TABLE OF CONTENTS

CHAPTER 1: POINTS-OF-VIEW . . . 1
The Campaign: More Than ASingle IMPression . ... ... 3
Can ROI Be Implemented As An Effective Media Planning Tool?. . .. ... .. ... .. 6
Beware The Siren Call Of Formulaic Media Planning. .. ... ... ... . 10
The Media Planners’ Dilemma: Crusade Or GoWith The Flow? .. ... ... . . . 14
CHAPTER 2: BASICS . . ... 19
Media Time Spent Patterms . .. .. 21
Daily Hours Spent Per U.S. Adult With Various Entertainment & InformationMedia ... .......... ... .. ... ... ... .. ... ... ... 22
How Adult/Male/Female Demographic Segments Allocate Their Daily Time Spent With NineMedia. . .............................. 23
Demographic ApPealS . . . . 26
Profile Of Heaviest Quintile Usage Groups For Six Major Media By Demographics ................ ... .. .. ... .. ... .......... 27
Median Age Of Average Telecast/Episode Audience By 31 TV Program/Network Type Genres . .. .................................. 28
Median Age Of Average Quarter-Hour TV Sports VIEWBrS . . .. ... 29
Average Telecast Adult Viewer Compositions By Demographics For Selected Primetime, Daytime & Syndicated Series . ............. .. 30
Demographic Profile Of Adult Readers Of Selected Magazine Types . ... ... ... .. 33
Demographic Composition Of Adult Population Weekly Reach By Radio Format. . ............... ... ... .. ... .. ... .. .......... 35
Profile Of Past Month Adult Visitors To Selected Websites By Demographics ............ ... ... .. ... ... ... ... .. .. ... ..... 37
Reach Capabilities Of The Five Media And Combinations Of Media . . . ...... ... ... .. .. .. .. . . . . . . . . . . ... 39
Reach Buildup Of Five Media From 1-30 Days . . .. ... ... . 44
Daily, Weekly And Monthly Reach Attainment By Target GRP Levels For FiveMedia .............. ... .. ... ... .. .. ... .......... 45
Target Group Reach Buildup For Weeks 1-4 Of New TV Ad Campaign/New TV & Magazine Ad Campaign ... ...................... .. 46
Adult Reach For Prime TV And Mass Magazine Schedules By Selected Demographics. . ................. .. ... ... .. .. .......... 48
Adult Reach For Late Evening TV And Business Magazine Schedules By Selected Demographics .. ............................... 49
Adult Female Reach For Day TV Soaps And Parenting Magazine Schedules By Selected Demographics ............................ 50
Adult Reach For Cable Documentaries And Travel Magazine Schedules By Selected Demographics ............................... 51
Timing And Location Of AUGIBNCES. . . . .. .. . 52
Average Adult Audiences For Media Vehicles ByWhenReached .. ...... ... .. ... .. .. ... ... 53
Location Of Adult Exposure For Six Media. . ... ... ... 54
Distribution Of Average Quarter-Hour Listeners By Station Format And Location Of Audience .. ............. ... ... .. ... ........ 55
Total Adult/18-34/Upscale Demographic Segments Claiming Exposure To Five Media By Time Of Day/Day Of Week. ... ............... 57

CONTINUED —>

© Intermedia Dimensions 2010, Media Dynamics, Inc., 2010. www.MediaDynamicsinc.com Reproduction of any part of this publication, including illegal
photocopying, electronic and/or fax distribution, will be held as an intentional violation of the copyright laws unless specific authorization is given by the publisher.




>>> TABLE OF CONTENTS - CONTINUED

CPM COMPANSONS . .. oo 60
Comparisons Of Typical CPMs For Adults/Men/Women By Age And Income For Five Media. . ............... ... ... ... .......... 64
Page Four-Color CPM Estimates For Adults/Men/Women By Age And H.H. Income By Selected Magazine Genres ... .................. 67
Five Media CPM Comparisons, Targets: Mass Adult Audience/Young Adults/Women 18+/Upscale Adults .......................... 70

CHAPTER 3: QUALITATIVE COMPARISONS . . ... ... 75

Intermedia Comparisons: Dealing With The “Apples Vs. Oranges” Conundrum. . ... ... . . . . 77

Media Attentiveness Measurements And Multitasking . .. ... ... . 84
Average Half-Hour Adult Viewers Rating Themselves As Fully Attentive During Major Network Shows By Daypart/Genre .. .. ......... .. 86
Adult Listeners Claiming Various Levels Of Attentiveness By Station Format .. ......... ... ... ... .. ... ... . ... ... .. .. .. .. ... 87
Share Of Media Use Time With No Other Concurrent Activity Reported ... ... . ... .. . . . . .. ... 88
Proportion Of Media Exposure Time Devoted Solely To A Single Medium . ... ... . . . . 89

How Ad Exposure Rates Vary By Medium And Ad Units .. .. ... o 91

How Many Ads Are We Really Exposed To Per Day?. .. .. .. ... 95
Trends In Average Hours Of Daily Exposure To Five Media Per US. Adult . .. ... ... .. . .. . . . . ... ... 96
Number Of Ad Exposures Per Adult On An Average Daily Basis ByMedium . .. .......... ... ... .. ... ... .. .. .. ... .. ... ... 97

Using Ad Campaign Appeals InMedia Targeting .. ... .. .. 98
Relative Indices Of Adults In Buying Style Groupings By Demographics ............. .. ... ... .. ... .. ... .. ... ... ... 101
Relative Likelihood Of Adults With Certain Buying Styles To Watch Nationally Aired TV Shows. . .. ............................... 102
Relative Likelihood Of Adults With Certain Buying Styles To Be Weekly Viewers Of Cable Channels. .. ............................ 103
Relative Likelihood Of Adults With Certain Buying Styles To Read Magazines. . ...t 104
Relative Likelihood Of Adults With Certain Buying Styles To Be Weekly Listeners Of Radio Station Formats ........................ 105

Ad Receptivity: An Important Metric For Media Planners To Consider. .. ... . 106
How Adults Rated Ads In Five Media On Three Negative Metrics . . ... ... . ... . . . 110
U.S. Adult Population With Positive And Negative Views Of Ads In Each Medium . .. ... ... .. ... .. ... .. ......... 111
Profile Of Adults Who Favorably And Unfavorably Rated Ads In Each Medium .. .. ... .. .. ... ... ... .. .. .. ............ 112
Relative Indices Of Heavy & Light Media Exposure By Adults With Favorable/Unfavorable

Attitudes Towards Advertising In Each Medium ... ... 114
Average Ad Receptivity Ratio By Select Demographics For 189 Product/Service Categories. .. .................................. 115
Examples Of Products/Services With Highest And Lowest Ad Receptivity .. .......... ... .. .. . . . . . . . . ... 116
Relative Indices Of Ad Receptivity By Demos Within Product User Groups . ... ............... . . . . 117

Ad Awareness & Impact: How Do Magazines Compare To TV?. . ... 118
Summary Of Three 1960s Ad Recall Studies Comparing TVToMagazines ... ... . . 122
Reader Recall Of Seven Page 4-Color Ads In Parade Magazine .. ... ... ... .. .. . . . . . . . . 123
Viewer Recall Of 12 Commercials In Primetime TVShows . . ... ... o 124
Summary 0f 1990s Scanner Panel Sales Impact Studies Of TVAnd Magazine Ads . ................. . .. ... . ... .. .. .. ......... 125

CONTINUED —>

© Intermedia Dimensions 2010, Media Dynamics, Inc., 2010. www.MediaDynamicsInc.com Reproduction of any part of this publication, including illegal
photocopying, electronic and/or fax distribution, will be held as an intentional violation of the copyright laws unless specific authorization is given by the publisher.




>>> TABLE OF CONTENTS - CONTINUED

Magazines Readers Are More Receptive ToAds Than TV Viewers ... ... .. ... 126
Percent By Which Selected Publications Exceeded TV Norms In Targeting Product User And Ad Receptive Product Users. . ............ 128
Radio Versus Television Commercial Impact Measurements .. ... .. ... 129
How Various Commercial Impact Studies Rated Radio Versus TVMeSSages . ................. i 131
Pretesting Company Recall And Impact Norms For TV And Radio Commercials .. ............. . ... ... .. ... .. ... ........... 132
Average Impact Findings For 16 TV And Radio Commercials. ... .......... ... ... ... .. . .. . 133
Intermedia Engagement Metrics From Experian Simmons .. ... ... ... 134
Mean Engagement Scores For Individual Metrics For Ad-Supported TV.Shows . . ... ... ... .. .. .. ... .. . . ... ... 135
Average Media Engagement Rating For TV Shows, Magazines And Websites . . .................. .. .. ... .. .. .. .. ... .. ... ..... 136
Engagement Indices For Selected TV Shows, Magazines And Website Genres .. .............. ... ... .. .. .. ... .. ... .. ... ...... 137
Products Have Their Own Engagement Signatures. . ... ... ... 141
Relative Indices Of Ad Attentiveness/Receptivity For Users Of 41 Products/Services . . ................ ... ... .. ... .. ......... 142
Highest And Lowest Scoring Product Category Scores For Six Engagement Metrics .. ............................... ... ... ... 143
Does Telling Your Story In More Than One Medium Enhance Advertising Communication? . ............. ... ... .. .. ... .......... 144
Relative Indices Of Ad Effectiveness For Various Combinations Of TV, Radio And Newspaper Ads For Five Advertisers. ............... 147
Relative Increase In Awareness And Intent-To-Buy Levels For Brands By Media Exposure Combinations .. ........................ 148
Media’s Often-Ignored Imagery Transfer Capabilities. .. ......... ... . 149
Is Brand Name Confusion More Of A Problem For TV Than Print Ads?. . ... ... ... 150
Audience Misidentification Of Brands Presenting AMessage . . . ......... ... . 150
Miscomprehension Of TV And Magazine Content By Adults After A Single Exposure ............. ... .. ... .. .. .. ... ........... 152
CHAPTER 4: MEDIA PLANNING IMPLICATIONS . . . . ... ettt e ettt e et 153
Basic Media Planning QUeStioNS . . .. ... . o 155
Factors That Affect A Medium’s Ability To Convey An Ad Message Effectively ToThe Public. ............. ... ... .. ... ........ 156
Different Methods Used To Measure Advertising Impact. ... ... ... 157
Implications Of Ad Recall And Attitude Change Studies. ... ... ... . . 158
Pros & Cons For Each Medium . . .. oo 159
ROI Study Evaluates Six Media On Three Metrics. . .. ... ... 172
Proportion Of Impact Delivered By TV, Print & Online Media For 40 Brands By Brand Metrics ................................... 173
Percent Lift By Brand Metrics Among Those Exposed To The Medium . .............. ... ... .. ... .. ... ... ... ... ... .......... 174
Evaluating Alternate Media Plans . . . ... ... o 175
ROIModeling: What Does It Really Tell US? . .. .. ... 181
Some Words Of Advice To Media Planners . . .. ... o 183

© Intermedia Dimensions 2010, Media Dynamics, Inc., 2010. www.MediaDynamicsinc.com Reproduction of any part of this publication, including illegal
photocopying, electronic and/or fax distribution, will be held as an intentional violation of the copyright laws unless specific authorization is given by the publisher.

vii





