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Part Three: Knowledge

Knowledge is the business fully as much as the customer is the business. Physical goods or services are only the vehicle for the exchange of customer purchasing power against business knowledge. Peter Drucker, Managing for Results

Chapter 6: Understanding and Using Ratings

The product salespeople sell is advertising time, but the product advertisers buy is the attention of a station's or system's audience. The size of this audience is estimated by the ratings services--companies that specialize in the measurement of broadcast and cable audiences. These estimates are based on a small sample of the total number of people who may be listening to radio or watching television at any given point in time. The estimates of listening and viewing based on these samples are commonly referred to as the ratings.

Ratings provide not only an estimate of the total number of people listening to or viewing a station/system but they also provide estimates that break the total audience into demographic groups by sex, age, and other variables (for example, women 18-34 years old); into geographic groups by counties, ZIP codes, and other areas (such as metro counties); and, in some cases, into various qualitative groups (for instance, income, education, or fast-food purchasers).

Ratings measure the quantity or size of the audience. Unlike most public opinion polls, broadcast and cable ratings attempt to measure how people actually behave, not how they think they may behave. This distinction is important because what people claim they like to do or intend to do can differ markedly from their actual listening and viewing behavior. Ratings attempt to provide an accurate estimate of actual media exposure. Knowing what programs people listen to and watch is vital information for broadcast and cable managers and advertisers.

The broadcast ratings industry has been evolving for more than sixty years. In the early 1930s, radio advertisers decided they needed to know how many people were listening to their commercials, so they formed the Cooperative Analysis of Broadcasting ( CAB). This group commissioned the Crossley Company to conduct a survey of station listening. Crossley used a telephone recall methodology where randomly telephoned individuals were asked to recall the stations that had been listened to in their household over the past day. In the 1930s, most radio listening occurred in a household or family setting; today's radio ratings are calculated for individuals and not households. 

Since the thirties, new methodologies have been developed, and ratings companies have made other changes to provide increasingly detailed information to advertisers, advertising agencies, and broadcasters and cable companies on which to base time-buying, sales, and programming decisions.

Ratings are estimates; they do not necessarily give a perfectly accurate picture of the audience. Actual listening and viewing behavior is estimated by using a probability sampling technique, of which there will be more about later in this chapter. Ratings are subject to several sources of error, such as sampling error--the variability in the rating that is due to random differences that occur from sample to sample. Ratings are approximations at best, and fairly wide fluctuations can occur by chance, particularly when audience ratings are broken down into small demographic or geographic groups. For this reason, ratings should be used judiciously and with some degree of understanding of the possibility of unexplainable variability from report to report. Only with a thorough knowledge of how the ratings companies analyze audience behavior can you prepare to answer prospective clients' concerns about the accuracy and reliability of these estimates of your station's or system's audience size.

Arbitron and Nielsen Media Research

There are currently two national companies that provide nationwide, comprehensive radio, television, and cable ratings in the United States: Arbitron and Nielsen Media Research. Arbitron provides only radio ratings and Nielsen Media Reseach provides television estimates. 

For both its radio ratings, Arbitron uses a seven-day diary methodology. For radio, listeners are expected to record their daily radio listening in a pocket-sized diary for a period of one week and then mail the completed diary back to Arbitron. Nielsen uses a diary methodology similar to Arbitron's for its local television ratings. Nielsen also uses people meters to collect some television ratings information. More discussion of people meters will be provided later in this chapter. 

Arbitron and Nielsen segment listening and viewing into fifteen-minute time periods--from the top of the hour to fifteen after, from fifteen after to the half hour, and so forth. To simplify analysis, the ratings companies count someone as listening or viewing if he or she reports listening to or viewing a given station for five continuous minutes within a quarter hour. This is why many broadcast stations avoid placing commercials exactly at the quarter hour; they hope to pull their listeners or viewers at least five minutes into the next quarter hour before giving them a reason to tune out. That is why Jay Leno's and David Letterman's television programs begin at 35 minutes past the hour. 

Ratings Concepts

There are several basic rating concepts to keep in mind when analyzing radio station ratings: (1) average-quarter-hour (AQH) persons, (2) cume (cumulative) persons, (3) AQH rating, (4) AQH share, (5) cume rating, (6) exclusive cume rating, and Persons Using Radio (PUR).

In television, the ratings may be based on either the persons using television (PUT) or the households using television (HUT). In television Nielsen reports AQH persons, AQH rating, and AQH share. Cumes and exclusive cumes are not routinely calculated or reported for television viewing, although similar measures are available in specialized reports that are sold by Nielsen for an additional fee or from computer software programs that estimate cume audiences.

These concepts are defined as follows:

AQH persons is simply an estimate of the number of people listening to a radio station (or viewing a television station or cable channel) at a given point in time.

AQH rating is the AQH persons expressed as a percentage of the market population. If WXXX's AQH persons is 20,000 and there are 200,000 persons in the market, then WXXX's AQH rating is a 10 (200,000 divided by 20,000). Note that a 10 rating is really .10, or 10 percent.

AQH share is the AQH persons expressed as a percentage of all of those people listening to (or viewing) all of the radio stations (or television or cable channels) in a market at the time being measured. AQH share is a measure of how the station or channel is doing against its competition. If, of the 200,000 persons in the market above, 50,000 are listening to radio, then WXXX's share is 40, or 40 percent or .40 (200,000 divided by 50,000).

Cume persons is the number of people who listened to a radio station (for at least five continuous minutes within a quarter hour) at least once over some period of time (for example, 6:00-10:00 A.M.). Obviously, people are tuning into and out of radio stations all of the time. Cume persons is the simple total of all of these different people without regard to the amount of time that they may have listened.

Cume rating is the percentage of the market population that listened to a given station at least once over a given period of time. If over a week, 40,000 people tuned into WXXX, then WXXX's cume rating would be 20 (200,000 divided by 40,000). The cume rating is a measure of a station's reach into the marketplace.

Exclusive cume rating is simply the percentage of people who listened only to your station over some period of time without listening to any other radio station during that time period. For example, if 10,000 of WXXXs cume audience listened only to WXXX, then WXXX's exclusive cume rating would be 5 (200,000 divided by 10,000). Exclusive cume is a measure of audience loyalty.

Persons Using Radio (PUR) is simply the total number of people that are using radio at any given time. Theoretically, if you add up all the ratings in a time period, you would get the PUR statistic.

Demographics (demos). Arbitron and Nielsen Media Research each report ratings and shares that are classified by more than twenty standard demographic groups, or demos, (for instance, women 18-49 and men 25-54) and by three basic geographic areas: the Total Survey Area (TSA), the Area of Dominant Influence (ADI) by Arbitron and the Designated Market Area (DMA) by Nielsen, and the smallest of the geographic areas, the Metropolitan Statistical Area (MSA). Arbitron's radio ADI and Nielsen's television DMA are essentially the same area, and refer to the area covered by the circular pattern of a television station's signal. 

The TSA is the largest of these geographic areas and simply consists of all of the counties around a metropolitan area where a minimal level of television viewing or radio listening is reported for the stations from that metro area. A given county can therefore be included in more than one metro's TSA.

The DMA area is a television-viewing-based area and consists of those counties where the combined share of all of the television stations from a given metro area is greater than the combined shares of the television stations from any other metro area (for instance, most of the viewing in that county is to the stations located in Los Angeles rather than San Diego). 

Metro area. The counties included in a metro area are determined by the federal government. Arbitron and Nielsen (with a very few exceptions) simply use the government's metro area definitions. The government's definition of a metro area includes a consideration of the county population, the percentage of that population that commutes to an adjacent county on a daily basis, and other factors.

Of course, each of the listening measures just described can be calculated for a specific demographic group within a given geographic area (for example, the AQH rating for women 25-54 in the DMA).

Also, television ratings and shares may be calculated based on either persons or households. In the early days of radio, radio ratings were based on household listening. As technology allowed radio to become a mobile, personal medium, radio ratings shifted from household based to person based. Today both television and radio predominately use person-based ratings for sales purposes. When you read about network ratings in the press, those figures are generally household numbers, as they are more general and easier for the public as a whole to understand. SO you might see the ER got a 23/32 in a particular week, which means that the popular one-hour program had a 23 rating (or reached 23 percent of the 96,000,000 U.S. households) and a 32 share (or was watched during the average quarter hour by 32 percent of the homes watching television that Thursday night).

Ratings. A rating represents a percentage of everyone (or everyone in some demographic group or geographic area). A rating indicates the size of a television, radio, or cable channel audience as a simple percentage of the market population. Ratings are expressed as a percent of some base, or universe, and this base must always be clearly identified. For example, a 10 rating must be accompanied with a definition of what is being rated. A 10 household rating means that 10 percent of the households measured in the universe were watching a program. The universe could be the entire nation (in the case of a television network) or the metro area of a given city (for a local station). The universe could also be a given demographic group. For instance, a 10 household rating could represent 10 percent of television households (TVHH) in a metro area with women 18-49 who are watching a station.

Shares. A share is the percentage of people tuning in to the medium who are listening to or viewing a particular station. Shares indicate how well a station is doing against its competitors, regardless of how many people from the total base population are tuning in to the medium.

Salespeople use the station's ratings in presentations to advertisers because ratings reflect the size, demographics, and, in radio, the location of a station's audience. On the other hand, programmers evaluate their station based on the shares that it earns because shares indicate how well a station is performing against its competition. 

HUT levels and PUR levels. HUTs are Homes Using Television and PUR is People Using Radio. There's a special relationship among ratings, shares, and HUT (or PUR) levels. If you know any two, you can easily calculate the third number using the following formula:

Rating = Share X HUT level

HUT levels in television are usually highest on Sunday evenings, so a program might get a 14 rating and a 27 share in prime time on Sunday. However, another program on Saturday evening, which normally has the lowest HUT levels of any night of the week, might get a 12 rating and a 32 share. Salespeople can sell the Sunday program for more money because it has a higher rating, but the programmers for the Saturday program have done a better job against the competition because they have a higher share of the audience.

Gross Rating Points (GRPs). The total of all the ratings generated by each commercial in an advertiser's scheduleof commercials is called the gross rating points (GRPs, or sometimes called grips). The total may represent ratings from a number of different time periods, but they must have the same base. For example, if an advertiser has a target audience of men 18-34 and wants to evaluate a schedule of ten commercials to run between 6:00 A.M. and 10:00 A.M. Monday-Friday on station WAAA, you would multiply WAAA's AQH rating for that demo, say a 2.0, by ten to get 20 GRPs. GRPs are used by advertisers and their agencies to evaluate the relative media weight of an advertising schedule.

Its formula is:

GRPs = AQH rating X number of spots

If the advertising campaign involved airing spots in several time periods and on several stations, the process for calculating the total GRPs for the campaign becomes only slightly more complex. Suppose in addition to the ten spots on WAAA, an advertiser also wanted to buy ten spots on WBBB in the same time period, with a 3.0 rating, and twenty spots on WCCC in the 10:00 A.M. - 3:00 P.M. time period, with a 2.5 rating. All the ratings are in the men 18-34 demo. The total GRPs earned by t his multi-station schedule would be:

2.0 AQH rating on WAAA X 10 spots = 20 GRPs.

3.0 AQH rating on WBBB X 10 spots = 30 GRPs

2.5 AQH rating on WCCC X 20 spots = 50 GRPs 

Total schedule GRPs = 100

Note that you cannot simply add up the ratings (2.0 + 3.0 + 2.5 = 7.5) and multiply that by the total number of spots (40) to get GRPs; nor can you take the average rating (7.5/3 = 2.5) times the number of spots (40) to get GRPs. You must calculate the 
Gross Impressions. The total of all persons reached by each commercial in an advertising campaign is referred to as gross impressions. Like GRPs, the total may represent people from a number of different time periods, but it must be for audience figures with the same demo base. Gross impressions are used to evaluate the sum total of all audience exposures that a spot schedule delivers. Its formula is:

Gross impressions = AQH persons X number of spots

Like the GRP example above, if the advertising campaign involved airing spots in several time periods and on several radio stations, the process for calculating the total gross impressions for the campaign becomes only slightly more complex. The AQH persons figures are for men 18-34. 

5,400 AQH persons on WAAA X 10 spots = 54,000; 3,800 AQH persons on WBBB X 10 spots = 38,000; 2,300 AQH persons on WCCC X 20 spots = 46,000. Total schedule gross impressions = 138,000

Note that, as with GRPs, you cannot simply add up the average AQH persons and multiply that by the total number of spots to get the gross impressions. You must calculate the gross impressions for each time period and then sum those gross impressions to get the total gross impressions for the multi-station schedule.

Frequency. Frequency is related to the AQH persons and cume persons ratings. Frequency represents the average number of times the average person or household sees or hears a commercial. Frequency refers to the number of repetitions of a commercial to which the average listener or viewer is exposed. You may recall from persuasion theory that repetition is very important in building a message's strength.

The formula for estimating frequency is:

Frequency = Gross impressions 

               Cume persons

In the above formula, gross impressions are easy to figure, but cume persons estimates have to be ordered as a special tabulation from the ratings companies, or, more commonly, are estimated by software programs such as TVScan and TAPScan. Exhibit 6.1 gives a little bit clearer picture of how frequency works.

Reach. Reach refers to how many different people hear or see at least one of the spots in an advertising campaign. The size of a station's reach is equal to its cume audience. It's also sometimes referred to as net audience. Advertisers and agencies often evaluate their commercial schedules in terms of both reach and frequency: how many different people a schedule reaches and how often the average person hears or sees a commercial.

We can now begin to see that an AQH rating is a function of two things: the number of persons watching or listening and the amount of time they watch or listen. Exhibit 6-1 illustrates this concept.

Let's use this scenario to illustrate: WAAA has 10,000 people who tune in at 6:00 A.M. and listen for four full hours (sixteen quarter hours) without tuning out. WAAA's average quarter-hour audience is obviously 10,000 and so is its cume because no new people were added to WAAA's audience during the four-hour period. This listening pattern (although greatly exaggerated here) is similar to what might occur on a soft-rock (an oxymoron) formatted radio station. WBBB also has 10,000 people listening during the average quarter hour, but these 10,000 people stop listening at the end of each hour and 10,000 new people begin listening each hour. Over the four-hour period, WBBB has the same AQH audience as WAAA, but it has four times the cume th at WAAA has. More different people listened to WBBB but for shorter periods of time (they listened for only one hour instead of four hours). The WBBB listening pattern (again, greatly exaggerated here) is similar to what might be seen on an all-new s radio station.

Exhibit 6-1

AQH and Cume

	
	WAAA
	WBBB

	6:00 A.M.
	10,00 new persons
	10,000 new persons

	7:00 A.M.
	0 new, 10,000 same
	10,000 new, 0 same

	8:00 A.M.
	0 new, 10,000 same
	10,000 new, 0 same

	9:00 A.M.
	0 new, 10,000 same
	10,000 new, 0 same

	 
	
	

	AQH persons
	10,000
	10,000

	Cume persons
	10,000
	40,000


If an advertiser bought time from each of the two stations above and the stations scheduled the commercials one each hour for the four consecutive hours, what would the advertiser's gross impressions, reach, and frequency be? First, gross impressions would be the number of spots (4) times the AQH persons (10,000), or 40,000, on both WAAA and WBBB. However, the reach (cume, or unduplicated audience) on the two stations is quite different. The reach is 10,000 persons on WAAA and 40,000 persons on WBBB. The advertiser achieves four times as much reach on WBBB as on WAAA, but because people listen for longer periods of time on WAAA, the advertiser achieves four times as much frequency on WAAA as on WBBB. Now, recall the formula for frequency:

Frequency = Gross impressions
            Cume persons

WAAA frequency = 40,000 = 4

                 10,000

WBBB frequency = 40,000 = 1

                 40,000

Thus, 10,000 people hear the advertiser's commercial four times on WAAA and 40,000 different people hear the advertiser's commercial once on WBBB.

Which schedule is more effective will depend on an advertiser's needs. If frequency of exposure to the commercial message is more important to an advertiser, WAAA would be preferred. If maximizing reach--getting a single message out to a lot of people- -is more important, then WBBB would be better. For an advertiser who sells a product that is not highly differentiated and who has a lot of competitors advertising similar products, frequency is more important than reach. On the other hand, if an advertiser is offering a large discount on an already familiar and popular product, maximizing audience reach is more important than maximizing frequency.

One word of caution: In the preceding formula for estimating frequency (or in any formula that uses cume as a variable), special calculations for cumes are necessary. Unless the spot schedule ran only on one station in a time period for which the cume is reported, cumes must be estimated as discussed above. Cumes cannot be added together across stations or across dayparts on a single station because without special estimates, you cannot determine the percentage of audience that is common to the stations or to the daypart.

You can add average quarter-hour figures and multiply them by the number of commercials in a schedule to determine the gross impressions for any campaign, but you cannot do this with curnes in a ratings report. The curne for each time period stands on its own.

Maintenance. Since ratings are a function of how many people listen (or watch) and for how long they listen (or watch), program and promotion directors in both radio and television do all they can to achieve audience maintenance--to keep people listening or viewing as long as possible so they will be counted in more and more quarter hours. Programmers and promotion people at stations and networks tantalize audiences with promos, such as offering prizes that are "coming up in just twenty minutes" on radio or showing a provocative scene from the program "later tonight" on television. 

To determine how well a station or program maintains its audience, a standard measurement is needed. Two comparisons are commonly used in radio, where audience maintenance is especially important: time spent listening (TSL) and audience turnover.

Refer again to Exhibit 6-1. Suppose an advertiser asked you: "How long do people listen to your station?" It should be obvious from the data that WAAA's TSL is four hours and WBBB's TSL is one hour. 

The formula for calculating audience turnover is: 

Turnover - Cume persons
                    AQH persons

Specialized Ratings Reports. In addition to the regular ratings reports published by Arbitron and Nielsen Media Research, a number of specialized products and reports are available for an additional fee. These products and reports come as software and data on disc, such as Arbitron's Maximizer. 

Third-party research companies, such as Media Audit, Marshall Marketing, and Leigh Stowell, offer original qualitative research on such measurements as income, education levels, or life-style elements. 

Rating Methodologies

Three methodologies are currently used to gather information about broadcast and cable audiences: telephone recall, diaries, and people meters. Telephone coincidentals and personal interview methodologies have been used by some ratings services in the past and are occasionally used today by the major ratings services to expand the sample size of some difficult-to-measure demographic groups.

Telephone Coincidental. Coincidental telephone surveys measure current media use only. This is the oldest rating technique, pioneered by the Crossley and Hooper ratings services, which are no longer in business. Telephone coincidentals were performed by randomly selecting telephone numbers from a directory, calling the numbers, and asking the person who answered the phone what he or she was listening to or watching. The advantage of this technique is that it is relatively inexpensive and fast -results can be given out the next day in most cases. However, this practice has some limitations, which became more and more unacceptable to advertisers. Coincidentals can reflect a respondent's behavior only at the exact time of the phone call. Therefore, they can report only AQH audience estimates but not cume.

Telephone coincidentals also cannot measure away-from-home listening (at least not until cellular telephones are universally used). At this time, no major national ratings service uses this technique regularly, although coincidental telephone surveys can be purchased to evaluate special one-time programs or program changes. The major ratings companies may also use this technique in their own in-house research as a standard of comparison for diary and meter methodologies.

Telephone Recall. Recall surveys ask respondents via telephone to recall what they heard or watched recently. This technique was developed to try to overcome some of the disadvantages of the coincidental telephone technique. RADAR, a company that measures network radio audiences, uses this technique. Even though the recall technique is subject to some memory loss on the part of respondents, it does have several advantages over the coincidental technique. The recall methodology can measure both AQH and cume persons and can also measure both in-home and out-of-home listening and viewing. The latter is especially important in radio because of the high percentage of people who listen to the radio in their cars and at work. 

Diaries. For radio, preselected individual listeners are given a diary in which they write down all of their in-home and out-of-home listening for a one-week period. Arbitron uses individual diaries that are kept by each member of a randomly selected household for a full week. The diaries are known as open-ended (or unaided) because they contain no preprinted information about time of day or station heard. Radio diaries are pocket-sized to encourage respondents to carry them around to record all of their listening habits. The diaries also contain space for the participants to record demographic information, such as age, sex, area of residence, and employment status.

Television diaries are slightly more complicated than those for radio because they are assigned to a TV set, not to individuals. All viewing by all people has to be entered, which includes adults, children, and visitors. Television diaries are known as close-ended diaries because each quarter hour of the viewing day is printed on a line. On the back of television diaries, additional information is requested on the number of sets in the household, the number of color sets, family size, and race.

Diaries have many advantages over other measurement techniques. They are designed to measure individual, personal listening in radio, both at home and away from home, and in television they can measure how many people are watching a set. The diary technique also allows the rating company to select a new sample for each rating period.

One of the problems with the diary technique is that it can take up to eight weeks to produce a rating report and get it into the hands of stations, advertisers, and their advertising agencies. Another drawback is that, like any survey technique, diaries have some built-in biases. They tend to favor those radio stations to which people listen for longer periods of time, such as smooth jazz, ethnic, and talk stations. They also tend to favor radio stations with older listeners of a higher socioeconomic status, such as all-news stations. In television, diaries tend to favor network-affiliated stations and news programs.

Meters. Meters were originally used to measure radio listening. As radio became more mobile, radio meter usage declined and the meters were modified to measure television viewing. The major drawback of these early meters was that, while they could accurately measure the channel watched and the duration of viewing, they could not record the size of the audience in persons (remember, early radio and television ratings were strictly household based) or other demographic information. In other words, meters worked quite well for household-based television ratings but failed to provide the information necessary for person- or demographic-based ratings.

In the early 1980s, a British company--Audits of Great Britain (AGB)--pioneered the development of the people meter, a meter that could accurately record channel selection, duration, audience size, and audience demographics. Part of its function is automatic (people meters automatically record channel selection and duration) and part is manual (audience size and demos must be entered manually). Today, Nielsen uses people meters to measure network viewing and viewing in about 38 local television markets.

People meters are electronic recording devices that attach to a television set and track every minute that the set is turned on and to what channel. Each member of the household is also assigned to a key on the remote control for the people meter. When the set is first turned on, the people meter will ask the viewer with the remote control to enter the code numbers for each of the people in the room. It's also possible to enter additional demographic information about non-family members who may be visiting. The people meter will also blink or flash a question mark on the screen every quarter hour to inquire if there have been any changes in the audience in the room. The information gathered by the meter is stored and then sent to a central computer by phone line twice a day. The computer system provides overnight ratings results for subscribing television and cable networks, local stations, and advertisers and their agencies.

Since people meters are mechanical, they are probably more reliable than people are in recording in their diaries channel selection, especially when channels are changed frequently and during late-night and early-morning dayparts. People meters are relatively expensive as compared to diaries; however, they are becoming the current methodological standard and are gradually replacing diaries in many local markets. People meters are used to generate the overnight ratings for the networks and for those local stations in metered markets. 

Ratings Companies and Their Methods 

Arbitron Radio Methodology. Arbitron selects a sample of households in a local radio market to develop an effective sample base (there will be more about sampling later in this chapter). In the past, Arbitron selected only telephone households to contact, but currently the company is using a technique called an expanded sample frame (ESF) in many markets in an attempt to sample more than just homes with listed telephone numbers. At this time, Arbitron measures radio listening in about two hundred and sixty markets for twelve, twenty-four, or forty-eight weeks per year. 

The ESF technique is used in radio by Arbitron and in television by Nielsen and involves random-digit dialing. By programming a computer to generate random telephone numbers for all of the possible combinations available to residences (for example, ignoring business exchanges) in a local telephone exchange and then to dial them, the ratings companies are not relying just on the telephone directories for their samples. This technique has increased the sampling of unlisted telephones, which in some cities can reach as high as 40 or 50 percent of the total active telephone numbers. The ESF technique has also increased the sampling of younger, more transient people-- especially the 18-24 year olds--whose numbers may not be in the directories yet.

Placement letters are sent to these randomly selected households when the address is known; for ESF households, a phone call is made first. An Arbitron trained interviewer then follows up with a phone call to get as many households to cooperate as possible. If the people contacted agree to participate in the survey, the interviewer finds out how many people in the home are over 12; the interviewer then asks that each person record his or her listening habits in a diary for one week.

Spanish-speaking interviewers are used whenever possible in markets with a high percentage of Spanish-speaking people. Special efforts are made to help people with English-language difficulties record their listening habits in their diaries. Arbitron also makes extra efforts to help people complete their diaries in areas that have been identified as traditionally having low diary return rates, such as high-density black areas (HDBAs) and high-density Hispanic areas (HDHAs). Also, higher cash incentives may be offered to individuals in these demographic groups (as much as $5 per person).

Many radio stations target their programming specifically to ethnic audiences, and Arbitron takes great pains to see that all ethnic and minority audiences are measured as fairly and proportionately as possible.

The day before the radio surveys are sent out, Arbitron interviewers call to remind people that the rating period is beginning. The interviewers then call again in the middle of the week to see if there are any problems in filling out the diaries. In spite of all of these precautions, often only 50 percent of the diaries returned are filled out accurately enough to be usable. 

Arbitron conducts ratings surveys four times each year for twelve weeks in the winter, spring, summer, and fall. Not all radio markets are surveyed each quarter; larger markets generally have four surveys a year; smaller markets may have only one or two a year. Spring is the one time when all of the more than two hundred markets Arbitron surveys are rated. This twelve-week period when all markets are measured is referred to as a sweep; the other sweep period is in the fall when a majority of, but not all, markets are also measured.

In the front of its ratings reports, Arbitron lists radio stations that have engaged in "unusual promotional activity." These activities are often referred to as hypoing and consist of unusually heavy promotion, contests, advertising, or disc jockeys trying to influence how people record their listening habits. Most stations claim they promote year-round and that no activity is unusual. Occasionally, however, advertisers and their agencies will reevaluate a rating position for a station that, conducts unusually heavy promotional activity that might have had an impact on the ratings, thus making those ratings questionable.

Nielsen Television Methodology. Nielsen Media Research is the only company that measures nationwide television and cable audiences. Nielsen calls its local television market ratings reports the Nielsen Station Index (NSI) and its network reports the Nielsen Television Index (NTI). Nielsen calls its local market area the Designated Market Area (DMA).

Nielsen's Homevideo Index (NHI) measures cable, pay cable, VCRs, and video discs. The Nielsen Syndication Service (NSS) measures audience for syndicated programing on both a local and national basis. A syndicated program is one that is licensed for broadcast by a syndicator (or distributor) to local television stations.

Television diaries each have fifteen-minute time periods printed in the diary, but many people still have trouble filling them out accurately. Of the returned diaries, the fraction that are usable is slightly higher than that for radio--about 65 percent.

The continuously metered markets have generally seen a slight decline in television station hypoing, but stations still engage in some increased promotional activity because of the importance of the sweep reports; national sweeps in television occur in November, February, May, and July. Television stations hype the ratings not only by advertising more during the sweeps but also by occasionally programming special titillating series in their news programs and airing blockbuster-type programming specials.

Nielsen Media Research makes special efforts in most television markets and take specials precautions to see that all ethnic and minority groups are measured appropriately.

Electronic Media Rating Council Accreditation. One of the reasons that Arbitron and Nielsen have survived is that they have taken great pains to see that their survey research methodologies and statistical techniques are constantly refined and updated. The methodologies of these companies are reviewed and accredited by the Electronic Media Rating Council, an industry-supported association that monitors the ratings companies to assure broadcasters and advertisers th at technical standards remain high. Each company reinvests large portions of its income to keep its research credible to the advertising community. Even though advertisers and advertising agencies decide which ratings company's research to use in evaluating commercial schedules, broadcasters pay more than 90 percent of the total costs for the research.

The audience estimates produced by Arbitron and Nielsen are as valid and reliable as money, statistics, good sampling techniques, and massive computing power can make them. The increasing accuracy of broadcast ratings that is provided by these methodological and technical improvements in measurement is offset, however, by the increasing complexity of media consumption caused by increasing numbers of radio and television stations, remote controls, VCRs, cable television, DBS, and portable televisions.

Sampling. Sampling is a complex subject, but because much of the criticism of broadcast and cable research focuses on the size of the samples used by ratings companies, it is worthwhile to develop a rudimentary understanding of it. Perhaps the following analogy will help.

If you wanted to find out how many people in a small country sell newspapers, and how many sell some other medium. You gather all of the media salespeople in the country into a large stadium and begin by asking for a show of hands for those in television, then for those in radio, and so on. You would soon realize that it was impractical, to say nothing of confusing, to try to count everyone (counting everyone would be called a census). The other option is to take a random sample and then infer (or estimate) the distribution by media of the various salespeople in the stadium.

Let's say that in order to get into the stadium all the media salespeople had to take a number, so take a sample you begin to choose numbers randomly from a hat. You decide to choose a sample of one hundred people. You then offer a free Super Bowl ticket (or some other universally attractive prize) to all of the people whose numbers have been chosen; they naturally come forward immediately and you ask them which medium they represent.

You have just conducted a reasonably good random-sample survey, and you can now infer that whatever the distribution of salespeople by medium--the odds are pretty good that a similar distribution exists in the total population of media salespeople. 

Next, you consider offering a free Super Bowl ticket to one hundred more randomly selected salespeople, hoping to improve the accuracy of your prediction. However, being no dummy, you realize that all the Super Bowl tickets are costing you a bundle and that you were probably close enough with your first estimate. You remember from reading this book that the standard error of any sample is in inverse proportion to the square root of the sample size. In simpler terms, that means that in order to double the accuracy of your estimate, you would have to quadruple your sample size. You certainly don't feel like shelling out money for four hundred tickets, so you decide to rely on your sample of one hundred.

This fantasy is merely a method to make the subject of probability sampling more digestible. The following is a condensation and summary of the very basic sampling concepts that you should be familiar with to sell for broadcasting or cable.

Sample. A sample is a portion of a population from which an inference is going to be made about the characteristics of the entire population. A sample must be selected according to some sampling plan, which includes the sampling frame, type, and size of the sample.

There are two general types of sampling used in generating broadcast ratings: quota sampling and probability sampling. Quota sampling is a type of non-probability sample in which quotas are set for the number of respondents of various types to be surveyed. For example, quotas may be set for various geographic areas, for various age groups, or for various income levels. The aim of quota samples is to try to match the sample to characteristics of a total population. However, since the quotas are not determined on a probability, or random, basis, there is no way of measuring the probable size of the sampling error involved. Quota samples are based on judgment or convenience and may or may not be accurate, but there is no way of calculating how accurate they might be. The ratings services sometimes use way of calculating how accurate they might be. The ratings services sometimes use this type of sampling when they establish quotas for some hard-to-sample demographics, such as some ethnic groups and young adult males 18-24.

With probability sampling, every unit (that is, household or person) has an equal chance of being selected; it is also referred to as a random sampling. There are several kinds of probability sampling, such as stratified sampling and cluster sampling, which we will not go into here (aren't you lucky), but each of them permits one to compute the limits of the margin of error that is attributable to sampling.

Sample Size. The term sample size refers to the number of units (again, households or people) actually used to tabulate information. In this sense, the sample size is referred to as an in-tab sample by the ratings companies because not all of the diaries mailed out or returned are usable and only those that are usable become eligible for tabulation to determine the size of an audience. Returned diaries may be deemed unusable if they are postmarked before the end of the survey, have blank pages (diary keepers are asked to check a box on days that they report not hearing a radio), or if it is established that the diary keeper is employed in the media.

Standard Error. The standard error of a rating is the amount of error that can be attributed to the sampling itself. It does not include errors that might occur from the inaccurate filling out or reading of diaries, from printing errors that might occur in a report, or station hypoing.

A standard error can only be calculated from a probability, or random, sample. The standard error is typically expressed in percentage terms and depends on the size of the sample and of the rating. If you are interested in pursuing the calculation of standard errors further, look in the back of a ratings company report; these reports discuss how to determine the standard error, or possible fluctuations, of any rating in the report, including the confidence level of the rating.

Standard errors are expressed as limits of probable variations, plus or minus a certain percentage from a rating. For example, the standard error for a television station's household rating of 15.0 might be plus or minus 0.7, with a confidence level of 0.05. The confidence level means that ninety-five times out of a hundred, the true rating in the total population from which the sample was taken will fall between 14.3 and 15.7.

Standard errors can be reduced by averaging ratings across many time periods, across many markets, or across several ratings reports. Average quarter-hour ratings are more reliable (that is, they have a lower standard error) than cume ratings, even though cume numbers are larger. This apparent inconsistency comes about because the more averages that are taken, the more the error due to variations in sampling is minimized.

Some understanding of sampling is important because although advertisers rarely complain about the vagaries of diary or meter techniques, they are often quick to ask how a station can claim to be number one with "such a small sample." Hollywood producers, directors, and stars weep and tear their garments when their network programs are cancelled, and they often blame the "tiny" sample.

To avoid as much of this criticism as possible and to satisfy advertisers' desire to have accurate audience information, the ratings companies, the stations, and the networks all go to great lengths to make sure that sampling techniques are adequate and reasonable to estimate audience size.

The ratings companies can produce distinguished statisticians who can prove that a national sample of 5,000 homes is more than adequate to estimate the ratings for television and cable network programs within acceptable tolerances. They also try to prove that a metered sample of from three hundred and fifty to five hundred people is all that is needed to get an acceptable estimate of household ratings in local television markets. These samples are acceptable in the sense that advertisers and broadcasters have agreed through a variety of industry committees, associations, and councils that the standard error ranges are within acceptable limits to buy and sell time and to make informed programming decisions. 

The next time you hear someone complain that a sample is too small, remind him or her that the standard error of a rating is in inverse proportion to the square root of the sample size, not to the size of the entire population. That goes for any sample, regardless of the size of the universe sampled. Thus, a sample size of four hundred people is just as accurate to measure ratings in the national population as it would be to measure ratings in the population of metropolitan Chicago. If your doubter does not accept this explanation, suggest that the next time a nurse takes a blood sample of just a few drops, he or she should insist on having a couple of quarts drawn to reduce the size of the sampling error.

Rates and Ratings

If you sell in a small market where ratings are not normally used by advertisers, it may be wise to avoid using ratings. The old adage, "Live by the sword, die by the sword," applies to the use of ratings. It is nice to be number one, but very few stations can make that claim, and often not for long. So avoid the possibility of eventually having to die by the ratings.

If you must use ratings, you will use them primarily to create a differential competitive advantage for your station/system or to compare your schedule of spots to those of your competitors.

There are two basic types of ratings comparisons: those that involve costs and those that do not. Use the ones that are cost-oriented only if you have to, and then you must learn to use them to your advantage. As we discussed earlier, you don't want to rely only on price because this tactic limits your ability to focus an advertiser's attention on

many of the other important quality elements of your station or system and its programming. You want to focus on value, not on price.

However, you will need to understand cost comparisons, especially in larger markets and in television selling. Following are several types of cost comparisons:

Cost-Per-Thousand (CPM). One of the most commonly used cost comparison techniques is cost-per-thousand (CPM). The M is derived from the Latin word for 1,000 and comes from the same root as millennium - 1,000 years. The formula used to calculate CPMs is:

CPM = Total campaign cost 

            Gross impressions divided by 1,000

To simplify the calculation, you could express gross impressions in thousands (for example, if gross impressions were 450,000, use 450) and eliminate the 1,000 in the denominator. Chances are you will make fewer calculation errors if you follow this technique, and you will be able to do the calculations much faster. The formula for CPM would then be:

CPM = Total campaign cost
            Gross impressions (in 000's)--lopping off three zeros.

CPMs are useful for comparing the efficiency (a common synonym for CPMs) of commercial schedules on a station or system, on two or more stations in the same market, among media, or among markets. CPMs can be expressed for a variety of different demographics, survey areas, and time periods, so it is necessary to label them properly. CPM numbers alone are meaningless; they must be compared to other alternative CPMs in the same demographic, survey area, and so on. Also, across-media CPM comparisons are tricky to make and must be weighted and evaluated based on the relative effectiveness of the media. Is a $15 CPM in television the same as a $15 CPM in a newspaper, for example.

Exhibit 6-2 contains an example calculating CPMs.

Exhibit 6-2

Example of Cost-Per-Thousand (CPM)

Station WAAA

	Time/Day
	30-second

Spots
	Arbitron

Spring 1999

AQH Metro Persons

Men 18-49
	Gross

Impressions

	6-10 A.M. (Mon-Fri)
	5
	10,000
	50,000

	3-7:00 P.M. (Mon-Fri)
	3
	8,000
	24,000

	 
	 
	 
	 

	TOTAL
	8
	 
	74,000

	Cost
	$800
	 
	 

	CPM
	$800/74
	(74,000/1,000)
	 

	CPM
	$10.81
	(18-49 Men)
	 


Cost-Per-Thousand Reached. This is a CPM based on cume rather than on the average quarter hour, as in the example in

Exhibit 6-3. The formula for CPM reached is as follows:

CPM reached = Total campaign cost
                              Cume of schedule divided by 1,000

                          or

CPM reached = Total campaign cost
                               Cume (in 000s) - lopping off three

zeros

To calculate a CPM-reached figure, you must have a method that estimates a schedule's cume (typically a software program such as TVScan). Remember, you cannot add cume figures from a ratings book, so you must get cume estimates from other sources.

The value of the CPM-reached statistic is that it indicates how many thousands of different people are reached per dollar spent. It might give a sales advantage to low-cost stations with especially high cumes.

Exhibit 6-3

Example of Cost-Per-Thousand Reached (CPM Reached)

Station WAAA 

	Time/Day
	30-second

Spots
	Arbitron

Spring 1999

AQH Metro Persons

Men 18-49
	Cume

	6-10 A.M. (Mon-Fri)
	5
	10,000
	

	3-7:00 P.M. (Mon-Fri)
	3
	8,000
	

	
	
	
	

	TOTAL
	8
	 
	48,000

	Cost
	$800
	 
	 

	CPM
	$800/48
	(48,000/1,000)
	 

	CPM
	$16.67
	(18-49 Men)
	 


Reverse Cost-Per-Thousand. This statistic can be useful in comparing a schedule on your station (whose prices, of course, you know) to a schedule on a station whose prices are unknown. When presenting reverse CPMs, show your schedule and CPMs; then show a similar schedule on a competitive station and indicate the price the other station would have to charge to meet your CPM levels. Exhibit 6-4 contains an example of how to present reverse CPMs; assume your station is WAAA. Reverse CPMs are not a widely used comparison, but they can be useful in certain selling situations, particularly when preventive selling or forestalling an objection is appropriate. The formula for reverse cost-per-thousands are as follows:

Your station's CPM = Cost of Competitor's Schedule
                                     Competitors Gross Impressions

Here's an example:

Exhibit 6-4

Example of Reverse Cost-Per-Thousand

Station WAAA

	Time/Day
	30-second

Spots
	Arbitron

Spring 1999

AQH Metro Persons

Women 25-49
	Gross

Impressions

	6-10 A.M. (Mon-Fri)
	5
	10,000
	50,000

	10:00 A.M.-3:00 P.M. (Mon-Fri)
	5
	5,000
	25,000

	10:00 A.M.-3:00 P.M. (Sat) 
	2
	12,000
	24,000

	 
	 
	 
	 

	TOTAL
	12
	 
	99,000

	Cost
	$1,200
	 
	 

	WAAA CPM
	$12.12
	(Women 25-49)
	 


 

Station WBBB

	Time/Day
	30-second

Spots
	Arbitron

Spring 1999

AQH Metro Persons

Women 25-49
	Gross

Impressions

	6-10 A.M. (Mon-Fri)
	5
	9,000
	45,000

	10:00 A.M.-3:00 P.M. (Mon-Fri)
	5
	2,000
	10,000

	10:00 A.M.-3:00 P.M. (Sat) 
	2
	10,000
	20,000

	 
	 
	 
	 

	TOTAL
	12
	 
	75,000

	 
	 
	 
	 

	WBBB's cost of schedule needed to equal WAAA's $12.12 CPM
	 

$909.00
	 

(Reverse CPM)
	 


Cost-Per-Point (CPP). Another cost comparison technique often used to evaluate campaigns is cost-per-point (CPP; sometimes called cost-per-rating-point). The CPP formula is similar to that for calculating CPMs:

CPP = Total cost of schedule
          Gross rating points

Exhibit 6-5 contains an example of how to calculate CPP.

Exhibit 6-5

Example of Cost-Per-Point

Station WAAA

	 

Time/Day
	 

30-second

Spots
	Arbitron

Spring 1999

AQH Metro Rating

Men 18-49
	Gross Rating

Points

	6-10 A.M. (Mon-Fri)
	5
	2.3
	11.5

	3-7:00 P.M. (Mon-Fri)
	3
	1.2
	3.6

	 
	 
	 
	 

	TOTAL
	8
	 
	15.1

	Cost
	$800
	 
	 

	CPP
	$800/15.1
	 
	 

	CPP
	$52.98
	(Men 18-49)
	 


 

CPP calculations are used primarily by advertisers and advertising agencies for media planning purposes, to compare costs among markets, and to plan on how much they will have to spend to achieve a desired advertising weight in a market. Since CPPs are based on rating points (metro persons ratings in radio, or DMA persons ratings in television), they will increase as the size of the market increases. For example, a 1 rating represents many more people in New York City than in Amarillo, Texas, and thus commands a much higher price (1 percent of New York City's population is much greater than 1 percent of Amarillo's population).

Non-Cost Comparisons. Ratings can also be used to compare advertisers' schedules on factors other than cost-related ones. One effective noncost comparison can be made based on a comparison between two stations' schedules and on how both fit into 

Exhibit 6-6 shows an example of a total market schedule comparison among three stations. Assume an advertiser wants to reach women 25-54.

Exhibit 6-6

Comparison of Distribution of Impressions on Three Stations

	 

 

 

Station
	 

30-second

Spots
	Arbitron

Spring 1999

AQH Metro Persons

Women 25-54/25-34
	 

Women 25-54

Gross Impressions
	 

Women 25-34

Gross Impressions
	Women 25-34

Percent of

Impressions
	Percent of

Women 25-34

of Women 18+

In Market

	WAAA
	10
	50,000/12,000
	500,000
	120,000
	24%
	47%

	WBBB
	15
	15,000/10,000
	225,000
	150,000
	67%
	47%

	WCCC
	20
	11,000/4,000
	220,000
	80,000
	36%
	47%

	 
	 
	 
	 
	 
	 
	 

	TOTAL
	45
	 
	945,000
	350,000
	37%
	47%

	 
	 
	 
	 
	 
	 
	 

	Cost
	$4,725
	 
	 
	 
	 
	 


 

In the above example in Exhibit 6-6, forty-five spots would be placed in the market distributed among three radio stations. The proposed schedule delivers 945,000 gross impressions among women 25-54 and 350,000 gross impressions among women 25-34. Assu me that the CPM for women 25-54 and 25-34 is the same for each of the three stations. 

Could the market buy be improved? If you were the salesperson for WBBB, how would you try to change the proposed buy? The answer comes from analyzing the distribution of impressions across the entire market buy on all three stations.

You would first look at the distribution of the population in your city. You find that 47 percent of the women 18 + in your market are in the 25-34 age group. Next, you would point out that the proposed market schedules are a little below the market percentage of women 25-34 (37 percent in the three-station schedule versus 47 percent in the market). In addition, too many impressions would be directed toward women 35-54 in the proposed schedules (WAAA has only 24 percent of its impressions directed toward women 25-34, which means 76 percent are directed toward women 35-54, the remaining portion of the 25-54 demographic) and too few overall toward women 25-34.

You would recommend that all of the spots on WCCC be transferred to your station, WBBB. Not only would the total buy be improved by increasing the gross impressions, but the distribution of the schedules' total impressions would more closely fit the distribution of women 25-34 in the population. Overall, the buy would be more effective in reaching the advertiser's target audience, and cost only slightly more. And because the basic assumption was that all three stations had the same CPM for women 25-5 4 and 25-34, the new schedule using only two stations is more effective in reaching the target audience of women 25-34. How the new schedule would look is demonstrated in Exhibit 6-7. 

Exhibit 6-7

New Schedule on Two Stations

	 

Station
	30-second

Spots
	Arbitron

Spring 1999

AQH Metro Persons

Women 25-54/25-34
	Women 25-54

Gross Impressions
	Women 25-34

Gross Impressions
	Women 25-34

Percent of

Impressions
	Percent of

Women 25-34

of Women 18+

In Market

	WAAA
	10
	50,000/12,000
	500,000
	120,000
	24%
	47%

	WBBB
	35
	15,000/10,000
	525,000
	350,000
	67%
	47%

	 
	 
	 
	 
	 
	 
	 

	TOTAL
	45
	 
	1,025,000
	470,000
	46%
	47%

	 
	 
	 
	 
	 
	 
	 

	Cost
	$5125

virtually

the same
	$4725 is only 7.8%

less
	1,025,000 is a 

8.5% more than

945,000
	470,000 is a

whopping 34%

more than 350,000
	Impressions

closer to market

distribution
	 


Thus, you have delivered 8.5 percent more women 25-54 impressions and a whopping 34 percent more women 25-34 impressions, plus you have matched the market demographics better for virtually the same cost (the old three-station schedule cost is only 7.8 percent less than the new two-station one). You have presented a schedule with a solid advantage and one that better meets the advertiser's needs.

Dramatize Your Numbers. As shown in Exhibit 6-7, the advantages of your numbers can be dramatized. When you present your schedules, use appropriate descriptive adjectives. Thirty-four percent becomes even more impressive when referred to as whopping, and 7.8 percent becomes less meaningful when referred to as only 7.8 percent; this difference is further minimized by referring to an increase of only 7.8 percent at virtually the same cost.

Here is a way to enhance or minimize your numbers without any misdirection. If you have a positive advantage, divide the larger number by the smaller number and subtract 1 from the answer. The resulting number gives the percentage by which the larger number exceeds the smaller one. For instance:

1,025,000/ 945,000 = 1.0846 - 1 = .085 = 8.5% advantage

If you have a negative advantage, such as lower costs or lower CPMs, subtract the smaller number from the larger one, then divide the difference by the larger number. For example:

1,025,000 - 945,000 = 80,000

80,000/1,025,000 = 0.078 = 7.8% smaller

The advantage of using the above calculations to dramatize your numbers can be seen more clearly with this example: 150 is 50 percent greater than 100, but 100 is only 33 percent less than 150. The difference in percentage is a result of which number is chosen as the base. The numerical difference, 50, remains the same regardless.

Take your pick, but try to use methods that dramatize your advantage best without distorting the relationship or being inaccurate. Other noncost comparisons include balance, rating trends, and time-period versus program ratings.

Balance 

Schedule Balance The critical point to remember from the examples in Exhibits 6-6 and 6-7is that any station's or system's schedule must be looked at within the context of the entire schedule for a market. The notion is that a ba lanced market buy is best.

TSA-Metro Balance Some stations, particularly in radio, have a relatively high percentage of their audience in the total survey area (TSA), which is fine for advertisers with outlets or distribution in the entire TSA. However, if you are com peting against a large-coverage station (such as a 50,000-watt clear channel AM station) for an advertiser with distribution only in the metro trading area, you might want to point out the percentage of your audience that is in the Metro area and the perc entage of your competitor's audience that is in the TSA.

Demographic Balance Assume an advertiser has a target audience of women 25-34. See examples of demographic balance in Exhibits 6-6 and 6-7. The impressions in those examples have been balanced demographically.

Frequency Balance Balancing frequency might be accomplished by suggesting that an advertiser is buying too many spots on, for example, an smooth-jazz radio station, which may have a low turnover and low cumes and thus may build frequency with re latively few people. In television, frequency balance could be accomplished by suggesting that an advertiser is putting too many spots in prime time on a station affiliated with ABC, CBS, Fox, or NBC. The advertiser might want to divert some of that money to buy more spots in early fringe time on an independent television station or a station affiliated with UPN or The WB to build up frequency.

Appendix A contains a discussion of the importance of frequency to an advertiser and the way to determine how much frequency is enough. See "The Frequency Grid."

Reach Balance Many times advertisers will be in love with the idea of sponsoring a particular program, such as reruns of Home Improvement on a television station. However, by purchasing the program over a long period of time, the advertis er is usually reaching the same people over and over again because much of the viewing and listening to television and radio stations is done by force of habit. By changing his or her buy to a schedule of rotating spots in other dayparts or by adding anot her station, an advertiser can usually increase the reach of his or her schedule.

Another technique for balancing reach might be to analyze schedules on several stations and to compare the stations' turnover by demographics. For instance, one radio station might do well with men 18-24 on an AQH basis but have a low cume in that demo graphic. You might suggest that several stations be purchased together to add more rating points and to increase reach among men 18-24.

By the way, 100 gross rating points does not mean that you are reaching 100 percent of a population. You can add rating points and come up with 100, 200, or 300 gross rating points, but they are just that--gross, not net. When you add up rating points, you count some people or households more than once. If the ratings companies do not look at the actual diaries or meter data or if you do not use some computerized estimating formula, you don't know how many people or households are being counted more than once.

Rating Trends. Another useful non-cost comparison is rating trends. By averaging ratings over several ratings reports, you can sometimes soften the effect of an unfavorable report or you can show a more realistic pictu re of what a long-term buy might deliver than from just looking at one report. Trends are important for showing the differences in seasonal ratings or the effects of special programming.

Time-Period Versus Program Ratings. In television, in addition to being aware of the differences between household- and person-based ratings, salespeople must be aware of the difference between time-period ratings and program ratings. In each case, television salespeople must learn to use the most logical and advantageous ones whenever possible. Due to the constant changes in television network programming, particularly with so much prime-time stunting (moving programs around to get a strategic advantage) done by the networks, television salespeople are often faced with selling estimated ratings for new programs and for programs that are moved to new time periods. In the latter case, which rating do you use, the rating of the time peri od where the new program is going or the program rating in the old time period? The answer is that you will probably have to negotiate an acceptable rating estimate and compromise with an advertiser. Therefore, in line with an important rule of negotiating, it is probably best to start with the highest estimate and come down.

The Importance of Accuracy. Remember one final note on using ratings: Always be accurate. Double-check all of your numbers and calculations; mistakes can cost your station money or, just as bad, can ruin your credibility with advertisers and advertising agencies.

Summary

Although ratings are not used in all markets, especially in smaller markets, salespeople should learn to use them, just as eighteenth-century European gentlemen learned to use a sword - primarily for defensive purposes.

Ratings are quantitative measures of viewing or listening behavior and are a vital part of the broadcasting and cable business. They not only help advertisers make media-buying decisions but they also help programmers design program schedules that appeal to a desired target audience.

A rating is a percentage of everyone in a particular population, or universe, who is listening to radio or watching television at a given period of time. A share is a percentage of people who are tuning in to a medium or who are watching or listening to a station at any given period of time. 

Persons using radio (PUR) and homes using television (HUT) indicate how many people or households are tuning in to a medium; PURs and HUTs can also be expressed as a percentage of the market population of persons or TVHH.

If you add up the rating earned by each commercial in an advertiser's schedule, you get gross rating points (GRPs). If you add up the number of people exposed to each commercial in a schedule, you get gross impressions. Cume, short for cumulative, refers to the number of different people who listen to or watch a station or schedule; cume is also known as reach and unduplicated audience. Cumes in the ratings reports cannot be added together across dayparts or stations.

Ratings are a function of both the number of people who watch or listen and the length of time involved. Frequency, or the number of times the average person sees or hears a commercial, is related to both cume and gross impressions. A station's efficiency at keeping people listening or viewing is known as audience maintenance.

The two major ratings companies (Arbitron in radio and Nielsen in television) take great care in sampling households for ratings reports because samples are subject to sampling error. The size of a sampling error is in inverse proportion to the squ are root of the size of the sample. Thus, to double the accuracy of a sample of one hundred persons, the sample would have to be increased to four hundred.

When using ratings in a sales situation, several cost-related comparisons are useful: cost-per-thousand (CPM), cost-per-thousand reached, reverse cost-per-thousand, and cost-per-point (CPP). Useful non-cost comparisons are: distributions of impr essions and overall schedule balance, TSA-MSA balance, demographic balance, frequency balance, and reach balance, along with rating trends and time-period versus program ratings.

Test Yourself

1. What is the difference between a rating and a share? 

2. What survey area is used most by advertisers to evaluate radio schedules: TSA or metro? 

3. What is a HUT level? 

4. How are gross impressions and GRPs calculated? 

5. What is a cume rating? 

6. What is the difference between reach and frequency? 

7. What are the four major audience research methodologies for estimating audience size? 

8. What major ratings company is the only one to measure television networks on a national basis? What major rating company measures local radio markets? 

9. What is more important in determining the accuracy of a rating, the size of the population sampled or the size of the sample? 

10. How do you calculate campaign CPM and CPP? 

11. What are some non-cost schedule comparisons?

 

Projects

1. Secure a radio or television rating book. Select a station to sell for and select a client. Write a schedule proposal that contains a total of fifteen spots spread throughout a variety of time periods during a full week. Assume the client has a primary target audience of adults 25-54 and a secondary target audience of adults 25-49. Use metro ratings and persons for radio and DMA ratings for TV. Price your proposal so that your CPM for adults 25-54 is $15. Perform a CPM calculation for adults 25-49 and CPP calculations for both demographics. 

2. If you do not have access to a radio or television ratings book, use the ratings figures given in Exhibit 6-2 and 6-5 and do CPM and CPP calculations for the WAAA schedule at a total cost of $950. Also, do a reverse CPM as shown in Exhibit 6-4 with a cost of $900 for WAAA's schedule.

