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Background

« Kantar Media is actively developing RPD applications

— Provides extremely rich data second-by-second
— Extremely large sample sizes

 Led to investigations of using the data to better
understand creative holding power
— Tune-Away Is a measure of holding power

 Studies that have investigated tuneaway have shown
— there are lower levels of tuneaway for buyer targets
— Increased exposure frequency increases tuneaway

— Tuneaway varies for the same commercial under different
circumstances
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Background

e Tuneaway varies for the same commercial under
different circumstances

— Previous investigations explored estimating the creative holding
power by factoring out these independent variables

 This investigation focuses on those variables as a
way for media planners to better understand where
and when commercials will have less Tune-Away
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Methods

e The Database
— Source: Kantar Media’s national DIRECTView service
— 100,000 DIRECTView households
— Over 200,000 spots covering the top ten advertising categories
— Largest advertiser for each
— All commercials for four weeks in October 2009

— All commercials for one week in August 2009, September 2009
and January 2010 (for seasonality)

e The Analysis
— Examined patterns of Tune-Away
— Tested for creative influence
— Examined Importance of variables
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What is Tune Away?

* Developed by Kantar Media in our measurement
role for the Comcast/SMG addressable trials

* Tune away defined as the percent of available
commercial time that is NOT tuned to
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Analysis

Commercial Length

Live+3 TuneAway
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Analysis
Position in Pod

Live+3 TuneAway - :30's
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Live+3 TuneAway - :30's
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Analysis

Audience(000)

Live+3 TuneAway - :30's
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Analysis

Hour of the Day

Live TuneAway

Mean TuneAway
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Analysis

Month

Live+3 TuneAway - :30's
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Analysis

Live+3 TuneAway - :30's

Mean TuneAway
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Analysis
Network Classification

Live+3 TuneAway - :30's
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Network Classification -

Children — Teens — Young Adults

Live+3 TuneAway - :30's
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Network Classification -

Music

Live+3 TuneAway - :30's
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Network Classification

News 7/ Information

Live+3 TuneAway - :30's
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Network Classification -

Sports

Live+3 TuneAway - :30's
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Analysis

Top 50 Programs By # Spots

Top 15 Programs by Number of Spots
Avg. Live+3
Program (Network - Number of Spots} Live+3 TuneAway-:30's Prgm Rating
ESPNEWS (ESPN NEWS 5477) h .66
Imp. Inf. about Versus (VS 641) .30
Weather Center (TWC 929) .23
SportsCenter (ESPN 1572) .14
Jump Start (VH1 1241) .10
Biography (BIO 1106) .05
World's Strictest Parents (CMT 626) 05
CMT Music (CMT 736) .04
Ext Makeover: Home Ed. (CMT 790) 04
The Bernie Mac Show (FX 600) 03
The Real Hsw of Atlanta (BRAVO 614) .00
CSI (SPIKE 2008) .08
Law & Order (TNT632) .02
Law & Order: SVU (USA 620) - .00
NCIS (USA 818) i .01
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Conclusions

* Tuneaway varies dramatically across many of the
criteria used to select media and information used
to develop a media plan

« Patterns of tuneaway can and should be used to
help create better media plans
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