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Optimize Your Local TV Plans Quickly and
Easily with Nielsen IMS MarketMate TV

Utilizing Nielsen IMS Generic or Nielsen NSI data to generate
market sensitive Reach and Frequency analysis, Nielsen IMS
MarketMate TV empowers users to analyze campaigns and
schedules by DMA® with the ease of a user-friendly interface
and the advantages of customization capabilities—including
demographic and daypart definition and extensive variable

and reporting options.

Customization Tools Take
Analysis Beyond R&F Basics

Users may access population, household
tuning, demographic viewing and cume
data for all DMAs. A powerful
Optimization Module is available to
enhance research and planning options.

Sophisticated Custom Analysis
Made Easy

Local market plans are as distinct as each
of your clients, and Nielsen IMS
MarketMate TV offers planners the
flexibility to quickly and easily customize
schedules to meet specific goals; tailor
your own market definition; define your

own target; and use/import customized
rate cards. Make the most of an extensive
list of variables that goes beyond the
common variables to include: Cable
Penetration, 4 Week Average Reach, 4
Week Average GRPs, 4 Week Average
Frequency and more. Using these
variables saves time and makes analysis
more accurate. Make the most of every
bit of data with Nielsen IMS MarketMate
TV.
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Report Options—A variety of report options

Reset Overrides

Nielsen IMS MarketMate TV 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.

General Features

Cost Data—Import or manually enter CPP information 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 tool allows a user to
quickly set up a series of schedules that calculate the planning
variables based on the number of weeks for which you are
inputting GRPs compared to the number of weeks in which
the schedule is running.

; for easy and clear analysis, including

Schedule and Market comparisons, N-Tile
and Frequency distributions, HH Ratings Report, VPH Report
and Cume Report, as well as graphical representations of
schedule data.

Reports are exportable to Microsoft Excel.”

Link to MediaMix—Seamless integration with the Nielsen

IMS MediaMix program allows users to combine various media
schedules to achieve one overall Reach & Frequency for total
media activity.

Custom Features

Define Market Groups—Group markets together to define
a custom region (e.g., Northeast). The defined group will
represent an average of all markets included.

Customize according to plan goals—Focus a campaign
on goals by identifying if higher dispersion or concentrated
schedule is desired.

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

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

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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