Media Guides

For use with Mediaplanner




Channels: Double-clicking

on a channel will allow you
to view or amend the spot
plan

Spots: The number of
spots on each channel,
allocated by natural
delivery*, when you
input GRPs

Week Count: Duration
of campaign in weeks

(Reach x

**GRPs: Total number of
Gross Rating Points.

Frequency)

[V ]
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GRP’s are the currency
to use when building

your TV plan

Group Yehicles

Total Total Aug. Effective Exclusive
GRPs Impacts [000] | Freguency Delivery®o (4+) Reach %
Tatal g16.11 390,081 .27 g1.24 -
T 31060 A 145 451 412 v\43.?8 8.1311—\
Mational Mewspapers 100.00 47 793 G5 1.36
Radio 105.51 50,430 2. 072
Cinemsa 100.00 47 795
Cutcdoor 100.00 47 795
Internet 100.00 47 795

/

X

Media Types: Specify
which media you require
when entering values. It
shows appropriate,
relevant input headings

Exclusive Reach: The
percentage of the target
audience reached by TV
only. This column can be
toggled on or off via the
Layout menu

Reach (000)/Reach %: The
number of Adults 15+ who were
exposed to the campaign,
expressed in thousands &
percentage of the population. In

GRPs: Total

number of Gross

Rating Points

delivered (Reach x

Frequency)

Impacts: A sum of the total
number of occurrences that any
spot in the campaign was seen,
expressed in thousands. In
essence, Gross Reach

Avg. Frequency: The
average number of times
people who are exposed
to the campaign see a
spot.

essence, Net Reach

*Spots are scheduled in accordance with each channel’s rating by daypart
**QOtherwise known as Television Ratings, or TVRs

Effective Delivery: The
percentage of people who
were exposed at least 4
times to the campaign.
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TV viewing in the UK is measured by BARB (Broadcasters Audience Research Board). BARB record which channels and programmes are
being watched, by whom and for how long on a minute by minute basis.

Strengths of TV

= People are watching more TV than ever before. In October 2010 the average person watched 17 hours and 56 minutes of commercial
TV per week, up from 16 hours and 55 mins in October 2009 (source: Thinkbox).

= There are more ways to view TV — PVRs, HDTV, etc

= |t is a broadcast medium ideal for reaching mass audiences such as Housewives

= |t achieves high coverage & frequency quickly, especially if terrestrial channels are included
= Adverts have high impact — all singing all dancing moving pictures in colour with sound

= TV is a shared experience — TV is the most talked about medium

= TV can be niche due to the proliferation of multi channel options

= |t offers regionality

= |t offers daypart & day of week flexibility

Example of Heavy, Medium & Light TV campaigns

* Heavy: 800 TVRs over 4 weeks (90% 1+ coverage, 71% 4+ coverage)

= Medium: 300 TVRs over 4 weeks (81% 1+ coverage, 38% 4+ coverage)
= Light: 100 TVRs over 4 weeks (58% 1+ coverage, 6% 4+ coverage)

Cover Guide for Commercial TV (Source: IPA). Adult CPT £3.65

To get REACH of: 20% 40% 60% 80%
Input GRPs ! ! 1 4

All Commercial Terrestrial 20 49 100 400
All Extra TV Channels 24 60 180 800

Need Help? Telmar helpdesk: 0207 467 2575 © Telmar Communications Ltd.



Target: The target
audience (Adults)

Insertions: Number of
insertions on each

Insertions are the
currency to use when

Readership (000s):
This is the NRS

Readership %: The
readership of each

/
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publication building your Press plan currency — Average publication/the total size
Issue Readership of the target audience R i
the FUTURE of Media Planning
=T — Press
Fit Bt View Wemds Optior] Tocbas Hep
] / .
"] L] ] il O B3 g # - 0 W BH B & D[ Unit Cost: The cost of
Fani S Coreer Tirmsapiary Pericd L St O what H.. Freguenc g 5 Q
.z el z e bl A 5 purchasing 1 insertion on
Taigei Forale 3 24 544 (000G (51 4% of Comp Bate) . .
Survey Touchgonts 200 inbegrated Piarring Dpfabase Sample Sire %053 each publication
wieght Respondent Veight Comg. Target M1
higplay Single Sciwduin
TR
Radarahic | Resderstis it e . — | CPT: The cost of 1000
10s0} - L = exposures on each
J ety Epress ; b s AW publication (Unit
T Sy 1 3,48 1364 8 300000 00 .
— : - e an 0w | . ey : Cost/Readership 000s)
_ﬁmmﬁe‘.sﬁmrﬂ 1 133 sy =R k] E)000 .00
_IW.nF-r Slwrdand 1 =3 ins SE0E 15,000 00 " Locel Newipapent
‘Workehine Post 1 5 [k £330 4000 00
azie 1 /" 54 ns 100000 00 ' Hagasne:
(e 1 1472 &0 1358 2000000 —| Total Cost: The total cost
T rmats o i 152 e TR T T | oo Vibaches of this schedule
T |Prvehcioges Hagazne 1 M5 1.0 p0S8 00000 5 Sot b Medisvos -
4
Avg. Frequency: The
reta average number of times
bl that your target audience
el M . .
= will be exposed to this
Bagerines
schedule (Total
Hestzorld {Vatecl Impacts/Reach 000s)
Pl Modde:

Total Uses: Total number of
insertions in this press schedule

Reach (000s): The
number of adults
reached by the

Reach %: The % of your target
audience reached by the whole
schedule and by each press

Total GRPs: Total Gross
Rating Points (Reach x Avg.
Frequency)

whole schedule, vehicle.
expressed in

thousands

Need Help? Telmar helpdesk: 0207 467 2575

Total Impacts (000s): The
total number of exposures
of the target audience to
the schedule.

© Telmar Communications Ltd.
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Strengths of National Press

= 37 million people read a national newspaper every week. 83% of all GB adults read a national daily in a typical month.
= High coverage at a low cost

= Appropriate for most media strategies

Cover guide for National Press (Source: IPA) Adult CPT = £1.70

To get REACH of: 20% 40% 60% 80%
Input GRPs 4 4 N2 N2
Strengths of Magazines Based on 6 titles* 20 60 298 2214

= High coverage and frequency

= Long shelf life, the “pass along” factor

= Trusted and emotional relationship with readers

= Advertising considered an integral and appreciated element

= Reader is in control of consumption, therefore in a receptive mood

Cover guide (women) for Magazines (Source: IPA) Adult CPT = £3.69

To get REACH of: 20% 40% 60% 80%
Input GRPs J J J J
All women’s

weeklies/monthlies 23 60 200 5000

Strengths of Regional Press
= Potential to reach 80% of UK population
= Brand diversification — website equivalents
= Low cost to entry
Cover guide for JICREG (Source: IPA)

To get REACH of: 20% 40% 60% 80%
Input GRPs N N J 4
All JICREG titles 25 60 800 n/a

Need Help? Telmar helpdesk: 0207 467 2575 *Daily Mail, Express, Telegraph, Mirror, The Sun & The Times



Week GRP's: Total number of Gross Impacts: A sum of the total number of

. GRP’s: GRPs are the currency to i
Count_. Rating Points. (Reach x input in order to automatically occurrences that any spot in the
Duration of Frequency) produce a radio plan campaign was seen, expressed in

campaign in K X
weeks thousands. In essence, Gross Reach the FUTURE of Media Planning

i1 Mediaplanner ¥2.4.0 Release 185 [X:\Radio_mediaguides.MPFx]
File Edit WVigw Select “Wizards Options Toolbars  Wiew/Edit

al ] @

Rank  Single schedubs

Perioc
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Curves Target Media

= [ W B B || &€ C

Layout Sort Graph  wvhat If.. Freguency Prirt Exp

Target Al vtk | opulation 47 795 £000) (100.0% of Comp Base)
Survey Touchpaoints 2006 Integrated Planning Databasze ample Size 49 754,
Weight Respondert Weight omp. Target

Display AllWeeks
lﬂ" Aduls (15+)
Aug
Insertions Impacts [000] Frequency
93.6 Capital Radio 4 .70 99.94 47 7B 21.26 1.50 1.50 T1,645.52
i Spot Plan for 95.8 Capital Radio =] 3082 150 150 71 67620
— Target: S chedule: ieek: Target: All Adults (15+] .
Talk | [T anadas 054 =] [Spots =] [t =] esks | | | Population: 47795 (0D0) Sample: 49,784 13.97 1.50 1.50 71,531 .24
=md M-F [Retinas | Sat [Retinas | Sun [Retinas | 45 64 1.50 1.50 7166712
— 05:00-10:00 14 033 [os:00-10:00 13 013 |os00-1co0 13 0.09
G 10:00-13:00 14 020 [10:00-13:00 14 018 |[10:00-13:00 14 016 2553 A 1= =0 G ]
13:00-16:00 14 01s | [1z00-1200 13 ooe | [1mo0g00 13 o.og
— 165:00-19:00 14 04s | [12:00-00:00 13 004 |12:00-00:00 13 0.03
18:00-00:00 13 0.06 00:00-06:00 13 0.01 00:00-06:00 13 0.0z
00:00-06:00 13 0.0z
week Count wik1 [ wkz [ v Spot Mode. Planning on week 1 Select Station
Spots 214 214 Title: [RD37) 95.8 Capital Radio << Prev Select Mext > I
— Total Impacts [000] 11,341 11,341 Media Tvpe Radio E el bod Torals to 5ha
Reach [000] 1,345 1,345 wiesks 4
- Reach % 281 281 Filter [Mone] = Spot Mode 2 ;:ﬁf;:e [o00]
— Total GRPs 24.93 24.93 Frecalo I Fiatings I T T I " GRF Mode ((: Eeac: ;DDD]
Aug Frequency .88 .88 ~ Costs = Mf“:"m;c
— CPT Het Cou. 1332 1332 Recale Totals|  CFPT | cea | -
CPM APX 1.50 1.50 € Impact Facters £~ Ot Hr Ratings
4 Total Cost 179121 179121 1
BT =i Done | Pint. | FreqDist_ |  Optiors.. |
[ria [ |
T oees I To50T T T F—owre | T Trequency | o=t T
Tatal 10,276 7120 14890 498 53 233,50 3354 356,200.75
Flan Mode: Single schedule. ..
Spot Plan: Double-clicking Base CPT: The cost per
on a channel will allow you thousand adult impacts
to view or amend the spot
plan L
Need Help? Telmar helpdesk: 0207 467 2575 © Telmar Communications Ltd.
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Radio listening is measured by RAJAR (Radio Joint Audience Research) jointly owned by the BBC and the CRCA. RAJAR data is issued
guarterly and measures radio listening for 5 minutes or more across a week using a paper diary. All people 10 years+ in the UK are
included. Adults are 15+

Strengths of Radio

= 90% penetration of All Adults 15+ (RAJAR Q3 2010)

= A local or national medium

= Regarded as ‘the frequency medium’

= Available in a variety of platforms reaching audiences wherever they are FM/AM/DAB/Internet/TV/Mobile
= The biggest reaching medium in the mornings (TouchPoints 2010 18% of Adults)

= Regarded as a friend, radio is entertainment while otherwise engaged with chores or driving.

= Has a multiplier effect when used with other media (Millward Brown Awareness Multiplier Study)

Example of Heavy, Medium and Light campaigns
Radio is generally planned at frequency levels per week. The below guides are based on optimal schedules on a national plan over 4

weeks

="Heavy: 950 GRP’s 50% reach 6+ OTH per week over 4 weeks
*Medium: 500 GRP’s 45% reach 4 OTH per week over 4 weeks
=Light: 200 GRP’s 40% reach 2 OTH per week over 4 weeks

Cover Guide for Commercial Radio (Source: |PA)

To get REACH of: 20% 40% 60% 80%
Input GRPs ! ! 1 4
All Commercial Radio 23 100 600 7000

Need Help? Telmar helpdesk: 0207 467 2575



Week Impacts: A sum of the total Av.Daily Contacts: The average GRP’s: Total number of Gross
Count: number of occurrences that any number of daily page views Rating Points. (Reach x
Duration of spot in the campaign was seen, i Frequency)
campaign in expressed in thousands. In
weeks essence, Gross Reach

GRP’s: GRPs are the currency to
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=101 x|

Target Al Adults (15+) 47,795 (0007 (100.0% of Comp Baze)
Survey Touchigirts 2005 Integrated Planning Database 49,784
Weight Responoent Weight All
Display Al vWieeks
Mu Adults (15+)
Av.Daily Total Auvg
Insertions Count Im‘mc‘ts [000] | Coptacts [000] GRP= % CPT CPT Cost Frequency

Amazon (Website) . 1 ¥ 41948 1,597 2500 1647 1 60 1.80 M 50777 152
T ACL Mvehsite) 2 11,949 952 2500 §.40 1.80 1.0 21,507 76 255
T BBC Wehsite) 1 11,949 3,208 2500 17 .88 1.80 1.0 21,507.77 1.40
o Facebook (MWehsite) 1 11,949 2154 2500 13.54 1.80 1.0 21,507 76 185
| Google prebsite) 1 11,548 6795 2500 2023 1 60 1.80 M 50777 1.24
 |wahoo piehsite) 11,548 2723 21 507 76 164 -

Total Reach Reach Total Total Auvg. Total
Uses [000] h GRP= Impacts [000] | Frequency Cost
Total - 5142 150.00 71,693 242 125,046 59

|Plan Modg: Single schedule...

Reach (000): The total number of
your target audience exposed to
the campaign, expressed in
thousands

target population who are
exposed to the campaign

Reach %: The percentage of your Avg. Frequency: The average

number of exposures that your
target consumes (GRPs/Reach %).

© Telmar Communications Ltd.
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Internet data comes from UKOM (UK Online Measurement). This is a nationally-representative panel providing monthly audience data

on over 10,000 internet brands. The panel is comprised of approximately 35,000 UK consumers, based both at home and at work, who
are recruited both online and offline.

Strengths of Online

= | ow cost to entry

= Easily measurable and accountable

= High reach with limited waste

= Creative scope, viral marketing, “word of mouth”

= Search engines mean adverts find you when you want them, on topics you are actively searching for

Cover Guide for Online (Source: IPA)

To get REACH of: 20% 40% 60% 80%
Input GRPs ! ! ! !
Top 25 named sites by

ave. daily contacts 60 25000 n/a* n/a*

*It is impossible to reach 80% of the population on a sole internet plan as only 78% of the population have accessed the internet in the past 12 months



