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Telmar Audience Effects — Dissecting large data for targeting insights

In today’s world of big data, Telmar is offering a solution to quickly dissect and bring to life large sets of variables
when trying to understand a profile of a target. Typically, targeting analysis is looked in isolation across demographic,
attitudinal, product consumption or media usage variable groups, which results in a tedious, time-consuming review
to identify high reach and high index variables.

With Telmar Audience Effects one could layer all groups of variables together and see the entirety of the results in a
scatter plot. The process of dual screening reach and index is now completed in minutes across 1,000s of variables.
A short list of variables result giving one the ability to immediately gauge the profile of the target and options to
further review the final variables back into in crosstab.

Optionally, per the final variable list selected, one can run a predictive algorithm to identify mutually exclusive
audience segments. Further, a proprietary Telmar Causal algorithm is offered to identify the proportion of each
audience segment that would be most responsive to advertising messages — a unique Telmar benefit.

OBJECTIVE : ENGLISH-BRAVO ~ TELEVISION VIEWING - SPECIALTY CHANNELS (P2018Q31)
Step 1: Variables recommended for use in targeting Population Base : Population Bases : English Canada
Variables for Targeting L,i 13 @  Hano & Sody CreamiLotion-Used/Past & Mas ~ Yes - All Products 4871 108 o
14 @  Batteries-Personally Bought in Past & Monihs ~ Yes - All Progusts 5399 107 o
15 @  Eyewsar-Personally Wear ~ Yes - All Products 5665 107 o
a0a 16 @  Beauly comes from wilhin ~ Persenal Appearance 5050 07 o
000 e Iu\?;:n_r:zn;rsé:&::nam Bought In Past & Months/Recenved From Denlist e 106 4
18 @  Potato Chips-Perscaally Ate In Past & Months - Yes - All Progucts 6752 106 ]
000
19 @  Drug Stores.Persanally Shopped At in Past & Months - Yes - All Progucts 7048 105 '
5,000 When watching recorded TV programs | usually fast 1onvarg through the "
2 @ vemisements - Communications and Medsa 548 106 o
1000 21 @  Hand Scaps-Personally Used Past & Months — Yes - All Products BY6E 104 o
NOT{ 1 et 12 Teavir CONNOL OVET PRORME and fesources - Seil-
i 2 @ poceptionPersonaiy) Ta12 103 ]
Restaurants/Bars/Fast Food-Perscnally Used In Past 30 Days ~ Yes - All
B O Speves TZT 102 ]
2000
34 @  Customer Reward Programs-Cusrently Belong Ta - Yes - All Products 7397 103 i}
1,000 25 @  Itisimponant that a company acts ethicaly - SocialPolticalEmacal 7168 103 ‘ |
WOT( It's only worh doing environmentally-frsandly things © they save you
o ® @ maney - Environment) a2 102 .
B o0 i 1 # i 0 27 @  NOT{ Sports Paricipate.-Bicycle RIgNg = Heavy Users) T 102 ]
Vananies B Recommended Vaniables User Selected Vanables
2% @  NOT{Home OfficeiBusiness-Have OMCe In Home ~ Yes - Al Products) 7577 102 o
29 M NOTEBusiness Travekintend To Take M 12 Manins < Yes - AL PRAucs) #1958 02 ™.
CHAID Chart - English-Bravo ~ Television Viewing - Specially Channels @'
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Telmar Audience Effects incorporates the greatest number of syndicated and proprietary databases of any
planning software, supports a wide range of data fusions and integrations, and includes Telmar’s proprietary time-
spent survey for reach and frequency calculations (US Edition only).

For further information, including pricing, please contact your Telmar Sales or Client Service representative.
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