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SELECTING SURVEYS FOR A CROSSTAB REPORT

Select SurveyTime from the applications list on your Telmar screen.

Once SurveyTime has been launched you will see the ‘Select Surveys’ screen below.

Select Surveys

IF\LTERS: ILanguagE ALL v Year ALL v Provider* | ALL v Survey Type | ALL

Available Surveys* Selected Surveys

iles 2017_01_29 - YU170129 @ 206 MRI2016 Doublebase - M162Y

YouGov Profiles 201

Search In Surveys

YouGov Profiles 2017,

® Any Werd uGow Profiles 2017

uGow Profiles 2017,

Filter Survey

@ Filcer By Tide
her By T y - SGHWKP

T

Filters:

There are 4 levels of filtering at the top of the screen. You can filter by Language,
*Year, Provider or Survey Type. Simply select the option you require. Your filters will
automatically be applied to the Available Surveys* list.

Survey Order:

You can amend the order in which your surveys appear by clicking on the drop down
menu and selecting one of the following: By Name Asc/Desc, By Year Asc/Desc or
Hit Counts Asc/Desc. Hit counts indicate how many occurrences of your ‘Search In
Surveys’ results appear in each survey.

Search in Surveys:
This searching method is used to find occurrences of a word within a survey. For
example, if you type in the brand ‘Fanta’, the number of occurrences will appear

next to each survey in [§ 2006 Tvosa Youth TGI 2006 (Autumn) (3)
[8] 2007 TY07A Youth TGI 2007 (Autumn) (3]
[8] 2007 TY075 Youth TGI 2007 (Spring) (3)

Filter Surveys:
This is used to search for the survey title or code within the survey list.

To select a survey single-click it within the ‘Available Surveys’ list and use the green
arrow to move it into the ‘Selected Surveys’ box.
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— Trendable surveys are marked with the following symbol: [
— Non-Trendable surveys are marked with the following symbol

Overview of SurveyTime User Interface

CrossTab Screen (Home Screen)

Home | File | Manage Options -~ .
Toolbar Menu options pword Add-On Launchers Data Options

o x B B e & B Y b B K | [= M

ChangeSurveyls) SeparatedRank  Combined Rank  Swap  TileMade  LoadAllResuts | HighlightValues  FiterData | Autografix PMap  FA Cluster  Correspondence  AudienceEffects | Dataltems  Stability Flags

MRI 2015 Doublebase (Probability) - M152P v AddTable | Add Column | Add Row . R
oms 15 Drag-Drop Coding buttons

Table Baze | AllF

Cols 1
Category Fiters ~
Q 1
» Own Publications -
» My Saved Own Codes gtk =
4 Demographics
» Summary List
FullL Audience(000) 238155 58407
»
ull List Resps 48,158 12284
» Demographics: Use for Trending 2 S— ol 100 100
» Demographics: Use for CHAID Analysis HhRow 100 =
» Index
»
, |
»
HRow 100 100
b Psychographics: Statements - Vals (use Base + Weight) .
Index 100 408
b Media - Vehicles
» Media - Publications by Category - Summary Net Groug N o LD ZEE)
b Med Publishers Est @ bo Resps 24,457 5192
edia - Publisher's Estimates (Crosstab Only) N e o) - o
b Media - Usage/Details Sow 100 20
o Annacalifrracenrise T s 100 FE]
‘4 v
@ @ Audience(000) 123389 35007
Resps =m 7092
[ Only Search Selected () Search Again E n 3 Women Col 52 50
_ HRow 100 =
(%) Advanced Search Options Index 100 e

Switching between different screens

Home | File = Manage Options -

Report 5etup

Switch To ..

< O <& E

bimed Rank Swap Title Mode Load All Results Highligh

M152P v Add Table Add Colu

Colz1

Demographics: Use for Trending o Totals
b Demographics: Use for CHAID Analysis

¥ Psychographics: Statements & Segments - Use for Cros

¥ Psychographics: Statements - Use for Cluster Analysis

¥ Psychographics: Statements - Use for Factor Analysis l
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Coding Screen

MRI 2015 Doublebase (Probability) - M152P

Category Fiters ~

Qwn Publications

My Saved Owin Codes

.

Demographics
b Summary List

» FullList

Demaographics: Use for Trending

Click (@) to close Visual Code Builder

Visual Code Builder

Coding Buttons

b Demographics: Use for CHAID Analysis Any
b Psychographics: Statements & Segments - Use for Cros Al _
Cols (1) Rows (145) Group Charts s
b Psychographics: Statements - Use for Cluster Analysis =
b Psyc ? ki Factor Analysis | T Code T Resps T
v rsyel codebook area Correspondence 1 Adults AND GADULTS AND (M125021081) 12284
b Psyc = Base + Weight) m 2 - Coding Grids for Y P
b Media - Vehicles -
NOT 3 Women Tables GWOMEN 23711
» Media - Publications by Category - Summary Net Group - Columns
b Media - Publisher's Estimates (Crosstab Only) VIND 4 Managers/Professionals - Rows EMANPROR 15759
b Medis - Usage/Details - 5 Warking Women Group Charts GWORKWOM 12220
-~ EEU -
: Ammaralilsraccnriac b & Male Principal Shoppers GMALEPRIN 10562
. . - 7 Female Principal Shoppers GFEMALERR) 20780
- B Never Married MNEVERMAR 11633
[ Only Search Selected [ Search Again E n
B ] Now Married MNOWMAR 24820
(= Advanced Search Options
- P mm 10 All Others MALLOTHER 11655 |
Set Chart Series As ® © EHEn s o~

B o v ——

70000
50000 58407

50000

40000

Audience

30000
23300

20000

10000

uspy

“aNY SN

X iis Text Angle

-I View Options I L

Charting Options

(JTotls
@ Ves

Chart Item

Chart Area X
selection

35007

18169
13820 [ Totals
@ Adults AND (Yes)
@ Men
# Women
@ Managers/Professionals
@ Working Women
[ Male Principal Shoppers
(7 Female Principal Shoppers
[ Never Married
7 Now Married

uawos,
1 Buptaonn

rsabeueny
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CREATING A CROSSTAB REPORT

For this example
we have used MRI 2016 Doublebase to create a crosstab of
All Respondents in the Table.

Househeld Products - Baby/Children

A remars SUKVEY Time
Report Setup Resuit format Data Options
P < I E7 - = + » 2 f ¢
Change Surveyls)  SeparatedRank  Combined Rank  Swap  TileMode  Load All Results | HighlightWalues  FilterData | Autografix  PMap  FA Cluster  Correspondence  AudienceEffects | Dataltems  Stability Flags | ExcelReport
MRI 2016 Doublebase - M162Y v E Add Column e e
ols 0 Rows 0 Table Base | All Respondents
Category Fiters ~
*  Media - Publishers's Estimates - -
» Media - Publisher's Estimates (Crosstab Only) s
b Medis - Usage/Details
* AppareliAccessories [ Totals Audiencel000) 240779 B
» Artificial Sweeteners Resps e
» Automobiles and Other Vehicles %cal 100
b Automotive Aftermarket w2l EIL
b Automotive Miscellaneous nees e
b Beverages
» Candy/sweets/snacks |
¥ Electronics
» Financal
b Health & Beauty Aids
» Home
»
»

Heuseheld Products - Food products
Haneahald Dradiete  han fand mrndoere T

3

@ ®
Only Search Selected Search Again E n

("~ Advanced Search Options

Create a New Table

Notice in the top right hand corner “All Respondents” is selected by default, so we
do not need to create a table in this instance.

If you wish to create an alternative table click on the ‘Add Table’ button.

Select your targets from the code book on the left hand side of the screen then drag and
drop into the blue drop zone.

For example open 'Demographics: Basic' in your code book, select ‘All Women' and drag and
drop it in the blue drop zone. Then click 'OK'.

Finally click 'OK' o the message window that confirms your table has been added to your
custom table list.
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Visual Code Builder

Waormen Display

Women

To apply your new table click on the ‘Select Table’ drop down menu on the main
screen and click on the target of your choice.

Auto Coding

To create the columns, double click on ‘Demographics: Basic’ located in the code
book on the left hand side of the screen. Highlight Women and drag and drop into
the ‘Add Column’ button.

Home | File Manage Options Tem-..rsSurvey Time

Report Setup Result format

yx B B e B & @8 Y B ~B

Change Survey(s) Separated Rank Combined Rank Swap Title Mode Load All Results Highlight Values Filter Data Autografix PMap F.A

MRI 2016 Doublebase - M162Y L Add Table Add Colu -_;_
ws D

SEPARATE

Category Fiters - Wamen
AUTO 0
4 Gender
AND
© Aduits Totals
OR
© Men
_ AND NOT
m ] Totals Hudience(000) 240,779
[+] Managers/Professionals Resps 48,273
© Working Women %Col 100
© Male Principal Sh Stow 100
ale Principal Shoppers e o

© Female Principal Shoppers
» Marital Status
¥ Education - Highest Degree Received - Respondel
4 Age - Respondent

© 1824

© 2534
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Now highlight ‘Age 15-24’ and ‘Age 25-34’ using the control or shift key. Drag and
drop the age groups into the ‘Women’ column. See below.

Hover your age group codes over the Women column; the following message will
appear ‘Auto code’. This is to indicate that once you have dropped your coding into
the column, SurveyTime will use coding logic to automatically join your coding
strings together.

Notice that your age group codes have been joined with an ‘OR’ and brackets have
been automatically applied. Also the ages have been linked to the All Women code
with an ‘AND’.

A
Home | File Manage | Options | Tamars SUrVey Time
Report Setup Result format Add Ons
= F. B < O R 1
hange Survey(s) Separated Rank Combined Rank Swap Title Mode Load All Results Highlight Values Filter Data Autografix PMap F.A Cluster Corresponde
MRI 2016 Doublebase - M162Y v Add Table Add Column Add Row
Caols1 Rows 0
Category Fiters -
© Working Women N a El
© Male Principal Shoppers Totals Wamen
© Female Principal Shoppers AND
¥ Marital Status
y Ed — . - 4 Totals 240,779 OR +
cation - o -
ucation - Highest Degree Receive espondel 48773 anpnaT | 253
4 Age - Respondent 100 und 3544
© 1824 _— o COUNT
© 2534 Index oo CodeBuilder
© 4554 |
© 5564
© 65+
0 i34

Edit Coding Titles

To change the titling of your coding, click within the column heading box. The
window below will appear.

Right hand click on the title “‘Women AND (15-24 OR 25-34)’ and double click to ‘Edit
Title’
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v Add Table Add Column

Cols 1 Rows 0

(1] 1

Totals Women AND (25-
34 OR 35-44)

Visual Code Builder X

nts - Use for

Cluster Analy Women AMD (25-34 OR 35-44) Display

Factor Analy:

Corresponde x AND v x AND w
1 ‘Waomen 25-34 OR 35-44
e Base + Wei|

nmary Net G »

o | o]

1b Only)

Now highlight the title and delete the text. Replace the text with your custom title,
for example ‘Women Aged 15-34’".

Once you have changed the title of your column click OK.

To create the second column of Men aged 15-34 repeat the same steps as above.
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**TIP: You can customise the width of your code book by clicking on the navy bar
that runs vertically down the right hand side of the code book and dragging it to

your preferred size.**

= MRI 2016 Doublebase - M162Y v Add Tabld

Category Filters -

¥ My Saved Own Codes —
¥ Own Publications

¥ Demographics

¥ Demographics: Use for Trending

¥ Demographics: Use for CHAID Analysis

b Psychographics: Statements & Segments - Use for Cros

¥ Psychographics: Statements - Use for Cluster Analysis

b Psychographics: Statements - Use for Factor Analysis

¥ Psychographics: Statements - Use for Correspondence

b Psychographics: Statements - Vals {use Base + Weigh“
¥ Media - Vehicles

¥ Media - Publications by Category - Summary Met Groufp I
¥ Media - Publishers's Estimates

¢ Media - Publisher's Estimates (Crosstab Only)

b Media - Usage/Details

b Apparel/Accessories

¥ Artificial Sweeteners

¥ Automobiles and Other Vehicles

¥ Automotive Aftermarket

b Automotive Miscellaneous -
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To create the rows, open a branch like ‘Newspaper Reading’ in the code book and
highlight the ‘National Dailies’ that you want. Drag and drop this to the ‘Add Row’
button.

When you drag and drop National Dailies to the Add Row button, a message will
appear reading ‘SEPARATE’, which makes you aware that each of the titles are going
to be added to separate rows.

For this example, each of the titles need to be in separate rows. If you require a
group of codes to be combined, hover the selection over the ‘Add Rows’ button and
wait until a white options box appears. You can then select from the list of operands
and your codes will be linked together with brackets.

pI "ome [HE Wieneee [Omoe rener SUFVEY TTME
MRI 2016 Doublebase - M162Y v Add Table Add Column Add Row

Col=1 F SEFARATE

Category Fiters -
AUTD +

* Household Products - Food products Main News/Front Page

AND , ” D25
* Household Products - Non-food products International/National News

OR
» Household Products - Pets Local News

" AMND NOT .. 1 items selectad
¥ Household Products - Recycling atals AudiEnce[tny o] 41,829
» Leisure/Sports Resps 48373 8178
4 MNewspaper Reading %Col 100 100
4 Newspaper Reading r':m ‘EE ‘;;
Indes:

4 MNewspaper Reading - Read in Weekday Newsp,

(+]

Main News/Front Page
International/Mational News
Local News |
Business/Finance

Classified Advertising

Comics

Editorial Page

Entertainment/Lifestyle

Fashion

coQcCcoOoCcCOO

Food/Cooking

- -

® ®
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The crosstab report will generate automatically in the centre of the screen.

Add Column

Col=1 Rows 11
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Customising Crosstab Report

You can customise which Data Items appear in your report by clicking on the data
items drop down menu.

Click on the data items that you don’t want included in your crosstab report; these
will then get un-ticked. Now click ‘Apply’.

Selected Data ltems

Available Data ltems Mumber Format

| Audience
[ Resps

v %0iCol

[ YR ow

[# Index

More Data Items

If you need more Data ltems click on the ‘Available Data Items’ button it would open
the following window showing you all available data items
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Data Item Selection

Please choose data item carefully. It will have a direct impact on performance.
Available Data ltems Selected Data Items *

Audience Audience

Resps Rezps

Lol #Col

=HHED ToRow

Index Index

2-Sigma %
2-Sigma % Rank
2-Sigma Tolerence

2-Sigma Tol Rank

-
Crrralation (DO

Note: These setting are survey specific, hence will be changed on changing survey|(s).

*#Mare Info

You can drag-drop items from Available Data Items list to Selected Data Items list.

**TIP: To delete all rows/columns, right hand click on the coding grid and select
your required option. To delete individual codes, right hand click on the individual

row/column.
(SN | MUY= |
a 1
Totals Women AMND (25-
34 OR 35-44)
“otals Audience(D0) 240,779 41,829
Resps 48273 8178
wlol 100 100
®Row Clear All Rows And Columns
Index
Clear All Rows
2 Audience(000) Clear Al Columns
Jews/Front Resps _
- %Col Refresh Grid
%Row o0 12
Index o0 70
nternational/Mat  Audience(D00) 35,585 3318
Jews Resps 8249 649
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A useful visual aid when analysing crosstab data, the “Highlight Values” button
allows you to apply different colours to the crosstab cells based on your preferred
parameters.

Telmar's su WEY Ti me
Result format

B & | B Y B &~

Title Mode Load All Results High ues Filter Data Autografiz PMap

:;";'—'a
Highlight Rule
Add Table ST m

Col: Clear

[}
-

Totals Wan

In this example, we wish to highlight any index above 50 in one colour and any index
above 90 in a different colour. After clicking “Highlight Values” and then “Highlight
Rules”, we first specify any index greater than 50, use the dropdown to specify which
colour we’d like, and then click “Add”.

Highlight Values

Audience v | |-_-,

N

Select highlight color for this condition : =

Delete Selected

Next, we replace “50” with “90”, choose a different colour, and click Add again.
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Highlight Values

|ﬁ.udience 'l |-_-, "| |

Select highlight color for this condition : . -

Index = 50

Index = 20

Delete Selected

After clicking “Apply”, we can now see relevant indices highlighted in our specified
colours.
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Cols 2 Rows 11
1
Totals Women AND (25- Men
34 OR 35-44)

o Totals Audience(000) 240,779 41,829 116,178
Resps 483773 2178 24392

%o 100 100 100

%Row 100 17 AR

Index 100 100 100

1 Main Audience(3D0) 65,78 8124 31,875
Mews/Front Resps 14,288 1,549 7330

Page %o 28 19 27

Whow oo 12 48

Index oo 70 =i

2 International/Mati  Audience(lD0) 35,985 3318 18,570
MNews Resps 8249 649 4,594

%o 15 8 16

%how oo g 52

Index oo 53 107

= Lacal Mews Audience(D00) 64,587 554 30,296
Resps 13,667 1411 6,885

%o 27 18 26

%how oo 12 a7

Index oo &7 97

2 Business/Finance Audience(00) 19,465 1,360 11,526

Next to the “Highlight Values” button is the “Filter Data” button. This works in the
same fashion as Excel — allowing you to filter out data that doesn’t satisfy particular
parameters.

On the below data, | want to filter out any row where the sample size is less than
200 in the “Totals” column. Click “Filter Data” and then click on the filter icon at the
top of the column. This then brings up a box where you enter your parameters. After
you click the “Apply” button, rows that do not, in our case, contain at least 200
respondents in the Totals column are removed.

You can also apply further filters. For example, if you also wanted to exclude any row
where the sample size for 15-24’s is less than 50, you use the same procedure as
outlined above. Columns where there are filters applied have a red filter icon.

SINGLE-SURVEY CHART
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Once you have created your crosstab report, click on the ‘Chart’ tab.

® X

Change Survey(s)

Set Char

Data lten

Set Chart Series As @ Columns () Rows E HER &5 o
Data ltem Table Base Show/Hide Data Labels @0

B Women AND (25-34 OR 35-44) B Men

[ Totals
35000 .
31875 ¥ Women AND (25-34 OR 35-44)
30208 @ Men
30000
25000
8 20000 18570
=
a
E
T 15000
11528
9200 Al
10000 s124
7953 [ Totals
@ Main News/Front Page
000 3218 3383 @ Internaticnal/Mational News
0 [ -] @ Business/Finance
= = = @ o ¥ Classified Advertising
[ g g & B 0 Comics
= 2 = 3 3 [ Editarial Page
% - ? = () Entertainment/Lifestyle
_ I Fashion
X Ais Text Angle Bl Report Units:000) Trim Text Bl

You can choose which columns/rows to include in the graph by selecting/deselecting
the right panel.

The “Charts” ribbon in the upper left corner gives you a choice of different chart
types. Below is a line chart of the data shown above.
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Set Chart Series As (= Columns Rows
Data ltem | Audience * Table Base | Adults v Show/Hide Data Labels @O

B Women AND (25-34 OR 35-44) M Men

35000
31875

30206

30000

25000

18570

20000
~o"

15000
11526

0200
7553

10000 8124
5000 3318 3383
1380

X Axis Text Angle E Report Unitsz{000) Trim Text E|

Audience

“SMBN Uepy
nEwa|
“mafy [eaa]
jssalsng
aysse|n

There are 3 different export options available in the Exports ribbon at the top of the
screen.

P3 {ﬂ a: ] % Chart Type |Line ¥

Export Chart to Excel
=W Export CrossTab
meQ  Data and Chart

“Export Crosstab Data & Chart” will export both the chart shown and the crosstab
data into Excel.

Export to PPT

“Export Chart to Excel” will only export the chart into an Excel

“Export to PowerPoint” will export your chart into PowerPoint as a fully-editable
object.

“Export As Image” will export the chart as a picture/image.
All exports would be downloaded on your local computer from the browser.
Saving a Run

In order to save your run, click on the “Save Run” icon in the top left corner
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—

BEiIBfle: 35 &4 8 5 &

Mew Sawve Run Open Run Import Run Export Run Manage Run Sawe Own Codes Manage Own Cod

We recommend that you either save to your “User” folder or “Company” folder. The
“User” folder is your personal folder, specific to your login, so only you have access
to these files. If you wish to make your run available to all of your colleagues then
save into the “Company” folder. Note that these folders are located on eTelmar
servers. Saved SurveyTime runs have a “.pry” file extension.

Save File b4

¥ = MName Date Modified »

v B COMPANY B PPTTemplates

» CORPORATE
- ES Pandora July 2016

& cr

» B GLOBAL

= SrdWayCoding
Bl paxs3
B folder 18th feb

= Paxcel Test

B Hms
B Echaos
& rroen
& Prowo S
File name: | |F‘RY Files {*.pry) v |
Mote: USER: Fles saved in the User directory are accessible only by you. Save

CREATING A TREND REPORT

If you wish to create a trend analysis, select ALL for the *Year and Trendable for the
Survey Type filters.

FILTERS: Language ALL - Provider* | Al v Survey Type | ALL v

Please take note of the text at the bottom of the Select Survey screen.
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* Any survey can be selected for a single survey CrossTab report.

* To generate a CrossTab Report, select a single survey (with 'S" icon).

* To generate a Trend Report, select trendable surveys (with "T" icon].

* Once you select a trendable survey, related surveys of the same provider get auto-highlighted.

To select multiple surveys for trending, use the control or shift key to highlight your
selection and then click on the green arrow. Your surveys will then appear in the
Selected Surveys list.

Once you have selected one trendable survey, related surveys of the same provider
get auto-highlighted. This makes it easier to know which surveys to select. See
below.

Select Surveys

FILTERS: Language |ALL v Year | ALL v Provider® | AL v Survey Type | A

Available Surveys*®

Survey Order 2016 MR! 2016 DoublebaseAll Minute Monthly - MIMBAM -

By Year Desc  w

Y Yea 2016 MR! 2016 DoublebaseAll Minute Monthly - MIMBAM
2016 MRI 2016 Doublebase - M162Y

Search In Surveys

2016  MRI 2016 Doublebase [Whole Foods Segments) - M16WF

® Ary Word 2016  MRI 2016 Doublebase [Whole Foods Segments) (Probability) - MEWFP

All Words 2016 MRI 2016 Doublebase (Washington DC) - MIGWA
2016  MRI 2016 Doublebase (Washington DC) (Probability) - MEWAP
2016 MRI 2016 Doublebase {Vals) - M16VL
Filter Survey MRI 2016 Doublebase (Vals] (Probability) - MEGVLP n
doubl

201é  MRI 2016 Doublebase {(Upper Deck) Probability - MEUPP
% Filter By Title

frer By 1 2016  MRI 2016 Doublebase {Upper Deck] - M16UP
Filter By Code

2016  MRI 2016 Doublebase [Tapestry) - M16TP

2016  MRI 2016 Doublebase [Tapestry) (Probability) - MGTPP
2016  MRI 2016 Doublebase [Subway) - M165U

2016  MRI 2016 Doublebase [Subway) (Probability) - MGSUP
201é  MRI 2016 Doublebase [San Francisce) - M165F

2016  MRI 2016 Doublebase [San Francisce) (Probability) - MGSFP

IHREEREERERERRERD R
=

* Any survey can be selected for a single survey CrossTab Report

* To generate 3 CrossTab Report, select a single with 'S" icon).

* To generate a Trend Report, select trendable = with ‘T icon).

* Once you select a trendable survey, related su of the same provider get auto-highlighted.

Once you are happy with your selection click OK.
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To begin with select the trendable surveys marked with a ‘T’ and click ‘OK’.

Select Surveys
FILTERS:  Language ALL v | Year AL v | Provider* ALl v | SurveyType AL v
Available Surveys* Selected Surveys
-
Survey Order . - [ 2013 WRI2013 Doublebase - M132Y
Fv—— B 2014 1PSOS Affluent Survey USA Double-Base 2013/2014 - MS14D
4 - m m: ommenL 2013 Dovblebace - 008212 [ 2014 MRI2014 Doublebase (New Yark) - MT4NY
20 asders oublebase -
N [ 2015 MRI2015 Doublebase (New Yark) - MISNY
Search In Surveys @ 2013  MRI2013 Doublebase/All Minute Monthly - MM3AM
) [ 2015 MRI2015 Doublenass (Probabili
[ 2013  MRI2013 Doublebase Mid-Minute May 2013 - M3MMN1
@ " 2016 MRI 2016 Doublebase - M162Y
Ay W [B] 2013 MRI2013 Doublebase for Muktibedia Planning - M1363 = ouplehas
All Wards.
[ 2013  MRI2013 Doublebase Disney Destinations - M13CD
[T 2013 MRI2013 Doublebase - M132Y
[ 2013  MRI2013 Doublebase (Washington DC) - M13WA n
Filter Survey [ 2013 MRI2013 Doublebase (Vals) - M13VL
doubl
[ 2013  MRI2013 Doublebase (Upper Deck) - M13UP
® Filter By Ti
Filter By C [ 2013 MRI2013 Doublebase (UP TV) - M13UT
[ 2013 MRI2013 Doublebase (Ten Mediamarkets) - M1310
[ 2013  MRI2013 Doublebase (Tapestry) - M13TP
[ 2013 MRI2013 Doublebase (Taco Bell) - M13T8
[ 2013  MRI2013 Doublebase (Summers Eve) - M135E
[@ 2013 MRI2013 Doublebase (Spectra BScape 60 Grid Cells) - M1356
[ 2013 MRI2013 Doublebase (San Francisco) - M13SF
4 LA 4

The screen below will appear

i ——i

Add Table Add Column Add Row M5z WiszY Weight Population Weight

o2 Rows 11 Table Base | All Respondents v
0 0 0 0 0 1 1 1
Mi32Y M14NY MISNY Mis2p Mig2Y M3z M14NY M1SNY
Totals Totals Totals Totals Totals Womnen AND (25- Women AND (25- Women AND {25-
34 OR 35-44) 34 OR 35-44) 34 OR 35-44)
—
] Totals Audience(000) 232658 16,248 16,406 238,155 240,780 41,069 3094 3113 f
Resps 43770 4961 4387 48,168 48273 8035 534
5ol 100 100 100 100 100 100 100
SRow 100 100 100 100 100 18 13
Indzx 100 100 100 100 100 100 100
—
1 Main Audience(000) 5574 5651 71,899 66,781 844 812
News/Front Resps 13,581 1543 1884 14288 213 204
Page s%Cal E ES ELS E 7 6
SRow 100 100 100 100 13 15 12
Index 100 100 100 100 7 78 7%
2 International/Nati Audience(Do) 41,158 3335 3425 38,230 35,385 3345 403 431
News Resps 1207 1185 2816 2329 782 102 102
5ol 21 21 18 15 10 13 4
SRow 100 100 100 100 100 10 1z 13
Index 100 100 100 100 100 L 63 66
3 Local News Audience(d00) 78319 5373 4364 70232 64,587 731 €53
Resps 17813 1,809 1,695 14,830 13,667 188 160
%Col EX 2 30 Fi} a7 i 2 21
SRow 100 100 100 100 100 13 12 13
4 P
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Each survey is shaded in a different colour with the key on the left hand side.

If a publication or question was not asked in one of the surveys, the cell in the
crosstab will appear blank.

Exporting CrossTab Report to Excel
You can export this crosstab to excel by clicking on located at the top Bar of the

screen.
Home @A =& c > Teimers SUKVEY Time.
eportscup
< a 1 ‘7
Change Surveys)  SeparatedRlank  Combinedark  Swap  TifeMode  LosdAllResuts | HighightValues  FikerDota | Auograix  PMap  FA  Cluste spondence  AudencaEfects | Dataltems  Stabiity Flagl] | Exc
LBl | 1iR1 2016 Doublebase - M162Y = — e 2
" " Table B s
(E} Category Cols2 Rows 11 t:
» My Saved Own Codes ° 2 3 L L]
A | B c D | E | F | G | H |
1 |Survey(s) H 71108 GB TGI 2008 Q4 (Jul 2007 - Jun 2008) [GDC Test from PRI],Z1109 GB TGI 2009 Q4 (Jul 200!
2 |ReportType : CrossTab
3 |Sort Column : MNone
4 |Sort Order : None
5 |Base Population : Totals
G
11108 1109 1110 1108 1109 1110
Totals Totals Totals All Women AND | All Women AND |All Women AND
Age 15-24 Age 15-24 Age 15-24
7
8 |Totals Audience(000) 48,887 49,336 49,757 3,826 3,862 3,872
9 Respondents 24619 24722 24423 1131 1251 1365
10 %Column 100 100 100 100 100 100
1 %Row 100 100 100 7.8 7.8 7.8
12 Index 100 100 100 100 100 100
13 |Daily Express  Audience(000) 1,598 1,624 1,463 35] 337 40
14 Respondents 966 gog 711 15 18 13
15 %Column 3.3 3.3 2.9 0.9 0.9 1
16 %Row 100 100 100 2.2 2 2.7
17 Index 100 100 100 27.8 25.9 35.1

MULTI-SURVEY TREND CHART

Once you have created your trend report, click on the ‘Multi-Survey Trend Chart’
tab.
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® = < O > -1 7
Change Survey(s Swa Titlz Moda Load All Results HighlightValues  Filter Data Autografix  PMap FA Cluster  Correspondence Audience Effects Datatems  Stability Flags Trending Calcul
Trend Type: Select Row
@ Trend Columns in a Fixed Row Totals r EJ
Trend Rows in & Fixed Column
Data Item | Audience ¥ Table Base | Adults h Show/Hide Data Labels @O
B Women AND (25-34 OR 35-44) ® Men
140000
120000 112503 114768 118178
100000
S ao000
=
i)
3
T 60000
41088 41540 41820
40000
20000
3084 2 3113 e
0 e ——m [ W e —m [
= = = = =
=< = = o =
K Auis Text Angle El Report Units:{000) Trim Text El
Trend Type:
. . . . ¢ .
e To view one publication at a time across 3 years, select ‘Trend Columns in a
.
’
Fixed Row

e Toview all publications in one chart against a fixed column (Women aged 15-34),
select ‘Trend Rows in a Fixed Column’

HOW TO CODE

Auto Coding

As explained in the example above, while using the auto coding method; you will not
be required to manually select any operands, for example ‘AND’, ‘OR’ or ‘SUM’, and
brackets will be automatically inserted for you.

Manual Coding

The Visual Code Builder enables you to edit the code manually. You can change the
linking operands by clicking on the drop down menus between each code.

You can also edit the title in this window. Double click on the coding title and then
click Edit title. Now highlight the title, delete the text and replace with a new title.
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Click ‘OK’ to save any changes made.

Separate Coding

For this example we are going to select multiple age groups and input them in separate
columns / rows

Step 1
Select the following age groups using the control or shift key and drag and drop to
the ‘Add Column’ button.

SEPARATE aws 145
afa

. AUTD 7534 o
AMD 35-44
om 45-54
AND MNOT
Audience(000)
Resps
Step 2

Your age groups will automatically be inserted into separate columns.

Basic AND/OR Coding

To group multiple codes with and AND/OR follow the steps below.

For this example we are going to code people aged 15-34 who read any National daily
newspaper

Step 1
Select the following age groups using the control or shift key and drag and hover
over the ‘Add Column’ button. Wait for a white box to appear and select ‘OR’.
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- e S

Add Table Add Column

SEPARATE iows 145
AUTO a
[
AND e
OR
AMD NOT +
A 2524 1)
Raz 35744
0 Totals 6 .
%Row
Step 2

Notice that your two age groups have been combined with an ‘OR’ with brackets.
Now open the ‘Income’ branch in the code book and highlight ‘National Dailies’.
Drag and drop the different income groups into the column labelled ‘(Age 15-24 OR
Age 25-34)

Step 3
Notice that the income groups are automatically joined to the code using an ‘AND’
with brackets.

* ABE - HEadoT House

» Income - Individual Employment
4 Income - Household Visual Code Builder s

© $150,000 or more

s (25-34 OR 35-44 OR 45-54) AND (S75,000-559,399 OR $60,000-574,999 OR $50,000-553,995 OR $40,000-545,5|  Display

a

© $75,000-559,999 0
© $60,000-§74,999 3 AND ¥ X AND ¥

25-34 OR 35-44 DR 45.. $75,000-595,999 OR 5... 0z

© $50,000-559,399 b

© $40,000-549,399 . . .- 24

An P X

© $30,000-539,399 » s

0o

© $10,000-519,999 S—— I SRES ez o137 Lom e

© Under $10,000 R o 3795 4,096 351 1676 1,962

M %Col 2 51 51 51 S &

Count Codes

While dropping a Code over to the Coding Screen, if you select the Count Coding
option as below

The ‘Count Code’ box will appear.
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Main Mews/Front Page

Select Operatar

i Create New Row (s)

Separate
AUTO
Lod ANY OF
AllOF
SUM OF
Eu COUNT

Clazsified Advertising

Count Coding

Set count statement parameters

Select >=in the drop down
menu and type in a number in the box provided. Finally click ‘OK’.

12500073z

k4
Join To Selected Row (s) o
AND
OR
AUTO

ISO0073E

ANY OF !
Al OF
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HOW TO READ A CROSSTAB REPORT

6Q
Audience:

Has a total readership of 378,000.

Resps:

Tatals

Age 15-34

Totals
Audience:

Total Population of Adults Aged 15+
in Great Britain= 49,838,000.

Resps:

24,263 Adults Aged 15+ were
interviewed for the survey.

49,838
24,263
100.0

Audience{000)

Resps ‘r 7,098
oaCal 33.5
SaRow 100.0
Index 100
Audience{000) 7,103
Rasps 4,647
%aCol 14.3

YaRow 100.0
Imdazx 100

139 Adults who were interviewed for the
survey claimed readership of 6Q.

% Row:

The percentage of All Adults claiming
readership of 6Q. Therefore, of All
Adults in Great Britain, 0.8% of them
read 6Q. (i.e. Read Across, then Up)

Calculation

Total Readership for 6Q + Total
Population of All Adults x 100

378 + 49,838 x 100= 0.87%

Totals
Audience:

Total population of Adults Aged 15-34
in Great Britain = 15,884,000.

Resps:

5,130 Adults Aged 15-34 were
interviewed for the survey.

% Col:

The percentage of All Adults Aged 15-
34 in Great Britain, Therefore, of All
Adults, 31.9% are Aged 15-34. (i.e.
Read Up, then Across)

Calculation

Population of 15-34 Yr Olds +
Population of Adults x 100

15,884 - 49,838 x 100 = 31.9%

Index Calculation

6Q 15-34 Yr Old 7% Col + Total
15-34 Yr Old % Col x 100

59.5 +31.9 x 100 = 186.6 %

Audience:

There are 225,000 15-34 year old 6Q readers in
Great Britain.

Resps:

78 Adults Aged 15-34 who were interviewed for the
survey claimed readership of 6Q.

% Col:
59.5% of 6Q's readers are Aged 15-34.
Calculation

6Q 15-34 Yr Old Readership + 6Q Adult Readership
x 100

225 + 378 x 100 = 59.5%

% Row:

1.4% of 15-34 year olds read 6Q.
Calculation

6Q 15-34 Yr Old Readership + 15-34 Yr Old
Population x 100

225 - 15,884 x 100 = 1.4%
Index

Based on All Adults (100), Above 100 = More likely,
Below 100 = Less Likely.

Therefore 6Q readers are 86.6% more likely than
the average Adult to be Aged 15-34.
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