Single Source — For Increased Advertising Productivity
In A Multimedia World

presented at ARF Week of Workshops, Chicago, USA
October 29 — November 1, 2001

by Michele Levine, CEQ, Royv Morgan Research
Gary Morgan, Executive Chairman, Roy Morgan Research
Nicola Hepenstall, VP Marketing, US, Roy Morgan International
Nick North, Marketing Director, UK, Roy Morgan International
Geoffrey Smith, Strategic Director, Roy Morgan Research

Synopsis

This paper bagins with the premise that the aim for any advertiser is to achieve increased advertising
productivity by achieving more powerful impact at a lower cost.

It demonstrates theoretically and by real examples that the means to achieve increased advertising
productivity is single source information and multimedia scheduling — unti] recently only available
in Australia, now available in the USA, Mew Zealand and soon the TTE.

The paper arpues that moltimedia scheduling can only function, and be aceepted, when all media
measured have realistic figures. The inflated readership figures in ‘currency” in many countrics are
shown to be inappropriate for multimedia scheduling.

The paper explores, based on theoretical grounds and examples, and refutes the possibility of using
fusion as an alternative for single source data,

Finally, the paper 15 a call fo action to embrace single souwrce as the way to increased advertising
productivity.
Introduction

As far back as June 1997, at the Gallup International 50th Anniversary Conference in the UK, when
Roy Morgan Research of Australia was asked to talk about the importance of measurement of media
today and into the future — we addressed the following topics:

= Different measures for different media, but a single source of information for all — media,
advertizsing agencies and advertizers;

®  The need for accuracy in measurement and its benefils 1o the advertiser,
= Questions surrounding fusion of data.

Since then there has been a call from many for single source solulions:

= Erwin Ephron & Steart Gray, in their paper “Fhy We Connal Afford To Meastre Fiewers™
presented at the ARF/ESOMAR Worldwide Electronic and Broadcast Audience Research
Conference in Florida in May 2000, noted “New systems for advertising accountability need
single source media and product purchase data” (See Reference 1).

= Tim Kife, Director of Global Eesearch for Universal MoCann, in his Jane 2001 Admap paper
“Mived-media campaigns: Can we fix ir? Yes we con!” points out “i aggencies boang the drion
aboul integrated communications we do notf look too clever when we apologive for not
producing a total exposure mefric”. He goes on to say “If we put fo one side the different
commumication effects of each medium, the only way we can logically arrive art a total multi-



media coverage and frequency that shows the all-imporiant unigue coniribution of each media
component is o wse gingle sowrce dorg...”  Strangely he goes on to suggest without
explanation that “for political and methodological veasons thiz iz an impossibility™ (See
Reference 2).

=  (Gerhard Franz, in his paper “The fiture of multimedia research™ published in the International
Journal of Market Research Vol 42 Issue 4 Winter 2000, after interviewing 25 leading experts
in France, Germany, and Swilzerland, on media planning issues, camea to the conclusion that
“gffective media sirategies must be multimedia strategies”. He then poes on to say “If the
planner ggrees with this conclusion and wants to start with the allocation of the media budger
to media categories, he will very soon find out that there are no symdicated surveys for
miltimedia planning”, Moreover, he goes on to say “d single-source survey covering all
relevant media from all relevant media calegories together with psychographics and
consumer behaviour for fargel group definition? No serious market researcher would even
dove think about it (See Reference 3 p460).

Roy Morgan Research has been conducting single source multimedta research for over a decade in
Australia, some five years in NMew Zealand, and now in the USA and seon the TTEL

But let us look at the bigger picture. At the time of our Gallup International presentation, 1597, before
the dot.com crash, the authors had just read Andrew Grove's book “Only the Paranoid Survive”,

Andrew Grove, then President and CEO of Intel, introduced the concept of the strategic inflection
point, “There gre momenis in any business when massive change occurs, when all the rufes of
business shifl fosi, furiously and forever. " (See Reference 4),

Such a strategic inflection point he warned could be set off by almost anything:
*  mega competition;
* achange in regulations;
*  even 8 seemingly modest change in technology.

In 1997 it was clear that in the bosiness of research and media, we had all those and more, And sinoe
then, in the space of four years, we have experienced more change than ever before.

We believe today our industry — the information business — is now just emerging from a sirategic
inflection point {as are many of our clients” industries). Grove points out that, managed wrongly, a
strategic inflection point can mean the end of the game. Manapged right, it can tum into a powerful
force.

Clearly, those of us who arc still herc all want to manage it right - 50 we have tried 1o address the topic
of multimedia measurement within this new paradigm. Thus the politics — for there will be winners
and losers,

The aim for any advertiser is to achieve imcreased advertising productivity by enabling mare
powerfol impact at a lower cost. A survey of the media industry in Australia as far back as 1594 has
identified seven points crucial to achieve weorld's best practice. Tt is still current today (See Reference
5
=  The media strategy should be an integral part of a company's marketing (not an
afterthought];
*  The role of media should be clearly defined vis-d-vis other activities within the marketing
mix (eg direct mail, public relations, below-the-line promotions or activities, prodoct
sampling, etc);
= Media budgets should be set realistically, taking into sccount current amd desired market
share, share of volce, and market chances.



*  The target audience should be defined in line with the marketing ohjectives, ie in terms of
- ponsumption, behavior, attitudes or 8 combination — rather than crude demographic proxies.
For example:

—  Heavy chocolate purchasers (not female grocery buyers);
= Intending new car buyers (not men aged 35-50);
—  People who “always try to eat healthy mutnitious food™ {not young women}).

»  All elements of the advertising (creative and media) should be designed sround the target
audience, ie the same people must be in mind at every stage from product positioning to
creative (the images, language, and message that will move the particular target andience) to
the media chosen (based on what the target andience watch, read, listen to, as well as what
they believe and relate o) and the repefifion or frequency required {given the tarpet
andience’s interest or involvement in the product, and their memory).

*  Media communication strategy should be developed for the arget andience {eg aim to reach
T of the arget audience three or more times in 2 specified time); and the media planned
accardingly. There are two issues embedded in this point:

—  direct target audience — not a demographic proxy for media planning;
— the reach and frequency should be across all media.

*  Performance of advertising should be measured for the target audience against specific goals,
e

~ media planning and execution goals which relate o reach (did the advertizing reach the
target audienceT); and ,

- creative goals (did the advertising “cut-through”, and achieve recall, persuasion, etc?)
within the target andience.

The means to achieve world's best practice for the advertiser is to have a single consumer focus, from
strategic planning through marketing, media planning into media buying — single source.

The importance of a total understanding of the consumer has increased, as new media and advertising
opportunitics have proliferated, and the role of TV as the biggest and most cost-effective mass
medium has declined. As an aside, to demonstrate the fragmentation of TV in the USA, recent Roy
Morgan celeboty polls (See Reference 6) found fwvornite TV persomalities were so many and vaned
that no male TV personality scored more than 3.5% (Regis Philbin) while Oprah Winfrey was top
female with 4%, For film stars the favorites enjoyed greater mass appeal — Julia Roberts 27.5%, ahead
of Bandra Bullock 4.5%, and for male stars, Mel Gibson was top with 13.5% ahead of Harrison Ford at
7.5%, Sean Connery at 4.5% - even John Wayne scored 3.5%:!

This paper sets out to demonstrate with concrete examples derived fom Roy Morgan Single Source
information in the USA and Australia, that a single source solution is a more affective means of
increasing advertising productivity than strategies derived from either single-medium research surveys
using traditional demographic segmentation or fusion.

1. Different Measures for Different Media

First, then, let us look at the issue of media measurement. There are, of course, today different
measures for the different media:

TV

Radio

Magarines
Mewspapers

Cinema

sponsorship
Catalogues/Direct Mail
Inrernet



Broadly speaking, TV is measured by diary or meter; radio is measured by diary; magazines and
pewspapers by readership swrveys either face-to-face, telephone or self-completion; cinema by
surveys, eic, ec; Internet by surveys — site-specific measures of hits or visits, or some combination.

The obvious questions are:

Why do we need measurement of media?
Why are the methodologies ditferent?
Why are the measures different?

Why do we need measurement of media? The need for measurement of media, it seems to us, is all
sbout CUTTENCY:

currency for buying “space”;

currency for planning;

currency for evaluating performance; and

currency for advertisers to know that the dollars spent in advertising have some financial logic.

Why are the methodologics and measures different? The reason for the difference has to do with:

* technology;

*  the way the media are distributed;

= CoBts;

»  end-user needs and willingness to pay; and
*  history!

S0 we now have a sense of today and yesterday - the real question is “How do we move forward?™

At Roy Morgan Research, in order to move forward we listen to our clients and look at what has
changed and what is still the same.

What’s changed? So nmoch has changed:

»  Technology has changed what we need to measure and how we can measure it; we have the
new media; the new and the old media are comverging; and media are converging with

cotnmunications;

s [lgers/clients have become more demanding, more sophisticated and increzsingly more
practical;

= Social changes have also come into play, eg increasing time poverty, reality TV {and maybe
other media), increasing multi-streaming of communication and media input (TV and
computer and radio and telephone all at once);

»  The economics of information are changing {collecting, analysing and reporting);
=  The rise and fall of the dot.com is part of our living memory and experience;

=  The market itself has changed with moves to larger media buying houses, and globalisation of
markets and marketing,

Many countries are in deep financial trouble; the world itself including the USA is arguably on the
brink of recession. .
And what is the same? At Roy Morgan Research we have come to the conclusion three things are
shill the same:

®  First, the end consumer is still a person - watching, reading, listening &nd making choices,

= Second, there is still 2 need for some kind of currency between key negotiators - although the
arena for these negotiations is changing.

»  Third, the overall aim of the advertiser is still the same: to achieve increased advertising
productivity by enabling more powerful impact at lower cost.
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We believe the means to achieve this for the advertiser, to recognise the consumer in the equation and
the changing shape of media buying, is a single focus from sirategic planning through marketing,
media planning into media buying.

For the record, it is possible. In Australia, Roy Morgan Single Source — over 55,000 interviews
annuaily covering print, television, radio, Internet, productservice and attitsdinal information — has
billings of US$12 million (or £8.5 million) and is growing at USS2 million {£2.1 million} per anmem.
The service is now available in the USA and New Zealand, and is being rolled out globally - UK is

next.

A single source of authoritative information for all media, agencies and advertisers.
2. Proof — increased advertising productivity

Let us demonstrate by example the increased advertising productivity. There are of course two 1ssues
1o demonstrate:

* targetting the consumer directly, not via demographic proxies; and
» planning across media,

Direct Targetting Vs Demographic Proxy

An article in the American press last year (Advertising Ape) highlighted one of the problems that has
been dogging advertisers for decades; advertising that is wasted on those who are not in the market
(See Reference 7).

The article states that by matching names in Mielsen’s TV diaries with names of new car buyers the
avthor discovered that the viewing habits of a number of new car buying segments differ significantly
from average household viewing habits. Dcborah Anderson, director of Nielsen's New Media
Services, is credited with the comments that car marketers are reaching too many non-buyers with
their national broadcast TV buys and the auto marketers are basing those TV buys on viewer

demographics.

The thrust of the article is that if car makers were sble to buy TV airtime based on car buving
behavigyr rather than simple demographics then a different program set would be chosen. The
opporianity to save money or increase impact could be as much as 70% compared to a buy based on
household viewing,

Clients of Roy Morgan Research have known for many yvears that while it may be useful to know how
many 16-24 year olds are watching a TV program, it is much more useful to know how many buyers
of their products are watching their TV program.

The following example demonstrates clearly the power of direct targetting. An A.LD. analysis'
performed on Roy Morgan Single Source data in Australia using age, sex, income, education and
oecupation revealed that the best demographic proxy for new Ford buyers was “people rged 45-54
whose income is A$60.000+ and whose occupation is 2 manager”. This demographic group has a
prapensity nearly ten times greater than the aversge person for intention to buy a new Ford within the
next 12 months.

“All Pecple” is not a very good proxy for new Ford buyers. Targeting people aged 45-54 increases the
proportion of people within the description who are likely to be new Ford buyers. Similarly
“managers” and “earns ASG0,000+" both contain greater proportions of rew Ford buyers. Puiting all
theee together to make a composite target increases the propartion of new Ford buyers dramatically.
The problem with this approach is that while the proportion of new Ford buyers within the target

' Al figures and results quoted in this example are based on Australizn data covering (he 12 months April 1999
to March 2000 and are based on & samphe of 35,000 people aged 14+,
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demographic increases as we add additional demographic layers, the proportion of all new Ford
buyers that are represented decreases.

“Managers aged 45-34 carning AS60,000H" is arguably a description of the people most likely to buy
a new Ford but it represents only 13% of all intending new Ford buyers. The following graph
illustrates the point:

Figure 1: Thousands of Ford intenders Vs proportion of Ford intenders (2% an index) among
camulative demographic layers.
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For advertisers using demographic proxy targets to select their TV programs it should be clear from
the above that targeting ‘new Ford intenders” iz likely to generate a different list of “hot™ programs
eompared with targeting “managers with income ASG0E+ aged 45-54™,

Table 1 below shows that there are in fact differences even among the lop five programs. The
programs shown in bold in the new Ford buyers column do not appear in the “demographic proscy™
colummn.

Reach and Index identify where the largest numbers (Reach) and the greatest proportion (Index) of a
target audience can be found.

Table 1. Top 5 TV programs based on Reach and Index for intending mew Ford buyers
compared with the demographic proxy.

Tep 5 Reach for intending new Ford buyers Tap 5 Reach for managers with income $60K+ aged

4554 vrs

Seochonge Sun (ch ) Seachange Sun (ch 2)

Sixty Minutes Sun (ch 9}

Walking with Dinpzeurs Sun {ch 2}

Natlonal Nine Mews M-F {ch %)

ABC News M-F (ch 2)

Matlonal Mine Mows Sa, 5o (ch )

ABC Mews Sa, Su {ch 2)

Walking with Dinesaurs Sun (ch 2}

The Vicar of Dibley Mon (ch 2}




Top & Index for imtending new Ford buyers

Top 5 Index for managers with income 560K+ aged

45-54 yry
The Footy Show Sam {ch %) Business Sunday Sum (ch %)
Talking Footy Maon {ch T} ABC Mews M-F (ch 2)
Business Sunday Sun (ch 9) o amall Business Show Sun (ch &)
Senday Sun (ch ¥) Sunday Sun {ch 9}

Foothall-Around The Grounds Sat {ch T}

Foreign Comespondent Tue (ch 2)

Source: Roy Morgan Single Source Australia 2000

From the preceding Table 1 the interesting thing is not that some programs are listed in both columns,
it iz the ones that are missing from either eolumn. The program choices based on demographics may
well miss the opportunities offered by the National Nine News for achieving high reach against
intending new Ford buyers because there are 17 other programs that rate higher against “managers
with income AS60E+ aged 45-54". The problem here is that adveriisers may pay too nmuch and miss
the real bargains.

For high Index programs the situation is mwch worse, where the number one program against
intending new Ford buyers is The Footy Show. If we go looking for this program on a ranking of high
Index programs for “managers with income ASG0E+ aged 45-547 there are 120 programs ahead of it.
If demographics are all you have to work with then The Footy Show will never make it into a TV
schedule because it gets lost in the demographic morass,

A similar picture emerged in the USA using A.LD. analysis of Roy Morgan Single Source data in the
USA: the best demographic proxy for intending pick-up truck buyvers was “men aged 35-49, with
mcomes USE30,000 - £79,000 in trades oconpation™,

As with the Australian example, this demographic group "men aged 35-49, income US330,000 —
£79,000 in trades occupation™ 15 more than four times as likely as the average American o intemnd
buying a pick-up truck; bat it only represents about 12% of intending pick-up truck drivers.

Figuwre 2: Thousands of “pick-up truck intenders’ vs proportion of *pick-up truck intenders® (as
an index) among cumulative demographic layers,
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Table 2 below shows in bold those top 10 programs for ‘pick-up truck intenders” based on either
Reach or Index where they are different from those selected by the “demographic proxy™.

Table 2. Top 18 TV programs based on Reach and Index for intending pick-up truck buyers
compared with the demographic proxy.

Top 10 Reach for “Buy pick-up trock in Top 10 Reack for “Men, irade, 35-49 yrs

next 4 years™ SHE-TOK™

CHS: Barvivor (Wed) CRS: Survivor (Wed)

NBC: Fricnds (Thu) MBC: Friends (Thu)

ARC: Who Wants To Be A Millionaire {Wed) FOX: X-Files (Sun)

MBC: BR (Thu) FOX: Maleslm in the Middle {Sun)

CES: Evervbody Loves Raymond (Mon) ' MEC: ER (Thu)

FOX: Maleolm in the Middle {Sun) CES: Everybody Loves Raymond (Mon)

CBS: Nash Bridges (Fri) CBS: Nash Bridges (Fri)

FOX: That *70s Show (Tug) ABC: Drew Carey Show (Wed)

CES: CSI (Fri} ABRC: Who Wants To Be A Millionaire (Wed)

NBC: Wikl & Grace (Thu] ABC: Spin City (Wed)

Tap 10 Index for “Buy pick-up truek in Top 10 Beach for men, trade, 35-49 yra

next 4 years™ 2M0-TOR™

UPN: Star Trek: Voyager (Wed) _ Cit5: Late Show with David Letterman (M-F)

FOX: Titws {Tue) LIPH: Star Trek: Voyager {Wed)

CES: Nash Bridges (Fri) CBS: Nash Bridges (Fri)

CBS: Walker, Texas Ranger {Sat) FOX: Tudge Judy (M-F)

FOX: That “70s Show (Tue) FOX: X-Files (Sun}

FOX: America’s Mast Wanted (Sat) | MBC: Deadtine {Man)

MBLC: Mews NBC — Evening (M-F) ABC; Drvew Carey Show [(Wed)

FOX: Cops (Sat) ABC: Spin City {Wed)

MBLC: Frasier (Tue) CES: Walker, Texas Ranger (Sat)

CBS: Guiding Light (M-F) CBS: JAG (Tuc)

Source: Roy Morgan Single Source TISA 2000

As with the Ford example in Australia, some programs, such as *“That *70s Show’, are not identified by
the demographic proxy as being contenders for the media plan.

Users of Roy Morgan Single Source information can drill even deeper by anderstanding the viewer's
involvement with TV programs. They do this to fine fune program selection by looking at the “best of
the best”, For example the starting point may be to examine high rating programs (the best) and then
from a ranked list choose the “best of the begt™. The “best of the best” may be based on one of two
key measures, “T really love this program™ and/or *[ especially choose to watch this program®™,

Assume that the media planner starts with a shopping list of top 20 programs ranked on Reach. A
demographic list like “managers with income AS60K+ aged 45-54" will provide & very different
ending point compared to a behavioural list like “intend to buy a new Ford in the next twelve months™,
Picking the five highest reaching programs for each of the involvement measures results in lists with
NO overlap between the demographic and behavioural selections.

Of course the bigger question is “should TV be used at all and if so, how important is it?". Single
solrce measurement provides the opportunity to create the “big picture” overview seen in Figure 3
below.,



Figure 3: Index of media performeance among intending Ford bayers in Aunstralia
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From the sbove it is clear that in the Australian market, Pay TV and the Internet are both prime
candidates for consideration in any multi media plans, as are newspapers and magazines.

For the USA Figure 4 shows that in fact radio is a real contender for reaching ‘pick-up truck
intenders”.

Figure 4. Index of media performance among intending pick-up trock buvers in the TSA.

Accass (ks inbarnet
Fead any gl lasl monthly
Colalogue (4

Bagn o Cingma {4
Wanks)

-15 -1d -3 a b i 15
Source: Roy Morgan Single Source USA 200K,

This leads us to the next point — planning across media.



Multimedia Planning

“The aim iy fo achieve greater advertising productivity by enabling more powerful impact at a lower
cost. ™

In the following example, Figure 5, we target Aostralian women intending to buy a small car in the
next four years defined in the Roy Morgan Single Source data, and consider from the 400+ media
producis — print titles, programs, Internet, cinema, ete - which we measure. On the chart, each dot is a
media product.

But only those dots in the top rght hand quadrant are used by over 10% of these prospects, more than
20 ahead of the population as a whole,

Figure 5, Multimedia Reach and Index of a range of media products for women intending to buy
a new small car in the next four years.
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If we are an advertiser, our money will be best speat on whatever is in that top right hand quadrant —
the “Hot Quadrant’, (Ses Figure &). Even a huge advertiser like MeDonald's can save {See Reference
2).
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Figure 6. The ‘Hot Quadrant® media products which reach 10% or more of women intending to
huay a small car in the next four years, with an index of 119 or more.
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In this “Hot Quadrant’ - we sec a distinctive pattern. Lots of newspapers, “newsmags”, and ABC
{Ausiralia’s non-advertising channel) television. There s also some (self-development) commercial
TV. It follows that to fit into the lives of these prospects, it 35 best to use the media which is in the
"Hot Quadrant”.

In the USA, where it is more difficult to achieve reach than in Australia, the same logic applics. The
following Figures 7 and 8 show the spread (Resch and Indices) of all media for vahuable holiday
makers {those who spent more than USE3,000 on their last holiday); and the best media 1o use.

Figure 7. Multimedia Reach and Index of & range of media products for valuable holiday
makers.
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Figure 8. The ‘“Hot Quadrant’ media products which reach 5% or more valuable holiday makers
with an index of 110 ar more.
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But we are pursuing the goal of more productive advertising, so how does this help? How do we
define “most productive™ Hot CQuadrant plus accumulated reach and frequency, eg say 75% reach
with a frequency of 3+ using only the Hot Quadrant media.

Each campaign or client may have a different eommmunication target. If one is using a single-medium
survey or single-medium scheduling software (1o caleulate reach and frequency) this is as far as it
goes. Typically, reach and frequency analysis was available only one medium at a time.

However in 1997 Roy Morgan Research launched ASTEROID MediaPLANNER which ensbled us 1o
measure the performance of the ‘Hot Quedrant’ media across print and TV. ie multimedia scheduling.

Before going further, it is important to note two things:

= the TV viewing levels from Roy Morgan Single Scurce are extremely close to the TV ratings as
measured by Nielsen (See Reference 9); and

o the relativities between print and TV are sensible.

These issues are addressed in more detail in the next section.

The following Table 3 shows that an ASTEROID multimedia schedule has the same output and
diagnostics as arc used in tradifional single media scheduling tools,
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Table 3. ASTEROID multimedia schedule output

Target people who have drunk Diet Coke in last 7 days
(Unweighted) 995
(Popn. “000) 35158
Reader's DHgest - 10
Bester Homes and Gardens - 1
Gaood Housekeeping - 10
Family Cirgle - 3
Mewswesk - 8
Woman's Dy - 6
Mational Geographic - ]
People Weekly - fi
Television (total) 192 27
Reach ("000) 25447 32346
(%) T2.4% BLE%
Avge. Freg. (OTS) 23.83 11.47
Impacts {*000) 606455 173285
Tatal cast (5) 27073252 16438783
Caost ! "000 impacts dd.bd 44,04
Cpat/ “000 reached 1063.8% 505,09
T.AR.Ps 1725, 1062,
Cost/ T.ARP, 15609520 15483.00
OTS Dist. Cume. Dist. Cume.
0 27.6% 74%
1 58% Tl4% 9% 9.0%
2 38%  66.6% 1% Re.T%
3 2.09% &2.8% 5T%  RO.9%
4+ 59.5% 75.2%

Sowrce: Roy Morgan Single Source USA 2000

The following Table 4 shows the cost savings achieved using the power of multimedia scheduling to
create cormbined schedales,

Table 4. Costs, reach, and reach with 3+ frequency for several target andiences

Target Audience people with life insurance

TV enly TV + Print +i= Variance
Tetal cost (§) £2 mil £1.5 mil -25%
Cost ¢ “000 reached g3p39 52070 46%
%% total reachked Ti% 0594 +34%
‘| 3+ reach 6% B6%% +43%:

Target Audience heavy drinkers of imporied beer

TV anly TV + Print += Variance
Total cost (5) 331 mil £23 mil 2%
Cost/ 000 reached 52989 51579 4%
%o total reached 68% 95% +40%
3+ reach 0% 7% +4 7%

Target Audience people who intend to buy a DVID player

TV only TV + Print +/- Variance
Total cost (5] $28 mil £20.5 mil -2T%
Cost / 000 reached $2584 £1384 46%
L% total reached T1% Q5% +35%
3+ reach G1% B00s il




Target Audience women intending to purchase a small ear
TV only TV + Print +- Variance
Total cost (3} 227 il £19 mil -3
Crast £ 000 reachid 542469 F2143 3085
%% wotal reached f8% D% w0
3+ reach 5% BB Ry

Seurce: Roy Morgen Single Source USA 2000

These examples show that the TV and Print combination is more productive for clients; whether you
spend less for more performance, or the same for less, or any other variation, the cross media reach
and frequency analysis shows substantial benefits.

3. The need for accorate data in multimedia solutions — within media and across
media

What about accuracy in measurement - particularly benefits to the advertiser?

Wed all agree accuracy is important;
»  We'd also all agree that it is more important for a sinking ship (o identily where the leak
is - amd fix it - than to measure with infinite precision the rate at which it is sinking.

Se, of colirse, accuracy is important, but:
»  af whal price?
* o what extent? and
» where are the priorities?

If we agree the aim is increzsed advertising productivity, then the issue of accuracy. in measurement
must be evaluated against that,

You'll recall we pointed out that multimedia scheduling was premised on TV viewing levels from the
Boy Morgan Single Source being extremely close o the industry’s TV Ratings, and relativities
between print and TV being sensible.

In Australia, where there are good measures of TV (meters and diary), mdio (diary) and print, the
value of increasing accuracy in existing measures must be weighed up against the cost of increasing
the accuracy.

Az Geoffrey Smith points oul in his paper Single Source — The Problem Solver, "Expﬂné'ﬂﬁﬁf
increases in cost for incremental increases in relicbility or wtility have no precedent jor success or
acceptance anywhere in the world™ (See Reference 9 pl0).

After systematically reviewing the available media measurement services in Australia, the view we
have taken 15 that;
* increasing accuracy in measuring total reach does not add value;
incTezsing accurzcy in measuring within target awdiences adds enormous value; and
* increasing accuracy within targets across all media is all powerful.

When we looked across the world we realised this wes not troe outside Australia (and wp until now,
Canada).

In our paper “Pitfalls of International Market Research” we compare reader-per-copy estimales across

countries, and demonstrate that in the USA and New Zealand, readership estimates are inflated, thus they
cannot realistically be used in any multimedia scheduling. (See Reference 110).
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To demonstrate by example, if we look at the readers-per-copy of four well-known magazines in three
markets - using the local readership currency — we would belicve that magazines are “passed-on” 1o a ot
more people in the USA and NZ than in Australia. For instance, that an average copy of People is read by
0.8 people aged 18+ in the USA, and the same magazing (called Who in Australia &and New Zealand) i3
read by 8.5 people aged 20+ in New Zealand, but only 4.3 people aged 18+ in Ausiralia,

Similarly, that an average copy of Reader’s Digest is read by 3.9 people aged 20+ in NZ, 3.4 people aged
18+ in the USA and only 2.4 people aged 18+ in Australia.

Similar differences are shown for Cosmopalitan, TIME and Newsweek (see Table 5 below).

Table 5: Readership currency reader-per-copy estimates across countries

Magazine Roy :lmmﬂ Eﬁ:::gﬂ M_RIIJ_ ?l §+)
People / Who* 43 8.5 9.8
Reader’s Digest 24 3.5 3.4
Cosmopolitan 3.0 na 6.1
TIME 34 57 5.1
Hewsweek/Bulletin® 4.0 Mot published 6.1

* [in Auvsiralia and Mew Zeslend, Prople is Who

In Australiz, Mewswoek is included in The Bulletin

Source: Australia: Roy Morpan Research Jan-Dec 2004, Cirenlation: Jul-Dec 2000
Mew Zealand:  Mielsen Jul 99-Jun 00, Circulation: Jul-Dec 2000
United States; MR Fall 2000 Cirealation: Jul-Dec 2000

However, the next table shows that when Roy Morgan Research applies the same measurement
methodology across the different countries, the differences all but disappear.

People (or Who) has readers-per-copy, aged 18 and over of 4.3 in Australia, 4.7 in Mew Zealand, and 4.4
in the USA; and Reader’s Digest has readers-per-copy of 2.4, 2.5 and 2.9 respectively. TIME has
readers-per-copy aged 18 and over of 3.4 in Australia, 3.7 in New Zealand and 4.3 in the USA. A similar
pattern of result is shown for Mewsweek with slightly higher readers-per-copy in the USA (5.1} than
Australia {4.0).

In other words, when we apply consistent proven methodology to different markets on the same

magazines, we discover that they attract very similar readers-per-copy despite the marketplace
differences. Common senge would say this is correct,

Table 6: Roy Morgan Research readers-per-copy (18+) estimates across countries

Magazine Australia (18+) | New Zealand (18+) Us (184

People / Who® 4.3 4,7 4.4
Reader's Drigest 24 2.5 2.9
Cosmopolitan 30 3.5 14
TIME 34 37 4.3
Newsweek/Bulletin® 4.0 Mot published 5.1

* In Australia and New Zealand, People i Who *In Australin, Mewsweek is included in The Bulletin
Sowrce: Australia; Roy Morgan Research Jan-Dec 2000, Circnlaton: Tul-Dec 2000

Mew Fealand: Foy Morgan Research Jan-Dec 2000, Circolation: Ful-Diec 2000
[Inited States:  Roy Morgan Rescarch Jul-Mov 2000, Circulation: Jul-Thec 2000



Readers-per-copy estimates caleulated as: Average issue readership
Published audited circalation figures

The reasons for the differences between Roy Morgan Research estimates and those of Miclsen and
MREI are the subject of other papers, but are primarily due to replicated reading using the recency
method and questionnatre confusion.

The eritical point for anyone wanting to use multimedia scheduling is that a print readership measure
must be used which is realistic and has sensible relativities with TV. Mot just the currency that the
print media are comfortable with.

We are reminded here of the point Geoffrey Smith made in his paper “Single Sowrce - The Problem
Solver™, when he wrote of the £24 billion question.

“The New York Times article quotes an estimale of 824 billion being spent on advertising
annially in mevkets coveved by sweaps, The guestion for advertizers must be whether that money
is belng well spewt or could it be betier spent in other médic or other markets or both? The
problem is thai the survey is commissioned by those receiving the 324 billion rather than by those
spending it.”  (See Reference 9 p.11)

He was, of course, talking about TV and in particular the “Sweeps” TV rating surveys which are
perceived as antiquated and biased. However the message is relevant here as well.

For years, Roy Morgan Research has argued that it iz imporiant to have sensible readership levels -
gansible relativities, not only between various print titles, but also between print and TV,

Until recently, cutside Australia, print media did not compete actively with TV, s0 our call o have
sensible relativities bas [llen on deaf ears. Today, it is extremely important in the USA and
everywhere alse.

Only when all the media measnred have realistic figures can a multimedia scheduling system
fonction.

This is part of recognising that we are at a strategic inflection point. To continue to seek to operate in
an environment where readership figures are artificially inflated will only serve to push print media
out of the parme,

In all countries we have reviewed (except Australia) the readership figures are not highly regarded or
helieved, The latest Canadian readership measurement fasco is just another example of how to lose
credibility for a mediurm. Until recently Canada’s readership survey was conducted using the “gold™
standard “through-the-book™ specific issue methodology. However, in the latest survey the
methodology was changed from the “gold” standard "through-the-book™ to “recent reading™ with the
- obvious resulting inflated figures,

Keith Damsell, in his article “Magezine numbers unravelled” published on globeandmail.com points
out that: “ O the surface, mew readership data for Canada s magazine sector shows fremendous gains
and Tooks like couse for celebration, bur a clozer lpok af the methodology reveals 05 nearly
impossible to draw conclusions from the new sysiem’'s numbers. " Damsell also allodes to the pressure
within the Print Measurement Bureau: “...there was some pressure within the PMB — an industry
group whose members irclude publishers, advertising agencies and their clients — fo raise the profile
of the mapazine sector as an advertising vehicle through big readership rumbers,  Television and
rewspapers wie broadly based audience ond readership survey metfods fo woo adverfising dollars —
so why nol competing magazines, they thought.”  (See Reforence 11)

The new survey, based on “recent reading”, has shown an average increase of 134%, or 149% for
English language titles,
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Table 7. Canadian magazine readership comparing Print Magazine Bureau’s new and obd

methodologies
2000 20061
Magazines Through-the-book {old) Recent Reading (new) Change
Healthwatch 842, (i i, QG () +4BRY
Canadian Gardening Ty, (D 2547 (e +303
(readers-per-copy 3.0) (readers-per-copy 20.0)
Mational Post Business a3, D0 1 520, T +272
FL.O.B. mapgazine AUT 000 1,326, () +234
Canadian House ard Home B, 000 2 44T, (e +206
{readers-per-copy 4.5) (readers-per-copy 13.9)
Taranto Life 341,000 1,034, 00d +203
(readers-per-capy 3.7} (readers-par-copy 11.2)
Chatelaine 1, 76,1 4,702 004 +171
Reader's Digest 3,168,000 7,929,000 +150
TV Gunde 1,865,000 4, 284 000 =+ | 3
Canadian Living 1,986,000 4,498,000 _+126
Homemaker's 1,206,000 2,267,000 +3E
Maclean's 1 GG, D0 3,090,000 +85
ireaders-per-copy 3.3) (readers-per-copy 6.1)
Time 1,706,000 3,074,000 +&0
(readers-per-copy 5.4 freaders-per-copy 9.7}
Elm Strect TI0,000 1,01 004 +42
Saturday Night 561,000 794,000 42

Source: Print Measurement Bureau and Audit Bureau of Circulations

While those in the print media in Canada may seek to have the new figures sccepted (by claiming the
new fgures 1o be correct, the old ones too low), it is important to look at reality.

Table 7 also shows as an example the calculated readers-per-copy for five of the titles.

It is elear that 20 readers-per-copy for Efm:au:lma Gardening is not real; nor is 9.7 readers-per-copy for
Time.

The Roy Morgan Readership Survey uses as the “gold” standard full “through-the-book™ and specific
issue for monthly publications to reduce confusion, replication, and telescoping,

In Australia, where the readership survey is mdependent, and the figures believable and consistent, the
readership survey is highly regarded.

In a recent Australian trade press article (B&T) “Relationships critical in the business of the media"
media buyers were asked to rate the reliability of aodience data evailable for cach medivm.  Media

buyers were most confidant in Roy Morgan Research:

In geneval.. media bupers were most confident in the Roy Morgan readership data for
magazines (the Audit Bureou of Circulations circulation data was not included in the survey), in
which 78% of media buyers said they were either ‘very confident’ ov “confident’, followed by the
Ray Morgan readership data for newspapers (75% were either “very confident” or ‘confident’).”

This is substantially ahead of, for cxample, AC Mielsen's Pay TV data (58% being very confident or
confident) and the new frec to air TV measurement, CzTAM™s TV data (49% being very confident or
confident) (See Reference 12).

s it coincidence that Australia is also the first country to have true multimedia scheduling operating in
advertising agencies for advertisers?




4. Fusion — A proxy for single source or confusion?

With all the single-medium data sets available, and clients’ own data, what about fusion as a proxy for
single source? i

Fusion involves combining data from two (or more) surveys by matching (“marrying”™) a respondent
from one survey with a respondent from the other to create a unified data set as though all the data had
been gathered from the same set of respondents. The intention is to allow cross-analysis of variables
not messured among the same sample.

It would overcome many of the political problems which have been alluded to. The secrets of the
measurement of cach media would remain protected, the power of the suppliers of the measurements
would remain intact, along with the relationships which have developed over many years.

Undfortunately it doesn't work! -

Fusion is not 2 new idea. At [east the basics of fusion are not new - every time media buyers have
identified a target sudience in terms of demographics, eg men aged 25-40, and bought TV programs
for that market, they have done a kind of mental fusion.

So how does it work? At the simplest level, fusion combines one set of respondenis with another set
of different respondents. Data about one person is combined/fused to data about another person, based
usually on shared demographics.

One thing to remember about fusion is that it Is only as precise as the smallest sample (at best). If you
fuse a 55,000 interview readership survey to a 500 interview TV-viewing survey, the fused product
has the accuracy of the 500 interview survey (or slightly less).

Ro?r Morgan Research set out to test fosion. Essentially what we did was to take a single source data
set (n = 24,508), split it randomly into two data sets and then fuse the two together.

The fused data set created, therefore had 12,185 respondents for whom we had two responses for
every question: their “sctual’ responses and the responses they were allocated under fusion (fused”
reSpOnses).

Thizs represents opiinmm conditions for fusion and optimum conditions for evaluation. The twao
matched samples had:

same sampling method
®  very similar sizes
» same range of data

How then did the fused database perform?

The fused data set reproduced the original data accurately, in aggregate. This is not a mark of
guccess, it is a minimum, and egsily achieveble, requirement. Of course, in our case, we had the
advantage of very similar data sets to start with, But media surveys, like all surveys, are not just about
aggregate rumbers. They are about measuring the strengths of relationships between one messure and
another, and this is where fosion lets us down,

The first example shows how *“fused” responses can fail to represent “actual’ responses. We looked at
the proportions of ‘fused’ responses which correctly represented the “actual’ responses of the
respondents as to whether or not they owned a cell phone and the phone company they dealt with.

! from Roy Morgan Single Source with data on media usage, prodoct usage, demographics, attitedes, etc.
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In Table & below, if the *fused’ responses represented ‘actual’ responses perfectly, then the diagonal
would be 100%, ie 100% of those who had a cell phone according to their “fused® response would
have actually had a cell phone, and 100% of those who used the Telstra carrier according to their
“fused” response would have actually used Telsira.

Table & also shows that ownership of cell phones was correctly esiimated only slightly better than by
chance (58% owners vs 52% in the total population) and casrier even less — particularly for the smaller
carrisrs

Table 8. Analysis of “fused’ respondents by *actual’ respondents for cell phone ownership and
phone company used.

Cell phone ownership and company wied — *Fused” Responses

‘Actnal’ Responses Taotal Owners Telstra Optus Vodafone

%o e %o Y
Owners 52 @ 56 &4
Telslra 26 30 éﬁ 2 27
Optus 14 I 14 ﬁ 21
Vidafone ] o B )
Other carrier 4 E] 3 4 2
Mor-owner 48 42 44 44 15

Sswree: Roy Morgan Single Source experitnental fused database Australin 2000

We then recreated the fiused database ensuring that respondents who owned cell phones were matched
with other respondents who used cell phones. Even if the database is forced to match on cell phone
ownership the next table shows that estimation of carrier is only marginally better than chance (Telstra
4%% vs 45%0).

Table 9. Analysis of ‘fused’ responses by “actnal” responses for cell phone company used — when
database is forced to match a cell phone ownership. ‘

gied — ‘Fused” R SEE
‘Actual’ Responses Total Telstra Optus Vodalome
Va e a %
Telstra 26 44 41
Optus 14 24 29
Vodafone 3 15 13 hs]

Saurce: Roy Morgan Single Source experimental fused database Avstralia 2000

The next test — laundry powder — showed the ‘fused’ responses represented ‘actual’ respondents’
brand of laundry powder used — no better than chance. For instance, where the *fused’ response would
suggest the respondent used Cold Power, only 7% of those respandents actually did use Cold Power.

‘Fable 10. Analysis of ‘Tused® responses by ‘actual® responses for brand of laundry powder used.

Brand of laundry powder uied — ‘Fused” Responses

[ 1]

;;:?:us Total Codd Power Surf Omo Hi Performance | Omomatic Spree
%% % Ha T %o Yo

Cold Power 7 : 10 9 7

Surf 5 3 3 ] 5

Chmis HIP 3 4 * 4

Omomatic 3 4 3 3 |8 |

B & 8 [l 7 7 r‘]ﬂ

Source: Roy Morgan Single Soarce experimental fused database Australia 2000

The following Teble 11 shows Omomatic (a brand of soap powder used in front-loading washing
machines) almost egually likely to be used in front-loading and top-loading washing machines
according to the ‘fused’ responses. However, the ‘actusl’ responses show clearly that 27% of
respondents using front-loading washing machines nse Omomatic, compared with only 1% of those
with top-loading washing machines.
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Table 11. Analysis of brand of lawndry powder nsed by type of washing machine for ‘fused’
respondents and “actual’ respondents.

Washing maching iype Wazhing machine type
Brand of lawndry {*Fused' Responses) (“Actual’ Responses) 1
pawnder used Top-toad Front-load Top-load Front-load
B o Yo Yo
Celd Power 6 6 6 5
Burf 3 ¥ 5 2
OMO HF 4 4 4 3
Omomatic L3 4 | L1 27 1
| Spree G 6 7 | 2

Source: Roy Morgan Single Source experimental fused database Australia 2000

When we recreated the fused data set yet again, this time ensuring respondents matched on washing
mzAchine rype (front loader va top loader) the estimation of Omomatic use was improved substantially.

Many more examples are possible. However, it is clear that fosion is not 2 serious solution. In
general, with fizsion, relationships betwesn two variables from different sources are diluted or blurred
if the linking or matching variables (sometires called “hooks™) are not highly efficient predictors of
bath, and as we have seen, different matching variables are needed for cach category.

Tmportantly, the degree of preservation of relationships through fusion is inconsistent and
unpredictable.

The lesson of this for the media is that specialist media vehicles will be disadvantaged. The broad-
appeal, middle-of-the-road media will be represented more adequately because their audiences are
very hard to define sharply. However, if 2 medium iz gimed at a niche market, whether thiz be the
very affluent, computer freaks, new mothers or sparts fans, a fused data set is liable to understate the
medium’s ability 1o reach its target selectively.

The following chart shows the income profile of readers of the Australian Financial Review (the local
equivalent of the Wall Street Journal or Financial Times) as revealed by the original data set and as
imputed by the fosed data set. Certainly readership shows up as being strongest in the top income
groups, but not as strong as it should be. Its impact has been diluted by the fusion process — in spite of
‘income” being one of the variables on which respondents were matched.



Figure 9. Comparison of ‘actual’ and ‘fused” data for readership of the Ansiralian Financial
Review (similar to Wall Street Journal or Financial Times) among Men AB and C Quintiles.

Bl actual B Fused
A - - - o - - m m s e - m e - M E s b ke EE E & EE & EE o EEE =R moEE o

% read AFR

BG0-rak BO0-BOK Fr0oE=

540:45K

FA0-38K S60=HAK

[[ifeeli]

Sources Koy Morgan ?Tinglt Source experimental fused database Australia 2000

Potentially any specialist medium is capable of being affected in this way. The following Table 12
shows the difference between the real position of a niche magazine and the less focused position
implied by the use of fused data.

Table 12. Comparison of ‘fused® and ‘actual’ respondent readership of mether and baby
analysed by parental status, and purchasing of baby items.

All Parents Buyers of Buyers of
WOHER of babies nappies {diapers) other baby ilems
iy % B %
Readers of *Mother & Baby®
' Actoal’ 1.7 9.2 B3 1.9 !
|
“Fusad’ 1.5 34 4.7 5.1 |

Source: Roy Morgan Single Source experimental fused database Australin 2000
Incidentally, in our fused data set over 70% of the nappy buyers apparently had no babies!

Where more than fwp databases are fused, estimates involving two different donor sources will be
subject to double ‘regression to the mean™.

There are some measures which can be taken to reduce this problem. The washing powder mismatch
largely disappeared when we fused owners of fonl-loading machines only with owners of similar
machines. But there is a limit to how much selective matching can be used to fix such localised
problems. The really worrying thing is that the dilution of the strength of relationships by fusion is
variable and hard to predict. The only sure thing that can be said is that it discriminates against the
specialist media. It also makes the conscientious media buyer’s job harder by removing much of the
evidence for the cost-cffectiveness of niche media, Perhaps it makes the lazy media buyer's job casier
by making it easier (o justify only using mass media,

——

¥ Fusion infrodisees a subslantial random clement into the relabionships between measures fram different sources &5 that what
shoild be vesy clear differences and distinetions arz scen far kess elearly, o phenomenen known &3 ‘regreseion to the mean”.
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It iz interesting that todav as sophisticated marketers and communicators realise the shift is from

broadcast'mass communications to more personal one-to-one communications via clients’ own
databases, Internet communities and the like, that the research industry is rving not only o hold back
the tide — but to actually trmn it around — and send us back io the pretence of homogeneity.

There is no question that information systems m the futare will involve combining data from a range of
sources, but fusion will be seen for what it really is — CONFUSION — rather than the sophisticated use of
multiple sets of data. Our young people can and do cope with multiple streams of input. The media
decision makers of the future will not thank us for confusing the streams . They will not accept it!

£, The Future

Media planning agencies are competing for business, at least in part, according to their ability to
deliver successful integrated (multimedia) communication stralegies.

The media are now using information to develop cross-media product: eg free magazines in
newspapers; magazines on television and the Internet; cooking TV programs that drive cookbook
magazines, ete. They are also packaging cross-media advertising opportunities, eg local newspapers
combined with state/national newspapers, TV and magazine advertising/sponsorship, etc.

However, for the media industry another pressure point will come to bear as they sock increasingly to
value their brands {mastheads) in their balance sheets, The desire will be to have high audience
figures (to provide high brand value) but the audience figures will come under greater scrutiny from
financial analysts (experts at numbers and their manipulation) than they have from media buyers and

AECTCIGS,

Our industry is changing too. In Ausitralia, at Roy Morgan Research, it is our expericnce that
regardless of how or why research has been done in the past, well-focused corporations are now taking
a very strategic and practical approach to research.

The focus is clearly on uses to which the information will be put - decisions which will be made based
on the data.
What kind of decisions?

»  How do they identify and target those clients with the most profit potential?

= What are the most appropriate products and services for their target customers?

= How do they communicate effectively with their target customer?

These decisions relate to the profitability of corporations and their competitiveness in their market.

We, in the research or the information business, must move on from worrying about methodology and
get focused on accurate, relevant information.

In Australia, Roy Morgen Single Source uses & combination of a personal interview esiablishment
survey and self-completion questionnaires,

Research purists may question:

- establishmeni surveys;

= the length of the questionnaire (respondent fatigue);
« response rates of self-completion surveys;

- gt efc,

What matrers 15 that the information is accurate. Financial information from Roy Morgan Single
Source was used in a major Australian Government enquiry into banking in Australia - the Wallis
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Enguiry. Comparisons of our US information with US Federal Reserve estimates of dollars in various
hanking products were all well within 5%.

The antomotive information is used as a leading indicator of sales. In each industry we measure, the
information relates well o known marketshare information (gee Appendix 1).

In summary, todey simgle source information and multimedia scheduling software are available.
This mecans it is possible to substantially increase media productivity in the multimedia environment.
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Appendix 1:

UsSA Australia
Roy Morgan Single Source Wave 1 US Estimate and Source September
Jul-Mov 2000 2000
Sample (5,544) (23,000 - 55,000)
{popn. 14+ "000) 221,185 15,38

Smoking Incidence*
% Legal Age

4% million people aged 17+ (Popn Univarsa 200 million)

Smaking FMC
% Legal Age

HNata(™). Inchedes Annual Smoking of Elgarﬁmipes

Incidence 24. 7% Amesica Heart AE!EI:HEHE-I‘I
24.1% National Health Surway
25% WebMDHeaalth

Pl in Housshaold
T

PC penatration in US Households - "excesds 63 per cent”
Auatrallan Financial Review - 22/01/01

Cell Phones
0%

100 Million phones - Various incleding General Motors
and Mewspaper | Magazine arllcles

Housahaold Incomea
580K+ (Age 18+)

50.8 milion adulis in Households where tatal Income = §75k

1A Current Population Survey US Census March 1989

Amount in Transaciion %21,280 Approx 520,180 - US Federal Reserve - 0BM2/00 515,000
Accounts (Total $335 In Deposits / 14+ Population)

Wal-Mart Turnover 57T6.7 Bil 5102 Billion (grocery+non-gracany) - Wal-Mart Annual Report Mot Applicable
(Kain Grocery Buyers) [Qrocery only) faar o January 31, 2000

Sam's Club £23.3 Bt 525 Billion [Total) - Wal-Mart Annual Report Mot Applicable
(Main Grocery Buyers) Yoar to January 31st, 2000

Intarniet Mainly Home ar

Malnly Waork - last 4 Weaks 108.7 Million at homa and at work Nielsen'tatRatings - G 280

B Decambar 2000 40.5
Internet Mainly AL Work

Last 4 Weeks 31,8 Million Miglsen/MetRatings July 2000 {Age 2+) 2,774

S

intarnet Liniverse (ever accessed)
o

163 million (Age 2+ with current inernet Accass)
Nilseni/NelRatings - January 14th, 2001

“NB: In Australia respondents are asked whather they have used the Internet at home or at work bul not where th

gy mainl uge the Internet.
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