ 17.3% 17.0% 17.0% 16.8% 16.5% 16.4% 16.3%
4+ 11.4% 8.5% 10.4% 10.7% 9.8% 10.3% 9.4%

OTS Distribution refers to the percentage of the Target Audience who will have the
opportunity to see the advertisement exactly that many times. For example, looking at Schedule
1, 13.6% of the Target Audience (women) will be reached by the schedule exactly 1 time and
7.8% of the Target Audience (women) will be reached by the schedule exactly twice.

Cumulative OTS Distribution refers to the percentage of the Target Audience who will be
reached by the schedule at least that many times. For example, looking at Schedule 1, 25.1% of
women will be reached by the schedule at least twice.
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Helpful Hints

Transferring Schedules to MediaPLANNER

The schedules created in Optimiser can be cloned as a MediaPLANNER task. To do this, click
on the button Clone As MediaPLANNER in the output screen of Optimiser:

—'j Home  Task | Qutput  Chat  CorAn  Report  Command o -

s Selection ™ GridH Vieighted Percents Index Av, Frequency | OTS Distribution a , Freeze Labels Fﬁ
1 Report ¥ Chart Show we Show v% Show ix Showaf | Type Partial OTS b & o Hide ‘mﬁ

- - . ) = . = - . = . Show || Save |Drawing Grid Clone As
E cGrid . Correspondence Analyss || Decdmals 0 7 | Decmals|1 | |Decmals 0 . |Dedmals 2 | | Partallimit 3 2 Nested || Grid= | Tookar | &8 Unhide Properties ~ MediaPlanner
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This transfers the schedules that Optimiser has created to a MediaPLANNER task screen:

Worksheet
< » /Print \{ Television ¥ WebScheduler ¥ Cinerna % Summary
Description Cost [$) 51 52 53 54 55 S6 57 58 59 510 511 512 513 514 515 516

Women's Weekly ‘ 34,995 a a a a a o o o o o 1 o 1] 1] 1] 1]
Wioman's Day ‘ 28,775 1} 3 1 1} 1 1} 3 1} 3 1} 1} 1} 3 2 1 0
New |dea ‘ 21,900 4 1 3 4 3 4 1} 3 1} 4 3 3 0 1 3 3
Take 5 ‘ 10625 1 a a 2 1 o 1 3 2 1 1 4 1] 1 1] 2
That's Life ‘ 12,670 4 3 4 3 3 4 4 4 3 3 3 3 4 4 3 4

148,905 146235 145155 146,860 143110 138280 147630 148,266 1455356 136235  149,330) 146210 137005 140,755 132485 137630
148,905 146235 145155 146860 143110 138,280 147630 148,255 145585 136235 149330 146210  137.005 140755 132485  137.630

Total Print Costs:
Total Schedule Costs:

1
1

< ba
Target Audiencss (Description) (Defirition)
Ttiamen WOMEN
Filter {Description} {Definitiony
Tzl cases ALL
Es

" Selection Report Grid Chart

Please note that cloning the Optimiser task in this way will not automatically update the Total
Schedule Costs. This is because Optimiser uses a different cost model to MediaPLANNER.

To update this, right click on “Total Schedule Costs’ and select Recalculate costs.

Note that prior to the recalculation the Total Schedule Costs are in blue, and once recalculated
they will be displayed in black.

Additional Target Audiences

Once you have cloned the Optimiser task as a MediaPLANNER task, you may include additional
Target Audiences, as up to 12 are allowed.
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Useful Tools in Media Analysis

Working with Media Lists

If you use Profiler as a starting point for examining the reading, website visitation and TV
viewing behaviour of a Target Audience then you can copy the media items used in a profile and
paste them into your media schedules. ASTEROID enters them in the appropriate section either
under Print, WebScheduler or TV items.

To generate a Media List you must first run a profile. ASTEROID then automatically takes a
copy of all the media items run. In your MediaPLANNER task you can then use the Media |||
List button found on the Task ribbon tab to paste the items. IS
List
Clicking the Media List button will first display the "Available Media List Items' box which shows
all the TV, website and print items. By default all items are selected so clicking OK then adds all
items to the media schedule but if you want only particular items you can select just those items
before clicking OK. (You can use the Shift and Ctrl buttons on your keyboard to select adjacent
and non-adjacent items.)

If you would like to just add TV items then you can right click over the TV items section of the
screen and select 'Paste media from Profiler' from the menu. The 'Available Media List Items'
box will appear but you can only select from the TV items list. By default the whole TV items list
is selected but you can chose particular media as required.

To select only Print Items you right click over the Print Items section of the screen and again
select 'Paste media from Profiler' but this time you will only have access to the print items in the
'Available Media List Items' box. Likewise for WebScheduler items.

Note that if you have more than one Profile open then you can choose the Media List from a
particular Profile by selecting it from the drop down list at the top of the 'Available Media List
Items' box.

Re-routing
If you try to add print items to the TV items section, for example, ASTEROID will re-route the
items to the appropriate section of the screen.
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Seeing more

If you have a long list of media or target audiences then remember that you can expand any
section of the Selection screen by activating it (clicking anywhere in that section) and then
clicking once on the section header. This expands the section to fill the depth of the screen.

To return it to its normal size, click once on the section header.

Traceback

As with other task types in ASTEROID you can use Traceback to find the folder in which a
selected item is located. This is available by right clicking on the item and selecting Traceback
from the menu.

Settings (Task)
Through the Settings (Task) button you can access a number of options for moditying the output
and you can also set or change the Frequency Distribution.
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Revisiting AND, OR, NOT

This simple illustration below uses only two groups but the same rules apply when combining
multiple groups.

When you use NOT you get people who belong exclusively to one group.

For instance we might be interested in people who read the magazine
NW exclusively i.e. who are not readers of Who and so we would use:

Read NW but NOT Who

When you use OR you get people who belong to either of the specified groups.

For instance we might be interested in people who read either of the
specified magazines.

Read NW OR Who
When you use AND you get only people who belong to both groups.
For instance we might want to look at people who read both magazines.

Read NW _AND Who

Remember to be careful not to get And & Or mixed up — a common mistake — and remember
that you can use the Check button to see the size of each ad hoc group.
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Notes:
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Notes:
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