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Scme Background and Camnent on FCB’S Unpire
and Prototyping etc. in the UBA
Umpire: Ummeasured Magazine Profile-Distance Method

by Stephan A. Douglas

In April, 1990 Roger Baron announced the FCB systam, Unpire as an aid in
judgement in selecting the best prototype of an unmeasured magazines.
This prototype is used in the caputer as surrocgate for an urmeasured
magazine in efficiency rankings, optimizations, reach/frequency analyses,
etc. Roger’s paper follows; but first a very brief summary of the
evolution of "making up the mmbers' in the U.S. as a word of background.

As mexbers of this symposium are well avare, all agencies must consider
majazines not measured in a natiomal syndicated readership data base, such
as ARA in Germany, PMB in Canada, NRS in UK or Simmons, MRI and MMR in
the U.S5. 8cme of you are from countries that do not currently conduct
Rational Readership Burveys. When Dawn Mitchell heard about the concept,
we thought we should present it because it works. Roger is unable to join
us because of earlier commitments and the mini recession in the U.S8.

Media planners need audience estimates for ummeasured magazines. In short
we make up mumbers, in the U.S. Bcme mmbers, as Marty Frankel pointed
out in a recent ARF paper, are more made up than othars.

There is, in fact, a major group of agencies lead by JWI-Chicago that
resist prototyping. Their reasons are that having a mmber implies
certainty about the judgement that went into making up that mmber. JWT
thinks it must be a more reascned position.

The problem is that the media departments have all had reductions in the
mmber of people per million dollars of billing. It seeams logical that
centralizing the prototype analysis in the media research function makes a
lot of sense. The media research department does the analysis and makes
recammendations to groups of senior media sxecutives (say five years or
more experience with titles like Asscciate Media Director or Media
Director). This group then reviews the logic of the recammandationm,
accepts it, modifies it based on experience, or sends it back for more
study. This saves time of the plannars and standardizes

positions. That can be good because it requires less man hours in the
process, and bad because it removes responsibility from young plamners to
learn.

Media evaluation of maasured magazines recquires the following data be

reviewed by EACH individual planner, group of planners, and (or if you use
a centralized system) a media research exsecutive:
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© The magazines’ editorial contemt and history:
© The magazines’ circulation history and audit statements;

¢ High quality subscriber studies (Typically direct mail with a
response rate of more than 50% and following the Amarican
Association of Advertising Agency quidelines).

Not having any or poorar quality versions of the above informatiom Mmurts
an urmeasursed magazine in agency review process. Another negative is if
the magazine is controlled (not paid for but sent umsolicited [that is the
worst] or requested individually, but still free).

We use two methods:
¢ SBimulations;
© Prototypes.
A simulation is:

""...used to describe the output of a process in which a magazine
vehicle is created on one of the syndicated auxlience data bases not
from respondent reporting but from mathematical modeling.
S8imulation is typically carried out by one of the on line data
processing campanies according to a given set of mutually exclusive
and axhaustive population segments.

", ..unlike prototyping which is replicable, similation may not: be
replicable. ...if two different individuals specify a prototype
using the same assunpticns, they will produce the same results.

Martin R. Frankal, Ph.D.
ARF Issues Workshop
July 11-12, 1989.

S8imulations have been severely attacked by the agency media research
cammmity because they do not have a direct tie to actual behavior. The
method ccnstructs an artificial person soclely cn the basis of a few
damographics. This can cause embarrassing ancmalies - for example, scme
simulations of skiing publications do not produce any akiers in the
readarship.

Traditional prototyping procedures include:

© Taking a similar magazine, say a Travel & Leisure which is
reportad, and raising or lowering the andience level (RBEC) and
calling it Travel Holiday, an ummeasured magazine. Umpire
helps resolve the problamatic question, '"Which is the most
similar magazine?'

© Taking a weightsd average of two or more magazines, liks 50% of
Travel & Isisure’s audience, 25% of American Way’s and 25% of
Gourmet’s to equal Travel Holjday. Again, Umpire can help the
planner select which magazinas to use.
2
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o B8electing a host publication, Travel & Leisure again, and
re—weighting demographic camposition say of age, or age within
income, and making that a new travel magazine. This is called
a canposite method. One of the advantages of the caposite
method is that we can us it to estimate the audiences of very
exttreme populaticns. For example just using the college
graduates who read the Wall Street Journal seems to produce a
very realistic estimate of readers of Ivy League College Alunmni
publications.

The compesite method was developed by the Newsweeklies to
estimate the total audiences and campositions of the
damographic editicns of Newsweek, U.8. News, and Time. These
editions are made up of subscribers who have been qualified by
questionnaire job title (for Time Top Management) and job title
and income qualified for Newsweek Business. To estimate
demographic editicns, audience and gshare jab title estimates
are derived fram the use of subscriber data relative to either
MRI or SBimmons. For complete descripticns contact any news
magazine office and they will be glad to provide you with a
copy of their respective versions;

Tpire

Ompire is an aid in the process of selecting a magazine as host to better
estimate camposition for the prototype. Roger Barcn bhas inventsd a
program that takes five pieces of information trm a subscriber study.

The five pieces of information are:

©o % Wamen;

o Median age;

o % Graduated college plus;
o Madian household income;
o % Married.

How he arrived at these demos and the validation of the work is thoroughly
reviewed in the FCB paper following. In short, npire uses the delta-
square statistical technique to create a score for each potantial
prototype that indicates how close it is to the dsmographic profile of the
umneasured magazine’s subscribar study.

The validation process shows that the profile of Umpire’s recamnanded
prototype is remarkably close to that of the actual magazine, not just on
demographics, but also on product usage) when finally measured and
reported in a recent reading system. Correlations for most of the
magazines tested are in the mid-nineties. In short, it meets the tast of
predictive validity. It works in almost all cases. There are scme
axceptions.
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It does not work for:

© News magazines - there are sevaral possible reascns. I smxqgest
that the reader par copy produced by the ubiquitous public
pPlace availability is the answer. Scme have suggestsd the
quality of the subscriber study was not good. I believe it is
the former not the latter.

© College publications - Ivy Leaque Network - the audience is too
upscale. Further, there is no publication in MRI with the high
concentration of college graduates that would be likely for
this publicaticn.

© Highly upscale magazines - such as Art and Antjiques or Nation’s
Business. The dalta-square for these are the thousands,
compared to typical magazines which score in the low umdreds.
This is not an indictment of the Umpire system. Rather, it
says that these magazines are so upscale that there is no
suitable prototype in syndicated research.

These few cases just confirmed Roger’s point that the model is not a
substitute for thinking. It is meant to help speed up and or expand the
researcher or planners options.

The Umpire system’s objective is:

*To find the single magazine or group of magazines that most cleosely
matches the demographic profile of an unmeasured magazine readership
study."

Total audience and readers per copy remain media research judgements. FCB
stresses, as I do, that beyond the mmbers, plannars will still have to
evaluate the new magazine’s qualitative valuss and the appropriateness of
editorial enviromment for their particular product.

The omplets paper by Roger Baron follows or is availahle in the most

recent issue of the Advertising Research Foundaticm Journal of Avertising
Raesearch, Fall Winter 1990.
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USING THE PROPILE-DISTANCE METHQOD TO SELECT
UNMEASUR MAGA RO 8

by

Rocger B. Baron
VP/Director of Media Research
Foote, Cone & Belding/Chicago

Copyright 1830, Foote, Cone & Belding Communications, Inc.
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In today'’s world, the computer has become essential for magazine planning
It stores syndicated readership data, it calculates their relative
efficiency, and 1t estimates the reach and frequency of alternative
schedules.

That‘s fine if we are talking about the several hundred established
magazines that are measured by syndicated research. But what about new
magazines, or those that choose, for one reason or another, not tc be
included in tne general studies? Now the planner, and most certainly
the magazine sales staff, have a big a problem. At many agencies, 1if
it’s not in the computer, it’s not loocked at, it’s not considered for
the schedule, and it may as well not exist in so far as that advertiser
1s concerned.

To sclve this problem, we need scome Kind of surrogate that can represent
the unmeasured magazine in media analyses. One approach is to simulate
its readership by artificially designating a group of respondents whose
demcgraphics match those of the new publication. In our cpinicon there

are serious problems with simulations because there is nc tie to

the reality of magazine readership. This can cause real problems when -
working with product usage.

The more accepted method is to use a prototype - that is, a measured
magazine that is similar to the unmeasured book. But the process of
selecting the best prototype has been problematic and highly subjective.

It’s not for lack of effort on the part of the magazines. Millions of
dollars are spent every year on proprietary readership studies. The "
problem is not with the studies - it’s that the planner doesn’t know
what to do with them - they don’t know which demographics are most
important and they have nc way to handle the data. If they were matching
on just one demo - say median age, the task would be easy. But to be
accurate you need several demes - sex, income, education, and so forth -
and now the planner is faced with a mind-boggling array of numbers, and
a mental process that goes something like, "This magazine is close on
age but it’s income is too low; on the other hand that magazine is fine
on age and income but there are too many men."

In despair, the planners toss the expensive readership study aside, and -
turn teo something they can understand: editorial similarity. But, as
Debbie Solomon pointed out in our debate at the ARF Workshop last year,
new magazines go toc great efforts to find a unique editorial niche -
choosing a similar existing magazine can be very difficult. And besides,
just because one magazine is in the same general editorial category as
another does not mean that it’s readers have the same demographics, or
more important, the same lifestyle and product usage patterns.

Demographics predict lifestyle. The readers of Architectural Digest are
part of a sociceconomic group that is described, pnot only as pecple who
live in expensive houses, but also, as people who have the money,
education, and outlook to be interested in a range of different subjects,
and, more important for our purposes, to selectively read certain
magazines: Gourmet, Travel & Leisure, Psychology Today, the New Yorker,
and so on. These are the magazines that should be considered as prototype
candidates, and we can find them by matching demographic profiles.
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FOOTE, CONE & BELDING
MP IR
UNMEASURED MAGAZINE
PROFILE SYSTEM

To do this, FCB has developed UMPIRE, the Unmeasured Magazine Profile
systen.

OBJECTIVE L

To ftind the single magazine or group ;

of magazines that most closely maikches |

the demographic profile of an unmeasured
magazine's readership study.

It’'s objective is to find the single magazine or group of magazines

that most cleosely matches the demographic profile of an unmeasured
magazine’s readership study. The prototypes are only used to get estimate:
of audience composition for the computer. Total audience and reader-per-
copy remains a media research judgment. Beyond the numbers, planners

will still have to evaluate the new magazine’s qualitative values and

the appropriateness of its editorial envircnment for their particular
product. Here’s how UMPIRE works. '

Sex (% women!

Graduated college plus
Madian Housshold Income

[
|
|
Median age '

We begin by identifying those demographics that are most predictive.
Later we will discuss how we did that - but for now, let’s assume that
they are sex (woman composition), median age, college grad plus, median
household income, and married,.
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(Prinary Reader}
MEDIAN COL  WEDIAN i

MAGAZINE WOMEN AGE QAAD MY WARRND |
001 Home ioeas Y724 8.0 219 402 raz
4 wheel & Ot R 212 283 [ > 88 482
American Baby T4.7 LB ] F1 ¥ N8 922
Amercan Health b 4 423 2638 Ase 9.0
Arch Digest AQ.0 4215 2.8 522 58.1
AL, bt 48.7 487 422 408 81,1
Baty Tam 75.8 27.4 18.0 382 TT2
Barrors 22.% A4 834 58.4 02
BSass Msster 19.8 - 11.8 31.7 T34
Battyr Homes 71.2 4.0 218 L1 ¥ 3 T8.0
Bon Appetit 70.7 08 370 500 er.T
Sride s Magazine 8.2 32 17.4 429 49.8
Business Yeek 25.8 448 483 1.8 2
Car Cralt 138 248 8.7 208 415
Car & Driver 133 288 223 42, 420 |
Changing Times 42.0 54 2 31.7 40.4 aza ;

We downloaded these five demographics for the primary audience of every
magazine measured by MRI - alphanumerically from 1-2, from 1001 Home
Ideas through Yankee. Since ultimately we are going to be using these
magazines as our prototype, we cut the list back to 125 natiocnal, non-
ethnic magazines with mecre than 150 annual respondents. So now we have
our datafile - five columns wide by 125 magazines long.

We enter the five demographics from the ummeasured magazine’s readership
study, and compare them, one at a time, with those on the database.

The method is te find the lowest delta square. It’s not a new technigue -
it goes back to Euclid in ancient Greece - but it’s handy for what we
want to do.

MEDIAN COLL MEDAN DELTA
MAQAZINE WOMEN MIE GAAD HH MARRIER 38 |
ARCH. DIQEST 884 480 Bt Tr4e 849 !

' (reacership shiay)

]

" 1001 Homm losss 724 33 218 402 T2 i

(MR privaary sud) b
csed swsa  sume  sess  sass

DELTA 7.0 9.7 202 arz =13.3 l

x =70 67 282 312 =133 i

!

-------- comma Y] -

OELTA SQUARE 490 449 8828 8734 170.9 - 2097 |

Suppose Arch Digest was a new, unmeasured magazine. Its subscriber study
says that 65.4% of its readers are women. For the first magazine on the
database, 1001 Home Ideas, 72.4% of its readers are women. 55.4 - 72.4
equals negative 7.0. We sguare this to get rid of the negative sign and
do the same calculation for the remaining four demographics. The five
delta squares are added together to get a score of 2,097 for 1001 Home
Ideas as a potential prototype of Arch Digest.
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MEDIAN COLL  MWEDIAN DELTA
WAQAZINE WOMEN AQFE QRAD-  HEY WARAED 3QR |

ARCH, DHIEST 0854 480 g1y 7T 4 849

4 wheevOft Ra 232 83 L) 88 49.2

amaw rewe saan reaa ream

ODELTA 422 187 448 425 18.7 |
1 422 14.7 FYY ] 429 8.7 |

DELTA SOUARE 1781  27G 2007 1840 246 - @183 |

The second magazine on the list is 4-Wheel and Off Rocad. How good a
prototype would it be for Arch Digest? Not very - just about everything
is wrong. Its delta square is 6,153.

MEDIAM COLL  MEDIAN DELTA
WAQAZIME WOMEN AGE QBARe HH MARRED 30

ARCH, DIBEAT 854 4860 81.t 7.4 049

Qo et 740 434 4248 84.0 9.2
re4s smma sana cens aves

DELTA -a.8 1.6 L ¥ 18.4 -4.3

1 -88 1.8 88 14.4 -4.3

........ e a- ca- anmam

DELTA SQUARE 74.0 28 723 2312 1.6 = 404

Here’s Gourmet - not a bad match - it has a delta square of 404, and we
can see that most of the difference is in median household income.

We do the same thing for all 125 magazines, and then rank them - the
one with the lowest delta square is the closest match.

That’s it - all done - here’s the report.

ECA UMPIAE - UNMEASURED MAGAZINE PROFLE SYDTEd
DELTA MEDIAN COL  MEDWAM

© WAQALINE SOUARE OMEN ADE QRAD: tH MARRKED
| ARCH DIOEST B4 480 81 T4 84D

s =] 404 740 A __ 4

Travel & Letsure 420 87.4 4 A § [LD
. Mew Yorwr 481 548 448 083 808 848
| AR Digeat (1 L) 00 428 424 823 &4
. Bon AppetR 710 70.7 404 370 00 avY

Senitheonan 801 502 422 828 480 681
! Puhoiogy Todsy 804 020 408 402 484 W11
| Food & Wine o1 $Ne MT N4 #12 SO
e 929 Ml M) 408 S48 TMN
, Meney 1087 418 423 429 420 T8

Ferturre 1280 MAs M 408 T M4
. Colonial Homes 1401 TEA 448 JAT 48D W21

a 1418 767 488 388 2393 683
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If we were trying to find the best single prototype for a new magazine
called Architectural Digest, it would be Gourmet. Other upscale sheltar
books that might be reasonable candidates from an editorial standpoint
such as HG, are not as close a match. In this case, the difference lieé
in the education and median household income. Notice that Arch Digest,
itself, comes in fourth. The subscriber study isn’t a prefect reflection
of the MRI primary audience, and also, the delta square technique is
very sensitive. We will use this later on to help us determine the mcst
predictive demographic.

The last step is to take the top magazines and calculate two-magazine
averages. Sometimes, one magazine will be high, another low, but their
average closely matches the readership study. Taking Gourmet and New
Yorker, for instance, Gourmet’s composition for women 1is 74% and New
vyorker’s is 55. The average c¢f the two, 65, is a perfect match with
Arch Digest. We calculate a delta sguare for every combination of the
top ten magazines taken two at a time. Sort the combinations and print
the report.

1

ODELTA
LT-MAQAZINE COMEMNATIONS
Travel & Lesure Now Yorker 200
Mew Yorxer Ban Appetit 204
Qourmet Asch. Oigest 330
MNew Yorker food 4 Wine 339
Gourmet Travet & Lowwre 340
Aourmet Smitheorian 414
Gourmat s, 41%
New Yorker Peychology Today 480

There are a number of combinations that have a lower delta sguare than
any single magazine alone - remember Gourmet’s was 404.

Finally, we use judgment to select the best prototype. I can’t stress
this enough - UMPIRE is an aid to judgment - as will be apparent in a
few minutes, we can‘t automatically go with the comkination that has

the lowest delta square - we need to lcocok at the alternatives and selec

a prototype that has a low delta square and also is judgmentally
appropriate. In this case, the average of Gourmet and New Yorker is -
gquite acceptable, and that is what we would use,

An obvious guestion is, "What about special interest magazines?" A
system that selects prototypes on the basis of demographics alone can
produce illogical results: Parenting magazine with too few parents, a
sports magazine like World Tennis with too few tennis players, or a
regional magazine like Midwest Living with readership in the South.
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SPECAL INTEREST MAGAZINES

Add B Quitfier that restricts fesdership o
those who havwe the specisl IMerset

BARENTING MAGAZINE

Prowmtype Averican Baby, Gourmet

Qualifier: 1+ ohiidren age 0-12 at home
(apply 5 Gourmets resders!

WORLD TEMNIS
PromryDe: New Yorker, Rumrars Workd
Cuasitier. Py wnnis

MIDWEST LIYING
Prototype: Nationai Geog., Prevention
Qualiner: Live n the Mdweet

Since the underlying lifestyle can still be expressed in terms of
demographics, we would continue to use them to identify the magazines
that most closely match the readership study. But, as necessary, we
would add a qualifier to the prototype that restricts the audience to
thecse who participate in the special interest of the unmeasured magazine.

For example, for Parenting, the best demographic match is American Baby
and Gourmet. The prototype would be based on the readers of Gourmet who
have one or more children at home. American Baby, of course, would not
need this gqualifier. We would do the same kind of thing for a sports
magazine or a regional publication. The only caveat, of course, 1s that
we must chose a large enough prototype so that the sample size is adeguate
after the qualifier has been applied.

The next step is validation. How well does the total audience profile
of the prototvpe match that of the magazine itself? We used magazines
that have a subscriber study that were later measured by MRI. Here are
the prototypes that UMPIRE selected and the correlation on 31
demographics.

VALIDATION ‘ _VALIOATION

. DEMC | OEMO :

AMEMICAN MEALTH  Wight Waiorars / House Sewd R }4 MONEY C warig / wal 3L Jowral osa

ARCH. DHOENT Gaurmet / Now Yermer -X }4 MUBCLE & FITNESS Penthouss / 4 Whael & Off Rosd 08T
WON APPETIT Food & Www / Marper's Samar o0l AN T Ammrioan Bany / Geurmet 0.04
“ BODE 0 MAGAT INE Modurn e e o.8e PLATROY Selentite Amer / Car & Orlver 004
‘I COUNTAY LIVING Crwative ideas / Calomial More 0.4 SESAME STREET Amarigan Balsy / Werking Mather 087
i DUCKS UrMLBaTED Quit Digewl / Wail B, Jrre d.a8 SHaAPE Belt / Worzing Weman o.ss
; FLOWER & GARDEM Couwnry Jownrna / Prowniion 0.84 STHARO REVEW Mot & Trosk / Hign Flasilty o.e?
| soummET Ben Appetit / Trevel & Letswre o e Asdsben / USA Tedmy 0.84
| HEALTH Family Qreve / Sat Bve Peal o.nr WORRBADKET Wermr's Oy 0.2
, HOME OFF CMPTT US Mews / Saorte fusraed .08 WORW SENGH Pesuler Seierme oee
| MADEMCINELLE Modern Griam / Ede c.e4 { ! womRvG MOTMEN  Grestwe ldemd / Wariing Weman 093
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Graphically, here’s how this locoks

for a few of them
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Since most planning is done on the basis of preoduct usage, we ccmpared
the prototype with the magazine itself on compesition of total adult
medium-heavy users of various products. We see the same pattern of
exceptionally high correlations. This gave us a great deal of confidence
in the validity of the UMPIRE profile matching system.

ARCHITECTURAL DIGEST ; : GOQURMET

PAOTOTYPE. GOURMET, HEW YORKER i ‘ PRAOTOTYPE: BON APPETIT. TRAVEL & LIEBURE
100 100
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P g
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: : I |
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As we got 1into 1t, we found that the system was very sensitive to the
demographics that were entered. Each set of demo’s produced a different
magazine with the lowest delta sguare. We had to identify the most
predictive demographic set.

Te do this, we went back to the magazines that had an SMRB subscriber
study and were later measured by MRI. Comparable data exist on seven
demos. We made the assumption that a magazine is its own best prototyre
That 1s, given the readership study of, say, Mademciselle, the most ype:
predictive demographic set 1s one which selects Mademoiselle as the
best prototype -~ the one with the lowest delta square.

We looked at all possible combinations of the seven demographics taken

i, 2,3,4, and 5 at a time. We reccrded the rank at which each magazine
"found itself," the earlier the better. A few minutes ago we noted that
Arc? Digest found itself ranked fourth. Here is another example, American
Health.

DELTA MEDIAN OOL MEDIAN
WAGAZINE SCUARE WOMEN AQE QHAD< il MARRED
AMERICAMN HWEALTH 832 ¥ ) 421 408 LEF )

' working Woman 198 8832 M4 303  AT4 872 1
Town & Country 222 748 423 318 398 681 2
HQ (Houss & Gon)289 187 488 388 I8 S4D )
PFarenting 276 3z 1.7 I 413 782 4
Bon Appetid 310 0.7 408 aroe son OrT 8
wietropolim Homs 318 3 W4 J45 488 841 0
Gourme! 400 TAD  Ad4 42D B6D 682 7

]

American Heafth 4 . 43,

Afwtican Mealth B the ENIh best protype

For i set of demographica. UM IRE ssys Mat
of Amercan Health.

UMPIRE thinks that Working Woman is the best prototype. That’s wrong-
It thinks that Town & Country is second best, and so on. American Health
itself, ranks eighth. We did that for every magazine that we had data

on
|

WOMEN MEDAGE GRAD+ MEDHH MARRIED !

snriann Heshth [ ‘

{
i

Areh, Ougme 4

Brige's Magaxire L}

Semams Frest Vagerine y |

Caumwy Living " |

Oupe (it a

Floww 4 Garves 4

indeanissbe 1 |

Hams e Comgnning e )

vgtrapet mA Heme & i

hgepy 18 :

uman i Mtrass 11t

Parantivn Maga i 1

Mareey 1"

g T

Moy Pevas 1

Wi Ty "w

The War e et )

Wyry bara z

-—_ ot P +

viarid - A l
i

The average rank for this set of demos: sexXx, median age, college grad
plus, median household income, and married, was 12.1. Some magazines,
like Ducks Unlimited, were off in space. Others, like Mademoiselle,
Working Mother and Sterec Review were right on.
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we repeated the process for for every combination of demos.

ALTERNATIVE DEMOGRAPHIC INPUTS
A ERMIE
BANKING
Moman  Medage  Graoe Madhhi Marrima 120
b Measge Medhtd  Marrwa T3y
womer Ot ace Medhiv  Marrwd 14.0
women  Medhhi  Marriea 168
women Medage WorkFT Mechkh Marrmg 175
Yo Weoage AtMa Marrag 182
YO N seaags MearMm 193
Yomen Medege Orage WOrkFYT Madhhni 201 H
Yomen Qrace i 20.7 |
WO Medsge YOrkFT Mednnl 3.7 :
women  WorkFT  Meanni 208

The one with the lowest average rank was determined tc be the most
predictive. Here are some examples. For instance, 1if we used women,
median age, and median household income, the average rank was 19.8 -
not as good a predictor. In the interest of consistency and accuracy,
it’s impertant that the UMPIRE run be based on the five demos at the
tcp.

The final step is to enter the prototype into the computer. Single
magazine prototypes are handled routinely by all the systems. Two magazine
prototypes are a little more complicated. QOur example is based on MRI’s
MEMRI, although IMS and Telmar are alsoc able to handle twoc magazine
prototypes. SMRB’s CHQICES will allow it in future revisions.

We continue with our example from Arch Digest, prototyped as the average
of Gourmet and New Yorker.

USING 2-MAGAZINE PEQTQYYPES

E20Mal Archi et & Chypiant
Total sehith * G30m et X &4 WPC » S400m :
Frosgtyes ¢ Gaurmet, New Yerwme N O0) !

Sewe Fumtor %

|
i
anty 1700/ 2330 * 7100 I
1.008 i
|
|

o 1o

Soth TLODLTS - WeTH >
700/TH3 » 6478 170
h 1.A%8

I

:

4 400 ,

N / o . 1700 |
2

\v
Gnsr ot
onry

First determine the total audience of the unmeasured magazine by
multiplying its circulation times the estimated readers-per-copy. This
area is still totally judgmental. At FCB we base it on the readership

of editorially similar magazines as well as publication frequency, out-of-
home distribution, and newsstand sales. In our example, we get 3.4 million
readers. Now, divide that in half, giving 1,700,000.
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Next, we are gcing to create three mutually exclusive pieces: readers

of Gourmet and not New Yorker, readers of New Yorker and not Gourmet,

and readers of both. The scale factor of each component is calculated

by dividing 1700 by the component’s total audience. 1700 divided by the
total audience of New Yorker 2330 eguals 73.00% Do the same thing for
Gourmet. 1700 divided by 3163 equals 53.75% Now, add the two single
magazine scale factors together to get the scale factor for the duplicate
segment. 73.00 + 53.75 equals 126.75.

WUSING 2-MAGAZINE PROTOTYPES WITH MEMR) |
Dafvas #rymtyos 1 (Mew erwer entyl |
M A
e e o now
Soaies wr TIOD
Cotam * 34788 (PO gow Card semn)

Ostined Promitype 1 [New Yortr std Gdurmet)
Marme et
Sased o (Bienu)
boaisd by 1878
Tornguer: 43 (svarage ~ow and gou)
Cosm 79298 § 24788

Dafined Promtyps 3 (Gouwrmet amiy)
MamEa s $
Bagsd % gou
Soaied by 83978
Coda ° 19294 ingt new card coewn)

. T ]
e
Compenentie sre 1, ael. ared

We use the Builder function in MEMRI to create three defined prctotypes
based on the three mutually exclusive pieces. Note that you have to use
the card column punch in the coding section. Turnover of the duplicated
segment is the average of the two component’s turnovers. Finally, the
Group function is used to combine the three pieces into a single prototyj
that can be used by the planners.

When it‘’s done this way, the resulting prototype has a composition that
is the exact unweighted average of the two components. This matches the
way UMPIRE calculated the delta square for the two magazine average -
and we‘re home. The prototype is ready to be used in CPM rankers,
cptimizations, and reach/frequency runs. Incidentally, by doing it this
way the system allows the prototype and its components to be in the
same schedule. There is one slight glitch in the current MEMRI program -
if you loock at a single insertion of one magazine, the reach will be

up to 8% less than the gross impressions. This is because of the way
the program handles the duplicated segment. Most of the magazines we
looked at were in the 3-5% range - not significant in the context of a
full schedule - but not perfect. MRI is working on cecrrecting this.

Finally, here are some examples of UMPIRE runs with a few of the current
crop of unmeasured magazines. Here’s Child Magazine.

| DELTA MEDIAN COL MEDIAN
WARAZINE SOUARE WOMEN AGE QRAD: M WARRED
- ¥ 760 320 480 433 Teo
| Homw Wagazve 204 s 389 322 438 T3S
i Colamsl Homes 311 733 422 M08 424 80
i Bon Appeth nr 70 412 M. $0.7 To.a
| Courme a2 Mo 427 381 809 e
| Country Living 491 | ¥ ] e 268 428 120
| Parenis 838 24 308 3247 35 S8
| T-MAGAZIME COMBINATIONS QELIA_SOR
- .t A lcan
1] ™

Saon Appemt Americar Baby 23

Bon Appeitt Parents 243

Homm Megazive Workig Woman FL
. Sowrup 06 W
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It’s interesting that UMPIRE glves Child the same protctype as parer=:nc
an average of Gourmet and American Baby. Again, we would apply the o
parental qualifier to Gourmet’s readers.

ECR UMPIRE - UNMMEABURED MAGAZIME PROFLE BYNTEM

DELTA MEDIAN CCL, WMEDWAMN

MAQAZINE SQUARE WOMEN AQE QRAD. HY MABRED
EATING WELL EAN ] &8 5 518 47 87.3
Qour met 193 as D 42.7 394 308 678!}

ApOS it F A 41 A ]
Travel & Leis J40 58 1 44 9 480 540 .18 q
Fooa L Wine 25 808 me IT2 AR08 S8 I
Smirtrsonign 484 408 484 817 480 887 |
Hatnl Qeog Trav 486 559 483 410 462 7e.t ‘

!

2-NMAGAZINE COMBINATICHS QELIA 30R '
Gout met St heonian 190
Bon Appattt St hsonian 194
Gour me Travel & Lesisure 218
Bon Appett Travel & Ledsure 23
Gour mat Ban Appetit 238

Boerne: ORE Wi

Here'’s Eating Well. In our judgment, it would be best prototyped
— by one bock, Gourmet, even though the Gourmet Smithsonian combination
has a slightly lower delta square.

ECH (MPIRE - UNMEASURED WMAGAZINE *ROFLE BYNTEM
DELTA MEDIAM COL MEDWAMN
WAQAZINE SOUARE WOMEN AQE QHADe M9 MARBIED ‘

ENTERTAUMMENMNT WEEKLY §2.0 MWE 470 418 s0.0

Prwth. Today L 80,7 MO 4D 43.1 813 - a
Aren Digeet 188 81.0 408 482 802 579
Qames 29¢ 81.3 NA 47 0.1 a% 9

i
1
Food & Wire aze 508 MWe I7T2 08 593
Audubon 340 491 485 447 423 880
Cwwni 349 4 340 381 43.7 4.7
Newsweeh 373 487 4189 378 42.7 @48 '
. I
Areh Digest Games 8a
Prmi Today  Aran, Digest a7 i
Pwyeh. Toomy Qi e
113
Pwh. Today  Newwwwek 120 ]

Domrtie 30

The readership study of Entertainment Weekly presents the magazine
as an upscale publication, best prototyped by Psycheology Today or Arch
Digest. In our Jjudgment, the average of Psychology Today and Newsweek
reflects that, but also broadens the profile and adds the characteristics
cf a weekly magazine.
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ECh UMPIRE - UNMEADBURED WMAGAZINE PROFLE SYRTEM

DELTA MEDWAMN COL  WFDAAN :
MAQAZINE WOMEN AQE QfAD. § MARAIED
WEMOME 3 844 420 24 287 88
HO (House & Oow} 48 a8 e ira 3aa LW}
Town & Country Ty LA ] 43.3 8.8 329 838
Games 170 923 L ¥ 47 a8 4039
Fooa & Wirme o 8008 388 T2 498 9.2
Lite 227 848 ar.r 240 403 340
Amercan Health 231 tAR 40.7 281 8.3 LAN]
Pec e 240 839 0 192 Je4 845 i
Poych Today 280 807 380 433 431 813
-MAGAZINE COMBIMATIONS QELIA SOR

1

Town & Oniry Peych Today 20 |
Amer. Hesith Puyck. Today 23 !
Los 10 Peych. Today 28

Town & Cntry

Food & Wire

F 24

Rawrem. 3N wWin

Memories is an innovative new magazine that
On the other hand,
is almost a perfect fit.

Life or Pecple.
Psychology Todav

an average of

might be prototyped by
Town and Country and

ECH UMPIRE - UNMEASURED MAGAZING PROFLE OYBTEM
DELTA MEDIAN COL MEDWAM
MAGAZINE SOUANE WOMEN AGE QRAD- Wi WARSIED
TV ENTERTAINMENT 532 WS 281 384 048 -
Pwace 49 8.0 420 208 J82 048
USA Wesksna i 820 4.4 198 J82 et
Lite 108 848 7 240 403 848
Tiove 139 472 408 388 419 844
Feader's Digeat 200 a8 @ 198 348 T20
Neweswset 218 &5.7 418 AT 427 Qa0
TV Quios 236 54.7 378 13.7 3.7 802
ZL-MAQAZINE COMBIMATIONS RELIA _30R
Parsde Thves 18
Tv_Quige 17} - -
Timg TV Guids 18
USA Wesherd Time 22
Purace NrwTesex 1

Here is the run for TV Entertainment. TV Guide

alone would be reasonable,

but the distribution to cable households makes the profile more upscale.

The average of Newsweek and TV Guide readers (in cable homes)
on, and is judgmentally a better fit than Time and Parade.

is right

ECH UMPTRE - UNMEABURED MAQAZINE PROFLE AYNTEM !
MEDWN COL MEDAM '

DELTA
WAGATING HAARE

VICTORIA M0 418 328 42T se2
Working Woman 208 | N MA 378 W3 68
Creative eas 383 | _F | 43.1 164 418 [ R
Pedboock ase [ o ¥ ] A0S 178 388 .7
Working Mother 417 a. M3 220 A 78.3
Ladies Home Jni 481 842 453 172 383 738
Famity Cirae 4083 4.2 49 18.0 s 70.0
Sen 813 a’as s 1.8 s 1V ]

2-MAGAZINE COMBINATIONS RELIA_3Q8
‘voraing Woman  Crasttwe idess 108]

Working Womanr Ladies Home Jrm 180

wWorkivg Woman 172

Working Womarn Womsn'a Day 188

Working YWoman  Seif 200
Bdngrinte 346 wmin

_ Victoria is ancother magazine that has a unique style - it’s hard
to find an exact editorial match. UMPIRE suggests an average of Working

Woman and Creative Ideas.

526

We would go with that.



LMPIRE |3 AN AID TO AJDGMENT !

- BUwt review of wibecriber sty dquality .
WP mubacriter study guidednes {

- Tha et of easonabieness
- Judgmentaly moroprate i

- A CMOBS CIMTOQRIDMAG mateh |

- Some magirines can't be DrOMTyYped

Finally, let me again emphasize that UMPIRE is an aid to judgment. This
means, first, that we are going to have to be more critical than ever

of the gquality of subscriber studies. In the past, they were used nmostly
as advisory documents. With UMPIRE, they have a direct input intoc the
selection of the prototype. In order to be used with confidence, they
must comply with the MPA guidelines regarding response rate, independent
research, reporting standards, and differential handling of newsstand
versus subscription readership.

UMPIRE’s selectiens, 'like any computer analysis, must meet the test of
reaschableness. Just as we do not place the entire media budget in the
magazine with the lowest CPM, so we do not autcomatically use the magazine
or combination with the lowest delta square. The recommended prototype
must be both judgmentally appropriate and a close demographic match.”

Finally, some magazines simply can’t be prototyped. For example, "W" is
a bi-weekly newspaper for professional women. Its readers have an
exceptionally high median household income of $95,000 and education
level - 60% are college grad or above. The UMPIRE analysis shows that
the closest match is Gourmet, but the delta sguare is over 3,000. We
would conclude that there is no appropriate prototype in syndicated
research. "W" would be better handled as a judgmental addition to the
media plan.

Where do we go from here? FCB is working with the various research
suppliers to make UMPIRE available on their systems. With the numerical
UMPIRE analysis, media researchers can, for the first time, make an
informed judgment of which magazine or group of magazines is the best
prototype. A good intuitive match is still important, but now the decision
can be made in the cbjective context of the lowest delta-sguare.

Thank you for your attention.
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People who have seen this presentation frequently ask about the

effect of using a prototype on duplicaticn. How does the net reach

of a schedule using the prototype compare to that of a schedule

using the magazine itself? To answer this, we created schedules

with 1,2,5, and 10 insertions in each of 16 magazines. These were
combined with a like number of insertiocons in seven reference
publications that were chosen to be representative of widely differing
readerships: Good Housekeeping, Reader’s Digest, Family Cjircle,

Business Week, Penthouse, New Yorker, and True Story. A total of
448 schedule palrs were analyzed. Here is an example of one of them.

(Ssampis comparison)
SCHEDULE
A B
GOOD HOUSEKEEPING 1 1
" AMERICAN HEALTH (magazine) i
. AMERICAN HEALTH (prototype) 1
Insertions 2 2
GRP1 (adults 18+) 17.4 17.4
REACH {1+) 158 14.2
(+2.5%)

We found that the average schedule with the prototype gave 3.15%

more reach than did the schedule with the magazine itself. The
difference was less for single insertion schedules, more for schedules
with ten insertions in each magazine. The difference was greater

than 10% for 17 of the 448 schedule pairs. These tended to be
magazines that appeal to a narrow group (such as the men’s magazines)
where a demcgraphically selected prototype does not reflect the

high duplication that is normally found.
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