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micro+

Introduction:

micro+ is NLogic’ software that processes respondent level data for both
diary and PPM radio measurement. This easy step-by-step summary is

an overview on how to set-up, process and interpret basic reports in the
three different modules; i) Schedule, ii) Duplication & iii) Qualitative.
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Interface:

All modules share a common interface. An overview of the interface and
short-cut icons are on the following three pages.

R e W, Pes? . | = %

¢ Data Analysis Edit Viewv Print Window Help ;\:\3\
AN HESECY Hars ERER RNURESR 6

2 Areas: [TOTAL CANADA |
3 Target [A12+, A25-54 |

;l A12+ | azs54

Ie(t:taelll-s E:";::g i:ler:z Days Times Tz | Week | * a)%:) AR?:: ((';cog) ':zh S;:r Sample | Tuned

1 |ANTK 3 Mo-Su S 0a  sTiavg 7777 26 96928 32.5 211 88,838 27,613

2 |FADC 3 Mo-Su f;gg:' STiAvg 486.1 16 62507 21.0 132 88,838 20,936

4 3 |FeHR 1-8 Mo-Su 002 sTimvg 388.8 13 7,0199 235 105 88,838 15,189
4 |FHAC Mo-Su Si00a  sTiavwg 3531 12 57101 191 9.6 88,838 14,721 5

5 |Fay Mo-Su S sTiavg 3415 1.1 37933 127 93 88838 16555

6 |FcHT Mo-Su fgggg' STiAvg 2337, 08 37360 125 63 88838 11,059

7 |mvs 1 Mo-Su 00 sTiavg 2033 07 30583 103 55 88838 9,490

s |FAMR Mo-Su S00a  sTiavg 1894 0.6 29943 100 5.1 88838 8377

9 |FCRK ' Mo-Su ?;gg:' STiAvg 1686 06 27814 93 46 88838 7,176

= T e T “AQH | AQH | Rch | Rch
Wee | * | Universe |Sampl| Tuned (000" 000) | % 7

Avg 29,819,829 88,838 76,347 349.1 1.2: 25,203.4; 84.5
Universe: 29.819.829 |Sample: 88.838 ‘Tuned: 76.347 i 2 Will printon 1 page(s) | Description for Schedule Analysis | 00:00:02.5740330
IReady. waiting for command... ;Radio 2011 Fall (Radio. Diary). 9/5/2011 - 10/30/2011 /

1. Analysis Label: Identifies the module (in this case Schedule) and survey (Fall
2011).

2. Areas Field: Identifies the geography (Total Canada).
3. Target Field: Identifies the demo (A12+ & A25-54).

4. Media Vehicle Row(s): When a row is populated w/ a call letter (in this case format
codes), day(s) & time(s), that constitutes an individual media vehicle.

5. Media Vehicle Results Field: One or multiple processed media vehicles.
6. Shortcut Icons: See next two pages for descriptions.
7. Summary Results Field: The total delivery of the combined media vehicles.
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lcons:
NN HEOSE LG Hema @A B4R =

|| g Open/change a survey period

Open a new analysis

& [

Open a saved analysis

7

Copy/clone an existing set-up into a different analysis/module
Save an analysis

Calculate/process an analysis

Select a geography/area or build a custom one

Select a demo or build a custom one

Edit profile questions (applicable in Qualitative analysis only)

Launch the Daypart builder dialogue box

AHROEI

N/A - TV shortcut only

B
=) !

.

Insert an additional empty vehicle

Insert an additional timeslot into an existing media vehicle

Timeslot editor

LA

Delete timeslot

nlogic
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Icons:
B OSEL2S Humag@RER

a s re

dNAR EsQ

Delete media vehicle

Copy

Paste

Insert copied rows

Apply a pre-existing view

Rank top-down on selected column

Export to Excel

Export to PDF

Print lay-out manager

Print

Print preview

nlogic
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Steps:

Launching the Program:

N T8 LA N

1. Click on the micro+ icon to launch the program. If the program is already open,
click on the ‘Open a new analysis’ icon and go to Step 4.
2. That will launch the 'Open installed data’ dialogue box. On the ‘Diary data’ tab,
select the applicable diary survey or on the ‘Meter data’ tab select the applicable
PPM range of weeks. (Please refer to the manual for detailed database installation
instructions). To recreate the upcoming example(s), highlight Radio 2011 Fall and

press ‘OK’.

DIARY

Diary data | Meter data

PPM

=)

Surveys directory: C:\ProgramData\microBBM\Surveys

All | Opened recently

Browse... I

Install 2 survey... I Meter data directory: C:\ProgramData\micro+\meterdata\

Browse... |

Add more meter data... |

Survey name. | Surveyperiod [ Media

[ Datatype [ Size (MBytes)

| Published [~

The specified directory contains meter data covering, without gaps. the period Jun 01, 2009 to Aug 28, 2016

See installed meter data...

Radio 2012 Fal 9/3/2012-10/28/2012  Radio Diary 4957 Friday. November 23, 2012 11:43:09 AM Analysis period: please sel
Radio 2012 Spiing 2/27/2012-4/22/2012  Radio Diary 279 Monday. May 14, 2012 5:21:26 AM selected analysis period):
2011 Fall TVRev 1 10/20/2011-11/23/2011 TV Diary 50.06 Sunday, January 22, 20125:0250PM - T

Radio 2011 Fal 9/5/2011-10/30/2011  Radio Diary 270 Monday. November 21, 2011 11:46:47 ... \nstalied radia et 578 weeks
Radio 2011 Spring 2/28/2011 - 4/24/2011 Radio Diary 2288 Monday, May 16, 2011 8:30:19 AM = Dec 24, 2012 - Dec 30, 2012)
2011 Spring TV 2/10/2011 - 3/30/2011 v Diary 2877 Monday. April 25, 2011 2:18:28 PM Dec 17, 2012 - Dec 23, 2012)
2010 Fall TV 10/21/2010- 11/24/2010 TV Diary 64.20 Monday, December 20, 2010 9:1955 AM | _| Dec 10,2012 - Dec 16, 2012)
Radio 2010 Fal 9/6/2010-10/31/2010  Radio Diary 4408 Thursday. November 25, 2010 1:31:21 ... B"C ggv ggg i g: 83‘ %8%
Radio 2010 Spring 3/1/2010-4/25/2010  Radio Diary 2443 Tuesday. May 18, 2010 12:38:06 PM Now 35, 2013 ey 25, 015
2009 Fall TVRev 1 10/15/2009- 11/18/2009 TV Diary 60.41 Friday, January 22, 2010 7:18:05 AM Now 12 2012 - Now 18, 2013)
2009 Fall TV 10/15/2009- 11/18/2009 TV Diary 60.43 Tuesday, December 22, 2009 1:28:30 PM Nov 05, 2012 - Nov 11 2012)
Radio 2009 Fal 9/7/2009- 117172008 Radio Diary 4409 Friday, December 04, 2009 1:25:37 PM Oct 25, 2012 - Nov 04, 2012}
Suvey 32009 Radio  7/6/2009-8/30/2009  Radio Diary 871 Wednesday, September 23, 2009 7:09... Oct 22, 2012 - Oct 28, 2012}
Suvey22009Rado  4/26/2009-3/2/2009  Radio Diary 464 Wednesday, May 20, 2009 7:48:10 AM

2009 Spring TV 2/12/2009-3/1872008 TV Diary 2967 Friday. April 17, 2009 8:19:09 AM

2009 Spring TV Metere... 2/12/2009-3/18/2009 TV Diary 2967 Wednesday. Aprl 22, 2009 8:43:23 AM

Survey 12009 Radio  1/5/2009 - 3/1/2009 Radio Diary 131 Wednesday. March 25, 2008 7:32:17 AM

2008 Fall TV Extended ... 10/16/2008-11/19/2008 TV Diary 66.25 Wednesday. January 21, 2009 147:16...  ~

(any

Currently selected analysis period

T Noselection made.

i

Quickselect ¥

Agreement s prohibited.

NLogic’s software tools are for subscribers only. They are confidential and protected by copyright. Any use contrary to the License

_ ok |

Concel_| Agreement s prohibited.

NLogic's software tools are for subscribers only. They are confidential and protected by copyright. Any use contrary to the License

Cancel |

3. That will prompt the ‘What would you like to do next?’ dialogue box. One can i)
‘Open a different data set’ (i.e. launch Spring 2011), ii) ‘Create a new analysis for
the data set currently open’ or iii) ‘Open a previously saved analysis’. To recreate
the upcoming example on page 10, click on option ii).

nlogic
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To proceed, please click one of the buttons below.
These buttons are always available in the application toolbar. You can permanently turn
off this Wizard by ticking the check box in the bottom left hand corner of this window.

Open a different data set (survey or meter data)

Create a new analysis for the data set currently open.

Open a previously saved analysis from disk.

™ No need to show this wizard again. I'm familiar with micro+.

nlogic.ca 7



Launching the Program:

Steps:

4. That will launch the ‘New analysis’ dialogue box. There are three available

modules in micro+ i) Schedule Analysis, ii) Duplication Analysis & iii) Qualitative
Profile Analysis. To select a specific module, left-click on the choice and press ‘OK’
The four upcoming examples are ‘Schedule Analysis’ reports.

Type of the new analysis:

Duplication Analysis
Qualitative Profile Analysis

Clone the new analysis from the list of opened analyses below:

|<No selection, will create an empty analysis>

Analysis description:
Description for Schedule Analysis

nlogic
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Schedule:

When would | use the Schedule module?

You can run the following analyses in the Schedule module:

Create a market ranker**
Build a schedule**

Establish location tuning
Determine audience flow

S\

** |f you subscribe to AirWare as well, it may be more intuitive to use the ISST database
within AirWare to run market rankers and build schedules. That being said, when
accessing PPM data if you require the respondent database in order to isolate specific
dates, you need to use micro+ for PPM.

AirWare Step-by-Step guides are available on the NLogic’s Support Centre.

nlogic



Sample Market Ranker
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¢ Data Analysis Edit View Print Window Help

BN DEHEBOSELY Buema@@Eg @B4R =R
Areas: [VICTORIA CTRL
Target |A12+
A ar2s |

call Tuning Survey . Rank AQH |AQH Rch Rch | Shr

letters | Location weeks Days Times | 7z| Week Ran| o ph (000) | Rtg | (000) | % | % Sampl | Tuned
1 |cBovEM Mo-Su T sTiavg 1 49 14 639 188 129 1469 297
2 |ckkoRm Mo-Su o0 sTiavg ) 44 13 664 195 116 1,469 253
3 |cPax Mo-Su il STiAvg 3 w40 12 628 185 106 1,469 360
4 |CHBEFM Mo-Su To0 sTiavg 4 w39 12 762 224 104 1469 227
5 |crocem Mo-Su 3002 sTiavg 5 — 30 09 528 155 7.9 1469 238
6 |cznem Mo-Su To0  sTiavg 6 m— 29 09 450 132 7.8 1469 113
7 |cau Mo-Su g STiAvg 7 26 08 312 92 68 1469 186
8 |cBUFM Mo-Su To0  sTiavg - — 22 07 331 97 59 1469 166
9 |cHTTRM Mo-Su Rt STiAvg 9 i 13 04 321 94 36 1469 117
Wee ‘Iﬁverse Sampl | Tuned
»AVg \\340,280 1,469: 1,184

e r— ‘

Universe: 340.280 |Sample: 1.469 \Tuned: 1.184 |55 Will printon 1 page(s) |

Ready. waiting for command...

The above market ranker is ranked top-down using share % and is based on Fall 2011,
Victoria CTRL (area 9119), A12+, all home market stations including CBC, Monday-

Sunday, 5:00 AM-1:00 AM.

The A12+ population of Victoria CTRL is 340,280. There were 1,469 returned diaries
from the market of which 1,184 had at least one quarter hour of tuning to at least one of

the listed stations.

See page 40 for how to set-up column views.

nlogic

Description for Schedule Analysis |  00:00:01.0608000
iRadio 2011 Fall (Radio. Diary). 9/5/2011 - 10/30/2011
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How to create a market ranker

Steps to define Areas:

1. Create a new Schedule analysis by following steps 1-4 on pages 7-8 which will
launch a blank Schedule Analysis interface.

2. Define ‘Area(s)’. There are multiple ways of defining the geography. The most
straight forward approach is to double left-click your cursor in the field to launch the
‘Select Areas’ dialogue box.

Aress:
Target [ ‘Areas’ is required! Enter area(s) separated by comma(s) or double-click to select from a Iist| """""
% - — - B
P Select Areas @
Find: sot | None |
Available Areas: I 7 Favourites ]
[Build custom area... 102070 PICTOU 13130 CARLETON CI415C
g STJOHN'S CTRL (12080 HALIFAX CTRL 13140 VICTORIA CO. Oa16C
010 cD1 02090 LUNENBURG/QUEENS 03150 MADAWASKA Oa19e
119 CARBONEAR CTRL 002110 SHELBURNE 14000 NORD-DU-QUEBEC 4200
020 CD2/MARYSTOWN CTRL 002120 YARMOUTH 14010 AVIGN-BONAVNT CTRL 0421
O30 cD3 (12130 ANNAPOLIS 14020 ILES-MADELEINE [4a24¢
140 CD4/STPHNVIL CTRL 02140 DIGBY 14030 COTE GASPE/ROCH.P 4260
[J49 CORNERBROOK CTRL 02150 HANTS 14039 CHANDLER CTRL O427c
Oso cDs 12160 KENTVILLE CTRL 14040 MATANE C428c
60 CDB/GANDER GF CTRL 002170 COLCHESTER []4050 LA MTPD/AMQUI CTRL 429
070 CD7/CLARNVILE CTRL 02180 CUMBERLAND (14060 LA HAUTE-GASPESIE 431
Cso cD8 13008 SHEDIAC CTRL 04070 RIMOUSKI CTRL 0433C
Oso cD9 13009 MONCTON CTRL (14080 SEPT-RIV/MING/MAN [J433¢
100 CD 10 13015 ALBRT/WESTMLD/KENT 14081 SILE/PT CART CTRL [J434¢
11010 KINGS 13029 SAINTJOHN CTRL 14093 BAIE COMEAU CTRL 4350
11020 QNS/CHRLTTWN CTRL 13035 KNGS/ST J/CHAR 04100 BASQUE/RIV-DU-LOUP 0436C
11030 PRINCE 03079 FREDERICTON CTRL 004110 TEMISCOUATA 436
12010 CBRTN/SYDNEY CTRL 13080 YORK/SUN/QUEENS 14120 SAGUENAY CTRL O438C
12025 INVRN/RCH/VIC 13100 NORTHUMBERLAND 14130 ALMA CTRL 439t
12045 ANTIG-PT HAWK CTRL 03110 GLOUCESTER (04142 DOM-ROY/MARIA-CHAP Oaa1c
(2055 ANTIGONISH/GUYS 003120 RESTIGOUCHE 04145 ROBERVAL CTRL O444c
< I I
s Display the area-numbers of the checked areas |
Area definition:
Cancel |
A

3. Select the area or combination of areas you would like to analyze. Press ‘OK’.
(NOTE: If you select more than one area, they will be combined).

By default, the areas are listed east to west or in numerical order. As the diary fall
survey is full coverage, all areas are available starting w/ St. John’s CTRL (area #
9) through to the Peace River region in British Columbia (area # 9370). Individual
areas are followed by pre-defined special geographies (SG), provinces & Total
Canada (FC) - full coverage.

nlogic
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Steps to define Targets:

1. There are multiple ways of defining the demo. The most straight forward way is
to double left-click your cursor in the field to launch the ‘Select Targets’ dialogue

box.
Areas:
Target i -
. ‘Targets' is required! Enter target(s) separated by comma or double-click to select from a Iist|
q A | |
&% Select Targets ﬁ
Targets ] i Favourites ]
[Build custom target. .. |CIF12+
M A12e OF1a+
Oa12-17 LlF1g24
Oatg+ OF1849
Oa1e-34 OF1a-54
Lla18-49 Ll F2544
Oa1s-54 O F2549
O aos-44 A F25-54
L] A25-49 LIF3s64
bA A25-54 Llome
Ll A35-64 LI 35 olus
Om1z2+ O 45 slus
CImMia+ LA 3549
Clmia-34 O] A 5564
Om1a-49 OCd A35plus
CIm1a-54 CCdF13 24
L m25-44 OCdF2534
Omz25-49 O snowboarders
b M25-54
O m35-64
Target definition:
HOURS WORKED {30+} AND OCCUPATION {SENIOR MANAGER/EXECUTIVE. PROFESSIONAL.
SELF EMPLOYED}
Cancel

2. Select the demo(s) you would like to analyze. Press ‘OK’. For full instructions on
how to build a custom target audience, refer to the manual.

TIP: By placing your cursor over the target, it will show
the definition in the lower box. This is very useful to
ensure that all custom built targets match the assigned
label.

3. If multiple demos are chosen, they will appear on separate tabs in the processed
report.

A arzs | A2554 | M2554 | Fo554
call Survey
letters weeks

Description

nlogic
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TIP:

As previously outlined, there are multiple ways to define ingredients such
as areas and targets. They include:

1. Double left-click your cursor in the field to launch the applicable dialogue box.

2. Right-click once to activate the ‘Edit ‘box. —
Target | __ Edit areas... |

4] \

3. Type in the ingredient. After pressing ‘enter’, if the ingredient is unrecognizable to
the system, it will appear red. If there is more than one option, it will appear blue.
When blue, right click for a list of available options.

+ Data Analysis Edit View Print Window Help
4NN HEISECS Huwmm

Areas: [VICTORIA]
Ta

Edit areas...

rget |a26-54

| Suggestions for VICTORIA™:

Call Tuning VICTORIA CO. (3140) [Area] Week
letters | Locatid
VICTORIA CTRL (9119) [Area]
1 CBCVFM o e 1008 v Avg

4. Select the appropriate short-cut icon as outlined on pages 5-6.

¢ Data Ana!ysiiew Pr

3N ME HE ¢

5. Use the ‘Edit’ file drop-down menu option.

6. Type the applicable keyboard shortcut. The respective shortcuts are defined in the
‘Edit’ drop-down menu and/or by hovering your cursor over the applicable icon.

Edit| View Print Window Help

o Edit greas CireE
L8 Edttargets CieT
§ Insert empty yehicle Cut
8, Insert empty timesiot Cute2
3™ Edit timeslots. Crte3

#8 Doiete -
£ Delete vehicie Crt+Del
*/ Insert vehicle(s) using Daypart Builder Cirle5
4
Compact timesiots Cul-G
Select gll rows CtreA
Cut CtrieX
D Copy Ctrte

Clger rows

nlogic
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Steps to define a Media Vehicle:

1. A vehicle is defined by at least one call letter, day & time. The most straight

forward way to define a media vehicle is to left-click on the ‘Daypart builder’

to launch the dialogue box.

ico

®

~ Daypart builder 'L_ . ]
Select call letters: —For each station:
MCBCVFM 7 l Select weeks: Select days: Select times: Insert rows
%833 . 41 [05/09/2011-11/0  |MMonday M 5:00a-5:15a - 5
COCBUFM .jfj 2 12 C9 2011-18/0 Tuesday M5:-155-5:303 ose
CJCBUFFM ‘; f E / S%ﬁgggdav % g 32::2588:
CICBUXFM e Tha y Eatsed
BIEA e 110 M Saturd M6 150.6 30
s { M Sunday M 6:30a-6:45a
HcrAx 3 [24 X M 6:45a-7-00a
S gig?lsgl\% M 7-00a-7:15a
M 7:155-7-30a

E 8EM)I(FF’\£ M 7:30a-7:45a
CIcFRA (4 7:455-8:00a
CIcFTE [ 8:00a-8:15a
LI CFUNFM M 8:155-8:30a
M CHBEFM M 8:305-8:45a
CJ CHHRFM A 8:455-9:00a
CIcHMY M 9:00a-9:15a
O M9:155-9:30a
O 8:8’IQ\’AFM M 9:305-9:45a
O CHTTFM M 9:455-10:00a
OcHTTOC ~| M10:00a-10:15a |

Al | None | | | Al | None | AN | None |
|lndividual stationsLI ICombme weeks LI |Combine days L] |Single daypart L‘
I~ Show only favourite call letters Tiaczone: IST -Staton Time Ll

¥ Show only call letters available in selected areas

2. Select the applicable call letter(s), day(s) and time(s). Click on ‘Insert rows’ and

then ‘Close’.

See page 16 for ‘Tips about the Daypart builder’ box.

nlogic
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Steps to run the rank report:

1. If at least one area, target & media vehicle (with at least one call letter, day &

time) is defined, the process icon will be accessible. Left-click on the ‘Run’ icon to
process the report.

¢ Data Analysis Edig/Vu’e-w\(n'nt Window Help

3080 WEPRE O

Areas: VICTORIACTRL  “Swe”
Target [A12+ A25-54 M25-54, F25-54

Ie(;’elll's i“;z Days Times |Tz
1 |cBOVEM 18 Mo-Su ol
2 |cBu 1-8 Mo-Su Seal I
3 |BUFRM 18 Mo-Su Dl
4 |oAx 1o Mo-Su Ty st
5 |CHBEFM 17 Mo-Su Soar st
6 |CHTTRM 18 Mo-Su Sl
7 |cocem 1w Mo-Su Sl
8 |OzNeM 1o Mo-Su SR
o |CKKQFM 1@ Mo-Su San,  ist

2. To rank the report, left-click on the ‘Rank’ icon to choose the applicable stat or
left-click on the applicable column header.

© Data Analysis Edit View Print Window Help N\ [-T=]x]
4N HE@sE Y BarmsEdaa{NYR SR
e
Areas: VICTORIA CTRL ]
Torget [A12+, A25-64, M25-54, F25-54 J
A aras | posss | mzsss | rosss |
call Survey 3 Rank | AQH |AQH| Rch }

e ks Days Times |Tz| Week Ran araph | (000) (000) mpl | Tuned
1 |BoEM 16 Mo-Su 500 sTlavg 1 49 14 639 1801460 297
2 |oKKQFM 16 Mo-Su S00a  sTiaw ? 44 13 664 195 116 1469 253
3 [oPx 16 Mo-Su Sooa lsTlavg 3 mmmm | 40 12 628 185 106 1469 360
4 |cHBEFM 18 Mo-Su Si0e sTiawg 4 m— 39 12 762 224 104 1469 227
s |cocm s Mo-Su figgg' STiAvg [ S 30 09 528 155 7.9 1469 238
6 |CZNFPM 16 Mo-Su 200 sTiavg 6 m— 29 09 450 132 7.8 1469 113
7 |y 18 Mo-Su $i00a lsTlavg 7 26 08 312 92 68 1469 186

g 5:00a-

s [cBURM 18 Mo-Su T sTiavg 5 — 22 07 331 97 59 1469 166
o |cHTTRM 15 Mo-Su 00 sTiavg 9 - 13 04 321 94 36 1469 117
Summary resuls for A12+
e e st e
Avg E L 3401250’ 1,469: 1,154'
Universe: 340,280 |Sample: 1469 [Tuned: 1.184 |5 Will printon 1 page(s) | Description for Schedule Analysis | 00:00:02.8080180
Ready. waiting for command. [Radio 2011 Fall (Radio, Diary). 9/5/2011 - 10/30/2011

nlogic
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Tips about the Daypart Builder box:

Select call letters:

OaLL
OALLDI

L AMSTNS
OANGLO
OAR-OKV
Ll AR-PEN
Oceovem
OcemFm
Oceu
OceUuFm
LI cBUFFM
Ol cBuUXFM
Ocex
Lcrac

O crax
OcraxBE
ClCcreTFM
O crMiFm
L croxF+
O CrFrA
OcFrE
LI CFUNFM
Ll CHBEFM
O CHHRFM
O cHml

O cHamFm
OcHar

MeuTTeKa

Al |

=

None |

Individual stationsﬂ

Individual stations
Combine stations C

Select days:

O Monday
Tuesday
OwWednesday
Thursday

U Friday
Ol saturday
O Sunday

Al |

MNaone |

|Combine days

=

Combine days
Daily

TIITTE Z0ne

When selecting
stations, use the drop-
down menu to bring
call letters in as
‘Individual stations’
(one station per row)
or as ‘Combine
stations’ (multiple
stations per row).

When selecting days of
the week, use the drop-
down menu to bring them
in as ‘Combine days’ (i.e.
Monday-Friday) or as
‘Daily’ (one day per row).

Select call letters:

LICBCVEM
Lceu
HcBUFM
LlcFax

O CHBEFM
L CHTTFM
Ll ClocFM
Ol CJZNFIM
Ll CKKQFM

All None |

|Individua| stations

Select tim

[15:00a-5:15a
[J5:15a-5:30a
[15:30a-5:45a
[]5:455-6:00a
[16:00a-6:15a
[J6:15a-6:30a
[J6:30a-6:45a
[16:45a-7:00a
[17:00a-7:15a
[J7:15a-7:30a
[17:30a-7:45a
[]7:45a-8:00a
[18:00a-8:15a
[18:15a-8:30a
[J2:20a-8:45a
[18:45a-9:00a
[19:00a-9:15a
[J9:155-9:30a
[19:30a-9:45a
[]9:455-10:00a
[110:00a-10:15a
[110:15a-10:30a
[J10:30a-10:45a
[110:45a-11:00a
[111:00a-11:15a

[011:15a-11:30a
Al |

=

Naone

Quarter hour rows
“|Half hour rows

Full hour rows

2

F;;Eif: If your on-going
06 analyses are limited to
2 112 one or two markets,
3 {JE you are able to narrow
5 103 down the list of
S available call letters
2 by i) identifying

stations as your
favourites (see page
42) and/or ii) by
narrowing the list by
selecting to show only
call letters with any
tuning in the chosen
area.

Combin

v Show anly favourite call letters

¥ Show anly call letters availablej

When selecting times,
use the drop-down
menu to bring them in
as one ‘Single
daypart’ or break them
out in ‘Quarter hour
rows’, ‘Half hour rows’
or ‘Full hour rows’.

TIP: To select
ingredients, you can i)
check off boxes
individually, ii) left-
click, hold & drag
down or iii) left-click
the ‘All’ button if
bringing in the entire
range.

nlogic
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Sample Market Schedule

¢ Data Analysis Edit View Print Window Help ;i j‘: %

“WE = [ m = ) § L < e @ Y AE E0) T mE B[R
‘Vi‘D@ED'HEEJ‘,OaéA‘J@r"@%%:@mu F ._;LT:Q--I!'%‘SJEZ: R

Areas: [LETHBRIDG CTRL |
Target [A12+ |
,:!__J Al2+ | e

call v Survey > AQH |AQH| Rch | Rch -
letters Description ks Days Times |Tz| Occ| Cost Week | * (000) | Rtg | (000) | % GRP <‘Weekly$ CPP
1 |coceM  BR i Mo-Fr e smls $50.00 Avg 36 39 94 101  194]  $250.00[ 512.89
2 |Cocem DA : Mo-Fr 10000 88 oT | $50.00 Avg 36 3.8 77 83 191 $250.00| $13.07
3:00p
3 |coceM DR 1 Mo-Fr ;fggg' sTis $50.00. Avg 24 26 700 75 129]  s250.00| s$19.43
4 |cocm BV ; Mo-Fr Z00p- B cT IS $50.00 Avg 07 08 25 27 39| s25000| s6472
12:00a

5 |CIOCFM  Weekend i sa-su e istls $50.00 Avg 14 15 46 50 76| 25000 $32.83

6 |CHLBFEM BR Mo-Fr Sol $50.00 Avg 35 37 79 85 186]  $25000| $13.43

7 |cHLBFM DA Mo-Fr ;g(;gga sTis $50.00 Avg 31 33 64 68 166  $25000| $15.06

8 |CHLBFM DR Mo-Fr ;fggg' sTis $50.00 Avg 93095 59 64 124] 25000 $2021

9 |CHLBFM EV 1 Mo-Fr 00p: ey 50.00 Avg 06 06 21 22 30| $25000| $83.27

o sk s

10 |CHLBFM  Weekend sa-su o IsEls $50.00 Avg 11 12 38 41 61| 25000 $40.69

11 |CFRVFM  BR 1 Mo-Fr e faTls $50.00 Avg 26 28 67 72 140  $25000| $17.89

12 |CFRVFM DA : Mo-Fr ;9(;333’ STis $50.00 Avg 28 30 60 65 150  $25000| s16.61

13 |CFRVFEM DR 1-8 Mo-Fr 35888' sTis $50.00 Avg 24 26 62 67 130] 25000 $19.23

14 |CFRVEM EV : Mo-Fr e stls $50.00 Avg 07 08 21 23 40| $25000| $62.06

15 |CFRVFM  Weekends 1 Sa-Su e lsTis $50.00 Avg 12 13 40 43 66| $25000| $37.87

o T Rch | Rch 1x | Rch 2x | Rch 3+ | Avg | Rch

Wee | * | Universe | Sampl | Tuned (000) (000) 000 (000) | frea | % GRP Weekly $ cPP Avg cost

Avg 93,019 702 403 36.8 10.8 6.5 19.6 4.3: 39.6 172.3 $3,750.00 $21.77 $50.00

Ulﬁve;§;:973019 (Samﬁe: 702 [Tuned: 403 717“:V\ﬂlrlrb;irrltdh1r|§age7(s) 7\W [ 00:00:00.0623992 4
Ready. waiting for command... gRadio 2011 Fall (Radio, Diary). 9/5/2011 - 10/30/2011

The above market schedule is on based Fall 2011, Lethbridge CTRL (area 8019), A12+,
using custom built dayparts.

In this column set-up, Descriptions, Occasions & Cost are manually entered. Based on
the latter two, Weekly $ & CPP are then calculated by micro+.

The summary line calculates the total delivery of the schedule. In this particular example,
of the 36,800 individuals reached by the schedule, 10,800 heard the spot at least 1 time,
6,500 heard the spot at least 2 times & 19,600 heard the spot at least 3 or more times.
Reach% & frequency of the overall schedule is calculated as well. Stats such as GRPs &
Weekly $ are an accumulation of all the media vehicles.

nlogic
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How to create a market schedule

Steps:

1. Similar to creating a Rank analysis as outlined in the previous pages, create a
new Schedule analysis by following steps 1-4 on pages 7-8 which will launch a
blank Schedule Analysis interface. Set-up the report as described on pages 11-13.
Define Area(s) & Target(s).

2. Create the ‘Media Vehicle(s)’ in the ‘Daypart builder’ dialogue box by selecting
the appropriate call letter(s), day(s) and time(s). After clicking the ‘Insert rows’
button, if you do not click on the ‘Close’ button, by default the ‘Select call letters’
and ‘Select days’ columns will remain checked while the ‘Select times’ column is
cleared. The order in which you bring in stations, days and dayparts depends on
your layout preference. See screen shot on page 14.

Although the set-up is similar, the main difference between the rank and schedule
reports is the column set-up and the relevant stats. For full details on how to set-up
and save multiple column views refer to ‘How to: use the View Manager’ on pages
38-39 and for details on how to toggle between multiple column views refer ‘How
to: change column views on the fly’ on page 40.

nlogic
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Sample Location Tuning Report

¢ Data Analysis Edit View Print Window Help

BHEE

AP HEOSECY Hamese @R e 2 ENURE50R
Areas: [HALIFAX CTRL |
Target [A12+ ]
__'__] A12+ |

Iecttaélll-s "hl':cn;:g iuer;z Days Times Tz| Week | * (T)%:)‘) Ag: ((;ng) E‘,:oh Sozr Sampl | Tuned
1 |aL 3 Mo-Su e ST iAvg 455 126 329.1 914 100.0 1493 1,374
2 |ALL HOME 3 Mo-Su iigg:‘ ST iAvg 222 62 237.1 658 100.0 1,493 1,038
3 ALL WORK ] Mo-Su ?ggg- ST iAvg 8.9: 2.5 66.3: 18.4. 100.0: 1,493 244
4 ALL VEHICLE 8 Mo-Su iggg ST iAvg 13.6: 3.8 271.0. 75.3: 100.0. 1,493: 1,110
5 ALL OTHER 3 Mo-Su ?gg:- ST iAvg 0.8: 0.2 273! 7.6 100.0: 1,493 115
Wee * ”U‘ni\‘le‘ris; ‘VSa-mpl Tuned ‘
Avg 360,145: 1,493 1,374
Universe: 360,145 iSampIe:1.493 |Tuned: 1.374 |% Will printon 1 page(s) | DescriptionforScheduIeAnaIysis\ 00:00:02.5584000
%Ready. waiting for command... iRadio 2011 Fall (Radio, Diary). 9/5/2011 - 10/30/2011

Row 1 represents total tuning (in this case All = total market), row 2 represents total
tuning at home, row 3 represents total tuning at work, row 4 represents total tuning in a
vehicle while row 5 represents total tuning at other in Halifax CTRL (area 2080), A12+,
Monday-Sunday, 5:00 AM-1:00 AM.

Row 1’s AQH (000) & AQH Rtg will equal the sum of rows 2-5. Due to duplication, Row
1’s Reach (000) & Reach % will not equal the sum of rows 2-5.

NOTE: When breaking out location tuning w/ PPM data, it is limited to in-home & out-of-
home.

nlogic
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How to create a location tuning report

Steps:

1. Similar to creating a Rank analysis as outlined in the previous pages, create a
new Schedule analysis by following steps 1-4 on pages 7-8 which will launch a
blank Schedule Analysis interface. Set-up the report as described on pages 11-15.
Define Area(s), Target(s) and in this case create 5 identical media vehicles.

TIP: There are several ways to create 5 identical vehicles. As already
outlined, you can generate all 5 vehicles using the ‘Daypart builder’.
As an option create the first media vehicle using the ‘Daypart
~_ builder”, click the ‘Insert rows’ and ‘Close’ buttons. Then left-click on
u{}; the ‘Insert an additional empty vehicle’ icon 4 times to create 4 empty
vehicles. In row 1 left-click and ‘Copy down’ in the Call letters, Days &
Times cells.

2. In the ‘Tuning Location’ cell, double left-click. A ‘Select locations’ dialogue box
will appear. Select the location(s) you wish to evaluate in each vehicle. In the
example on the previous page, ‘Home’ is designated in row 2, ‘Work’ is designated
in row 3, ‘Vehicle’ is designated in row 4 & ‘Other’ is designated in row 5.

3. Left-click on the ‘Run’ icon to process the report.

Areas: [HALIFAX CTRL
Target [A12+

call Tuning | Survey
letters | Locatio weeks

Days Times Tz
5:00a-

1 ALL Mo-Su ST

1:00a

: 5:00a-
2 (AL HOME Mo-Su e ST

3 |ALL ;! Select locations l&]

4 |ALL CIHOME
5

CJOTHER
CIVEHICLE
B WORK

nlogic
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Sample Audience Flow Report

£ Data Analysis Edit View Print Window Help |= =] x]

3NN HEOSELYS HBema @RE R EHWNAD E

Areas: LONDON CTRL ]
Target [A12+, A25-54 |
A ai2e | azsss |
le(;l:-s misv Days Times |Tz| Week | * (?)?J:_)_ o
1 |mNTK s Mo-Fr 29 sTiavg 27
2 |k s Mo-Fr g;g: STiAvg 3.1
3 |NTK 1 Mo-Fr Sak  sTiavg 5.2
4 |NTK 10 Mo-Fr 24ox sTiawg 75 3
5 |ENTK 18 Mo-Fr S0 sTiavg 14.3
6 |PNTK 18 Mo-Fr S1% sTiavg 143
7 |k 1w Mo-Fr 30 sTiavg 18.1
8 |PNTK 18 Mo-Fr Sasa sTiawg 18.5 L]
o |mTK  1s Mo-Fr 7:9%-  sTiavg 25.5
10 [Tk 16 Mo-Fr 71 sTiag 241
11 |FNTK 1-8 Mo-Fr ;;3‘5’:' STiAvg 26.7
12 [ENTK 10 Mo-Fr fasa sTiavg 27.4
13 |FNTK 18 Mo-Fr B0 sTiavg 28.1
14 |ENTK 18 Mo-Fr S sTiawg 24.4
15 |[PNTK s Mo-Fr gﬁgg‘ ST iAvg 25.0
16 |[FNTK 1o Mo-Fr gigg: STiAvg 228
17 |PNTK s Mo-Fr o sTiavg 25
| summar esubs foratpe |
Wee | * | Universe |Sampl| Tuned
Avg 438,085 1,462 416
Universe: 438,085 |Sample:‘l.462 |Tuned:416 |,‘_~} Will print on 3 page(s) I Description for Schedule Analysi | 00:00:00.4368056
Ready. waiting for command... lRadio 2011 Fall (Radio. Diary). 9/5/2011 - 10/30/2011

This specific report tracks the News/Talk format (FNTK) audience flow in London CTRL
(area 5369), A12+ & A25-54, Monday-Friday 5:00 AM-1:00 AM broken out by quarter
hour. You can export this report to an Excel spreadsheet and graph the results. See
page 23 for Excel graphing details.

nlogic
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How to create an audience flow report

Steps:

1. Similar to creating a Rank analysis as outlined in the previous pages, create a

new Schedule analysis by following steps 1-4 on pages 7-8 which will launch a
blank Schedule Analysis interface. Set-up the report as described on pages 11-13.
Define Area(s) and Target(s). Create the ‘Media Vehicle(s)’ in the ‘Daypart builder’
dialogue box by selecting the appropriate call letter(s), day(s) and time(s).

2. Before clicking the ‘Insert rows’ button in the ‘Daypart builder’ dialogue box, use
the drop-down box under the ‘Select times’ column and select ‘Quarter hour rows’
(see page 16). Now click the ‘Insert rows’ and ‘Close’ buttons.

Select times:

A 5:005-5:15a -
M 5:155-5-30a
M 5-305-5-45a
(A 5:455-6:00a
A 6:008-6:15a
A 6:155-6:30a
M 6:305-6-45a
M 6-455-7-00a
A 7:00a-7-15a
A 7:155-7-30a
M 7:305-7-45a
M 7-455-8-00a
A 8:005-8:15a
A 8:155-8:30a
A 8:305-8:45a
M 8:455-9-00a
M 8-005-9-15a
A 9:158-9:30a
A 9:305-9:45a
W 9-455-10-00a
4 10:00a-10:15a |

Al | MNone |

|Ouarter hourrows

Single daypart
Quarter hour rows
Half hour rows
Full hour rows

e

3. Left-click on the ‘Run’ icon to process the report.
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How to graph an audience flow report

Steps:

1. Export the run to Excel by clicking on the icon and saving the file. ‘g]

2. In Excel, using your Ctrl key highlight all the rows in the ‘“Times’ column (in this
case E) & AQH (000) column (in this case ).

a4 A B c D) [ F G [ |
12 Universe 438085
13 Sample 1462
14 Tuned 416
15
16 Area(s) 5369 LONDON CTRL
17 Target A2+
30
£
Call Survey AQH
22| lettors  weeks DWW [mes. T Week
5:00a-
FNTI - -F T A
11 NTK 18 Mo-fr  Ciel S vg 27
5:15a-
a0 2 FNTK 18 Mo-Fr  Cooa ST Avg 31
5:30a-
F - i A
i: NTK 1-8 Mo-Fr 545 ST wvg 52
5:45a-
36 4 ENTK 18 Mo oo ST Avg 75
6:00a-
3y 5 FNTK 18 MoFr s ST Avg 143
[=] 6:15a-
m 5 i
_10 FNTK 1-8 Mo-Ffr Avg 143
6:30a-
FNTK - -F A
£7 N 1-8 Mo-Fr wvg 181
6:45a-
m ! -Fi T
i. FNTK 18 Mo-Fr  Coga S Avg 185
= 7:00a-
F - F A
:.‘L’ NTK 18 Mo-fr  Siey ST vg 255
L o N A12+ OS54 D S ]

3. Depending on which version of Excel you have, click on Insert, Line graph, 2-D
Line.

e Whoo: T N —
[y Shapes ~ ﬁ m{ O 5 “ \i

Smartart
Pie Bar Area  Scatter

Picture  Clip ... 3 o
art &= Screensho

Column| Line

Tlustrations 2-D Line

e T EE
438085 ﬁ @ &

1462 3-D Line

344
K>
369 LONDON CTRL

12+ il ANl Chart Types...
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[ eSy:ZI-e0EiTT [ eSy:ZT-e0E:CT
[ eST:ZT-e00:CT [ eST:ZT-200:CT
[ dSyiTT-dOETT [ dsy:TT-dogETT
[ dST:TT-d0O:TT [ dsT:TT-dO0:TT
[ dst:0T-d0€:0T [ dsy:0T-dog:0T
[ ds1:01-d00:0T o [ dstT:01-d00:0T
" dsyi6-dogi6 m [ dsyie-dog:6
[ dsT:6-d00:6 ° [ ds1:6-d00:6
" dsy:g-dog:s m [ dsp:g-dog:g
[ dg1i8-doo:8 G [ dst1:8-doo:8
[ dopiz-dogis ;n_lb [ dsyiz-dog:s
" dgt:£-doo:L o W [ dgt:£-doo:L
" dsyi9-dog:9 w. o [ dspi9-dog:9
Av [ ds1:9-doo'9 ..m T [ dsti9-dooi9
[ dsi:s-dog:s o < | dspig-dog:s
[ dst:s-doois 2 ~~ [ ds1:5-doo:s
Lo, ) = i L er .
[ dspip-dogiy o - dsyip-dogiy
- dSTip-d0o:y T |W. - dsT:p-doo:t
o
[ dsyie-dog:€ n o0 [ dspig-dog:e
e [ dgti€-doo:€ Q c [ dstig-dooe
L o L dever-dae: =% = - dspiz-doe:
Q o [ dapiz-dogiz = c [ dspiz-dog:z
< O [ dsT:z-dooie > = [ ds1:z-doo:e
— | m T |
[ dspiT-dog:T [ dst:7-dog:T
L et g ) ) L erer .
[ dgT:1-do0:T % S [ dg1:T-do0:T
" dsyizT-dos: " dsyiz1-dos:
: m«.NH om.NH s m - mw.NH om.NH
[ dsT:2T-d00:¢T m m [ dgt:zT-do0:CT
" eqyiTT-e0E: — " BGH:TT-BOE:
: SYiTT-B0ETT o el - SiTT-B0ETT
[ eST:TT-B00:TT o [ eST:TT-B00:TT
. . > L Lo .
[ eSy:0T-e0E:0T 17, Q [ eSy:0T-e0E:0T
[ eST:0T-200:0T > < [ eST:0T-200:0T
[ BSY:6-BOE:6 % [ BSY:6-B0E:6
[ BST:6-B006 Q [ eST:6-800:6
[ eSyi8-e0€:8 o | esyig-e0g:8
[ BST:8-200:8 @ [ eST:8-200'8
[ eSy:/-e0E:L o [ esy:/-e0g:/
[ eST:/-200:L $ [ eST:/-e00:L
[ BS#:9-80€:9 m. [ eSy:9-e0€:9
Jl [ eST:9-200:9 % [ eST:9-800:9
// | BG¥:G-BQE:S nla | eGHiG-eQE:S
[ BST:S-B00:S " | BST:S-B00:S
. — T T
o Q o Q Q Q o = o Q o Q o S Q
o N o wn o n o o N o wn o wn o
m o~ (g\] - -l o (o] (V] — —
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e News Talk
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How to graph an audience flow report w/ multiple stations

Steps:

1. Create your first report as outlined on page 22 and then graph it following steps
1-3 on page 23.

2. In row 1, double left-click in the ‘Call Letter’ cell and launch the ‘Select call letters’
dialogue box. Uncheck the previous call letter (in this case FNTK — News Talk) and
select the next call letter (in this case FCHR — Contemporary Hit Radio), click OK.

a5 Select call letters - - - PY
Find ¥ Show only call letters available in selected areas None
Callletters | ¢ Favourites |
M. O CHYMFM CCJRTFM O CKSGFM OFNCL
MZF+ O CIBUFM O CJTWFM OcksL OFNTK
NYFM dciczFm O CIXYFM O CKSYFM OFRANCO
PL OICIDCFM O CKBTFM Ol CKUEFM OFRLG
PLFM CICIDRFM I CKDKFM CFAAA OFsPs
RB OICIHRFM O CKFMFM CFADC COFURB
TR CICILQFM CICKGBFM CFAMR Omisc
XJFM O CIMIFM O cKaGL CFAST OmuLtt
ZM O CIMXFM Ol CKISFM OFCFA OoTHEAM
JAMOC CICINGFM 0 CKKWCA MFCHR O OTHEFM
IAYFM dClaMFM O CKLGFM I FCHT CIROGKIT
FIFM O CIXKFM O CKLHFM HFCRK CIsARNIA
KSFM OcysC O CKLOFM OFcTy
ML OcJsK Ockw OFemMc
OKFM O CJBXFM O CKNX OFGoD
REFM OcJcL CJ CKNXFM OFHAC
ISTFM CICJDLFM CJ CKNXNX OFJAZ
TZFM O CIMXFM Ockoc O FMAT
UM dcjoy O CKOTEM OFMSTNS
UMFM OcJoymy CICKPCFM OFmvs
K| [»]
Station group definition: OK I
Cancel

3. FCHR will now be the call letter in row 1. Right-click in the call-letter cell, select
‘Copy down’ to overwrite the previous call-letter with the new call-letter.

s
& Data Analysis Edit View Print Window Help

40 rHEesE o

Areas: LONDON CTRL [/ =
Torget RT2+ Warning l“l
! \
T | e e [0

1 [roR Mo-Fr £ | P
2 | | B ‘0’ Overwrite the existing values with the copied value?
| § Insert empty yehicle ¥
3 [P | oy inssa amany i

-FNTK

FNTK
6 |FNTK Yes No
7 FNTK
ol &

FNTK

FNTK
10 |FNTK
11 |FNTK .
12 |FNTK Mo-Fr [ sti

4. A ‘Warning’ dialogue box will appear. Click ‘Yes’ to ‘Overwrite the existing values
with the copied value’. Now all 80 rows will have the new call letter inserted.

5. Left-click on the ‘Run’ icon to process the report.
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How to graph an audience flow report w/ multiple stations

Steps:

6. Export the run to Excel and save using a different name. Repeat steps 1-6 for as
many formats/call letters you wish to evaluate.

7. To graph the report, use the original Excel spreadsheet. Copy and paste the
AQH column(s) from all the other Excel spreadsheets beside each other, re-name
the column header accordingly, using the Ctrl key to highlight the columns and
graph following steps 2 & 3 on page 23.

Survey % News Album  Classic
iiceke Days Times Tz Week Talk Hot AC Country Rocl Hits
18 Mo-Fr (RS < Avg 27 2l 28 29 31
5:15a
5:15a-
18 Mo-F ST A . . . : 0
o-Fr 5:30a vg Ehil 23 2.6 3.2 3
1-8 Mo-Fr (S <7 Avg 55 31 35 44 41
5:45a
18 Mo-Fr [ < Avg 75 3.0 38 50 47
6:00a
18 Mo-Fr (R <1 Avg 143 8.6 9.2 7.4 76
6:15a
6:15a-
18 Mo-F ST A 4. 07 ; 7. 7.
o-Fr 6:30a vg 143 1 el 6 5
1-8 Mo-Fr |l T Avg 181 134 11.0 10.5 9.1
6:45a
18 Mo-Fr [ < Avg 185 136 104 113 9.4
7:00a
18 Mo-Fr [EREE Avg 255 19.5 153 167 119
7:15a
7:15a-
18 Mo-F ST A 4, 7 . 7.7 4
o-Fr 7308 vg 24.1 245l 14.8 1 11.
30.0 AQH Format Tuning by 1/4 Hour

P

6:30a-6:45a
7:15a-7:30a
8:00a-8:15a
8:452-9:00a
9:30a-9:45a

15a-10:30a

00a-11:15a
:30p-12:45p

11:45a-12:00

!

1:15p-1:30p
3:30p-3:45p
4:15p-4:30p

Q)

5:45a-6:00a
5:00p-5:15p
5:45p-6:00p
©6:30p-6:45p
=7:15p-7:30p
8:00p-8:15p
8:45p-9:00p
9:30p-9:45p
10:15p-10:30p
11:00p-11:15p
11:45p-12:00a
12:30a-12:45a

02:45p-3:00p
=

©2:00p-2:15p

>

5:00a-5:15a

= News $alk

e Album Rock === Classic Hits
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Duplication:
When would | use the Duplication module?

You can run the following analyses in the Duplication module:

1. Determine duplicated cross-tuning between formats/stations
2.  Establish a station’s recycled cross-tuning between dayparts

nlogic
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Sample Duplication Analysis

P Data Analysis Edit View Print Window Help |- &]x
: Z eme R S S = g =) B [
AN HEOSECY e ERER @NARESR
Areas: [HAMILTON CTRL |
Target [A12+ |
A a2+ |
call |Survey Reach | Exclusive | Excl | Duplicated #2 | #3 | #4 | #5 | #1 | #2 | #3 | #4 | #5
letters | weeks | D3Ys | Times Tz | Week | *| (450) | reach (000 reac| reach (000 (000) | (000) | (000) | (000) | (%) | (%) | (%) | (%) | (%) | S2™P! | Tuned
1 |TK 15 Mosu  300% sTiavg 1946 106.7 54.8 87.9 179 375 295 192 92 193 152 1,969 686
2 |FDC 18 Mosu 300 sTiag 1587 57.6 363 1011 63.7 57.4 310 235 102 361 195 1,969 506
3 |[FAMR 19 Mosu 300 sTiavg 88.5 345 39.0 54.0 610  17.9 17.5 1,969 217
4 |[FR 15 Mosu 300 sTiavg 1956 88.7 454 1069 546 375 574 277 19. 1,969 454
5 |FHT 185 Mosu 300 sTiag 101.4 300 296 714 704 295 310 1,969 308
< | 1 | »
[ [ |5 Will printon 4 page(s) | Description for Duplication Analysis | 00:00:00.0624000
Ready. waiting for command... |Radio 2011 Fall (Radio. Diary). 9/5/2011 - 10/30/2011

The above duplication report determines the shared audience in Hamilton CTRL (area
5269), A12+, top 5 formats, Monday-Sunday, 5:00 AM-1:00 AM. (FNTK = News/Talk,
FADC = AC, FAMR = Modern Rock, FCHR = Top 40/Contemporary Hit Radio, FCHT =
Classic Hits)
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How to create a duplication analysis

Steps:

1. If the program is closed, follow step 1-4 on pages 7-8. If the program is open,

left-click on the ‘New Analysis’ icon to launch the ‘New analysis’ dialogue box.
Select ‘Duplication Analysis’.

Type of the new analysis:
Schedule Analysis
Duplication Analysis
Qualitative Profile Analysis

Clone the new analysis from the list of opened analyses below:

|<No selection, will create an empty analysis>

Analysis description:

Description for Duplication Analysis

2. Set-up the report as described on pages 11-14. Define Area(s), Target(s) and
create the Media Vehicles in the ‘Daypart builder’ dialogue box by selecting the
appropriate call letter(s), day(s) and time(s) you wish to evaluate a duplication or

recycling report on. Click the ‘Insert rows’ and ‘Close’ buttons. Left-click on the
‘Run’ icon to process the report.
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Interpreting a Duplication Analysis

£ Data Analysis Edit View Print ‘Window Help

N0 HEBEBISEOYG [ame | EHBRLAR ESQ

Areas: [HAMILTON CTRL

Target {A12+

Al arze |
letiots | wooky| Days | Times|Tz| Week | = ?333;‘ r‘i’é‘é'?.’s('&'& e |I')eua‘:!;lc?lt)gg oae| (o) | (o00y | oo0) | oom) | (o0e) | ey (o) | (oo | e | By | o | T
FNTK Mosu 3002 s7iavg 194.6 106.7. 54.8 87.9 4522 - N374 PMzs 375 295 19.21\9.2 193 152 1,969 686
FADC Mosu 2002 s7iavg 1587 57.6 363 1011 637 374 - 162 574 310 235 - 102 361 195 1,969 506
FAMR Mo-Su fgg: sTiag | 885 345 390 540 610 179 162 8 53 175 202 183 - 320 198 1969 217

+ |ror Mo-Su fggg STiAvg 195.6 88.7 45.4 1069 546 375 574 283 - 277 192 293145 - 141 1,969

5 |FcHT Mo-su 3002 s7iavg 101.4 30.0 296 714 704 295 310 175 277 2 201 305 173 2731 4 1969

Steps:

1. Read the report beginning from the left side of the row moving right and then up
the column(s).

FNTK or News/Talk (Fall 2011, Hamilton CTRL, Mo-Su, 5:00a-1:00a) reached 194,600
listeners for at least one quarter hour of which 106,700 (or 54.8%) were exclusive to
FNTK (meaning they did not listen to any other format/station in the report) OR 87,900
listeners (or 45.2%) listened to at least one other format/station in the report for at least
one quarter hour.

Reach = Exclusive reach + Duplicated reach; 194,600 = 106,700 + 87,900
Reach% = Exclusive reach% + Duplicated reach%,; 100% = 54.8% + 45.2%

37,400 (or 19.2%) of FNTK or News/Talk listeners also listened to the format/station in
Row # 2 (in this case FADC or Adult Contemporary) for at least one quarter hour, 17,900
(or 9.2%) also listened to the format/station in Row # 3 (in this case FAMR or Modern
Rock) for at least one quarter hour etc.

This is based on 1,969 returned dairies (A12+) of which 686 diaries had at least one
quarter hour of tuning to FNTK.
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Interpreting an Audience Recycling Analysis

# Data Analysis Edit View Print Window Help - | & x
3N DHEOSECY Hera@ERiE BABARESQ
Areas: [HAMILTON CTRL |
Target [A12+ |
A ar2e |

lovtars | Description| T4¥®Y | Days | Times |Tz|* ?3263;‘ fé‘:l‘.:‘('zﬁ s .[—)e'g::l;.c?&e) s (000} (000) | (000) | (900) | (000) | (5) | (0| (o) | (o) | (o | S2mPt| Tuned
1 [Tk iR mo-Fr 902 ST 1469 141 96 1327 %04 A\ ssa FQS.I 521 79.71 1\50.2'1%6.8 355 543 1,969 520
2 |FNTK DA Mo-Fr ;?&gg’"‘ sTi 1062 35 33 1027 967 884 = 721 425 651 832 o 67.8 400 613 1,969 397
3 |FNTK DR Mo-Fr 3333 STi 1238 89 72 1149 928 981 7211 o 486 690 793 5821 o 392 557 1969 429
4 [NTK BV mo-Fr 70 ST 63.6 29 45 60.7 955 521 425 486 = 429 820 669 764 o 675 1,969 224
5 [FNTK  Weekends sasu oo sTI 1020 102 100 919 90.0 797 651 690 429 IS 78.1 63.8 67.6 420 5 1969 380

Steps:

1. Build each media vehicle using the same call letter but with the different dayparts
you wish to analyze. Process and read the report like a duplication analysis.

FNTK or News/Talk (Fall 2011, Hamilton CTRL, Mo-Fr, 6:00a-10:00a) reached 146,900
listeners for at least one quarter hour during the Breakfast daypart of which 14,100 (or
9.6%) were exclusive to Breakfast (meaning they did not listen to any other daypart in
the report) OR 132,700 listeners (or 90.4%) listened to at least one other daypart in the
report for at least one quarter hour.

88,400 (or 60.2%) of Breakfast listeners also tuned into the daypart in Row # 2 (in this
case Day) for at least one quarter hour, 98,100 (or 66.8%) also listened into the daypart
in Row # 3 (in this case Drive) for at least one quarter hour etc.

This is based on 1,969 returned dairies (A12+) of which 520 diaries had at least one
quarter hour of tuning to Breakfast.
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Qualitative:

When would | use the Qualitative module?

You can run the following analyses in the Qualitative module:

1. Build a listener profile
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Sample Qualitative Analysis

¥ Data Analysis Edit View Print Window Help

AR HEOSEC BaraElD 6 G ENLDE
2 : o Areas: [HAMILTON CTRL
2 G arget [A12+
c -
8 : le?!?e':'s Description I;'&':g i“;ﬁsy Days Times |Tz (‘::c
z = 5:00a-
7 1 FNTK 1-8 Mo-Su 1:00a ST
fid
LT
o| A mzs R _
= + | Universe | Universe| Rch | Rch % [ Rch % | Rch %
T oeate® " oon | s | (0om | como | index| mis |SSmPle) Tuned
" r& - MALE 3196 487 99.7 51.2 105 31.2 901 334
£ o 2 - FEMALE 337.0 51.3 949 48.8 95 281 1.068 352
S 5 : : 4 . s h = . : .
n Ol S oS s o S ) e O R T R s
& s 12-17 541 8.2 3.3 17 21 6.1 115 7
18-24 723 11.0 3.0 1.5 14 42 147 6
25-34 97.3 14.8 12.3 6.3 43 12.7 158 20
35-44 102.9 15.7 30.2 15.5 99 29.4 235 68
45-49 60.9 93 19.5 10.0 108 321 194 59
50-54 57.8 8.8 223 11.5 130 38.6 218 84
55-59 471 7.2 204 10.5 146 43.2 211 91
60-64 455 6.9 216 11.1 160 47.3 203 96
65 PLUS 118.7 18.1 62.0 31.9 176 52.3 488 255
HOME LANGUAGE
= OFFICIAL LANGUAGE
- NO reply * 8.6 1.3 26 1.3 103 30.6 29 11
- ENGLISH 596.4 90.8 1771 91.0 100 29.7 1.801 628
- FRENCH = 0.2 0.0 0.0 0.0 0 0.0 1 0
-~ ENGLISH AND FRENCH 50.5 7.7 146 7.5 98 29.0 134 46
NEITHER ENGLISH NO 3 0.9 0.1 0.2 0.1 79 23.4 4 1
E- MO’ z
=- HOURS WORKED o . : ; : : i
- No reply 14.5 22 52 27 122 36.1 49 21
- NONE 216.4 33.0 715 36.7 111 33.0 722 281
- 1-19 72.5 11.0 18.0 92 84 248 205 67
- 20-29 441 6.7 10.1 52 L 229 128 37
- 30+ 309.2 47 1 89.8 46.2 98 291 865 280
E~-NOTWORKING ....... S | SO | TN N T
- NO REPLY 382.8 58.3 109.5 56.3 96 28.6 1.090 356
- STUDENT 76.1 11.6 4.7 24 21 6.1 158 10
- HOMEMAKER 349 5.3 12.2 6.3 118 351 111 a1
-. RETIRED 120.7 186.4 61.5 31.6 172 51.0 504 257
- UNEMPLOYED 20.7 3.2 2.3 1.2 38 11.2 51 8
- OTHER 21.4 3:3 4.4 2.2 69 204 55 14
= HQUSEHOI.DSTATUS T T T S o ST
- No reply 13.8 21 48 25 119 351 44 19
- MALE HEAD 229.8 35.0 92.3 47.4 136 40.2 715 314
- FEMALE HEAD 252.4 384 85.9 442 115 34.0 879: 325
- OTHER ) 160.6 245 11.5 5.9 24 7.2 331 28
Wee | * | Universe | Sampl | Tuned
Avg 656,630 1,969 686
|Universe: 656.630 !Sample: 1.969 ITuned: 686 ]r% Will print on 19 page(s) ]

[Ready. waiting for command...
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How to create a qualitative analysis

Steps:

1. If the program is closed, follow step 1-4 on pages 7-8. If the program is open,

left-click on the ‘New Analysis’ icon to launch the ‘New analysis’ dialogue box.
Select ‘Qualitative Profile Analysis’.

L

':"‘ N Ivsi -
|| New analysis & +

Type of the new analysis:

Schedule Analysis
Duplication Analysis

Clone the new analysis from the list of opened analyses below:

|<No selection, will create an empty analysis> v |

Analysis description:

Description for Qualitative Profile Analysis - 0K

~ Cancel
A

2. Set-up the report as described on pages 11-14. Define Area(s), Target(s) and
create the ‘Media Vehicle(s)’ in the ‘Daypart builder’ dialogue box by selecting the
appropriate call letter(s), day(s) and time(s). Click the ‘Insert rows’ and ‘Close’
buttons.

TIP:

When doing an initial qualitative analysis, it is
recommended to i) start with the largest target (A12+), ii)
isolate one media vehicle (one format/station at a time) &
iii) use the widest daypart (Monday-Sunday 5:00 AM-
1:00 AM).
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How to create a qualitative analysis

Steps:

3. When the ‘Run’ icon is clicked, a ‘Select profile questions’ box appears. You can

manually select the characteristics you wish to analyze or select the ‘All’ button in
the lower-left corner. Then left-click ‘OK’.

¥ a2 [—
Ssempote gm0 .
Select the profile characteristics that you want to analyze.
M SEX SOFT DRINK DRANK PAST WK
MAGE M DIET SOFT DRINKS DRANK PAST WEEK
M HOME LANGUAGE COFFEE DRANK PAST WEEK
M OFFICIAL LANGUAGE MMILK DRANK PAST WEEK
M MOTHER TONGUE M JUICE (INCL.FRUIT DRINKS) DRANK PAST WEEK
M HOURS WORKED MMIN/BTLD WATER DRANK PAST WEEK
M NOT WORKING M BEER DRANK PAST WK
M HOUSEHOLD STATUS M WINE DRANK PAST WEEK
M HOUSEHOLD SIZE M SPIRITS/LIQUOR DRANK PAST WEEK
M HHLD INCOME MBAR/PUB VISITS PAST MONTH
M A18+ AT HOME BUFFET RESTAURANT
M T12-17 AT HOME MBURGER RESTAURANT VISITS PAST MONTH
M C7-11 AT HOME M CHICKEN RESTAURANT VISITS PAST MONTH
M C0-6 AT HOME M COFFEE/DONUT SHOP VISITS PAST MONTH
M CHILDREN < 12 ? METHNIC REST. ATE PAST MTH
MRDBY INTERNET MFAM REST. ATE PAST MTH
MRD BY CABLE MFINE DINE ATE PAST MTH
MRDBY SATELLITE M PIZZA RESTAURANT VISITS PAST MONTH
RDBY DIGITAL RECEIVER SUB/SANDWICH RESTAURANT VISITS PAST MONTH
M FRANCO POP BED/MATTRESS STORES PAST 12 MONTHS
MMARITAL STATUS MBOOK STORES PAST 12 MOS
QUINTILES M CARPETING/FLOORING STORES
M INDUSTRY M DEPARTMENT STORES PAST 12MOS
M OCCUPATION M GARDEN/CRAFT STORES PAST 12 MOS
M EDUCATION COMPLETED MHOME DECOR STORES PAST 12 MONTHS
M EDUCATION PAST 12 MOS M JEWELRY STORES PAST 12 MOS
GROCERY HH SPEND PAST WK MUSIC/CD STORES PAST 12MOS
M PRINCIPAL GROCERY SHOPPER M OFFICE SUPPLY STORES PAST 12 MOS
< | 3|
All [I Clear | OK Cancel I
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Interpreting a Qualitative Analysis

The eight columns below are recommended as the basic default set-up. Additional
columns can also be used for further insights.

o| N  ar2e |
= — i + | Universe | Universe Rch Rch % | Rch % | Rch %
= :I Profile criteria (000) 2 (000) | Comp | Ind MKkt Sample | Tuned
OE:SEX o o : .
i MALE ! 319.6 48.7: 99.7 51.2 105 31.2 901 334
2 - FEMALE i 337.0 51.3! 949 48.8 95 281 1.068: 352
2 = AGE : - ;
sa 12-17 54.1 8.2 3.3 1T 21 6.1 115 7
— 18-24 723 11.0 3.0 1.5 14 42 147 6
25-34 97.3 14.8 12.3 6.3 43 12.7 158 20
35-44 102.9 15.7 30.2 15.5 99 29.4 235 68
45-49 60.9 93 19.5 10.0 108 321 194 59
50-54 57.8 8.8 223 11.5 130 38.6 218 84
55-59 471 7.2 204 10.5 146 43.2 211 91
i 60-64 455 6.9 216 11.1 160 47.3 203 96
i 69 PLUS 118.7 18.1 62.0 31.9 176 523 488 255

Universe (000) - refers to the population of the defined market using the chosen
demo as the base (in this case A12+). It indicates the estimate of the number of
people in the market who do, have, are....

Universe % - refers to the composition of the defined market and is the universe
figure expressed as a percentage.

Reach (000) - refers to the estimated number of people who listen to the station AND
who answered the qualitative or demographic question.

Reach % Composition — refers to the composition of the station’s listeners as it
relates to the qualitative or demographic question.

Reach % Index — refers to the relationship between the Rch % Comp and the
Universe %. The index compares how much more or less the station's listeners are to
do, to be, to have compared with the general population/universe/market. To
calculate, divide the Rch % Comp by the Universe % and multiply by 100.

Reach % Market — refers to the percentage of the market that is reached by the radio
station.

Sample — refers to the number of diaries returned.

Tuned — refers to the number of diaries that had at least one quarter hour of tuning to
the radio station.

NOTE: An asterisk indicates a low sample (under 35) — results should be viewed with
caution or combined with another line to create a larger sample.
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Interpreting a Qualitative Analysis

"o Areas: [HAMILTON CTRL
S Target [A12+
i Ie(t:taelll's Description E:;'gg ’ ?;z Days ‘ Times ’Tz: (::c
2 : 2>
® L] A12+
=3 - -
== o + | Univers| Univers| Rch Rch Rch Rch
= =] Profile criteria (000) % (o000 | ¢ | Mkt Sampl | Tuned
S omp | Index
O |2 SEX
- MALE 3196 487 99.7: 51.2 105: 31.2 901 334
B i FEMALE 337.0 51.3 949: 488 95! 28.1: 1,068 352
2 E:AGE
o b 12-17 541 8.2 33 1.7 21 6.1 115 7
— - 18-24 723 11.0 3.0 1.5 14 42 147 6
b 25-34 97.3 148 12.3 6.3 43 127 158 20
O i +55=9 =7 SO=Gete5 ey 255 6
i1 45-49 60.9 9.3 19.5: 100 108: 321 194 59|
i 50-54 57.8 8.8 223 115 130 386 218 84
i 55-59 47 1 72 204: 105 146: 432 211 91
i 60-64 455 6.9 216: 111 160: 47.3 203 96
i 65 PLUS 118.7 18.1 620: 319 176 . 523 488 255
T Rch
Wee Universe | Sampl ; Tuned (000)
Avg 656,630 1,969 686 194.6

Based on Hamilton CTRL, A12+, FNTK, Monday-Sunday 5:00 AM-1:00 AM, using 45-49
as the respective target, you would interpret the stats in the following manner:

Universe - There are 60,900 45-49 year-olds living in Hamilton CTRL.

Universe % - 45-49 year-olds make up 9.3% of the Hamilton A12+ population. (60,900 /
656,630)

Reach (000) — News/Talk reaches 19,500 45-49 year-olds for at least one quarter hour in
a broadcast week.

Reach % Composition - Of all 12+ News/Talk listeners, 10% are 45-49 years old.

(19,500 / 194,600)

Reach % Index — Using 100 as the baseline, 45-49 year-olds are 8% more likely than the
general A12+ population of Hamilton to listen to News/Talk AND News/Talk listeners are
8% more likely than the general A12+ population of Hamilton to be 45-49 years old.
(10% / 9.3%)

Reach % Market — News/Talk reaches 32.1% of 45-49 year-olds in Hamilton. (19,500 /
60,900)

Sample — 194 dairies were returned by 45-49 year-olds.

Tuned — 59 diaries from 45-49 year-olds had at least one quarter hour of tuning to a
News/Talk station.
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How to: use the View Manager

-

¢ Data Analysis EditEView Print Window Help

3 n® IrH

Target |

Call

letters rip!

1 LE

2 Rank results. ..

Breferences .

&pply View. ..

Save as view.

Freeze columns. ..

Diary comment filter

G s ERERER

Days Times

Tz

Cost

5T

Use the ‘Analysis View Manager’ dialogue box to create and manage different
column settings, save the views and be able to apply them when required. To

create a new view, click on ‘View’, ‘View Manager’ to launch the ‘Analysis View
Manager’ dialogue box.

-
@' Analysis View Manager

E-{ All analyses types

= Schedule Analysis
S (i in view
. ~[B] Research
. 2l Sales
&£ Duplication Analysis
- _~[E] Built-in view
=-[ Qualitative Profile Analysis
{5l Built-in view
{8 Qualitative View

S

D

1 Specification Columns - [~ Detailed results columns | [~ Summary results columns
Call letters Week Week
Description i *

Tuning Location AQH (000) Universe
Survey weeks AQH Rtg Sample
Days Rch (000) Tuned
Times Rch % AQH (000)
Tz XRch (000) AQH Rtg
Occ XRch % Rch (000)
Cost XStn % Rch %

Totimp (000) Totimp (000)

Shr% GRP

GRP Rch 1x (000)

Sample Rch 2x (000)

Tuned Rch 3+ (000)

Weekly $ Avg freq

CPP Weekly $

CPM CPP

Tot Hrs (000) CPM

Avg cost

A > 4

TS

Click ‘Built-in view’ to bring up all available statistics for the applicable analysis
type. In the screen capture above, the default view for ‘Schedule Analysis’ is
shown. To customize the view, left-click the ‘New’ button’ to activate the ‘Create a
new view’ dialogue box.
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How to: use the View Manager

r
Create a new view for Schedule Analysis [based on view 'Built-in view'] ‘L'
View name: |Step<by-Slep Guide View oK l Cancel I
[~ Specification columns — | [ Detailed results columns y results coll
[V Call letters ¥ Week ¥ Week
I~ Description v * v *
™ Country of origin Vv AQH (000) ¥ Universe
|l | Genre Vv AQH Rtg [V Sample
[~ Statcan substance IV Rch (000) V¥ Tuned
I~ Tuning Location IV Rch % ™ AQH (000)
¥ Survey weeks I~ XRch (000) ™ AQHRtg
[V Days ™ XRch % ™ Rch (000)
¥ Times ™ XStn % ™ Rch%
I Tz ™ Totimp (000) ™ Totimp (000)
™ Occ ¥V Shr% ™ GRP
[~ Cost ™ GRP ™ Rch 1x(000)
Vv Sample ™ Rch 2x (000)
IV Tuned ™ Rch 3+ (000)
v Weekly $ I~ Avgfreq
I cpp ™ Weekly s
™ CPM ™ CPP
™ TotHrs (000) ™ cPm
™ Avgcost
Check [ uncheck boxes to show /[ hide columns; use drag-and-drop to re-order the details and summary columns in this
view.

Use the checkboxes to activate/de-activate the columns and click and drag to
change the column order. When completed, name the view and click on ‘OK’ to
save the view. Once saved, after the fact you can edit or delete the view. The view
can now be applied as your default view (see ‘How to: use the Global View
Preferences’ on page 41) or used on the fly when required (see ‘How to: change
column views on the fly’ next page).

Columns 1~ Detaded results columns 1S
B o e Calletters Week Week
Buill-in view Survey woeks E R
{5 Research Days AQH (000) Universe
{d Sales Times AQH Rig Sample
B8] Stap-ty-Step Guida View| Tz Rch (000) Tuned
1] Duphcation Anslysis A
] Built-in view
5-i1 Qualitative Profile Analysis
"l Built-in view
' Qualitative View
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How to: change column views on the fly

Areas: [QUEBEC CTRL

Target [A12+
A a2+ |
call Survey AQH |AQH| Rch | Rch | Shr
letters | weeks Days Times | Tz| Week | *| 560) | Reg | (000) | % | % I
I - 4
1 |mDc s Mo-Fr g:ggg STiAvg 2500 37 1522 227 174 Fenkby Rank by
6.00 Hide this column Hide this column
00a-
2 |FAMR 1-8 Mo-Fr a-00p ST iAvg 06 0.1 6.3 09 04 Show hidden column *
. Country of
3 |FCFA s Mo-Fr g:ggg STiAvg 47 07 421 63 33 Saveasview. untry of engin Save as view...
6:(]“3_ Apply view 4 Genre Apply view 4 Built-in view
4 |rHR 1w Mo-Fr &:00p STiAvg 240, 36 2069 30.8 163 Statcan substance Research
. - Tuning Location
5 |FCHT 18 Mo-Fr g:ggg ST iAvg 161 24 1243 185 11.3 e Sales
” Step-by-Step Guide View
6 |FCRK 18 Mo-Fr g:ggg STiAvg 236 35 1520 226 166 Cost
FGOD 1-8 Mo-F 6:00a- ST A 0.0 00 03 01 00 XRen (060
7 : o-Fr 6:00p Vg 0; 0 = Ol XRch %
s |mAC  1: Mo-Fr gfggg STiAvg 03 00 28 04 02 XStn %
s-ma Tot imp (000)
9 |Faz 1-8 Mo-Fr 6:00p STiAvg 0.0 0.0 06 01 00 aRP
10 |FMAT 1-8 Mo-Fr gfgg& ST iAvg 42 06 356 53 29 Ssmple
o Tuned
11 |fMvs s Mo-Fr g;ggg' ST iAvg 52 08 558 83 36 Weekly $
6:00a- cPP
12 |FNCL 1-8 Mo-Fr STi 15 02 109 16 1.1
6:00p - CPM
13 |[FNTK 1-8 Mo-Fr gfggﬁ’ ST iAvg 36.00 54 2416 36.0 254 Tot Hrs (000}

Once a run is complete, you can put your cursor
over any column header, right-click and:

i) Rank by that column statistic

i) Hide that particular column

iii) Show hidden columns

iv) Save the current column set-up as a permanent view
V) Apply a saved view
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How to: use the Global View Preferences

I’ Data Analysis Edit - Print Window Help
N80 H N G GO G ERAT

View Manager...

-y 3 apply v
me Save as view. ..
call . : p-
letters Descripi aEreeze columns... Days Ti T2 > .
1 \u/a“., Rank results... =

Diary comment filter

Use the ‘Global view preferences’ dialogue box to apply default view preferences
including language, time format, name/numeric display, view settings etc.

r 5
Global view preferences u

Language (requires application restart): IE"QHS" LI
Default time format: [12 hours (using AM/PM) ~]
Default time zone: |ST - Station Time L,
| prefer to enter areas using (diary only): IName L‘
Default order for sorting areas (diary only): [By numeric code ~]
~Default view for each analysis type:
For diary data: For meter data:
Schedule Analysis Step-by-Step Guide View |d Basic Stats X
Duplication Analysis |Bui|t-in view L] IBuih—in view _'d
Qualitative Profile Analysis [qualitative View ~|  |Profile |
< ¥ Show checked items from lists in a tooltip (not available on Windows 98) >
[ Use i e — = Mes If the survey allows it
¥ Only display qualitative profile results with values (hide 0-filled rows)
OK I Cancel I

When the ‘Show c;hecked items from lists in a tooltip’ option is chécked, micro+ will
display a tooltip to give you a count of the selected items. In this screen capture,
the tooltip shows that of the thirty-eight available targets, three targets are selected.

&8 select Targets
Taigets | 7 Favourites |
[Euidcustom araet — T F12-
MATzs OF1g=
OA1217 OF18-3¢
A8 CIF1849
OA1e-34 OF15-54
MA1e<s OF25-44
CA18-54 CIF25-49
Dla2s-44 OlF2554
OA2549 OF35-64
M A25-54 O omp
o4 L35 plus
39 items, 3 checked: 1145 plus
A2+, A18-49, A25-54H A 3549
Elass6d
Om18-49 ac plus
Om18-54 OCIF1824
O m25-44 O00F2534
Onmzs-49 OCOmM2534
CIM25-54 O
Omas-64
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How to: apply favourites

LA LI |

| 85 Select call letters Lé]
| —

Find: @nly call letters available in selecmdﬁ MNone

Call letters ] o Favourites]

[Build custom aroup. . | LI CRNYFM L] CHUMFM Ociolca LlcKLeLy

CIALL %] 5 O CHYMFM OciodFm CJCKLHFM

CIALLDI EICETR Cloucucus OcJoTrm LI CKLXFM

EAMSTNS E CFXJFM Add to Favourites E cJOY E CKLYFM
ANGLO CFZM o - i CJOYMJ CKMBFM

DAF{-HAM O CHAM Remove from Favourites O CJPTEM O CKOC

O CBCHFM OcHamOC CICILQFM OCIRTFM O CKPCFM

CICBCTFM CICHAYFM CICIMJFM O cIJTWEM OckPTaM

LI CBEWFM CIcHBMFM LI CINGFM LI cIXyFMm LI CKQBFM

CJCBLFM CJcHCDFM O CIQBFM CICKBTEM CJ CKaKFM

CICBLAFM CIcHCarM LICISOFM Ockoo LI CKQMFM

LICBOFM LI cHFIFM LI CIXKFM Ll cKDxXFM LI CKRUFM

CICFCAFM O CHKXFM CJCIXLFM CI cKFMFM O CKRUWF

LICFJBFM LI cHLXFM ciee LI cKFxFM LICKSGFM

LICFJEMBE O cHML LICJBCFM L cKGBFM LlcKTB

COCFJRPT CICHNOFM OcJcL CICKGEFM O CKWFFEM

LICFLYFM LI CHREFM LI CJDVEM OckaL LI CKWSFM

CcFmJ CIcHTZFM O CIKXFM CICKHYFM O CKWSMK

L CFMKFEM O cHUCFM CICJLFFM O cKisFm Ll cKycFm

L CFMZF= OcHum LI CIMXFM O ckrwca UFADC

<] | ]

In the ‘Select call letters’ window, by default micro+ displays all reported stations,
formats and station-groups. If the ‘Show only call letters available in selected areas’
box is checked, the list of call letters, formats and station groups are limited to
those that had any tuning in the selected geography during the selected survey
period. In addition, you can use the Favourites list to streamline the available
choices.

Right-click on a station to call up the ‘Add to Favourites / Remove from Favourites’
option. When a station is selected as a favourite, a yellow star appears to the right
of the call letter. Only selected favourites will appear in the Favourites tab or as
outlined on page 16 in the ‘Daypart builder’ box when the ‘Show only favourite call
letters’ option is selected.

| |
Al | Nore |

|Individua| stationsﬂ Combin

@ Show only favourite call letters >

TIP: 7 Favourites

Favourites can be applied to areas and targets as well as to call letters.
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¥ Data Analysis

iIew Print Window Help
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How to: save an analysis

¥ Data [Analysis | Edit View Print W

3Ne NMUHERPSECS e ERaR @NLRESR a3 M
Save |
Areas: IIDTALCANAIQA Ctrl+5|
Target [A12+, A18-45%mrmmer Areas: [TO
Al e | misas azssa | Target [A12
call - Survey ) AQH |AQH| Rch | Rch | Shr
letters Description weeks Days Times Tz | Week (000) | 000" % o Sample | Tuned =
1 FAAA Adult Album Alternative  1-5 Mo-Su ifgga_ ST iAvg 21 0.0 29.2: 0.2: 0.1: 37,398 94
:00a 1 |FAAA LS
2 |FADC  Adult Contemporary Mo-5u ifggg' ST Avg 2503 17 372885 22.1 133, 37,398 9,835
Ev 2 |FADC
3 [FAMR  AOR/Mainstream Rock Mo-Su 100 ST iAvg 1475 1.0 2,167.6' 146 7.5 37,398 5790
4 |FAST  Adult Standards Mo-5u ifggg' STiAvg 72 00 1245 08 04 37398 315 3 [FAMR
5 |FCFA Classical/Fine Arts Mo-Su ifggg' STiAvg 171 01 33350 22 0.5 37,398 411 4 FAST
6 |FCHR Mainstream Top 40/CHR | & Mo-Su ifgg:’ ST {Avg 2516 1.7 42289 28.4 129, 37,398 9,143 5 |FcEA

] Open

Clone

H Save

Saveas...

Run

m,g. Export to PDE.
Export to XML.. ck

i Print._.

D Print preview. ..

Close

L | Export to Excel...

Ctrl+N
Cirl+0O
3

Ctries ——
tive

Ctrl+R

Ctrl+P

Ctrl+W

Once an analysis is set-up and/or processed, you can save it a variety of ways. The

most straight forward approach is using the ‘Save’ icon or from the file menu

selecting ‘Analysis’, ‘Save’ or ‘Save as’. This will launch the ‘Save analysis’
dialogue box. Name the run (in this case Format Description). You can also write an
optional description about the report. The analysis is now saved within the

software.

nlogic

-
H Save analysis

- -—-g-‘

Location: C:\ProgramD:

|

Name:

|[Format Description

[Brandon multi-media
Calgary Rank
Charlottetown
Chilliwack Bruins
Chilliwack Chiefs

HHI

Kelowna 14 hour report
Kelowna Unsuppressed
Kelowna

Nanaimo

OMP

Red Deer example
Red Deer Qualitative
Regina

Tuning Location
Winnipeg Duplication

Prince George Qualitative

Analysis description (optional)

[

This is a Total Canada format analysis for A12+, A18-49 & A25-54
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Data | Analysis | View Print Wini

= | [ ) hew ctr=N [
(] open. . Cti+0
- = Clone 4
Hgave Ctrl+5
Saveas..
D Run Cirl+R
- = Export to Excel
Open analysis... o
Ctrl+0 | Export to PDE,
irl+ 7 Export to XML..
i Print._. Ctrl+P
Ej Print preview...
Close Crl+W

You can retrieve a saved analysis a variety of ways. The most straight forward
approach is using the ‘Open analysis’ icon or from the file menu selecting
‘Analysis’, ‘Open’. This will launch the ‘Open analysis’ dialogue box.

e ________mm~

Location: C:\ProgramData\microBBM\SavedAnalysis|

All | Opened recently

Name 4

| Analysis type

| Last saved

< [~ Show only analyses for the currently open survey >

) §urvey name

| Survey period

Chilliwack Chiefs

HHI

Schedule Analysis

Qualitative Profile An

January 232012, 12.04 P.

June 022010, 2:34 PM

Radio 2011 Fall

Radio 2008 Fall

Brandon multi-media Qualitative Profile An July 04 2011, 233 PM Radio 2010 Fall 9/6/2010 - 10f31/2010
Calgary Rank Schedule Analysis February 192010.4:.01 P... Radio 2009 Fall 9/7/2009 - 1112009
Ch Schedule Analysis ber062010. 7:01 .. Radio 2010 Fall 9/6/2010 - 10/31/2010
Chillwack Bruins Schedule Analysis January 312010, 6:45 PM  Radio 2009 Fall 9/7/2009 - 11/1/2009

9/5/2011 - 10/30/2011

9/7/2009 - 11/1/2009

Schedule Analysis | April 032012, 11:20AM | Radio 2011 Fall 9/5/2011 - 10/30/2011

Kelowna Schedule Analysis June 02 2010, 3.09 PM Radio 2010 Spring 3/1/2010 - 4/25/2010
Kelowna 14 hour report Schedule Analysis February 16 2012, 9:562 A.. Radio 2011 Fall 9/5/2011 - 1030/2011
Kelowna Unsupp d Schedule Analysi: Di ber 11 2009, 1:40 Radio 2009 Fall 9772009 - 11712009
Nanaimo Diary Browser March 252011, 1244 PM  Radio 2009 Fall 9/7/2009 - 11142009
OMP Schedule Analysis February 102010, 219 P..  Survey 2 2008 Radio  4/26/2008 - 3/2/2003
Prince George Qualitative Qualitative Profile An. February 22 2011. 418 P. Radio 2010 Fall 9/6/2010 - 10f31/2010
Red Deer Schedule Analysi: February 172011, 10:32 ...  Radio 2010Fall 9/6/2010-10/31/2010
Red Deer Qualitative Qualitative Profile An February 16 2012, 1:23 P Radio 2011 Fall 9/5/2011 - 103042011
Regina Schedule Analysi: Di ber 11 2009, 837 Radio 2009 Fall 9772009 - 11712009
Tuning Location Schedule Analysi: September22 2011, 11:3..  Radio 2011 Spring 2/28/2011 - 4/24/2011
Winnipeg Duplicati Duplication Analysi: February 252011.9:50 A Radio 2010 Fall 9/6/2010 - 10/31/2010
Winnipeg quarter hour Schedule Analysis June 162010, 11:38 AM Radio 2010 Spring 3/1/2010 - 4/25/2010
Wired Schedule Analysis December 132011, 1:25 ... Radio 2011 Fall 9/5/2011 - 10f30/2011
YWG Dup Duplication Analysis January 182011, 3:221AM  Radio 2010 Fall 9/6/2010 - 10/31/2010

Analysis description:

This is a Total Canada format analysis for A12+ A15-49 & A25-54 -

Delete analysis

Highlight the analysis you wish to retrieve and press ‘OK’. This will launch the
analysis in its saved format. Re-process to generate the results. If the ‘Show only
analyses for the currently open survey’ box is not selected, all saved analyses will
appear. This is helpful if you wish to run a saved analysis against a different survey
period than it was saved to. All analyses saved to the open survey period will not be
highlighted while analyses saved to a different survey period will be highlighted
blue.
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How to: retrieve a saved analysis

"6 Openanaysisoptions . ——— S — L% ]

| The analysis being opened was created with a different survey. Do you want to:

@ Close the current survey and open the survey corresponding to the analysis (Radio 2011 Spring)

¢ Open the analysis with the current survey (Radio 2011 Fall)

When opening a run against a different survey period than it was saved to, you will
receive an ‘Open analysis options’ prompt. You can choose to ‘Close the current
survey and open the survey corresponding to the analysis’ or ‘Open the analysis
with the current survey’.
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For further information about micro+

or any other NLogic product, do not hesitate to
get a hold of us directly through a variety of
communication channels.

nlogic E ®

www.nlogic.ca https://www.linkedin.com/ @ _nlogic
company/nlogic-ca
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