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The Best Media Prospects for the Money
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Please note:

* The target set for this Quick Service Restaurant (QSR)
example was created by the analytics team at
LogicLab — based on work in this category.

= There is no real customer data here, the client has
been named QSR for demonstration purposes only.
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targetLab™ Ranks Media Properties for
Family Restaurant Users

=  Foronline, Google ranks #1 among all properties for Family

Restaurant Users
= At 105.6 million strong, Google delivers 76.7% of this target set for a

very efficient $1.40 cost-per-thousand
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View Target Profile | Media Relevance | Media Rank | Reports: | Media Cost Ranking| [ View |

Number of Media Properties B Magazine (223) B Newspaper (9) H H Radio (84) H Tv (1,269)
Al | = I @ Page1ofiz il 2
105,650,03

Weighting Factors® © Google.com

Caverage £ Yahoo! Mail
- N &3 Yahoo.com Comp 1  T5Audience
lEE' 71 Westwood One Metro Tot Reach Stndrd... Composite Index 1808 % TS Coverage
* o 1 Westwood One Metro Tot Reach Prmium... TSCPM $1.40 % TS Composition
| 0 é Super Bowl TS LTV Index 108 TS Composition Index 105
Composition [0 Parade Magazine _ 49,446,645
“ - [ Discovery Channel D 4s,351,704
| 1= [ The weather Channel _ 46,218,414
P o 71 Dial Global Contemporary Network _ 42,371,979
ol £ CN (Cable News Networ N <1 227,756
Weighting Factors Total: 100 {9 FOX News Channel N <0.622,231
* Weighting Factors must total 100
71 Westwood One Metro Active Femle Mon -... _ 40,081,755
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®
targetLab™ Gives You a View of All Vehicles ¢ ﬁ ________

in the Entire Media Eco-system 4,0

next generatmn |r|5|ght

=  For radio, Westwood One Metro Total Reach Network ranks #4
among all properties for Family Restaurant Users

= At 57 million strong, Westwood One delivers 41.5% of this target
set for an efficient $13.24 cost-per-thousand
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Number of Media Properties H Magazine (223) E Newspaper (9) H B Rradio (84) B TV (1,269) |SEiCEEEEy
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Weighting Factors™ ©) Google.com 105,650,05
Coverage & vahoo! Mail 75,627,552
T = & Yahoo.com 67,196,162
i Westwood One Metro Tot Reach Stndrd.. [ 57,074,680
Py 7@'4 [ Westwood One Metro Tot Reach Prmium... w
(= [] Super Bowl Composite Rank 4 TS5 Audience 57,074,660
Compasition [ Parade Magazine Composite Index 977 % TS Coverage 41.45 %
‘f [ Discovery Channel TS CPM $13.24 % TS Composition 50.78 %
- [ The Weather Channel TS LTV Index 104 TS Composition Index 100
° o 7l Dial Global Contemporary Netwark 42,371,979
ofz [ CNN (Cable News Network) D 41,227,766
Weighting Factors Total: 100 [] FOX News Channel 40,622,231 i

= Weighting Factors must total 100

[=]
i Westwood One Metro Active Femle Mon -... 40,081,755
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next generation insight

®
©
targetLab™ Allows You to Look at Special (;Olog
Programming 6,0

= For TV, the Super Bowl ranks #6 among all properties for Family

Restaurant Users
= At 51.5 million strong, the Super Bowl delivers 37.4% of this target

set for an efficient $14.80 cost-per-thousand
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Target Profile | Media Relevance | Media Rank |

View
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g e Mo i Pageicfin | &
Weighting Factors® © Google.com 105,650,07
Caverage 3 Yahoo! Mail 75,627,552
3 Yahoo.com 67,196,162
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£ Westwood One Metro Tot Reach prmium... [ 53,365,051

- 0000
[ oy [ Super Bowl 51,485,653
Compoasition [1 Parade Magazine L]

‘—_ [] Discovery Channal Composite Rank 6 TS Audience 51,485,653
|IB [ The Weather Channel Composite Index 881 9% TS Coverage 3739 %

LTV o - o
1 Dial Global Contemporary Network _ EER TS CPM $14.80 % TS Composition 57.98 %

-~
[ [ CNN (Cable News Network) D o 100 TS Composition Index o7

Weighting Factors Total: 100 £ FOX News Channel (R, 0,622,231
] Ntwk - Monthly - CBS ,301,
[ Westwood One Metro Active Femle Mon -... _ 40,081,755
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targetLab™ Includes Print Efficiency Analysis Cﬁ_oc

= For print, Parade Magazine ranks #7 among all properties for Family

Restaurant Users
= At 49.4 million strong, Parade delivers 35.9% of this target set for

an efficient $19.64 cost-per-thousand

{2 Favorites | {E‘; @ Suggested Sites * @ | Web Slice Gallary +

|_‘ ﬁ M = @ - Page » Safety ~ Tools ~ @v 2

|{', targetLab by logicLab

e ? . Craig Gugel
° 0' S ) LogicLab
~ I
[.]
QSR Q2 Broad Campaign
* Fropossa
Any Family Restaurant Use . ) .
. - Vi
View Target Profile | Media Relevance ‘ Media Rank | Reports: | Media Cost Ranking| | View |
Number of Media Properties B Magazine (223) B Newspaper (%) H H Radio (84) H Tv (1,269)
" = @ Pageicof1s W ] ~
I . 105,650,03
Weighting Factors® © Google.com
Coverage & Yahoo! Mail 75,627,552
b 67,196,162

3 Yahoo.com

| 100 E|:
i Westwood One Metro Tot Reach stndrd... [ 57,074,660
oM
i Westwood One Metro Tot Reach prmium... [, 52,365,951
Super Bow (N, 51,485,653

[ ]

[ 0% |
Composition [0 Parade Magazine _ 49,446,645
N R [] Discovery Channel ¥D
L_oF [ The Weather Channel Composite Rank 7 TS Audience 49,446,645
° v 71 Dial Global Contemporary Network ‘Composite Index 846 % TS Coverage 35.91 %
[ oF [] CHN (Cable News Network) TS CPM $10.64 % TS Composiion  65.90 %
Weighting Factors Total: 100 [ FOX News Channel TS LTV Index 115 TS Composition Index 110
* Weighting Factors must total 100
[ Ntwk - Monthly - CBS 40,301,953

1 Westwood One Metro Active Femle Mon -...
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(¥ e s,
targetLab™ Gives You the Best Target c*ﬁloglc-
Concentration 6,0°

=  Foronline, shopping.com ranks #1 among all properties for Family

Restaurant Users
= 82.1% of the visitors to shopping.com are Family Restaurant Users
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T‘ QSR Q2 Broad Campaign

Any Family Restaurant Use
View Target Profile | Media Relevance ‘ Media Rank |

Reports: | Media Cost Ranking ~ @

B razdio (34) H Tv (1,269) SISy

Number of Media Properties B Magazine (223) B Newspaper (9) H

I fpageiofic W ] ~

All [ .=

) Shopping.com 2,020,

Weighting Factors™

Coverage [1  Bridal Guide
¢ = [ Dog The Bounty Hunter Composite Rank 1 TS Audience
o= ﬁ Jack Hanna's "Into The Wild" Composite Index 137 % TS Coverage
® o [9 CSI: Miami Syndicated TV Weekend TS CPM $4.33 % TS Composition 82.07 %
0 [7 The Shield Cable TV TS LTV Index 142 TS Composition Index 137
Compositian [ Music Choice Cable TV _ 5,697,717
- o [7 Access Hollywood Syndicated Tv Weekend _ 4,844,558
10k [0 Entertainment Weekly [ BNt
. v [ Miss Universe Pageant _ 5,800,888
o[z [ Sci-Fi Movie D 0 c01374
Weighting Factors Total: 100 [ Lipstick Jungle - 2,819,139
* Weighting Factors must total 100
[ Reset W ] WWE Magazine - 2,949,996
[ TV Land Awards Show B 1757345
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targetLab™ Ranks Media Properties Based C(\IOQIC ________
on Best Fit with the Target Audience 6, 0©

=  For print, Bridal Guide ranks #2 among all properties for Family
Restaurant Users
= 75.4% of the readers of Bridal Guide are Family Restaurant Users
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Number of Media Properties H Magazine (223) B Newspaper () H B Rradio (84) H Tv (1,269) [Eoiiiiey
Al | - |4 @ Pagzicfiz e | &

Weighting Factors™ ) Shopping.com 2,020,134

Coverage [0 Bridal Guide 3,190,961
ols [ Dog The Bounty Hunter e
é Jack Hanna's "Into The Wild" Compaosite Rank 2 TS Audience 3,190,961

,L [7 CSI: Miami Syndicated TV Weekend Compasite Index 126 % TS Coverage

0= [ The Shield Cable TV TS CPM $13.50 % TS Composition

Composition [] Music Choice Cable TV TS LTV Index 125 TS Composition Index
—“ [7 Access Hollywood Syndicated TV Weekend 4,844,558
W [[J Entertainment Weekly _ 9,318,766

. o [] Miss Universe Pageant _ 5,800,888

0z [ Sci-Fi Movie I 10001374

Weighting Factors Total: 100 [ Lipstick Jungle 2,819,139

= Weighting Factors must total 100

. . [0 WWE Magazine
 reset i Fooly |

[7 TV Land Awards Show

2,949,996
1,797,345

Done % Local intranet

LogicLab | A Merkle Company LogicLab™ Confidential and Proprietary. Copyright © 2010 M



(¥ e s,
targetLab™ Ranks Cross-Media Properties, c*ﬁloglc-
Not Properties in Silos 6,0°

=  For TV, Dog the Bounty Hunter ranks #3 among all properties for
Family Restaurant Users
= 75.1% of the viewers of Dog the Bounty Hunter are Family

Restaurant Users
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Number of Media Properties B Magazine (223) B Newspaper (9) H B radio (84) B Tv (1,269) [ESiiEEsy
All | - [ @ Pageicfis Wy =
Weighting Factors* 3 shopping.com 2,020,134
Coverage 0 Bridal Guide [ EBEE
¢ o= [ Dog The Bounty Hunter 6,974,087
[] Jack Hanna's "Into The wild" )
® o [ﬁ CSI: Miami Syndicated TV Weekend Composite Rank 3 75 Audience 6,974,087
05 [ The Shield Cable Tv [ EEEH composite Index. 126 % TS Coverage R
Composition [] Music Choice Cable TV TS CPM $14.48 % TS Composition 75.13 %
< N [] Access Hollywood Syndicated TV Weekend _ R TS LTV Index 120 TS Composition Index 126
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targetLab™ Helps You Select Media c‘(xlogICm
Vehicles That Drive Response 6, ©

=  For radio, Music Choice Syndicated Radio ranks #60 among all
properties for Family Restaurant Users

= 67.6% of listeners to Music Choice Radio are Family Restaurant
Users

{2 Fawori tes ‘ {.5 @ Suggested Sites @ | Web Slice Gallery =
‘{.,, targetLab by logicLab ‘7‘ 5 - B [ s - Page~ Safety~ Tooks - @~ =
~plogiciabt,
o,
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c:‘::_:ql:amlly Restaurant Use Target Profile | Media Relevance ‘ Media Rank | Reports:  Media Cost Ranking| ~ W
Number of Media Properties B Magarzine (223) B Newspaper (9) H B Rradio (84) H Tv (1,269) [Eogiesy
L ruse — T -
NERSSSSSSES i Ghost Hunters N 320,105
Weighting Factors® [] Comedy Central Stand-Up _ 8,147,018
~ Coverage [] The Jerry Springer Show - 3,934,840
- e [] Sex and the City Syndicated TV _ 4,573,848
con [l Harper's Bazaar - 3,362,413
* [] Everybody Loves Raymond Syndicated TV %
0 : fj st Composite Rank 60 TS Audience
Composition _ fj Metalocalypse g ‘ g %o TS Coverage '8 %
00 h [] NBA All Access 82 33 % 7TSComposition  67.61%
v [] Law and Order Spacial Victims Unit 6 TS Composition Index 113
® 77 Music Choice Syndicated Radio
= [] Deal or No Deal
Weighting Factors Total: 100 [] MTV Video Music Awards _ 7,862,585
* Weighting Factors must total 100
[ reser [ Aol | [] Wife Swap _ 5/438,636
[] ABC Saturday Movie of the Week _ 4,777,887
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targetLab™ Gives You the Best Target Chloglc
Lifetime Value Prospects 6, 0©

=  For online, shopping.com ranks #1 among all properties for high
lifetime value prospects in the Family Restaurant Users target set

= With an index of 142 and a CPM of $4.33, shopping.com visitors are
42% more likely than average to be high LTV prospects
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View TargetProfile | Media Relevance | Media Rank | Reports: w.@'

Number of Media Properties H Magazine (223) H Newspaper (9) H H Rradio (84) H Tv (1,269) \EEEIEEY
Al | - [ d Page1ofie W mb] &

&3 shopping.com 2,020,134

‘Weighting Factors®
Coverage [] Jack Hanna's "Into The Wild"

[] CsI: Miami Syndicated TV Weekend
[] Dog The Bounty Hunter

P o [] The Shield Cable TV $4.33 % TS Composition
05 [ Bridal Guide TS LTV Index 142 TS Composition Index
Composition [ The Andy Griffith Show 11,038,677
e [ Access Hollywood Syndicated TV Weekend [N < 844,558
= [ Ion Saturday 7PM Movie B 1593676
- [ Music Choice Cable TV I 5607717
100 [+ [ American Experience B 1728447
Weighting Factors Total: 100 [] Extreme Makeover: Home Edition [ g
= Weighting %mmmo & Underground - 1,446,218
[9 TV Land Awards Show B 1797345 .
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Properties by Lifetime Value Metrics o _©

targetLab™ Lets You Evaluate Media c"(\|09IC :

= For TV, Jack Hanna’s Into the Wild ranks #2 among all properties for
high lifetime value prospects in the Family Restaurant Users target
set

=  With an index of 132 and a CPM of $11.00, Into the Wild’s viewers
are 32% more likely than average to be high LTV prospects

File Edt ‘“iew Favorites Tools Help

e Favorites | g @ suggested Sites - 8] Web Sice Gallery -

_|2-‘targetLahhy logicLsb | ‘ B B 0 dm - Pager Safety+ Toos- @
0® 1 Craig Gugel
< plogiclat, LogicLab
-

"/ QSR Q2 Broad Campaign
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c:]eywll:amllv festaurant Use Target Profile | Media Relevance | Media Rank | Reports: || Media Cost Ranking| = | (S0
Number of Media Properties Magazine (223) Newspaper (9) Radio (84) TV (1,269) W
Al | - |48 @ Pageicfic W B =
Weighting Factors® &3 shopping.com 2,020,134
Coverags [ Jack Hanna's "Into The Wild" 2,400,380
T [ CSI: Miami Syndicated TV Weekend m}
. [1 Dog The Bounty Hunter ‘Composite Rank 2 TsAudience 2,400,380
.; [] The Shield Cable TV Composite Index 132 % TS Coverage 174 %
05 [ Bridal Guide TS CPM $11.00 S Composition 74.94 %
Compasition [ The Andy Griffith Show TS LTV Index 132 TS Composition Index 125
'—‘ [] Access Hollywood Syndicated TV Weekend _ 4,844,558
IE [ Ion Saturday 7PM Movie B 1503676
o [] Music Choice Cable TV _ 5,697,717
100 12 [ American Experience B 1728447
Weighting Factors Total: 100 [] Extreme Makesover: Home Edition _ 5,881,779
* \Weighting Factors must total 100
[ recer [ soniy | [] Underground . 1,446,218
[ TV Land Awards Show B 797,345
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=  For print, Bridal Guide ranks #6 among all properties for high
lifetime value prospects in the Family Restaurant Users target set

= With an index of 125 and a CPM of $13.50, Bridal Guide readers are
25% more likely than average to be high LTV prospects

57 Favorkes | s @8 suggested Sites ~ @] Web Slice Gallry ~
" »
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i
cirg:amlly Restaurant Use Target Profile | Media Relevance | Media Rank | Reports: w@
Number of Media Properties B Magazine (223) E Newspaper () H B Radio (54) B TV (1.269) iy
A T, @ Page1cf1z b A
2 shopping.com 2,020,134

Weighting Factors®
Coverage [ Jack Hanna's "Into The wild"

I 2200380

e [ CSI: Miami Syndicated TV Weekend N 253,507
- [1 Dog The Bounty Hunter N .o74.087
.L [ The Shield Cable TV B 550605
0rs [ Bridal Guide 3,190,961
Compasition [] The Andy Griffith Show [
‘7A [] Access Hollywood Syndicated TV Weekend
’l [ Ton Saturday 7PM Movie [ B composite Index 125 % TS Coverage
o [ Music Choice Cable Tv $13.50 % TS Composition  75.37 %
100 [= [ American Experience [ 75 L1V index 125 TS Composition Index 126
Weighting Factors Total: 100 [ Extreme Makeover: Home Edition I 5551779
* Weighting Factors must total 100
[ eset | oy | [ Underground . 1,446,218
[ TV Land Awards Show B 1797.345
Done % Local intranet
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targetLab™ Allows for Cross-Media LTV
Metric Evaluation

=  For radio, Westwood One’s Metro Active Female Network ranks #81
among all properties for high lifetime value prospects in the Family
Restaurant Users target set

=  With anindex of 117 and a CPM of $11.79, Westwood’s Active
Female Network listeners are 17% more likely than average to be
high LTV prospects
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View Target Profile | Media Relevance | Media Rank | Reports: | Media Cost Ranking| ~ | |0y
Number of Media Properties B Magazine (223) B Newspzper (2) H M Radio (84) H TV (1,269) |ECyiEey
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{
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QL Lf] ABC Movie of the Week _ 4,673,730 -
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targetLab™ Gives You the Highest Target C"h|og|c ________
LTV and Composition Prospects o

=  For online, shopping.com visitors have the highest LTV and target
composition concentration with indices of 142 and 137,
respectively

=  Shopping.com visitors are 42% more likely than average to be high
LTV prospects and 37% more inclined to be Users of Family
Restaurants
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targetLab™ Ranks Media Properties by both Cchlogic

Highest Target LTV and Composition Prospects o e

=  For TV, Jack Hanna’s Into the Wild viewers have the highest LTV and
target composition concentration with indices of 132 and 125,
respectively

= Into the Wild viewers are 32% more likely than average to be high
LTV prospects and 25% more inclined to be Users of Family
Restaurants
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0
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~— 0@
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P
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100 5
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Weighting Factors must total 32 TS Composition Index 125
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targetLab™ Tells You Which Audiences C‘(\|og|c~
Deliver Both LTV and Category Users s

=  For print, Bridal Guide readers have the highest LTV and target
composition concentration with indices of 125 and 126,
respectively

= Bridal Guide readers 25% more likely than average to be high LTV
prospects and 26% more inclined to be Users of Family Restaurants
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For the best media prospects for your budget,
you can count on LogiclLab’s targetLab™

To see for yourself, click here and we’ll set up a demo
just for you:

http://www.logiclabinc.com/find-out-more

or

Call Joe Reidat  212-790-1593
jreid@logiclabinc.com
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