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Chapter 1: Introduction

1.1. SEAS (Schedule Evaluation and Analysis System) 

SEAS i h l i di l i d l h i ifi ll lN
   

  

SEAS is the ultimate media planning model that scientifically analyses 
and evaluate the efficiency of advertising media plans for all types of 
media research. SEAS is particularly well suited for surveys with large 
sample sizesC

TI
O

N

sample sizes.
SEAS makes the task of navigating and analyzing such a complex data 

set very easy and fast, allowing the user to quickly home in on important 
relationships and produce reports of the findings. SEAS allows the user toO

D
U

C

relationships and produce reports of the findings. SEAS allows the user to 
define complex queries of target groups thereby generating well‐
tabulated reports, which can easily be manipulated to aid interpretation 
of the results. N

TR
O

SEAS includes the Media (i.e. TV, Press, Radio) Reach and Frequency 
model for performing schedule analysis of all media related data, 
enabling the user to interactively evaluate scenarios to aid media 

IN

planning/buying. 



1 2 PC Requirements For SEAS1.2. PC Requirements For SEAS

Windows 9x/2000/XP/NT 
Recommended minimum hardware requirements:N

   
  

Recommended minimum hardware requirements:
PII 350 Mhz or higher
64MB RAM
HDD with minimum 50 MB free Disk SpaceC

TI
O

N

Color Graphic Display Board and compatible monitor
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U
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1.3. Customer Support

For technical support call the PARC Software Support Division on 
+971 4 3376696 F +971 4 33444565 ith ll iN

TR
O

+971 4 3376696 or Fax us on +971 4 33444565 with all your queries. 

Please also visit our web site at: www.arabresearch.com

IN
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Source
SEAS can integrate audience information from type of media research. 

The media research can be face‐to‐face surveys, telephonic interviews, television  

diaries and people meter systems. 

•The face‐to‐face and telephonic surveys are available in two formats: an average 
weekday format, the audience information is available for an average Monday,C

E 
   

weekday format, the audience information is available for an average Monday, 
average Tuesday and so on; and average day format wherein; the whole week's data 
is accumulated and calculated for one day. 

P l d TV di di i f i b d i h fO
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The same audience information can be utilized as an average

•People meter and TV diary audience information can be used in three formats: 
average day, average weekday and by‐date. For the period during which the diary 
was maintained, the information can be utilized on a by‐date basis. 

SO

The same audience information can be utilized as an average 
Monday, average Tuesday etc. The user can view the audience 
source information from the list of available countries. By selecting 
the country required, the user can select the required study to do 
the analysis.



Chapter 3: User Manual 



Start Application:

Open Application by double clicking on the icon or NEWSEAS.exe



Log into the Application:

Give User Name / 
Password



Main Screen and User Interfaces:

Close Application

Version

pp

My Surveys

Explaining Interfaces

Survey 
Tree

Today’s Date

p g f
1. Use “Survey Tree” to open an existing survey or select the survey from survey tree and click on “Open Survey” button from the left side 

menu
2. For creating a new survey use “Create new survey” option from left side menu. Here you can define your survey as per the starting date 

and ending date of your desired survey type.
3. Database to the application is importing from the external data files provided by PARC SEAS Team. For this “Import Data to Survey” option 

will guide you.
4. For Exiting from any form user can use right top corner close button 
5. Latest Application is always indentifying by the version controller displayed at the right bottom corner of the main screen.
6. All Dates used in the application is dd‐mm‐yyyy formats.



Create Survey:

•This option allows user to create custom surveys as per their requirement. When user selects a market system 
will display available targets under that market (targets are for a market and it will available universally in all 
custom surveys)



Create Target:

A very simple procedure of drag and drop can design the target group for your survey

Steps to create a target
1.Select Market from Tree 
2.Right Click on Survey Market and choose create Survey 
3.Enter Name for the new target
4.Select Socio Factors from the left side tree and drag drop to “Target Variable” area

For deleting simply right click on target and select delete the target from menu

You can have multiple target variable groups to create complex targets



Open a Survey:

The survey you created can open by double clicking on the survey name from the main y y p y g y

screen of the application. This will guide you for further analysis reporting session.



15 Mins Time Segments

Media Penetration:

GRP/Reach
15 Mins Time Segments

M di S l tiMedia Selection

Analyze

Time Selection

•The basic analysis report can be produced from this session.
•You can have GRP wise or Reach wise analysis over selected media with the provided time selection. 
Time segments can be set as 15 minutes time segments, PARC day parts, weekdays and Weekday + 15 
minutes time segment.
•You can run the analysis over the selected targets (which is available on the right side panel and even 
you can create target from this session)
•The out of this report can be converted in to EXCEL or into a GRAPH



Sample report



Program Analysis:

The detail program from each channel can be analyzed at this session either by date 

The result set will provide you
•Program Name and details
•Program date

•Share %

wise or by weekday wise with 15 minute time segments.

•Program date
•Weekday
•Time
•Duration

•Total TV % 
•ATS % (Average Time Spend) 
•ATS – Time Duration
•GRP

•Average Rating
•Reach

•GRP
•Share of GRP on channel
•Share of GRP on Total TV



Program Analysis: (KSA TV APR 2010)

•Program Name and details = Al Hayat/ Sheek Al Arab Hamam 
•Program date = 05‐09‐2010
•Weekday = Sunday
•Time = START TIME/END TIME (18:14/19:09)
•Duration = 00.56 MINS
•Average Rating = 21.28
•Reach = 24.70
•Share % = 30.50
•Total TV %  = 86.12
•ATS % (Average Time Spend) = 86.12
•ATS – Time Duration = 00.48
•GRP = 85.10
•Share of GRP on channel = 27.37
•Share of GRP on Total TV = 4.32



Program Analysis: (KSA TV APR 2010)

Survey Details

Media Selection

Analysis By

15 Mins Split If a program has an Hour duration for example this15 Mins Split If a program has an Hour duration for example, this 
a the best tool to segment the viewership by 15 mins 



Program Grid: 
Program grid is used to see the flow of 
viewership on different days. This will 
give you breakup of different attributes 

like rating, reach, share & total TV.like rating, reach, share & total TV.

Analyze



Program Grid: (Egypt TV Ramadan 2010)

Export to excel

Here we can see for Egypt TV Ramadan 2010 on 11-08-2010 
Wednesday, the program being broadcasted is Ramez Hawl Al 

A’alam, the flow around 19:35 in terms of attributes are 
rating=6.3%, Reach=7.2%, Share=19.2% & Total TV=37.5%g , ,
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Select All in 
Channel List

Media Trend Analysis:

•Here you can view the trend of selected survey with other survey waves User can analyze•Here you can view the trend of selected survey with other survey waves. User can analyze 
GRP and Reach variation from the selected survey.



Sample report



Media Schedule: Optimization

This form allows user to evaluate customized media plans. The evaluation is possible by week day wise and average day wise. 
As an input to this screen you have to select followingAs an input to this screen you have to select following

1.Target
2.Media ‐ can be selected by weekday or by average day and with desired the time segments.
3.Week days – if the evaluation is in Week day basis
4.Effective Frequency – which will be 3 by default
5.Number of spots in each time segments

The selected media plan can apply to any custom surveys create by the user and even with any custom targets 
created by the user.

5.Number of spots in each time segments
The selection can be saved to “My Media plan” for your future analysis



Optimization:

Optimize
This form allows user to find most optimum media plan with the provided GRP or REACH or Budget. The optimized plan can be exported to 
media plan for further media evaluation. The evaluation is possible by week day wise and average day wise. 
As an input to this screen you have to select following

1.Target

Optimize

2.Media ‐ can be selected by weekday or by average day and with desired the time segments.
3.Week days – if the evaluation is in Week day basis
4.Any of the following factors

a.GRP
b.REACH

BURGETc.BURGET
The selection can be saved to “My Entities” for your future analysis

The selected media plan can apply to any custom surveys created by the user and even with any custom 
targets created by the user.



Media selection:

Other features:

Media selection:
Media selection from the media list will be easier as user can filter the media list by using typologies and networks. 
Multiple column filters is also available. User can sort the list in both ascending and descending order of any list item. 
GRP and Reach will also be visible in the selection screen itself. Multiple media can be selected by using shift key or by 
using control key. Or a single click on “Select All” button from the top right corner of list will select and will deselect the 
all listed media. Time Slots can be customized as  15 mins, 30 mins, 1 hour, 6 hours, 8 hours and 24 hours slots.

Media 
Selection



Graphs:
Most of analysis reports can be analyze in graphs also. You can select any type of charts as per your requirement.Most of analysis reports can be analyze in graphs also. You can select any type of charts as per your requirement.



T d S i i i blTargets and Socio composition table:
You can select targets and also can be create and 

manage existing targets from any screen of analysis.



In Depth‐ Main Screen
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1 Date
Surveys

Manage Survey
Open Survey
Manage Targetsep

th
 

g g
Import Raw Survey Data
Import Raw Program Logs
Export Data
Import Data
Exit Application

2 My Surveys

In
 D

2 My Surveys
3 Data Availability 
4 Exit Button



Today’s Date

Includes all the Surveys and an option of creating custom surveys as per the requirement
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To Create new Targets in addition to the default ones for any specific market

To Import bundled Data from system

Import Raw Bundled Program Logs

Opens the selected survey

in
 S

cr To Export Data
To Import Data

To Exit the Application

–
M
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This Includes all the loaded Surveys + 
Customized Surveys as per Markets, 
Typology, Months and Year
•Egypt & KSA‐ Data Availability per month
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th

 gyp y p
•UAE & Kuwait‐ Data availability per 3 months

In
 D This Includes all the loaded Surveys + 

Customized Surveys as per Markets, 
Typology, Months and Year

Exit
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This option allows user to create custom surveys as 
per their requirement. When user selects a market,  
system will display available targets under that market 
(targets are for a market and it will available 

e 
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Click Manage Survey
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universally in all custom surveys)
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Custom Creation 
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Available Targets

In Markets
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Select a Market from the main screen “my surveys” which includes 
the loaded Surveys + your Customized Surveys Open Surveys. You 
will find 

•My Surveys (Media Penetration/ Program Analysis/ Program Grid/ Media

n 
Su

rv
ey

Cli k O S

•My Surveys (Media Penetration/ Program Analysis/ Program Grid/ Media 
Trend Analysis/ Media Schedule / Media Schedule Version 1)

•Survey Details (Name/ Type/ Market/ Population/ Sample/ Start & End Date) 

•Available Targets for the particular Market 

A G hi l t ti f th S d t il

n/
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n Click Open Survey•A Graphical representation of the Survey details
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Open Surveys/ My Surveys/ Media Penetration

Here you will find 

•Date & Survey Details

•Target/ Analysis By (GRP/Reach)/ Media Selection (All Media/ Top…/Selected Only)/ Time 
Selection (By Time/By Day Parts/ Week Days/ Week Days + Time/ Date + Time)

di
a 

Pe
ne

tr
a Selection (By Time/By Day Parts/ Week Days/ Week Days + Time/ Date + Time)

•Channel List (Channel Name/Network/Typology/GRP/Reach/Show Zero Reach Channels)

•Slots (15 mins/ 30 mins/ 1 hr…..)

•Analyze
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Survey Details
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Analysis by 
•GRP   Gross rating point‐ A measure of the total amount of the advertising exposures produced 
by a specific media vehicle or a media schedule during a specific period of time. It is expressed in terms of 
the rating of a specific media vehicle (if only one is being used) or the sum of all the ratings of the vehicles 
included in a media schedule. It includes any audience duplication and is equal to the reach of a media 

ve
ys

/ 
M

ed schedule multiplied by the average frequency of the schedule.

•Reach Estimate of the total universe of individuals who may receive an advertiser’s messages. It 
accounts for vehicle duplication

/ 
M
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rv Media Selection by
•All Media All the available selections in Channel List
•Top          Top channels in terms of GRP/ Reach
•Selected Only Specific Channels can also be selected as per requirements. 
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Time Selection by
• By Time This help you to select as per time.  
• By Day Parts           This is Parc Daypart with 3 hours of each selection
• Week days This selection is as per the week days

ep
th
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• Week days              This selection is as per the week days
• Week days + Time This is as per the week days and their time interval
• Date + Time This is as per any desired date and its time interval
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Open Surveys/ My Surveys/ Program Analysis

Here you will find 

•Date & Survey Details

•Target/ Media Selection (All Media/ Top…/Selected Only)/ Analysis (by Date Wise/ Avg. Date wise/ 
Week day wise/ Avg Weekday wise/ Month wise/ Avg month wise) / Period (by Start/ End date)ly

si
s 

Week day wise/ Avg. Weekday wise/ Month wise/ Avg. month wise) / Period (by Start/ End date)

•Channel List (Channel Name/Network/Typology/GRP/Reach/Show Zero Reach Channels)

•Slots (15 mins/ 30 mins/ 1 hr…..)

•Analyze
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Survey Details

Detailed examination of every aspect of a program to analyze its 
requirements and feasibility in view of the available resources
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Media Selection by
•All Media All the available selections in Channel List
•Top Top channels in terms of GRP/ Reach

rv
ey

s/
 P

ro
g Top          Top channels in terms of GRP/ Reach

•Selected Only Specific Channels can also be selected as per requirements. 

Analysis by
•Date Wise / Avg. Date Wise
•Weekday Wise/ Avg. Weekday Wise
• Month Wise/ Avg Month Wises 
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• Month Wise/ Avg. Month Wise
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pe Period by (dd‐mm‐yyyy)

Period changes when Analysis choices change.
Starting Date and Ending date is used as in when desired for viewing or reporting 

purpose. (Date Wise/ Avg. Date wise)
Week day is used when we select Weekday Wise/ Avg. Weekday wise in Analysis Option.
Month  is used when we select Month Wise/ Avg. Month Wise in Analysis Option
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ri
d Survey Details

Brief examination of some attributes program to analyze its 
requirements and feasibility in view of the available resources
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Media Selection by
•All Media All the available selections in Channel List
•Top          Top channels in terms of GRP/ Reach
•Selected Only Specific Channels can also be selected as per requirements
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Period changes when Analysis choices change.
Starting Date and Ending date is used as in when desired for viewing or reporting 

purpose. 
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Open Surveys/ My Surveys/ Program Grid

Here you will find 

•Date & Survey Details

•Media Selection (All Media/ Top…/Selected Only) Period (by Start/ End date)
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Open Surveys/ My Surveys/ Media Trend Analysis

Here you will find 

•Date & Survey Details

•Target/ Analysis (by GRP/ Reach/ Share on GRP/ Variation)/ Compare (by Surveys/ Months/ Weeks/ Date) 
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•Channel List        Channels – Channels/ Typology/ Network                                                                                          
Typology – Typology/ GRP/ Reach                                                                                                 
Network – Network/ GRP/ Reach                                                                            

•Analyze
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“Trend” effectively summarizes the figures of media parameters (GRP, 
Reach, Share, etc) 

for all surveyed channels in desired months. 
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Survey Details
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Analysis by
•GRP/ Reach/ Share on GRP/ Variations
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Compare by
•Surveys
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•Months
•Weeks
•Date
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By what to be compared, Choice changes by the change in “Compare by” option.

In
 D

e



le
 

Open Surveys/ My Surveys/ Media Schedule

Here you will find 

•Date & Survey Details

•Target
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•Effective Frequency

•Analysis by (Week Day wise/ Avg. Week Day wise)

•My Media Plans

•Calculate by (Frequency Distribution/ Cumulative Results

•Media Schedule
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Program or plan that identifies the media channels used in an 
advertising campaign, and specifies insertion or broadcast dates, 
positions, and duration of the messages.
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•Optimizationpe
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Optimization
•Post Evaluation
•Import Plan
•Export Excel
•Clear Plan
•Save Plan D
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Open Surveys/ My Surveys/ Audience Flow

Here you will find 

•Date & Survey Details

•Target
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•Show Values in (Percentage / Absolutes)

•Period

•Analysis
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•Gain or loss of the audience during a broadcast program through turning on or off the television or 

What is Audience Flow ???

through changing channels.

•Measurement of the traffic behavior of the television household audience or the radio audience as 
reported by the rating and measurement services. Every program has an audience flow that indicates 

h h di f b f h d h h i f h hwhere the audience came from before the program and where they are going after the program. There 
are three audience options: 

•(a) the listening or viewing audience who came from a preceding program on a competing 
broadcast station 
•(b) the audience who came from a preceding program on the same stationFl

ow
 

•(b) the audience who came from a preceding program on the same station
•(c) the audience who turned on their radios or televisions for a specific program.       
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At the conclusion of a program these audience options are reversed, becoming 
•(a) the audience who will turn off their sets

(b) h di h ill i h li h h i

A
ud

•(b) the audience who will remain to watch or listen to the next program on the same station
•(c) the audience who will switch to another station. Audience flow data are important to the 
advertiser whose message is positioned in the time period between two shows. The fact that 
both shows have a high audience rating is not sufficient to assure that the message will be seen 
or heard It is also important to know if both programs share the same audienceor heard. It is also important to know if both programs share the same audience.
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Lets go through some examples!!!

Lets try to 
•find the most viewed channel in Egypt, with the Demographics breakup in June 2010?

Step 1

le
s 
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Double click the desired 
Survey in this case EgyptSurvey in this case Egypt 

June 2010
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Lets first get in the 
demographics 

details
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Gender Occupation Region
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Age Monthly Household Income Community
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Education Nationality Marital Status



Lets Analyze by GRP All Media By time!!!
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Media Penetration by GRP = Lets select Egypt Ch. 2 Analysis by GRP Time Selection by Time Analyze



Lets Analyze by Reach All Media By time!!!
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Media Penetration by Reach = Lets select Egypt Ch. 2 Analysis by Reach Time Selection by Time Analyze



Lets Analyze by Grp Top 10 By day parts!!!
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Top 10 channels and by PARC Day Parts
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Program Analysis = Lets select Egypt Ch. 2 Analysis by Date Wise Desired Period Analyze
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Here we can see the details of all the programs broadcasted on the channel, the break up goes like
•Program Date / Week Day
•Starting / Ending Time 

Ex
a •Duration

•Avg. Rating %/ Reach % / Share % / Total TV %
•ATS % / ATS/ GRP
•Share of GRP on channel
•Share of GRP on Total TV
•Typology
We can send it to the Graph and Export to excel just by one click and also we can check what exactly we have 
selected in brief by clicking Report Criteria.



Extracting  reports – Just one Click !!!
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Program Analysis = Lets select Egypt Ch. 2 Analysis by Date Wise Desired Period Analyze
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Here we can see the details of the programs broadcasted on the channel, on a particular Time Frame the break up 
goes like

F l h fl f 11 08 2010 08 09 2010 19 35• For example the program flow from 11‐08‐2010 to 08‐09‐2010 at 19:35
•We can see the Rating flow, Reach flow, Share flow and Total TV Flow 
We can send it to the Graph and Export to excel just by one click and also we can check what exactly we have 
selected in brief by clicking Report Criteria.
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Here we can see the Media Trend Analysis by comparing 2 or more surveys/ months/ Weeks or desired dates.
( )( EGYPT Jan 2010, EGYPT Feb 2010, EGYPT March 2010, EGYPT April 2010, EGYPT May 2010, EGYPT June 2010) 

Analysis by  GRP and/or Reach and/or Share on GRP and/or Variations will help us.
We can then Export it to Excel and create a graph
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Calculating by : Date Wise / Weekdays / This Surveys 
We can see Values in Percentage / Absolutes

Percentage‐In terms of Percentage
Absolutes‐ In terms of approx. number of peopleAbsolutes In terms of approx. number of people

With period on 04‐06‐2010
(Here we have taken Al Arabia for Audience Flow)
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We can then Export it to Excel
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D i d i d t b i d it h ith thEx Desired period to be viewed, it changes with the 
changes made in “Calculate by”.
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Once we click Analyze, we get the breakup of audience flow depending 
on “shown in Value Percentage or Absolutes”. 



Analysis on : Egypt Ch 2
Weekday Friday

Viewers shifted from Zee Aflam to Egypt Ch 2 
Vi Shift d f Ni k l d t E t Ch 2

w

Viewers Shifted from Nickelodeon to Egypt Ch 2
Viewers Shifted from Nile (Life & Entertainment) to Egypt Ch 2
Viewers Shifted from Cairo Cinema to Egypt Ch 2
Viewers Shifted from Panorama Al Drama to Egypt Ch 2
Viewers Shifted from JSC Sports 2 to Egypt Ch 2

nc
e 

Fl
ow Viewers Shifted from Al Hayat Cinema to Egypt Ch2

Viewers Switched New to Egypt Ch 2
Total of all the Gained Viewers
Viewers Shifted from Egypt Ch 2 to MBC 2
Viewers Shifted from Egypt Ch 2 to Nile TV Drama

A
ud

ie
n Viewers Shifted from Egypt Ch 2 to Nile TV Drama

Viewers Shifted from Egypt Ch 2 to Al Hayat
Viewers Shifted from Egypt Ch 2 to Modern Sport
Viewers Shifted from Egypt Ch 2 to Egypt Ch 1
Viewers Shifted from Egypt Ch 2 to Panorama Al Drama
Viewers Shifted from Egypt Ch 2 to Other Channels

xa
m

pl
es

/ 
A Viewers Shifted from Egypt Ch 2 to Other Channels

Viewers Shifted from Egypt Ch 2 to JSC Sports 2
Viewers Shifted from Egypt Ch 2 to Al Hayat Cinema
Viewers Switched off
Total Number of Viewers lost

Ex Total viewers who continued to watched at a stretch
Total Gain + Continued Viewers
The percentage or absolute total gain or loss carried forward  every 15 mins 
Gain Rate as per Time Segment
Loss Rate as per Time Segment
Time Segment Gain rate – Time Segment Loss Rate

Time Segment Gain Rate + Time Segment Loss Rate



w
 

nc
e 

Fl
ow

A
ud

ie
n

xa
m

pl
es

/
Ex

We can then export it to Excel



Glossary

ATS
It is the average of minutes seen by each individual who has seen the event. It is only used for the ‘TV by time’ media vehiclesIt is the average of minutes seen by each individual who has seen the event. It is only used for the TV by time  media vehicles

Audience
Number of people (000’s) within the target group reading/viewing/ listening to each media

Average number of exposures
The avg. number of exposure represents the number of times on the average, that each individual member of the defined target group has an 
opportunity to see the ad.

Base
This figure gives the number of people (in 000’s) available within each analysis category specified by the user.

Contribution %
The contribution % is the ratio of the audience of a given media title within the analyzed target group, in relation to its total audience in the whole 
universe.

Cost‐per‐thousand impressions (CPM)
Cost to achieve every thousand impressions using a particular vehicle or schedule

Effective reach
The percent of the target exposed to an advertising schedule some minimum number of times or more in order for the message to have some 
measurable impact on the audience

Frequency distribution 
The number of times a person, household, or member of a target market is exposed to a media vehicle or an advertiser's media schedule within a given 

i d f i hi b i ll d f ( h b f d i h i i d) fperiod of time. This number is usually expressed as an average frequency (the average number of exposures during the time period) or as a frequency 
distribution (the number of people exposed once, twice, three times, etc.

GRPs
A measure of the total amount of the advertising exposures produced by a specific media vehicle or a media schedule during a specific period of time. It is 
expressed in terms of the rating of a specific media vehicle (if only one is being used) or the sum of all the ratings of the vehicles included in a media 
schedule It includes any audience duplication and is equal to the reach of a media schedule multiplied by the average frequency of the scheduleschedule. It includes any audience duplication and is equal to the reach of a media schedule multiplied by the average frequency of the schedule.

H%
Horizontal percentage 



Maximum exposure limit
This is highest frequency level above which the user considers that his ad has attained saturation level in the mind of the consumer and its 
effect has become marginal.

Media weightMedia weight
A measure of amount of advertising media used in an advertising campaign. It can be expressed in terms of dollar amounts, gross rating 
points, circulation data, or other means.

Minimum exposure limit
This is the lowest frequency level below which the user considers that his ad would have a negligible effect on the consumers.

People meter
A TV audience rating measurement device. It is a box attached to the TV set, accompanied by a hand‐held device similar to a channel 
selector. Viewers push a button every time they watch TV record their actual viewing.

Programme reach
The overall ‘ gross’ reach attained within the total duration of the programme counting the total number of people who have seen anyThe overall  gross  reach attained within the total duration of the programme counting the total number of people who have seen any 
number of segments of the programme.

Rank
The sequence position foe each media with the target group. Media are ranked on the basis of the CPM, the lower the CPM the higher the 
rank, or alternatively on the basis of the reach, the higher the reach the higher the rank is.

Rating
The audience size of a particular vehicle expressed as a percentage of a given population. One rating point is equivalent to one percent of a 
particular population or base. 

Reach 
Estimate of the total universe of individuals who may receive an advertiser’s messages. It accounts for vehicle duplication

Reach %
Audience of one media or a schedule of several media expressed as % of the total target group

Target group 
Size that is a part of the population (in 000’s), which fulfils the target group conditions of selection

Total Budget
This represents the total cost off the proposed alternative advertising schedule of one or more media entries.



Total impressions (TTL IMP)
As a result of placing several ads in a single media or placing one ad in several media; in view of the overlap of their 
respective audience.p

Unit cost 
Gross cost for a single insertion expressed in US $000’s.

Universe
Size that is equivalent to the total population (in 000’s)

V%
Vertical percentage

Vehicle
Individual publications or broadcasting programs in each media category, such as ‘Mbc’ or ‘Star world’ 

Waste %
This is the percentage of reach achieved upon using a vehicle but which is not within the required target group say for usingThis is the percentage of reach achieved upon using a vehicle but which is not within the required target group, say for using 
X magazines to reach a certain target of women. If the user inserts four spots with a total population being 600,000, with the 
women count at 350,000. So the wasted percentage would be the men’s population i.e. 250,000/600,00 = 41.6%. It means 
the advertisement is used only to hit a target of 58.4% of the total population.


