QUICK CLASSROOM IN A BOOK

The Media Audit

The Media Audit

Any City, USA

Feparts
Fianker

Carmposition Reports

ADULTS AGE 18+

Media Day Analysis

Market Index

Special Reports

Pasition Finder

Composite Average

Ad Campaign Planner

Cuick Profile Report

Target Profile

Reach & Freguency

Duplicate Reach

Utilities
Chahge Survey
Options
Beport On a Media

Facts About the Survey

Media Profile Age Demo Analysis Zip Code Mapper Help
Trending Report Create Combos
Baze LCroz=Tab Annual Buying Power Guit
202002012

Help Line: [800) 324-3321

officiay

S

%
“Byare @

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921




Contents

SUMMANY Of REPOIS ..vvveveeeieieeiee ettt s 2
WHhICH REPOM 10 USE ...ttt 5
UBIITIES vttt 6
TIPS QNG THICKS ... ittt ettt bbb n e nens 14
Presentations Made EASY ..o s 20
Working with Respondent Based SOftware in TMA ..o 28
RANKET REPOM ...ttt bbbt n bt nns 31
MAIKEE INAEX ..ttt 35
COMPOSIIE AVETAJE. .....eeveverererererisisiieea ettt sttt sttt s st e st s e e s e s e s e s e s e s e s e e e et e e e s s s s s s s 37
TArQEL PIOfIIE ..vevieiiie et 38
MEIA PIOTIIE ..ttt 39
TrENAING REPOIT ..vveveiirieiiiiie sttt bbb n e sen e nens 41
COMPOSILION REPOIS.....vviieieieieeieree sttt ettt 42
SPECIAI REPOITS ...ttt 43
Ad Campaign PIANNET ..ottt 53
REACN AN FIEOUBNCY ....cvvivieiiiieieisi sttt 60
AQE DEMO ANAIYSIS.....evvvreieieieieieieeeereseeee et sb st s s s s s s s s s s ereserens 64
MEMIA DAY ANAIYSIS.......cvviiiiieieieie ettt 68
POSIION FINGET ...ttt 69
QUICK PrOfile REPOM ..ottt 71
Duplicate REACH REPOIT........vieiirisieesis st 75
Zip COUE MAPPET REPOM.......ceviiiiicieieieisisite bbbt 76
ANNUAI BUYING POWET ......vvieieieiciciceeee et 84
CrOSS TAD 1.ttt 90

[N 101110 S 103



Summary of Reports

Ranker

Market Index

Composite Average

Target Profile

Media Profile

Trending Report

Composition Report

Special Reports

Ranks media by rating or index against a single target. Rank by cume rating, most
often rating, cume index or most often index. Within Ranker is the Media Buy/Plan
report, that displays persons, rating, composition and index for both cume and most
often audiences. The Media Buy/Plan report also includes a “conversion ratio”, which is
defined as the % of the cume audience that is also in the most often audience.

Demonstrates media efficiency at reaching a target audience. Choose one target with
multiple media or one media with multiple targets. Can be sorted by any column.

Multiple Media/Single Target: Compares media audience composition to the market
composition, ranking media from highest to lowest index.

Multiple Targets/Single Media: Provides audience composition and market index for
a single medium and an unlimited number of targets. Can be sorted by index to show a
media’s strengths or propensities compared to the market.

Ranks any number of media on up to five targets and provides an average cume rating
or index for the five targets.

Creates quick demographic profile of a single target. Provides pie charts or stacked
bar graphs which show the market penetration, age, gender, ethnicity, income and
education for the target.

Creates a quick demographic profile of a single media. Provides pie charts or stacked
bar graphs which show age, gender, ethnicity, income and education for the medium.
The Target Analysis option graphically demonstrates what percentage of a medium’s
audience falls into a selected target group.

Choose up to ten different report periods to trend a media or target audience. Trend
cume or most often ratings or persons.

Ranks and/or sorts any target characteristics alphabetically, or by rating or index
against one or two media. Can be used to create a custom “prospect list”.

Single Media Report: Profiles a single medium on an unlimited number of targets.
Double Media Comparison Report: Profiles two media on an unlimited number of
targets.

Multi-Media Comparison Report: Profiles up to five media on an unlimited number of
targets.

Comparison to Market Total: Profiles a single medium on an unlimited number of
targets. Compares media persons, composition, and index to overall market.
Arbitron Single Media Composition Report: Profiles a single medium on an
unlimited number of targets and adjusts audience estimate to most the recent Arbitron
18+ ratings (available for Arbitron subscribers only)

Target Market Profile: Demographic profile of a single target with comparison to
the market.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Summary of Reports—continued

Special Reports Cont.

Ad Campaign Planner

Reach and Frequency

Age Demo Analysis

Media Day Analysis

Generic Media Profile: ~ Demonstrates the general media habits of a single target.
Target vs. Media Profile (+/- % bar): Side-by-side comparison of a single medium
and a single target and graphs the difference for each.

Target vs. Media Profile (% Bar): Side-by-side comparison of a single medium and
a single target and graphs the percent for each

Media vs. Media Profile (% Bar): Compares the demographic profile of two media
side-by-side.

Graphically displays the combined net reach of a target audience offered by different
media combinations. Ad Campaign Planner also has three sub reports:

Ad Campaign Planner: Displays the cumulative net cume reach of a target
audience offered by single media combinations of different media genres.

Combo Builder: Displays the net cume reach of a target audience offered by
different media combinations. Use this report instead of an Ad Campaign Planner if
you want to compare the net reach of multiple different media combinations.
Re-Orderable Combo Builder: Report is similar to Combo Builder application but
user may select the order in which the selected media will appear

Interactive program that analyzes the reach and frequency delivery and cost
efficiency of a specific schedule. Factors in cost, GRP’s (gross rating points) and
number of ads or spots. Allows user to adjust or change variables for optimum
output.

Regular Reach and Frequency: Used to calculate reach and frequency for radio,
TV and newspaper

Single Media Website Reach and Frequency: Used to calculate reach and
frequency for a specific single media web site

Multiple Media Website Reach and Frequency: Used to compare reach and
frequency between multiple web sites

Compares a single media and a single target for a selected age group.
Demonstrates how closely a single media and single target match based on age cell
distribution (chart or graph format)

Shows the average number of minutes per day that a single target spends with radio,
television, newspaper, outdoor and websites, compared to the average for that
market.

Media Day Analysis: Provides breakout of time spent with all media where
broadcast, satellite and cable viewing is combined under the “TV” label

Media Day Analysis/TV Breakout: Provides breakout of time spent with all media
where TV is broken out separately for broadcast, satellite, and cable viewing

Media Day Analysis/TV Only Breakout: Provides breakout of time spent with TV by
broadcast, satellite, and cable viewing without showing other media

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Summary of Reports—continued

Position Finder

Quick Profile Report

Duplicate Reach
Report

Zip Code Mapper

Annual Buying Power

Cross Tab

Displays how a single medium ranks among a set group of competitors for any or all
targets. The report provides the selected medium’s rating or index and shows where
it ranks among the selected pool of media. Can be sorted by any column

Simple one-page reports that profile either a media or a target. Reports are similar to
Target and Media Profile reports but offer greater depth of information and include
advanced graphic customization such as customized text, footers and logos

Media Quick Profile Report: Creates an instant profile of a media

Target Quick Profile Report: Creates an instant profile of a target

A graphic report that displays the amount of audience duplication that exists between
two different media.

A mapping program that allows you to produce a map of a local market, shading
those zip codes where a media’s audience lives. Similar zip code maps can be
produced for target audience groups and laid over a media zip code map to
demonstrate a given media’s strength in reaching any target audience.

The Annual Consumer Buying Power Report is the next evolution in translating
visitors, readers, or viewers into consumers as it provides total buying power of your
audience by defining the number of local consumers for hundreds of specific goods
and services, average dollars spent per year on these goods and services, and total
dollars spent locally on these goods and services. This report is an optional service
available in all of The Media Audit markets

Ranker Report: Ranks buying power for an unlimited number of media for a single
consumer category

Composition Report: Demonstrates buying power of a single media against an
unlimited number of consumer categories

Cross Tab Report: Provides in-depth buying power of a single media against an
unlimited number of consumer categories

In-depth profile of any target in the data. Can be sorted by target persons or index

Cross Tab Reports: Displays an in-depth profile of a single target or media

Double Target Reports: Provides an in-depth comparison of two targets or media
Multiple Target Reports: Provides an in-depth comparison of up to targets or media
Zip Code Reports: Provides zip code analysis for a single target or media

Age Reports: Provides average age information for an unlimited number of targets
or media

Income Reports: Provides average or median income information for an unlimited
number of targets or media

Home Value Report: Provides number of home owners, average home value and
total home value for an unlimited number of targets or media

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Which report or data should | use?

To analyze web site information?

Make sure you access a survey with an “IN” at the end of the name. For example, DET209IN refers to
the Detroit (DET) market, and the survey was conducted in the second quarter of 2009 (209). The “IN”
designates that web sites are included in the data file (IN stands for Internet).

To show how my web site adds reach to a buy?

Try using Ad Campaign Planner or Combo Builder Report (a sub-report within Ad Campaign Planner
program)

To demonstrate the cumulative net reach of a combination of media?

Try using Ad Campaign Planner, Combo Builder (a sub-report within Ad Campaign Planner), Duplicate
Reach or Reach and Frequency.

To show how my audience “matches” a target?

Try using Media Profile (Target Analysis), Special Reports (Target vs. Media Profile), Age Demo
Analysis, or Composite Average Reports.

To develop a “prospect list” of clients for my media vehicle?
Try using Composition Reports, Market Index (Multiple Target/Single Media) or Position Finder.
To compare my media to another?

Try using Ranker, Market Index, Composition Report (Double Media Comparison Report), Position
Finder, Special Reports (Media vs. Media), or Composite Average Report.

To develop a customer or target audience profile?
Try using Target Profile, Special Reports (Target Profile) or Cross Tab.
To profile my medium?

Try using Media Profile, Media Quick Profile, Composition Reports, or refer to the Printed Report
(Audience Profile Section).

To trend a media or target audience over time?

Try using Trending Report.
To demonstrate the reach potential of my media?

Try using Ad Campaign Planner, Combo Builder or Reach and Frequency.
To show how all the components of my schedule reach the target?

Try using Ranker, Ad Campaign Planner, Combo Builder or Reach and Frequency.
To prove my media type should be included on a buy?

Try using Special Reports (Generic Media) or Media Day Analysis.
To review the media habits of a client or prospect?

Try using Special Reports (Generic Media), Cross Tab or Media Day Analysis.
To determine the consumer spending power of my audience?

Try using Annual Buying Power (report available for premium subscribers only)

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921



Utilities—change survey and other options

Changing the Survey Data

When you open The Media Audit application for the first time, you will be prompted to select a survey before
proceeding with the application. Once you make a selection, you will be taken to the main menu. To change
surveys from The Media Audit main menu, follow these instructions: On The Media Audit main menu, click on
“Change Survey”. Highlight the survey you wish to access. Before you click OK, you will see the survey details
in the “Survey Info” window. The survey details include the market name, survey period and year in which the
survey was conducted. If the highlighted survey is the survey you wish to use, click OK.

TMA Change Survey

Flease select The ThA survey pou would like to uze

Data in: FATRAAY
Thd Surveys

Different Surveys in TMA folder
HOU203GS = /

Survey Info provides you with market, survey period and

HOUZ0EGS

HOU208IN | year for highlighted survey. Will also display footnotes
/ for special surveys.

ThA Survey Info /

HOUSTON, T
AUG-OCT 2006

oK I Cancel Help |

Note: By clicking on this item, the Change Survey will not

__——  appear when launching the program each and every time.
™ DaMot Show This on Startup

Options:
Use default image for logo, Select new logo image, or Disable logo images (see next page for
example)

Get Survey from Another Folder

To locate data that is in another location other than the default folder , click on “Get Survey From Another
Folder” under the Options button on the main menu. Double click on the drive and then folders until the desired
folder is found. Highlight the survey you wish to access in the folder and click OK. Note the change will be
permanent and subsequent launches of The Media Audit program will automatically go to the new folder for
data.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921



Utilities—customizing print outs with custom logos

Options:

Use default image for logo, Select new logo image, or Disable logo images
This feature allows you to select the default image or an image of your choice that will appear on the main menu
AND in select printed reports. In many cases, users may wish to use a company logo to further customize a

printed report.

akrwrnpE

To select a new image, click on Options/Select New Logo Images

In the Open dialogue box, click on the drive and then folders until the desired image file is found.
Highlight the file, and click Open. Your new image will appear in the lower left hand side of the Main Menu.
To disable this feature, click on Options/Disable Logo Images.
To use the default image (usually a photo of your market) already provided in the software, click on

Options/Use Default Image for Logo. You can also temporarily change this option from within select reports
under “Options”.

Examples of print outs with custom logo inserted are below:

THE MEDIA AUDIT

AT IO, A THPLE TARGET SMGLE MEU REPGHT
Coma I

Lane Star
Radio

Example of a Market Index report,
where user inserted company logo.
When inserting an image or logo, it
appears in the upper right hand corner
of the printed report.

\

The Media Audit 2/9/2012

=lleE

CHICAGO, IL

MAR-APRISEP-OCT 2011

CHIZOMI

Fieporls
Fianker

ADULTS AGE 18+

Composition Fieports

Media Day Analysis

Market Index

Special Reports

Pasition Finder

Utilitiess:

Camposite Average

Ad Campaign Plarner

Quick Profile Report

Target Pioflle

Reach & Frequency

Duplicate Reach

Media Profile:

Age Dema Analysis

Zip Cods Mapper

Trending Report

Base

Lore Star
Radio

\

Cross Tab

Annual Buying Power

2/9/2012

Help Line: [300) 3248521

Get Survey from Another Folder
Set Display Preferences
Manage Vour Selections
Arbitron Options

By selecting a new logo image for printed reports, the
new image (or logo) will appear on the main menu of
The Media Audit

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921



Utilities—change survey and other options

Set Display Preferences
This allows you to include or remove the sample size information from reports, or change graph default from 2D
to 3D.You can also select “Show Gridlines” on reports for easier viewing on the screen. Grids will not show on
print outs. By selecting “Show respondent base column”, respondent base values can be turned on or off for
select reports that support this feature. You can also include non-radio media in Arbitron Reports by selecting
“Show non-radio media in Arbitron Reports (select reports).

Manage your Selections

Under Options, the Manage your Selections feature allows you to view or delete your saved selections, which
include groupings of zip codes, cities (national survey only), counties, media, and targets that you may have
saved as a set within the application. To view or delete saved sets, follow these directions:

arwdE

Selection Manager

Click on Options on the Main Menu.

Under Options, click on “Manage Your Selections”.
An example of the Selection Manager Window for “Media” Selection Types is below.

In this example, the user has created several media sets for frequently used reports.

To delete a set, highlight the selection you wish to remove and click on “Delete Selected Items”.

Selection Types Selections

Zipcodes all lozal cable networls in market

Citie all radio station clusters in market

Counties all by moming news programs in market P
Media daily newspaper weekday and sunday <«
Targets top 10 female radio stations in market

QTY Projects top 20 stations in market

Delete Selected ltems

Cloze

In this example, the user has
created several media sets that are
used for creating frequently used
reports, such as Ranker reports in
which the media belonging to these
sets would be compared.

If the user had selected Zipcodes, a
list of saved items will appear in the
selections window.

The Media Audit is a Syndicated Service of International Demographics, Inc.

Customer Support: 800.324.9921



Utilities—change survey and other options

Arbitron Options

This allows you to apply Arbitron 18+ radio ratings to select reports within The Media Audit (this feature is only
available to Arbitron subscribers). The screenshot below illustrates the different Arbitron data that may be
available for the Chicago market and the different options:

Arbitron Options |

Avwailable Arbitran for thiz b arket . ;
07 2008 This is an example of the available
chi_02_2009 Arbitron ratings that are available for
chi 132009 merging with select reports within The
chi_ D4 2000 o : . .
chi 05, 2009 Media Audit. In this example, the three
chi_0&_2003 letter code refers to the market, and the
EE::S;:SBS@ two-digit number refers to the month,
chi_09_2009 and the four digit number refers to the
chi_10_2003 year in which the data was collected

Set Default to
Latest Available
Arbitron

Set Default to
Selected
Arbitron

Create Average

fram S elected fl

Options:

1.

Set Default to Latest Available Arbitron—by selecting this option, all Arbitron adjusted reports generated
within The Media Audit would automatically reflect the most current data that has been loaded into The
Media Audit program.

Set Default to Selected Arbitron—by selecting this option, all Arbitron adjusted reports generated within
The Media Audit would automatically reflect the data as selected by the user.

Create Average from Selected—by selecting this option, the user may combine multiple months of data
that will averaged and automatically applied to select Arbitron adjusted reports within The Media Audit.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921



Utilities—report on a media

Report on a Media

By using this feature, your media will be highlighted in red (default unless you change it to another color) in
many of The Media Audit reports. This enables your media to stand out among a list of other media. Here are
some other things that will occur if you activate this function:

1. When you are in a media selection screen, your media will automatically appear in your chosen color in on-
screen reports and in color printouts. Your media will also appear in your chosen color and will be centered
in the media selection window so that you do not need to search or scroll to find your media each time you
are creating a report.

2. When you are in a target selection screen, you will see your media rating and index beside each target for
“quick reference”. You can also choose to display the cume or most often rating and index as well as
choose among adults 18+ (Total), male or a female base.

How to Activate or Turn off Report on a Media Function

1. Click on “Report on a Media” from the main menu. Scroll down or search to find your media and highlight it.
Click OK. You may now create a report from within the TMA software. To turn off this feature, select the
“clear” button.

Report on a Media

Select a Media from the List Below Select Combos from the List Below

“w/GCI-F -
iGN A

WHERE-AM

“wlIL-F

| LW -Fha

wfIND Ak

whEL-Fid

M K-FI

This radio station is being selected
in “Report on a Media”

R
WS C-FM
WLEY-FM
/LFH-Fid

w5 -AM
wiLS-FM
wLLIP-FM

i dAD Chd

Click on “change color” if you
prefer that your media is
highlighted in another color other
than the default red.

[

»
Search '|

i Change Color... §

LCancel Help | Clear |

Target Selection

TOTAL A

/W;bcnm

@ Use Cume

" Use Mast Dften WLIT-FM

By activating Report on a Media,
you can now see the rating and
index associated with each

Cume  Index

MEN—18+ 28 54
WOMEN—18+ 73 142

v

TNOAT HUUSEROTD INCOWE—UNIER $T5,000

target in the Target Selection

ANNUAL HOUSEHOLD INCOME—UNDER $25,000 26 51
1 ANNUAL HOUSEHOLD INCOME—-UNDER $50,000 33 64
WlndOW The user Can also ANNUAL HOUSEHOLD INCOME—S$15,000-524 989 27 52
H ANNUAL HOUSEHOLD INCOME—525,000-534 999 24 45
Change the VIeW from adUltS 18+ ANNUAL HOUSEHOLD INCOME—$35,000-849 999 48 89
ANNUAL HOUSEHOLD INCOME—S50,000-S74,999 54 106
to male or female and from ANNUAL HOUSEHOLD NCONE-S7E 000359 558 25 i
ANNUAL HOUSEHOLD INCOME—$100,000-$143 999 102 199

Cume tO mOSt Often ANNUAL HOUSEHOLD INCOME—S$25,000 PLUS 58 M2~

Search
oK Concel | Heo |
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Utilities—facts about this survey and help

Facts About the Survey

You can familiarize yourself with how your market's study was conducted by accessing “Facts About this
Survey” (for surveys older than spring 2009) or “eReports/Facts” (surveys from spring 2009 and forward) from
the main menu. Under “Facts About this Survey” or “eReports/Facts”, you will find different options which in-
clude Facts About this Survey, and Sample Completion Information Methodology & Definitions.

e S Information in the header refers to the
WEMFHS, TH JuL-aus 2008 uewsse || Market , Survey Period (or in some cases,
combined surveys), and the specific Name of
— SRR _— the survey/data file.
Ranker Composition Reports Media Day Analysis Change Survey
Markeet Index Special Reports Position Finder Options
Composite Average Ad Campaign Planner Tuick Profile Repart Feport On a Media Facts About the Survey
Taiget Profile FReach & Frequency Duplicate Rea Facts About the Survey! > Sample Completion Information
Media Frofile Age Dema Analysis Zip Code MaJQar Help J Methodology & Definitions
lisuinHe0t Cleda b Printed Report -- MEM308

EBase Cioss Tab ‘ Annual Buying Power ‘ Quit |

Newer surveys will display
this under an eReports/

2rarani2 Facts Button on the Main
menu

Facts About the Survey
eReport -- MEM309
eReport -- MEM309IN

Help Line: (800) 324-3521

Facts About this Survey

When you click on “Facts About this Survey” from the main menu, and again from the sub-menu, you will get a
one-page, market specific summary of the methodology and sample information used for this survey. See next
page for an example of this report.

Sample Completion Information
This report provides you with market specific details on the sample for that report period. See next page for an
example of this report.

Methodology and Definitions
This is a two page report that provides a complete overview of methodology and definitions used in the reports.

Printed Report

For surveys older than spring 2009, The Media Audit printed report is available in electronic format by clicking
on “Printed Report” under the “Facts About this Survey. For internet subscribers, you will see a separate listing
for the Internet printed report. For newer surveys, the printed report is available by clicking on eReports/Facts on
the main menu and then eReports. Both the Sample Completion Information and Methodology and Definitions
will also be included in the eReport.

Help

By clicking on “Help” from the main menu, this will launch a PDF version of this training manual. By clicking on
the “Help” or “?” button from within The Media Audit software, this will launch a PDF version of the training
manual specific to the application you are using.

Quit—The last button under Utilities on the main menu is “Quit”. This exits the program.

The Media Audit is a Syndicated Service of International Demographics, Inc.

Customer Support: 800.324.9921 1



Utilities—facts about this survey and sample completion information

Example of Facts About the Survey Page

Page Includes:

Media measured in TMA
Interviewing Methodology

How Respondents are Selected
Survey Area

Sample Size

Dates of Interviews

Margin of Error

Example of Sample Completion Information

Page Includes:

Distribution of males and females in study by
age group

Distribution of adults in study by ethnicity
Distribution of adults in study by family size
Distribution of adults in study by county
Telephone Sample Return Information
Special Station activity
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BALTIMORE, MD
November - December, 2004 Survey

THE MEDIA AUDIT Iz a syroicated, local markel, muEmesia, qualtstve audience survey covering racio, racic
cayparts, imievizion charnsis viewsd In total and by dayparts, teisvision newscas! viewing, cabie TV channel viewing,
caly newspapers and ather lacai and reglanal prnt publications. Measursment of exposur fo other medla inciuces:
cutdoar oiboards, dinect mad, and iocal market nfernet web stes. Ten ciffersnt types of iocal marset meda ane
meazured. In agoition 1o medla erposure informaton, The Medla Aust covers an exisnzie aray of demographic,
3ocioecoromic ane consumer shapping Information. This consumer nformatian can be used to anaize the qualty of
=ach media aucence as well az ceine e compaziion of sach congumer-thooping cabegory coversd in S survey

INTERVEEWING METHODOLOGY: AR bisrviews ars concucted by Srephons—tve days a week, Tuesday Srough
Satrday, durng the day and evening. A monimum of 3 cail atempes are made to reach each cesignates
rezpandent In an effort 1o Inciude In the survey thase peaple whe are frecusntly away fam home

BAMFLING METHODOLOGY: A rancomedigh-diaing sample selscfor process s wed bo ssiect isizphane
Peussheas in be surveyed. This sample seiection melhodeiogy rsures fat al telephcne Rowzehcids, bath those with
llssec and thase whin unlisted phore numbers, have an squal copartunily of being Rcluded In the survey samoie
RESFONDENT SELECTION: One person age 8- In each survey housshoid ks seiecied ot randam & be
Inbersizwec for this study. The adult 15 years or cider with e mest recent Birnday I3 used ko achieve random
selecton

SURVEY AREA: Teleohone numbers for the Bammore survey anes wene drawn at rndam from all edsgng
teiephore excharges in Anne Arundel, BaRmers, Balmare Cfy, Camed, Harfard, Howard anc Queen Anne's
counses, Maryland.

SAMFLE 3IZE: Inter/l=as were comoete whin 1041 adulls age 18 or icer far ©s report.

NTERVEEWING DATES: Oclober 33, 2004 Srough Decamber 15, 2004

ACCURAGCY OF DATA IN REFORT: Af 3 35% confidence lsvel, perceniages Dazed on talal respandents In fhis
rEDAIt Nave & mAKMUM SCCUTSCY range of phes or minus 3 percentage paints.

SOFTWARE: THE MEDIA AUDIT data Iz avallave In THE MEDIA AUDIT Software and In these thirc-pary
Erograms: 3aia, Taoscan, IM3, Teimar, Markeiron, and New Age Media Jervices.

THE MED1A AUDIT Iz 2 syndicatsd szrvice af Internalional Demograsnics.

Intemational Demegraghics, inc. f033% Richmond Avenue, Suhe 200 Houston, Texas 77042 o
Teionone: [D00; 226-9921 - Fax (T13) 8521412 — Eman: TLAG Tnepedia gt com

IRAERET FORRATION

exmn
[ — ™ =
SurvepDaea:  Jumsary 54, 1905 Falmaury 4, 30 s
a5
iy
POPULATION IFORWATCH oy

beBEsEEzEEREE ERRSE

Fopaeios saimutes shuoad o Cumar ezl TP 2008 DEFMED AREA
Coppeige 5308, Fora e 310 T cotl b anaa, caf 1830136531
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Utilities—create combos

How to use the “Create Combos” Feature

This feature within The Media Audit allows the user to create frequently used media combinations for reports,
using a convenient name chosen by the user. As a result, media within each “combo” will be netted together,
rather than compared. Once a user creates multiple media combinations, these can be compared against one
another. An example of a media combination would be a combination of radio stations that are frequently
bought or sold together. A media buyer or radio sales representative may want to create multiple media
“combos” and then compare them.

1.

2.

w

Under Utilities on the Main Menu, select the “Create Combos” button. The Combo Builder media selection
window will appear.

Within the Combo Builder Media Selection window, select the media you wish to include in a “combo”. You
can do this by either scrolling through the media list or using the “Search” feature. Use the CTRL key to
make multiple selections. Once you have finished selecting the media for your “combao”, click the “add”
button. A window will appear, prompting you to name the combo. Provide a name for the combo and click
OK when finished.

The newly created combo will appear in the “Combos” window.

To view or confirm that your selected media are included in your combo, highlight the combo you created
and the media within the combo will be listed in the “Media in Combo” window.

Click OK when finished creating your media combinations.

All media combos will be displayed in the Media Selection screen in the User Defined Combos window.
Note when creating a report with a user defined combo, the on-screen and printed report will identify the
components of the combo.

To import your newly created combo into another survey, simply highlight the combo you created and click
Export. Locate the drive and folder in which you want to save the combo and click “Open”. The file can
now be imported into another survey by opening up the new survey, clicking on Create Combos from the
Main Menu, clicking on Import, locating the saved combo and then clicking “Open”.

Note that not all reports within The Media Audit software will provide the option of selecting user defined
combos.

The Media Audit [_ ] %]
Combo Builder
—Media
[
_HEYMZ
By selecting these media and / /ﬂv [,
clicking on “Add", you will then / Market Ind v =
name your combo. In this F—— sl | 3 Medis
example, a two-radio station Targe! Fial [Combo Radi Groud ach | S
combo has been created. The oy ——— P
newly created combo can now -~ Combo ok | Camcel | ombos
be accessed through the media
selection screen under “User Base j ! |
Defined Combos”.
=l
Delete | Delete Al |
Ok Cancel | Irnpart | Expart |
FEE LI (S00] 3259921
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Tips and Tricks—selecting media and targets

Media and Target Selection Screens

Before you begin working with The Media Audit software, you should become familiar with the report toolbars
and how to navigate through them. The most common screens that you will interact with will be the Media and
Target Selection screens as well as the toolbar. A sample of the Media Selection screen is below.

Selecting Multiple Items from a List
When selecting multiple media or targets from a list, hold down the “CTRL” key and click on the item(s)you wish
to highlight. (Each report has different limitations as to how many media or targets you can select).

Clearing Previously Selected Media or Targets
If you are in a Media or Target Selection screen and you wish to remove all previously selected items, click on
the “Clear All” button in the bottom right hand corner of the screen. Now you may begin selecting your items.

Deleting a Single Media or Target without Losing Other Selected Items

If you wish to delete a single media or target without losing other selected items, click on the highlighted item
while holding down the “CTRL" key . This will de-select the item and keep remaining items highlighted.

Media Selection

The user Defined Combos section
allows user to select frequently
used media combinations for
repons Medla W|th|n each Combo Media Selection > User Defined Combos
are netted together in reports. R = |eoVB0 & Rabio caur
U COMED C RADIO GROLUP
V- CH 13 NEWS +WEBSITE
WY
WHRHO
This is an example of a Media D
Selection Screen. Hold down / -
the “CTRL" key to select multiple iR
items from the list with your N -
mouse.
// | [ seaen |
H Save Set |
Erinléﬂedia_rv N
Select Media by Category — gdett{v by i Ped Selectl | Dloardl
Intemnet "websites

Select Category
The TMA software provides a quick search option that enables users to quickly find and select related media.

Save Set
This feature allows users to save a grouping of media or target selections used frequently in reports. The media
will be compared rather than combined (netted). See next page for examples.

User Defined Combos
This feature allows users to select a grouping of media used frequently in reports. The media within each combo
will be combined (netted) in all reports rather than compared. See previous page on how to create combos.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Tips and Tricks—saving groups of media or targets for frequently used reports

How to Save Groups of Media or Targets using “Save Set”

This feature enables users to save grouped media as a set for use in reports where the user frequently selects
the same media for comparison each time. Once a group is saved as a set, the user can quickly create a
report by selecting the saved set, rather than having to re-select the individual media each time a report is
created. Itis also possible to save a set of targets for a report that supports multiple target selection.

How to Create and Save a Media Set

In order to save a group of media, you must be in a report that allows you to select more than one medium.
This includes the following reports: Ranker, Multiple Media/Single Target Index, and Composite Average
Reports, Ad Campaign Planner and Reach and Frequency.

1. Atthe Media Selection Screen, select the media you wish to include in your saved set. Hold down the
CTRL key while making your selections.

2. After you have selected all of your media, click on the “Save Set” button. A pop-up window will appear,
prompting you to name your new set.

3. Note: This feature is also supported within the Target Selection Screen as well.

Media Selection

This is an example of a

Media Selection User Defined Combios

user selecting multiple SOUTHERN J#SUNDAY <] [COMED & RADID GROUR
. EASTSIOE J #WEEKDAY COMBO B RADIO GROUP
pUb|IC&tI0nS to be EARTaI0E 1 SUNDAY COMBO C RADID GROUP
. . : CH 13 NEWS + WEBSITE
included in a saved set THE NEWS = WEEKDAY
THE HEW/ S22 SUNDAY —

Remember Set As...

IAII Business Publications in Market

ALl STREET JOURNAL
MEwW YORK TIMES
LSa TO0

THE BUS SS JOURMAL
. “ " _DK Cancel
After clicking “Save Set’, Airemname prese e |
H THE CITY PAPER

the user is prompted to THE BTy PAT E |
name the new set.

I > Search |

ISaIect Category =

Click Here to Pick a Selection Set... - Save Sat

| =]

ok, Cancel | Hep | Select Al | Cler Al |

3. Name your new set and click OK.

4. To select the newly created saved set for future reports, click on the pull down menu next to the “Save Set”
button.

5. Note that you can remove your saved sets any time using the “Manage Your Selections” feature under Main
Menu/Options.

I | Search I

I Select Category j
. . Click Here ta Pick a Selection Set... ~ S Set
The newly created set will appear in the |"|i.l=-Hh':'i-l — Eif
drop down menu here. —————» <|ALL BUSINESS PUBLICATIONS [N MARKET |
K —'f_

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Tips and Tricks—custom views for selecting items for your report

Select Category

This feature appears in the Media Selection Window and provides a short-cut to quickly viewing and selecting
media to be included in a report. Here are some common uses for the feature:

1.

A user is interested in quickly finding and selecting items associated with a general media category, such as
radio, print, TV newscasts, Broadcast TV by time period, cable networks and internet web sites.

How to use the Select Category Feature

A simple and quick way to find and select media in a general category would be:

1.

w

16

At the Media Selection window, it is recommended to click “Clear All” to begin. This eliminates any
previously selected media from the report that is being created. If the “Clear All" option is not available, then
simply make a selection from the media list.

Click on “Select Category” button. When the drop down menu appears, select the general media category.
From the Results Window, select your media (hold down the CTRL key for multiple selections) and click OK.
Proceed in producing your report.

Media Selection

Media Selection User Defined Combos

HERALD JRNL*WEEKDAY ;I COMED & RADID GROUP
HERALD JRNLASUNDAY COMEQ B RADIO GROLIP
HERALD JRML.*WOSSUN Eaﬁgigﬁgel\?\f’ggsﬂgg
SOUTHERM J**WEEKDAY
SOUTHERN J**SUNDAY -
EASTSIDE JAWEEKDAY
EASTEIDE JA*SUNDAY
THE MEW/SHasas WEEK DAY
THE HEWS**+SUNDAY
WALL STREET JOURNAL
NEW YORK TIMES
USATODAY
THE BUSINESS JOURNAL =l
| | Search I
This is an example of a user selecting S i
i Save Sat
all Broadcast TV Newscasts from a R Lol ==

general media category list,. =~ ——»

Select Al @
—

~Intemet Websites

Results Matching Your Query

MORN NEWS*WHNG C 5

MORN NEWS*WHMO C 4

MORN HEWS*WXRO C 7

MORN NEWS*WXFQ C 13

EARLY HEWS*WHHG C 5

A “Results Matching Your Query” list EARLY NEWSWXRO £ 7
. . —> FRIME NEWS*WXPG C 13
will appear, allowing the user to PRIME NEWSHXTW T 11
. . FRIME HEWSMWHNG C 16

quickly select from the media LATE NEWSHWXNG C §

. . LATE NEWS*WXMO C 4
category list and display the report. LATE NEWSHWRD C7
This saves time by eliminating the
need to find the media selections
from a longer list of media.

QK Cancel

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921



Tips and Tricks—how to search

How to use Search

Both the media and target selection screens have a search feature to help you quickly locate an item in the list.

You can type in the complete name or you can also type in a partial name. Once you type in your search word,

click “Search” and a window will pop up with all results matching your query. Highlight the item(s) from the
“Results Matching your Query” window and click OK. You can continue to click on additional items (with the
“CTRL" key held down) or click OK again to view your report.

This is an example of a user

looking for all items - 5
pertaining to fast food

This is an example of all
results matching the query

Taiget Selection

ADULTS AGE 18+

MEMN--AGE 18 +

WOMEN--AGE 12 +

ANNUAL HOUSEHOLD INCOME--UNDER $15,000
ANNUAL HOUSEHOLD INCORME--UNDER $25,000
ANNUAL HOUSEHOLD INCORME--$15,000-$24 335
ANNUAL HOUSEHOLD INCOME--$25,000-$34,939
ANNUAL HOUSEHOLD INCOME--$35,000-$439,933
ANNUAL HOUSEHOLD INCOME-$50,000-$74,999
ANNUAL HOUSEHOLD INCOME--$75,000-$59,993
ANNUAL HOUSEHOLD INCOME--$100,000-$148 993
ANNUAL HOUSEHOLD INCOME--$35,000 FLUS
ANNUAL HOUSEHOLD INCOME--$50,000 PLUS

|last food Search I

ak | Cancel l Help |

SelectAll Clear all

Target Selection

Results Matching Your Query

FAST FOOD PAST WEEK--3 + PURCHASES
FAST FOOD FAST WEEHK--5 + FPURCHASES
FAST FOOD PAST 4-WEEKS--AREY'S

FAST FOOD FAST 4-WEEKS--BURGER KING
FAST FOOD PAST 4-WEEKS--DAIRY QUEEN

FAST FOOD PAST 4-WEEKS--KFC

FAST FOOD FPAST 4-WEEKS--MCDONALDS
FAST FOOD PAST 4-WEEKS--SLIBWAY
FAST FOOD FPAST 4-WEEKS--TACO EELL

for “fast food”.

Additional Search Tips

v

FAST FOOD PAST 4-WEEKS--TACO TIME
FAST FOOD FAST 4-WEEKS--WENDY'S

FAST FOOD FPAST 4-WEEKS-- JACK-IN-THE-BOX

Cancel

If you do a search and the result comes up empty, try another word. For example, try replacing grocery with
“supermarket”. You may also try to type in a partial word such as “cell” instead of “cellular, or “Wal” instead of

“Wal-Mart”.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Tips and Tricks—the toolbar

Standard Toolbar

This is an example of a standard toolbar within the TMA software. Not all buttons will appear in every program.
For an explanation of the buttons on the Cross Tab toolbar, see the section on how to use Cross Tabs.

Baze | Media | Targetz | Ophions

. Gra
. | B i

= | Feports

—}l %l Clip

Genders

74 | E xit

Base

By clicking on this button, you can change the base to any qualitative target, zip code, cluster of zip codes,
county or cluster of counties. Refer to the section on how to use the Respondent Based software for more

information on working with bases.

Media
This allows the user to choose from a list of media.

Targets
This allows the user to choose from a list of targets.

Options

Here you can modify how the report will appear on screen and when printed. Options available vary by report.

Below is an example of what you can modify:

[ St Logo

I Show Sample Size on Screen

I~ Show Gridlines on Report

[ Do Mot Show Rank Column

™ Don't Show Media With 0 Values

™ Show Respondent Based Column

™ Show Non-Radio Media in Arbitron Reports

These settings are for the curent report only and are not gaved. However, some
of the zettings can be activated [and remembered) for all reports. To access
those settings. please select 'Options’ then 'Display Preferences' from the main

MenLu.

Cancel

Find...
Allows user to quickly find text in a displayed report.

Default View (Plain Report) @

This is the Default View for your report and appears like a spread sheet.

Grg
[ 14

Graph View

This changes the data from the Default View to a graph. Here, you can customize the look of the graph.

18
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Tips and Tricks—the toolbar

Standard Toolbar Continued

Baze | Media | Targetz | Ophions Genders

. |F|ep0rts —}l = | Clip

Find.. | @| ?riﬁh
u

74 | E:-:it‘

-—

Previous Report
Shows previous report.

Reports
Lets you choose from a list of reports. The list varies, depending on which program you are using.

-
Next Report
Shows next report.

Print S

Prints the current report.

Clip
Clips the data or graph for pasting into other programs.

Genders
Applies an additional restriction (male or female) to the base.

?
Help
Depending on where you are in The Media Audit, it will launch some or all pages of this manual in a PDF
format.

Exit
Exits the report.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Presentations Made Easy—customizing graphs

How to Graph a Report

Once you have selected the media and target(s) and your report is displayed, click on the GRAPH button. A list
of graph types will appear at the top of the menu. Select the type of graph you want from the list of available
options (options will vary by report).

Ranker Report HE E
; ; : Gr, : :
Base | Media | Targets | Options | Find... | % | “iph 4= | Reports | ==} =] Clip | Genders B E it
L]
Hatizontal Bar

Repart: RANKER REPORT T THE MEDIA, &LIDIT Cume Ratings
Market: METRO, LS4, for FALL 2007 MalelF e/ Tokal
Bases: ADULTS AGE 18+ SR
Taroet: PLAN BUY--CARMN AMTRUCKSSY

Toggle Ratings/Persons

Basze Populstion: 2 949 300 Y In Target: 17.0% Target Perzons: 502 500
Togale 20130
Graph Titles

Fonts

staph Calors (BarSlice) e
Rank |Mecis Fobate 30 Graph o i} 9 19 28
1 ESHOPPERE GLIDE Bt Graph SizeWidth 27 3 I
2 GREEN WEEKLY Graph Background 155 I
3 USA AUTOS Export Graph £ —

taraph Defaulks
Save Graph Options

Load Graph Options

A standard graph will appear, such as the one below. To customize the graph further, click on the GRAPH
button again. Choose from the list of options to enhance the look of the graph.

Ranker Report = B
Grg %
Base | Media | Targets | Options | Find. "Iﬁh 4= |Fepots| =p | & Cip |Genders| %@ Exit
d
¥ Vertcal Bar
Report RANKER REPORT R THE MEDIA ALIDIT Cume Rating
Warket METRO, USA, for FALL 2007 Jrio T o
Bases: ADLLTS AGE 18+ Toggle Data Graphed
Target PLAN BLY~-CARMANTRUCKISLY
Biase Population: 2,943,300 Teggle 20/20 +In Targel: 17.0% Target Persons: 502,50
Graph Tales
Graph Label Fonts
Graph Colors (Bar/Slice)
Ratate 30 Graph Ratings
Bar Graph Size/Width
30— Graph Beckground
273 Export Graph

Graph Defaults

Swve Graph Options

Luad Graph Optuns

SHOFPERE GUIDE GREEN WEEKLY USAAUTOS

This is an example of a Vertical Bar graph in a Ranker Report.

The Media Audit is a Syndicated Service of International Demographics, Inc.

20 Customer Support: 800.324.9921




Presentations Made Easy—creating PDF files of your reports

How to Create a PDF of Your Report

One of the most common formats for sharing electronic files via email is PDF. Saving TMA reports in PDF
format will save you time by allowing you to create frequently used reports or reports that you wish to email. If
you have PDF creation software, you can easily create a PDF file from The Media Audit software. Follow the
steps below to create a PDF of your report:

1. Create the report you want to export into a PDF format. Click on the Printer icon to display your printer
dialog box.

2. Inthe printer dialog box, select the PDF Option that that is installed on your computer from the list of
printers. Select OK.

3. A“Save PDF file As” dialog box will pop up. Name your file and select the location where you want to save
and click OK when finished.

4. Your PDF Creation Software will create the PDF. Note that the PDF generated will be that of the printed
report, not the report that is visible on the screen.

5. Note that the example below pertains to the Adobe PDF program. If you are using another program, the
process may be different.

Frinter
Hame: Properties. ..
Status: t 5300 series
Type: Microsaft Office Document Image writer
‘where: My Documents
Comment: i
Frint range Copies
(o Al MNumber of copies: 1 EI:
{ S E i L emkie
oK | Cancel ‘
Save PDF File As (3]
Saven [ New Folder s «BeFE-
D |
My Recent
Documents
—
Deskiop
=
My Documer s
J
58
My Computer
e
My Metwork— Fil : Medis Profils Feport for my Stati - Save
LT ile name: |Media Profiie Report for my Station |
Saveastpe: | PDF fles [“PDF) = Cancel

If you do not see Adobe PDF from the list of Printers, you may not have PDF Creation Software installed on
your computer. To purchase Adobe Acrobat, you can visit www.adobe.com. (PDF creation can also be done
utilizing several free tools found on the web.)

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Presentations Made Easy—using clip and paste to export into other programs

How to Export Text and Graphics Using Clip and Paste
The Clip feature allows you several options for copying and pasting your graph or report.

1.
2.

3.
4,
5.

Once your report is viewable, click on the CLIP button on the toolbar.

If you have a report (and not a graph) in view, a pull down menu will appear with five options (including
Export to Excel, which is explained on the next page). Select between the first four options and the item will
be copied to your clip board. Note that text clips are not allowed if you are trying to clip a graph; in the case
of a graph, the program will automatically clip the item exactly as you see it on the screen.

Next, open the program and document where you want to paste the report.

In the document, click Edit/Paste. The report will appear in your document.

Make necessary adjustments to enhance your presentation such as resizing or moving the graph.

Helpful tip: CLIP also allows you to clip only those items you have selected in the text report (this is not an
option in graph mode). You may make selections by highlighting rows while holding down the CTRL key
simultaneously. Only those items that you have selected in the report will be included in the clip (excludes
Screen Capture option). This feature is designed to eliminate the need to go back and remove an item from the
list before clipping the report.

WXMS delivers Affluent Full Nesters
with Superior Spending Power

Fagt MASWET BN, MULTPLE TARDET SIULE MESAA REFORT T MEA LD Cume rae
METR, IS for FALL 2004
ADULTS ADE 18e

Cume Index

The above example illustrates the common use of exporting TMA graphs into a PowerPoint presentation along
with logos, photos or clip art.

How to Clip as Text for Copying data into a Spreadsheet (Option not available in all reports)

1.

oo

22

Create the report that you wish to export into your spreadsheet. Once the report is viewable in default view,
click on the CLIP button on the toolbar. You must be in default view and not graph view to export data
into a spreadsheet.

Select Clip as Text as your clip option.

Next, open the spreadsheet program and document where you want to paste the report data.

In the document, click Edit/Paste. Each number or label will be entered into its own cell.

Make necessary adjustments to enhance your presentation such as changing width of columns or text
formatting.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921



Presentations Made Easy—using clip and paste to export into other programs

How to Export data or graphs into Excel

The Export into Excel feature allows the user greater control over editing the content and overall appearance of
a report. To completely export your graph and/or data into Excel, follow these steps (you must have a version of
Microsoft Excel installed on your computer in order for this feature to function):

Once your report is viewable, click on the Clip/Export to Excel on the toolbar.
Your report is now viewable and can be edited from within the Excel program itself.
Note that different versions of Excel will have different output and editing features

~opE

See below for an example of a Media Profile Report that has been exported into Microsoft Excel 2007.

D) 120ty - Bookl - Microsoft Excel
By =
| Home | Insert  Pagelayout  Fomulas  Data  Review  View  AddIns
= N ot = =1 e = o — | = e
| Calibri BRI S S H";"l S wrap Text General o | b Tma _mifli
;Tilq}ca“ T, &7’: [ oy ‘n'nn cmtﬁ\Fm Cell I;T_‘rtDLtFV tH
aste Bz 0| [ o A= Merge & Center - ||| § =~ % 9 ||%§ %] Conditional Fon e nsert Delete Format
~ . Format Painter | u | Il A L | B Mera ‘ I8 | Formatting ~ as Table = Styles ~ - - -
Clipboard = Font i Alignment i Humber o Styles Cells
B34 ~Q £[77
A . D 3 E G H 1 J K L M N o
|
2 Age Analysis Gender Profile Ethnicity Profile
(=
a m18-20
=0 w2124
5
m35-34
[ 7] WWHITE
3 u3544
uMALE HBLACK
9 m45.48
[ = FEMALE = HISPANIC
10 55054
BASIAN
= 15564
12
06574
(23]
e 75+
|15
16| E =
o Annual Income Education Profile
18
ik B H.S. ORLESS
o m215K -
2 =15K-25K
= B H 5. GRADUATE
2 m25K-35K
23 .
v 35K-50K = SOME COLLEGE
B50K-75K
25
25 = 75K-100K WCOLLECE
DEGREE
27 H100K-150K
= B ADVANCED
H150K+ ey
=
30
31
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Presentations Made Easy—customizing graphs

How to Change the Look of Your Graph

If you would like to further modify the look of your graphs from within The Media Audit software, click on the

GRAPH button to accomplish the following:

e Toggle Data Graphed: Allows you to toggle between different graphs that display different metrics that are

available for that report
e Toggle 2D/3D: Changes view from 2 dimension to 3 dimension

choose to frame the titles
Graph Label Fonts: Change the size, font or color of graph labels.
Graph Colors: Change the color and pattern for each bar or slice.

Bar Graph Size/Width: Adjust width of bars in graph

Graph Background: Changes the color or frame of the graph area.
Export Graph: Allows you to save graph as a bitmap for future use.
Graph Defaults: Returns graph to standard TMA settings.

Changing/Adding Graph Titles

Save/Load Graph Options: Allows you to save and access customized graph settings.

Rotate 3D Graph: Changes depth and rotation of 3D graphs (only appears when in 3D view).

Graph Titles: Allows you to change or add titles to top, bottom, left or right of the graph. You can also

The Media Audit software uses default titles such as “Cume Ratings” or “Cume Index”, etc. If you wish to
change the title of a graph, you can do so by clicking on the GRAPH button and selecting “Graph Titles”. Here,
you can edit the title, style or font of the graph, as well as change the position of the title relative to the graph.

Graph Titles Report RANKER REPORT

Market METR, USA, for FALL 2004
Basze: ADULTS AGE 18+
Target PLAN TO BUY NEXT 12 MONTHS--NEA FURNITLIRE

Top

Cume Relings

Target Persons: 583,900

Sour Base Populstion: 2,836,400 % In Target: 20 6%
Left Elil':feh Eight
Home and Lifestyles Magazine is #1 with Furniture Buyers

Bottam |

HOME AND LIFESTYLES

| Fonts l

Close | PARENTS MAGAZINE

By clicking on “Graph Titles”
under the GRAPH button, you can
rename your graph title as well as
change the position of the title to
the top, left, right or bottom of the METROVILLE CHILD
graph.

METRO MAGAZINE

1.0

24 Customer Support: 800.324.9921

The Media Audit is a Syndicated Service of International Demographics, Inc.




Presentations Made Easy—rotating 3D graphs and changing graph titles

Changing the Graph Font, Size and Style

You can modify the graph font, size and style by clicking on the GRAPH button and choosing “Graph Label
Fonts”. Below is an example of a graph that has been modified to include a different font and style from the
default font and style.

Font 3 | — RANKER REPORT

Cume Rafings
o o - Market METRO, USA for FALL 2004
Lont ot ke Base: ADLLTS AGE 18+
[Fregular iB [i13 | Target: AFFLUENT FULL NESTERS-$75K + 105 AT HOVE
- Cancel
ial Black —1 |ltalic _I Base Population: 2,838 400 % In Target: 12.7% Target Persons: 360,300

||
=

O A

O &l Nanow Bold
O izl Rounded MT Bolc | Bold ltslic
O #iial Unicods MS
O Baskenvile Old Face

O Bauhaus 33 -

Samp|
I™ Stikeout
I~ Underline AaBbYyZz METRO MAGAZINE 57

G ack ~] | Seipt
westem -

Cume Ratings

HOME AND LIFESTYLES

By clicking on “Graph Label Fonts”,
you can change the font, style and METROVILLE CHILD
size of the labels on your graph.
You can also change the color of
your labels.

PARENTS MAGAZINE

Changing Graph Colors

You can change the colors of graphs by first clicking on the GRAPH button and choosing “Graph Colors Bar/
Slice”. Here, you can change the colors and patterns on each or all of the bars in your graph. This will enable
you to modify a graph where one or more media stand out from the rest.

Gragh Calors (Bar,/Slice) Repart RANKER REPORT

o S Marist  METRO, USA for FALL 2004 punefain:

CLASSIFIEDS COM E % ?:.S:et CETTLJ\?EQGCEL?SIF\EDJOES\TES--REGULARLV

SHOPPERLCOM = =

ICITY MAGAZINE. COM 'FL‘ TL‘ Base Population: 2 536 400 % In Target 3.3% Tatiget Persons: 92 500

ALTERNATIVE COM [ - .-

PARENTHEWS COM .- .- i

[ Bl = Cume Ratings

B B
B B
F z CLASSIFIEDS COM 131
Cokors foxEntie Grach | Patem for e Geagh
SHOPPER.COM
By clicking on “Graph Colors Bar/Slice” J——
under the GRAPH button, you can
change the colors of one or all of the
bars in your chart. ALTERMATIVE COM b1
PARENTNEWS COM 40
i f {
[ 5 10 15
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Presentations Made Easy—changing colors and backgrounds

Rotating 3D Graphs

You can modify the look and angle of your 3D graphs by first clicking on the GRAPH button and choosing
“Toggle 2D/3D" to change the graph from 2D to 3D. When your 3D graph is in view, click on the GRAPH

button again and choose “Rotate 3D Graph”.

Report:

Rotate 3D Graph

MERKET INDEX. REPORT, MULTIPLE TARGET SINGLE MEDIA
METRO, USA for FALL 2004

Cume index:

Cume Index

MARKET INDEX = 100

ADULTE-AGE 35-44

ADULTS-AGE 18-20

Market:
e B 15 e
|
Left Right
Kl nErE =
Do

By clicking on “Rotate 3D Graph”
under the GRAPH button, you can
slide the scroll bars (see above
illustration) to change the angle of
your 3D graph.

ANNUAL HOUSEHOLD INCOME--§74,000-§93 995

ADULTS-AGE 21-24

ADULTS-AGE 245-34

$150 + WEEKLY SUPERMARKET

200

Changing Graph Backgrounds
The default background for TMA graphs is white.

If you wish to change the color and pattern of the

background, click on the GRAPH button and choose “Graph Background”.

Graph Background

Graph Backaround Styl
* MWone ( Framed © DropShadow ¢ Raised © Lowered

Report: RANKER REPORT
Market
Base.

Target

Bass Populstion: 2 536,400

1 lore £ Eramed) 0 DropShadovs € Beieed| € Lowered

METRO, LS4 for FALL 2004
ADULTS AGE 18+
ANNUAL HOUSEHOLD INCOME--§150,000 OR MORE

% In Target 4 6%

Cume Refings

Target Persons: 130,600

"Legerud Bacliaround Stle:

Grid Ling Syl

-

i~
|’Ea\:kgmund Color

| El

By clicking on “Graph Background”
under the GRAPH button, you can
change the style and color of the
background, and add grids.

Cume Ratings

FOX NEWS CHANNEL
HEADLINE NEWS

ChBC

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Presentations Made Easy—exporting graphs and accessing them for future use

Exporting Graph Images

Frequently used graphs can be saved in a Bitmap format and can also be exported into other programs. The
difference between this feature and using Clip and Paste is that this feature allows you to SAVE the image as a
file, and Clip and Paste does not. When your graphed report is in view, click on GRAPH and choose “Export
Graph”. In the “Save As” window, name the graph and choose the location before saving. Note that ONLY the
graph and graph title will be saved (and not the header information as with the Clip and Paste function).

e mE

Save jr: ‘ (29 tma

(Dhelp
[ 5aved Reparts

File name:  [Cable News Ranker §150K Householdd

[

Sawe &t ype: ‘Bilmaps [".bmp)

Frequently used graphs can be saved
as a bitmap (image) file. They can be
retrieved and imported into other
programs such as PowerPoint or Word.

Saving/Loading Graph Options

Cume Ratings

CNBC

G FOX MEWS CHANMEL HEADLINE NEWS ESPN

You can save custom graph settings for future use by using this feature. Once you have customized your
graph to your liking and the graph is in view, click on GRAPH and select “Save Graph Options”. Name the file
setting and select the location where you want the file. To load for future graphs, simply click “Load Graph
Options”, select the location and file where you saved your customizations and the changes will be applied to

your existing graph.

Cume Ratinge

7 Freport FANKER RERORT
Save As @ Market METRO, LT5A for FALL 2004
aze ADULTS AGE 18

Save 1) tmar hd £ B Target AIIAL HATSEROUD BIOME -3 50 000 OF MORE

Ciheln Baze Poguisbon: 215,400 % i Target 457% Target Pertons 130,600
[)5aved Reports

CUME RATINGS
TN 62.8
File pame: [ My Custarized TMA Fonts Save
Save sslype: | T Graph Sellings [igs] = Ciee FOX NEWS CHANMEL 44.9

The graph to the right is an
illustration of a user changing the
default settings to a different type
font. By clicking on “Save Graph
Options” under the GRAPH button,
the user can save the customization
for future use.

HEADLINE NEWS 4z.2

ESPN

CHMBC

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Working with Respondent Based Software in the TMA program

All software issued by The Media Audit is respondent based, offering users a greater ability to filter data.
Respondent based software allows users to change the base from adults 18+ to a demo, target, or customized
geography that will be used in all report computations. Using and/or logic, you will also be able to combine
targets for a more refined base. A more thorough explanation on combining targets can be found in this
section.

How to Change the Base in the TMA Program

There are two ways to change the base for your reports in The Media Audit program; from the main menu , or
from the report toolbar.

From the Main Menu or Toolbar:

1.
2.

3.

28

Click on the “Base” button.

A Select Base Type window will appear, prompting you to select your base from either a list of targets
(General), a list of zip codes, or a geographical area (list of counties with in your local metro market).

Note that when selecting from the General Category list, you can also select “Find Respondents Not
Matching Selections”. For example, you could create a report based on adults who are NOT customers of
a retail store to identify media habits of prospective new customers.

Also note that when selecting from the General Category list, you can select up to two targets to more
narrowly refine your base. If you choose two targets, the program will prompt you to choose the AND or
OR condition. For example, you could create a report based on adults who earn $50,000 or more in
household income AND/OR are between the ages of 18-49 years. See next page for details.

If you are creating a custom geography for your base (Zip Code or Geographical Area option), you will be
prompted to save and name your new base. It is optional but recommended for frequently used reports.
For example, after selecting “Zipcode” from the Select Base Type screen, you can select a combination of
Zip codes that represent a retailer’s trade area. Then you can name your customized base for accessing
and creating future reports.

Note: To delete those bases that you created and named, you can do so through the “Manage your
Selections “feature under Main Menu/Options.

Select Base Type

Select a New Baze for Your Feports

—Regular Bazes

General Select “General” for demos or specific targets within TMA

— Special Bazes-

Select either “Zip code” or “Geographical Area” (includes
counties when accessing local databases and cities when
/ using national databases) for conducting analysis based on
E a special geography within your metro market

Zipcode <

Cahcel

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921



Working with Respondent Based Software in the TMA program

How to Create a General Base using a Combination of Targets

From the Main Menu or Toolbar:

1. Click on the “Base” button on the main menu or from the toolbar.

2. A Select Base Type window will appear, prompting you to select your base from either a list of targets
(General), a list of zip codes, or a geographical area (list of counties with in your local metro market).

3. Select the “General” option.

4. While holding your Ctrl key down, select the two targets you wish to combine for your custom base.

5. Click OK.

6. A*“Base Combination Type” window will appear, prompting you to choose between AND or OR logic.

7. Note that when making target selections for your base, the Base (or sample size) for each target is listed to
the right of each target, so that your sample size criteria can be met

8. Select one of the combination types (and/or) and click OK.

9. Create your report as usual.

Please Choose Your Base Combination Type

AMD = Respondents must satisfy ALL bases selected to be included
0F = Respondents can zatizfy ANY baze zelected to be included

ANMUAL HOUSEHOLD IMCOME--$50,000 PLUS
ADULTS-AGE 25-43

ANMUAL HOUSEHOLD INCOME -$50,000 PLUS
TR
ADULTS-AGE 25-43

(E=R(EolF)

The Media Audit 2/9/2012

CHICAGDO, IL MAR-MAY/SEP-OCT 2010 CHi2010

‘ ANNUAL HOUSEHOLD INCOME -$50,000 PLUS =AND= ADLILTS-AGE 2543 <

Reports

Ranker

Composition Reparts

Media Dap Analysis

tarket Index

Special Reports

Position Finder

Compasite Average

Ad Campaign Planner

Quick Profile Repart

Target Profile

Reach & Frequency

Duplicate Reach

Media Profile

Age Demo Analysis

Zip Code Mapper

Trending Repart

Base

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921

Cross Tab

Linnual Buping Power

Ultilities
Change Survey
Options

Report On a Media

Facts Abaut the Survey

Help

Create Combioz

Quit

2/3/2012

Help Line: (300] 324-8321

If the user selects this option, the
subsequent reports created will be
based on BOTH criteria.

If the user selects this option, the
subsequent reports created will be based
on EITHER of the criteria, rather than
both.

The base for your reports will appear here
as a link. Click the link to display all of the
components of the base.
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Working with Respondent Based Software—how to read a report

How to Read a Ranker Report Using the Respondent Based Software

Suppose, for example, that McDonald’s was planning a media buy for an upcoming Major League Baseball
promotion and that likely participants were customers who followed professional baseball. Below is an example
where a user created a Ranker Report comparing four local TV stations using a broad TV day part. There are
essentially two ways to create a Ranker report using the two criteria mentioned. First, you can change the base
for the report to “adults who follow professional baseball on TV” and select “adults who ate at McDonald's in the
past 4 weeks” as the Target. Or, a simpler way would be to create a base using a combination of the two
targets and leave the Target set to “adults 18+". The Ranker report with the new base applied would look and
read like this:

Please Choose Your Base Combination Type

AND = Respondents must satisfy ALL bases selected to be included
0OF = Respondents can satisfy AMNY bage selected to be included

In using the above example, you

e <«—— would want to select the AND
FOLLOWED SPORTS-PROFESSIONAL BASERALL TV Condmon to Satisfy your base

FAST FOOD PAST 4WEEKS-MCDONALDS reqUIrement
“OR*

FOLLOWED SPORTS-PROFESSIONAL BASEBALL TY

Ranker Report 15 =]
. : : Sry - :
Baze Media | Targetz | Options | Find... I Iph {— Reportz —} @ Clip | Genders ‘? E xit
s
Report: RAMNKER REPORT THE MEDIA AUDIT Cume Ratings
Market: METRO, USA for FALL 2004 b
Bases: FAST FOOD PAST 4 WEEKS--MCDONALDS FOLLOWYED SPORTS--PROFESSIONAL BASEBALL TV New base
Target: ADULTS AGE 18+
Base Population: 660,100 < # of adults in the market % In Target: 100.0% Target Persons: 660,100
who are in the base |
Cume Cume
Rank  |Media Persans Rating i 13 25 35

1 C5WHNG MNBC 9aM-4PM
2 CTWHERO CBS 9AM-4PM
3 CAWRMO ABC QANM-4PR
4 C13WRPG FOK 9AM-4PR

245 700 37.2 I
245,100
245,000
215,100

This station's 9a to 4p day
part reaches 245,700 adults
18+ who are in the base.

The Target Audience: The
number of adults 18+ in the

: : market who watch professional
This station’s 9a to 4p day part baseball on TV AND ate at —

reaches 37.2% of the Target McDonald's in the past 4 weeks
Audience who are in the base.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Ranker—how to create a report

What is a Ranker Report?

A Ranker Report ranks media by rating or index against a single target. You can rank media by cume rating,
most often rating, cume index, or most often index.

How to Create a Ranker Report

1.

Click on Ranker from the main menu. The report will open up a Media Selection window for you to select
your media. To select multiple media in a row, click and drag the mouse through your selections. To
select non-adjacent media, hold down the CTRL key while making selections. Click OK once all media
have been highlighted.

Once you have selected your media, the Target Selections window will open for you to select your target.
Select one target. Click OK to confirm. The default report (see below) with bars to the side will appear.
To change the ranking criteria, click Reports or use the left and right arrows to scroll between different
reports.

For radio clients with Arbitron clearance, Arbitron adjusted ratings can be displayed for different dayparts
using cume and AQH (average quarter hour) measurements.

Click on any of the buttons on the toolbar to make changes to your report.

Ranker Report [_ O]
: : : Gry ) ;
Baze | Media | Targets | Options | Find... I Iph 4= | Reports | ==p % Clip | Genders ‘? E it
L L]
Report: RANKER REPCRT cume Ratings
Market: METROD, USA for FALL 2004 THEMERE SR g
Baszes: ADULTS AGE 18+
Target: FAST FOOD PAST 4WEEKS--MCDOMNALDS
Baze Population: 2,836,500 % In Target: 36.0% Target Persons: 1,021,600
Cume Cume
Rark  |Medizs Perzons Rating a 11 25 =
1 C7TWHRO CBS 9AM-4PM 339,100 f<pe9 ______________________ |
2 CSWHNG NBC 98M-4PK 338,500 33.2 I
3 C4WHMO ABC SAM-4PM 332,700 32 6 I
4 C13WHPQ FOX SAM-4PM 307 000 oo ____________|

Below is an example of the pull down menu under “Reports”. To change the ranking criteria, use this pull down
menu or use the left and right arrow buttons on the toolbar to scroll through the different reports. The reports
will appear in the same order as the pull down menu.

w Cume Ratings
Most Cften Ratings
Cume Indesx

Most Dften Index Arbitron subscribers with proper clearance will have
Media Fanjfuy Report the option of selecting Arbitron adjusted ratings

Cume Ratings - Monday - Sunday Semto bidright using Cume and AQH measurements. Adjusted

AGH Ratings -- Monday - Sunday fam ko Midnight . . .

Cume Ratings - Monday - riday gam o L0am ratings are available for radio only. These

B selections will not appear for non-radio media or

AQH Ratings - Monday - Friday 10am to 3om ' stations who do not subscribe to Arbitron. To learn
Cume Ratings -- Monday - Friday 3pm to 7pm . . .

AQH Retings -~ Manray - Frdsy 3pm o 7om more about creating Arbitron adjusted reports, refer
ume Ratings -- Monday - Friday 6am ko 7pm . H .

o oo o et 7 to the section of this manual that explains Utilities/
Cume Ratings -- Monday - Friday Combined Drive Times Arbltron Optlons

AQH Ratings -- Monday - Friday Combined Drive Times

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Ranker—how to read a report

How to Read a Ranker Report
It is helpful to become familiar with the cume and most often definitions by medium, found in the Key
Using the example below, the user created a ranker for local TV
stations using a broad TV day part. The target selected was adults 18+ who had eaten at McDonald’s in the
past 4 weeks. The base for the report is adults 18+. Here is how to read the report:

Definitions section of this software manual.

Information about the
survey used

is adults 18+

The “base” for this report

Target Selected: adults who ate

McDonaIds past 4 weeks

1
Ll

= B

selected, this station has a 7-day
reach of 338,800 with McDonald's
consumers

=]
Baze | M Targets | Optionz | Find. ﬁ| I riph = //4 % | Clip | Genderz ‘@ | E xit |
[ I
N /
Vatet  WETRO, UsA for FALYA0s THE WEDialOT Cune Retas
arket: : ar .
Bases: ADULTS AGE 18+ % of adults in the market who ate
Target: FAST FOOD PAST 4WEEKS--MCDONALDS at McDonald’s in the past 4 weeks
Base Population: 2 838,500 % I Target: 36.0% Target Persons: 1,021,600
Cume Cume X\
Rank |Mediz Persons Rating i 11 23 Tt .
1 CTWHRO CBS 9AM-4PM 338,100 332 # of adults in
2 C5WHNG NEC 9AM-4PM 338,300 33.2 the market
3 C4WHMO ABC JAM-4PM 332,700 326 who ate at
4 C13WWHPG FOX SAM-4PM 307,000 30.0 McDonald’s
- . in the past 4
This station's day part reaches weeksp
33.2% of all 18+ McDonald’s
consumers in this market
Based on the 9a to 4p day part

32

Customer Support: 800.324.9921

The Media Audit is a Syndicated Service of International Demographics, Inc.



Ranker Report—how to create a media plan/buy report

What is a Media Plan/Buy Report?
The Media Plan/Buy Report can be found as a Report Option under Ranker Reports. The report enables you
to display a single-page Ranker Report (single target, multiple media) that includes all of the following; cume
and most often persons, cume and most often index, and a conversion ratio for the media selected in the

ranker. The Media Plan/Buy Report consolidates the first four Ranker Reports into one concise report.

Baze Media | Targetz | Options

Find.. | @l ﬁriﬁh
]

Genders

7 | E:-:it‘

The Media Plan/Buy Report

incorporates all of the metrics

in the first four Ranker
Reports listed in this menu,
with the addition of a

conversion ratio for the media

selected

What is a Conversion Ratio?
The Media Audit measures media audiences quantitatively in two different ways; cume and most often. Refer
to the Key Definition Section of this report for definitions for each media. A conversion ratio is defined as the %
of a media’s cume audience that is also in the media’s most often audience. A conversion ratio measures how
well a medium “converts” its total audience to loyal listeners, readers, viewers, users, etc. For a radio station, a
conversion ratio of 70, for example, means that 70% of the station’s 7-day cume audience also listens to the
station more often than any other station. The higher the conversion ratio, the more loyal and more frequent its
audience is exposed to the medium. For a daily newspaper, a conversion ratio of 60 would mean that 60% of
the newspaper’s 5-weekday cume audience has also read yesterday's newspaper. Over time if the conversion
ratio grows for each of these media, they are increasing the loyalty of their audience. The below report is a

sample of a Media Plan/Buy Report :

Ranker Report

(=)=a]
\

Cume R.atings
Mosk Cften Fatings
Cume Index

Mosk Often Index

e
v Media Plan/Buy Repart

adults

T T
Baze Media | Targetz | Options | Find... {— | Reports —} % | Clip | Genders ‘? | Exit
Report: RANKER REPORT THE MEDIA, AUDIT Media Plan/Buy Report
Market: METRC, USA for FALL 2004
Baszes: ADULTS AGE 15+
Target: HOUMG WITH MONEY--AGE 18-35/8100,000+ INCOME H .
:j The target audience selected is young affluent
Base Populstion: 2,836,500 %
Mozt Mozt Mozt Mozt
Cume Cume Cume Cume Often Often Often Often Conversion
Rank |Mediz Persons Rating | Comp. Inclex Persons Rating | Comp. Incles Ratio
1 WHDD-Fi 28,300 264 13.8 366 6,100 a7 12.4 327 216
2 WWHLZ-FM 19,500 185 138 364 7,100 6.6 15.8 411 359
3 OWHGI-FM 17,100 16.0 1.3 299 10,800 101 257 B&1 B3.2

Of the three stations, station #3 reaches fewer people in the target audience (on a cume basis only)
but has the highest conversion ratio with the target audience. 63.2% of the station’s 17,100 cume
listeners who are in the target audience are also most often listeners. (10,800 most often listeners +
17,100 cume listeners = 63.2). See next page on how to read the rest of the report.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Ranker Report—how to read a media plan/buy report

How to Read a Media Plan/Buy Report
Using the example from the previous page, here is how to read the report:

Ranker Report _ |}
i : - G 'y . ;i
Baze | Media | Targets | Optionz | Find... I Iph 4= | Reports | ==p = Clip | Genders 7 E xit
=
Report: RAMKER REPORT THE MEDIA AUDIT Mediz PlanBuy Report
tlarket: METRO, US4, for FALL 2004 . .
! 0,
Besis ST e e % of adults in the market who are in target
Target: N OUNG WITH MOMEY --AGE 18-3558100 000+ [NCOME V
Baze Population: 2,536 500 % In Target: 3.8% Target Perzons: 107 100
M=t ot Most host
Cume Cume Cume Cume Often Often Often Orften Conversion
Rank |Mediz Personz Rating | Comp. Incles Perzons Rating | Comp. Iricles Ratio
1 WHDD-FM 25300 26.4 13.8 366 6,100 a7 12.4 327 216
2 WHLT-FM 19,500 18.5 13.8 364 7100 GG 155 411 334
3 WGP 17,100 16.0 1.3 299 10,800 1041 587 B3 E3.2

\—
Based on adults

Et?r?w%d ?P?is who listen most

station has the often, this Number of adults
highest reach station has the in the market who
with the target highest reach are in target
audience with the target audience

Cume Persons
The number of different persons in the target audience who are in the media’s cume audience.

Cume Rating
The % of persons in the target audience who are in the media’s cume audience.

Cume Composition
The % of the media’s cume audience who falls in the target audience.

Cume Index

A comparison of the media’s cume composition to the market composition. Usually calculated by dividing the
media comp % by the market % and multiplying by 100. In this example, the station with the highest cume index
is station WXDD-FM. By dividing .138 by .038 X 100, you get a 366 cume index.

Most Often Persons, Rating and Composition
Same as above definitions, only using Most Often media measurements. Refer to the Key Definitions Section of
this report for definitions of cume and most often measurements by media type.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Market Index Report—how to create a multiple media/single target report

What is a Market Index Report?
A Market Index Report demonstrates a media’s efficiency at reaching a target audience. There are two types
of reports; Multiple Media/Single Target or Multiple Target/Single Media.

How to Create a Multiple Media/Single Target Report
Click on Market Index from the main menu.

Select “Multiple Media/Single Target” from the sub-menu.
At the Media Selection screen select your media while holding the CTRL key down at the same time. You
can select an unlimited number of media in this report.

1.
2.
3.

~No ok

Click OK to confirm your media s

elections.

At the Target Selection screen, select a single target. Click OK to confirm your selection.
Click on “Report” or use the arrow buttons to move from the cume to the most often index report.
To change the order, click on the heading of the column you wish to sort.

How to Read a Multiple Media/Single Target Report
Below is an example of how to read a Multiple Media/Single Target Index Report:

Market Index, Multiple Media Single Target Report [ =]
G,
Baze Media | Targetz | Options | Find... % aph {— | Reparts —} | é | Clip | Genders ‘? | Exit | .
| [ Number of adults in

Repaort: MARKET IMDEX, MULTIPLE MEDIA SIMGL
harket: METR.C, USA for FALL 2004

Bazes: ADULTS AGE 15+

Target: PAST 4-WEEKS--ATO PARTS STORE

Base Population: 2,536,500

E TARGET REPORT .
% Target audience

% In Target: 54.4%

o market who are in
target

7| Percent of adults in
market who are in target

Target Persons: 975,200

Rank |Media

Cume

Audience
Imclex 1]

Compositon

100 300

MARKET INDEX =100
TRAFFIC TV
SPIKE T

|:adults in base

1000
456

44.0 128

THE HISTORY CHAMNEL
Fx
FOX SPORTS-MORTHAEST
ESPM 2
WEATHER CHANMEL
ESFR

9 TNT
10 COMEDY CEMTRAL
11 BLACK EMT. METWWORK
12 DISCOVERY CHAMMEL
13 WIDED HITS ORME WH-1
14 ASE
15 USA NETWORK
16 MTY
17 FOX MNEWS CHAMNMEL
18 LIFETIME
18 TBS
20 ABC FAMILY
21 MENBC
22 MICKELODECH
23 MORTHWEST CABLE MNEWS
24 ChiN
25 HEADLIME NEWS
26 CNBC
20 LAY
28 RESEARCHCHANMEL
28 BRAWO

W Wt Lk =

4.5
412
40.3
396
391

358
3|7
366
383
352
373
370
365
36.4
36.3
358
3548
3448
349
3449
340
334
iy
308
2549
275
2585

120
119
17
115

100 I
132 I

113 I
113 I
112
112
111
111
105 I
107 I
107 I
105 I
105 I
104 I
104 I
101 I
101
101 I
97 I
97 I
92 I
50 I
53 I

a0 I

75 I

Viewers of this network are
28% more likely than the
market average to have
shopped an auto parts store
in the past four weeks

BASED OM 331 RESPOMDENTS OUT OF THE TOTAL SAMPLE OF 1,040 BASE # OF RESPOMNDENTS

The network with the highest index with this target is Traffic TV. This means the network has a heavy
concentration of auto parts store shoppers among its audience, compared to the concentration of auto parts

store shoppers in the market

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Market Index Report—how to create a multiple target/single media report

How to Create a Multiple Target/Single Media Report

1. Click on Market Index from the main menu.

2. Select "Multiple Target/Single Media” from the sub-menu.

3. Atthe Media Selection screen, select a single media from the list and click OK to confirm.

4. Atthe Target Selection screen, select your targets while holding the CTRL key down at the same time.
You can select an unlimited number of targets in this report.

Click OK to confirm your target selections.

Click on “Report” or use the arrow buttons to move from the cume to most often index.

7. To change the order, click on the heading of the column you wish to sort.

o o

How to Read a Multiple Target/Single Media Report
Below is an example of how to read a Multiple Target/Single Media Index Report:

Market Index, Multiple Target Single Media Report

G
Baze | Media | Targetz | Ophions | Find... % | “riph ‘— | Reports —} | % | Clip | Genders ‘? | E it ‘
s
Report: MARKET INDEX, MULTIPLE TARGET SINGLE MEDIA REPORT THE MEDI& ALDIT Cume Incle
Market: METRO, USA for FALL 2004 2 sel
Bases: ADULTS AGE 16+ Media selected
Meia: THE BUSINESS JOURMAL
Market Audience Audience
Profile Profile Frofile:

Targets Percent Percert Inclex 0 100 200
MARKET INDEX = 100 100.0 100 100 I
ANMUAL HOUSEHOLD INCOME--$100,000-5149,999 108 1.4 105 I
LIGQUID ASSETS--§100 228 298 131
LIGUID ASSETS--§250 g0 134 173 I
TRADED STOCKS/EONDS PAST YEAR 222 34.3 154
CUSTOMER--BANK OF AMERICA, 286 36.0 126

Y Al

V/;hc;fttrt;%garket % of the media’s cume

audience who traded . . - .
Targets stocks and bonds . This media audience is 54%
; stocks and bonds in the likelv than th k
selected in the past year more likely than the market
past year average to have traded stocks/

bonds in the past year

How Indices are Calculated

Usually, indices are calculated by dividing the media % by the market % and then X 100. Using the example
of trading stocks/bonds, we divide 34.3% by 22.2% X 100 = 154.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Composite Average Report—how to create a report

What is a Composite Average Report?
A Composite Average Report ranks any number of media on up to five targets and provides an average rating or
index for the selected targets. Itis similar to a Ranker, but you can select up to five targets instead of one.

How to Create a Composite Average Report

1. Click on Composite Average from the main menu.

2. Atthe Media Selection screen, select your media while holding the CTRL down at the same time. You can
select an unlimited number of media in this report. Click OK to confirm your selections.

3. Atthe Target Selections Screen, select up to five targets from the list while holding the CTRL key down at
the same time. Click OK to confirm your selection(s).

Report Options
Click on “Reports” or use the arrow buttons to scroll through the series of reports. The four reports available are
Cume Rating, Most Often Rating, Cume Index and Most Often Index report.

Column Headings (Target #1 through Target #5)

The columns labeled “Target #1" through “Target #5" provide a breakdown of how each media performs with the
individual targets selected. The composite average is the sum of the target audience ratings or indices divided
by the number of targets selected for the report. The number is a qualitative number and should not be used for
audience projection.

How to Read a Composite Average Report
Below is an example of how to read a Composite Average Report:

Composite Average Reporks !E
Base | Media | Targets | Options | Find... | E | ﬁrﬁﬁﬂ S | Feports | e | =h | Clip | Genders ? | Exit

Report: COMPOSITE AVERAGE REPORTS THE MEDIA &LCIT Cume Ratings

Market: METRO, USA for FALL 2004

Bazes: ADULTS AGE 18+

Target 1 ArMUAL HOUSEHOLD INCOME--F50,000 PLUS

Target 2: PLAR BUY --WNEW CARMNANTRUCK/SPORT UTILITY

Target 3 PLAMN BUY-WILL PAY $30000 PLUS FOR MEXT YEHICLE

Target 4 OAT--N A

Target | Target | Target | Target Composite

Media #1 w2 #3 w4 Average 20

WHKS-FM T2 120 116 g0

WHSG-FM 5.5 70 27 87

WM E-F I 341 5.4 4.7 17

- The station with
Station #2 .
: 11.6% of adults the highest
has the Station #1 cOmposite
h|ghest cume has the who plan to buy a p
: ; . . hicl average (average
rating with hiahest ratin new vehicle over fthe t .
target #1 ° J $30K lsten to this ofthe four ratings)
with target #2 station is Station #1

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Target Profile Report—how to create a report

What is a Target Profile Repo

rt?

A Target Profile Report creates an instant demographic profile of a single target. The report provides graphs
that show the market penetration, age, gender, ethnicity, education and household income for the target.

How to Create a Target Profile Report

1. Click on Target Profile from th

€ main menu.

2. Atthe Target Selection screen, select a single target and click OK to confirm your selection.

Report Options:
1.

Bring any of the six reports to full screen by clicking on the individual pie chart with your mouse, or use the

arrow buttons OR the Reports Button to scroll through each of the six reports individually.

2.
from 2D to 3D.
3.

To get a text-only profile of a target, try using Cross Tab.

How to Read a Target Profile Report
Below is an example of a Target Profile Report. The first graph represents the local market penetration for this
target. The remaining chart percentages refer to the percent of the Target that are in each of the demographic
groups.

Target Profile Report

[

Gr.
[ [

R | Feports

Base | Targets | Oplions

?

Exxit

Genders

SAE

Repart:
hlarket:

TARGET PROFILE REPORT .
METRO, USA for FAM Base is adults 18+

Bages:
Target:

ADULTE AGE 18+
MAKE OF WEHICLES MO OWWhED--FORD

Baze Populstion: 2,836 500

# of persons in base

% In Target: 32.4%

THE MEDIA ALIDIT

% of the base who
own a Ford

Click on the GRAPH button to customize the look of the graphs, including fonts and titles, and switching

# in the base who
own a Ford

Target Persons: 917 900

Target Analysis

TARGET 32 4%
OTHER 67 5%

Age Analysis

35-44 20.5%

MALE 54 3%

Gender Profile

EMALE 43.7%

Ethnicity Profile

MOT REPORTED B 6%

ASIAN 5.0%
ISPAMIC £.9%
LACHK 4 8%
WHITE 76 6%

Annual Income

< 15K 2.5%
150K+ 319,
TEH-23K 6.1%, TO0K-150K 11 3%

25K-35K 16.8%

FK-30K 22.0%
S0K-75K 24 0%

HZ. ORLESS 7.5%

RADUATE 35.6%

Education Profile

MNOT REPORTED 1 2%
ADYANCED DEGREE 6.9%

COLLEGE DEGREE

SOME COLLEGE 24 5%

MARKET PROFILE IS BASED ON 1,040 RESPONDENTS. TARGET PROFILE 12 BASED OM 319 RESPONDENTS IM THE AUDIENCE OF THE TARGET
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Media Profile Report—how to create

What is a Media Profile Report?

A Media Profile Report creates a quick demographic profile of a single media. The report provides graphs which
show the age, gender, ethnicity, education and household income for the media.

How to Create a Media Profile Report

1. Click on Media Profile from the main menu.

2. Atthe Media Selection screen, select a single media and click OK to confirm your selection.

Report Options:

1. Bring any of the five reports to full screen by clicking on the individual pie chart with your mouse.
2. Use the arrow buttons to scroll through each of the six reports individually.
3. Click on the GRAPH button to customize the look of the graphs, including fonts and titles.
4. To get a text-only profile of a media, try using Composition Reports.

How to Read a Media Profile Report

Below is an example of a Media Profile Report. The chart percentages refer to the percent of the media that
falls into each of the demographic groups.

Media Profile Report E=
G
Base | Media | Taigets | Options I rﬁﬁh - | Beports | == | = | Clip | Genders| B | Exit |
L]
Report: MEDIA PROFILE REPORT THE MEDIA ALUDIT All Groups
Market: METRC, USA for FALL 2004 .
Bages: ADULTS AGE 15+ Base is adults 18+
Medis MEWS TRIBUMNE*SLIMDAY
_ g # of persons in media’s cume audience
Mediz Persons: 335,500
Age Analysis Gender Profile Ethnicity Profile
18-20 6.1% TS+ 6.3% NOT REPORTED 7.7 %
21-246.4% G574 0.2 ASLAN 31
HISPAHIC G.0%
25-3418.7% SE.E4 1524 R BLACK 9.1%
MALE52.0% :
50-54 7.2% MHITE 741 %
3544 203%
Annual Income Education Profile
15kask s K3 4%, 150K+4%‘b»<—15m<11.?°§ H.5. OR LESS 1.0% ADVEMCED DEGREE 10.6%
COLLEGE DEGREE 1
26K.35K 7517, TAK-100K 10.6%
GRADUATE 49.4%
SkTakATo SO0ME COLLEGE 2Z.4%
MEDIA ALIDIEMCE AMALYSIS IS BASED OM 1368 RESPOMDEMTS M THE ALUDIEMCE ©F THE MEDIA, ‘
The Media Audit is a Syndicated Service of International Demographics, Inc. 39
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Media Profile Report—how to create a target analysis report

What is a Target Analysis Report?
A Target Analysis Report allows you to create a single pie chart, illustrating the % of the media’s audience that
falls into a specific target audience. It is created from within the Media Profile program.

How to Create a Target Analysis Report

1. Click on Media Profile from the main menu.

2. Atthe Media Selection screen, select a single media and click OK to confirm your selection.

3. When you have your Media Profile report in view, click on “Targets” on the toolbar to match the media you
selected to a single target. The resulting graph provides you with the % of the media’s cume audience that
is in the target.

How to Read a Target Analysis Report

Media Profile Report |_ (O] %]
3 : Grg : 7
Base | Media | Targets | Options I Iph {— Beparts —} = LClip | Genders b Exit
| ]
Report: MWEDIS PROFILE REFORT THE MEDI2, AUDIT Total Adults
harket: MWETRO, US4 for FALL 2004
Bases: ADULTS AGE 18+
Media: MEWS TRIBUME*SIUMDAY
Target: QCCUPATION--PROPRIETORMANAGERIAL
Media Persons: 335,500 Tatget Percent: 10.2% Target Persons: 34,300
Target Analysis

TARGET 10.2%

HER 88.8%

Using the above example, 10.2% of the News Tribune Sunday readers in this market are occupied as
proprietors or managers. That equals 34,300 readers (target persons) out of the paper’s total cume audience of
335,500 (media persons).

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Trending Report—how to create a Trending Report

What is a Trending Report?

A Trending Report will allow you to trend a media or target audience over a period of up to ten report periods.
You can trend ratings or persons for a media’s cume or most often audience, or you can trend persons or
percent for a target audience.

How to Create a Trending Report

1.
2.

3.

Click on Trending Report from the main menu.

Select either Media or Target Trending Report. Select either a single media or a single target to trend.
Click OK.

The program will list the available surveys in which the item you selected is included. In the below
example, there are ten reports available for the trend report. Select the start range and end range to
indicate over how many report periods you wish to trend your media or target. Click OK.

Your default report will appear, providing cume persons (media) or persons (target) in a graphed format
over the chosen number of surveys.

Surveys

Start Range:  End Range:

FER 10711 MEMTO7IM
MEM307IM MEMI07IN
MEMT0BIM MEMTO2IM
MEM303IM MEMI0GIMN
MERT09IM MEMT09IM
MER 309N MEMI0M
MEMTT0IM MEMT10IM
MEM3T0IM MEMIT0IM
MEMTTTIM MEMT1TIM
MEM3TTIM FAE b3

I

ok | Cancel ‘

To toggle from cume and most often persons, or to cume and most often ratings for a media trending
report, click on Reports on the toolbar and make your selection.

To toggle from persons to percent for a target trending report, click on Reports on the toolbar and make
your selection.

Persans

150000

i This is an example of
a three year trending
report for persons
planning to purchase a
used car in this local
esi market.

107,795

100000+

S0000-+

MEM310IN MEM111IN MEM311IN

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Composition Report—how to create a single media report

What is a Composition Report?

A Composition Report is a text-only report that allows you to profile one media or compare up to five media on
an unlimited number of target characteristics. There are five types of Composition Reports available; Single
Media Report, Double Media Comparison Report, Multi Media Comparison Report, Comparison to Market
Total and Arbitron Single Media Composition (available for Arbitron subscribers only). Single Media Reports
are often used to create a custom prospect list.

How to Create a Single Media Compositon Report

1. Click on Composition Reports from the main menu.

2. Select "Single Media Report” (or, if you want to profile a radio station and currently subscribe to Arbitron,
you can select “Arbitron Single Media Composition Report”) from the sub-menu.

3. Atthe Media Selection screen, select a single media and click OK to confirm your selection.

4. Atthe Target Selection screen, select as many targets as you wish and click OK to confirm your selection.

Types of Reports

Click on “Reports” or use the arrow keys to scroll between the different reports. Here are the four different

report options:;

1. Cume Statistical Report: Provides market persons, media persons, media cume ratings, audience
composition and target index for selected targets and using the media’s cume audience.

2. Cume Audience Chart: Provides market persons, media persons and media rating for the selected targets
and using the media’s cume audience.

3. Most Often Statistical Report: Provides market persons, media persons, media rating, audience
composition and target index for selected targets and using the media’s most-often audience.

4. Most Often Audience Chart: Provides market persons, media persons and media rating for the selected
targets and using the media’s most-often audience.

Note: if you selected the “Arbitron Single Media Composition Report” as your report option, the resulting figures
for each of the above mentioned reports will be based on the Arbitron ratings data, rather than The Media
Audit's ratings data.

Other Report Options

1. Click on any column heading (persons, rating, composition or index) to sort that column from ascending to
descending order.

2. Tore-sort the list by “book order” (the default order in which the targets appear in the list), click on the
“Target” column header.

3. Tofilter out those targets where the media indexes are below 100, click on “Options/Show Only Values
>=100".

4. To hide or resize a column, click on the dividing line between columns and drag with your mouse. Note,
than when hiding a column, it will also hide the column in the printout.

5. To create a custom prospect list, select all targets and then sort by index or media rating.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Composition Report—how to read a single media report

How to Read a Single Media Composition Report

Below is an example of a Single Media Composition Report, profiling an alternative newspaper by type of
vehicle owned. In this example, the Target Index column is sorted in descending order, showing which targets
the media indexes highest. This is an example of how a user would create a custom prospect list for the
automotive category.

Click on “Reports” or use the arrow keys to
scroll through the different reports

# of adults in base reached by
the media

Composition Reporkts

Baze Media | Targets | Options | Find... | {— | Reports —} | % Clp | Genders ‘? | Exit |
Repott: COMPOSITION REPORTS THE MEDIA ALDIT /
Market: METRC, S for FALL 2004 % of base reached by media /
Bazes: ADULTS AGE 18+ :

B s Number of adults in the base
Baze Population: 2 836,502 % In Media Audience: 13 4% Media Persons: 380,757
farket darket Wedia ez Audience
Target Percent Perzonsz Perzons Rating Comp.
MAKE COF YEHICLES MOWY CAMED--Bilhiy 24 83,501 30,893 370 81
MAKE OF WYEHICLES MCWY CRMED--SATURM 248 83 665 23,398 280 B.1
MAKE COF YEHICLES MOCWY CRWMED--MISS AN 76 215,909 55,161 255 145
W AKE OF WEHICLES MCW CAAMED-- &MY ELROPEAN 135 382074 96 484 253 253
MAKE OF YEHICLES MOWY CWWNED--Y OLHSVWAGEN 449 140,168 33,740 241 g4
W aKE OF WEHICLES MCOW CWNED--SLIBARL 44 139,811 30,332 M7 20
MAKE OF YEHICLES MOWY CAAWMED--M A ZDA, 41 116,474 19,659 164 2.2
W &AKE OF WEHICLES MCW CANED--HOMDL, 163 461 934 73867 160 194
MAKE OF YEHICLES MOWY CWMED--ANY FOREIGN 284 1656135 263,005 154 591
M aKE OF WEHICLES MOW CWNED-- &MY JAPAMESESLS| AN 518 1463395 225594 156 g0.0
MAKE OF WEHICLES MW CAAMED--HYLIMD A 33 92553 14,016 151 37
MUMBER CF “EHICLES MChY CAMMED-- TV 384 1089994 155015 142 407
PLAM BUY--FOREIGHN CARMN AMTRUCKSPORT UTILITY 2.3 149,046 20,166 135 23
MUMBER CF “EHICLES MChWY CAWMED--CNE M7 E16,215 21,129 132 M3
PLAR BLY--% AMTRUCKSPORT UTILITY 7.4 209,199 27147 130 A
MUMBER CF “EHICLES MChWY CWWMWED--THREE OR MORE 353 999884 128453 128 337
PLARM BUY--USED CARM AMTRUCKSPORT UTILITY 10.4 294,109 39,371 120 93
MAKE OF YEHICLES MOWY CWWNED--FORD 324 M7 18 107 515 "7 252
MAKE OF YEHICLES MOWY CWNED--ARY DOMESTIC g9.3 196688 29797 11.2 aTT
MAKE OF YEHICLES MOWY CWANED--MITSUBISHI 30 85,040 9,215 1048 24
W &AKE OF WEHICLES MCW CWMNED--TONY OT A 176 495 206 53,23 107 140
PLAM BUY--CARM AMTRUCHKSPORT UTILITY 165 475916 50,736 107 133
PLAR BUY--DOMESTIC CARMA AMTRUCKISPORT UTILITY 20 227573 23,309 102 B
MAKE OF YEHICLES MOWY CWWMED--CHEYROLET 226 642 161 54,075 100 165
W &KE OF WEHICLES MCW CWNED--DIODGE ME 336,009 32612 a7 26
MAKE OF WEHICLES MCWY CWMED--OLDEMOBILE 26 73528 6,392 g7 1.7
M&KE OF YEHICLES MChW CAAMED--LINCOLMNMERCURY 26 74932 E 462 g3E 17
MAKE OF YEHICLES MOWY CWWMED--CHRY'SLER 74 208 764 17,826 85 47

How to Read the Different Columns in this Report

Market Percent: The percent of different people in the base who are in the target.

Market Persons: The total number of different people in the base who are in the target.

Media Persons: The total number of different people in the media who are in the target.

Media Rating: The percent of the target who are in the media.

Audience Composition: The percent of the media who are in the target.

Target Index: The likelihood of the media audience being in the target. 100 = the market average, and
>100 is more likely than the market average while <100 is less likely than the market average. In this
report, the newspaper’s readers are 176% more likely than the market to own a BMW. The target index
also demonstrates a media’s efficiency in delivering a target.

Sk~ wWwN

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Composition Report—how to create a double media or multi media report

What is a Double Media or Multi Media Comparison Report?

A Double Media or Multi Media Comparison Report is a text-only report that provides a side-by-side comparison
of any two media (Double Media Report) or up to five media (Multi Media Report) on an unlimited number of
target characteristics.

How to Create a Double Media or Multi Media Comparison Report

1. Click on Composition Reports from the main menu.

2. Select “Double Media Comparison Report or Multi Media Comparison Report” from the sub-menu.

3. Atthe Media Selection screen, select two media for a Double Media Report or select up to five media for a
Multi Media Comparison Report. Click OK to confirm your selection.

4. Atthe Select Media Order Screen (Double Media Comparison), click on the media you want to appear first in
the report. When creating a Multi Media Comparison Report, you can choose to re-order the media by
changing the numbers in the Reorder box.

5. Atthe Target Selection screen, select as many targets as you wish and click OK to confirm your selection.

Order  Media Rieorder
1 RADIDSTATIONA
Select the Media that Should Show Up First 2 A Rl I_Z
5 3 RADIO STATION C !_3
| RADID STATION & I 4 RADID STATION D [+
1 RaDI0 STATION E '_5-
RADIO STATIONM B l
Cancel
For Double Media Comparison Reports, select the For Multi Media Comparison Reports, the user can modify
single media you wish to appear first in the report the order in which the media appear in reports.

Types of Reports

Click on “Reports” or use the arrow keys to scroll between the different reports. Here are the eight different report

options:

1. Media Cume Persons: Provides the number of persons in the media’s cume audience that matches each
target.

2. Media Cume Ratings: Provides rating for the media’s cume audience that matches each target.

3. Cume Audience Composition: Provides the percentage of the media’s cume audience that matches each
target.

4. Cume Target Index: Provides the media’s cume index for each of the targets.

Reports 5 through 8 are similar to reports 1-4, only they use Most Often data instead of Cume data.

Other Report Options

1. Click on any column heading (to sort that column from ascending to descending order.

2. Tore-sort the list by “book order” (the default order in which the targets appear in the list), click on “Target”.
3. To hide or resize a column, click on the dividing line between columns and drag with your mouse.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Composition Report—how to read a double media comparison report

How to Read a Double Media Comparison Report
Below is an example of a Double Media Comparison Report, profiling a local newspaper job site against a

national job site by different target characteristics. In this example, the user forwarded to the Cume Audience

Composition Report to compare percentages of each media that falls into each of the targets.

Double Media Comparison Repork ==
Baze Media | Targets | Options | Find... {— | Reports —} | % Genders ‘? | Ewuit |

Report: DOUBLE MEDLS COMPARISON REPORT THE MED!&, ALDIT Media Cume Perzons
Market: METRO, USA for FALL 2004
Baszes: ADULTS AGE 15+
Media 1: MOMSTER.COM
Media 2: JOBS CLASSIFIEDS .COM
Target | MONSTER.COM | JOBS CLASSIFIEDS COM | Ditference |
ADULTS AGE 158+ 268 800 91,000 =177 ,800
MWEM--&GE 18 + 150,100 45,300 -103,800
WOMERN--2GE 18 + 118 800 44 700 -74 100
AMMUAL HOUSEHOLD INCOME--UMDER 15,000 9,500 2,200 -7,300
AMMUAL HOUSEHOLD INCOME--UNDER §25,000 15,800 7,000 -11,500
AnMUAL HOUSEHOLD INCOME--§15 000-%24 999 9,400 4500 -4 500
AMMUAL HOUSEHOLD INCOME--$235 000-534 939 37300 16,400 -20,800
ArNMUAL HOUSEHOLD INCOME--§35 000-%43 999 B2 300 15,100 -47 200
AMMUAL HOUSEHOLD INCOME--$50,000-574 999 a3 600 26,200 -32,400
AMMUAL HOUSEHOLD INCOME--$75,000-533 339 23800 5,000 -15,900
AnMUAL HOUSEHOLD IMCOME--§100,000-5149 5999 B0,500 21,300 -39,200
OCCUPATION--PROFESSICNALTECHMICAL 49 200 30100 19,400
QCCUPATION--PROPRIETORMAMAGERIAL B1 300 12,300 -49 000
OCCUPATION--CLERICALISALES WORKER 45800 5 400 -39 400
OCCUPATION--BLUE COLLAR WORKERS 28 400 11,100 -17 300
QCCUPATION--RETIRED 3,100 2000 -1,100
OCCUPATION--HOMEMAKER 9900 2,100 -4 500
EDUCATION--SOME HIGH SCHOOL OR LESS * 1,500 1,500
EDUCATION--HIGH SCHOOL GRADUATE 53,000 7. o0 -55,300
ELUCATION--SOME COLLEGE 90,200 F2.500 -57 700
EDUCATION--COLLEGE GRADUATE [OME DEGREE] 5,700 34,200 -41 500
ECLCATION--ADY ANCED COLLEGE DEGREE 31,200 15,100 -16,100

The above report is a Media Cume Persons report for two job web sites. Therefore, the numbers refer to the

This number represents the #

of college graduates reached
by this media

By subtracting the first column from
the second column, this illustrates

where the biggest differences are
between the two media

number of people reached by each media for the targets listed. The third column (you can hide if you wish)
subtracts column 1 from column 2, showing where the greatest differences are between the two media.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Composition Report—how to create a comparison to market total report

What is a Comparison to Market Total Report?

The Comparison to Market Total Report is similar to the Single Media Composition Report, in that it is a text-only
report that allows you to profile one media on an unlimited number of target characteristics. The primary
difference is that the Comparison to Market Total Report allows you to compare each metric separately to the
make-up of the general market for each target selected.

How to Create a Comparison to Market Total Report

1. Click on Composition Reports from the main menu.

2. Select “Comparison to Market Total” from the sub-menu.

3. Atthe Media Selection screen, select the single media you wish to profile. Click OK to confirm your
selection.

4. Atthe Target Selection screen, select as many targets as you wish and click OK to confirm your selection.

5. The first of six reports will be displayed.

Types of Reports

Click on “Reports” or use the arrow keys to scroll between the different reports. Here are the six different report

options:

1. Cume Persons: Compares the market persons to the cume media persons for each of the targets selected

2. Cume Index: Compares the media cume index to the general market, illustrating the audience’s likelihood
(an index over 100) or unlikelihood (an index below 100) of being in the target

3. Cume Composition: Compares the media cume composition to the general market composition for each of
the targets selected

4. Most Often Persons: Compares the market persons to the most often media persons for each of the targets
selected

5. Most Often Index: Compares the media Most Often index to the general market, illustrating the audience’s
likelihood (an index over 100) or unlikelihood (an index below 100) of being in the target

6. Most Often Composition: Compares the media Most Often composition to the general market composition for
each of the targets selected

16 The Media Audit is a Syndicated Service of International Demographics, Inc.

Customer Support: 800.324.9921



Composition Report—how to read a comparison to market total report

How to Read a Comparison to Market Total Report

Below is an example of a Comparison to Market Total Report, profiling a local daily newspaper by home
ownership, adults who plan to buy a home, and adults who plan to remodel their home in the next 12 months.
The report is a Cume Composition Report, comparing the percent of adults in the market to the percent of adults

in the media’s cume audience for each target.

Composition Reports -- Comparison to Market Total

Baze | Meda | Targetz | Ophionz | Find.. {— | Reportz —} & | Clp | Genderz 7y | Exit |
Report: COMPOSITION REPORTS - COMPARISON TO MARKET TOTAL THE MEDIL 20T Cume Composition
Market: METRO, U5 for FALL 2004
Bases: ADULTS AGE 16+
Media: DALY TIMES*SWEEHDA™Y
Base Population; 2,636,500 % In Media Audience: 23 5% Media Persons: 724,800
Market Media
Target Composition Composition Ditference
PLAM T 1M MEXT 12 MOMNTHS--REMODEL HOME 03 244 42
PLAM MEXT 2 YEARS--MEXT TWO YEARS PLAM TC BUY A HOME 134 127 0.6
A HOME g7 A 737 57

The percent of adults in the / /
market who own a home is

67.9% The % of this newspaper's cume
audience who owns a home is 73.7%.

Creating an Arbitron Single Media Composition Report
The setup is similar to a Single Media Composition report, only the ratings are adjusted using Arbitron ratings
data. If you are a subscriber to Arbitron and have Arbitron ratings loaded in your TMA program, do the following:

1. Click on Arbitron Single Media Composition Report.

/ \

In comparison to the market, the
media composition is 5.7 percentage

points higher than the market

2. Atthe media selection window, select the single radio station you wish to use for your report. Click OK.

3. Apop-up window will appear, confirming which Arbitron survey periods have been selected for your report.
Click OK. If you wish to change this, you will need to go to the main menu of the software and click on
Options/Arbitron Options. (See section on Utilities/Arbitron options for more information on how to select

Arbitron surveys for your reports). Click OK.

4. At the target selection window, select as many targets as you wish, using the CTRL key as you make your

selections. When you are done, click OK.
5. Your report is finished.

6. Ratings for the report will be based on the Arbitron ratings, rather than ratings from The Media Audit.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Special Reports—target market profile

What is a Target Market Profile Report?
A Target Market Profile Report provides a demographic profile of any target, comparing the characteristics to

those of the market.

How to Create a Target Market Profile Report
1. Click on Special Reports. Click on Target Market Profile Report on the sub menu.
2. Atthe Target Selection screen, select a single target. Click OK to confirm.

How to Read a Target Market Profile Report
Below is an example of a Target Market Profile Report for customers who use Verizon Wireless. The Market
Profile Percent column refers to the % of the base that falls into the different profile groups, while the Target

Profile Percent column refers to Verizon users who fall into the different profile groups. An index greater than
100 indicates that Verizon users are more likely than the base to be in one of these profile groups.

Target Market Profile Report

Baze Populstion: 2,836 500

% In Target: 24 5%

use Verizon

# of adults in base who

Percent of adults in base who use
Baze | Targetz | Optiong | Find... @ LClip | Genders ‘? E: Verizon
Report: TARGET MARKET PROFILE REPORT  —————Tucsacou vz |
Market: METRO, USA for FALL 2004 i \
Bases: ADULTS AGE 158+ Base IS adU|tS 18+
Target: CELLULAR CARRIER--%ERIZOMYVARELESS

y

Target Persons: 695,400

| v

ETHMICITY -AWHITE
ETHMICITY --BLACK
ETHMICITY --HISPAMIC
ETHMICITY -- 25140

IMCOME--= 15K
INCOME--15H- 23K
IMCOME--25H-33H
IMCOME--35H- 50k
IMCOME--S0K-73H
INCOME--7SH-1 00k
INCObAE--1 Q0K-1:30k
IMCOMAE--1 50K+

EDUCATION--H 5. OR LESS
EDUCATION--H 5. GRADUATE
EDUICATION--SOME COLLEGE
EDUCATION--COLLEGE DEGREE
EDUC ATIOMN--ADYAMCED DEGREE

Market Target

Profile Profile
Market Profile Groups Percert Percernt Inclesx o 100 200 200
GEMDERS--MALE 49.3 46.4 94 I
GEMDERS--FEMALE 0.7 536 105 I
AGES--18-20 70 g4 119 I
AGES--21-24 55 6.1 110 I
AGES--25-34 159 137 72 I
AGES--35-44 2135 182 59 I
AGES--45-49 104 167 153 I
AGES--50-34 9.4 93 a7 I
AGES--53-64 131 150 114 I
AGES--B5-74 Tr 57 L P —— |
AGES--TS + 59 29 49 I

6.3

M2
264
230
1.2

74
282
280
237
115

-

Using the above example, 12% of adults 18+ have a household income between $75K and $100K while 16.6%

of Verizon users have the same household income. This makes Verizon users 37% more likely than the

average adult to earn this income.
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Special Reports—generic media profile

What is a Generic Media Profile Report?
A Generic Media Profile Report demonstrates the general media habits of a target.

How to Create a Generic Media Profile Report
1. Click on Special Reports. Click on Generic Media Profile on the sub-menu.
2. Atthe Target Selection Screen, select a single target. Click OK to confirm.

How to Read a Generic Media Profile Report

Below is an example of a Generic Media Profile Report for Hispanic adults. The Market Profile Percent column
refers to the % of the base that falls into the different media exposure groups. The Target Profile Percent
column refers to the % of Hispanic adults who fall into the different media exposure groups. Anindex greater
than 100 indicates that Hispanic adults are more likely than adults 18+ to fall into a media exposure group.

Generic Media Profile Report

Baze | Targets | Options | Find... | = Clp |Genders] ® | Exxit |
Report: GEMERIC MEDIA PROFILE REPORT i
Market: DENVER, CO for APR-W Base is adults 18+
Bazes: ADULTS AGE 15+
Tergeh ROSEEPANG DESCENT % Target selected is Hispanic adults 18+
Market Target
Praofile Profile
Market Profile Groups Percert Percent Index il 100
RADIO EXPOSURE:
ANERAGE WEEKDAY 69.2 ;
PAST 7-DAY CUME 819 Ea ]
TELEVISION AVERAGE WEEKDAY EXPOSLRE:
BEFORE 9 00 Ahd 31.5 308
900 46 TO 4 00 P 254 3041
4 00 PM TO 5 00 P 225 24.4
500 PM TOE 00 P 3741 40.0
6 00 P TO 7 00 P 52 647
FO0PMTOA000PM G4 .4 E2.3
10 00 Pr TC 10 30 PR 349 36.3
10 30 PM TS MID 189 235
EXPOSED AVERAGE DAY G826 G604
CABLE TV,
HAWE CABLE ANDIOR SATELLITE 50.9 &0.1
HAWE LOCAL CABLE (MAY ALSO HANVE SATELLITE) 538 496
HAWE SATELLITE (MAY ALSO HAWVE LOCAL CABLE) N3 401
DALY NEWSPAPER EXPOSURE:
AVERAGE WEEKDAY 363 6
WEEKDAY CUME 492 305 62
PAST SUMDAY 201 295 o8
PAST 4-SUNDAY CUME 56.9 344 60
PAST 7-DAN CUME G085 350 62
RADID EXPOSURE GROUPS:
HEAY™ 150 MINUTES + 201 19.5 95
MWEDILM 50-173 M. 286 220 76
LIGHT 1-59 MIM. 205 19.3 94
MCME O MR 308 3849 126

Using the above example, this target group indexes above the market average in numerous TV day parts,
suggesting the target audience is more likely than all adults 18+ to be viewing TV. The target group also has a
index of 59 for average weekday newspaper readership, which means that Hispanics are 41% less likely (100
minus 59) than all adults 18+ to read a daily newspaper on the average weekday.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Special Reports—target vs. media profile (+/-% bar)

What is a Target vs. Media Profile Report?
A Target vs. Media Profile Report provides a side-by-side comparison of a medium and target. There are two
types of reports; Target vs. Media (+/-% Bar) and Target vs. Media (% Bar).

How to Create a Target vs. Media Profile Report (+/-% bar)

1. Click on Special Reports. Click on Target vs. Media Profile (+/-% bar) on the sub menu.
2. Atthe Media Selection Screen, select a single media. Click OK to confirm.

3. Atthe Target Selection Screen, select a single target. Click OK to confirm.

Report Options

Click on “Reports” or use the arrow keys to scroll between the different reports. Here are the two different report

options:

1. Cume Persons: Provides percent of the media’s cume audience that matches the demo on the left.

2. Most Often Persons: Provides percent of the media’s most often audience that matches the demo on the
left.

Refer to the next page on how to read a Target vs. Media Profile Report (+/- % bar):

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Special Reports—how to read a target vs. media profile (+/-% bar)

Below is an example of a Target vs. Media Report (+/- % Bar), comparing a radio station’s audience profile to a
new car buyer profile. The Target Percent column refers to the % of the market that falls into the different
demographic groups. The Media Profile Percent column refers to the % of the media that falls into the different
demographic groups. The Percent Point Difference column calculates the difference between the media
composition and the target composition percentages. A bar going to the right would indicate that the media is
over-delivering a target, and a bar going to the left would indicate that a media is under-delivering a target.

Using the below example, 52.8% of new car buyers in this market are male, compared to 82.4% of the radio
station’s audience is male. The station also performs well with households earning $50K—$75K. An auto dealer
buying spots on this station might consider tailoring the commercial to appeal to the station’s upscale male
audience.

Target vs. Media Profile (+/- % Bar)

Baze | Media | Targets | Options | Find... | = | Reports | == | @ | LClip | Genders ‘? Exit |
Report: TARGET ¥S. MEDI& PROFILE (+£- % BAR) 0 : P THE MEDIA ALIDIT Cume
Market: METRO, LISA for FALL 2004 82.4% of this station’s
Bases: ADULTS AGE 18+ H H
e e audience is male
Target PLAN BUY--CARM ANTRUCKISPORT UTILITY
Target Perzons: 475,900 Media Perzons: 129,000
Market Profile Groups | TargetPercent | Media Percert/ ~Difference  [-20 -10 0 10 20
GENDERS--MALE 528 824 2961 | S
GENDERS--FEMALE 472 175 265 —— ; ;
AGES-18-20 a7 143 55) ! — : :
AGES--21-24 55 26 28} ! - : ;
AGES--25-34 24 170 43 : E— : :
AGES.-35.44 254 329 70} ! _— ;
AGES--45-43 127 129 03 ; i ; ;
AGES--50-54 a5 93 0z : i' : :
AGES.-55.64 104 95 05 ‘ | )
AGES--B5-T4 52.8% of car/ 33 15 24! : 1 : :
AGES-75 + 18 + A5 | ' '
van/truck or : | ! : :
ETHMCITY-WHTE | G\ buyers 731 a0.2 ek ! —— ;
ETHMICITY--BLACK 120 36 a4 | — : :
ETHuICITY--HISPENIC | gre male 65 44 24 ! - ; ;
ETHNICITY --AZ18N 50 95 49! : — : :
INCOME—= 15K 62 * 52! ! — ; :
INCOME--15K-25K 44 44 *: : : : :
INCOME--25K-35K 104 36 T2 | : :
INCOME - 35K-50K 247 85 8.2} E— : :
INCOME--50K-75K 171 342 170 ! ——————
INCOME--75K-100K 165 164 an : : : :
INCOME-—1 D0K-1 50K 123 197 7a: ! — :
INCOME--150k+ 75 130 52! : — : :
EDUCATION-H 5. OR LESS 28 26 &1 : : : : :
EDUCATION-H 5. GRADUATE 330 365 a8 : ‘ : :
EDUCATION-SOME COLLEGE 256 295 40 : E—— : :
EDUCATION--COLLEGE DEGREE 196 195 o ! i ; ;
EDUCATION--A0Y ANCED DEGREE 108 33 18 : = : :
TARGET MARKET PROFILE IS BASED ON 151 RESPONDENTS, MEDIA AUDIENCE PROFILE IS BASED ON 40 RESPONDENTS

The Media Audit is a Syndicated Service of International Demographics, Inc.

Customer Support: 800.324.9921 >1



Special Reports—target vs. media profile (% bar)

How to Create a Target vs. Media Profile Report (% bar)

1. Click on Special Reports. Click on Target vs. Media Profile (% bar) on the sub menu.
2. Atthe Media Selection Screen, select a single media. Click OK to confirm.

3. Atthe Target selection Screen, select a single target. Click OK to confirm.,

Report Options

Click on “Reports” or use the arrow keys to scroll between the different reports. Here are the two different report

options:

1. Cume Persons: Provides percent of the media’s cume audience that matches the demo on the left.

2. Most Often Persons: Provides percent of the media’s most often audience that matches the demo on the
left.

How to Read a Target vs. Media Report (% bar)

Below is an example of a Target vs. Media Report (% bar), using the same example as the previous page.
There are only subtle differences between the two types of reports, for example, the report below does not
calculate the percent point difference between the target composition % and the media composition %. All
percentages are vertical. For example, the % of the target (new car buyers) who are male is 52.8%, while the %
of the selected media’s audience who are male is 82.4%.

Target ¥s. Media Profile Report P =
Base | Media | Targets | Options | Find. = | Beports | == | = | Clip | Genders ? Exit

Report: TARGET %%, MEDIA PROFILE RERORT THE MEDI& ALDIT Cume

Market: METRO, USA for FALL 2004

Bases: ADULTS AGE 18+

ledia: WHBE-Fhd

Target: PLAN BUY--CARMN SMTRUCHSPORT UTILITY

Target Persons: 475,900 Media Persons: 129,000
Target hiedlia ]

hiarket Profile Groups Percent Iu} 28 55 83 Percent Iu} 28 55 a3

GEMDERS--MALE 525 I 2.4 I—

GENDERS--FEMALE 472 I 175 I

AGES--16-20 67 I 145 N

AGES--21-24 55 0 26 11

AGES--25-34 219 I 17.0 .

AGES--35-44 250 I 320 I

AGES--45-49 127 125

AGES--50-54 95 93

AGES--55-64 101 N 95 N

AGES--65-T4 1= | 151

AGES--TS+ 151 *

ETHHICITY - A%HITE 731 I 302 I

ETHMICITY--BLACK 120 36 0

ETHMICITY - -HISPANIC 65 M 44 H

ETHMICITY --2Z1AMN s0 95 Nl

INCOME--= 13K 62 H -

INCOME--15H-25K 44 B 44 W

INCOME--25K-35K 105 N 36 0

INCOME--35K.-50K, 247 N g5 N

INCOME--S0K- 75K 171 . 342 I

INCOME--73K-100K 165 N 16.4 I

INCOME--100K-150K 1235 N 197 I

INCOME--1 50K+ 76 130 N

EDUCATION--H.S. OR LESS g5 M 26

EDUCATION--H.S. GRADUATE 330 368

EDUCATION--SOME COLLEGE 256 295 |

EDUCATION--COLLEGE DEGREE 196 1935

EDUCATION-- A0 AMCED DEGREE 105 B 93 5 -

TARGET MARKET PRCFILE IS BASED O 161 RESPONDEMTS. MEDIA AUDIENCE PROFILE IS BASED OM 40 RESPONDEMTS

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Special Reports—media vs. media profile (% bar)

What is a Media vs. Media Profile Report?
A Media vs. Media Profile Report compares two media side-by-side by gender, age, income and education and
ethnicity.

How to Create a Media vs. Media Profile Report

1. Click on Special Reports. Click on Media vs. Media Profile (% bar) on the sub menu.

2. Atthe Media Selection screen, select the two media you wish to compare Make sure any previous
selections have been cleared and then hold down the CTRL key while making your two selections.

3. Inthe Select Media Order screen, select which media you wish to show up first in the report. Click OK to
confirm your selection.

Report Options

Click on “Reports” or use the arrow keys to scroll between the different reports. Here are the two different

report options:

1. Cume Persons: Provides percent of the media’s cume audience that matches the demo on the left.

2. Most Often Persons: Provides percent of the media’s most often audience that matches the demo on the
left.

How to Read a Media vs. Media Profile Report (% bar)

Below is an example of a Media vs. Media Profile Report (% bar), comparing the business section of a daily
newspaper to a competing weekly business publication. All percentages are read vertically, for example,
59.2% of this daily newspaper’s business section readers are male, compared to 41% of the competing

Media vs. Media Report

1 il 1 1
Base | Media | Targets | Options | Find. | 4= # ft t | Clip | Genders R Exit | # Of tOtalcume
or total cume persons in this
Report: WEDI, 'S, WEDIA REPORT persons in this THE MEDI AUDIT media’s audience Cume Audience
Market: METR, USa for FaLL 2004 ) ;
Bases: ADULTS AGE 15+ media’s audience who are 18+
Media 1 D TIME"IFBUSINESS 5 +
Media 2 THE BUSINESS JOI who are 18
MEDI2 1 PERSONS: 244 600 MEDI2 2 PERSONS: 174,800 BASE PERSONS: 2,536,500
hfarket Profile Groups | D TMERADBUSINESS S [D 27 55 82| THE BUSIMESS JOURMAL [0 27 EEE|
GENDERS--MALE 59.2 I 41.0 I
GENDERS--FEMALE 40.5 I 59.0 I
AGES-18-20 k #
AGES-21-24 231 55 W
AGES-25-34 54 W 141
AGES-35-44 145 EEE 267 I
AGES-—-45-49 215 N 54 M
AGES--50-54 113 137
AGES--55-64 193 - 152 .
AGES-65-T4 14.0 N 9z
AGES-TE + el 101
ETHMICITY - WHITE 71.5 I g1.6 I
ETHMICITY --BLACHK Er N | 271
ETHMICITY --HISPANIC 141 171
ETHMICITY - &3140 114 75 M
INCOME--= 15k, £ 231
INCOME--1 525K rrn | 63 W
INCOME--23k-35H 125 N 17.0
INCOME--33k-50K 325 I 247 EEEEE
TN OME--S 075k 11.0 Hl 162
TN OME--7 5100k 133 113
IR OME -1 D01 50K 145 EEE 1.4 El
INCOME--1 50K+ 52 M 106 HE
EDUCATION--H.5. OR LESS 08 11
EDUCATION--H.5. GRADUATE 181 22
EDUCATION--SOME COLLEGE 303 : 200
EDUCATION--COLLEGE DEGREE 252 352
EDUCATION--50ANCED DEGREE 205 24

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Ad Campaign Planner—how to create

What is an Ad Campaign Planner?
An Ad Campaign Planner displays the cumulative (net) cume reach of a target audience offered by different
media combinations.

How to Create an Ad Campaign Planner

1.
2.
3.
4

5.

Click on Ad Campaign Planner from the main menu.

Select Ad Campaign Planner among the sub-menu options.

Click the “Clear All" button at the bottom right of the window to clear previously selected items.

At the Media Selection screen, select the media to be included in a schedule. To do this, hold down the
CTRL key while making your media selections. When finished, click OK to confirm.

At the Target Selection screen, select a single target. Click OK to confirm.

Note: Generic media groups or generic dayparts should not be used in Ad Campaign Planner Reports.
Examples of media not to be used include Heavy Exposure Groups, Have Cable Television, Television 7-9am,
Cable Homes 6-7pm, and Cable Homes Total.

Report Tips

1. This report is best used to demonstrate how adding another type of media delivers additional reach.

2. Ad Campaign Planner is the best report for showing how traditional media and its online component deliver
atarget. You can easily show the cumulative net reach of each component, as well as the net reach of the
entire media combination and the net reach of each media type.

3. Media are listed on the Ad Campaign Planner report based on cume ratings. The time periods for each
media are based on The Media Audit definitions which can be found in the Key Definitions section of this
manual.

5 The Media Audit is a Syndicated Service of International Demographics, Inc.
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Ad Campaign Planner—how to read

How to Read an Ad Campaign Planner Report
Below is an example of an Ad Campaign Planner using a combination of cable, print and radio. The target

selected is adults who plan to buy a car/van/truck or SUV in the next 12 months. See below for a definition of
the terms used in this report and how to read the different figures in the report.

The cumulative net reach of these

radio stations combined is 16.4%
Base | Media | Targets | Options | Find... =] Clip | Genders| 9§ Exit
Report: AD CAMPAIGN PLANNER
Market: METRO, USA for FALL 2004
Bases. ADULTS AGE 18+
Target: PLAN BUY—-CARMNVANTRUCK/SPORT UTILTY
Base Population: 2,836,502
Cume Cume Net
Wedia Perzons Rating Cume Reach 0 33
WHXSW-FM 55,038 1.6 1186
WXHIK-FI 37,768 7.9 148
WXNG-FM 7217 15 16.4
TiP===SN*AUTO CLAS 34 387 72 7.2 N
TIP===ND*AUTO CLAS. 25304 53 7.2 N
USATODAY 10,914 23 S.S\-
CNN 156,131 328 328 &\—
Radio 77 B89 16.4 16.4
Print 41 853 8.8 8.8
Cable 156,131 328 328
TOTAL COMBINED NET REACH % 478
TOTAL COMBINED NET REACH PERSONS 227 636
GRPs 687
The Print portion of this

The total combined
net reach for this
media combination is
227,636 persons who
plan to buy a car/van/
truck or SUV.

reach potential

The GRP's (total number of

0,
rating points) is 68.7. 47.8%

The maximum net

media combination is

schedule has a combined net
reach of 8.8% for the three

of this publications

Cume Persons: Represents the total number of different people reached by a single medium, media type, or
total media selected for the given target audience.
Cume Rating: Shows the percentage of the given target reached by a single medium, media type or total media

selected.

Net Cume Reach: Net cume reach shows the percentage of the target reached by the combination of selected
media. The numbers are a cumulative illustration of how reach builds for the selected target each time a media
is added to the schedule. Net cume reach is shown by individual media, by media type and for the total media

combination.

The Media Audit is a Syndicated Service of International Demographics, Inc.

Customer Support: 800.324.9921
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Combo Builder—how to create

What is a Combo Builder Report?

A Combo Builder Report displays the total combined net reach of a target audience offered by different media
combinations. Use this report instead of an Ad Campaign Planner if you want to compare the net reach of
multiple different media combinations.

How to Create a Combo Builder Report, Comparing Multiple Media Combinations

1.
2.
3.
4.

5.

7.

8.

Click on Ad Campaign Planner from the main menu.

Select Combo Builder among the sub-menu options.

Click the “Clear All" button at the bottom right of the window to clear previously selected items.

At the Media Selection screen, select the media to be included in the first combination. To do this, hold
down the CTRL key while making your media selections. When finished, click OK to confirm.

A window will appear, asking if you would like to create another media combination. Click Yes if you want
to compare your combination to another media combination, or click No if you only want to calculate the
net reach of a single media combination. If you selected Yes, a second Media Selection screen will
appear, prompting you to select media that you wish to be included in the second combination. It is
recommended that you click “Clear All" in the lower right corner of the window before proceeding to select
media. To do this, hold down the CTRL key while making your media selections. When finished, click
OK .to confirm.

': Select More Media?
-

¥ou can select another group of media bo see how
that group compares in kerms of the net reach
delivered

Repeat steps 4 and 5 until you are finished creating your different media combinations. (the report allows
for unlimited media combinations)

At the conclusion of creating different media combinations for comparison, when the window above
appears, click “No” to indicate you are finished creating your media combinations.

At the Target Selection screen, select the single target. Click OK to confirm.

Note: As with Ad Campaign Planner, Generic media groups or generic dayparts should not be used in Combo
Builder Reports. Examples of media not to be used include Heavy Exposure Groups, Have Cable Television,
Television 7-9am, Cable Homes 6-7pm, and Cable Homes Total.

Report Tips

1. This reportis best used to compare the total combined net reach of different media combinations.

2. Combo Builder, like Ad Campaign Planner, is a good tool for showing how traditional media and its online
component deliver a target. You can easily show the combined net reach of a media combination with and
without an online component and illustrate the increase in net reach between the two.

3. Media are listed on the Combo Builder report based on cume ratings. The time periods for each media are
based on The Media Audit definitions which can be found in the Key Definitions section of this manual.

56 The Media Audit is a Syndicated Service of International Demographics, Inc.

Customer Support: 800.324.9921



Combo Builder—how to read

How to Read a Combo Builder Report

Below is an example of a Combo Builder Report using two different radio combinations. The target selected is
adults who plan to buy a car/van/truck or SUV in the next 12 months. See below for a definition of the terms
used in this report and how to read the different figures in the report.

Baze ‘ Media | Targets | Options | Find... ‘ {— Reparts —} | % ‘ Clip | Genders ? ‘ E xit ‘
Report: COMBO BUILDER — NET MEDMA REACH REPORT THE MEDL&AUDIT
Market: WETRO, USA for FALL 2004
Bases: ADULTS AGE 18+
Target: PLAN BUY—-CARNANTRUCK/SPORT UTILITY
Base Population: 2,836,502 Target Persons: 475,916
% In Target: 16.8%
Cume Cume
Media Persons Rating 0 11 23 34
WXKS-FM 52,947 1.4
WXMS-FM 35,358 7.4 I
WHSW-FM 55,038 1.8
TOTAL COMBINED NET REACH 1 127,002 287
WHKS-FM 52947 1.1
WHMS-FM 35358 7.4
WHSW-FM 55,038 1.8
WXBZ-FM 45,055 o5
TOTAL COMBINED NET REAC 160,532 337 The radio station with the
The total \ highest reach in the first
1 combined net j “combo” is WXSW-FM with a
reach for this - rating of 11.6%. The three
media The total combined net stations combined reach
L reach for this media 26.7% of the taraet
combination is combination is 160,532 7 get
127,002 persons persons who plan to
who plan to buy a buy a car/van/truck or
carlvanitruck or SuV
SUV.

Cume Persons: Represents the total number of different people reached by a single medium, media type, or
total media selected for the given target audience.

Cume Rating: Shows the percentage of the given target reached by a single medium, media type or total media
selected.

Total Combined Net Reach: Net cume reach shows the unduplicated number of persons and percentage of the
target reached by the combination of selected media. Net cume reach is shown by individual media, and for the
total media combination.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Re-Orderable Combo Builder—how to create

What is a Re-Orderable Combo Builder Report?

A Combo Builder Report displays the total combined net reach of a target audience offered by multiple different
media combinations. Use this report instead of an Ad Campaign Planner if you want to compare the net reach
of multiple different media combinations and control their order. Note that the Re-Orderable Combo Builder
report will only support analysis of one media combination at a time.

How to Create a Re-Orderable Combo Builder Report, Comparing a Single Media Combination

1.
2.
3.

4.

5.

Click on Ad Campaign Planner from the main menu.

Select Re-Orderable Combo Builder among the sub-menu options.

It is recommended to click the “Clear All" button at the bottom right of the window to clear previously
selected items.

At the Media Selection screen, select the media to be included in the combination. To do this, hold down
the CTRL key while making your media selections. When finished, click OK to confirm. A window will
appear, prompting you to select the order in which the selected media will appear in the report. Change
the numbers in the re-order boxes to reflect your order preference and click OK. In the below example, the
Alternative Press would be listed first in the report, followed by the Movie/Entertainment Section of the
daily newspaper, and radio station WXNG-FM, regardless of each media’s rating.

Order Primaries
Order  Media Fieorder
1 MORM NEWS™wWeNG C 5 ’_2
2 MORM MEW S0 C 4 ’_1
3 MORM MEWS*wWxRO C 7 ’_3

Use Original
o Order

At the Target Selection screen, select the single target. Click OK to confirm.

Note: As with Ad Campaign Planner, Generic media groups or generic dayparts should not be used in Combo
Builder Reports. Examples of media not to be used include Heavy Exposure Groups, Have Cable Television,
Television 7-9am, Cable Homes 6-7pm, and Cable Homes Total.

Report Tips

1. This report is best used to compare the combined net reach of different media combinations.

2. Combo Builder and Re-Orderable Combo Builder, like Ad Campaign Planner, are good tools for showing
how traditional media and its online component deliver a target. You can easily show the combined net
reach of a media combination with and without an online component and illustrate the increase in net
reach between the two.

3. Media that are listed on the Combo Builder report based on cume ratings. The time periods for each
media are based on The Media Audit definitions which can be found in the Key Definitions section of this
manual.

4. See next page on how to read a Re-Orderable Combo Builder Report.
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Re-Orderable Combo Builder—how to read

How to Read Re-Orderable Combo Builder Report

Below is an example of a Re-Orderable Combo Builder report, using a combination of morning TV news

programs. The target selected is adults who plan to buy a new car/van/truck or SUV in the next 12 months. In
this example, the user has selected his own station (Morning News WXMO—Channel 4) to be listed at the top
of the report. See below for a definition of the terms used in this report and how to read the different figures in

the report.

Baze ‘ Media | Tagets | Optiong | Find... ‘ {— Reports —} | @ ‘ Clp | Genders ? ‘ Exit ‘

Report: RE-ORDERABLE COMBO BUILDER THE MEDI& AUDIT

Market: METRO, USA for FALL 2004

Bases: ADULTS AGE 18+

Target:  PLAN BUY-NEW CARNVANTRUCK/SPORT UTILITY

Baze Population: 2,836,502 Target Persons: 156 529

% In Target: 5.5%
Cume Cume

Wedia Perzons Rating 0 11 s 12
MORN NEWS*WXMO C 4 24251 15.5 I
MORN NEWS*WXNG C 5 36,118 221 I
MORN NEWS*WXROC 7 215618 12.6 I

TOTAL COMBINED NET REACH 1 43134 N4

KXRO Morning News reaches 21,618
new car buyers in this market.

KXRO has an individual
rating of 13.8% with new

/

this market

The three morning TV news
programs combined reach a net
total of 49,134 new car buyers in

car buyers

The combined
morning TV news
programs reach
31.4% of new car
buyers in this
market

Cume Persons: Represents the total number of different people reached by a single medium, media type, or

total media selected for the given target audience.

Cume Rating: Shows the percentage of the given target reached by a single medium, media type or total media

selected.

Total Combined Net Reach: Shows the unduplicated number of persons and percentage of the target reached
by the combination of selected media. Net cume reach is shown by individual media, and for the total media

combination.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Reach and Frequency—how to create

What is a Reach and Frequency Report?
A Reach and Frequency Report analyzes the reach and frequency delivery and cost efficiency of a specific
schedule. It factors in cost, GRP’s and number of spots or ads.

How to Create a Regular Reach and Frequency Report

1. Click on Reach & Frequency from the main menu.

2. Select “Regular Reach and Frequency” from the sub menu.

3. Atthe Media Selection screen, before proceeding, it is recommended that you select “Clear All" to delete
any previously selected media.

4. Atthe Media Selection screen, click on the media to be included in the schedule. Use the CTRL key to
select your media. Click OK to confirm your selection(s).

5. Atthe Target selection screen, select the target you wish to analyze. Click OK to confirm.

6. A default schedule will appear like the one below.

Base ‘ Media | Targetz | Options | Find... ‘ % ‘ Cip | Genders ‘? Exit ‘

Report:  REACH AND FREQUENCY REPORT THE MEDIAAUDT Reach and Fi Report

Market: METRO, USA for FALL 2004 each and Frequency Repo

Bases: ADULTS AGE 18+

Target: PAST 4-WEEKS—CLOTHING—WOMEN'SIGIRL'S

Base Population: 2,836,502 Target Persons: 1,535 788

% In Target: 54.1%
Cost
#of Per Cost Cume Avg.
Media Ads Ad ofAds Rating Rating Reach Freq. GRP CPP CPM
1,000
WXSW-FM 10 100 1,000 76 0.4 0.5% 3.0 368 2r2.07 17.72
TP WD*LIFE/FASHN 1 100 100 1341 10.8 10.8% 1.0 1077 828 0.60
C 5WXNG NBC 7-7 3PN 10 Q0 1,000 589 25 5.6% 3.0 2435 40.22 2682
C 5 WXNG NBC 7 3-8PM 10 100 1,000 536 24 5.3% 3.0 2400 4167 271
C 5 WXNG NBC 8-11PM 10 100 1,000 67.1 39 10.2% 3.0 3869 25.85 168
0 Ads 51 #0f Ads 10
CostofAds 5,100
: Cast Per Ad 3m g

Persons Reached 562 111 st Fer $ Find Cogt Point Objective
% of Total Target Reached 36.6%
Frequency (FREQL) 21
Gross Rating Points (GRP) 106.85 Cancel

Cost Per Point (CPP} 4773
Gross Impressions 1,187,123
Cost Per Thousand (CPM) 4.30 L. .
This is the default report that will appear once you have
selected your media and target. There are several
/ adjustments you will need to make such as adjusting the
To change the number of ads or spots number of spots or ads per week, the cost, and the
per week, or change the cost of the ad exposure index.
or spot, right click on the number you

wish to change and type in the new
number and hit the “enter” key.

To edit the number of spots or ads per week, right click on the number you wish to edit and type in the new
number, and hit the enter key each time. The program will update automatically.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Reach and Frequency—how to create and other report options

6.

To change the cost parameters and/or change the number of ads, right click on the number you wish to
change and a pop-up will appear, prompting you to enter the number of ads and cost. Choose which option

you want your report to be based on:

o Cost Point Objective: Allows you to select one CPP objective for the entire schedule. The pro-

gram will calculate the cost per ad needed to achieve the CPP goal based on the target rating.
e Cost Per Ad: Allows you to enter your own cost per ad for each media vehicle selected. Cost

must be entered in the “Cost Per Ad” box.

Cost per Ad
This is an example
adjusting the cost

# OF Ads 15

CostPerad § | 350" Find Cost Paint Objective

manually by inputting the
cost per spot or ad in this
box. Click OK when
finished.

Cost Point Objective
This is an example of
adjusting the cost by
setting the Cost per Point
Objective. In this
example, the user
adjusted the Cost per
Point Objective to $250.
The TMA software will
automatically adjust the
spot costs in in the
report. Click OK when
finished.

Note that Reach & Frequency remembers its previous settings/data and automatically restores them on the
next session for the same survey. Select Cost and then “Restore Defaults” to return to the original settings/

data.

The Media Audit is a Syndicated Service of International Demographics, Inc.

] | Canizel |

Cost Point Objective

Objective: $ 250

Thiz the cozt per point you are wiling to
pay
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Reach and Frequency—report options

How to Change the Exposure Index (print and websites only)

In the Reach and Frequency program, you can adjust the exposure index for print publications and websites from
the default settings. To more accurately determine the number of people exposed to a single ad, an exposure
index is applied to the rating. This provides a better estimate of how a schedule builds reach. See below for how
you can customize the exposure index.

Baze Media | Targetz | Options | Find... ‘ é ‘ Clip | Genders ‘? ‘ Exit ‘
Report: REACH AND FREQUENCY REPORT THE MEDIAAUDIT
Market: METRO, USA for FALL 2004
Bases: ADULTSAGE 18+
Target PAST 4-WEEKS—CLOTHING—-WOMEN'S/GIRL'S
Base Population: 2,838 502 % In Target: 54.1%
Cost
#of Per Cost Cume Avg
Media Ads Ad of Ads Rating Rating Reach Freq. GRP CPP CPM
WHXKS-FM 10 150 1,500 10.4 0.5 0.7% 3.0 4.86 308.49 20.09
WHSW-FM 10 200 2,000 76 0.4 0.5% 3.0 3.68 54415 35.43
TP D*LIFE/FASHN 1 S00 500 131 10.8 10.8% 1.0 1077 8357 544
ALTERNATIVE PRESS i 9.2 . 0% i 100.06
C 5 WXNG NBC 7-7 3PN 10 600 6,000 8.9 25 5.6% 3.0 24386 24133 15.71
C 5 WXNG NBC 7 3-8PM 10 750 7,500 86 24 5.3% 3.0 24.00 31253 20.35
C 5 WXNG NBC 2-11PM 10 200 8,000 571 38 10.2% 3.0 3559 206879 13.45
#ofAds 52 # OF Ads
Cost of Ads 26,400 _— - o
o d § 2t
Persons Reached 641,332
% of Total Target Reached 41.8%
Freguency (FREQ.) 20
Gross Rating Points (GRP) 111.85 F . i
Cost Per Point (CPP) 23503 Right Click on the # of ads or Cost Per
Gross Impressions 1,263,869 - . R H
Cost Per Thousand (CFIT) 2089 Ad figure you wish to adjust the index

and a pop-up window will appear, —
allowing you to adjust the index. Type in
a new index and click OK.

Newspaper: Print exposure can be adjusted by the user, based on the size of the ad and the standard recall
scores. Index figures can be changed based on the size of the ad or market specific recall scores. A generic
guideline for adjusting exposure settings by ad size are as follows:

Ad Size Adults Males Females
Full Page M 34 47
3/4 Page 38 31 44
1/2 Page 33 31 35
1/4 Page 27 23 30
1/8 Page 24 21 27
Smaller 14 14 15

If you want to restore the Exposure Index defaults, select the “Options” button and then “Restore Defaults”.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Reach and Frequency—how to read

Key Definitions

1. Rating: % of target that one ad can potentially reach

2. Reach: % of the target potentially reached by the media or total schedule

3. Frequency: the average number of times the media or schedule reaches the target (GRP’s
+Reach)

4, GRP’S' Gross Rating Points, or the total number of rating points (Ads per week X Rating)

5. Cost per GRP (CPP): the cost to buy one rating, or one percent of the target (Total Cost + GRP’s)

How to Read a Reach and Frequency Report with GRP’s
Below is an example of a Reach and Frequency report using GRP, after the number of spots/ads per week,
cost and exposure index have been adjusted:

# of adults in base who

Base | Media | Targets | Options | Find... | = ‘ Clip | Genders| @ ‘ Exit ‘ are In target
Report: REACH AND FREQUENCY REPORT | # of adults in base THE MEDIAAUD
Market: METRO, USA for FALL 2004 . Reach and F R
Bases: ADULTS AGE 18+ % of the base who are in Fach and Trequency Repe
Target:  PAST 4-WEEKS—CLOTHINGSAENS/GIRL'S the target
Base Population; 2,838,502 % In Target: 54.1%

Target Persons: 1,535,738

Cost
#of Per Cost Cume Avg.
Media Ads Ad of Ads Rating Rating Reach Freq. GRP cPp CPM
VXKS-FI 10 150 1,500 10.4 05 0.7% 3.0 486 30843 2009
VIXSW-FI 10 200 2,000 76 0.4 0.5% 3.0 368 54415 3543
TIP== Y D=LIFE/FASHN 1 900 900 131 10.8 10.8% 1.0 1077 8357 5.44
ALTERNATIVE PRESS 1 500 500 9.2 50 5.0% 1.0 500 100.08 652
C 5 WXNG NBC 7-7 3PN 10 600 6,000 58.9 : ; 3.0 2486 24133 1571
€ 5 WXNG NBC 7 3-8PM 10 750 7,500 58.6 This media . 3.0 2400 31253 2035
€ 5 WXNG NBC 8-11PM 10 800 8,000 7.1 schedule consists | 5 3869 20673 13.46
of 52 ads or

’é”f:‘”f " - 40‘02 spots, for a total

0s1 0 S Y
Persons Reached 641,332  ‘ cost Of $26'400
% of Total Target Reached 41.8%

Freguency (FREQL) 2.0
Gross Rating Points (GRP) 111.85 This schedule will reach
Cost Per Point (CPP) 236.03 41.8% of the target, with an
Gross Impressions 1,263,869 !
Cost Per Thousand (CPM} 20.89 average frequency of 2.0
This schedule delivers 111
The CPP for the GRP’s based on the target
schedule is $236.03 and 1,263,869 Gross
' impressions

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Age Demo Analysis—how to create and read a report

What is an Age Demo Analysis?
An Age Demo Analysis compares a single media and a single target for a selected age group. The report
demonstrates how closely a single media and a single target match based on age cell distributions.

.
How to create an Age Demo Analysis Report —

Start Range:  End Range:

1. Click on Age Demo Analysis from the main menu. i @

2. Select a single media from the Media selection screen. Click OK. 5 -

3. Select a single target from the Target selection screen. Click OK. 2

4. Select the bottom and top age range you wish to profile. In this example to the i
right, the user selected 35-64, the demo being purchased. i L

How to read an Age Demo Analysis Report (detail format)

Below is an example of an Age Demo Analysis report, in detail format, illustrating how a

media’s audience compares to a target for each age cell: L Corcel_|
Age Demo Analysis H= E
Baze | Media | Targets | Options | Find... | @l i;riﬁh @ | Clip | Genders ‘? | E «it |
L
Report: AGE DEMO AMALYSIS AN T Media’s cume rating with adults 18+
Market: METRO, US4 for FALL 2004 ) I
Modie, EARLY NEAGWHHO C 4 % of adults 18+ in target
Target: TRADED STOCKS/BONDS PAST YEAR
Total Market Persons: 2 838 502 Media Percent: 29.6% edia Persons: 839,023
Total Market Persons: 2 836 502 Target Percent: 22 2% Target Persons: 630,690
A Group | TargetPerzons | Target Percent | MediaPersons | Media Percent | BN
18-20 6,77 14 59,248 74 # of adults
2124 14,511 23 12,307 15 .
25-34 81233 124 100,211 114 who are in
3544 165,323 263 162,396 19.4 media or
4543 80,412 127 113,504 136
50.54 52625 a3 82,509 98 target
5564 128,519 204 145,015 173
£5-74 70,677 112 100,207 13
75+ 29,410 47 63,232 75
Below Target 102,921 163 171,766 205
In Target (35-64) 427 479 678 503,814 E0.0
Shove Target 100,267 / 153 163,439 195
This is the age
. . . 0, .. . . . .
distribution of adults 67.8%ofall - This is the age distribution | "\ “\J 60% of this
| who trade stocks. The stock trading is of the media’s audience. media’s
|| first column is conducteé:i " The first column is audience is
displayed in persons Emlong attl: S displayed in persons and between
and the 2nd column is ctween the the 2nd column is the ages of
displayed by %. ages of 35-64 displayed by %. 3564

Report Options

1. Click on the Graph icon to change report to a graph.

2. Use the Genders button to change base from adults to male or female.
3. To select a new age range, click on Options/Select a New Age Range.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Age Demo Analysis—how to read a

graphed report

How to Read an Age Demo Analysis Report (graphed format)

Below is an example of an Age Demo Analysis Report, in graphed format, illustrating how efficient the media is
at delivering a buyer's demo. This is an effective report to use with agencies who typically deal with age/
gender demos. This report can also be used to show how a media’s competition under or over-delivers a
buyer's key demos. The bars represent the age composition of the target and the media. They do not reflect

the size of either.

Age Demo Analysis [= O] x]
l—l The media’s
Base | Media | Targets | Options | Find... | @| (Iariﬁh @ ‘ Clip | Genders ‘? | H 18+ I‘ating

Report: AGE DEMO AMALYSIS THE M) DT,

Marke’l.. METRC, US4 for FALL 2004 % Of adults 18+ Who are

Medn  EARLY NEWSWNMO C 4 A Target selected in the target

Target: TRADED STOCKSBONDS PAST YEAR

Tstragl Market Persons: 2,836 500 Mediz Percent: 29 6% Media Persons: 839,000
Total Market Persons: 2,836 500 Target Percent: 22.2% Target Persons: 630,700

TRADED STOCKS/BEONDS PAST YEAR EARLY NEWS"WXMO C 4

% of the base e

(adults 18+) who

fall into the 60% of this
selected 35-64 media’s audience
demo

BELOW TARGET

IN TARGET (35-64)

ABOVE TARGET

BELOW TARGET

IN TARGET (35-64)

ABOVE TARGET

falls in the 35-64
demo

Additional Report Definitions

Total Market Persons: Number of adults 18+ in base (total, females or males)
Media Persons: Media’s rating for the base converted to persons
Target Persons: Total number of adults in base who are in target.

Report Options

1. Once your graphed report is in view, you can click on the Graph button to change the look of your graph.
2. Toselect a new age range, click on Options/Select a New Age Range.
3. Use the Genders button to change the base from adults to male or female.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Media Day Analysis—how to create a report

What is a Media Day Analysis Report?

The Media Day Analysis Report is a series of 9 pre-formatted reports that analyze the media usage of a single
target. Exposure is measured by minutes per day spent with each medium, with the exception of Outdoor.
Outdoor is measured by miles driven per day. The reports analyze media usage of radio, television, newspaper,
outdoor and web sites and compares the target's media usage to the overall market's media usage. The reports
provide a general guideline for advertisers to properly allocate media for a buy, and provides media with a way
to justify getting greater share of an ad budget. Itis important to note that all averages include non-users of any
medium. The Media Day Analysis with TV Breakout and the TV Only Breakout are discussed on the next page.

How to Create a Media Day Analysis Report

1. Click on Media Day Analysis Report from the main menu.

2. Select Media Dan Analysis from the sub menu.

3. Atthe Target Selection screen, click on a single target and click OK.

4. Click on “Reports” or the arrow keys to scroll through the different reports.

How to Read a Media Day Analysis Report (Minutes)
Below is an example of a Media Day Analysis report created for Working Mothers. This report illustrates the
number of minutes spent on the average day with each medium:

Media Day Analysis ==
Baze | Targets | Options | Find... | ﬁ ﬁriﬁh G | Feparts | == | =] | Clip Genders| 7 | Exit |
L
13.8% of adults
Report: MEDIS DaY ANALYEIS THE MEDIA, ALIDIT H f Exposure (Minutes)
tdarket: CHICAGD, IL for MAY-JUN 2006 n thls market are
Bases: ADULTS &GE 18+ Working mothers
Target: WORKING MOTHERS
Base Populstion: § 888 500 % In Target: 13.8% Target Perzons: 953,900
Media Minutes il 100 200 300
Radia
Total Market 17051
Target Market 162.21
Televizion .
Total Markst 22002 _— Working Mothers spend
Taroet Market 169.50 | . .
s less time watching TV
MWewespaper i
Tatal Market 4932 | Compared tO a” adU|ts In
Target Market 3325 [===11 this market.
Billboards
Totsl Market 4703 e
Target Market 51.50 T
Internet .
Totel Merket 117 56 e Working Mothers spend 33.25
Target Market 10417 [rm——————————y)| mlnutes per day readlng a dally
newspaper, compared to 49.22
minutes for all adults in this
market.
TOTAL MARKET PROFILE IS BASED Ob 1,412 RESPOMDENTS. TARGET MARKET PROFILE IS BASED OM 194 RESPOMDENTS.

The Media Audit is a Syndicated Service of International Demographics, Inc.

66 Customer Support: 800.324.9921



Media Day Analysis—how to read

How to Read a Media Day Analysis Report (Percents)
Below is an example of a Media Day Analysis report created for Working Mothers. This report illustrates what
percentage each medium represents of the total media day:

Media Day Analysis =
: : Grg ' :
Baze | Targets | Options | Find... I Iph 4= | Reports | ==p = Clip | Genders| @ E it
L L]
Repott: MEDIA DAY ARAL SIS THE MEDIA ALDIT Media Exposure (Percents)
Market: CHICAGD, IL for MAY-JUNMON'DE-JAN 2007
Bases: ADULTS AGE 18+
Target: WWORKING MOTHERS
Baze Population: 6 833,600 % n Target: 14.2% Target Persons: 976 600
Tatal Target Total Target Irde=
harket fdarket hdarket farket to
Iedia iinutes Minutes Percent Percert Market 0 100
Radio 165.589 14942 74 il
Televizion 22853 173.34 374 T
MNewvspaper 49,34 32.82 g2 S —
Billbwozrds 4513 4334 74h |
Internet 118.41 113.50 196
Toatal E035.30 22371 100.00

The total number
of media minutes
spent per day for
all media by
working mothers in
this market is
523.71

The total number
of minutes spent
per day for all
media by the
average adult in
this market is
605.30

Radio represents
27.4% of a typical
media day for
working mothers

By looking at these indices,
Working Mothers are 7%
more likely to be exposed to
Outdoor compared to the
average adult, and less
likely compared to the
average adult in the market
to use Radio, TV,
Newspaper, or the Internet.

TOTAL MARKET PROFILE IS BASED OM 2 814 RESPOMDEMTS. TARGET MARKET PROFILE IS BASED ON 393 RESPOMDENTS.

How Percentages are Calculated

For both the target and market, media minutes are totaled. Each medium is assigned a percentage of the total

day.

How Indices are Calculated

An index represents the target market percent divided by the total market percent X 100.

What do the Remaining 8 Reports Analyze?

The subsequent reports graph the data in several different formats, including bar charts and pie charts. To

access them, click on “Reports” or the arrow keys.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Media Day Analysis—how to create a report with TV Breakouts

What is a Media Day Analysis Report with TV Breakouts?

The Media Day Analysis Report with TV Breakouts takes the TV portion of time spent with this medium and
breaks it out further into broadcast, cable, and satellite viewing. The purpose of this feature is to help media and
advertisers determine an allocation strategy and to determine the percent of a target audience who can
potentially view local commercials via cable. The latter is done by extracting satellite viewing from cable viewing,
because in the case of satellite viewing of cable networks, local commercials cannot be viewed.

How to Create a Media Day Analysis Report with TV Breakouts

1. Click on Media Day Analysis Report from the main menu.

2. Select Media Day Analysis, TV Breakout . (to create a report that excludes radio, newspaper, outdoor and
internet, select the TV Only Breakout option.

3. Atthe Target Selection screen, click on a single target and click OK.

4. Click on “Reports” or the arrow keys to scroll through the different reports.

How to Read a Media Day Analysis Report with TV Breakouts

Below is an example of a Media Day Analysis , TV Breakouts report created for adults who eat at Subway. This
report illustrates the number of minutes spent on the average day watching local broadcast, cable networks via
satellite, and cable networks via cable: (note that if a satellite viewers are watching a broadcast station, the
minutes are allocated to broadcast, since local commercials can be viewed)

Base | Targets | Options | Find... ﬁ (Ialriﬁh k= | Reports | =y =] Clip | Genders 7 | Exit |
= 8.8% of adults in this
Repart: MEDIS, D&Y ANALYSIS, TV BREAKOUT THE MEDIA AUDIT Media Exposure (Minutes) market eat at Subway
Motarket: CHICAGO, IL for NOV-DEC 2007
Bazes: ADULTS AGE 18+
Target: ATE FAST FOOD PAST 4WEEKS--SUBWAY
Base Population: 6 926,000 % In Target: 5.5% i Target Persons: 610,300
Medis Minutes il 100 200 300
Radio
Tatal Market 17511 B
Target Market 161.36 F
Broadcast TV . . ..
Total Merket 10350 E— Minutes spent watching TV are divided
57 I H
Teroet Merket. e among broadcast, cable, and satellite
Lacal Cable viewing of cable. In this example, Subway
Total Market 92 25 I .
Target Market 9314 eaters spend 93.14 minutes per day
i v watching cable, and 99.57 minutes per
Total Market 4419 I i icki
Biliisd e day watching broadcgst TV.. By clicking on
the Reports button/Single Pie, the report
Hewsperet. i — converts to % of total TV minutes for each
Target Markst 51.27 — medium, rather than minutes.
Billboards
Total Market 4332 I
Target Market 5503 I
Internet
Total Market 21133 ——
Target Market 20502 I

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Position Finder—how to create

What is a Position Finder Report?

A Position Finder Report displays how a single medium (or two in the case of a Double Media Position Finder)
ranks among a set group of competitors for any or all targets. The report provides the selected medium’s
rating or index and shows where it ranks among the selected pool of competitors.

How to Create a Position Finder Report

1. Click on Position Finder from the main menu. Select Single Media Position Finder from the dropdown
options.

2. Inthe Media Selection screen, select all media you want to include in the ranking — include your medium
and the competition. Click OK. (Selected media are limited to 50.)

3. Inthe Primary Media Selection screen, select the one medium you want to use to compare and rank
against the competition. Usually this is your medium. Click OK.

4. Atthe Target Selection screen, select all targets you wish to compare media against. For a complete
overview of a marketplace, use the Select All button. Click OK.

Report Options
1. The targets and media selected default to book order. To display a media’s rating or index from strongest
to weakest (relative to the competition), click on one of the Rank columns to re-sort.

Click on “Media” to add or modify
your media selections

Baze | Media | Targets | Options | Find... | @ | Clip | Genders ‘? | Exit | -
Hide or enlarge a column by
Repoart: POEITION FINDER: THE MEDIA ALDIT gl_lc_l((jmg and draggmg on
Market: METRC, USA for FALL 2004 H H viaers
sl el b Click on any column heading to sort
Primary Media: METROVILLE WEEKLY from highest to lowest /
D POSTHMNDHMCHWIEENT. THP==R eSO EENT . ALTERMATIVE PRESS
METRC MAGAZINE METROWILLE WEEKLY THE CITY PAPER \ /
tdost tdost
ot tdost Cume Often Cume Often
Cume Often Cuime Often Rating | Rating Indlex Index
Target Ludience Categories Rating | Rating Indesx Incles Rank Rank Rank Rank
PLAM BN --CARS AMTRUCHKSPORT UTILITY 138 5.0 g4 76 2 4 4 5]
PLAM BN --MEW CARS AMTRUCHKSPORT UTILITY 174 7.0 110 94 2 3 4 4
PLAM BN --USED CARM AMTRUCKISPORT UTILITY 12.4 2.2 75 B3 2 4 a 5
PLAM BUY--CAR 1000 541 G4 E7 3 ] a 5]
PLAMN BN --% AMTRUCKSSPORT UTILITY 174 5.0 107 76 2 4 2 4
PLAM BN --DOMESTIC CARM AMTRUCKSPORT UTILITY 1249 6.4 92 75 2 3 2 4
PLAMN BN --FORENSN CARM ANTRUCKSPORT UTILITY 120 4.6 " 28 3 5 G 5]
PLAM BN --MLL PAY $30000 PLUS FOR MEXT WEHICLE 175 4.4 105 a7 2 5 4 5]
MUMBER: CF YEHICLES MCh CAAMED--OME 194 9.5 113 119 1 2 3 3
MUMBER: COF YEHICLES MChY COAMED -- TN 198 5.6 116 106 1 3 1 3
MUMBER: COF YEHICLES MChY CWAMED--THREE OR MORE 13.7 E.6 go 81 2 3 G 5]
MAKE OF WEHICLES MO ChRED--ARY DOMESTIC 1520 .7 g5 81 2 3 a 5]
MAKE OF WEHICLES MO ChRED--ARY FORENN 204 9.6 118 M7 2 3 4 4
MAKE OF WEHICLES MW CED--ARY JAPANESEIASIAN 168 5.6 111 103 2 3 4 5
MAKE OF WEHICLES MO CED--AMY ELIRCPEAMN 394 214 213 264 1 1 2 2

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Position Finder Report—how to read

How to Read a Single Media Position Finder Report
Below is an example of a Single Media Position Finder Report, comparing a weekly newspaper to a number of
competing print publications for several entertainment categories:

The primary media
is being ranked
and compared to
all competing

Position Finder

media listed below
Baze | Media | Tamgets | Options | Find... | = | ; /aé‘/dlg l o l Ba§9d on cume
rating, the
Report: POSITION FINDER THE MEDIA AUDIT MethVI”e Weekly
Market: METRO, USA for FALL 2004 ranks #1 with
Bases; ADULTS AGE 18+
Primary Medis: METROWILLE WEEKLY adUItS WhO gO to
the movies
]/
D POSTHADAMONIEENT. TIPSO IEEMT . ALTERMATIVE PRESS
METRO MAGL ZIMNE METROWILLE WWEEKL Y THE CITY PAPER
Mozt
. - Mozt Mot Cume & CLIFTIE Often
This is the media set selected by the user Cume | Cften | Cume | Often | Rating |/Asting | Inclexc | Index
L Rating | Rating Irches: Inclex Rank Rank Rank Rank
PAST 4-NEEKS--MOVIES 220 11.9 129 145 1 2 4 1
PAST 2-MEEKS 4+ TIMES SIT DOVYN EVEMING MEAL--RESTALRAMNT 241 94 143 116 2 4 3 a5
PAST 12-MONTHS--ATTEMD 3 + COLJPRO. SPORT EVENTS 133 1 3 5 4
PAST 12-MONTHS--ATTEMNDED COUNTRY MUSIC COMCERT 71 2 4 5 5
PAST 12-MONTHS--ATTENDED ROCK/POP MUSIC COMCERT 187 2 4 4 4
PAST 12-MONTH=E--ATTEMNDED THEATERMCOPER &S Y MPHOMY 179 1 2 3 2
PAST 12-MONTH=--ATTENDED BARZMGHT CLUBS 163 2 4 3 3
PAST 12-MONTHS--CASING 100 2 3 3 4
The last 4 columns
i . indicate the Primar
The Metrovile The Metroville i v
Weekly reaches Weekly reaches ) ) Media’s rank relative to
22 1% of the 1% o¥ the taraet This paper's Cgme the competition for each
target on a Cume on g Most Oftéqn audience is 29% target, using Cume and
adults 18+ to go to Index.
the movies.

How to Create a Double Media Position Finder Report

1. Click on Position Finder from the Main Menu and select Double Position Finder Report from the options.

2. Inthe media selection screen, select all media you want to include in the ranking—include your two media
(for example, two radio stations frequently sold together belonging to the same cluster) and the
competition. Click OK.

3. Inthe Primary Media Selection screen, highlight (using your ctrl key) the two media you wish to compare
against the remaining competing media. Click OK.

4. In the next window, select which of the two media you want to show up first in the report.

5. Atthe Target Selection screen, select all the targets you wish to compare media against.

Note: The report will summarize the two media’s relative rankings only for all selected targets.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Quick Profile Reports—how to create

What is a Quick Profile Report?

The Quick Profile Reports are simple one-page reports that profile either a media or a target. The reports are
similar to Media and Target Profile Reports but offer greater depth of information and include advanced graphic
customization such as customized text, footers and logos. Reports can be used as a quick snapshot of a media
or target audience.

There are two types of Quick Profile Reports:

1.

Media Quick Profile Report: Creates an instant profile of a media including breakouts for age, gender,
ethnicity, income and education in addition to median or mean income, age, home value and miles driven
per week; total income, and percent who are homeowners.

Target Quick Profile Report: Creates an instant profile of a target including breakouts for age, gender,
ethnicity, income and education in addition to median or mean income, age, home value, and miles driven
per week; total income, and percent who are homeowners.

Note that with both options, the printed report can be customized to include a company logo (this first feature is
common among all TMA reports) and customized footer image and and/or text. See below for how to create
reports.

How to Create a Media Quick Profile Report (or a Target Quick Profile Report)

1.
2.
3.

4,
5.
6.

Click on Quick Profile Report from the main menu.

Select Media Quick Profile Report or Target Quick Profile Report from the sub menu.

At the Media Selection screen (for a Media report) or the Target Selection screen (for a Target report), click
on a single media or target to profile and click OK.

Your report will be displayed.

Click on “Reports” or the arrow keys to scroll through the individual breakouts.

To add a logo, custom text or custom footer to the printed report, click on the Options button.

See next page an example of a Media Quick Profile Report and how to read and customize this report.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Quick Profile Reports—how to read

How to Read a Media Quick Profile Report
Below is an example of a Quick Profile Media Report for a local weekly publication The percentages in this
report refer to the % of the media audience that falls into the different demographic categories.
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LS. GRADUATE
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COLLEGE DEGREE

ACVANCED DEGREE

The Median Income for this newspaper audience is $57,188 and the
median age is 42 years. 77% of readers are home owners with a
median home value of $403,125. The median number of miles
driven per week by this audience is 130 miles. To switch from me-
dian to mean, click on “Options” and then select “use mean”.

The media’s total income is calculated by multiplying the number of
readers times the income.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921



Quick Profile Reports—how to customize

How to Customize a Media Quick Profile Report

The purpose of a Quick Profile Report is to provide a simple and quick one-page “snapshot” of a media or
target. By following the below instructions, you an quickly customize your printed report to include a customized
footer image and/or text:

How to include a custom or default footer image and text in your printed report:

To change footer image from default image:

1. When your Quick Profile Report is displayed, click on “Options” and then “Change Footer Image”.

2. Inthe Logo Options window, select “set image”.

3. Toinsert an image other than the program’s default image, select “new image”.

4. In the Open window dialogue box, double click on the drive and then folders until the desired image file is

found. Highlight the image file you wish to insert into the footer of your report and click “open”. To align the

image to the left, center, right, or to tile the image (repeat the image multiple times), select “options” again

and choose among the layout options (left align, center align, right align, or tile) for the footer image.

Click OK when finished. Your new image will appear at the bottom of your printed report.

6. Toremove a footer image completely from the printed report, select Options/Change Footer Image/Set
Image/No Image.

o1

To add footer text to the printed report:

1. When your Quick Profile Report is displayed, click on “Options” and then “Set Footer Text".

2. Inthe New Footer Text window, type your text on one or both lines. To adjust the font size and style, click
on “font” and make your adjustments.

3. Click OK when finished.

4. The footer text will appear at the bottom of your printed report.

5. An example of a printed report with custom logo is on the next page.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Quick Profile Reports—example of printed report with customized logo, footer

This is an example of a Media Quick Profile Report.

THE MEDIA AUDIT

e

MEDIA QUICK PROFILE
All Groups me 2 FM
TOTAL E
REPORT MARKET: METRO, USA
REPORT BASE: ADULTS AGE 18+
REPORT PERIOD: FALL 2007
MEDIA: KXMS-FM
BASE POPULATION: 2,949,300 % INMEDIA: 5.9 MEDIA PERSONS: 175,000

Audience Profile I Age Analysis Gender Profile

Total Income: $15,078,250,000  18-20 [l 5.8%

Median Income: $68,188 e 112k Male
. 35-44 32.5%
Median Age: 44
45-49 17.8%
Home Owners: 84%
50-54 17.5%
Median Home Value: $401,675 ¢ oy 12.3% Female 71%

Median Miles Past Week: 150 75 + 1 0.9%

0 45 0 85
Ethnicity Profile . Annual Income . Education Profile .

— giqy oK H.S. or Less | 2.3%
25-35K 10.2% &
H.S. Graduate . 18.3%
Black | 2.3% 35-50K 21.2% .
50-75K 19.7% Some College 35.5%
Hispanic| 6.1% 75-100K I-
One Degree 28.3%
100-150K 14.1%

150K+ Two+ Degrees 15.4%

=]

THE MEDIA AUDIT PROGRAM & REPORT COPYRIGHT 2008 BY INTERNATIONAL DEMOGRAPHICS INC.
10333 RICHMOND AVE\SUITE 200 - HOUSTON, TX 77042 713/626-0332 [7/23/08 |
MET-USAT

Information is Subject Yumiﬁiom and Restrictions as Stated in the original Survey .

\

Default image for report footer (can be replaced with
another image or two lines of custom text
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Duplicate Reach—how to create and read

What is a Duplicate Reach Report?
A Duplicate Reach Report is a report that graphically displays the amount of audience duplication that exists

between two different media for a single target.

How to Create a Duplicate Reach Report
Click on Duplicate Reach from the main menu.
At the Media Selection screen, and using the Ctrl key, select the two media that you wish to analyze.

1.

2.
3.
4

At the Target Selection screen, select the single target you wish to analyze.
See below for an example of a Duplicate Reach Report, which compares the amount of duplication between

readers of a monthly business publication and readers of the business section of a daily newspaper.

Repont
Markeat
Bases
Target:

DUPLICATE REACH REPORT
METRO, USA for FALL 2004
ADULTS AGE 18+

THE WMEDIA AUDNT

PRIMARY BUSINESS AR TRAVELERS 1+ TRFS

UNDUPLICATED
DTMEWD'BUSNESS S: 68,697

TOTAL COMBMED NET REACH: 126,103
DUPLICATED: 22,704

“enn Diagram

UNDUPLICATED
THE BUSINESS JOURNAL: 34,702

Duplicate Reach Analysis

[ D TIME*WD*BUSINESS S: 54.5% Unduplicated Reach

I 18.0% Dupilication

I THE BUSINESS JOURNAL: 27.5% Unduplicated Reach

The example above illustrates the audience duplication between two media in reaching frequent business travelers,
using a Venn Diagram.

Using the above example, 22,704 frequent business travelers are reached by BOTH media (duplicated), while

68,697 frequent travelers are reached only by the daily newspaper’s business section, and 34,702 frequent
travelers are reached only by the Business Journal.

The Media Audit is a Syndicated Service of International Demographics, Inc.

Customer Support: 800.324.9921
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Zip Code Mapper—how to create

What is a Zip Code Mapper Report?

A Zip Code Mapper Report is a mapping application within The Media Audit that works in conjunction with
Microsoft MapPoint. The latter is sold separately. The program enables marketers to pinpoint consumers and
media audiences by zip code, county or three-digit ZIP on a local or national map. The Media Audit offers users
a simple to use interface, with reports generated in as few as three clicks of a mouse. By working within the
framework of MapPoint, or exporting the report into Excel, the reports, data, and map can be further customized
and analyzed.

There are two types of Zip Code Mapper Reports:

1. Media Zip Code Mapper—allows you to map a media’s audience, as it pertains to a demographic or
qualitative target, showing where low and high densities exist within a metro area

2. Target Zip Code Mapper—allows you to map a demographic or qualitative target audience, showing where
low and high densities exist within a metro area.

How to Create a Media Zip Code Mapper Report

Note: You must have a version of Microsoft MapPoint installed on your computer in order for The Media Audit
Zip Code Mapper program to function. While all versions of Microsoft MapPoint are compatible with The Media
Audit, it is recommended you use the 2006 version. All examples in this manual use the 2006 version, therefore,
if you are using any other version, the functionality of the program and the output may vary from the examples
shown here.

Click on Zip Code Mapper from the main menu.

Select Media Zip Code Mapper.

At the Media Selection screen, select the single media you wish to map. Click OK.

At the Target Selection screen, select the single demographic or qualitative target that you wish to map, as

it pertains to the media’s audience. Click OK.

5. Note: If you want to map the distribution of a media’s total cume audience, select adults 18+ as your target,
otherwise, you may want to narrow your report to include a sub-set of a media’s audience to be mapped.

6. MapPoint will automatically launch, and a resulting map will appear, displaying the default map of the
media’s audience by zip code using different shaded areas to depict the different densities.

7. See next page for an example of a Media Zip Code Mapper Report, which illustrates the distribution of a

daily newspaper's 18+ readers across a metropolitan area.

el

Note: to create a Target Zip Code Mapper Report, follow the same instructions as above. Instead of choosing a
media, you will select a demographic or qualitative target.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Zip Code Mapper—how to read and edit a map

How to Read and edit a Zip Code Mapper Report
Below is an example of a basic Zip Code Mapper Report, produced for a local daily newspaper. The target
selected was adults 18+ to show the paper’s entire readership distribution across the metropolitan area. Note
that the popup in the 60056 zip code is a result of hovering the mouse over each of the zip code areas.
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Zip Code Mapper—editing your map

Editing a Zip Code Mapper Report
Since The Media Audit Zip Code Mapper works in conjunction with Microsoft MapPoint software, this manual

will explain some of the more basic options for editing and modifying your Media or Target Zip Code map within
Microsoft MapPoint. You may wish to refer to The Media Audit website (www.themediaaudit.com) or refer to the
documentation provided by Microsoft MapPoint for more advanced editing features and options beyond what is

explained in this manual.

Included in this section are instructions on:

How to overlay a media audience and a target audience on the same map
How to add Push Pins to display an address or multiple addresses, such as a retail store, shopping mall,

1.
2.
types such as discrete equal ranges
3.
Code
4. How to print your report
5. How to export data into Excel
6.
7.
bank, etc.
Editing your Map

How to change the map from default shaded area to shaded circle, sized circles, or symbols.
How to change the map legend default from displaying continuous range to displaying different range

How to change the map default from displaying zip code data to displaying data by county or 3-Digit ZIP

1. Once you have created your map, click on the Data Mapping Wizard button on the MapPoint Menu. By
doing so, you can launch a Wizard that will take you through a series of screens and will enable you to perform
the various functions listed above. A shortcut to using the Wizard is to right click on the Media or Target name
in the legend, and then select a specific function that you wish to perform from the drop down menu.

3il"lau - Microsoft MapPoint North America
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Zip Code Mapper—editing your map

How to change the map from default shaded areas to circles or

symbols

1. Once you have created your map, right click on the Media (if it
is a Media Zip Code Report) or the Target (if it is a Target Zip
Code Report) in the legend and select “Map Type” from the
drop down menu.

2. Atthe Choose a Map Type window, click on “Shaded Circle” or
“Sized Circle” or “Multiple Symbol”

3. Ifyou selected “Multiple Symbol” as your option, click Next three
times and then select the symbol/color from the pull down menu
for each data range listed.

4. Click Finish.

Here you can change the way the data is displayed. The default
map using shaded areas can be changed to either Shaded Circle
Sized Circle, or Multiple Symbols.

How to change the color and the map legend default from
displaying continuous range data to displaying different data
range types such as discrete equal ranges

1. Once you have created your map, right click on the Media (if it is
a Media Zip Code Report) or the Target (if it is a Target Zip
Code Report) in the legend and select “Format Legend” from the
drop down menu.

2. Atthe Format Legend window, in the Range Type field, select
from the options listed.

3. Here, you can also modify the number of ranges, the order in
which they appear on the legend, the color, title, and adjust the
actual number that correlates with each range

4. Once you have made your adjustments, click Finish.

How to change the default zip code map to county or 3 Digit ZIP

Code map

1. Once you have created your map, right click on the Media (if it is
a Media Zip Code Report) or the Target (if it is a Target Zip
Code Report) in the legend and select “Data Fields” from the
drop down menu.

2. Atthe Data Fields window, select either county or 3 Digit ZIP
code from the list.

3. Click Finish.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Zip Code Mapper—editing your map

How to Print your Map

1. Once you have created your map, click on File/Print from the
toolbar.

2. In most cases, it is recommended to check the box to include
the map legend and/or the overview map in your printed map

3. Here, you can make additional modifications, such as changing
the orientation, and editing the title.

4. Once you have made your adjustments, click OK.

Print

[21x]

Printer

ame: | Printer Name

™ Pint to file

j Properties

Print
@ Current map view
[~ Extend view to fit page
€ Driving directions only
 Turn-by-turm maps
 Strip maps
 Selected area map

 Highliahted places maps

Copies

 Portrait € Landscape

¥ Include map lzgend
™ Inciude Overview Map:

T = e
ID»QILV HERALD*WEEKDAY *AND* ADULTS AGE 186+

Mormal «| I Print Faxable map
Ok I

humber of copies:
Opkions
Title:

IMap guality:

Cancel

More Options. . | Page Setup. . |

How to Export mapped data into Excel

1. Once you have created your map, right click on the Media (if it is a Media Zip Code Report) or the Target (if
itis a Target Zip Code Report) in the legend and select “Export to Excel” from the drop down menu.

2. Inmost cases, the data will be located on the second tab of the Excel spreadsheet.

3. To use this data to overlay with another map, you must first save it. Later, you can import the Excel map
into another map and overlay the different data.

i Map - Microsoft MapPoint North America

File Edit i Tata | Route Tools Help

How to Overlay a Media Audience and a Target

Audience on the Same Map

1. Use the previous instructions to create a map and
then export your mapped data in to Excel. Save
your Excel spreadsheet for importing into your new
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map @ Export ko Excel
2. Create a nEW map Pushpin Properties
3. Click on “Data” in the MapPoint toolbar, and then Data Set Propertiss
Map Type...

select “Import Data Wizard” from the pull down

4. Select the Excel file you saved previously and click
“Open”

5. Under “Sheets”, select the sheet that does not read
MapPoint.

6. Click “Next” then click Finish. -

7. Atthe Map Type window, select either shaded area, shaded circle or sized circle from among the options to
display the imported data. In most cases, you will want the imported data to be displayed in a different color,
size, or shape to distinguish it from the data you are overlaying it with.

8. Anexample of overlaying a media and target audience is on the next page.
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Zip Code Mapper—editing your map

Below is an example of a Media Zip Code map and a Target Zip Code map that have been overlaid on top of each
other. The green shaded areas illustrate the location and density of readers 18+ for a daily newspaper, and the pink
shaded circles illustrate the location and density of frequent shoppers of a particular electronics store. In addition to
this overlay, if you wish to illustrate physical store locations for this retailer, use the Push Pin function, which is

explained on the next page.

Z Map - Microsoft MapPoint North America
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Zip Code Mapper—editing your map

How to Add Push Pins to your Map

One additional step you may wish to take with the creation of your map is to add “Push Pins”, which can display the
physical location or locations of an advertiser's business, such as retail store, mall, a bank, etc. Below are step by
step instructions for adding Push Pins:

1. You will want to first create an Excel spreadsheet which should include a minimum of the following information;
address, city, zip code for each location you want to be included on the map. It is recommended you put a
header in your Excel spreadsheet. Below is a fictional list of retail locations for ABT Electronics in Chicago. In
this case, there are three locations. Save your spreadsheet.

Microsoft Excel - ABT Locations

@J File Edit Wwiew Insert Format  Jools  Data  Window  Help

NEH RS S EH BR-9-19 =-5]le H arial

18 - 2
A | B |l ¢ [ D . ,
1| Address City Zip Code Store# <+ Headerinformation
| 2 | 1200 M. Milwaukee Awe. Glenrview 60025 23
| 3 | 11 Golf Center.  Hoffman Estates BO169 11
4 744 E. Boughtan Road Bolingbrook BO440 5
5
| B |
2. Next, create or open the map you wish to add Push Pins to.
3. Onthe toolbar, select Data/Import Tool Wizard.
4. Point to the file on your computer and click Open.
5. You will be prompted to select which sheet (if your Excel spreadsheet consists of more than one sheet) you
want to import as a Push Pin. In most cases, it will be sheet 1. Click on the desired sheet and click Next.
6. Next, you will want to make sure that the Import  EeLAEERIEI 21
Wizard CorreCtly imports the data by mapping For each column of data, select a heading from the Data type list, To match your
X . records to the map, at least one column must contain geographic location data such as
each of the data fields with the proper column streek address, city, or courntry,
heading. Make sure your addresses listed in the
Sample records fall under the “Address 1" Country(Region: |TiEa e [v First row contains column headings

heading, your cities fall under the “City" heading, Source file: Sheetl, CiiDocuments and S#ings'l,cknvas EEREOpIABT Location
and your zip codes fall under the “Zip Code Column heading: [Address City [Tziocode  [store # -
Headlngn |f they dO not match, CIle on the pu” Data type: || Address 1 j City :“ ZIP Code j «<Other j
down menu to find the appropriate heading that Semple records: | 1200, M., | Glenview || 80025 z
describes the sample records listed below it. 744 E. Bou... | Balingtrook | 60440 5

7. Click Finish. In some cases where MapPoint does
not recognize the address you are trying to
import, a popup will offer suggested addresses.

- Makching recor

8. At the Choose Map Type window, select Push Pin &Syt
and click Next.
9. Atthe Select the Properties for your Push Pin set, coock | weas | [ Emm | \ Concel |

Hel
click on the “Set Symbol” arrow for a list of | |
available options for the color and shape of your
Push pins and make your selections. When done, click Finish. Make sure this box is checked if your

10. See next page for an example of a map with Push Pins. Excel spreadsheet contains headers.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Zip Code Mapper—editing your map

Below is an example of a daily newspaper’s readership, overlaid with a target audience (frequent shoppers of an
electronics store) and three pushpins, which display the physical location of the retailer's three stores. (this is a
fictional example). The information may be useful in determining how effective a media is in reaching a target
audience geographically. It is also useful to determine if the media’s audience correlates with the physical retail
locations, as depicted by the Push Pins.

L
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Annual Buying Power—how to create

What is the Annual Buying Power report? (Optional)

The Annual Buying Power report is a powerful new report available for all of The Media Audit's measured
markets. This optional report defines the number of local consumers for hundreds of specific goods and
services not measured in The Media Audit standard survey. The reports include the average dollars spent per
year on these specific goods and services, and the total dollars spent on these goods and services (e.g.
number of consumers X the average dollars spent) for the general market and for all local media audiences.
The power of the report lies in its ability to demonstrate how much money a local media audience spends on
different products and services relative to other media. For example, a local media might rank low in reaching
adults 18+ who frequently shop for jewelry but the same media might rank high in the dollar amount spent on
jewelry purchases by each person in the media’s audience, further strengthening the media’s case for inclusion
on a media buy.

There are seven types of Annual Buying Power Reports:

1. Buying Power Report - sub categories include a TMA Buying Power Report, and an Arbitron Buying
Power Report. Provides buying power figures for a single media on an unlimited number of targets.

2. Annual Ad Budget Calculator—Interactive Report that calculates gross revenue potential and how much
an advertiser would need to invest in an advertising campaign to reach campaign goals.

3. Combo Builder Report—Displays the unduplicated (net) cume reach of a target audience offered by
different media combinations.

4. Re-Orderable Combo Builder Report—is similar to Combo Builder application but user may select the
order in which the selected media will appear

5. Ad Campaign Planner—Displays the cumulative unduplicated (net) cume reach of a target audience
offered by single media combinations of different media genres.

6. Cross Tab Report—provides in-depth buying power information for a single target.

7. Ranker Report—ranks buying power for an unlimited number of media for a single consumer category.
Sub category includes an Arbitron Buying Power Ranker Report.

How to Create a Buying Power Report :

1. Click on Buying Power Report from the menu.

2. Select TMA Buying Power Report from the sub menu.

3. Inthe Media Selection screen, select the single media you wish to include in the report. Click OK.

4. Atthe Target Selection screen, select the target or targets you wish to include in the report. Hold down the
CTRL key while making multiple selections. Click OK when finished. See next page for an explanation on
why some of the targets in the list may be grayed out.

5. Asample of a Buying Power Report follows the explanation of how to adjust target filters, with an
explanation of how to read the report.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Annual Buying Power—adjusting filter for target respondent base

Note: When making selections in the Target dialog window, you will see something similar to the
below image. Note in the Target selection window, some items have been grayed out. This is because
the default setting for minimum respondent base has been set at 25, helping to filter out those targets
with relatively small respondent base. You can still select these items, however if you do so, the
program will warn you that the respondent base may not be reliable and that you should use the data
with caution. If you would like to change the threshold for the minimum respondent base, or remove it
altogether, you can click on the “Click Here to Change” button in the dialog window.

Target Selection

Gray Rows Have Less than 25 Respondents |

Target Selection

3CHOOL BOOKS, SUPPLIES, EGUIP. FOR ELEMENTARY/HIGH =l

SCHOOL BDOKS, SUPFLIES, EQUIP. FOR DAY CARE

ADMISSIONS TO SPORTING EVENTS -

ADMISSIONS TO SPORTS EVENTS, OUT.OF-TOWN TRIPS
ADMISSION TO EVENTS, MUSEUMS, TOURS, OUT-OF-TOWN T

MOVIE, THEATER, CONCERT, OPERA, EALLET [SINGLE/SEA Do not show items with & respondent base below: |5':‘

ATHLETIC GEAR, BAME TABLES, SPORTS AND EXERCISE EQ

FEES FOR RECREATIONAL LESSONS OR OTHER INSTRUCTION lmae

MUSICAL INSTRUMENTS AND ACCESSORIES oK. Respandant Caeel

RENTAL & REPAIR OF MUSICAL INSTRUMENTS, SUPPLIES, Base

DOCKING AHD LANDING FEES FOR EDATS AND FLANES
FEES FOR PARTICIPANT SPORTS (E.G. GOLF, TENNIS, EO

FIREWORKS |
I Search |
IEIIic:k Here to Pick a Selection Set... j Save Set |

Cancel | Hep | Selectall | Cearan |

In the example above, the user has changed the minimum respondent base to 50 from the default setting of 25. By typing
in the new number and clicking OK, the Target Selection dialog will now only gray out those targets that have less than 50
respondents, helping you to filter out targets that do not meet your minimum threshold. If you click on the “Ignore
Respondent Base” button, the dialog box will automatically close and all items listed in the target list, regardless of
respondent base will not be grayed out.
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Annual Buying Power—how to read a Buying Power Report

Below is a sample of a Buying Power Report for a radio station in a local market. The report summarizes the
amount spent per year on various consumer items such as beer and ale by this media’s audience. To toggle
between the media’s cume and most often audience, click on Reports/Most Often $ Report or click the right arrow

button on the menu.

. . i G . .
Base ‘ ledia | Targetz | Options | Find... ‘ @ ‘ I iph 4= | Reports | == =] Clip | Genders 7 E it
s
Report: AMNUAL COMSUMER BUYING POVWER REPORT THE MEDLL AUDIT Cume % HEDUI’t
Market: DENWVER, CO for MAY-JUN/OCT-NOV 2008
Bases: ADULTS AGE 18+
Media: KHOW

Bage Population: 2,018,115

% In Media Audience: §.7%

Media Persons: 134 709

469,141 persons 18+ who

listeners who have

have made one or more
purchases in this category in
the past year.

Market Media Media Average
Targets Persons Persons g's §s Index
BEER AND ALE 459,141 27624 26,254,803 850 146
BEER AND ALE AT FULL SERVICE RESTAURANTS 247 545 19 466 23,886,120 197V 152
BEER AND WINE 803,140 51,473 64,639,445 127
WINE AT FULL SERVICE RESTAURANTS 170,235 13,954 18,182,712 261
TOTAL EXPENDM - / L 132,963,132 /
averace expen In this market, there are There are 51,475 Based on an average per year expenditure

of $950, listeners of KHOW spent a total of

made one or more
purchases in this
category.

$26,254,853 last year on beer and ale.

The index is a comparison of the average $
spent for the media, compared to the avg. $
spent for the market. Therefore, in this
example, this radio station’s audience
spends 46% more on beer and ale
compared to the general population.

Market Persons: The total number of persons in the base who are also in the target category
Media Persons: The total number of persons in the media who are also in the target category

Media $'s: The total amount spent per year on the target category
Average $'s:  The average amount spent by the media audience per year for each target category
Index:

How to Create an Arbitron Qualitatively Adjusted Buying Power Report

(Only for Arbitron subscribers with tape access clearance):

1. Repeat steps on the previous page for creating a Buying Power Report, only select Arbitron Buying Power from
the sub-menu.

2. Your report will be displayed and read similarly as the above Buying Power Report, only the media persons will
be based on Arbitron ratings data, rather than The Media Audit’s ratings data. See the Utilities/Arbitron Options
section for further information on how to select which Arbitron ratings period you want to apply to your Arbitron
adjusted report.
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Annual Buying Power—how to use and read an annual ad budget calculator

How to use an Annual Ad Budget Calculator:
1. Click on Annual Ad Budget Calculator from the sub menu.
2. Atthe Media Selection screen, select the single media that you want to perform analysis on and click OK.
3. Atthe Target Selection screen, select the single target that you want to perform analysis on and click OK.
4. Inthe Advertising Campaign Settings Window, insert estimates for the following:
A. Advertiser’'s Gross Margin
B. Estimate what percent of people exposed to the ad campaign will become customers
C. What percent the advertiser is willing to allocate to an advertising campaign.
5. Click on the Calculate button.
6. To adjust any of the three figures in the white boxes, enter the new number and click on the Calculate
button again to re-calculate.

In this example below, by obtaining specific information from an advertiser such as gross margin %, expected
response rate, and percent of gross revenue the advertiser is willing to place with a particular media, the Ad
Budget Calculator will demonstrate the potential ROI a given advertiser can gain by placing a schedule with
this media. The white boxes in the analysis represent estimates that a media would ask a prospective
advertiser to estimate for his or her business. The bold face numbers printed in black are the result of the
prospect’s estimates.

In the example below, based on the estimates provided, radio station KAAA-FM has the potential to convert
1,189 listeners to customers (3% of 39,617 listeners), and if each customer is worth $223 per year (gross
margin dollars), the total revenue potential or ROI to the advertiser is $265,220.

Advertising Campaign Settings

Media Target LCalculate Frint Clip Help Exit
‘ l Based on the three
estimates that
MEDI&: KAAA-FM were inserted into
TARGET: EYECARE SERVICES (E.G. EXAM, TREATMENT, OR SURGERY the calculator, the
advertiser should
AVERAGE DOLLARS SPENT BY TARGET HOUSEHOLDS PER YEAR.......cocmncmssnssussnssussnsssssn a2 eXpeCt o invest
GROSS MARGIN % ({(REVENUE - COST OF GOODS SOLD) / REVENUE) * 100........... [ 50 $7'957. In fi
GROSS MARGIN DOLLARS 223 Campa_‘lgn in order
to achieve a 3%
HUMBER. OF TARGET CONSUMERS REACHED BY MEDIUM 39,617
response rate
WHAT % OF PEOPLE EXPOSED TO AD CAMPAIGH WILL BECOME CUSTOMERS? I E]
POTENTIAL # OF CUSTOMERS REACHED 1,189
TOTAL GROSS REVEHMUE POTENTIAL PER YEAR. 265,220
%5 OF GROSS REVENUE POTENTIAL ALLOCATED TO ADVERTISING.........c.coocaeacce.. i E]
DOLLARS INVESTED IN ADVERTISING CAMPAIGH. 7.957
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Annual Buying Power—combo builder, ad campaign planner and cross tab

How to Create a Combo Builder, Re-Orderable Combo Builder, or Ad Campaign Planner Report
within the Annual Buying Power program

The Combo Builder, Re-Orderable Combo Builder, and Ad Campaign Planner reports are identical to the
reports in The Media Audit regular software, only they utilize consumer targets that are unique to the Annual
Consumer Buying Power program. Refer to previous sections in this manual on how to create and read these
reports.

How to Create a Cross Tab Report

1. Click on Cross Tab from the sub menu.

2. Atthe Primary Target Selection screen, select a single target for your analysis. Click OK.

3. Atthe Secondary Target Selection screen, select as many targets that you wish to analyze. Hold down the
CTRL key while making multiple selections.

4.  See below for an example of a Cross Tab Report.

In the example below, the user created a Cross Tab report, profiling fans of the Denver Broncos and how much
they spend annually on various electronics such as TV's. An electronics store may find this useful in evaluating
a potential sponsorship.

Annual Consumer Buying Power CrossTab Report !
i i . G 3 3 s
Base | Primam | Targets | Options | Find.. “ | = Clip | Genders| & Exit
II [
Report: AnMUAL COMNSUMER BUYING PCWER CROSSTABR REPORT THE MEDIA ALIDIT
Market: DENYER, CO for MaY-JURIOCT-MOY 2008
Bazes: ADULTS AGE 15+
Primaty: SPORTS FANS OF--DENYER BROMNCOS
Baze Populstion: 2,019,113 % In Target Audisnce: 671 Target Persons: 1,354,133
Total Average
Targets ¥ ¥'s
COLOR TV - CONSOLE, LARGE SCREEM T PROJECTION EGU 51,832 685 2213
COLOR TY - PORTABLE AMD TABLE MODELS / 511,271 296 1 BOG
TOTAL EXPEMDITURES E63,104 000
ANERAGE EXPENDITURES 1,909
In this example, the average dollar amount spent
per year on color TV's, large screen TV and

1 projection equipment by Denver Broncos fans is

$2,213 per year. When this figure is multiplied by
the number of fans in the market who have made
such a purchase in the past year, the total $ figure is
calculated. In this case, Denver Broncos fans in total
are worth an estimated $51 million a year in buying
power for this consumer category.
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Annual Buying Power—how to create and read a ranker

How to Create a Ranker Report

1.
2.
3.

4.
S.

6.

Click on Ranker Report from the sub menu.

Select TMA Buying Power Ranker report from the pull down menu.

At the Media Selection screen, select as many media as you wish to rank. Hold down the CTRL key while
making multiple selections. Click OK.

At the Target Selection screen, select the single target you wish to analyze. Click OK.

By clicking on Reports or using the left and right arrows on the toolbar, you can scroll through each of the
different reports, which include total and average expenditures for a media’s cume and most often
audience.

See below for an example of a Ranker Report.

In the example below, the user created a Ranker report, comparing the total annual dollar expenditures for
three different radio stations in the physicians services category.

Annual Consumer Buying Power Ranker Report =
Base | Media | Targets | Options | Find... | Elriﬁh | {— | Reportz —} | % | Clip | Genders ‘? | E it |
L
Report: ARMIAL COMSUMER BUY ING POWER RANKER REPORT THE MEDIA, ADIT Total Expenditures -- Cume Rating §'s
Market: DEMYER, CO for MAY-JUNDCT-NOY 2008 . .
Bases: ADULTS AGE 18+ % and number of adults in market who are in target
Target: PHYSICIANS' SERVICES
Baze Population: 2,019,115 % In Target: 63.3% Target Persons: 1,278,376
Cume Tatal Daollar

Media Persons Expenditures 0 $184 513,936
K8 229,694 154,513,936 I
KDEF -Fhd 157,172 122,974,005 I
KiEH-FM 53,499 62,557 450 I

Total number of listeners who :

have made a purchase in this The total amount spent annually for this category for

consumer Category within the each of the radio station audiences

past year.

How to Create an Arbitron Qualitative Adjusted Ranker Report
(Only for Arbitron subscribers with tape access clearance):

1.

2.

Repeat steps above for creating a Ranker Report, only select Arbitron Buying Power Ranker Report from
the sub-menu.

Your report will be displayed and read similarly as the above Ranker Report, only the media persons will
be based on Arbitron ratings data, rather than The Media Audit’s ratings data. See the Utilities/Arbitron
Options section for further information on how to select which Arbitron ratings period you want to apply to
your report.
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Cross Tab Report—introduction

What is a Cross Tab Report?
A Cross Tab Report allows you to conduct an in-depth profile of a single target for a local market. A National

Cross Tab report is also available and represents an aggregate of all of the local U.S. markets measured by The
Media Audit.

The Cross Tab Report Main Menu appears below with a brief explanation of the functionality for each report
within the Cross Tab application. Note: the simplest way to access Cross Tab is to access from the main menu
of The Media Audit software. To change between surveys, use the Survey button from the main menu of The
Media Audit software.

crosstabRepots |
— Feports Itilities
i CrossTab Reports | &ge Beports |7 Duit |
Double Target Reports Income Reports
tultiple T arget Reports Home “alue Reportz
Zipcode Reportz Milez Driven Feport
90 The Media Audit is a Syndicated Service of International Demographics, Inc.
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Cross Tab Report—the toolbar

The Cross Tab Toolbar
This is an example of a Cross Tab toolbar within the Cross Tab program of TMA.

Baze | Primary | Targets | Options Genders

Fin-:l...| = |Fiepu:urts —}l = | Clip 7 | Exxit

Base

Users can change the respondent base that will be used in all computations. By clicking on this button, you can
change the base from adults 18+ to any qualitative target, zip code, cluster of zip codes, county, cluster of
counties, city or cluster of cities. Available base options vary whether you are using Local Cross Tab Data or
National Cross Tab data.

Primary
This allows the user to select a single target (or media) to be profiled.

Targets
This allows the user to choose from a list of targets (and media).

Options
Here you can modify how the report will appear on screen and when printed. Below is an example of what you
can modify:

Options

Iv Show Sample Size on Screen
[ Show Gridiines on Repart

[ SetlLogo

™ Show Only Values »= 100

I Show Respondent Base Column

Thesze settings are for the curent report only and are not saved. However, zome
of the zettings can be activated [and saved) for all reports. To access
those settings, please select 'Options' then 'Display Preferences’ from the main

menu.

Cancel

Find...
Allows user to quickly find text in a displayed report.

Previous Report -
Shows the previous report.

Reports
Lets you choose from a list of available reports.

—
Next Report
Shows next report.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Cross Tab Report—the toolbar

The Cross Tab Toolbar Continued

Baze | Primary | Targets | Options Genders

Fin-:l...| = |Fiepu:urts —}l = | Clip 7 | Exxit

_ =i
Print
Prints the current report.

Clip
Clips the data for pasting into other programs.

Genders
Applies an additional filtering restriction (male or female) to the base.

R
Help
Depending on where you are in the Cross Tab program, it will launch some or all pages of this manual in an
electronic or PDF format.

Exit
Exits the report.

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Cross Tab—how to create a report

How to Create a Cross Tab Report

o=

Click on Cross Tab from The Media Audit Main Menu.
Click on Cross Tab from the main menu of the Cross Tab program.
At the Primary Target Selection Screen, select a single target (or media if available) to profile. Click OK.
At the Targets Screen, select as many targets as you wish. Click OK. Your report will be displayed. If you
selected a custom base, it will be applied as a filter to the report.

5. An example of a Cross Tab report is below. By clicking on the “Reports” button, you can scroll through the
different reports that are available.

Use this to create or
change the base for your
report

Drop down menu
of available
reports

Baze | Primary | Targets | Options | Find.. | ‘— | Reports —} % Clip | Genders ‘? | Exit |
Report: CROSSTAB REPORTS THE MEDIA, ALIDIT Cross Target Statistical | Click on any
farket: CHICAGD, IL for JUM-2UGHOW-DEC 2007 i
Bases: ADULTS AGE 168+ headlng to sort
Primary [ . . Ly on column
I Hide or resize a column by __
asePo| . . 218, Target P 1 i
clicking and dragging Frgst Fersens:
.. 2
dividers Base Primary Harizontal “ertical Target
Target [ Persons Persons Percent Percent Index
FOLLCWY SPORT O TW--COLLEGE BASEBALL 551 600 227 800 267 185 158
FOLLOWY SPORT ON TW--COLLEGE BASKETBALL 2357100 565 400 240 453 142
FOLLCWY SPORT ON TW--CHICAGO CLBS 3,661 400 6584 400 187 555 111
FOLLOWY SPORT O TW--CHICAGO WHITE SCx 3,162,800 500,300 18.0 1.3 112
FOLLCW SPORT O TW--CHICAGO BULLS 3,205 800 636,000 188 543 M7
FOLLOWY SPORT ON TW--CHICAGD BEARS 4,390,100 g37,300 1891 F - 113
FOLLCWY SPORT ON TW--CHICAGD BLACKHAWKS 1,054 400 257 600 238 220 141
FOLLOWY SPORT O TW--NASCAR 1,342 400 234 900 175 2041 104

In the above example using a local market database, the user created a report that analyzed which sporting events

automobile purchasers like to follow on TV. For an explanation on how to read this report, see next page.
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Cross Tab Reports—how to read a report

How to Read a Cross Tab Report

Below is an example of a Cross Tab Report, profiling Automobile Purchasers by the different sporting events
they follow on TV. In this example, the base selected was Adults 18+. The definition for each of the column
headers is below.

1. Base: A selected demo, target, or geographic area from which the report is based.
2. Primary Target: The target (or media) that is being profiled.
3. Targets: The criteria that is used to describe the Primary Target. Also referred to as Secondary Targets.
4. Base Persons: Total number of persons in the market that are in the base.
5. Primary Persons: Total number of persons in the base that are in the primary target.
6. Horizontal Percent: % of people in the secondary target that match the primary target audience.
7. Vertical Percent: % of People in primary target that fall into the secondary target group.
8. Target Index: Likelihood that the primary target audience is to be above or below the market average with
the secondary target.
CrossTab Reports P =]
Baze | Friman | Targets | Options | Find.. | = | Reports | e | % | Clip | Genders ‘@ | E it
# of adults in base who
Report CROSSTAB REPORTS THE M % of adults in base who plan | ¢ypzs Tary{ PlaN to purchase vehicle
Market: CHICAGD, IL for JUM-AUGMON-DEC 2007 10 purchage a vehicle
Baszes: ADULTS AGE 18+
Primary Target: PLAMN EIUY--CARNANI{\‘“(Q_IV
Base Populstion: 6,926 000 Base selected is adults 18+ % In Target: 16.9% Target Persons: 1,170,700
Baze Primary Harizantal Yertical Target
Target | Persons Persons Percent Percent Irvcde
FOLLOWY SPORT O TY--COLLEGE BASEBALL 51 600 227 800 287 195 158
FOLLOWY SPORT ON TY--COLLEGE BASKETBALL 2357100 565,400 240 453 142
FOLLOWMY SPORT ON TY--CHICAGO CUBS 3661 400 654,400 18.7 585 111
FOLLOWY SPORT Ol TY--CHICAGO WHITE S0 3,162 800 600,300 18.0 1.3 12
FOLLOWY SPORT O TY--CHICAGO BULLS 3,205 800 636,000 19.8 543 N7
FOLLOWMY SPORT OM TY--CHICAGD BEARS 4390100 837,300 1941 7.5 K]
FOLLOWMY SPORT Ol TY--CHICAGD BLACKHA 1,054 400 257 600 238 220 1
FOLLOWMY SPORT O TY--MNASCAR 1,342 40 234 900 175 204

| Number of persons
in the base who
follow the Chicago
Cubson TV Adults who plan to
buy a car/vanitruck
% of

e Chicago Cubs Buyers follow Cubs fansy compared
Purchasers in the Fans who plan to the Chicago " pd I
base who Follow the buy an automobile | | cubs on TV to the average adult
Chicago Cubs on TV in the market
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Double Target Cross Tab Reports—how to create a report

How to Create a Double Target Report

1. Click on Double Target Report from the main menu of the Cross Tab program.

At the Primary Target Selection Screen, select the two targets you wish to profile Click OK.

3. Atthe Targets Screen, select as many targets as you wish. Click OK. Your report will be displayed. If you
selected a custom base, it will be applied as a filter to the report.

4. An example of a Double Target Report is below. By clicking on the “Reports” button, you can scroll through
the different reports that are available.

o

Drop down menu
of available
reports

Double Target Report -- Persons

Double Target Report -- Horizonkal Percent
Double Target Report -- Wertical Percent
Double Target Report -- Target Index

Use this to create or
change the base for
your report

Douby: Target CrossTab Reports

Baze | Prmary | Targetz | Options | Find... ‘— | Reports —} | % | Clip | Genders ‘? | E it |

Repart: DOUBLE TARGET CROSSTAB REPORTS THE MEDI& ALDIT
harket: CHICAGD L for JUN-ALGRMOY-DEC 2007
Bases: ADULTS AGE 18+
Target 1: SHOP ELECTROMICEIAPPLIAMCES--ABT TELEVISION & APPLIAMCES Double Target Report -- Yertical Percent
Target 2: SHOP ELECTROMICSIAPPLIAMNCES--BEST BUY

Target 1 Target 2

“ertical “ertical
Targets Percent Percent Difference
ANMUAL HOUSEHOLD INCOME--$50 000 PLUS 291 a7 .4 1.7
AnMULL HOUSEHOLD IMCOME--§75,000 PLUS 421 39.0 =341
AMMUAL HOUSEHOLD INCOME--F100,000 PLUS 3.3 245 58
ADULTS--AGE 18-20 * 95 95
ADULTS--AGE 21-24 [ g4 g.2
ADULTS--AGE 25-34 14:3 212 94
ADULTS--AGE 35-44 254 218 -3.5
ADULTS--AGE 43-49 121 11.3 -0.8
ADULTS--AGE 50-54 12.2 101 -2.1
ADULTS--AGE 55-64 19:3 11.8 75
ADULTS--AGE 65-T4 11.6 448 58
ADULTS--AGE 73 PLUS 74 24 -5.0
PLAN BUY MEXT 12 MOS--STERECHCD OR MP3 PLAYERAPCD 18.6 251 g4
PLAN BUY MEXT 12 MOMNTHS--VIDED CAMERANCRIDNVD 131 228 96
PLAN BLUY MEXT 12 MOS--PERSONAL COMPUTERERUIPMENT 238 288 20
PLAN BUY MEXT 12 MOS--COMPUTER SOFTVWARE 200 28.0 g.0
PLAN BUY MEXT 12 MOMNTHS--MNEW T SET 218 211 -0.8
HOT s - 4.6 4.2 -0.4
HOTY--PLAM TO BUY MEXT 12-MONTHS 147 139 -0.8
DIGITAL RECORDIMG DEVICE NOWY HAVE--DVE OR TIVOD 324 304 0a

In the example above, the user profiled two electronics retail stores on a number of targets, using “Vertical Percent”
as the comparison metric. In this example, customers who shop ABT Electronics have a higher household income
and are also older than those who shop Best Buy. See next page for an explanation on how to read this report.
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Multiple Target Cross Tab Reports—how to create a report

How to Create Multiple Target Report

N

Click on Multiple Target Report from the main menu of the Cross Tab program.

At the Primary Target Selection Screen, select up to five targets you wish to profile Click OK.
At the Order Primaries screen, you can choose to re-order the selected targets by changing the numbers

in each of the boxes. Click OK when satisfied with order.

Order Primaries

Oider  Media

Fieorder

1 PLA&N BUY-CARAMMN/TRUCK/SPORT UTILITY

2 PLA&N EUY-NEW CARAAN/TRUCK/SFORT UTILITY

3 PLAN BUY-WILL PAY $30000 PLUS FOR MEXT YEHICLE
4 OWN-VAN

Cancel

ol olal

At the Targets Screen, select as many targets as you wish. Click OK.

Your report will be displayed. If you selected a custom base, it will be applied as a filter to the report.
An example of a Multiple Target Report is below. By clicking on the “Reports” button, you can scroll

through the different reports that are available.

Use this to create or
change the base for
your report

Drop down menu
of available
reports

Mulki Target Repork -- Persons

Mulki Target Report -- Horizontal Percent
Mulki Target Repork -- Yertical Percent
Mulki Target Report -- Target Indesx

Baze | Prmary | Targetz | Oplions | Find... | {— | Reports —} | % Clip | Genders ‘? | Exit |
Report: MULTI TARGET REPORT THE MEDI&, AUDIT Multti Target Report -- Persons
Market: METRO, USA for FALL 2004
Bases: ADULTS AGE 18+
Target 1: PLAM BUY --CARM ANTRUCHISPORT UTILITY
Target 2 PLAN BUY --MEW CARA ANTRUCHISPORT UTILITY
Target 3 PLAM B --MILL PAY $30000 PLUS FOR MEXT WEHICLE
Target 4 Ci-- % A

Target 1 Target 2 Target 3 Target 4
Targets Perzonz Persons Persons Ferzonsz
MEM--LZE 15 + 251,500 83,600 57,200 281 200
WWOMEM--LGE 18 + 224 400 73,000 33,100 279,000
AL HOUSEHCLD INCOME--$35,000 PLUS 373,500 141,100 85,300 415,200
AMNUAL HOUSEHOLD IMCOME--F50,000 PLUS 255900 108,300 76,400 279,300
ADULTS--AGE 158-34 171 800 41,200 25500 170400
ADULTS--AGE 25-49 287 800 858,500 53,800 287,000
ADULTS--AGE 25-54 333,200 108,700 59,500 334 400

In the example above, the user profiled different auto buying groups against age, gender, and household income.
For example, the number of adults who plan to buy a new car/van/truck or SUV who are 25-49 years old is 287,800.
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Double or Multiple Target Cross Tab Reports—how to read

How to Read a Double Target Report

Below is an example of a Double Target Report, profiling customers of two local electronics retail chains in a
local market. In this example, the base selected was adults 18+. Using index as the comparison metric, the
report below illustrates the differences between the two retail chains . The definition for each of the column

headers for the various reports is below:

NogkwdE

Base: A selected demo, target, or geographic area from which the report is based.
Target 1and 2: The two targets that are being profiled.
Targets: The criteria that is used to describe the Primary Targets. Also referred to as Secondary Targets.
Target Persons: Total number of persons in target 1 or target 2 who are in the secondary target
Horizontal Percent: % of people in the secondary target that match the audience of Target 1 and 2.
Vertical Percent: % of People in Targets 1 and 2 that fall into the secondary target group.
Target Index: Likelihood that Target 1 or 2 audience is to be above or below the market average with the
secondary target.
Double Target CrossTab Reports 2] =]
Baze | Prumary | Targetz | Optionz | Find... {— | Reports —} | % Chp | Genderz ‘? Exit |

Repart: DOUBLE TARGET CROSSTAB REPORTS THE MEDIA ALICIT Double Target Report

hdarket: CHICAGD, L far JUM-ALGRMOY-DEC 2007 Target Index

Bazes: ADULTS AGE 15+

Target 1 SHOF ELECTROMICESSAPPLIANCES--ABT TELEWISION & APPLIANCES

Target 2: SHOF ELECTROMICS/APPLIANCES--BEST BUY

Target 1 Target 2

Targets Index Index Difference

AMMUAL HOUSEHOLD INCOME--F50,000 PLUS 123 1149 -4

AMMUAL HOUSEHCLD INCOME--F75,000 PLUS 136 127 -0

AMMNUAL HOUSEHCLD INCOME--F100 000 PLUS 163 127 =35

ADULTS--AGE 18-20 127 127

ADULTS--AGE 21-24

ADULTS--AGE 25-34

ADULTS--AGE 35-44

ADULTS--AGE 45-49

ADULTS--AGE S0-54

ADULTS--AGE 55-64

ADULTS--AGE 65-74

ADULTS--AGE 75 PLUS

PLAN BUY MEXT 12 MOS--STERECVCD O
FLAN BUY MEXT 12 MOMTHS--%IDEQ
FLAN BUY MEXT 12 MOS--PEREC)
PLAN BUY MEXT 12 MOS--C0
FLAN BUY MEXT 12 MORT
HO T --ChT
HOTY--PLARN TO BU
DIGITAL RECORD

FLAYERAPOD

ICE MO HAVE--DVWR O

ABT customers are
63% more likely
than the average
adult to earn
$100,000 or more

118
a3
A7

Best Buy
customers are

27% more likely to
earn $100,000 or
more

The Media Audit is a Syndicated Service of International Demographics, Inc.

Customer Support: 800.324.9921

The program
calculates the
difference between
the two metrics (in
this example, index)
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Zip Code Cross Tab Reports—how to create and read

How to Create and Read a Zip Code Report

1. Click on Zip Code Report from the main menu of the Cross Tab program.

2. Atthe Primary Target Selection Screen, select a single target you wish to profile. Click OK. Your report
will be displayed. If you selected a custom base, it will be applied as a filter to the report.

3. Anexample of a Zip Code Report is below. In this example, the user profiled adults who read a daily

weekday newspaper and where they live. Refer to the section on Zip Code Mapper reports if you would
like to map this same data.

How to Read a Zip Code Report

1. Base: A selected demo, target, or geographic area from which the report is based.
2. Primary Target: The target (or media) that is being profiled.
3. Zip Code: The list of zip codes that are used to compare to the Primary Target.
4. Total Count: The total number of respondents or the sample size within the zip code.
5. Target Count: The total number of respondents or the sample size for the Primary Target.
6. Target Percent: The percent of people in the Zip Code that are also in the Primary Target.
7. Weighted Total Count: The Number of people in the base who are in the zip code.
8. Weighted Target Count: The Number of people in the Primary Target who are in the Zip Code.
9. Weighted Target Percent: The percent of people the Primary Target reaches in the Zip Code.
CrossTab Zipcode Report M= E
Baze | Targetz | Optionz | Find... | % | Clip | Genderz ? | E xit
Repart: CROSSTAB ZIPCODE REPORT
Market CHICAGO, IL far NOY-DEC 2007 FHENERRELLENT
Bases: ADULTS AGE 15+
Primary Target: FIVEWEEKDAY CUME-- Daily Mewspaper
B SE PERSON SR H 28,000 % IN TARGET: 29 5 PRIMARY PERSONS: 2 044 000
Weighted Weighted Weighted -
Total Target Total Taroet Target i
Zipcode Cournt Percent Count Court Percent
GO025 13 9 59.2% 39,5900 26,300 G5.9%
GO0G9 12 g 75.0% 35,900 20,700 a7.T% b
50134 9 F 77.8% 255800 20,500 G0.65%
GO453 12 F 55.3% 44 000 17,900 40.7%
GO46E 7 E B5.7% 30,300 24 800 81.8%
G049 12 i 50.0% 75,900 27800 35.2%
GOGE0 10 ] B0.0% 36,000 17,300 48.1%
0030 g 62.5% 42300 23,800 56.3%
GO0S3 5 100.0% | 27 800 100.0%
G007 10 S0.0% 17,400 46.9%
60126 9 25.6% 18,900 24 5%
G017 11 45.9% 12,200 F3.8%
GO402 9 95.6% 17,500 45.3%
0423 9 55.6% 0
B0477 13 38.5% 69.2% of the total P | Out of a total of
gog S R respondents in this | | 39,900 adults The newspaper
BOE1S 45.5% °Sp i i RS A reaches 65.9%
EnEDE The number of 55 6% zip code are daily |y | who live in this of adults in this
The sample size for | | respondents for the 50.0% readers of this P | zip code, in cod
o : : 55 6% o ZIp code.
this zip code is 13 [ Primary Target who are newspaper =1 26,300 read
respondents. in this zip code is 9 this newspaper
98 The Media Audit is a Syndicated Service of International Demographics, Inc.
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Age Cross Tab Reports—how to create and read

How to Create and Read an Age Report

1. Click on Age Report from the main menu of the Cross Tab program.

At the Primary Target Selection Screen, select the single target you wish to profile.

3. Atthe Target Selection Screen, select as many targets as you wish. Click OK. Your report will be
displayed. If you selected a custom base, it will be applied as a filter to the report.

4. An example of an Age Report is below. In this example, the user profiled adults who own different types of
vehicles by average age.

o

CrossTab Age Report H =
Basze | Primary | Targets | Options | Find... | {— I Reports —} | @ | Clip | Genders ‘? | Exit |
Report: CROSSTAR AGE REPORT THE MEDIA, ALDIT CrossTab Age Report - Avg (Mean)
Market: METRO, USA for FALL 2007
Bases: ADULTS AGE 16+
Primary Target: ADULTS AGE 15+
Base Population: 2,949,300 % In Media Audience: 100.0% Medis Persons: 2,949,300
-
Primary i
Tatget Persons
MAKE OF YEHICLES NOWY ChMED--BUICHK 85,400
MAKE OF YEHICLES MOW CWWNWED--JAGLIAR 5,000
MAKE OF YEHICLES MOV CWWNED--OLDSMOBILE 45100
MAKE OF YEHICLES MCW CRAMED--LINCOLMMERCURY 79,600
MAKE OF YEHICLES MOW CWWNED--MERCEDES 66,100
MAKE OF YEHICLES MCOW ChWNWED--PORSCHE 28,700
MAKE OF YEHICLES MOV ChANED--CADILLAC 71,300
MAKE OF YEHICLES MOWY ChAMED--CHRY SLER 156,100
MAKE OF YEHICLES MOW CWWNWED--LEXUS 74,800
MAKE OF WYEHICLES NOWY OWNED--TOYOTA 488,200
MAKE OF YEHICLES NCWY CWWINED--ISUZL 47,000
MAKE OF YEHICLES NOWY CWWMED--SATURN 95100
MAKE OF YEHICLES MOWY CWWNWED--4 0LV 4,000
MAKE OF YEHICLES MCW CAAMED--HYLIMDA 84,100
MAKE OF YEHICLES MOW CRAMED--INFIMITI 34,800
MAKE OF YEHICLES MOV ChWNED--CHEYROLET E95 600
MAKE OF YEHICLES MOWY CATED--GhiC 163,400
MAKE OF YEHICLES MCW CRNED--MITSUBISHI 35,000
MAKE OF YEHICLES NOWY CWYNWED--FORD 941 700
MAKE OF YEHICLES MOV ChWNED--JEEP 111,700
MAKE OF YEHICLES MOW ChATED--AU0] 63,600
MAKE OF YEHICLES MCW CAWWED--K1A 76,800
MAKE OF YEHICLES NOWY CWWNED--POMTIAC 120,300

According to this report, there
are 85,400 adults in this
market who own a Buick. The
average age of a Buick owner
is 58.2 years.

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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Income Cross Tab Reports—how to create and read

How to Create and Read an Income Report

1. Click on Income Report from the main menu of the Cross Tab program.

At the Primary Target Selection Screen, select a single target you wish to profile. Click OK.

3. Atthe Targets Screen, select as many targets as you wish. Click OK. Your report will be displayed. If you
selected a custom base, it will be applied as a filter to the report.

4. An example of an Income Report is below. In this example, the user profiled adults who plan to purchase a
new vehicle for each county within a metro market.

o

CrossTab Income Report !
Baze | Prmary | Targets | Options | Find.. | ‘— | Feparts —’ | = | Clip | Genders ? | Exit |
Report: CROSSTAB INCOME REPORT THE MEDI A, ALDIT CrossTab Income Report -- Avg (Mean)
Market: CHICAGD, IL for JUM-AUGMOY -DEC 2007
Bazes: ADULTS AGE 15+
Primary Target:  PLARN BUY--MNEW CARM AMTRUCKSSLW
Baze Persons: 926,000 Primary Target: §.1% of Base Persons Primary Target: 561,300 Persons
Bage Income: $452,304 250,000 Primary Target Income: 10.6% of Base Income Primary Target Income: $47 773,000,000
Ay
Primary Total (Mean)
Target Persons Income Income $0 §58 832 117 GE3
LIWE IM--ILLIMGCIS COOK COUMTY 320,900 25,531 000,000 79,536 I
LIWE IM--ILLINCIS DUPAGE COUNTY 49,300 3,908,250,000 73,275 I
LIWE IM--ILLIMCIS KARE COUMTY 3,600 2 867,000,000 91,016 I
LIWE IM--ILLIMCIS LAKE COUMTY a0,500 5.448,750,000 108,110 I
LIVE IM--ILLIMCIS hC HEMRY COUMTY 13,500 1,443,000, 000 104 565 I
LIWE IM--ILLIFM OIS WLL COUNTY 35,300 4 153,500,000 117 563
LIVE IM--IMDIAMN S LAKE COLUNTY 36,000 2 04,000,000 71,934
LIVE IM--IMDI &M A PORTER COLNTY 10,600 904 250,000 §5,024
LIVE IM--\SCONSIN KENOSHA COUMTY 6,700 524 000,000 75,209
LI%E IM--ILLIMCIS GRUNDY COUMTY 1,000 42 500,000 42,500
LIWE IM--ILLIMCIS KEMDALL COUMTY, 5,600 350,000,000 52,500
\ N\ \

7
)/

More adults who plan to buy a
new vehicle live in Cook
County than any other county

Adults who live in Will County
and plan to buy a new vehicle

have the highest income—
Note that total income refers to the $117,663
number of primary persons times
average income

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Home Value Cross Tab Reports—how to create and read

How to Create and Read a Home Value Report

1. Click on Home Value Report from the main menu of the Cross Tab program.

At the Primary Target Selection Screen, select a single target you wish to profile. Click OK.

3. Atthe Targets Selection Screen, select as many targets (including media) as you wish. Click OK. Your
report will be displayed. If you selected a custom base, it will be applied as a filter to the report.

4. An example of a Home Value Report is below. In this example, the user compared home values for adults
who listen to different radio stations in a local market and who plan to buy a home in the next 2 years and
also own a home. The Home Values numbers may be of particular interest to advertisers in mortgage
lending, home remodeling, or furniture stores.

o

There are 204,900 adults 18+ in the
market who plan to buy a home and
now own. The total value of their homes

There are 2,949,300 adults Out of all adults in the

18+ in the base with a total base, 6.9% plan to buy a is $90,255,000,000, which represents
home value of home in the next 2 years O f thas 4t 1
$838,435,000,000 and now own a home 10.8% of the total home value for all

adults 18+ in this market

CrossTab Home Yalue Report

Base | Primary | Targets | Options | Find... Reports —} | é | Clip Exit |
/ | /
Report: CROSSTAB HOME W ALLUE RT THE MEDIA, IT CrozsTab Home Yalue Rep i (Mean)
Market: METRO, US4 for FALL 2
Bases: ADULTS AGE 15+
Primary Target:  PLAN TO BUY & HOYE DURING MNEXT 2 YWEARS--NOW Ot
Base Persons: 29439 300 Primary Taraet: 6.9% of Base Personz Primary Target: 204,900 Persons
Base Home Value:  $838 435,000,000 Primary Home Yalue: 10.8% of Baze Home Yalue Primaty Home %alue: $50 255 000,000
Ay
Mumber of Home [Mean)
Target Home Oweners Yalue Home Yalug 0 $318,.221 F636,441
ADULTS AGE 18+ 193,100 90,255,000,000 467 400 I
PAST 7-D&Y CUME RaDIC--KBHS-Fi 25,500 13,735,000,000 451,930 I
PAST 7-DAY CUME RADIO--KBSG-Fid 11,800 7 510,000,000 536,441 I
PAST 7-DAY CUME RADIO--KCMS-Fhl 17 600 7,790,000,000 442 514
PAST 7-D&Y CUME RaDIO--KIMNG-Fh 3400 1,190,000,000 350,000
PAST 7-DAY CUME RADIO--KIRO 12,700 5,545 000,000 436,614
PAST 7-DAY CUME RADIC--KISWN-F 22200 9,090,000,000 409,459
PAST 7-DaY CUME RADIO--KIXI 3,700 1,285,000 000 350,000
PAST 7-DAY CUME RADIC--KJAG-FM 21,400 11,730,000,000 548,131
PAST 7-D&Y CUME RaDIO--KJR 12,600 5,630,000,000 445,413
PAST 7-D&Y CUME RADIO--KJR-Fil 20,700 9,965 ,000,000 451 401
PAST 7-DAY CUME RADIC--KKWF-Fil 15,900 §,10:3,000,000 208,745

Number of KKWF-FM listeners [\

who own a home and who are in / \

Lhoempg |nmea;(rt)/2t3rg:rts()plan o buy a Total value of homes owned by
KKWF-FM cume listeners who

The mean home value is highest with

are in the primary target adults who plan to buy a home and

who listen to KBSG-FM—$636,441
compared to the average 18+ home
buyer in the market ($467,400).

The Media Audit is a Syndicated Service of International Demographics, Inc.
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Miles Driven Cross Tab Reports—how to create and read

How to Create and Read a Miles Driven Report

o

Click on Miles Driven Report from the main menu of the Cross Tab program.
At the Primary Target Selection Screen, select a single target you wish to profile. Click OK.
At the Targets Selection Screen, select as many targets (including media) as you wish. Click OK. Your

report will be displayed. If you selected a custom base, it will be applied as a filter to the report.

An example of a Miles Driven Report is below. In this example, the user compared the average miles

driven in a typical week for owners of various makes of vehicles who also plan to buy a new or used
vehicle in the next 12 months. The miles driven numbers may be of particular interest to media such as
outdoor and radio and would suggest a strong potential for ad exposure for certain types of consumers.

CrossTab Miles Driven Report

Base | Primary | Targets | Options | Find... | R o | Reports | == | = Clip | Genders B | Exit
Report: CROSSTAB MILES DRIVEM REPCRT THE MEDIA AUDIT CrozsTak Mies Driven Repart -- Avg (Mean)
arket: METRO, USa for FALL 2007
Bazes: ADULTS AGE 15+

Primary Target:  PLAN BUY--CARA AMTRUCKSSLY

Baze Persons: 2,949 300 Primary Target: 17.0% of Base Persons
Murmber Total
of Ml

Target Drrivers Drriven

M&KE OF YEHICLES MOWY OWHED--tAZDA §,269 6,111 636
M&KE OF YEHICLES MOWY OWNED--CHRYSLER 3 6 1,662,523
M&KE OF YEHICLES MOWY OWWHED--HOMD A, 65,459 5,246,312
MAKE OF YEHICLES MOWY OWWNED--SATURM 11,796 9,605,920
MAKE OF YEHICLES MY CWARMED--MISSAN 24 570,631
MAKE OF YEHICLES MOWY OWWNED--ISUZL 263 663
MAKE OF YEHICLES MOWY OWWNED--PONTIAC 11,892,759
MAKE OF YEHICLES MCWY CWWNWED--CHEWROLET 41,171,133
MAKE OF YEHICLES MCWY CWWNWED--MERCEDES 1,674 G643
MAKE OF YEHICLES MCWY CWWWED--DABATIC 490,350
MAKE OF YEHICLES MOWY OyWWNED--JEER 39,647 130
MAKE OF YEHICLES MO OWWNED--FORD 66,255,195
MAKE OF YEHICLES MOWY OWUNED--ACURA 3,092 365
MAKE OF YEHICLES MCWY CAMED--Bhdiy 7073 BEE
MAKE OF YEHICLES MCWY CWMED--LEXUE 3,758,830
MAKE OF YEHICLES MW OWWNED--CADILLA) 5 631 407
MAKE OF YEHICLES MW OWVUNED--GRC 8,569 653
MAKE OF YEHICLES MO CONED-- 13,168 437
MAKE OF YEHICLES MO ChhED-- RCURY 3,269,524
MAKE OF YEHICLES RO i ED.-- 1,790,714
MAKE OF YEHICLES MOWY CWWNEL, 575034
MAKE OF WYEHICLES RO Chih 2083727
MEKE OF YEHICLES MChY 479975
M&KE OF YEHICLES MW 933.002

Pritnary Target: 502 500 Persons

N

Number of Mazda owners who
are in the primary target (plan to
buy a new/used vehicle next 12
months)

Total miles driven among

a new/used vehicle next 12

Mazda owners who plan to buy

months in a typical week
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Among Jeep owners who
plan to buy a new/used
vehicle in the next 12
months, the average number
of miles driven weekly is 284

The Media Audit is a Syndicated Service of International Demographics, Inc.



Key Definitions — common terms used in software

Persons The number of different persons in the target audience
who are in the medium’s audience.

Rating The percent of persons in the target audience who are in
the medium’s audience.

Composition The percent of the medium’s audience who fall in the
target.

Index A comparison of the medium’s composition to the mar-
ket composition. Usually calculated by dividing the me-
dia comp percent by the market percent and multiplying
by 100.

Medium Cume Most Often

Radio Listened Past 7 Days Listened to more often than any

other station

Television Viewed over Past 7 Days Viewed Yesterday

Cable Viewed over Past 7 Days Viewed Yesterday

Weekly or Monthly Print Read one or more of the Past 4 Read Last Edition

Editions

Daily Newspaper

Read one or more of Past 5
Weekdays

Read Yesterday

Sunday Newspaper

Read one or more of Past 4 Sundays

Read Last Sunday

Weekly Newspaper Sections

Read the Section One or more times
during Past 4 Weeks

Read Section Past Week

Internet

Visited Past Month

Visited Past Week

The Media Audit is a Syndicated Service of International Demographics, Inc.
Customer Support: 800.324.9921
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