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"NEW EXPERIENCES ON MERGING IN ITALY"
1) OBJECTIVES OF THE PRESENTATION

Data fusiom or merging is, at present, a well known and freguently
applied technique.

Sometimes it works on the individual level, sometimes on the group
level, with different neighbour definitions and different distancing
concepts.

The topic of this presentation is not so much to illustrate how the
ltalian media-press fusion works in terms of a detailed description of
the fusion process; rather we would like to emphasize the use of
special variables involved in defining the similarity between indivi-
dual subjects.

In fact, the 1talian media-press fusion process principally completes
information present in a reduced form for the media-press audience and -
marginally resolves problems of missing data.

It is really important to understand the general situation in which
we started, some years ago, with experimental fusion on media-press
data.

Also at present, the fusion process works on different media-press

data, with the intent of furnishing a single source for data of
magazines and newpapers.

2) HISTORY OF 1TALIAN MED1A PRESS SURVEYS

Since 1985, in Italy we have had regurarly two indipendent surveys
evaluating media-press audiences on a national basis,through personal
interviews organized in two waves per year :

- ISPIPRESS (1ISP1 in the past) for weekly and monthly magazines
together on the same questionnaire

- ISEGIPRESS (1SEGI in the past) for daily newspapers.
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NEW EXPERIENCES ON MERGING IN ITALY

In 1986 we started fusing data on magazine audience, coming from 2
different sources

- the traditional ISP1 survey (15,500 cases)
- the new media-press survey NIP(12,000 cases),collecting information
on a subset of magazines surveyed with 1SPI.

The main cbjective of this first fusion experiment was to enrich the
basis for readership evaluation,extending the number of magazines a-
vailable for media planning as well.

We had also an indirect advantage, because the validity of the results
convinced the publishers of the possibility of gathering different
reading and readership information from different samples of inter-
viewees (not making them answer a long list of questions, taking-up a
lot of time) without loosing the possibility to use data together in
planning processes.

The 15P1 Technical Committee decided to start in 1987 with a new
questionnaire to collect complete information on monthly magazines for
a half sample and on weekly magazimes for the other half-sample.

We moved from the first fusion experiment to fuse data on magazine au-
dience using a methodology that still works, having been modified
through the years with meaningful improvements,

In 1988, the first experiment took place for the fusion between data
on national/local daily newspapers and data on magazines.

We attributed magazine reading information to 26,000 people from the
ISEGIPRESS sample.

In the summer of 1990, we successfully concluded the realization of a
complete common source for magazine and newspaper audiences, where the
joined samples of media-press surveys are able to predict magazine and
newspaper readership.

We enriched the magazine reading information of the 26,000 people from
ISEGIPRESS sample and the nmewspaper reading information of the 25,000
people from the ISP1PRESS sample.

During the spring of 1990 a very important event took place: the
creation of AUDIPRESS, a new partnership among press publishers and
advertising users.

In accordance with the idea of a common scurce of information, the
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NEW EXPERTENCES ON MERGING IN ITALY

combined 1SPIPRESS-1SEGIPRESS Technical Committees decided to promote
an experimental survey able to evaluate, at the same time , media
press audiences and information about products ana brands.

We are now working toward the completion of this ambitious project,
whose complexity does not consist of the ability to complete weak in-
formation collected interviewing a large proportion of pecple, rather
than to make statistically equivalent audience estimates evaluated on
different samples, asked in a different way.

The experimental survey is being done, at the moment, on a small-sized
sample (about 2400 people) representing twe ltalian regions, using a
questionnaire quite different from the traditional one.

1In fact , we have:

1) traditional part of questionnaire
- weekly magazines
- monthly magazines
~ daily newspapers

2) new part of questionnaire (self-administrated)

- products and brands.
Other important differences between traditional and test surveys con-
cern principally the internal disposal of questions inside the que-
stionnaires and the interview flow.

-

As the traditional media-press survey and the experimental one run at

the same time (they have a common two-week field work periocd) we will

be able to evaluate the presence or absence of significant differences
between audiences produced independently by the two surveys.

We think we will be able to extend in one year tha actual experience

to a complete survey of more than 50,000 people (25,000 for each wave,
with two waves per year).
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3) TRADITIONAL MEDIA PRESS SURVEYS

CHARACTERISTICS OF TRADITIONAL ITALIAN MEDIA PRESS SURVEYS

Presently we have two media-press surveys running 2 times per year,
with the following characteristics

- 1SP1PRESS (about 12,500 cases per wave) - (Figure 1) -
with complete or ‘'strong" information (7 questions ) on
- about 40 weekly magazines
- about 80 monthly magazines
- 2 newspaper supplements

with incomplete or ''weak' information (2 questions) on
- about 50 national/local daily newspapers

- 1SEGIPRESS (about 13,000 cases per wave} - (Figure 2} -
with complete or "strong'" information {7 gquestions) on :
- about 50 national/lecal daily newspapers
- 2 newspaper supplements

with incomplete or "weak' information ( 2 questiocns) on
- about 40 weekly magazines
- about B0 monthly magazines,

The surveys are indipendent, but they have a common sample random de-
sign inside gepgraphic strata.

They cover, also with over-sampling if it is necessary, small
geographic strata corresponding to the areas of local newspaper sale.

The audience evaluation comes from the average of the most recent two
waves of the surveys.

The two media-press surveys have different guestionnaires but they
have common questions for the socio-demographic part.

Inside each survey we have twoc editions of the same gquestionnaire:

- for 1SPIPRESS
edition A with complete information about weekly magazines and
reduced information about monthly magazines
edition B does the reverse
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FIGURE 1
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F1GURE 2

ISEGIPRESS (DAILY NEWSPAPERS)
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FIGURE 2 BIS
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NEW EXPERIENCES ON MERGING IN ITALY

both editions A and B have reduced information about daily
newspapers and complete information about newspaper supplements;

- for 1SEGIPRESS
edition A with complete information about daily newspapers and
reduced information about weekly magazines

edition B for complete information about daily newspapers and
reduced information about monthly magazines

both editiomns A and B have complete information about newspaper
supplements - (Figure 2bis) -

The evaluation of the media-press audiences comes from the samples
weighted indipendently, but using the same weighting cell definition.

MEDIA PRESS DATA FUSIONS

Twe main fusions processes take place on media-press surveys

- F1 fusion between data on magazines with different publication
periods - (Figure 3) - .

- F2 fusion between data on magazines and data on newspapers
- (Figure 4) -

The fusion F1 has been active since 1987, while F2 started in 1988.

The objective of the fusion process F1 is to evaluate the duplicate
audiences between weekly magazines and monthly magazines, allowing
jeint planning processes.

The objective of the fusion process FZ2 1is to evaluate the duplicate
audiences between weekly or monthly magazines and newspapers,
allowing joint mixed planning processes.

The final result of media-press fusions is one file containing about
51,000 people which have complete information on

- socio-economic variables {directly available from the 51,000 in-
terviews)

- press audience variables (available from weekly magazines inter-
views, directly for 12,500 people of 1SPIPRESS edition A sample,
from monthly magazines interviews, directly for 12,500 people of
1SP1PRESS edition B sample,from daily newspaper interviews, directly
for 26,000 people of 1SEGIPRESS sample edition A plus edition B).

-8 -

480



FIGURE 3

NEW EXPERIENCES ON MERGING IN ITALY

1SPIPRESS (MAGAZINES)

12.500 pEOPLES
EDITIONS "A"

WEEXLY
H_ASLZD‘E_& -

MONTHLY
MAGAZINES

DAILY
MEWSPAPERS

®MEWSPAPER
SUPPLEMENTS

FUSION Fl

12.500 peorLes
EDITIONS “B”

WEEKLY
MAGAZ INES

MONTHLY
MAGAZINES

DAlLY
NEWSPAPERS

NEWSPAPER

LSUPPLEMENTS

U

25.000 peoPLES

WEEKLY
MAGAZINES -

MAGAZINES -

DALY
MNEWSPAPERS
e e e STRONG INFORMATION
SUPPLEMENTS
D WEAK INFORMATION
- 9 -

481



NEW EXPERIENCES ON MERGING IN 1TALY
FIGURE &
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NEW EXPERIENCES ON MERGING IN ITALY

Each fusion process works on an individual basis, moving information
from donors to recipients.

In fact, members of a survey or edition are matched with members of
another survey or edition whose characteristics (demography,behaviocur,
ecc.) are closest.

The result of the individual matching process is the attributicn
of magazine/ newspaper reading from the donors to the recipients.

Two statements represent the basis for both processes:

1) the audience of each publication is derived from the sample
collecting infermation in the more complete form;

2) the main task in the fusion process is the search for a reci-
pient who must be the mest similar possible to the donor, prin-
cipally in the reading profile.

In practice the matching process takes place not only on general cha-
racteristie¢s , but alsoc waorks strongly at the reading level, using
the weak reading information of the recipient sample like a magnet for
moving the complete reading information from the donor sample tc the -
recipient sample.

The choice of the variables active in the fusion process comes from

a previous study searching for the socio-demographic characteristics
that most discriminate people with different media-press audience
behaviour (quantity, quality and groups of publications read}.

The cells within which the fusion processes take place are defined by
the following variables

- first level cells
1) small geographic areas (about 60)
2) sex
3) household responsibility

- second level cells
4) age (B classes)
5) education level (5 classes)
6) socio-economic status{b classes).

Variable number one is involved in each fusion process because of the
need to predict duplications between local newspapers and magazines at
local geographic level.
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NEW EXPERTENCES ON MERGING 1IN 1TALY

The way we use the different kind of cells is regulated by a lot

of norms, among which the most immediate and simple are the following:

- the first level cells represent strong constraints without possibi-
lity to go out of them

- the second level cells represent soft constraints where contiguous
cells exchanges are allowed.

The reference system in which the similarity between people is
measured is the same for both fusion processes and it uses the
media-press audience variables common to both surveys in the weak
form.

The similarity is measured by the "Euclidean distance’.

The major part (65 % ) of individual matches attribute reading infor-
mation already present in the weak form in the recipient sample.

The remaining 35 % of matches take place only through similarity
concepts.

EVALUATION OF THE FUSION RESULTS -

At the end of the fusion processes, we plan several general checks.

The final figures for publication audiences are compared with initial
figures coming from the sample collecting complete information on
reading.

Chi-square analyses are provided on denor, donor joined to recipient
samples for socio-demographic characteristics crossed with media-
press audiences measured on single magazine/newspaper or group of
publicasions.

Other checks are made on data before and after fusions, principally

on overlapping between publications for which we have complete
initial information.

All the previous checks took place at the end of the most recent fu-
sion experiment, except the part concerning newspapers for which we
had the complete original information.

For magazine audiences {reading in the last period), a gocod consi-
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NEW EXPERTENCES ON MERGING IN TTALY

stency has been obtained between observed and after fusiom results
(see table 1).

Comparisons of magazine audiences cross-tabulated with socio-demogra-
phic variables, before and after fusion, don't show significant diffe-
rences through CHI-SQUARE (see tables 2 and 3).

Finally, we compared publication audiences cross-tabulated with
publication group audiences,both befere and after fusion, through
Chi-square.

Also in this case, we obtained a good consistency (see tables 4 and

5).

CONCLUSIONS AND PERSPECTIVES

During the execution of the last media-press fusion processes, we
improved the following aspects of phases F1 and F2

- over-sampling treatment, when they are not equally present
inside donor and recipient samples -

- donors re-usage

- first level cell definition for both phases

- control of publications with low-level audiences.

We can conclude that, at the present, the media-press fusion proces-
ses are well-established procedures, able to supply media-press plan-
ners with consistent results.
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NEW EXPERIENCES ON MERGING IN I1TALY

TABLE 1

1SP1PRESS

- WEEKLY MAGAZINES

COMPARTSONS

between

ISEGIPRESS

after fusion

concerning the 41 publications studied, the discrepancies

between the audiences measured by the two files are

- 0 for 37

- 1 % for 3

|
(AN ]
o®

for 1

- MONTHLY MAGAZINES

titles

titles

title

concerning the 74 publications studied , the discrepancies

between the audiences measured by the two files are

- 0 for 4
- 1% for 33
- 2% for 29
- 3% for 5

- 4 % for 3

The percentage basis

titles

titles

titles

titles

titles

is the audience measured in the original file.

486
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TABLE 2
COMPARTSONS

between

ISP1PRESS 1SEGIPRESS

after fusion

- B WEEKLY MAGAZINE GROUPS
comparison through the CHI SQUARE method between PENETRATION RATES
before and after fusion crossed by the socioc-demographic variables
(21 classes)

- 168 measures of which 0 are significant.

-

- 14 MONTHLY MAGAZINE GROUPS
comparison through the CHI SQUARE method between PENETRATION RATES
before and after fusion crossed by 5 socio-demographic variables
(21 classes)

- 294 measures of which 0 are significant.

_.‘]5..
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TABLE 3
COMPARTSONS

between
ISPIPRESS 1S5EGIPRESS

after fusion

- 8 WEEKLY MAGAZINE GROUPS
comparison through the CH1 SQUARE method between COMPOSITION RATES
before and after fusion crossed by 5 socio-demographic variables
(21 classes)

- 168 measures of which Q are significant,

- 14 MONTHLY MAGAZINE GROUPS
comparison through the CH1 SQUARE method between COMPOSITION RATES
before and after fusion crossed by 5 socio-demographic variables
{21 classes)

- 294 measures of which 0 are significant .
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TABLE 4
COMPARISONS
between
ISPIPRESS ISEGIPRESS

after fusion

- B WEEKLY MAGAZINE GROUPS
comparison through the CH1 SQUARE method between the audience
cross-tabulated itself

- 64 measures of which 0 are significant.

- 144 MONTHLY MAGAZINE GROUPS
comparison through the CHI SQUARE method between the audience
cross-tabulated with itself

- 196 measures of which 0 are significant.
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TABLE 5
COMPARTISONS

between

ISPIPRESS 1SEG1PRESS

after fusion

- WEEKLY MAGAZINES
comparison through the CHI SQUARE method between the audience for
47 titles cross-tabulated with that of B groups of weekly publica-
tions

- 328 measures of which 14.6 % are significant.

- MONTHLY MAGAZINES
comparison through the CHI SQUARE method between the audience for
74 titles cross-tabulated with that of 74 groups of monthly publi-
cations :

- 1036 measures of which 5.7 % are significant,
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4) EXPERIMENTAL MEDIA PRESS/PRODUCTS SURVEY

CHARACTERISTICS OF THE TTALIAN MEDIA PRESS/PRODUCTS SURVEY

The basic design of the new survey is as follows (see also figure 5):

. Sub-samples information collected
compilation compilation compilation
I l |
time 1 time 2 time 3

(self-administrated)

A weekly products monthly
magazines and magazines
brands - and
daily
newspapers
B monthly products weekly
magazines and magazines
brands and
daily
newspapers
c daily products weekly
newspapers and magazines
brands and
monthly
magazines
- 19 -
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Fisure S
EXPERIMENTAL SURYLY

SUB-SAMPLES

Time 1 Time 2 Time 3
3 Y
WM P&B M DN
A
(800 PEOPLE)
41 400 Bl 52
MM PgB WM DN
B
(800 pEOPLE)
&1 400 41 52
DN’ P&B WM MH
C 52 400 4] g1

(800 PeoPLE)

LEGENDA

WM = WEELKY MAGAZINES

P & B = PRODUCTS AND BRANDS

MM = MONTLY MAGAZINES

D N = DAILY NEWS PAPERS . - 20 -
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We used the same sample design, applied to traditional media-press
surveys , also for the sub-samples A,8,C , even though the sample si-
ze of { was double of that of A and B.

The reason for different sample sizes is twofold: we have to suffi-
ciently represent the local newspapers reality and account for cver-
sampling.

We have to resolve two problems categories, namely
(A} first category

- missing data coming from time 2 failures
- missing data coming from time 3 failures

(B) second category
- comparison between audiences measured from times (compilation
times) and eventually following treatment to make audiences

statistically equivalent,

Interventions required by problem categories A and B have to be multi-
plied by the 4 groups of information

- weekly magazines -
- monthly magazines
- daily newspapers

- products and brands

that will be treated separately and independently.

The work hypothesis are as follows

- the correct audience value for magazines and newspapers could be
measured only using answers collected at compilation time 1,
although we believe in the statistical equivalence of audiences

evaluated on samples interviewed at different compilatic times

- the reader profiles are consistent if measured on the total sample A
+ B + C, where each target is well represented.
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MEDIA-PRESS/PRODUCTS DATA TREATMENT

Using the part of fusion theory concerning similarity concepts and re-
lated merging rules , we have developped two new processes

(1) EXTENTLION of information for questionnaires with missing data
(see figure 6)

(2) audience CALIBRATION working for each group of media-press in-
formation over the total sample A + B + C (see figure 7).
The complete data treatment, after data cleaning, is so structured

(1) 3 independent, common design , WEIGHTING procedures,working on
19 geographic areas and controlling 7 variables at the same time

(2) ANTE ANALYSIS concerning study of original estimates obtained
from different samples

(3} EXTENTION
(4) CALIBRATION

(5) POST ANALYS1S concerning study of results calculated after data
treatment phases 3 and 4.

CONCLUSTONS AND PERSPECTIVES

At present it is not possible to form any conclusion about the result
of data treatment procedures we are developping and testing.

In one month we will have the final results of the experiment and we
will be able to make a validity judgement about how the new technics
work, expecially concerning

- difficulty to complete missing data

- suitability of profile control and correction

- extension or compression of audiences, respecting the audiences
figures obtained from primary samples.

1f the experiment is successfull, we will extend the same methodology
to a complete survey of more then 25,000 people for each wave, taking

place two times per year.
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FiGure &
EXPERIMCNTAL SURVEY

EXTENSION (Homri1zONTAL PROCEDURES)

SUB-~
SAMPLES
WM WM WM
P&B ——t— P&B
A e e
COMPLETE FAILURES FAILURES
INFORMATION AT TIME 2 AT TIME 3
MM MM MM
. PeB —_—— " pgB )
.—+
WM -
DN -1 -
—_— o — N
DN DN DN
P&B et - PaB
A S U
Wr -
= WEEKLY MAGAZINES
= PRODUCTS AND BRANDS MM —
= MONTLY MAGAZINES
= DAILY NEWS PAPERS L | _ _ _ _ ] | _
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SUB-
SAMPLES

Ficure 7
EXPERIMENTAL SURVEY

CALIBRATION (Di1AGONAL PROCEDURES)

Time 1 Time 2 Time 3
k M
WM PLB /

\ / DN
'HM

MM &B
DN
/ WM

DN P&B
MM
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GENERAL CONCLUSIONS

The recent establishment of AUDIPRESS has promoted some new
initiatives with the intent to measure variables not present in the
traditional media-press surveys.

AUDIPRESS is now very concentrated on measurement of publication
middle issue life cycles during a pre-fixed period,through modelling
technics that can allow a post-intervention on the traditional data.

We can conclude by saying that the main directions we follow at the
moment are three and they are strongly connected

- traditional media-press surveys {fusion processes)

- esperimental media-press/products and brands surveys (extension and
calibration technics)

- middle issue life cycles studies{mathematical models).

- 25 -

497



