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SCREEN PLANNING 27
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S8 Reach &ITHE e H of| LHHHE S 210101

TVADGT SHAOf| AHHE
OllAFCHH| Reach 3™ paToijarHIZ0) t2 TV, Online Video, IPTV, Total Reach 27 HI2FE Bl 1 onlinevideo, PTve) cPP,CPREIIE Estul2 2 57}

DGT 10% DGT 20% DGT 30%
100% R B R

Platform CPP

TV W3,543,437 6,807,878

50%

0% IIIII

0 199 29 390 49 59 69 79 82 99 109 Total 4,097,339 8,197,919

Online Video 4,916,533 9,554,570

IPTV W4,769,138 7,101,808
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Budget Allocation
Total Reach 54.7%
IPTV Reach x4
mmmm Online Video Reach qtlﬁlixl =
TV Reach
—Q0— Total Reach \/
[5) [5)
51.5% 54.7% 54.6% 52.6% 50.0%
45.8%
#1,000,000,000 #1,000,000,000 #1,000,000,000 #1,000,000,000 #1,000,000,000 #1,000,000,000
IPTV 60% 40% 20% 20% 20% 40%
Online Video 20% 20% 20% 40% 60% 40%
TV 20% 40% 60% 40% 20% 20%
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MEDIA FILTERING 274
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MEDIA FILTERING =4 gitH

“Media Filter Model”
Target, Effect, Trend. 371X &t=2 EZS510| SEAIIHIE SR C2 H

\J

ot 22

T (T

Tareet Fa|orzel #HAE Adat 7|ErO] z 1 =t
g /A= UV,PV,TTS A% EOJES F(z) = |_ #ze? dt, 0<F(z) <1
LtADIC|Of & 7|2 N
Effect _7'q_9 DHX‘” E|£E A|ﬁ% E_Ilo'E_I Normal.

Bell-shaped Curve

1
1
Percentage of :
cases in 8 portions

34.13% | 34.13% |13.59%

13.59%

B S oiAl Ok of the curve
LtAD|C|O U i 2|
Trend = (l) L()ﬁ*HT_._OAOO 11| Standard Deviations -40 30 -20 10 0 +1g +20 +30 +40
X‘” |_}‘ ES %!-Io od%}‘ |:-||O|E-| Cumulative ID | . | . L 1 . Io | .
Percentages 0.1% 23%  159%  50% B41%  9TT%  999%
I T T T [T T T [ T T T[T 1 T I
Percentiles 1 5 10 20 30 40 50 60 70 80 90 95 99

y
+
Z scores -4.0 -3.0 -2.0 -1.0 0 +1.0 +2.0 +3.0 +4.0
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PC+MO
MEDIA

YouTube
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SMR+YouTube+
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(Unique?|&)

MEDIA FILTERING £H2 A

=T 11—

TTS(Z)
6,239,053 4,205,353,544
9,821,035 9,092,581,401
5,881,968 1,926,007,918

11,225,977 15,223,942,865

Media Duplication(%)

= 3,134,886 (28%)

‘el 2039 E12Y, 0| 4F2 2|0 10~ 152 O 2 SH A IS TSI A BHL|C,

YouTube, SMR, H|0| AE(Video)2 S+ S = FllSI 1 A 20|, DA IS S o EA| g
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ISHH Z2771R7?

Media Filter Model - Target 100%
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20H) EFZI 2| X| & - UV 100%
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3

-UV20%, TTS80%

SMR
Facebook

SMR
Facebook

Total

Score

96.7
92.2
73.6

Total
Score

96.2
87.3
83.1

Budget Allocation

Ciygl link g gk

36.8% 45.3%
35.1% 43.2%
28.0% 11.5%

Budget Allocation

Gl g et
36.1% 45.5%
32.8% 41.4%
31.1% 13.1%
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CHANNEL PLANNING &A1 HitH
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Step2: TVC, 220! 2 IPTV Reach A= Step3: CIXEH EL XA XHUSEH ZY THS
St 12510 S Reach 222

TVC Reach

SEOOHEVRICENE =3 ER
O|A 9 ZHO|| [}2 E3} Reach 2&!

—od =20

Online Video Reach

HEH0|EHE 7 |BtoZ
SEE M= ESReach 22

IPTV Reach

OfA|IZH BS=0| GiCh= 7FESHO|
OHA|7t Reach ot

“Total Reach”
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CHANNEL PLANNING 2|5 2l

SMR EJ G0 |E, 0if25 B 20l ChstofiiAle) 34/ o
TOAS RF A RHOEIE AR | 2 2S

|=
Lo

Facebook 24! H|0|E{ &

o " o
o| MZ Ol [|HIO| A7t =EES 21%20,000 |Afo| BiTHot A T[O|EH &&
SMRE| M4E S CIHIO|AZIESEES 1 == 2U, row O| 42| ot M H|O[H & E
AS9|ReachC Estimator2t
|0 | AS9| Reach Curve Estimato
. o .
20,000,000 - SYUSHH|O|E >
SUSHH[O|E A&
18,000,000 4
6,000,000 - . ’
14,000,000 A Fa = i
-2 W &+ ST
12,000,000 °® : o i : .
P o o A - fr
10,000,000 - .. A B ¢ D £ ; ! ) K L
. . 1 [Target 1 i | 31335 62670 94004 125339 156674 188009 219343 250678 282013 313348 344682
. 2 Target 2 431m 87541 131312 175083 218853 262624 306395 350165 393936 437707 481477 !
8,000,000 A o 3 [Target 3 51644 103287 154931 206575 258219 309862 361506 413150 464793 516437 568081 ¢
. . 4 |Target 4 29625 59250 88874 118499 148124 177749 207374 236998 266623 296248 325873 -
. 5 Target 5 41447 82893 124340 165787 207233 248680 290127 331573 373020 414467 455913 ¢
1 . 6 [Target 6 49008 98017 147025 196033 245041 294050 343058 392066 441074 490083 539091
. 7 |Target 7 9223 18446 27670 36893 46116 55339 64562 73786 83009 92232 101455
8 7argﬂ 8 12306 24612 36917 49223 61529 73835 86141 98446 110752 123058 135364
| . 9 Target 9 13974 27947 41921 55894 69868 83841 97815 111789 125762 139736 153709
. 10 |Target 10 13764 27528 41292 55056 68819 82583 96347 110111 123875 137639 151403
) (v“r“(v‘ nno 4 ' Target 11 21077 42154 63230 84307 105384 126461 147538 168614 189691 210768
HVUL,UUY 12 Target 12 25627 51254 76880 102507 128134 153761 179388 205015 230641 256268 4
v 13 Target 13 33751 67502 101253 135004 168755 202506 236257 270008 303759 337510 4
. 14 Target 14 47519 95038 142557 190076 237595 285114 332632 380151 427670 475189 3
! 15 Target 15 56071 112143 168214 224286 28035 336429 392500 448571 504643 560714 [
x A 16 |Target 16 8531 17062 25593 34125 42656 51187 59718 68249 76780 85311 :
EI:ET 20’0007000 40’0007000 17 |Target 17 11723 23446 35169 46893 58616 70339 82062 93785 105508 117231
18 Target 18 13718 27437 41155 54874 68592 82311 96029 109748 123466 137185
19 Target 19 8175 16349 24524 32699 40873 49048 57223 65397 73572 81747
Target 20 11435 22870 34306 45741 57176 68611 80046 91481 102917 114352
L!vl;tl 21 13519 27039 40558 54077 67597 81116 94636 108155 121674 135194
22 Target 22 2295 4590 6885 9180 11475 13769 16064 18359 20654 22949
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CHANNEL PLANNING &2 Al

@ Ollt1591 7 |= S D|C|o{2 A0 Chigt Target B 2 kS 201 HELIC

‘=19 3049,0444 30492| Target'd =1t A= REIERIL|CY

=H43049

Media Reach LGS CPP CPR
X|AbI} R 28.9% 72.8  W4,120,434 W 10,385,939
Aol M2 26.7% 91,7  W3,270,454 W 11,224,638
TVC Sub Total 44.7% 1645 W 3,646,569 W 13,416,827
YouTube 29.9% 127.7  W3,312,401 W 13,345,120
SMR 14.6% 48.9 3,064,759 W 10,286,375
Instagram 13.1% 63.9 W 1,566,200 W 7,609,698
Online Sub Total 46.4% 2405  #2,702,817 W 14,024,745
GenieTV 9.2% 30.1  ¥4,974,388 W 10,385,939
BTV 4.9% 247  W4,054,368 W 20,367,271
IPTV Sub Total 14.1% 54.8 W 4,560,444 W 17,753,074

W 3,261,952| W 20,818,280

Reach

72.1%

CPP

W 3,261,952

0443049

Media Reach TRPs CPP CPR
X|Atmt & 34.6% 91.0 W 3,296,347 W 8,683,723
Aol M2 31.6% 1147  W2616,363 W 9,502,406
TVC Sub Total 51.4% 2057  W#2917,255 W 11,680,098
YouTube 33.9% 175.8  W2,274914 W 11,792,372
SMR 15.7% 57.8  #2,597,042 9,531,264
Instagram 20.7% 131.8 ¥ 758,305 W 4,840,720
Online Sub Total 54.2% 365.4 W 1,778,571 W 11,983,084
GenieTV 11.0% 36.1 4,153,248 W 13,601,654
BTV 5.4% 28.1  W#3,565,121 W 18,587,763
IPTV Sub Total 16.4% 64.2  W3,896,154 W 15,236,513

W 2,361,087| ¥ 18,693,958

Reach

80.2%

CPP

W 2,361,087
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Campaign Total Reach

90%

Digital Video Reach

80%



80

70
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40

30

20

¥500,000

Thef. ™

|

rdo

¥1,000,000 ¥#1,500,000 ¥¥2,000,000 ##2,500,000 ¥¢3,000,000 ¥#3,500,000 4,000,000 4,500,000 ¥5,000,000

* Source: 22 Arianna // X ATHMPP+E M| T= M1545E1H2 7| &=
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Target Filtering Effect Filtering Trend Filtering
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MEDIA FILTERING : Target Filtering
= U 5 154521+ thiB| 2f 97969| H|SO[ IHSI PC+MOS O|E0HH,
Of 7F2H| f 89%7t sB &= 222l 0l 48!

89% 59% 73%

23jo| EHALEZ EFICH QIESI ERZI DEITE Rl SSAERIZHH[X] CHOIASEE

6 11,079,069  89% 49%

*“Source: g& T2|oE2| S & HAH EciT O|o|H

*PC+MO2| 22, C[HIO| AZHE = |

—T 3=

* S A2 AR T Tl |EfeL Ol E 4 S
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MEDIA FILTERING : Target Filtering (}1&
DHMIAS SeI 22 OiAIB, BHAIC, BHAID, BHA|G &=t
Seid. =6|, TOM - 842| O|C|0{HA S J0f| CHet CHE-H0| R58

—

B A B C D E F G H I J K L
237 41% 23% 14% 9% 0% 0% 8% 0% 1% 0% 1% 3%
206 49% 11% 18% 14% 0% 0% 6% 0% 1% 0% 0% 1%

* Source: LIAD|C[O] LIS CI|O|E
22 A2 AR T H Ot MO[E 2+ US



MEDIA FILTERING : Target Filtering (0l4)
SeiE S| 11 oA THOl A
OHAIA + OHKIBE 90% O| &2 H|ZC = T

A B C D E F G H I J K L
44% 41% 6% 7% 0% 0% 0% 0% 0% 1% 0% 1%
47% 44% 3% 4% 0% 1% 0% 0% 0% 0% 0% 1%

* Source: LIAD|C[O] LIS CI|O|E

2 A2 MM EHA Ho|Eet Ao 4 AUS



MEDIA FILTERING : Target Filtering
S BT | &2 OfM| /DR N =2 E
C[HIO[AE Bl HE HIS
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MEDIA FILTERING : Media Filter Model
Media Filtering 2271 &8 2! Filtering Result

EpA

=M 1545

U= Offt WIS HIS
A 3AHel~442] Ojat Target : 50% / Effect : 0% / Trend : 50%

=9 O | Target Effect Trend Total Score Budget Allocation
1 A 48.2 o 493 97.5 29.4%
2 B 43.8 3 37.3 81.1 24.4%
3 C 42.2 - 26{0] 68.2 20.5%
4 D 30.3 - 243 54.6 16.5%
5 E 16.6 = 13.9 30.5 9.2%

* 2 A2 AR TR TO[EfRL A0 4 S



CHANNEL PLANNING: CIX|¥ D|C|of B9{AH 2t o=

Mix 10t

Mix 20t

of| & =3t
(Target &4 1545)

Of| & = 1}
(Target =4 1545)

*SAE A RIS R |E

337.52

Reach

83.7.
4.03

*SAE AR ZHE 7 IE

395.4

Reach

88.9.
4.45

“2E A2 AR T C|o|Eet Aol
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SCREEN PLANNING: Zmj|el &
OHA| Ol APE == S =5 20 A|IS

89.15% 90.83%
62.0% —O— -0
) 800,000,000 1,000,000,000 =2HRICHLHE)
= T\/ Reach On Reach =@=Total Reach
Total Of| At TV Online TVH|= OnH|& TV GRP On GRP Total GRP TV Reach On Reach Total Reach
30 30 - 100.0% 0.0%
TV, Online Video 0|4t H| =&
38 302} 82 789%  21.1% - __Oil - _l,g 3
LEYEE XS
40 30 10 75.0% 25.0%

“2HE A2 AR HAH Co|Eet Mol = UF
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