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Internet Audience Measurement — approaches SURVEY —
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User panels (user-centric)
— Representative recruitment
— Usage monitoring
— Population adjustment / weighting
Website level interactions (site-centric)
+ Site usage metrics (weblogs)
+ Visitor profiling surveys
ISP network data (network-centric)
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AARON™ — an integrated site centric approach SURVEY E_\
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Online survey
+ Media consumption
+ User profiles
Survey data integrated with actual behaviours
+ Not just recall data
Weighted to represent real people site / network
population
Adjusts for...
Multiple device usage
Cookie deletion
Frequency skew

+ + I+
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Audience adjustment example — thestar.co.uk SURVEY —
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UK visitor audience adjustment for thestar.co.uk, October 2010 rTTTf REGIONAL MEDIA
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AARON™ — integrated planning data

AARON™ Data
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Large sample capability
enables analysis of discreet
audiences at an aggregate or

granular level
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Offline Currency Data (i.e. BARB, NRS, JICREG)
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AARON™ — main benefits SURVEY —
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Measurement of actual audiences (i.e. real people) and
their online behaviours, rather than unique browsers/devices

More complete sampling than audience tracking panels
including out of home, education and Macs

De-duplicated reach, frequency and profiling capabilities
for individual sites, combinations of sites and across digital
networks as a whole

Large sample capability enables analysis of discreet
audiences at an aggregate or granular level

Optimisation capabilities enabling media owners to
correlate profiles with website behaviours and improve
campaign targeting

Cross media planning including de-duplicated total audience
reach across broadcast, print and online
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Total reach calculation —audience groups SURVEY —
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ONLINE AUDIENCE OFFLINE AUDIENCE

Digital Assets

Print / Broadcast Assets

D

TOTAL REACH = (A) Digital reach outside core area +
(B) Solus digital reach in core area +
(C) Solus print / broadcast reach in core area +
(D) Duplicated digital and print / broadcast reach in core area
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Total reach calculation — method SURVEY —
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ONLINE AUDIENCE OFFLINE AUDIENCE

Print / Broadcast Assets

Digital Assets

D

Use internet audience measurement to calculate A, B
and D

Use traditional currency as the most accurate
measure of print / broadcast reach (D + C)

Combine data sources to produce total audience
reach: A + B + D + (print / broadcast reach = D)
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Total reach calculation — www.thestar.co.uk SURVEY —
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Total cross media reach = 378,609 ‘ﬁ{TheStar
Total reach in circulation area = 307,910 N
Audience increase by adding online = 29% Gaette
and Motor Guide
ONLINE AUDIENCE: 195,010 PRINT AUDIENCE: 239,290 T]ELSEI\]E&I]I/APH

Sheffield Star, Gazette and
Telegraph

Sources: JICREG; JP Total Audience Survey (AARON) rTTTF REGIONAL MEDIA
Based on net reach (AIR) and monthly online reach RESEARCH FORUM
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All adults — Star, Gazette, Telegraph / www.star.co.uk SURVEY —
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YTheStar
Circulation Area
350,000 Ga e tte

and Motor Guide

SHEFFIELD

800,000 55,691 !_\ ELE GAPH

O Print and online
250,000 B Websites
O Newspapers

200,000

150,000

239,290
100,000

183,599

124,311

50,000

Newspapers Websites Combined

Sources: JICREG; JP Total Audience Survey (AARON) rTTTF REGIONAL MEDIA
RESEARCH FORUM

Based on net reach (AIR) and monthly online reach
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AARON™ —regional publisher advantages SURVEY 5\
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Larger sample sizes enable measurement of smaller
sites

Site centric solicitations provide
+ More representative sampling at local / regional level
+ Better representation of at work users

+ Information on audiences not measured by tracking
panels (e.g. out of home, education, Macs)

Local / regional analysis capability
+ Sales point / circulation area
+ Postcode

Reliable duplication levels and profiles for print
media / online

rTTTF REGIONAL MEDIA
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AARON™ — Newspaper Society ‘Locally Connected’

Newspaper Society, JICREG and ABC complete local media currency project

UK’s first print and online
planning tool set to launch

By Maisie McCabe
Locally Connected, the UK’s first
integrated print and online planning
currency, launches on 24 November.

The launch follows the completion
of a three-way project between the
regional publishers’ trade body, the
Newspaper Society, with JICREG,
the Joint Industry Committee for
Regional Press Research, and the
ABC.

The planning currency uses a
combination of ABC print circula-
tion and ABCe web traffic data, plus

| research conducted by Survey

Interactive to give the net reach of
online and offline titles.

Publishers on board are Trinity
Mirror, Northcliffe Media,
Newsquest, GMG Regional, Iliffe
News & Media and the Midlands
News Association. The Newspaper

| Society hopes all publishers will be

involved in future.

The planning currency will be
used by the vast majority of media
agencies at launch and includes 70%
of the local media market.

Before the launch of Locally

“We have never before been able to prove what a campaign will get

m’

Fordham: “unique and powerful”

Connected, the only way to trade ads
to a postcode level was through ABC
print data alone. David Fordham,
Newspaper Society president and
chief executive of Iliffe News and
Media, said Locally Connected will
demonstrate how local media is
“reaching and engaging bigger audi-
ences than ever across multimedia
platforms™.

He said: “Locally Connected will

give advertisers a unique and power-
ful cross-media planning tool that
demonstrates how they can effec-
tively target the UK’s local communi-
ties online as well as in print.”

The Newspaper Society has
worked with agencies, media own-
ers, the IPA and ISBA throughout
the process to ensure the currency
meets their requirements.

Matt Merrett, director of regional
press at OMD UK, said: “As an exten-
sion of JICREG, the bible for regional
planning, Locally Connected will
give planners a deeper understand-
ing of the reach of regional titles at a
local level. We have never before
been able to prove what a campaign
will get in terms of reach online. This
provides the net extra reach online,
down to postcode level.”

The project began in 2006 and
research outfit Telmar devised the
methodology of the integration of
internet audience data with print
readership data. The result incorpo-
rates audited web traffic data, survey
data and statistical analysis and
modelling and will be updated
regularly.

in terms of reach online. This provides the net extra reach online,
down to postcode level.”

Matt Merrett, director of regional press at OMD UK
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MediaWeek

LOCALL
CONN o

in Print - Online

the voice of
local media
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AARON™ — coordinated research benefits SURVEY E_\
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Cost savings from integrated fieldwork approach

Integrated view across publishers
+ Larger sample sizes
+ Improved modelling
Scheduled currency updates at agreed intervals

More integrated cross publisher planning capability
for national campaigns
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Behavioural targeting profiles (for existing segments) Yes No
Worldwide Yes No (UK only)
Bespoke media planning tool Yes No
Print / online duplication Yes In development
Unduplicated print / online reach Yes In development
Large sample sizes for individual sites / sections Yes No
Competitor websites No Yes
Monthly audience updates No* Yes
Custom profiling Yes No
Industry and media agency currency Yes (JICREG) Yes
Workplace usage Yes 10% panel
Educational establishments, internet cafes and Macs Yes No

* Monthly audience estimates can be generated based on changes in Unique Browsers
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Bespoke media owner research
+ Tailored to specific needs
Currency modelling (e.g. JICREG)
+ Reliable and consistent digital and cross media view

Currency integration

+ Site centric data to inform integration of continuous
panel data with traditional media currencies

- Reliable duplication levels and profiles for
traditional media / online

- Adjustment factors for panel monthly data to
provide weekly / daily results

- Better representation of at work users

- Audiences not measured by tracking panels (out of
home, education, Macs)
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Dual hybrid —integration SURVEY —
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- Frequency skew
- Cookie inflation

Dual Hybrid Integration

- Large sample size

- Work, education, cafes
Calibration - Mobile

- Cross media

Census Based
Audience

Weblogs




Dual hybrid — enhanced reporting SURVEY —
INTERACTIVE

Enhance Augment Enhance
Home | Work | Ed / Cafe | Mobile
Weblogs
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