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IPA TouchPoints: Background

z Conducted at the specific request of the major media 

agencies

z Designed by the industry

z IPA TouchPoints1 launched in 2006

z IPA TouchPoints2 launched July 2008



IPA TouchPoints1

z Bought by 50 companies (agencies and media 

owners)

z Emulated around the world

z Consistently gaining traction in the UK marketplace



IPA TouchPoints comprises 2 data sets

The Hub Survey
+

The Integrated Planning Database



The IPA TouchPoints Hub Survey

Self-Completion 
Questionnaire

PDA Diary

5,465 sample of adults in GB

Undertaken by TNS primarily using 

RDD

Telephone recruitment, postal 

delivery and return

£20 incentive

TP2 fieldwork Sep’07-Feb’08



Self-Completion Questionnaire

Covers ALL media

Lifestyles/ Attitudes

Shopping



PDA Diary

o By half hour:

o Where were you?

o Who were you with?

o What were you doing?

o And were you doing any of these? 
(media consumption)

o Mood

o At the end of the day:

o Cinema going

o Advertising mail

o Telemarketing calls received

o Commercial text messages 
received



The IPA TouchPoints Integrated Planning 
Database

The 
IPA TouchPoints 

Hub Survey

Proprietary Data

With simulations for On-line, SMS and Direct



How IPA TouchPoints 2 is different

PDA Changes

Travel

Internet

M D



How IPA TouchPoints 2 is different

Questionnaire changes

� Media usage

� Internet

� Access from

� Platform

� Expanded websites visited

� More attitude statements
� Podcasts

� Mobile

� Provider

� Expanded phone use

� Direct

� Shopping/Retail



Life in 2008

� 33% plan to increase their re-cycling

� 85% agree that “It is important that a company acts ethically”

� 86% agree that “Companies and brands should reduce the 

amount of their product packaging”

� 59% agree that “the London Olympics….will be good for GB

� When using the internet at home, 23% mainly access in the 

Living room 



Life in 2008

� 9% have visited a Public Information site in the last 3 months

� 17% have visited a Health website (e.g. NHS Direct) in the 

last 3 months

� 55% agree that they ªworry about children accessing 

improper material on the internetº

� 31% use the car as the main means of transport for the 

school run 

� Whilst only 14% use their feet for the school run



Changing Media Landscape?

� Total increase in time consumption of TV, radio, reading and 

internet has increased by over 6%

� TP1 79% of people consumed 2+ media in the same half hour 

at some point during the week, rising to 84% for TP2

� Time spent consuming media in the average week

Ž 24% watching TV

Ž 13% listening to radio

Ž 7% using the internet

Ž 3% reading a newspaper or magazine

� TV still the dominant medium



Changes in Media use TP1 vs TP2
average weekday
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TV

� Entertainment the core reason to watch (92%)

� 76% feel there are too many reality programmes on tv

these days

� 75% of those with a PVR recorder agreed that ªPVR 

technology has completely changed the way in which 

they watch tvº

� Over half the population has pressed the red interactive 

button in the last year – over 1/3rd press at least once a 

month



Internet

� 73% penetration (58% for TP1)

� Internet use (hours a day) increased by 43% weekday, and 

23% weekend

� Main reason  - accessing information, but for 15 – 24’s  

entertainment is the main reason 

� Most popular website types visited in past 7 days Banking and 

finance, 48%

� But for 15 – 24’s most visited sites are social network sites, 

58%



Social Networking and Mobile phones

� 40% of internet users have used at least one social 

networking site, 73% for 15 ± 24's

� 51% of  15 ± 24 internet users visited Facebook in the 

last month, (My Space 36%, and Bebo 21%)

� 13% of mobile phone users have watch video clips on 

their phone in the last month (30% of 15 ± 24 year olds). 

� 6% of mobile phone users like the idea of recording 

programmes and watching them on their mobile phone 

(15% of 15 ± 24's)



Traditional media via the internet

� 26% of internet users have accessed a terrestrial tv website in the 

last 4 weeks

� 21% accessed a radio station website

� 14% read a national newspaper online

� 8% read a regional newspaper website 

� Adults still prefer to read their national newspapers in print ± only 

9% prefer to get them online

� TV via the internet has been watched by 18% of Adults - 29% of 

under 25s



Newspaper Reading - average week 
All Adults (15+)
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Newspaper Reading - average weekend 
All Adults (15+)
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Newspaper Reading - average week 
Main Shopper
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Newspaper Reading - average weekend 
Main Shopper
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Newspaper Reading - average week 
Age 25-44
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Newspaper Reading - average weekend 
Age 25 - 44
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Newspaper Reading - average week 
Age 15-24
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Newspaper Reading - average weekend 
Age 15-24
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Main Reasons to use Regional Press
Index vs. All adults

Source: TPT08 IPA Touchpoints SuperHub
2008 (inc TGI)

107To stimulate my imagination99For national news and current 
affairs

84To relax/escapism

108To give me something to talk 
about

103For practical advice90For education/information

109For national news and current 
affairs

104For entertainment93To stimulate my imagination

109To look at the property market 
iin my area

104To look at the property market 
iin my area

95For national news and current 
affairs

110To help form my opinions108To relax/escapism96To keep up to date with local 
news

114To relax/escapism113To treat/reward myself101To give me something to talk 
about

114For education/information115For education/information104For entertainment

115To treat/reward myself119For business information/work110To treat/reward myself

116To feel part of my local 
community

126For research130For job vacancies and career 
advice

118For practical advice130For job vacancies and career 
advice

141For research

Main ShopperAge 25-44Age 15-24



What people think about Regional Press

Source: TPT08 IPA Touchpoints SuperHub 2008 (inc TGI)

72I prefer to look for local classified 
advertising on the internet rather 
than in my local newspaper

90I value my local newspaper 
because it fights on local issues 
on behalf of its readers

74I look at my local newspaper so 
that I can check the market price 
of my property

89I rarely look through the free 
newspapers that are delivered to 
my home

95I usually find local newspaper 
advertising informative

88I usually find local newspaper 
advertising informative

100I trust my local newspaper more 
than a national newspaper

96I value the local newspapers 
because they cover local news

89I value my local newspaper 
because it fights on local issues 
on behalf of its readers

103I value the local newspapers 
because they cover local news

97I often notice the advertisements 
in local newspapers

93I value the local newspapers 
because they cover local news

104I look at my local newspaper so 
that I can check the market price 
of my property

98I rarely look through the free 
newspapers that are delivered to 
my home

94I often notice the advertisements 
in local newspapers

106I often notice the advertisements 
in local newspapers

101I trust my local newspaper more 
than a national newspaper

98I trust my local newspaper more 
than a national newspaper

107I value my local newspaper 
because it fights on local issues 
on behalf of its readers

108I look at my local newspaper so 
that I can check the market price 
of my property

120I rarely look through the free 
newspapers that are delivered to 
my home

111I usually find local newspaper 
advertising informative

143I prefer to look for local classified 
advertising on the internet rather 
than in my local newspaper

145I prefer to look for local classified 
advertising on the internet rather 
than in my local newspaper

Main ShopperAge 25-44Age 15-24



Case Study

Using TouchPoints for Specsavers



Specsavers Regional Marketing

Objectives

• Leverage National activity/campaigns at a regional level

• Address weaknesses in regional trading

• Exploit specific regional consumer/customer opportunities

• Establish a hierarchy of needs for each area



Specsavers Regional Marketing

Resolution

· Media solutions that will deliver effective cut through and 
business results for the region



Granada



Granada Snapshot Summary

Granada Demographics

Age 20-44 (Weakness)

Fewer AB's

More ªmiddle classº and working class 

Settled Suburban

Secure Families

Blue Collar

Struggling Families 



Where do our consumers live?

Identifying ªHotspotsº…
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Granada Competitive Overview & Insights 

· Substantial increase in optical outlets from Asda (13 outlets to
15)

· Boots have upweighted Television spend in region by 300%

· Specsavers Share of Voice 59% in 2005/ 55% in 2006

· Insight; growth of Asda (particularly in Manchester & Liverpool)
and market intelligence that more centres could be opening; 
must protect market share against the Asda consumer 
demographic (25 - 44 with family)



Using the IPD to combine media

· Take the Regional print titles
...and the National Daily titles

· 3 insertions in each title
· Against those aged 45 ± 59 Granada area



Regional and National delivery together

· Total reach = 54.9%
± 36% Local Newspapers 

(24% excusive reach)
± 31% National Newspapers 

(19% exclusive reach)

· Highest exclusive reach delivered by 
± Mail on Sunday
± Manchester Evening News
± Liverpool Echo



% Exclusive Reach 
Age 45- 59 in Granada

0.3Wrexham Leader

0.7The Sunday Telegraph

0.8Chester Chronicle

0.9Lancaster Guardian Series

1.3The Daily Telegraph

1.3Bolton Evening News

1.6Lancashire Evening Telegraph

1.7Daily Post Wales

2.6Lancashire Evening Post

2.7The Sunday Times

5.8Liverpool Echo

6.7Manchester Evening News

9.3The Mail on Sunday



Using the IPD 

· To demonstrate the combined effect of 
± National and Regional print
± Radio and Internet
± ITV and Outdoor
± Cinema and radio

· And then bring them all together in one 
combined campaign to show total delivery



Granada Insights and Recommendations 

· Varifocals and Free Reactions strongest products to target the important 
45+ sector

· Should consider with the new Night Time Ultradrive to attract the older 
market.

Recommendation

241 Varifocals 

· Use a combination of Regional Press plus regional inserts in National 
publications that have a high 45+/AB profile 

· Sat/Sun Telegraph, Mail on Sunday, Sunday Times



Targeting 18 ± 34 year olds 

· How are they using media?

· Are they different from other demographics?

· What is the opportunity to reach them?

· When are they out and about?
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Liverpool and Manchester student opportunities

· Huge student opportunities;

· 6 sheets

· Mirror stickers

· Floor posters

· Poster panels

Sample one month cost : £30,000



Liverpool…key opportunities against 18-34s

· Radio sponsorship ± Juice FM breakfast show - £50,143 

(12 mths)

· Cinema - £25,000 per 4 weeks

· Merseyrail Urban Network 

· Combination of passenger and escalator panels 

· £10,000 per 4 week period



Liverpool Online opportunities



Manchester key opportunities (18-34yrs)



Manchester Online

Estimated cost £10,000 per 4 week period



In Summary

· How have we leveraged the national plan to best effect?

· Up-weighted Television for 60+

· Complemented national press with regional press for older 
customers

· Capitalised on urban centres with cut-through ideas

· Leveraged visibility for Varifocals and Free Reactions with the 
introduction of Outdoor



How did TouchPoints help 
Specsavers?

· Used as an integral part of the toolkit
· Makes a strong case for Regional Press
· Helps identify regional differences
· Gives a holistic view 
· Provides the bottom line



TouchPoints 2 used by ………

¼ ¼ ¼ ¼ .and more!



Thank you! 


