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FEATURE: QUICKVIEW REPORTS

QuickView Reports (QVRs) by Bill Nielsen, Sr. Director of Sales

As the weather starts to turn here in the great city of Chicago, we turn our attention to Scarborough QuickView
Reports (QVR’s). One question we hear a lot from you, our clients, is how to put our data in a presentation-
ready format without a lot of legwork. QVR'’s are designed for exactly that purpose.

You will notice a QuickView button on the top row of tabs in Scarborough’s PRIME NEXT software. By clicking
that button, the software will take you to the QuickView Reports tab and screen. All that you need to do is
identify at least one target as you normally would and you can then run the QVR'’s.

The QVR is a category-specific, presentation-style one-sheeter that is specific to the target you choose. Each
report has output options for percent, index or  percent and index. Here is a summary of the QVR’s currently
available:

« Demographic Summary e« Home Improvement

« Demographic Detall « Electronics

« Household « Beverage-Most Often

« Profession/Occupation Detail « Beverage-Past Week

e Media Summary o Travel

« Automotive « Geographic Mapping (MapPoint)
« Wireless « Geographic Mapping (Maplnfo)
¢ Internet

On the QVR screen, access the drop down menu where you see “Report” for the available QVR'’s.
Notice that for each QVR you need to select, via a submenu, whether you want to see percent, index or
percent and index. Once you've selected your report, the details of the report will appear in the gray
box. You then simply hit the “Create Report” button at the bottom of the screen and (after enabling
macros) you have your QVR; pretty simple stuff.

Some pointers/tips regarding QVR's:

1. The final version of the QVR is an Excel file, so feel free to click through and delete a graph, change
colors, insert your logo, etc.; the one thing you can’t do is bring different measures into the QVR

2. For the most part, the QVR’s are designed to measure categories generically and not specifically;
for example, the wireless QVR includes relevant data for this category but NOT any of the wireless
carriers by name; remember that you will need to pull additional data via the software to get a com-
plete feel for the category; the QVR'’s primarily serve as the “30,000 ft. view.”

In this version of the newsletter, we'll show you some of the QVR’s available and discuss the data in-
cluded in each. We are using the Milwaukee Bucks as an example this time around.

We hope you find the QVR’s useful and a quick and easy way to look at your fans across multiple
categories.

Have a great holiday season. We will see you again next year!

Questions about running reports? Call us at 312-385-6700 or call the help line at 1-800-756-PRIME.




PAGE 2

FEATURE: QUICKVIEW REPORTS

QVR - Demographic Summary PRIME NEXT Scarborough Quick \D/eimeo\;\r/athQi:eSEn?r::ry
(the first one available in the QVR drop-down menu)
. . Study: Mil kee, WI 2007 Rel 2 Rel : Total (Aug 2006 - Jul 2007)
Includes - Age, Household Income, Hispanic, Sex, Base: Total > cree PR A
. [Target: Milwaukee Bucks (WAL)
Employment Status and Education. Projected: 494660 Respondents: 558
. oF
Style shown here — Percent and Index —
Index 124
1. Note that all QVR’s include details on the study and 0 2 w0 6 80 w o0 w0
target used (in this case, Milwaukee R207 and fnaex
Milwaukee Bucks fans (WAL), respectively). Education Targel % _index
Grade school (8th grade or less) 2.0% 81
i .0% Sex
. » T T T T
2. InCOmeS are presented as or more and the age Some college (1-3 years-not Graduate or A 34.1% 114
breaks are standard; you'll need to go back to the o e (o0 cvamend degree) oot 1160 s07%
regular software and run a report to get full income and | ==adaedere 0% 139
age breakS Household Jgcome Targge_t;ﬂit |n(igi eoaﬁ
80.2% 104 EWomen
63.2% 110 Target %
3. Remember that “Not employed” in Scarborough is S
different than unemployed. “Not employed” includes — g (Age (Vean: 4.9 LRI
retirees, students, homemakers and other folks not Egg:gyg‘;‘ L”;E'I.”;JZZQ&“&Zn"éé”ﬁé?rs, z%;l‘g 1§§ EEE gi;é ggg; igg
Currently Seeklng employment (See the table headEd %Employed Targé!%;l Index Adzltz 35 ;)r older 67:9%: 96
Reason Not Employed”). e T —
Retired 15.1% 98| Men 18 - 49 35.3% 121
. L L. Disabled 2.7% 95 Men 21 - 49 32.5% 128
4. Recall that Hispanic is not a Race; the majority of Temp:nrar" Laid-Off_ 04% 99 |Men25-54 0% 129
. . . kot Employed - Looking for Worl 1.6% 74 Women 18 - 34 14.4% 100
H|Span|cs are of White race. Gther 10%  178]  [women18-49 25.6% 89)
Women 21 - 49 23.2% 86
Race Target % Index Women 25 - 54 22.2% 79|
\White 84.3% 97|
Black 13.0% 122
Asian 0.9% 94 —
Other 1.9% 101} = ’
Spanish/Hispanic Target % Index SCARBOROUGH
SERIEIAE e o
<: H\(;ngarlisc anl)c 8.3% 122 Copyright Scarborough Research 2007~ Lec#l- Regional- National
PRIME NEXT Scarborough Quick View Report QVR — Travel
T | . .
== | (new with the Release 2, 2007 version of PRIME
NEXT software, 3.4.001)
Study: Milwaukee, WI 2007 Release 2 Release: Total (Aug 2006 - Jul 2007)
Base: Total
arget: Milwaukee Bucks i irhi 1 1
e e e et 556 Includes — Hotel, Cruise, Airlines and Destinations
[Places visited outside continental U.S. past3 |
Hotel/motel t12 th: T t % T t %
L e 2—=1 | Style shown here — Percent and Index
Comfort Inn 5% 26| |Central or South America 1% vi
Couny:rli by Marriott 12.2“2) 188 Engltand—l(ela‘nd/§ Scotland - Wales Allili;e 138
Doupletee | e — o2 19 | 1. Remember that since this is an Excel file, it may
e 35% 155 [any Canada “ao% o7 make sense to sort the hotel, cruise, airline,
iy i e | . s ple_lces visited and rental car lists by Target %
Hyatt 1.5% 75| [No. of trips outside continental U.S. past 3 years __ Target % Index| us'ng the Data_SOrt feature on EXCeI
La Quinta 1.7% 69] |1 trip:Total 16.8% 95
Marriott 10.5%  127] |2 trips:Total 5.8% 85
Motel 6 2.1% 47| |3 - 4 trips:Total 8.2% 141 . .
Quality Inn 27% 10| |5+ wips:Total a1 o7l | 2. By scanning the data on this one-sheeter, you can
Radisson 5.5% 78] |No. of domestic air round-trips past 12 months Target % Index .
Ramada 66% 140 [TpTom R get a very good feel if your fans are a good overall
e o 110 |24 menol - target for the travel category; in this case, it's
i 6% - 9 trips: | 3% . .
ary bed & breaiast Ton 10| [ e pretty clear that Bucks fans fly, cruise, stay in
|Any hotel/motel 67.2% 103| [No. of d 1] ht t t 12 th T t % Ind H H
iy unseale hotel o oo| TomoRr e e hotels, rent cars and take multiple trips every
Cruise line used past 3 years Target % Ind 2 trips:Total 15.7% 98 i
ST | ke 7% % 12 month more often than average adults in the
C .5% - ips: 4%
i | e o Milwaukee DMA.
Disney 1.3%  160| [Car rental companies used past 12 months Target %  Index
Holland-America 1.1%  102| |Alamo 3.9% 150
NCL (Norwegian) 0.6% 52| |Avis 5.5% 157|
Princess 0.9% 51| |Budget 5.6% 111
Royal Caribbean 2.3% 87| |Dollar 2.6% 111
None 93.2% _ 103| |Enterprise 8.0% 115
Airlines used past 12 months Target % Index| |Hertz 5.2% 81
AirTran 1.4% 37| |National 2.4% 150
American 4.9% 61| |Thrifty 2.7% 118
Continental 3.5%  134[ |Other car rental 3.2% 223
Delta 7.8%  134( |Any car rental 29.5% 111
JetBlue 0.0% 0|
Northwest 17.2% 133
Southwest 0.6% 38 -
United 8.5% 108 _a—
SAirway 2% 60 =
ﬁo:e . 5?.4‘;7 196 9
Any airline flown 48.6% 105 SCARBOROUGH
Any commuter airline 1.2%  286] Copyright Research 2007 EoMcaiE R L h

Source: Scarborough Milwaukee 2007 R2
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OVR — Media Summary

Includes — Quintiles and Summaries for

News-

paper, Radio and TV; Quintiles for Miles Traveled

Style shown here — Percent

1. Quintiles simply place a target of respondents
into 5 buckets, with the 1% quintile (highest)
being the top and the 5" quintile (lowest) at the
bottom; for example, 24.9% of Bucks fans are
in the top 20% of newspaper readers, whereas
15.8% of Bucks fans are in the bottom 20% of

newspaper readers.

2. By scanning the Quintile reports it's clear that
Bucks fans are “above average” for newspaper,
radio and miles traveled and in the middle for

TV.

3. The summary reports for media show you
overall cume audience numbers; for example,
54.0% of Bucks fans read the daily newspaper
and 97.6% watch some type of TV.

FEATURE: QUICKVIEW REPORTS

PRIME NEXT

Scarborough Quick View Report

Media Summary

Study: Milwaukee, WI 2007 Release 2
Base: Total

Target: Milwaukee Bucks (WAL)
Projected: 494660 Respondents: 558

Release: Total (Aug 2006 - Jul 2007)

Newspaper Quintile

30.0%

W Newspaper 1st
25.0% Quintile (Highest)
.0%

B Newspaper 2nd
20.0% Quintile

ONewspaper 3rd

Radio Quintile
30.0%
W Radio 1st Quintile
24.6%
25.0% (Highest)
/B Radio 2nd
20.0% Quintile

ORadio 3rd Quintile|

o
15.0% Quintile 15.0%
10.0% BNewspaper 4th 10.0% W Radio 4th Quintile
Quintile
5.0% 5.0%
B Newspaper 5th B Radio 5th Quintile|
0.0% Quintile (Lowest) 0.0% (Lowest)
Target % Target %
Newspapers Target %] [Radio Cume Target %
Any Daily Newspaper 54.0%) Total AM/FM 6am-mid M-S cume 93.5%
Any Sunday Newspaper A%
Miles Traveled Quintile
TV Quintile
30.0% B Miles Traveled
25.5% 1st Quintile
30.0% - (Highest)
25.9% B Television 1st 25.0% 22.6%
Quintile (Highest) 20.7% B Miles Traveled
25.0% - 18.8% 2nd Quintile
W Television 2nd 20.0%
20.0% Quintile OMiles Traveled
o
15.0% DOTelevision 3rd 15.0% 12.3% 3rd Quintile
.0%
Quintile
10.0% B Miles Traveled
10.0% W Television 4th 4th Quintile
Quintile
5.0% 5.0% M
BTelevision 5th " SIQESJ':J:'“
Quintile (Lowest) (Lowest)
0.0% 0.0%
Target % Target %

Television Cume Target %
Total TV 5am-2am S-S cume 97.6%)
Cable TV 5am-2am S-S cume 75.3%)

Copyright Scarborough Research 2007

PRIME NEXT

Scarborough Quick View Report

OVR — Electronics

Electronics

Study: Milwaukee, WI 2007 Release 2
Base: Total

Target: Milwaukee Bucks (WAL)
Projected: 494660 Respondents: 558

Release: Total (Aug 2006 - Jul 2007)

items HH plan to buy

Items Bought Past 12 Months

MP3 player
Satellite radio subscription (Sirius, XM)
Satellite TV subscription

Video game system

Local. Regional. Natienal.

Copyright Scarborough Research 2007

Includes — HH items bought, items HH owns, and

Style shown here — Index

1. This QVR includes one of our favorite questions
in all of Scarborough, “plan to buy”; note in this
case that Bucks fans are WAY above market
average (i.e. high index) to be in the market for all
of the listed consumer electronic items.

of report as a powerful

one-sheeter to use for both the manufacturers

Apple, etc.) and retailers (Best

160 14
140 124
120 57
« 100
S 8
< 60
40
20
04
Camera or accessories Stereo equipment/home music system Television
2. Think of this type
[Fousenold ftems Bought Past 12 Montns (Amount
Spent) Index| |ltems Household Owns Index
Camera or accessories:Under $250 179| |Digital video recorder (TiVo, etc.) 115 (Sony’ Samsu ng,
Camera or accessories:$250 - $499 108| [DVD player 110 . . .
Camera or accessories:$500 - $999 155| |Personal digital assistant device (PDA) 153 BUy, C|rCU|t C|ty, etC.) .
Camera or accessories:$1,000 - $2,999 72| |Video game system 121
Camera or accessories:$3,000 or more 0| |Computer 102
Stereo equipment/home music system:Under $250 133| [Digital camera 110
Stereo equipment/home music system:$250 - $499 150| [High Definition Television (HDTV) 121
Stereo equipment/home music system:$500 - $999 92| |MP3 player 113
Stereo equipment/home music system:$1,000 - $2,999 65| |Satellite radio subscription (Sirius, XM) 118
Stereo equipment/home music system:$3,000 or more 0] |Satellite TV subscription 87
Television:Under $250 113
Television:$250 - $499 89
Television:$500 - $999 98
Television:$1,000 - $2,999 80
Television:$3,000 or more A1)
Items/Services Hhld Plans to Buy Next 12 Months
DVD player
Personal digital assistant device (PDA) 1
Computer =1
Digital camera
Digital video recorder (TiVo, etc.) SCARBOROUGH
High Definition Television (HDTV) research

Source: Scarborough Milwaukee 2007 R2
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OQVR — Geographic Mapping (MapPoint)

Residence Penetration / Share / Vert % - Milwaukee Bucks (WAL)
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NOTE: Mapping QVR’s require your pur-
chase of a third-party mapping software;
either Microsoft MapPoint or Maplnfo.

Includes — Overlays Scarborough data on
residence zip codes, employment zip codes
or counties (local market study) or counties
or DMA’s (national study)

Style shown here — Zip Code (Milwaukee
DMA)

1. The map is a powerful way to get a bird’s
eye view on your DMA (or the U.S. as a
whole); the software color codes the
elements (counties in this case) with red
as “hot” and blue as “cold”; so the red
counties are where Bucks fans are more
likely to live compared to the blue coun-
ties.

e A

2. You can change the colors of the counties
and also choose whether you want the
map to reflect Index, Share/Vert % or
Penetration/Horz %; the Share Map
shows you where target respondents are
(red counties are most populated by the
target chosen); the Penetration Map
shows you where target respondents are
compared to total population (red counties
index highest for the target chosen).

Source: Scarborough Milwaukee 2007 R2
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Howard Goldberg

Sr. Vice President
312-385-6725
hgoldberg@scarborough.com

Darren Hayden

Senior Account Executive
312-385-6706
dhayden@scarborough.com

Tom Reutter

Account Manager
312-385-6705
treutter@scarborough.com

Michael McAllister
Account Manager
312-385-6702

mmcallister@scarborough.com

Bill Nielsen

Sr. Director of Sales
312-385-6704
bnielsen@scarborough.com

Cary McFarland (located in NY)
Manager, Client Services
646-654-8825
cmcfarland@scarborough.com

Amber Hardin

Client Service Assistant
312-385-6703
ahardin@scarborough.com




