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Introduction

NetSpot RF is Telmar's television and print module for allocating national GRPs into spot
markets. This national media planning analysis system was designed to work with
Network, national Cable, and Syndication plans in addition to National Print.

NetSpot RF is easy-to-use, fast and comprehensive:
® Now with Reach and Frequency for national schedules in local markets

® Imports Print Audience from national print schedules for delivery into local
markets

® Reports market-by-market GRP and GRP index for Network TV, Cable and
Syndicated TV and Print

® Allows a user to input schedules TV by daypart OR by programs
® Helps to determine how much national and how much local media is necessary

® Determines how much local support should be directed to each market to most
closely achieve allocation objectives

@ Allocates on either dollar or impression basis. Allocates Spot TV budget across a
group of DMA markets on the basis of Dollar allocation or Impression allocation

® Enables the planner to project sales potential on a DMA (TV market)

@ Allocates GRPs, which may be apportioned to meet marketing objectives defined
by BDI, CDI, or other sales/marketing weights.

Local Market Delivery Mat'l 5 550K MNat| Grops: 323 Soded by Market

Wiormen 18-24
Reach ag I etworke Total
harket % Fronecy GRPs GRPs GRPs

Total of All DMA's 122.3 2011
1 |ATLANMTA 5549 4.0 119.2 103.4 2226
2 |BOSTOM (MANCHESTER) G, 1 4.7 170.4 1431 HM3A
3 |CHICAGD F2.4 4.8 1511 160.3 301.4
4 |DALLAS-FT. WORTH FE.4 4.1 1031 174.4 HTA
5 |HOUSTORM A3.8 4.5 0.2 2033 2836
6 |LOS ANGELES a7.4 4.2 116.1 129.2 2453
7 |MEW YORK Fd.8 4.4 152.2 1351 2874
8 |PHILADELPHIA B5.5 4.7 131.0 179.2 0.2
8 |SANM FRAMCISCO-DAR-SAN JOSE F3.1 5.3 203.2 130.8 3341
10 |WASHINGTON, DC (HAGRSTWN) B5.6 4.7 1727 1387 3M1.3

Taotal of All Selected Markets 138.5 1452 837
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Mational Flan Schedules Summary

Schedules GRFPs % GRFs Costd % Cost CPP
WIP Metwork Programs 2011 f2.2 3,500,000 f3.1 17,409
Magazines 122.3 37.8 2,049 5985 36.9 16,762
Total 3233 100.0 5549 985 100.0 17,164

Please note that the screenshots in this document are meant as examples only, and do
not represent any specific or complete problem solution.

Getting Started

There are two different ways of looking at the information provided by NetSpot RF:
Delivery and Allocation. This manual will walk through each of the ways to work in the
system so that you can quickly and easily create custom reports.

When first launching NetSpot RF, a screen will appear asking “What do you want to do?”
There are 2 sections to this screen, Wizards, and DIY (Do It Yourself). If you choose the

Wizard, it will walk you through each step of the process of creating the report. Choosing
DIY, will allow you to work on your own without the help of a wizard.

What do you want to do 2 E |

Bew Project

Mew Eroject Using Sawved Schedules

Dpen Existing Froject...

Expert hode

DIY

Close

Click on New Project, and the Select Type of Data selection screen will appear.
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Select your data type; General, Black or Hispanic Markets data.

Select Type of Data

General Markets Data
[ Black kMarkets Data
LI Hizpanic Markets Data

] Cancel

Next, choose your data source.

Choosing the Data Source

NetSpot RF works with data for Cable TV, Network TV (by Programs and Dayparts),
Syndicated TV and imported Print schedules. You can include all in the report, or just

work with one.

Note: As of November, 2010, Nielsen Local Monthly reports replace the Nielsen Viewers
in Profile reports (VIP).

® Nielsen Local Monthly Network Programs.
Nielsen Local Monthly Network Dayparts
Nielsen Local Monthly Cable Programs
Nielsen Local Monthly Cable Dayparts

Nielsen Local Monthly Syndication

Nielsen Total Audience Report (TAR) for Cable

Nielsen Report on Syndicated Programs (ROSP)

Magazines (imported from schedules created in Telmar’s Media Planner or other
R&F apps)

To import print, you would use the corresponding Month and Year, for example, for
February 2011 Local Monthly Programs, you would select February 2011 Magazines.
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Choose Data Source

Select Broadcast Year:

[2010- 2011 =]
Available I; Selected
@ February 2011 TAR Cable February 20171 Local Monthly M ik Programs

& February 2011 Magazines

@ February 2011 NPD Metwork Dapparts

& February 2011 ROSP Syndication Ll
@ February 2011 Local Monthly Netwark D ayparts

& February 2011 Local Monthly Cable Pragrams Ll
@ February 2011 Local Monthly Syndication Programs
& February 2011 Local Monthly Cable Dayparts

@ Movember 2010 TAR Cable

& Movember 2010 Magazines

@ Movember 2010 NPD Network Dayparts

@ Movember 2010 ROSP Syndicatian

@ Movember 2010 Local Manthly Metwork Programs
@ Movember 2010 Local Monthly Metwork D ayparts j

« oK I x Cancel |

==

Double click on the data source from the Available (left) side of the window. It will be
moved into the Selected (right) side of the window. When you are finished choosing data
to work with, click on the OK button.

The Demo Selection window will display.
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Demo Selection and Creation

This screen allows you to pick single or multiple demos for a report, as well as create
demographics from the Nielsen data.

Double click or use the arrow keys to move the available demos to the selected demo’s
window, and click on the OK button to continue. NOTE: When working with Imported
Print Audiences from national print schedules, only one demo may be used at a time.

Mot Selected Selected

@ Male Teens @ Perzons 25-54
@ Female Teens 4 Persons 18-49
@ Women 25-54 @ HouzeHolds

s I

4]
¥

Mew Demo | " OK I X Cancel |

Click on the New Demo button to access the Define Demo dialog window. Using the drop-
down Demographic list and the Age Range buttons, choose the demo, and then click on
the Add button, then the OK button.

Defined: 1] Define New:
Demographics:

tale Teens F
Female Teens I ers0hs vI

whormen 25-54
—Age Fange
Add |
2
[elete | E

12
18
o5 TO
35
50
55
55

o

1
17
24
34
49
hd
B4
+plug)

TR R MR R R 3B Y
TR R MR R R BB )

X Cancel |

NOTE: If you have selected Cable TV as one of your data sources, the only demo that is
available in the Nielsen TAR report is TV households. You will see a message on the demo
selection screen that says this if you include cable TV.
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Schedule Selection

The Schedule Selection window will now display. Here you will want to select each of the
shows on the Network Schedule.

On the left side is the list of shows available in the sweep that you’ve chosen. The right
side is where you will see the list of shows you have selected to be a part of your report.

Clicking once at the top of a data item column (Rtg, Network, or Name) will cause the list
to be sorted alphabetically/highest — lowest.

Using Shift-Click on again on any of the data item columns (Rtg, Network, or Name) will
cause a secondary sort (for example, you may sort on Rating, and then Shift-Click to
secondarily sort by Network).

Mational Schedules - ¥IP Network Programs
—Schedule:

Save Az I Oper... I Impart Audierces I « 0K | X Cancel |

Sweep IFEB 2007 ;I Sart On: IWDmen 18-24 j Sch. Adj. Factor: ﬂlTDDDD Cost § |35UUDUD
Rtg Metwark. Marne' = Sweep | Metwork Mame Rating | Spotz | Ad .. | GRP |

1 0.8 ABC 1 LIFE T LIWE FEB 2007ABC DEPRT HEWW-AB 6.8 5 1.0000 34.0
_2 0.0 ABC 1 LIFE-LIWE T Ll FEB 2007 CBS CRIM-SF BW-CBE 6.6 3/ 1.0000 19.9
_3 0.0 ABC 1 LIFE-LIVE CF FEB 2007(ABC RO-03CARDT-AB 6.3 5 1.0000 36
_4 1.7 MBC 1 %5 100-MNBC il FEB 2007(ABC UGLY BETTY-ABC a4 4 1.0000 M5
_5 1.1 ABC 20020 5P-2723 FEB 2007|F Ok FAMILY GUY-FOx 4.3 5 1.0000 21.6
_E 1.6 ABC 2020 SP-219 FEB 2007 MBC OFFICE-NBC aT 2/ 1.0000 75
_T 0.9 ABC 20020 SPEC 212 il FEB 2007[ABC GREY AMTWY2r22 34 3/ 1.0000 10.2
_8 1.2 ABC 20020-FRI-ABC il FEB 2007 MBC DEAL-DL-MO-MBL a7 5 1.0000 18.3
_9 3.0 FOx 24-F K FEB 2007 CBS SURVRFIJ-CBES 31 4 1.0000 12,8
T 0.0 FOx 24-FOX T FEB 2007 CBS CEIMIAMI-CBS 4.0 G 1.0000 240
T 3.3 FOX 24-MOMN 2012 8P
E 1.6 MEC 0 ROCK-MBC LI Total GRPS: ‘ 201.05 Total Spots: 42 ‘ ‘

You can then save this schedule by giving it a name and clicking on the Save button.

Save |

You may then retrieve this schedule at a later date and run additional reports by clicking

on the Open button. ﬂl

When you have completed the schedule selection, and filled in the number of spots, click

the OK button to proceed. v 0K
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You will then see a window that will give you a total of all your schedules. Click on

ﬂl to proceed, or click on Edit Selected... to make additional changes or to import

your print audience.

Mational Plan - Combined Schedules
Sort Ore |'women 18-24 =l
—Manage Schedules—
Schedule GRPs %z GRPs Cozt § % Cost CPP
Edit Selected... |
YIP Metwork Programs 2011 B2.2 3,500,000 B3.1 17,409
Magazines | S I o Add Saved... |
Remove Sched.l
Hide Selected |
Hidden: O
Unhide All |
Total 323.3' 1DEI.EI| 5,545,585' 1DEI.IJ| 17.164 | |
x Cancel

Edit Selected. | Allows the user to make changes to the selected schedule.

_fddSaved.. | Allows the user to add a previously saved schedule to the analysis.

[Bemeve Sched] Allows the user to remove a schedule from the analysis.

Hide Selected | \vii| temporarily remove a schedule from the analysis.

Unhide Al

Will add a hidden schedule back into the analysis.
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Importing Print Audience

10

Select Magazines and click Edit Schedule to bring up the import window.

You will be asked to confirm that you are importing a single audience and a single
schedule. Click ok and navigate to your print file.

i)

1. A single target anly.
2. A single schedule only.

3. Magazines media only.

Only walid MediaPlanner Dl Files that contain the
following information will be availsble for selection:

Mational Schedules - Magazines

Directories :

/ (]9 | x Qancell

DAU Files:

= ALwWaYS SAVE TO YOUR X DRIVE

[

Prirt 5t. Charles. DAL

Frint test for Metzpat. DAL
printmix. dau

PTO?D Print for Metzpat. Dl
zmbzn print for netzpot. DAL
teen DL
test far netspot MY DAL
B H24 Print DAL
/1834 Prink. DAl
f18-34. DAL
w2b-Bdprint DAL
354 Pririt. D&l

File Details:

€ | |IE w \hetelmar netinasiusersh220460_01 x|

Current Directory :
wh

Bridal Guide / 5 / 29865

Shape / 8/ 90630

Smart Money / 5/ BR500

Elle Decor / 6/ 52700

Conde Mast Traveler / 8 / 66440

—Schedule
Save iz, | Dpen... | Import Audiences I
Sweep: IFEB 2007 = soton: IWDmen 18-24 j
Covg | MedType M ame'
bl
<
> |
Click OK.

oK

i

Cancel |
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11
Nielsen and MRI audiences differ, so you will be prompted to confirm Netspot RF to
proceed with the Nielsen Target Audience population. Click Proceed.

| Target Audience Warning

Imported target audience differs from currently selected target one. Net5pot will use selected

target population rather then imported one.

T argets Description Targets Fopulation:

Selected: “Women 18-24 Selected: 14,033 683

Imported;  ‘wWomen 18-24 Imported: 13,987,000
Froceed I Cancel

NetSpot RF will import the Print Audience and schedule exactly as you saved it in Media
Planner. All changes to the schedule must be made in Media Planner. NetSpot RF cannot
edit Print files.

i National Schedules - Magazines
—Schedule:
Save ... | Dper.. | Impart Audiences I o 0K | x LCancel |
Sweep : IFEB 2007 ;I Sort On: I\-\-"Dmen 18-24 j Sch. Adj. Factor: i"'I-DDDD Cost $: |2U49985
Covg | MedType M arne' Sweep | MedType Mame Cowg Uses | Adj ... | GRP |
FEB 2007|MAG Bridal Guide 8.6 5.1.0000 431
3 | FEB 2007| MAG Shape 8.4 g 1.0000 67.3
FEB 2007| MAG Smart Money 0.6 5 1.0000 a1
K | FEB 2007| MAG Elle Decor 0.4 B 1.0000 A5
FEB 2007 MAG Conde Mast Trave 0.4 8 1.0000 33
>> |
<< |
Tatal GRPS: | 122.30 Tatal Spats: 32 | ‘
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12
This is how your combined National Plan will look. Click OK to proceed to Market
Selection.

Mational Plan - Combined Schedules

Sart On: |'women 1824 =l
Schedul GRP: | GRP: Cost$ | C CPP [Manage Schedules
cheduls s 4 s o3t % Cost
Edit Selected... |
WP Metwark Programs 2011 G222 3,500,000 53.1 17 409
Magazines 1223 378 2,043 935 3649 16,762 Add Saved... |
Bemove Sched.l
Hide Selected |
Hidden : 0
Unhide Al |
Tatal 323.3' 1DD.D| 5,549,985' 1DD.D| 1?,184' X |
LCancel

Market Selection

Using the Market selection window, choose from the available markets on the left by
double-clicking on the market, or use the arrow keys to add to the selected list.

By clicking at the top of either the Market or Pop (000) column, you can sort the markets
by name or size for easier selection.

After selecting the markets to be included in the report, you can save your list by

providing a file name, then clicking on the i‘ button. This will allow you to
retrieve this specific market list for use at a later date.

If you are going to create a Schedule Allocation report, click on ?ﬁ Sllocation
(See Allocation later in the manual for more on this)

If you are only creating a Schedule Delivery Report, click on v K | and
your report will be complete. There is no need to do anything in the Allocation window if
all you want to see is your Schedule Delivery.
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Market Areas

b arkets
File Mame: ITn:-p 9 Marketsz

:CHOR macio

T arget; I HouzeHolds _ﬂ

Markets not zelected: 201 Markets selected: 9
Market POP (000) | ﬂ hlarket PGP (000] |
DETROIT 1944 0 MEW Y ORR 7aa6.0
HOUSTOM 19030 ¥ LS AMGELES 5431 .0
SEATTLE-TACOMA, 1691.0 = | CHICAGD 3To
TAMPA-ST P SARA 1671.0 4 PHILADELPHIL 2919.0
MIMNEAPLS-ST. PL 16EE6.0 = | BOSTONIMARNCHR] 23920
PHOEMIX[PRZCOT) 1597 .0 SAN FRAN-DAK-S 23600
CLEVELMD-AKICH) 1857 .0 33 DaLLAS-FTWYWORTH 22930
MALAMI-FT. LAUDE 1497 .0 — | WASH DCTHAG) 22420
DERYVER 14020 cc| | AaTLANTA 2059.0
SACRMMTO-STH-MO 1350 ﬂ ——

;_‘-ﬁ Allocation J ok x Cancel

Generating Reports/Schedule Delivery

13

The Report Generation screen is where you may customize the reports and the data items

represented in the reports.

First, if you do not already have a template set-up, you must create one.

Click ﬁ Report Templates...

. The Select Report Template window will display.

Telmar Information Services Corp.
470 Park Ave. South, 15" Floor, New York, NY 10016

New York 212.725.3000 Chicago 312.840.8563

www.etelmar.com

LA 310.575.4880

info@telmar.com



® Click

® Click

® Click

® Click

Add Hew...

H5elect Report Template

Select Saved:

Description:

vl
° |*Cable

. |*CURREMNT
i |Magazine

1 | Metwork

B s Endicated
i

| T & Print a

1] | i

© * Custam repart files

QddNew...l Bemave | Eiewaodif_l,ll Breview |

g/ Ok I x LCancel |

Selected columns:
% Reach
Frequency
Total GRPs
Magazine GRPs
Mational GRPs

=)

to create a new template.

Hemove to delete a template.

" ied b odify

Freview

Click the ﬂl button to proceed.

to preview the selected template layout.

Report Generation

Targets to Feport  Lavout/Fomat | Market Comparisonl Dutputl

Select Report Template:

Template Description:

[] =all Selected columns: ~
[[] *Cable % Reach _I
O *CURRENT Frequency
[] *Magazine Total GRPs
[J *Network M agazine GRP:
[] =Spyndicated Mational GRPs
[ *T¥ & Print a
* Cuztom reort filles
Format Option:

ﬁ Feport Templates... | Sort Op; |Market Mame

|

j Fepart Font... |
Calumns Layaut... | Column Titles Color: I Bl EBlue 'l
Header/Footer... Total Line Calar: I T ellaw 'I

[~ Hide Grid Lines

Group By |5

to add or remove data items that will be displayed in the report.

X Cancel |

< Back |

Mext »

Telmar Information Services Corp.
470 Park Ave. South, 15" Floor, New York, NY 10016

New York 212.725.3000 Chicago 312.840.8563
www.etelmar.com

LA 310.575.4880
info@telmar.com




15
Now click on to generate the Schedule Delivery report.

Broadcast Year, 2006 - 2007
Target Wormen 18-24
Total of All DMA's Target Popd000): 14,035

Local Market Delivery Mat'l §5 950K Matl Grps: 323 Sorted by hMarket

Women 18-24
Reatch hag Metwiork Total
market % Fronoy GRPs GRPs GRPs

Total of All ChiA's 122.3 2011
1 |ATLAMTA 451 4.0 118.2 103.4 2226
2 |BOSTOMN (MANCHESTER) ff.1 17 1704 1431 EXER
3 |CHICAGO f2.A 18 15811 150.3 301.4
4 |DALLAS-FT. WORTH Ag.A 4.0 1031 174.4 2775
A |HOUSTORK fi3.1 47 §0.2 203.3 2836
A |LOS ANGELES A7.4 43 116.1 128.2 2453
T NEW YORK fd.7 1.4 162.2 1351 2874
g |PHILADELFHIA f5.3 18 131.0 178.2 302
9 |SAM FRAMCISCO-QAK-SAN JOSE f3.2 5.3 203.2 13049 3341
10 WASHINGTON, DC (HAGRSTWHR) f5.3 18 1727 138.7 1.3

Total of All Selected Markets 138.5 145.2 2837

If all you needed was to generate the Schedule Delivery report, then you are finished. If
you wish to Allocate based on Dollars, Impressions, or Spot Fill, then continue on to the
Allocation section of this manual.

Exporting to Excel

To export the report to Excel, simply click . A dialog box will display prompting
the user to give the exported file a name. Type in a name for the file and click on

Save
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16

Enter Excel file name to Export - 7] x|
Save in: | 2 C$ on Clent' [C:] o T E
[ Airkime _1Dovwnload al336
[ Alacarke0l C1Downloads [ Inkeliquest
=)DELL C=)DRIVERS My Music
_IDFDAT [C1ePOAgent [_)Presentations
i DFDYVD [CIEXMERGEDATA [_1Program Files
1Documents and Settings  [TJHMS [C1guarantine
« | i

File name: Irepnrt 1| |i|
Save as bype: IE:-:I:E| files j ﬂl
o

@ Note: When exporting from NetSpot to Excel, make sure that you are choosing
the CS on “Client’ (C:) in order to save the file directly to your computer, and not
the eTelmar server.

Emailing Directly

From the Report Generation screen you may email your analysis directly from the
application.

. 1 Emal |

First click . The PDF Dialog box will display. Give your file a name, and
remember to save directly to your CS on ‘Client’ (C:).

Enter PDF file name 2x|
Save in: I =% B0_000B3 on 'etelmal.net\nas'\Users‘j €] T -
) Client Work, [CCMetrics Group I[
) Cost Files 1My Pictures i
CJems021 [CCInetspok I[
)ESW Bluehorse CaMetSpoks i
JESW Blugharse 2005 I MewFalderz i
CJHMS (CZ120d Prinkplan Testing files 1.0.0,113 [
< | i
File narne: Irepnrt 1| [} Save I
Save as type: IPDF filez j Cancel |
Zlj

Click . The email dialog box will display.
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=0l ]

rOption
™ Include Project file Send |
.ﬁ.dd.ﬁ.ttchmentsl 1 Clear Cancel |

rMezsage

[ Copy to self [For default email client] Settings | Confidentiality Statementl

To : I j
Subject : ITeImar Metspot Fun

:| =

CC

o o

Click Settings |

The email setting will display. Click any of the lines to change your information. The Host
name will always be “relay2.xand.com.” The "From Address" and "From Name" should be

changed to your name/e-mail address.

From Address: Jeffreyvm@telmar, com
Fraom Mame: Jeffrey Wisland

Host Mame: relayz, xand.com

ser ID: jeffrey

Yerify Settings

Fill in the body of the email, and check off the option to include the saved project file if
you want the recipient to be able to open the file in NetSpot. (If they also have access to

the application as well.)

Click ﬂl
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Allocation

All allocations use the same data as input, specifically:

® A list of markets to which you want to allocate additional delivery, along with each
market’s population.

® The number of Gross Impressions the Network Schedule generated in each
market, as well as the number of Gross Impressions generated for the entire U.S.

® An aggregate Cost-Per-Point for each market across the four basic dayparts.

® A Total budget and a Network budget.

NetSpot supports 3 methodologies for the allocation of a Spot TV budget over a number
of markets. These 3 methodologies are: Allocation by Spot Fill, Allocation by Dollars, and
Allocation by Gross Impressions.

Allocation by Spot Fill:

Using the Spot Fill feature, NetSpot will take your cost information for markets that were
under-delivered as a result of your national schedule, and use that information to make
each under-delivered spot market’s GRP levels the same as what was delivered nationally.
As an example, if your schedule achieves 100 GRPs nationally (GRP Index=100), and
Market A delivers 80 GRPs (GRP Index=80), the system will allocate Spot 20 GRPs to
Market A in order to compensate for the national schedule’s under-delivery. It will
allocate these 20 GRPs at the CPP or CPM that you have specified for the market, and will
show you how much it will cost to buy that market. Markets that are already over-
delivered against the national schedule (GRP Index >100) will be skipped.

When using this function, the system will ignore the Spot Budget you have entered, and
instead, tell you how much it will cost to buy all under-delivered markets.

Allocation by Dollars:

The goal of allocating by dollars is to have each market’s percentage of allocated dollars
be equal to the target index, based on Market Population or User-entered Target indices.
Using this allocation methodology, NetSpot will spend your spot TV budget according to
the CPP or CPM that you have provided for each market. Once the dollars have been
allocated into each market, then the GRP’s can be computed based on your CPP.

When using this function, the system will spend the entire Spot Budget that you have
entered.
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19
Allocation by Gross Impressions:

The goal of allocation by Gross Impressions is to have each market’s percentage of total
gross impressions be equal to the target index. This method of allocation, in contrast with
allocation by dollars, is conceptually more difficult, in that we cannot really know the total
number of Gross Impressions to divide among the various markets until after we have
allocated them. Therefore, a recursive process is used to first estimate, and then
interpolate and fine tune until the budget is spent. Starting with the sum of the Cost Per
Points and Populations for the markets that will be purchased, we can estimate the total
GRPs we might expect to buy (Spot Budget/Total CPP). Multiplying the GRPs by the Total
Population will give us the estimated Impressions. Apportioning these Impressions by the
user entered target indices gives us the first cut. Repeating the process will get us closer
and closer to spending the full budget and the final allocation.
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Allocation Using Spot Fill

1. After Choosing the Data Source and Demo, Create the National Schedule and give
the schedule a total cost.

2. cnckﬂ'

Mational Schedules - Metwork Programs

Schedule
File: Marne: || Save | Open... | Irnport | V‘ ok | x LCancel |
Sweep : Im Target: lm Sch. Adi. Factor: 1"10'3— Cost §: W
Fitg Metwark, Mame' = Sweep | Metwork Mame Fating | Spots | Adj ..
1 2.8 ABC 20020-FRI MO 2004 ABC DESPERATE HOUSEWI  13.8 5 1.00
2 3.0 NBC 25 MIL DLR HO&AX 11015 Ll MO 2004 CBS 1] 137 5 1.00
3 432 MBC 25 MIL DLR HO~ 11022 MOV 2004 MNBC ER. 109 5 1.00
4 3.2 MBC 25 MIL DLR HOA 1108 Ll MOV 2004 MNBC AFPREMTICE 2 9.9 5 1.00
] 1.8 CBS 48 HOURS MYSTERY MO 2004ABC LOST 8.2 5 1.00
] 4.0 CBS G0 MINUTES MO 2004 CBS EYERYBODY LOVWES RAY 7.0 5 1.00
7 20 CBS 60 MINUTES WEDMESDAY il
] 3.4 WARMNER | 7TH HEAVEN - WB il
] 2.7 ABC 8 SIMFLE RUULES
10 2.4 ABC 8 SIMFLE RULES SP-11/28
11 2.0 ABC ABC COLLEGE FTHL GM-E,
12 79 ABC ABC COLLEGE FTBL GM—L.-LI Tatal GRPS: ‘ 3157 ‘ Tatal Spots: 30 ‘

3. The Total of Combined Schedules will appear. Click v K

Mational Plan - Combined Schedules

Target:

Manage Schedules—
Schedule GRPz % GRPz Cozt $ % Cogt CPP

Metwaork Programs 357 1000 1000000 1000 3167

Edit Selected...

Add Saved. .
Bemove Sched.

Hide Selected

i

Hidden: 0
Unhide Al

' OK
x LCancel

i

Tatal k] 5.?| 1EIEI.D| 1,EIEID,EIEIEI| 1EIEI.D| 31 E?l
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5. Pick the Markets to be included in the allocation.

Market Areas

21

b arkets
File Marme: I . | Sawve... | Il:hI:u:lse a =election macro j
T|:| ] 1|:| e
Top 25 —
Sort Or; IHnuseH olds j TEE 5
Top 100
Marketz not selected: 201 Markets zeleq TDE T
Market | Popoom | f’ Market Eastem -
SEATTLE-TACOMA LO 1762.0 NEWY Y ORK L rElEﬂtf? , .
PORTLAND-ALBURN 408.0 > | | Los ancELETSHTAN S
BALTIMORE 1095.0 CHICAGO LD 34E9.0
PROMIDEMCE-MEW BED... E27.0 £ PHILADELPHIA, L 29400
ALBARY-SCHEMECTALD. .. 554.0 DALLAS-FT. WORTHLO 2436.0
HARTFORD & MEWW HAY .. 1007F.0 SAN FRAMNCSCO-OAK- 24190
BAMNGOR 1440 33 BOSTON (MARCHESTE... 239410
MORFOLK-PORTSMTH-... T17.0 — | ATLAMTA LO 23100
RICHMOMD-PETER=SBURG 527.0 << WASHIMNGTOR, DiZ (HG. . 2308.0
BIMGHAMTOCM 138.0 LI | HOLSTOM LO 2051.0
;‘-ﬂ Allozation \/ ok x LCancel

6. Click | E8 Allocation

7. When the allocation screen appears you can import SQAD cpps by simply clicking
Load SQAD CPPS (requires a subscription to SQAD rates).

jSput Tv Markets

CFPPs CPk=z GRP:
Markets - - - - - -
Frime Time [3... I Early Mews ... I Early Moming [... I Wwheighted CPP | Prime ... I Eail.. I Early M. tin I
ATLAMTA LO 611 34 245 380 6325 3251 2547 oo oo
BOSTON (MANCHE 1358 401 289 Ga6 1413 4173 311 oo oo
CHICAGD L 2034 940 406 1127 2863 27410 11.70 oo 0.0
DALLAS-FT. WORT 1013 325 272 535 103658 3357 27 .54 oo 0.
HOUSTOMN Lo 704 207 185 365 3432 10049 .02 oo oo
Lo AMGELES LT 4159 1113 926 2066 16439 4399 36.60 oo oo
MEW Y ORK LD 4403 1624 1022 2350 28956 21497 13.83 oo 0.0
PHILADELPHIA Lo 1445 BG5S 327 812 4815 2262 1112 oo oo
SAN FRAMNCSCO-O) 18966 932 5485 1182 188658 9424 57.39 oo oo
WASHIMGTOM, DC 1501 294 526 74 6503 2574 2279 oo 0.0
Target b arket List Column ) )
Wwieights For Sales Indices...
[1women 35.54 x| | & Show Al Markets W Clear Al | ¥ CPPs AvSIgNs For s des T ndiess |
Market Saork " Show Unaszigned For | v CPh Daypart Weights. .
& Alpha Selected Column X Clear Unused o ) : — |
" Target Population = Show Assighed For Lt ' Mindtax Grps Spot Budget
e — Selected Column ! || I ales Indices 3p
* Population Assigned : Load 504D CFPs National Bud
i get
£ Sales Indices Unassigned : _Bese Dofuls | 519,668,434
 } y i I csiol
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8. Click year, quarter usage for stations in daypart and up to 5 dayparts for cost
imports.

Select Data Parameters

1. Select SQAD Data Source: 2. Select Quarter: 3. Select Uzage Level: 4 Select up to 5 Dayparts:
0 February 2004 @1 - 2008 0 AVG M
i November 2007 & 2- 2008 @ HIGH @ Late Fringe

@ 3- 2008 @ Low @ Early Fringe

@ 4. 2007 L E aily News

& 4- 2008 @ Late Mews
3 Daytime

4 Prime Access
¥ Combined Fringe

L 3E 5ily Morning
4 Kid Programming
@ Sports |-
3 Weekend Day =
i — i — ] — i LI_I
Reszet Al |
k. | LCancel |

9. If you do not subscribe to SQAD, you must manually enter in each market CPP by

daypart, or if you have saved a previous set of CPP’s, you may click on ﬂl
and click on the saved file.

10. Click Daypart Weights to set daypart weights

L Ipaypart weights x|

Prime Time Percent Morm.
' ¥ I
L kid High

Early Hews
| | S 20%
L s kdid High

E arly Morning

I I | [ = A0

Lo bdid High Weights Indizes...

1 = Daypart *Weightsz...
| [

. Low Mid High S pdBudget
1 4/[350,000

% I 0% Mational Budget
Law Mid High $|1 9,868,434

Bieset | " OK X Cancel | & 0K | X Cancel |
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11. Add in the Spot TV Budget,

23

Target P arket List Colume P — |
n | 'wieights For Sales Indices...

IWomen 9554 v| + Show ANl Markets ¥ Clear All ¥ CPPs

_M?;[-kisﬁg [ giﬁ;gﬁ;ﬁ;ﬁd For W Clear Unused | I¥ CPMs Daypart Weights... |

" Target Population

" Show Assigned For

Change Market List |

¥ Min/Max Grps

Spot Budget

Y T— Selected Column I~ Sales Indices $|950,DDE‘
' Population Assigned : 0 Load SEA0 CPPs Hational Bud
- | | get
" Sales Indices Unassigned: 10 RS $|1 0.850 434

File Name:l
and click ﬂl.

12. The Report Generation screen will display:

Save... |

Open ... | Ezport... |

¢ Ok | x Lancel |

Report Generation

x|
Lacked Ta Allazation Target Ol Select Repart Termplate: Template Description:
Persons 18-49 [] =Allocation by Dollars Selected columns: ;I
=Allocation Spot Fill

Metwark, GRP [ndex
tetwork. GRP:

Spat GRPs

Spot Grogs [mprezsions
Allocated Spot Dollars
% Allocated Spot Dollars

[ *Schedule Delivery

K I3 [ 7 Ll_l
* Custom report files
—Spot Allocation—————————
 |Market Name - Include Sch. Details: [~ By Dollars
sart On: I J By Impressions
Group By Iﬂ Column Titles Color; | I Elus hd Includs Alloc. Input: [~ * Spot Fill
Hide Grid Lines: il Tatal Line Calar: I T “rellow 'I ﬂ Heportlemplates...l Export | Report |
Print Setup. . | Repart Fant. . | Header/Faater... | Columns Layout... | =1 Email | x LCloze |

13. After setting the Layout, and Market parameters, select the Spot Allocation
method:

Report Generation

Targets ko Hepu:urtl La_l,lnuta’Fu:urmatI harket Comparison  Output |

[+ Include Mational Plan Schedules Details in Beport

Spot Allacatiar
" By Daollars

" By Impressions
* Spot Fill by GRPs
" Spot Fill by Reach

[+ Include Allacation [nput in Beport

Telmar Information Services Corp.
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14. Select the Report Template, and click on to generate the analysis.
15. Users can make as many templates as they like before they run the actual

analysis.
While the analysis is generated, if a market is at the goal, it will be ignored.

NETSPOT - Processing Message Log

Market BOSTON [MANCHESTER] LD is already at or above a goal criteria and ignored

Ve Qontinuel x Cancel |

16. Click M The report will generate and display onscreen.

Broadcast Year: 2007 - 2008 Metwork & Printwith Spot Allocation
Target Women 35-54
Total of All DMA's Target Popd000): 43,2057

Local Market DelivaryAllocation Mat'l: §19 868K MNatl Grps: 758 Spot: §9560K Alloc: PopsSpot Fill by GRPs Sorted by Market

Wamean 35-54

WAlloc Matl

Reach lag Metwork Spot Spot Total GRP

Market % Froney GRPs GRPs b GRPs GRPs Index
Total of All DMA's 523.4 234.2 100
1 |ATLAMTA LD g9.1 74 4661 189.9 2.3 101.6 7875 a7
2 |BOSTOM (MAMCHESTER) LO 91.9 9.1 571.1 264.2 8353 110
3 |CHICAGD LO 87.5 75 478.0 175.8 7.0 103.7 7575 86
4 |DALLAS-FT. WORTH LO g99.4 7B 477.3 200.9 2.6 79.3 TE7.5 90
5 |[HOUSTOM LO 857 .5 381.3 168.2 4.5 188.0 7575 74
G |LoS ANGELES LO 3.2 .2 388.8 120.0 326 248.7 TE7.5 BT
7 |MEW YORK LO 83.8 G4 3947 144.4 31.5 2184 7575 71
3 |PHILADELPHIA LO 901 3.0 510.2 2125 1.7 348 7575 45
9 |5AN FRAMCECO-OAK-SM JSE LD g6.0 .9 450.1 146.2 11.1 161.2 7578 79
10 [WASHINGTON, DC (HGRTWHN) LD 86.8 7.3 475.8 154.7 B.G 127.0 7575 83

Total of All Selected Markets 4439 166.4 100.0 1525 7629
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Allocation by Dollars

Local Market DeliveryAllocation Mat': $19 868K Nat| Grps: 758 Spot $9501 Alloc: Pop/Dallar So

ed by Market

Women 35-54
%Allon Idatl
Reach Mag Metwork Spot Spot Total GRP
Market % Frognecy GRPs GRFs b GRFs GRFPs Index
Total of All DMA's 523.4 234.2 100
1 [ATLANTA LO 881 74 466.1 1849.9 6.9 148.2 g04.2 ar
2 |BOSTOM (MANCHESTER) LO 91.9 9.1 5711 264.2 6.9 768 9121 110
3 [CHICAGD LO a7.5 7Ah 473.0 175.8 10.1 736 7264 g6
4 |DALLAS-FT. WORTH LO 89.4 T.h 477.3 200.9 7.a 101.3 7748 40
4 [HOUSTON LO 5.7 6.5 381.3 168.2 6.1 129.4 62849.0 74
b [LOS AMGELES LO 82.2 6.2 388.8 120.0 18.1 66.5 476.3 67
7 MNEW YORK LD 83.8 f.4 394.7 144.4 224 7a.0 G141 71
g [PHILADELFHIA LO 901 a.0 510.2 212.5 8.3 827 g046.4 95
9 |SAN FRAMCSCO-OAK-SM JSE LO 86.0 6.9 4501 146.2 7.4 52.0 G483 74
10 WASHINGTOM, DC HGRTWM) LO g6.8 73 475.8 164.7 6.8 63.3 693.8 a3
Total of All Selected Markets 443.9 166.4 100.0 a1.7 G920
Allocation by Gross Impressions
Local Market DelivergAllocation MNatl: $19868K Matl Grps: 758 Spot 950k Alloc: Popdlmpress. Sorted by Warket
Wormen 35-54
Y% hag Metwork Matl Spot Total
Reach Gross Gross Gross Gross Gross
Market % Frogney Impr Impri0on) Impri00o) Impr{000; Impri0on)
Total of All DMA's 101,166 327,291
1 [ATLANTA LO 89.1 74 7.2 1,835 6,337 a3 6420
2 [BOSTOM iMANCHESTER) LO 41.9 9.1 2.8 2,837 8,024 8,024
3 |[CHICAGD LO 87.5 7.5 10.9 2,498 5,284 152 9436
4 |DALLAS-FT. WORTH LO 89.4 7.6 7.8 1,962 6,624 B E24
4 [HOUSTON LO 85.7 6.5 5.4 1,441 4792 894 6 691
B |LOS AMGELES LO 82.2 6.2 15.8 3,035 12872 3,840 16,812
7 [NEW YORK LO 83.8 6.4 19.9 4,522 16,883 3,924 20812
8 |PHILADELPHIA LD 501 a.0 9.5 2471 5,404 8,404
9 [SAN FRAMCECO-0AK-SM JSE LO 86.0 6.9 Fil<} 1,523 5,212 711 B 932
10 [WASHINGTON, DS (HGRTWH) LO 86.8 7.3 7.3 1,483 5,042 326 6 369
Tatal of All Selected Markets 100.0 23,305 85,473 10,040 95513
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NetSpot RF Reach Methodologies

NetSpot RF provides market by market Reach & Frequency estimates for Television and
Magazine schedules.

Television Reach Methodology

It should be noted that every attempt has been made to provide RF estimates that as
closely approximate those calculated in Telmar’s TVPlan for each local market.

Using TVPlan’s standard 11 generic dayparts as a basis, each NetSpot RF Nielsen program
or daypart vehicle is mapped to one of these. All spots within a given daypart are
aggregated, and the average rating for each daypart is calculated for each market. This
Nielsen survey specific derived demographic rating is used in place of TVPlan’s generic
rating estimate.

The Reach and Impressions calculated for each market, and the Total of Markets Selected,
and the Total DMA’s values reported represent the sum of those calculated values across
each of the respective markets. Please note that due to both rounding and differences in
Nielsen local and national measurement services, the summed values may not equal that
of a national schedule produced in Telmar’s TVPlan.

In addition, NetSpot RF will not produce a Reach calculation (or delivery) for a given
market if there is a zero rating, the rating is below reporting standards, or a program is
not cleared on any station in the market. The report will display zero GRPs and you will be
shown a list of markets where one of these conditions exists.

Magazine Audience Delivery Methodology

The starting point for local market Magazine Reach is the import into NetSpot RF of
Audience values from a user created national magazine schedule run in Telmar’s Media
Planner.

The target demographic that is imported must be the same as that used for the TV
schedule.

Individual market Audience delivery for each magazine is then calculated as follows:

For each magazines in the schedule for which circulation data is available (approximately
150 consumer titles), we calculate each market’s % share of circulation out of the
magazines total US circulation; and then apply that value to the magazine’s Media Planner
Audience to derive each magazine’s market demo audience. This audience is then divided
by the Nielsen demo population to calculate the magazine’s market rating (coverage). This
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step facilitates the use of a single population base (Nielsen) for comparable analysis of
TV and Magazines.

For all other magazines in the schedule (for which no circulation is available), the average
market % Circulation of the titles with available circulation is used in lieu of specific
magazine Circulation.

Example:

National Schedule

Original Media Planner National Audience = 5,000

Original Media Planner National Population = 210,000

Original Media Planner National Rating (Coverage) = 5,000 / 210,000 = 2.4%

Sample Market Calculation

Magazine Market Circulation = 200

Magazine Total US Circulation = 2,000

Magazine % Market Circulation = 200 / 2,000 = 10%

Magazine Market Calculated Audience Delivery = 5,000 * 10% = 500
Market Population (Nielsen) = 15,000

Magazine Market Calculated Rating = 500 / 15,000 = 3.3%

Note that all final rating calculations are based on the demographic target’s Nielsen
Population.

The methodology holds Reader Per Copy (RPC) (Audience/Circulation) constant across all
markets.

Magazine Reach by Market Methodology

The basis for the estimation of local market magazine Reach by market starts with the
above calculated Rating for each magazine in the schedule. The original national
schedule’s rating is then adjusted to this value, and the cumes, and pairwise duplications
are appropriately factored to conform. Each market’s Reach for the schedule is then
calculated based on the adjusted values using the same algorithms used in Media Planner.

As the purpose of this calculation is to estimate the local market Reach, and because that
Reach is re-based against the TV Market Population, no attempt is made to sum these
across markets or across media.

For TV and Magazine combined national or local Reach, please use Telmar’s ADplus,
InterMix, or MediaMix programs.

Telmar Information Services Corp.
470 Park Ave. South, 15" Floor, New York, NY 10016
New York 212.725.3000 Chicago 312.840.8563 LA 310.575.4880
www.etelmar.com info@telmar.com



	Introduction
	Please note that the screenshots in this document are meant as examples only, and do not represent any specific or complete problem solution.
	Getting Started
	Choosing the Data Source
	Schedule Selection
	Market Selection
	Generating Reports/Schedule Delivery
	Exporting to Excel
	Emailing Directly
	Allocation Using Spot Fill
	Allocation by Dollars
	Allocation by Gross Impressions

