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|dentify the Best Mix of Networks,
Channels and Dayparts for Maximum
Coverage of Your Target with

Nielsen IMS Telecume

From the leader in Reach and Frequency systems, this state-
of-the-art national television R&F system utilizes Nielsen's
most current Persons Cume Study, offering access to
respondent level data and a personal probability model

for your television planning needs.

Sophisticated Television R&F
Based on Respondent Level Data

Nielsen IMS Telecume is packed with
features that make it easy to customize
your analysis for maximum utility and
insight. A powerful Optimization Module
is available to enhance research and
planning tools.

Targeted, Flexible,
Comprehensive Analysis

With Nielsen IMS Telecume, you can
extract and analyze targeted demographic
information against customized dayparts;
choose from an extensive demographic
list that includes gender, age, household
income, cable status, race, education,
region and quintiles; and create as many

compound demographics as you may
need to cover your primary and secondary
targets. Customize a daypart according to
your planning needs with the ability to
include or exclude programming
definitions as well as the ability to
combine broadcast types such as cable
and network (e.g., create a “sports”
daypart that consists of 40% cable sports
shows and 60% network sports shows).

Comprehensive analysis of data doesn't
stop at the creation of dayparts. A user
may also view ratings data, an extensive
list of variables, and a variety of report
options for comparisons and examination.
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Nielsen IMS Telecume

Create Composite Daypart

Group : lTeIeCume Daypartz ;!
Media Type : |Br0adcast ;j

Daypart : IFDX - Total Sports |

Proportior: |30 % Append I Remove I Create Help | Close |

ABC - Total Sparts 40%
ESPM Tatal 30%
FOx - Total Sports 30%

IABE - Tatal Sports 40% / ESPM Total 30% / FO - Total Sports 30%

Module: Optimization

A powerful algorithm in the Optimization Module evaluates and

reevaluates hundreds of schedule combinations to

determine the most efficient schedules, based on user

defined parameters and goals (budget and/or reach). Optimized

schedules may be viewed in the main worksheet so the user may
change/add data and compare to previously created plans.

Custom Features

Define Target—Define a target group from demographic
information in the Nielsen Cume Study including gender,
age, HHI, cable status, race, education level, region, quintiles,
Hispanic language strata, etc.

Daypart Definition—Customize dayparts according to planning
needs. Include or exclude specific program definitions, view
ratings and other daypart information for comprehensive
analysis.

Composite Dayparts—Create dayparts that are a combination
of various broadcast types, such as cable and network, (e.g.,
create a “sports” daypart that consists of 40% cable sport shows
and 60% network sports shows).

Insert Total Columns—Ability to insert Sub-total and Total
columns to facilitate analysis.

Extensive Variable List—In addition to the common variables
such as Spots, number of Stations, Ratings, Reach, Frequency,
GRP, etc., over two dozen variables may be selected for compre-
hensive analysis. Some additional variables include: Viewers per
Household, Cable Penetration, 4 Week Average Reach, 4 Week
Average GRPs, 4 Week Average Frequency and more.

General Features

Cost Data—Import or manually enter CPP info to evaluate the
efficiency of schedules. Customized rate cards may be created
with costs entered on a weekly, monthly or quarterly basis.

Multiple Report Demos—Select a “Primary Target” as well as
“Report” targets (secondary, tertiary targets, etc.). A user may
scroll through these targets to view how a schedule/campaign
performs against each demographic.

Input Weeks/Schedule Weeks—This scheduling tool allows
a user to quickly set up a series of schedules that calculate
the planning variables based on the number of weeks you
are inputting GRPs for compared to the number of weeks
the schedule is running.

Report Options—A variety of report options for easy and
clear analysis, including Schedule and Daypart comparisons,
N-Tile and Frequency distributions, as well as graphical
representations of schedule data.

Reports are exportable to Microsoft Excel.”

Link to Nielsen IMS Campaign RF and Nielsen IMS
MediaMix—Seamless integration allows users to combine
various media schedules to achieve one overall Reach &
Frequency for total media activity.

For additional information contact your Nielsen Representative:

New York 646-654-5959
Chicago 312-583-5357
Los Angeles 323-817-1530
www.nielsen.com
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