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También puedes arrastrar y soltar Filas o 

Columnas para moverlas dentro de su 

ubicación
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Mixing rates

Mix rates from a single rate card

It is also possible to mix different cost types: In that instance, select the relevant rates from the rate card

Mix rates from distinct rate cards

You can in the same way mix rates selected in several different rate cards.



Rate Card Editor – Discounts

Discount rates can be set up so that the cost per insertion decreases if adding several insertions in a publication. A new cost,

or a % of the original cost can be set up when reaching a defined insertion threshold.

Example: 

The cost for 1 insertion in The Times is £70,000. But from 3 insertions and more, the cost per insertion drops to £60,000

Or 

The cost for 1 insertion in The Times is £70,000. But from 3 insertions and more, a 15% rebate applies.

To edit discount

Once a cost type has been created, select the Discount tab



To edit discount

Once a cost type has been created, select the Discount tab

The base cost is the standard cost that you already defined under the “Cost(s)” tab. 

To add a Discount, click on the “Add” button.

Rate Card Editor – Discounts



Extra columns are inserted, in which you can specify

Ins: The number of insertions from which the rebate applies

Cost: The new cost which will apply starting from the number of insertion specified

Or alternatively

%Discount: The percentage discount of the base cost that will apply starting from the number of insertions specified

Additional discount thresholds can be added by clicking again on the Add button.

In our example, if the user put 3 insertions in The Times, the total cost for The Times will be

Total cost = 2* 70,000 + 60,000 = 200,000

Rate Card Editor – Discounts



Reach and Frequency Report

The Reach and Frequency report allows 

users to build schedules by entering the 

number of insertions per title. Costs can 

also be entered in the “Cost” column.

The results will be displayed below.

8 schedules are displayed by default. Users 

can add different insertion patterns into 

different schedules and the results will 

display parallel to each other as shown.

The “indicator” button allows uses to 

change the information shown. Reach 

(Coverage) % can be changed to show 

Annual Publication Frequency, CPT, 

Duplication and Index.

The Reach & Frequency Report provides the opportunity to build schedules manually or automatically using optimisation. The results are 

calculated using the formula based model, Personal Probability.

Bases and Targets can be altered using the arrows at the bottom of the screen.



Reach (000) – number of target exposed to schedule

Reach (%) – percentage of target exposed to schedule

Average Frequency – average number of issues read by population that has seen 

campaign at least once

Total Insertions – total number of insertions (adverts) in schedule

Total Cost – total cost of advertising in schedule

Gross Impressions – total opportunity to see campaign calculated by multiplying the 

reach by average frequency

CPT – cost per thousand persons reached in schedule

Reach 2+, 3+, 4+ - population exposed to schedule two/three/four or more times

Duplication (of Impressions) – compares reach of schedule with gross impressions 

(therefore if reach is 600 and gross impressions 900, duplication would be 33%) (GI 

less Reach divided by GI)

Results displayed can be altered by clicking in the “Results Display” icon. 

You can remove or add variables using the arrows in the middle of the Result Display 

window.

To view the results of the schedule, click on         icon or if you wish the schedule to 

be calculated automatically, ensure the         icon is highlighted.

Reach and Frequency Report Results 



Schedule properties

The properties for each schedule are available by clicking on the number above each

Graph - This shows the frequency distribution as a graph for either discrete (Reach%) or cumulative (Reach+%). 

Schedule  - This shows the current number of insertions used for each vehicle and you can amend or add insertions here. 

Audiences - This shows the results for each target market on the schedule. 

Frequency Distribution - The Freq Dist tab shows the following for each exposure level by Reach (number of people seeing exactly n exposures, Reach+ 

(number seeing n or more exposures), %Reach (number seeing exactly n or more exposures) or %Reach+ (% of target seeing no or more exposures).

N-Tiles - The frequency Distribution divided into a series of equally sized n-tiles from the N-tiles tab. Select how many n-tiles you require from the left-hand 

list. The results show the average frequency for equally sized groups. 

Frequency Ranges -The frequency ranges allows you to divide up the frequency distribution into a series of discrete groups. Click on the exposure table on 

the left for each cut-off point. 



Optimisation

Schedules can be optimised to find the optimum campaign for chosen target. To optimise a schedule using the wizard, click 

on Optimise                  icon below the schedule number:

Campaign period can be selected in either months or weeks. The period will then 

determine the maximum number of insertions available based on the publication 

frequency

Parameters for the optimisation can be set as follows: -

Include – if unticked publication will not be included in optimisation

Min – minimum number of insertions to be added to optimisation

Min if – if insertion is selected must have minimum n of insertions

Package – always add specific number of insertions each time

Max – maximum number of insertions permissible for schedule

Factor – apply a factor to up or down weight publications

Campaign goals can either be set as Budget for reach which will attempt to achieve 

the chosen reach using the most efficient budget and, Reach for budget which will 

attempt to maximise the reach within the confines of the selected budget



Once the parameters have been set, it is possible to adjust the Goal importance, 

CPT importance and Frequency importance before running the optimisation

Goal importance – how important achieving the goal in terms of either budget or 

reach. Lowering the importance can increase cost efficiency 

CPT importance – importance of creating the most cost effective solution

Frequency importance – encourages the optimiser to place more emphasis on 

achieving 2+, 3+, 4+ etc reach

To start the optimisation, click on                 icon in Genetic Algorithm. The graph

and results will show the reach, cost and CPT for the schedule. Click on                  

icon to continue to run the optimisation and                   icon to view the optimised 

schedule

Optimisation



Exporting your work

You can export your worksheet to 

Excel, by clicking on the Excel 

icon

A formatted table containing all 

the information displayed in your 

worksheet will automatically be 

exported to Excel.



Rank Report

Media Rank analyses the effectiveness of publications at reaching a target market. Publications can be ranked on Cost, 

CPT (Cost Per Thousand), Sample, Reach, Reach %, Index or Composition (% of the publication’s readership that make 

up the target audience or horizontal %). To view the report go to Document tab and select the Rank Report.

To rank a title click on the                icon then above the appropriate variable on the          box that appears to the left.

To view and edit the vehicle properties you can click in the “newspaper”      icon next to the print title.

Bases and Targets can be altered using the arrows at the bottom of the screen.



Duplication Report

Duplication analysis shows the duplication between publications for a target market(s). To view the report go to Document tab and select the 

Duplication Report.

Duplication can be examined either as a Duplication % or Weighted figure by using the drop down menu. 

Example shows that 33% of ABC1 15-24 year olds who read Independent also read the Financial Times.

Bases and Targets can be altered using the arrows at the bottom of the screen.



Icons Reference Guide – Media Worksheet Tab

Refresh the R&F planning

Auto- Refresh the R&F planning

Change results display

Export worksheet or rank to Excel

Clear Worksheet

Clear schedule

Vehicle Editor

Set Buying Target
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Kantar is the world’s leading data, insights and consulting company. We understand 

more about how people think, feel, shop, share, vote and view than anyone else. 

Combining our expertise in human understanding with advanced technologies, 

Kantar’s 30,000 people help the world’s leading organisations succeed and grow. 

To find out more, visit us at www.kantar.com/media
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