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I\/I-SPECTRA — MADISON'S MULTI-MEDIA

REACH FREQUENCY ESTIMATOR

A drastic change has occurred in today’s Indian media
market. A plethoraof mediaoptionshave mushroomedin
thelast few years, leading to mediachoi ces spanning 250+
TV Channdls, 350+ certified printtitles, 12000+ cinemahadls,
25+ private FM radio stations. Thelist goeson.

Not only have the mediaoptions multiplied, but also our
ability to understand audience behaviour has increased
manifold through the various mediadatabases availablein
thecountry e.g. TAM for TV, IRS/INRSfor print, ILT for
radio. It'spossibletoday to get robust estimates of audience
reach for medium such as outdoor, cinemaand internet by
usingtoolssuchasTGI.

TheProblem

Despite al the research developments, there is still no
integrated system, which allows users to estimate
the quantified effect (i.e. reach and frequency) of multi-
media campaigns. The lack of an integrated system
couldleadto:

* Non- optima useof multi-mediacombinationsleading to
over reliance on asingle medium to achievetheentire
mediaobjective

* High cost mediaplansto achievethe mediaobjective

In each of these cases, brands are bound to makedecisions,
which are not based on robust planning principles and
thereforeinter-mediadecisionscan becomearbitrary.

The Solution

To address the continuing multi-media delivery
measurement problem, Madison Mediahas developed a
tool called M-SPECTRA, a multi-media reach-
frequency estimator.

M-SPECTRA isanindigenously built proprietary multi-
media reach-frequency (RF) estimating tool. The tool
uses established probability distribution algorithms to
estimate multi-media RFs. The functions available in
M-SPECTRA are:

1. BasicAnalysis
Reach-Frequency estimation for multi-mediacampaigns

2. Advanced Analysis
Performance of amulti-mediaplan amongst consumers
withvarying intensity of mediaconsumption

Reach-Frequency Estimation
Thiscan beanaysed at two levelsviz:

a. Cumulativereach-frequency
b. Discretereach-frequency

Cumulative = ad seen, read, heard etc at least once, twice etc
Discrete = ad seen, read, heard etc exactly once, twice etc

Consider thefollowing outputs of an actua TV+ Print plan
of abrandtargeting Males, SecA, 25 yrs+:
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Reach at TV Plan Print Plan
1+ 82 )
2+ 77 46
3+ 69 35
4+ 64 28

The M-SPECTRA output for TV+Print isasfollows:

Reach at TV +Print Plan
1+ 92
2+ 88
3+ 82
4+ 77

Ascan beseeninthetableabove, theincremental reach of
the print plan over the TV plan is 10 reach points at 1+,
whileitis13reach pointsat 3+. Thisclearly indicatesthat
when amulti-mediaplan can beevaluated, it can highlight
the extent by which the reach of a plan can increase at
variousfrequency levels.

Advanced Analysis

All consumers of media are not equal. Their media
consumption differssubstantialy. It iscommon practiceto
divideabrandstarget group into Heavy, Mediumand Light
users of media. Typically the media delivery is
disproportionately higher amongst the heavy mediausers
than the desired reach-frequency and conversely lower
amongst thelight mediausers. Standard media databases
suchasNRS, TAM etc do not estimateamediaplan’seffect
amongst theHeavy, Medium and Light consumersof media

Ontheother hand, M-SPECTRA dlowstheuser to analyse
themediaplan delivery by intensity of mediaconsumption.
Thisis done viathe media intensity module where the
reach of themediaplanisbroken downintofiveequa groups
of 20% each. Typically the top 20% would comprise of
peoplewho are heavy consumersof mediawhilethebottom
20% would bethelight consumer of media.

For each quintile, M-SPECTRA calculates the Average
Opportunity To See (AOTS) and Gross Rating Points

(GRPs).This helps the user to judge the efficacy of the
planintermsof how well the mediadelivery isbalanced
acrossthe5 quintiles.

The M-SPECTRA quintile output is shown below for
the print plan:

Details Reach AQOTS GRPs
Heaviest 20% 11.60 6.84 79.40
2nd 20% 11.60 4.00 46.40
3rd 20% 11.60 341 39.60
4th 20% 11.60 1.98 23.00
Lightest 20% 11.60 100 11.60
Total Plan 58.00 345 200.00

Validating M-SPECTRA

M-SPECTRA estimatesarefairly accurate. They havebeen
checked against the NRS datafor various combinations of
mediaand target groups. Ind| cases, the difference between
M-SPECTRA output and the NRSresultsarewd | within5
reach points.

A sample output of the comparison between NRS and
M-SPECTRA isgiven below for acommonly used target
group: Females, 15-44 years, SECAB (All India)

SINGLE MEDIA MAX POSSIBLE REACH : NRS

TG : Females,Sec AB,15-44 (All India)
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COMBINED MEDIA OUTPUTS : NRS V/S M-SPECTRA

Max Possible Reach (%)
Combinations NRS |M-SPECTRA Difference
C&S+Print 85.6 87.9 2.3
C&S+Print+Radio 88.1 90.9 2.8
C&S+Print+Radio+Cinema 88.4 91.5 3.1
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Extracting a greater bang for the media
budget using M-SPECTRA

Example 1: How M-SPECTRA helped in optimising
the media mix
Thebrandinthisexampleisinanon-FMCG category and
uses both Print and TV. The analysis shown below isfor
the Tamil Nadu market where the brand was spending 63%
of itsbudget on print and balance 37% on TV. The brand
operated at a5+ frequency per month.

The combined media delivery of a typical monthly
TV+Print activity isasfollows:

Plan Delivery of Existing Plan
Budget Split : Print : 63% TV : 37%
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Optimising through M-SPECTRA

To optimise the mediaplan, the brand’s operating level of
5+ was considered. As can be seen from the above graph
the plan reaches 65% of the target group at 5+. Using
M-SPECTRA, variouscombinationsof mediawereexplored
to achieve the target media objective of 65% at 5+. The
results of thisexercise are shown below:

Option Cost Index | Media Objective

Current Plan

37% TV+ 63% Print 100 65% @ 5+

New Plan Options

Print Only 109 65% @ 5+

TV Only 118 65% @ 5+
52%TV+48%Print | 82 | 65% @5+ | Optimal Mix |

Using M-SPECTRA it was possibleto identify the optimal
media mix, which deliverd the desired reach-frequency
and that too at 18% |esser cost!

Example2: How M-SPECTRA helped in adding new
media mix to achieve the desired media objective

Thebrandisan FMCG category targeting the youth and
faces very heavy competitive pressure. Historically this
brand, has always been being using TV for all its

communication. Thebrand wanted to launch anew variant.
Giventhebrand's marketing objective, the mediaobjective
got translated to 90% reach at 3+. Our analysisindicated
that to achieve the media objective through “TV aone”
would be extremely difficult dueto thediminishing returns
achieved by using asingle medium, as can be seen from
Chart 1 below.

Chart 1: Initial Plan with TV aloneinputs
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M-SPECTRA was used to anaysethe optima combination
of media mix, which would achieve the desired media
objective. Theidea combination for achievingthemedia
objectiveswas attained by adding print tothe TV plan and
that too at alower cost.

Chart 2: Optimised Plan with TV+Print inputs
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Cost Index
Ascan be seen from Chart 2, the media objective of 90%
@ 3+ was achieved at a cost of index of 148 while the
same objective through “TV aone” would have been
achieved at acost index of 270.

Based onthe M-SPECTRA recommendations, the brand
used print dlongwith TV for thefirst time. Not only were
the media objectives of the brand met but the brand also
achieved all the benchmark awareness scores at a much
lower cost.
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What-If Scenariosusing M-SPECTRA
M-SPECTRA can be used to check out various“ what-if”
scenariossuch as:

* What if wedrop the leading TV channel (or) leading
newspaper to achievethe objective?

*  What would happenif weadd mainlinemagazinesto a
nicheTV plan?Will it giveamore balanced frequency
digtribution?

* Whatif wedo notincludeany nicheTV or Print? How
will the highest 20% vis-a-vislowest 20% of target group
get affected?

Limitationsof M-SPECTRA

* M-SPECTRA doesnot use“singlesource” datafor the
reach-frequency estimationsand istherefore bound by
the standard error inherent to any probability method

* Thetool treats all media GRPs as equal and does not
takeinto account the qualitativefactors of each medium

Conclusion

M-SPECTRA provides an approach to the multi-media
quantification problem. Theresultsby usng M-SPECTRA
arerelevant, actionable and real. Users can fine tune the
plansby super imposing quditativefactors.

Madison MediaWinsGold at EMVIES 2004 !!!

Intherecently held EMVIESAwardsfor mediaexcellence,Madison Media
haswon thefollowing awards:

1. Goldfor Best MediaStrategy: CocaCola
2. Silver for Best Medialnnovation-TV: Cadbury Dairy Milk

3. Silverfor Best Medialnnovation-Radio: Kotak Mahindra
4. People' sChoiceAward for the Best Presentation: CocaCola

Goldfor Silver for Best Media
Best Media Strategy Innovation TV for
for Coca Cola Cadbury Dairy Milk

Silver for Best Media People’'s ChoiceAward
Innovation Radio for Best Presentation
for Kotak Mahindra for CocaCola

Comments, querieswelcomeat : mmrc@madisonindia.com
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