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INTRODUCTION

Mediaplanner provides instant evaluation of the effectiveness of press schedules against any
number of pre-defined target markets. It can provide analysis on existing schedules based on
reach, frequency, audience and cost.

STARTING MEDIAPLANNER+

Click on Mediaplanner+ from the main Telmar screen and you will see the box below which gives you
a choice of Wizards to use or Expert Mode for more experienced users.

What do you want to do ? EI

BEank

Single Schedule

bdulti Schedule

Curulative Cover

Optimisation

%)
O
_
©
N
=

Time Schedule

Open an Existing File |

Expert Mode |

D Exit

] Dan't shaw this dialog again~ Project

WIZARDS

The Wizards take you through the steps to create a rank, single, multi, cumulative cover and
optimisation analysis.

Rank Mode allows you to rank your publications by coverage, cost or composition against a given
target audience(s).

Single Schedule Mode allows you to view a single target audience with or without costs.

Multi Schedule Mode gives you the option of viewing multiple target audiences with more than one
schedule at a tfime. This wizard is identical to the single schedule mode.

Cumulative Cover Mode uses a multi schedule to calculate the coverage build for each schedule
shown in 000's and/or %'s.

Optimisation Mode enables you to quickly find the optimum schedule against either a budget or
coverage target.

For further assistance call the Helpdesk on 020 7467 2575 t I
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Time Schedule Mode allows you to plan seasonal campaigns in order to ensure that the desired
coverage and frequency is achieved within the campaign period.

To Create A New Target Audience

If you are using one of the Wizards and the target audience you wish to use is not already

listed and you wish to create a new target audience, click on the New Target button. Tﬁi
arget

If you are in a schedule and you wish to create a new target audience to add to the
schedule, click on the Target button on the toolbar and then click on the New Target button.

The Select Survey screen is displayed:---

M Select Survey §|
Available Surveys: BES
Survey Code Survey Description = | Survey Date
4 54HSC HRS July - December 2005 {(Y/H Min. Data Period) City AM.... 04052006
i 54VSC HRS January - December 2005 City AM. Simulation 04042006
i Al4AP AMPS 2004AP - Main 11102004
i3 ABOSL 2005 Premier TGI 16/02/2005
i3 ABOGL 2006 Premier TGI 160272006
i3 ABOTL Premier TGl 2007 140272007
i ARMR Aberdeen Readership Survey 2004 07102004
i ARM4S Aberdeen Readership Survey 2004 {Incl. Self-Completion} 071022004
i AR0GS Aberdeen Readership Survey 2006 (Incl. Seif-Completion} 28072006
4 ASBOG Asian Business Readership Survey 2006 {(ABRS 9) 07T/03 2006
i ATMO3 ATMS 2003 2000172004
i AWTOS AIM - Wave T (Hovember 2005) 221022006
i BITH KRT-03 syys 2003 -marraskuu 2003 28112003
i3 BAMO4 TGl 2004 {April 2003 - March 2004} - for BBC only 0702004
i3 BAPO3 BBEC World Audience Profiling Study {2003} 154272003
i REAA REC Niaihs | ifa et 2002 _ San 200t iWavae 441 A T >
Search
| (%) Anpwhere {®) By Survey Code
] Multbased only ) Fram Beginhing () By Survey Description

[ ok ] [ cone

To filter the list of surveys, enter NRS in the Search box, then click on the By Survey Description
option and only those surveys with NRS in the description will be displayed. Select the survey you
wish to use, then click on OK.

For further assistance call the Helpdesk on 020 7467 2575 t I
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This will take you to the coding screen:

=X

B Coding for Survey: NRS January - December 2006 (NO64Y) :

+ = == = == = Mumber |More.. | | Options b

Age 25-34 ~ 6 Title Zode Resps -~
25

Age 35-44 Social Grade 4BC1 ABRC1
Age 45-54 Social Grade C2DE CDE
Age 55-64
Age B5+ —
Age 15+ Al
Age 15-24 OR
Mean dge H
Median Age AMD 7
Social Grade & 5
Social Grade B =
Social Grade C1 Sl 3_
Socisl Grade C2 1o |
Social Grade D ST
Social Grade E [ 2 |
Social Grade A8 3 |
4|
s |
15 |
F
g |

1
2|
Ay 3
|
5 |

MNOT

Social Grade ABC1
Social Grade ABC1C2
Social Grade C1C2

Social Grade C2DE

Social Grade DE
TE Age 16 or under
TE Age 17

| £

Reszet Categories
[Juse short titles

I D oo D

| v|Go | v|Go

= v

[w]only Search Selected ]
< >

[=earch Again

Test Al Survey Cancel et g

Select the coding for the target audiences you wish to set up, then click on Next.

In this example, we have chosen to use ABC1 and C2DE as two separate target audiences. Highlight
the two codes, then click on 5 - the coding moves to the coding grid on the right hand side. Then
click on Next.

N.B. The other buttons you usually use to create combinations of demographic groups for your
audiences (ANY, ALL, AND, OR and NOT) are also shown in the bar between the code sections and
the coding grid and can be used in the usual way.

For further assistance call the Helpdesk on 020 7467 2575 t I
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Next, the Select Media screen shows the Available Media sections in the selected survey - open a
publications section and/or sub-section and double click to select a title or click on a title, then

click on the button and it will move to the box on the right hand side. To move a title back, click
on the Title, then click on the button.

i Select Media from NRS January - December 2006
B % O X 64

Insertions Title: Mremaonic  Source Code String

k- Women's Weeklies 6 Glamour GLA MOGd GLA,
&) Bela © mstyle 1Y MOB4Y ISY
#-6) Best © Warie Claire MAC  MOGAY  MAC
©) chat © How BB MOBY MY
-6 Closer © OK!Magazine OKM  MNOG4Y  OKM
6 Full House © Hello

6 Grazia
6 Heat
=-€) Hello

6 Inside Soap
- Love It! (Adj) =
B My Weekly

-0 Hew!

=0

=0

6 People’s Friend

-6 Pick Me Up

©4) Real People (Adj)

6 Reveal

6 Take A Break

-6 That's Life

6 Woman "

1

[
[]5how Cateqories E Media zelected

| w

| w H Search ” Collapze ] [Elwn Media...l 0k l ’ Cancel

Select your titles, then click on OK.

If you regularly use the same titles, you may wish to save the selection as an Own Media file - see
below.

For further assistance call the Helpdesk on 020 7467 2575 t I
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Save Own Media

Select the titles as shown above, then click on Own Media... and select Save Own Media and enter
a name for the titles in the Own Media Description, then click on OK. Another window will appear
containing the same name, click on Save - this is saved into your default Telmar folder.

Own Media Description

Save in: | 1) User v| €] ¥ o @
@ [C)Har monisation
Enter a deseription by which pau can identify yaur g?;ﬁ%pmnt Testing
el Ee () Touchpoint ws MRS
[ touchuser
|Y|:uung Glogsy Titles] |

File: name: | [ Save ]

Save as type: | Telmar Dwn Media Codes [THiM] v| [ cancel |

Own Media codes are shown in the Select Media screen on the left hand side under Own Media -
double click to open the section and any own media codes that have been set up will be shown in the
list - titles from these lists can be selected as normal.

=S

@ Select Media from NRS January - December 2006 __
B % O X 0 &

Insertions Title Mremonic | Source
= Own Medis © Hello HEL  NOB4Y
-- Young Glossy Titles 6 How MR MOE4™
Publications: &R, 6 0K Magazine Ckhd MOG4Y
Publications: A R. (Alphabetical) 6 Glamour GLA MOG4
Publications: A R. (Grouped by Frequency) 6 InStyle 1=y MOGdY
Publications: &R, (Sorted by "AI Adults") 6 Marie Claire [ MOE4™
Publications: &.1F. (General Publications)
Publications: & | R. (Women's Publications)

| >
[ Show Categaries B Media selected
VH Search H Collapze ] [Dwn Media...l 0k ] [ Cancel l
For further assistance call the Helpdesk on 020 7467 2575 t I
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Rank Mode (Cover, Cost, Difference, Composition)

It is possible to rank your publications by coverage, cost or composition against a given
target audience(s). You can either select the Rank wizard when you first open Mediaplanner
or click on the Rank button in the toolbar.

Select a demographic group by highlighting the file name you require and click on OK.

Target Markets found in: p-ilUzeritouchuzers

Rank

Project Usernaime Seqguence M. Target

Modifiedd
230420
23004120
1704120

lcordery Men 1704720
Icordery All Respondents 080320 b
< >

|Target v| | v| ’ Search

[ MHew T arget ] ’.-’-\dvanced... ] [1*iews Composition Markets Only [ 0k ] ’ Cancel l

Select a demographic group by highlighting the file name you require and click on OK.

There are 4 different types of rank methods you can use:-

Rank on ... [‘)?| Cover Rank - sorts by Readership ‘000
Select Rank Method Cost Rank - sorts by CPT AIR (Cost per Thousand Average Issue
Caver Rank Reqder‘ship)
Cozt Rank
Compositian Rank Composition Rank - sorts by Composition %

Difference Rank.

‘000 and as a %

See examples shown below:-

[1]:8 ] [ Cancel l

Difference Rank - if you have more than one target audience, this
displays the difference between the two target audiences both in

For further assistance call the Helpdesk on 020 7467 2575 t I
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Click on the Rank button, then click on Cover Rank, then click on OK. The Cover Rank is displayed:-

arget Social Grade C2DE
urvey MRS January - December 2006
elght Population Weight
isplay Cover Rank
Readership | Readership % Composition
Rank Insertions [o00] Ya Composition Index
1 OK!Magazine 1082 489 4237 94
] 2 Hels 817 | 378 36,66 86
T 519 | 2.39 4304 a6
] 4 Marie Claive 339 | 1.56 26 98 £0
| 5 Glamowr 209 | 1.38 24 51 55
| 5 nstyle &1 037 2414 54

Click on the Rank button, then click on Cost Rank, then click on OK. A Select Cost File window will
appear asking you to choose a cost file (these are followed by .cst). Select the file name, then click
on Open.

i Select Cost File

Loak jn: ||E p: Whlonfs01 Yorainec
P\l serhtouchuser

P:4Userstouchuserih ational Dailies.CS”
Cost
1500
1600
1700
1800
1500
2000
2100
2200
2300
2400
2800

v| m

Mremonic

B DML
B DMR
Ea DRC
Hg DST
B DTL
B DEX
4l

B Gua
> B IND

H SUN
B TMS

Filename Modified

File name: | F: A zerstouchuszersM ational D ailies. CST

| |
¥ (o=

Open ]

Files of bype: | All Cost Files [C5T.CO5.TRC)

() Central Files
() My Files

If you do not already have a previously saved cost file you will have to manually enter the cost. To
do this, click on the Enter Costs Manually button.

Costs Input X

Costs input

Insertions |Unit Cost |

Glarmour 7000

InStyle B500' [ From Fie.

Marie Claire 5000

Nows 4500

Okl Magazine 5000

Hella 7000
For further assistance call t} telmar
Copyright © 2015 By Telmar
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The Cost Rank is

displayed:-

arget Social Grade C2DE

urvey MRS January - December 2006

eight Populstion Weight

isplay Cost Rank

Readership | Readership Unit
Rank Insertions [000] % Cost CPT

1 OHl Magazine 1062 | 459 5,000.00 4.7
2 Hello 217 ﬂ 376 7.,000.00 547
3 Mow 513 239 4,500.00 8E7
4 Marie Claire 333 | 156 5,000.00 1475
5 Glamour 299 | 1.38 7.,000.00 2342
B InStyle | 0.37 £,500.00 8030

To save the costs click on the Costs button on the toolbar. A Save Costs window will appear click

on the Save Costs button, type in a file name and click on Save.

Click on the Rank button, then click on Composition Rank, then click on OK. The Composition Rank

is displayed:-
Target Social Grade C2DE Popula
Survey MRS January - December 2006 Sample
Weight Population Weight Comp.
isplay Composition Rank

Empmm Grads C2DE

Compaq Readership | Readership Unit %o Composition

Rank Insertions [000] %o Cost CPT Composition Index

1 T 218 I 238 4,500.00 867 43.04 a5

| 2 oK Magazine 1062 [| 489 5,000.00 471 4237 94
B S Hella 17 " 3.76 7,000.00 5.57 35.86 g6
| 4 Marie Claire 339 | 156 5,000.00 1475 2698 &0
| 5 |Glamowr 299 | 138 7,000.00 2342 24 F1 55
[ | & sty a1 037 £,500.00 &0.30 2414 54

Click on the Rank button, then click on Difference Rank, then click on OK. The Difference Rank is

displayed:-
arget Social Grade C2DE H
urvey MRS January - December 2006 9
eight Population YWeight
isplay Difference Rank
Social Grade C2DE fSocial Grade ABCT
Differel {1} Social Grade C2DE | {2) Social Grade ABC1 Difference Difference
Rank Insertions Readership [000] Readership [000] Readership [000] | Readership %
1 InStyle EEI 254 +75 +219.47
] 2z clamow 298 ang 611 +204 80
] 3 Marie Claire 338 q0E +570 +165 .64
| 4 Hello a1 1273 +464 +57.19
FOI" fUI"Th_ 5 Okl Magazine 1062 143 +369 +34.73
Copyr‘ighT_ G Mow 518 579 +161 +30.96 a r
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Single/Multi Schedule Mode

Single Schedule allows you to view a single target audience with or without costs. Multi Szl seiedvls

Schedule gives you the option of viewing multiple target audiences with more than one
schedule at a time. You can select the Single Schedule or Multi Schedule wizard when you
first open Mediaplanner or click their button in the toolbar. Multi Schedule

Select a demographic group by highlighting the file name, then click on OK.

- O]

Target b arkets found in: p:iWlzerstouchusers

Project Sequence M. | Target Survey Code | Modified :
W MOE4 LT —

MOE4Y 0420

lcordery 1 Aciults MOE4Y 1704520
lcordery 2 Men MOE4Y 1704520
lcordery 1 All Respondents BRS06 0a0s20 b
5 A
|Target v| | v| ’ Search
[ Mew T arget ] ’ Advanced... l [1¥iew Composition Markets Only k. l [ Cancel ]

You are then asked: ‘Would you like to use costs?’

Choose one of the three options - click File to load costs from file - click Manual to enter costs
manually - click Cancel o not use costs at this time.

@ Wwiould you like to uge coste 7

Click, FILE tao load costs from fils.
Click MAMUAL to enter costs marnually.
Click IGMORE to ot use costs at thiz time.

[ fie | [ Maruad | [ lgnoe |

If you choose File to load costs from file, the Select Cost File window showing any saved cost files
- click on a file, then click on Open.

If you choose Manual to enter costs manually, the Costs Input window appears - enter the costs
against each title in the Unit Cost column, then click on OK.

For further assistance call the Helpdesk on 020 7467 2575 t I
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The Single Schedule is shown below:-

The Multi Schedule is shown below, for each schedule you get a new insertion column in the
schedule window and totals in Total Window at the bottom of the screen.:-

Target Social Grade C20E Populat

Survey MRS January - December 2006 Sampld

Weight Population Weight Comp.

Display Single Schedule

[ 5ocial Grade ABC1 jSocial Grads C2DE

Readership | Readership Unit %
Insertions Insertions [000] % CPT Cost Composition

Moy 0 | 514 | 2389 8.67 4,500.00 4304
O Magazine 0 [| 1052 [| 489 4.71 5,000,00 4237
Hello 0 ﬂ &7 ﬂ 376 8.57 7.000.00 3886
barie Claire ol 339 156 1475 5,000.00 26 55
Glamaur i | 294 | 138 2342 7.000.00 24 51
InStyle o &1 0.37 80.30 §,500.,00 2419

Target

[Survey
Weight
Display

Social Grade C2DE

MRS January - December 2006
Population Weight

Multi Schedule

ISociaI Grade ABC1 iSociaI Gracde C2DE

Population

21699 (000) (45.0% of Comp Base)

Sample Size 15529
Comp. Target Al

1 2 3 4 Readership | Readership Yo
Insertions Insertions Schedule Schedule Schedule [000] % CPT Cost Composition
Py 2 3 4 | 519 | 239 367 4,500,00 4304
O Magazine 2 3 4 [| 1062 [| 4,59 4.71 £,000.00 4237
Hello 2 k] 4 [| a7 ﬂ 376 857 7,000.00 35 86
harie Claire 2 3 4 | 338 | 1.56 14.75 2,000.00 26.95
Glamour 2 3 4| 293 138 2342 7,000.00 24 51
InStyle 2 3 4 a1 0.37 8030 E,500.00 2419
Total Reach Reach Total Avg. Total
Uses [000] Yo Impacts [000] | Frequency Cost
1 Inzertions B 2040 9.40 3116 1.53 35,000.00
2 Schedule 12 2695 12.44 B33 23 70,000.00
3 Schedule 18 F280 1511 9345 285 10:5,000.00
4 Schedule 24 3724 1716 12466 335 140,000.00

For further assistance call the Helpdesk on 020 7467 2575
Copyright © 2015 By Telmar Group Inc., All rights reserved
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cumulative Cover Mode —
il

You can select the Cumulative Cover mode when you first open Mediaplanner or click | -, iative Caver

the button in the toolbar.
Select a demographic group by highlighting the file name, then click on OK.

Target Marketz found in; pilzerhtouchusers

Project Uszernaime Sequence M. | Target Survey Code | Modified
: 2304 120

Aciults MOB4Y 1704520

lcordery 1
lcordery 2 Men MOE4Y 1704520
lcordery 1 All Respondents BRS0E 0320 b
4 H
(o ]| ==
[ Mew T arget ] ’ Advanced... l [ ¥iew Composition Markets Only ] l [ Cancel ]

The Cumulative Cover Columns window appears asking you o enter the required insertion level for
each column. Tick the boxes to Show Cover 000 and Show Cover %, then click on OK.

Multi cume X]

Curnulative Cover Columns
Enter required Insertion levels for each column

Column 1 |Culumn 2 |COIumn 3 |Culumn 4 |COIumn 5 |Culumn 53 |COIumn 7
1]

2 4 B B 10 0
[ >

Show Cover 00D
Show Cover %

l ok l l Cancel
The Cumulative Cover window will then be displayed:-
Impncial Grade C2DE
Readership | Readership Unit % 1insert 1Insert 2inserts 2.Inserts Ainserts A4Inserts
Insertions Insertions | [000] | Y CPT Cost Compeosition | Cume Cov [080] | Cume Cov% | Cume Cov [000] | Cume Cou% | Cume Cov [000] [ Cume Cov%
Ok! Magazing a H 1062 |] 489 47 5,000.00 4237 1062 4.89 1439 6.6 1945 8.ar
Mo a I 519 I 239 BET 450000 43.04 5189 239 B8 347 BE0 3.96
Hello a ﬂ 7 ” 376 857 7.000.00 3886 817 376 1204 555 1643 757
| |eamour o] 299 138 2342 700000 2451 209 386 B 475 218
InStyle a a1 037 8030 £,500.00 2418 &l 104 0.45 128 059
[ Matie Claire a ‘ 339 ‘ 1.96 1475 5,000.00 2698 339 £ 460 S&T 27

You can use Cume Cover to determine the ideal level of insertions to have per publication before
cover starts to plateau, i.e. any additional insertions would not provide much greater coverage. For

For further assistance call the Helpdesk on 020 7467 2575 t I
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example, InStyle's cover increases only slightly with each insertion so it wouldn't be useful to have
more than one insertion if we were aiming towards C2DE's.

Optimisation Mode

You can select the Optimisation mode when you first open Mediaplanner or click the button
in the toolbar.

@

Cptimize

Firstly, select a demographic group by highlighting the file name and clicking on OK.

If already in Mediaplanner, make sure that there are no insertions placed in any publications, then
click on the Optimise button on the toolbar. It will ask ‘Would you like to use costs?' select either
File, Manual or Ignore. The Minimum and Maximum Insertions columns will be added to the schedule
and the Optimise dialog box opens up.

NB YOU SHOULD NOT OPTIMISE WHEN YOU ARE IN TIMEPLAN MODE, ONLY IN
SINGLE SCHEDULE AND MULTI SCHEDULE MODE.

Initial Min Max
- L)
Insertions Uses Uses Uses

Qk) Magazine

12 Optimization parameters

Mo 12 Optimize to a... Target

) Social Grade C2DE
Hello 12 (%) Maximize Coverage
Glamour 3 O Frequency Goal of 3 ﬂ *

InStyle

o o o o oo
o o o o o o

7 12 %
3 Stop AL, Campaign Length J Week(s]

(%) Budget of 50000 -
Mumber of results to display 2 J
() % Reach 0.00

Marie Claire

[ oo ] [ cese |

You can now choose to Optimise to.. Maximise Coverage or Frequency Goal and insert the
frequency goal using the arrows, then you can choose to Stop At.. a Budget or % Reach.

You also have the ability to change the length of your campaign (the default is 12 weeks). This
campaign length determines the level of Maximum Inserts available in the optimisation. However,
the Maximum Insertions can be manually changed if the default does not suit your needs.

You can also change the Number of Results to display. Confirm &

Once you have selected all your options, click on the Go button. You will be asked if you
are sure you wish to Optimise Now - click on Yes.

Once the optimisation strategy you selected has been achieved, the optimised schedules will be
displayed in the Schedule window and the results in the Totals window of the planning screen.

ISociaI Grade ABC1 iSociaI Grade C2DE

1 2 Readership | Readership Unit
Insertions Optl opt2 [000] % CPT Cost
0K Magazine & 7] 1062 489 471 500000
Moy 9 1] 519 239 857 4,500.00
Hello 0 o 817 | 376 857 7,000.00
Glamaur 1 1] 299 138 2342 7,000.00
InStyle 0 0 81 037 8030 £,500.00
— o e 9 i | . — - 0000
For further assistance call the Helpdesk on 020 7467 2575 tel mar
Copyright © 2015 By Telmar Group Inc., All rights reserved

the FUTURE of
Media Planning



MEDIAPLANNER+ WITH TIMEPLAN

User Manual Page 15

Total

Reach

Reach

Total

Avg.

Total

Uses

%

Impacts [000]

Frequency

Cost

1 Optt
2 Opt2

9
10

2693
2789

12.41
1285

o928
8589

2580
308

46,500.00
51,500.00

TIMEPLAN MODULE

Timeplan is essential for planning seasonal campaigns in order to ensure that the desired coverage
and frequency is achieved within the campaign period. We all know that some publications are still
being read many weeks or months after their cover date. It is important for agencies and
advertisers to know exactly how their anticipated coverage is spread over time, especially for
seasonal or coupon advertising. Timeplan uses NRS readership accumulation data.

NB, certain features of Mediaplanner should only be used in Single Schedule or Multi Schedule
mode. They will not work correctly in Timeplan mode. These include Optimisation and What if.

Using Timeplan

Click on the Timeplan button on the toolbar or select Time Schedule when you first open )

Mediaplanner.

If you are already using Mediaplanner, you MUST go back into Single Schedule mode

before clicking on Timeplan in the top toolbar.

The Campaign Period window appears, here you can set the Campaign Start Date (default is

Timeplan

Period

today's date), Duration (13 weeks is the default) and Campaign End Date. Click OK. If you need to
change the period, click on the Period button in the toolbar.

Campaign Period

Campaign Start Date:

Mon Tue Wed Thu Fi Sat Sun

2 3 4 5 € 7 8

Duration

(Hoh )

§ 10 11 12 13 14 15 [
16 17 18 19 20 21 22 (

23 24 25 2% 27 28 29 [ o
12 Months

Start Date
30/04/2007

3Months |

£ Months ]

SMonths |

End Date
29/07/2007

Campaign End Date:

Mon Tue wed Thu Fi Sat Sun
1

2 3 4 5 BE 7 8
8 10 1 12 13 14 15
6 17 18 19 @ 21 2
23 24 5 = 27 2 [El
EOE]

29/07/2007

For further assistance call the Helpdesk on 020 7467 2575
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telmar

the FUTURE of
Media Planning



MEDIAPLANNER+ WITH TIMEPLAN
User Manual Page 16

This example shows a 5 week campaign using weekly/monthly magazines

Target Social Grade C2DE Population 21
Survey MRE January - December 2006 Sample Size 15
Period 30042007 to 29072007 (13 Yieeks) Comp. Target All
Display All'vesks, Scheduls 1
ISDciaI Grade C2DE j Social Grade ABC1
Readership Readership Unit Apr May May May May
[ono] % Cost CPT | Insertions 30 o7 14 2 28
Glamour 295 137 0.00 0.00 ] - 0 -
InStyle g0 037 0.00 0.00 0 1] 0 0 1] 0
Marie Claire 338 1.56 0.00 0.00 0 1] - - - 0
How 518 239 0.00 0.00 ] a 0 ] a ]
OK! Magazine 1062 489 0.00 0.00 0 1] 0 0 1] 0
Hello g11 374 0.00 0.00 ] a 0 ] a ]

Enter your insertions into each week of the schedule against each title - the Total Uses, Reach
[000], Reach %, GRP and Net GRP are displayed in the Totals window.

The Schedule window shows the insertions for each week against each title.

Target Social Grade C2DE Population 21
Survey MRS January - December 2006 Sample Size 15|
Period F0004,2007 to 290702007 (13 Weeks) Comp. Target Al
Display All'Veeks, Schedule 1
.Social Grade CZDE 4 Social Grade ABC

Readership Readership Unit Apr May May May May

[000] % Cost CPT | Insertions 30 o7 14 21 28
Glamour 293 137 0.00 0.00 1 - 1 - -
InStyle a0 037 0.00 0.00 3 1 0 1 1 o
Marie Claire 338 1.56 0.00 0.00 1 a - 1
How 518 239 0.00 0.00 3 1 ] 1 ] 1
OK! Magazine 1062 459 0.0o 0.00 7 2 1 1 2 1
Hello g1 374 0.0o 0.00 2 I ] 2 ] I

Tip - you can click and drag an insertion from one box to another if you put one in the wrong placel!

The Totals window shows the coverage for the 5 weeks of the campaign as it cumes by week.
There could be a difference between the Total Plan Reach in the first column (15.42%) and the
reach achieved at the end of the campaign period (13.25%), i.e. coverage can continue to build after
the campaign has finished.

Weekly Results Total Apr May May May May

Plan 30 o7 14 4| 28
Total Uses 17 4 2 5 3 3
Reach [000] 3347 367 1296 1862 2435 2874
Reach % 15.42 1.69 5497 8.58 11.50 1325
GRP 5292 7.29 1228 22.87 31.88 40.00
Het GRP - 7.29 4499 10.59 9.01 813

For further assistance call the Helpdesk on 020 7467 2575
Copyright © 2015 By Telmar Group Inc., All rights reserved
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Viewing Timeplan curves

You may wish to view the curve for each title - click on the Curves button on the toolbar, then

click on the publication title to see their graph.

¥l

Curves

Current Curve filename: G:ATELMAR\mediaplan\TESTING101\Timeplan.MRS

Curve Number Insertions e
72 Glamour GLA
95 InStyle I5Y
103 Marie Claire AL
124 o MY
127 Okl Magazine Okt
g1 Hella HEL
< ¥
[ Use AP Values "

Insertions | Curves | Curve Names

Curve

= 72 Glamaut

Wiseks

Source: MRS Accumulation Data

et LR IS L IR R
5 10 15 20 25 30 35 40 45 50

File Options.

Another example shows a 8 week campaign using National Dailies

The Schedule window shows the insertions for each week against each title.

Target Social Grade ABC1 Population 26457 (000) (55.0% of Comp Base)
Survey MRS January - December 2006 Sample Size 22547
Period 3000472007 to 2406/2007 (5 VWeeks) Comp. Target All
Display All'veeks, Schedule 1
lSociaI Grade ABC1 dSocial Grade C2DE

Readership Readership Apr May May May May Jun Jun

[000] Cost CPT Insertions 30 o7 14 P | 23 04 1 18
Daily Mail 3389 12.80 0.0o 0.00 B 1 1] 1] ] 2 u] 2 1
Daily Mirror 1566 5.9 0.0o 0.00 g 1 1 2 1 2 u] 1] 1
Daily Record 457 1.73 0.0o 0.00 g 1 1 1] 1 1] 2 2 1
Daily Star 491 1.85 0.00 0.00 =1 2 1 1 1 1] [u] 1] 1
Daily Telegraph 1846 547 0.00 0.00 g [u] 2 1 1 1] 1 2 1
Daily Express 1036 3m 0.00 0.00 7 2 1 1 1 1] 1 1] 1
Financial Times 365 1.38 0.00 0.00 1] o 1] a 0 1] o 1] o
The Guardian 1133 425 0.00 0.00 1] o 1] a 0 1] o 1] o
The Independent 669 253 0.00 0.00 1] o 1] a 0 1] o 1] o
The Sun 2869 1083 .00 .00 o u] o o] 0 o u] o u]
The Times 1546 584 0o o000 0 o 0 o 0 0 o o

The Totals window shows the coverage for 8 weeks of the campaign as it cumes by week. There
could be a difference between the Total Plan Reach in the first column (46.53%)and the reach
achieved at the end of the campaign (46.49%) i.e. coverage can continue to build after the
campaign has finished.

For further assistance call the Helpdesk on 020 7467 2575
Copyright © 2015 By Telmar Group Inc., All rights reserved
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‘Weekly Results Total Apr May May May May Jun Jun Jun
Plan 30 o7 14 Fa | 28 04 11 13
Total Uses 43 T [ 5 5 4 4 B B
Reach [000] 12324 B272 8849 9654 10095 11093 11346 11983 1233
Reach % 46.53 2368 33.56 36.45 3811 41.88 4284 4524 46.49
GRP 23211 31.96 59.30 83.85 104.22 141 .64 15597 198.95 23211
Het GRP 31.96 27.34 24 .56 2037 37.42 1433 4295 3347
Another example shows a 12 week campaign using weekly/monthly magazines
Enter your insertions into each week of the schedule against each publication.
The Schedule window shows the insertions for each week against each publication.
Target Social Grade ABC1 Population 26487 (000) (55.0% of Comp Base)
Survey MRS January - December 2006 Sample Size 22547
Period 30/04/2007 to 220772007 (12 Weeks) Comp. Target Al
Display All'Weeks, Schedule 1
lSociaI Grads ABC1 {Social Grade C2DE
Readership | Readership Unit Apr May May May May Jun Jun Jun Jun Jul Jul Jul
[000] % Cost | CPT |Inserliuns 30| 07| 14| 21 | zs| n4| 11 ‘ 13‘ 25| uz| us| 16
HME 3% 1.23 000 000 7 2 0 0 0 1 0 0 0 1 1 1
Nuts 597 2.25 000 000 7 1 0 2 0 1 0 1 0 1 0 0 1
Zoo Weekly 430 1.63 000 000 E 1 0 0 2 0 0 0 1 0 0 1 1
FHM 1384 5.22 000 000 4 1 2 - 1
FourFourTwo 380 1.43 o.oa 0.00 Bl 2 1 2 - -
0 Magazine 542 204 000 000 4 1 2 1 . |—|

The Totals window shows the coverage for the 12 weeks of the campaign as it cumes by week.
There could be a difference between the Total Plan Reach in the first column (17.55%) and the
reach achieved at the end of the campaign period (16.83%), i.e. coverage can continue to build after

the campaign has finished.

Weekly Results Total Apr May May May May Jun Jun Jun Jun Jul Jul Jul

Plan 30 o7 14 Fal 28 04 1 18 25 02 09 16
Total Uses b T 2 2 2 1 [ 1 1 1 g 2 3
Reach [000] 4643 382 1246 1706 2223 2463 2844 3161 3489 3720 3866 4227 4439
Reach % 17.55 220 470 G.44 G40 9.32 10,74 11.94 1317 14.04 1498 1386 1683
GRP ¥0.38 5.26 G680 1361 1774 21.06 2557 2885 339 3817 4258 4517 3513
Het GRP 5.26 354 480 413 332 4.51 4.33 35 426 471 5.29 6.96

SCHEDULE FEATURES
To Add/Remove Target Audiences

If you wish to work with more than one target audience created from the same demographic file,
click on the Target button and highlight the file name you wish to use, then click on OK.

If you are looking at more than one target audience on the screen you can switch from one target
to another and view readership figures by clicking on the tab title of the target.

eight
isplay

Social Grade C20E ‘Sn:n:ial Grade ABCT _

Population Weight
Single Schedule

For further assistance

Copyright © 2015 By T|

Readership * I
Insertions Insertions [Oa] e mar
the FUTURE of
Glamour 0 299 Media Planning
InStyle ] g0




MEDIAPLANNER+ WITH TIMEPLAN
User Manual Page 19

To remove a target, right click on the tab title and select Remove.

Social Grade C2DE

MRS January - December 2006
Populstion Weight

Single Schedule

Ferame... I

Insertions Change Demnglghic. " |

Okl Magazine
Py
Hella

Glamour

InStyle

Targets L4

@ Target Information. ..
Filters...
Froperties

S e TN VS N 5 |

To Rename Target Audiences

To rename a target audience, right click on the tab title and select Rename - enter the new name in
the Target Description or Tab Description boxes, then click on OK.

X

Target

Target
Target Description
C2DE

Tab Description
C20E|

ok Cancel

ABCT
Target
Description MRS January - December 2006
Population YWieight
Single Schedule
Tab
Description

To Select/Deselect Publications

If you only want to show some of your publications at any time, click on the Media button
and move the publication over from the Selected Items window to the Deselected Items

window using the arrows.

To Enter Costs For Publications

Click in the Unit Cost column beside a publication, then type in the cost and press Enter,
the cost will be entered in the Unit Cost column for that publication and the Cost per
Thousand will be calculated automatically.

Cost

Alternatively, you can click on the Cost button

and select a cost file, then click on Open or click on Enter Costs Manually and enter the costs, then

click on OK. Repeat for each publication.

For further assistance call the Helpdesk on 020 7467 2575
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To Save A Cost File or Select a Cost File

Once you have inserted the unit costs against each publication, you can save these costs in a Cost
File for use another time. To save the cost file click on the Cost button, then click on Save Costs,
enter a file name (name.cst) then click on Save.

Once you have saved a cost file, you can use it again with other Mediaplanner runs. Click on the
Cost button and select the name of your cost file (name.cst) and Open. Only the publications that
have a cost in the cost file will be inserted in the schedule.

To Change The Layout Displayed

Click on the Layout button the screen is divided into Planning Calculations and Result '
Calculations. To hide or show headings use the arrow buttons to move the headings across Layout

to the right-hand box. The Up and Down buttons allow you to alter the order of the
headings, then click on OK.

To Sort By A Column

Select the column heading you wish to sort and click on the Sort button. By default the
column will be sorted in descending order. This can be changed by right-hand clicking on =ort

the column and selecting Sort Ascending.

To Create A Graph Of A Selected Column Of Data

Click on the heading of the column you wish to graph, then click on the Graph button. A
graph will be created showing the data in the default graph format. Alternatively, highlight
only the publications you wish to graph, then click on the graph button. Er=ghn

To change the graph type click on the vertical bar, horizontal bar, line, pie or area graph icon. To
save the graph click on Options and Save As. You can save the graph as a metafile (.wmf),
enhanced metafile (.enf) or bitmap file (.bmp).

Alternatively, copy your graph - copy to clipboard as metafile, copy to clipboard as bitmap and
copy to clipboard as values. To paste your graph into Excel click on the Edit, Paste menu and the
graph will be displayed.

To print a graph, click on the Options button and Print.

For further assistance call the Helpdesk on 020 7467 2575 t I
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% Graph showing Readership [000] CEX

¥ W 2BCt
7 Wl c2oE

ABCT
C2DE

Insertions

a 200 400 600 00 1,000 1,200 1,400
Readership [000]

© Telmar Communications Ltd, Medigplanner v2 3.1 Release 101 Metrex: w2 3.1 Rejease 101

Source: NRS dapoary - December 2006

Readership [000] 4 ﬁ M ﬁ ! @ Optiohs LClose

To Use 'What If

This facility calculates the amount of coverage - achieved and lost - for each publication by
adding and subtracting insertion levels, chosen by the user. Click on the What If.. buttonin
the toolbar ot go to Options, What If... Type in each column the required insertion levels
for each publication.

“hat ..

NB THIS FEATURE DOES NOT WORK PROPERLY IN TIMEPLAN MODE AND SHOULD ONLY

BE USED IN SINGLE SCHEDULE OR MULTI SCHEDULE MODE ONLY.

.Snc\al Grade ABC1 jSorial Grads C20E By Gddlng 1 insertion to
I Readership | Readership Unit % 1 1 .
Insertions [900] | % CPT Cost Composition | Insertions | +1 Cover | +2 Cover He”o The r'eClCh WI”

OK! Magszine 1062 ﬂ 489 471 5,000.00 4237
v 2| 239 867 450000 4304
Hell 817 378 a.57 7,000.00 3086
Glamaur 233| 1.38 2342 7,000.00 24 51
InStyle a1 037 a0.30 §,500.00 2419
Marie Claire 339 1.56 1475 5,000.00 26,98

£l 31
588

178
037 043

o|lo oo o o

156 212

Frequency Distribution

489 B8 /Vmcr'ease by 3.76 %.

The Frequency Distribution window shows the frequency with which the target audience is
reached by the schedule. To view this window click on the Options menu and Frequency SremEien
Distribution or click on the Frequency button on the toolbar.

It is possible to change the frequency level by using the dropdown menu. You can also group
frequencies together by clicking Options, Groups....

For further assistance call the Helpdesk on 020 7467 2575 t I
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i Frequency Distribution

Exposed Exp.At Exp.At Weightedd Weighted Weighted

Frequency | Exposed % Least [000] | Least% | Weight Exposed % | Exposed [000] | Exp.At Least %

a 20153 7620 264587 100.0 a aa

1 2380 5.99 6304 2358 1.00 599 2380 238

2 1067 4.03 3924 1458 1.00 403 1067 14.8

3 642 242 2857 108 1.00 242 642 108

4 528 1.99 2215 g4 1.00 149 528 G4

o+ 1655 6.4 1655 6.4 1.00 6.4 391 B4

£ >
Showy fred level to Targat Market Schedule Week

B+ W Social Grade ABC1 | |Inzertionz W |Week1 (%
vt (opers | &| D[ coxe ]

The columns available are Exposed, Exposed %, Exposed at Least, Exposed at Least %, these are
the most used and are defined below using the above example (each publication had 4 insertions).
However, there is also Weight, Weighted Exposed % and Weighted Exposed At Least %.

2,380,000 ABC!'s saw the schedule just once.
642,000 ABCI's saw the schedule just 3 times.

Exposed

8.99% of ABCl's saw the campaign only once.
2.42% of ABCI's saw the campaign only 3 times.

Exposed %

6,304,000 ABCl's saw the campaign once or more.
2,857,000 ABCI's saw the campaign 3 or more times.

Exposed at Least

23.8% of ABCl's saw the campaign at least once.
10.8% of ABCl's saw the campaign at least 3 times.

Exposed at Least %

To hide certain columns click on the Columns button and use the arrows to move the columns across
from the Hidden Columns to Shown Columns.

To switch between multi targets click on the downward pointing arrow of the Target Market
window to show other targefts.

To export click on the export icon, once in the Export Options window click on the Export button.
The export options are - direct to application; to clipboard and to file (.xls). See the exporting

section of this manual for more details.

To print click on the Print Icon and select your print options in the Printing Options window. Click

Print. See the printing section of this manual for more deftails.

SAVING, PRINTING, EXPORTING, EMAILING
Saving

To save your report, click on the File menu and select 'Save As'.

File Edit WYiew Select ‘Wizards Options

[ mew Cirl+nM 5

= Open Ciri+Or i Schedule Cumulativ

E save CrHs oo

EM Project

0 Page Setup... Target
For further assistance call the H  Frint ig:;ate X t I
Copyright © 2015 By Telmar Gro E;{'E;ngte”a”ce”' e mar

the FUTURE of
Recent : Media Planning
> Exit 3



MEDIAPLANNER+ WITH TIMEPLAN
User Manual Page 23

You have the choice of four file types depending on what you want to save:

e Project (Mediaplanner Project Files .MPF) - A Project file saves the whole plan

e Target (Telmar Target Files .Dem, .Deu) - A Target file allows you to change the filename of

your target

e Cost (Cost file .Cst, Cos, Trc) - this allows you save the costs

e Template (Mediaplanner Template .MTF) - If you customise the toolbar layout and want to save
it as your new template select this option to save or save ('Save As') as a default. (‘As a

default’).

Select one of the above options and a Plan Information window appears inviting you o type

information relating to your schedule. If you do not wish to use Plan Information click on OK. Next

a Save As window will appear. Type a name in the File name box and click on the Save button.

Printing

You have two choices -
button or use the File
Print and the Print
appears.

For further assistance cc
Copyright © 2015 By Telr

Frirt

Savein: | ) User V| 3 ¥ B E
File: name: |Women's Titles | [ Save l
Save astype: | Media Project Files [MPF] v| [ _cancal |
Printing Options @
PFrint Engine 1.0.17.6
Reports
Repart Plan |FrEquenw M-Tiles | IRF Timeplan
Pl
on . Media Columns Total Columns
[] Frequency Distribution
I N-Tiles © Insettions © TotalUses
[ Iteraive Reach & Freq © Readerstip [000] © Reach[000] click on the Print
© Resdership % © Peachx
© cpr © Total Impacts [000] menu and select
6 Unit Cost e Ay, Frequency
© TotalCon Options window
| Media results
T R
PFiint Options General Options
[ Include daypart detail where relevant
] Only Media with insertians
Group all
Report Style Sheet ekiceguostay
(o] Headers/Foaters
[Composition Index. Descend
Flar Infarmation the FUTURE Of

é FErint @. Preview

Close
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Within the Printing Options window the Plan report is printed by default, if you wish to print the
Frequency Distribution report tick the box on the left hand side. The Media and Total Columns
can be edited before printing each report, click on the Edit button and move the headings across
from Hidden Columns o Shown Columns or vice versa.

To add or change the headers and footers click on the Headers/Footers. To change the font, Title
and to add a logo click on Preview and select Configure.

Select the Only Media with insertions so only those publications with inserts are printed. If you
want to only show a top number of publications on your report click on Only show top x Media.
Click on the Target or Weeks button to select all or some targets/ weeks for printing.

The Plan Information button allows you to display general information that can be printed on
reports.

To print click on the Print button. To view before printing click on the Preview button.

Exporting
If you wish to export your report into Excel select the Export button on the toolbar, [
alternatively, click on the File menu and select Export. Export

Within the Export Options window click on the Export button. The options are - Direct to
application; To Clipboard; and To File (.xIs).

For further assistance call the Helpdesk on 020 7467 2575 t I
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Export Options X
Frint Engine 1.0.17.6
Reports
Feport Plan | Frequency | N-Tiles | IRF Timeplan
] Fl
Fr::uency Distiibution Media Columns Total Columns
[ N-Tiles © Insertions © TotalUses
[ terative Rieach & Freq © FReadeiship (000] © Feach [000]
© Readeishin % © Reach
© cpPr © TotalImpacts [000]
e Unit Cost e Awg. Frequency
6 Total Cost N
- - Media results
Totl Resus
E xport O ptions General Dptions
Il_nscl;de header and footer [ Include daypart detail where relevant
=port

] Orily Media with insertions

i Tith Group all
Mediaplanner Export | Tie wehicles together
Sureey HOG4Y Header/Footer Headers/Footers

Text Text Text Text | |Grids Dnly showtop [0 3] Media
Text Text Text Text| | []Bold

Texut | Text | Text | Text
Resat
Text | Text | Text  Text

(Input Order, Ascending)

Plan Information

T =zl m1
§ Direct to Excel
Direct to Acrobat Reader

Close

If you select - Direct to Excel, Excel will automatically launch and open the exported file as an
Excel spreadsheet.

If you select Direct to Acrobat Reader, the report will autimatically be exported as a pdf.

Alternatively, if you select To Clipboard a picture will be taken of the Planning screen. Open Excel
and click on the Edit, Paste menu and your report will be displayed.

If you select To file you will be asked to give your Microsoft Excel file (xIs) a name, type a name in
the box and click on Save. Once in Excel click on the File, Open menu, select your file and click on
Open.

Emailing

You may be set up to email your report, to do this click on the Email button on the toolbar. =]
You will be presented with the screen below: Ermail
For further assistance call the Helpdesk on 020 7467 2575 t I
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i E-mail

Optionz Repot

[ Include Project fil [ Include Repart Project Info Send |

[ nclude Markets

AddAttchments| [0 Clear Cancel

Meszage

Copy to zelf ([For default email client) ’ Settings ] ’Eonfidentialit_l,l Slatemenl]
To H| v

Subject - | Telmar PrintPlan rn

cC : v

You have the option of emailing three file types: the Project file (mpf) - this file can only be
opened in Mediaplanner; the demographic file(s) (dem, deu); and the Report file, this is an Adobe
Acrobat (pdf) file.

If you wish to send the Project file and the demographic file(s) with the email tick the fwo options
- Include Project File(mpf) and Include Markets(Dem,Deu).

To send the Report file click on the Report button, this window is identical to the Printing Options
window, make the necessary changes you wish and click on the Back to Email button. By clicking on
the Back to Email button you are generating the report.

The Project Info button will show you the file name and location of your demographic file.
You are advised to always keep the Copy to Self option ticked for your own records.

To send your email type the email address in the "To' field, the subject description in the ‘Subject’
field, and the main text in the large window and click on Send.

For further assistance call the Helpdesk on 020 7467 2575 t I
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HOW DO I CREATE A COVER RANK FOR NATIONAL
DAILIES?

Step 1

From the Start Up Dialog Box
Click on the Rank button.

Step 2

Select a demographic file by

highlighting the file name you
desire then click on OK.

To create a new demographic
click on New Target.

Step 4
Follow the same format to
produce a Cost Rank.

Step 3

Choose the first option - Cover
Rank, click on the OK button
and the schedule will be
displayed.

Target Men and Age 15-24
Survey MRZ January - December 2006
Weight Population Weight
Display Cover Rank
lr-.ﬂen and Age 15-24

Cover Readership | Readership % Composition

Rank Insertions [00] % Composition Index

1 The Sun 104 ] 2579 13.02 161

[ | 2 Daiy mirer 321 [ 5.24 544 104
| 3 Daily Star 273 ] 700 17 50 217
| 4 Daily b 214 5 43 403 50
| 5 The Guardian 129 3.3 1033 125
| & [The Times 125 3.20 76 29
[ 7 Draily Telegraph 100 I 258 4 B3 ]
[ | 5 Daily Record o5 243 £.00 a3
[ | 9 The independert 74| 1359 965 113
] 10 |Daily Express Fa | 1.83 414 =
[ 11 Financial Times 23 0.58 578 7

For further assistance call the Helpdesk on 020 7467 2575
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HOW DO I CREATE A SINGLE SCHEDULE PLAN FOR
NATIONAL DAILIES?

Step 1

From the Start Up Dialog Box
Click on the Single Schedule
button.

Step 9
Enter inserts into the Insertions
column to plan.

Step 2

Select a demographic group by
highlighting the file name you
desire then click on OK. Go to
Step 6.

To create a new demographic
Click on New Target. Follow all
Steps.

f

Step 8

If you choose the MANUAL
button to enter costs manually, a
Cost input window will appear
allowing you to type costs in the
Unit Cost column. Click on OK.
Your schedule will be displayed

Step 3
Select the survey you wish to
use. Click OK.

f

Step 4
In the coding grid, code up your
target(s). Click Next.

Step 7

If you choose the FILE button to
load costs, a Select Cost File
window will appear asking you to
choose a file and click on Open.
Your schedule will be displayed.

g

Step 5

Select National Dailies, found
under Publications A.I.R.
(Grouped By Frequency). Click
OK.

Step 6

You are then asked: ‘Would you
like to use costs?’

Choose one of the three options -
Click FILE to load costs from
file or Click MANUAL to enter
costs manually or Click TGNORE
to not use costs at this time.

For further assistance call the Helpdesk on 020 7467 2575
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HOW DO I CREATE A MULTI SCHEDULE PLAN FOR
NATIONAL DAILIES?

Step 1
From the Start Up Dialog Box
Click on the Multi Schedule

button.

Step 9

ﬂ Enter inserts into multiple

Step 2 Schedule columns to plan.
Select a demographic group by ﬂ
highlighting the file name you
desire then click on OK. Go to Step 8
Step 6. If you choose the MANUAL

button to enter costs manually, a
Cost input window will appear
allowing you to type costs in the
Steps. Unit Cost column. Click on OK.
Your schedule will be displayed

To create a new demographic
Click on New Target. Follow all

f

Step 3
Select the survey you wish to Step 7
use. Click OK. If you choose the FILE button to
load costs, a Select Cost File
window will appear asking you to
ﬂ choose a file and click on Open.
Your schedule will be displayed.
Step 4
In the coding grid, code up your
target(s). Click Next. ﬂ
ﬂ Step 6
You are then asked: ‘Would you
like to use costs?’
Step 5 Choose one of the three options -
Select National Dailies, found Click FILE to load costs from
under Publications A.I.R. = file or Click MANUAL to enter
(6rouped By Frequency). Click costs manually or Click CANCEL
OK. to not use costs at this time.
For further assistance call the Helpdesk on 020 7467 2575 t I
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HOW DO I OPTIMISE A SCHEDULE TO A SPECIFIC
BUDGET?

Step 1

Either select Optimisation in the
Start Up Dialog Box or click on
the Optimise button in the
toolbar.

g

Step 2

Select a demographic group by
highlighting the file name you
desire then click on OK. Go to
Step 6.

To create a new demographic
Click on New Target. Follow all
Steps.

Step 9

Two Opt Columns are added to
your Schedule window, one with
inserts planning just below the
budget and one with inserts
planning just above the budget.

The Totals window displays the
Reach, Impacts, Average
Frequency and Total Cost of
each optimisation.

f

Step 3
Select the survey you wish to
use. Click OK.

Step 8
You are asked: 'Optimise Now?'.
Click Yes.

Step 4
In the coding grid, code up your
target(s). Click Next.

Step 7

In the Optimise window, under
Stop At... enter your budget
next to Budget Of.... Click OK.

g

Step 5
Select the media you wish to use.
Click OK.

Step 6

You are then asked: ‘Would you
like to use costs?’

Either enter costs manually or
load a cost file.

For further assistance call the Helpdesk on 020 7467 2575
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HOW DO I SAVE A PROJECT FILE?

S 1 File Edit “iew Select ‘\Wizards Options
tep . [ Mew Cirki 55
To save your schedule, click on & Open CHOY e ohedule. Curmdaty
the File menu and select Save i sae COHS one
As, Project o ETT o
! ' € Fage Setup.. Target
Print Costs
File Mairtenance. .. Template
Export to 4 -
ﬂ Fecent 4
> Exit 1
Step 2 Step 1
You are invited o type
information relating to your
schedule in the Plan
Information window.
You can skip this by clicking OK.
Step 3 Save As @
A Save As window will appear Savein: | User el Ragil
asking you to give your Project
a hame. Type a name in the File
name box and click on Save.
The file will be given the
extension - .MPF File name:  [women's Titles
(Mediaplaﬂnel" Pl"ojec"' Files). Save as type: | Media Project Files [MPF] -
Step 3
For further assistance call the Helpdesk on 020 7467 2575 tel mar
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HOW DO I PRINT A REPORT?

Step 1

To print click on the Print button on the
toolbar, or alternatively use the File menu
and select Print.

Step 2
If you wish to print the Frequency
Distribution report, tick the box.

Step 8

The Plan Information button allows
you to display general information
that can be printed on reports. To
view the report before printing click
on the Preview button, to print click
on the Print button

f

Step 3

The Media and Total Columns can be
edited before printing each report, click
on the Edit button and move the headings
across.

Step 8
Click on the Target button to select
all or some targets for printing.

f

Step 4

To add or alter headers and footers click
on the Headers/Footers button, by
default the headers/footers are given a
border and grid lines. To use different
font settings click on Font.

You can also add a logo by clicking Logo
and browsing for it.

Step 7

If you want to only show a fop
number of publications on your report
click on Only show top x Media.

f

Step 6

To print only the publications with
insertions tick the Only Media with
insertions box.

For further assistance call the Helpdesk on 020 7467 2575
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HOW DO I EXPORT A REPORT INTO ANOTHER
APPLICATION?

Step 1

To export your report into Excel
select the Export button on the
toolbar, alternatively click on the
File menu and select the Export To
button and click XLS/PDF/CSV.....

g

Step 2
Within the Export Options window
click on the Export button. The CEHEIE O — m
. . nnt Enging 1.
options are - Direct to Excel: To Repots
. . Feport Plan | Frequency | M-Tiles | IRF Timeplan
clipboard; and To file (.xls). ] Plan i
[ Fraquency Distribution Media Columns Total Columns
] H-Tiles © Insettions © TotalUses
[ terative Fieach & Freq g Fieadership [000] g Rieach [000]
Readership % Reach &
O cr1 © Total Impacts [000]
B Unit Cost B Awg. Frequency
ﬂ 6 Total Cost 3
- Media results
[#] Tatal Results
Export Options General Options
Inchude header and footer [ Include dappart detail where relevant
3
s.rep AL e [] Only Media with insertions : N
. . i itle roup al
Exporting - Direct to Excel Medizplanner Export T vehides togethe
ClUTOﬂ'\ClTiCCl”y loads the r‘epor‘T into Survey NOBAY | Header/Faoter
_ : Text Text Text Text | |Grds 0 o=
Excel. If you select - To clipboard e e o | e [Elllythuwdtp o Jde]
you will have to open Excel and Text Tod Tod Tox e ;
paste the report in. Alternatively,
choosing - To file opens a window 5---@--%5‘;&' E;‘l
asking you to save your report as a Bl Diect to acrobatReader |
. .. . Ta Clipboard
xls file giving it a name. &l Torie...
Schedule for Mixing. ..
For further assistance call the Helpdesk on 020 7467 2575 tel mar
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GLOSSARY

Term

Explanation

Readership
(000)

The number of people in a target audience who have seen a single (or
average) issue of a publication, shown in units of 1000.

% Readership

The number of people within a target audience who have seen a publication
expressed as a percentage of that target audience.

Reach (000)

The number of people in the target audience (shown in units of 1000)
exposed to a schedule at least once.

Reach (%)

The number of people exposed to the schedule at least once, shown as a
percentage of the target audience.

Unit Cost The cost of one insertion in a publication
Insertion The number of advertisements placed in a publication
Total Cost The number of insertions times the unit cost

Avg Frequency

The average number of times each person is exposed to the schedule

Total Impacts
(000)

The total number of exposures of a target audience to a schedule
regardless of the number of times one person is exposed. The sum of all
the publications’ Cum OTS.

Audience (000)

Total GRPs Total Gross Rating Points. The sum of the ratings for a schedule. It is
calculated by dividing Total Impacts by the Population of the Target
Market x 100

Net GRPs The sum of the ratings for an individual week of a schedule (within
Timeplan)

CPT The cost of reaching 1,000 different people in the target audience.

Composition An index showing how likely someone in a target audience is to have seen a

Index publication. Calculated by dividing the percentage of a publication's
readership who are within the target audience by the percentage of the
composition base who are in the target audience, multiplied by 100.

Composition The number of people in the composition base who been exposed to a single

(or average) issue of a publication, show in units of 1000.

% Composition

The number of people within a target audience who have seen a publication,
expressed as a percentage of those who have seen it in the composition
base (normally the group entered as the Universe).

Cum %
Coverage

The number of people who will see at least one of a number of insertions
expressed as a percentage of the target audience.

For further assistance call the Helpdesk on 020 7467 2575
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Term

Explanation

Cum Coverage
000

If multiple insertions are placed in a publication this will show the number
of people in a target audience (shown in units of 1000) who will see at least
one of these.

CPT Net The cost of exposing 1000 people in a target audience to a schedule at
Coverage least once.
APX % The % of the average page exposed.
CPT APX The total number of exposures + APX factor switched on, divided by the
cost of reaching 1000 people.
Unit cost = CPT (Cost per 1000) APX
APX Impacts
CPT AIR The cost of reaching 1000 people average issue readership:
Unit Cost = CPT AIR
AIR
Adjustment The readership of a publication will be adjusted by the figure entered
Factors here.

Impact Factors

This factor allows you to account for qualitative values of different ads in
the same schedule (for example page size or B&W / Colour).

Solus Reach %

This gives you the % of solus readers of the publication

Media Code

A 3 letter mnemonic, unique to each publication, by which Mediaplanner can
recognise it.

Input Order

A ranking figure showing the order in which the publications were selected.

Population

The number of people in the target population

Sample

The number of respondents which the population figure is based upon

Exp. At Least
%

The percentage of the target audience exposed to a schedule at each
frequency level or higher.

Exposed %

The percentage of the target audience exposed to a schedule at each
frequency level and no more.

Weight

This column shows the weight for a given frequency level in the frequency
distribution window.

Weight Exposed
%

The percentage of the target audience exposed to each frequency level and
no more.

Effective
Delivery (x+)

The percentage of different people in the target audience exposed to the
media schedule at a specified frequency level.

For further assistance call the Helpdesk on 020 7467 2575
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