











































































































































































































































































































































































































Figure 6.33

Graphs For Shampoo Group
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VII. REGRESSION ANALYSIS

In order to find out a statistical correlation between TV commercial campaigns
and market shares of the products during 1995 “Multiple Regression” technique has
been used. In this analysis, GRP and market shares are taken into consideration as
variables. The results of these analysis prove that , there is a correlation between GRP
and market shares. But in some of these products are more sensitive to the change in

TV commercial campaigns in terms of GRP and have a linear relationship.

Some of the results of “Multiple Regression” analysis are as follows. More detailed

results will be found in Appendix 2.
A. Sana Margarin
Multiple Regression Correlation coefficient is 56 %, R square value is 32 %. It
means that there is a correlation between GRP and market share as 56 %, and 32 % of
this relationship depends on GRP. Significance F value is 97%. So there is a linear
relationship between these two variables and the equation will be like this:

y = 38.85+3.5% 10(-4)x

This equation says that as GRP goes up, market share goes up linearly. See

Figure 7.1



SO QO ~0 00T XIT

O\O

-
o

.2— o)

0.0 -

0.0 2 4 .6

Observed Cum %

Figure 7.1 Normal Plot Of Regression Standardised Residual Dependent Variable: Sana Margarin Market Share
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B. Elidor Energy Sampuam

Multiple Regression Correlation coefficient is 65 %, R square value is 43 %. It
means that there is a correlation between GRP and market share as 65 %, and 43 % of
this relationship depends on GRP which is very strong. Significance F value is 99 %.
So there is a linear relationship between and the equation will be like this:

y = -0.072 + 0.124x
This equation says that as GRP goes up by 1 % , market share goes up linearly. See
Figure 7.2
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Figure 7.2 Normal Plot Of Regression Standardised Residual Dependent Variable:

Elidor Energy Shampoo Market Share



In Figure 7.3, the relationship between GRP and market share change can be seen.

Relationship Between GRP and Market Share Change
of Elidor Energy Shampoo in November 1995-May 1996
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Figure 7.3 The Relationship Between GRP and Market Share Change
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C. Bizim Margarin

Multiple Regression Correlation coefficient is 68 %, R square value is 46 %. It
means that there is a correlation between GRP and market share as 68 %, and 46 % of
this relationship depends on GRP which is very strong. Significance F value is 99.6 %.

So there is a linear relationship between and the equation will be like this:

y =0.14 + 0.0013x

This equation says that as at 1 % level, there is a meaningful significance. See

Figure 7.4
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D. Palmolive Optima Sampuani

Multiple Regression Correlation coefficient is 37 %, R square value is 14 %. It
means that there is a correlation between GRP and market share as 37 %, and 14 % of
this relationship depends on GRP. Significance F value is 92 % which is very close to
95 % to be count as meaningful. But we can not say that there is alinear relationship

between this two variables.

E. ArielMatik Deterjam

Multiple Regression Correlation coefficient is 22 %, R square value is 5 %. It
means that there is a correlation between GRP and market share as 22 %, and 5 % of

this relationship depends on GRP which is very low.

In conclusion , a new product like “Bizim Margarin” can be more sensitive TV
commercial campaigns But we have to note that this product have the advantage of
using -a very strong distribution channels and uses its producer’s (Ulker) product

variety to attract potential buyers.

On the other hand, products in “Shampoos” product group are more sensitive to

the TV campaigns in comparison with the products in “Detergents” products group.
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VHI. THE PERCENTAGE OF THE MOST PREFERRED PROGRAM
TYPES

A. Detergent Group

In the household cleaning product sector and detergent group, films are preferred with 33
%. This type of program is being followed by foreign serials with 13 %, news with10 %,
and music-entertainment with 9%. When channels are taken as the basis, films have taken
the highest percentage in all channels. For the foreign serials that receive the highest

percentage within the group, ATV and Star have been preferred primarily.

When news programs are considered, it is seen that this percentage is originating from
TGRT. When the average reach values of the products studied are considered, it is seen that
there is a percentage of 93 %. Considering this, we can conclude that the program types

are preferred for detergent group are successful in reaching the target group.

However, when evaluating the campaign results, aside from the distribution of program
types, the GRP, OTS, CPS values obtained, the channel and prime-time / off-prime time

distributions should be noted as well. See Table 8.1
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CONCERT

Source: AGB Anadolu TV audience measurements(1995)

Table 8.1
The Percentage Of The Most Preferred Program Types In
The Detergent Group

FILM 24% 42% 36% 60% 21% 12% 33%
SERIAL FOREIGN 22% 6% 17% 0% 25% 10% 13%
NEWS CAST 0% 0% 9% 0% 16% 36% 10%
SERIAL TURKISH 15% 0% 9% 7% 22% 0% 9%
MUSIC/ENT. 8% 20% 9% 9% 0% 6% 9%
DAILY MAGAZINE 7% 0% 0% 8% 0% 18% 6%
HUMOUR 8% 11% 6% 0% 8% 0% 5%
TV GAME 0% 0% 9% 5% 3% 9% 4%
REALITY SHOW 9% 0% 8% 6% 0% 0% 4%
WEEKLY MAGAZINE 0% 9% 0% 5% 9% 0% 4%
TALK SHOW 0% 0% 8% 0% 3% 10% 3%
WOMEN 0% 0% 0% 0% 9% 10% 3%
MEETING/DISC. 0% 0% 8% 0% 0% T% 2%
MAGAZINE 0% 10% 0% 4% 0% 0% 2%
NEWS REPORT 0% 5% 0% 5% 0% 0% 2%

0% 0% 0% 4% 0% 0% 1%
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1. Arielmatik Detergent -Typology Percentage By Channels

Considering the results below, Arielmatik has preferred films with 35 % throughout its ten-month
TV campaign. This type of programming has been followed by music-entertainment by 9 % , news and

Turkish serials 8 %.

Table 8.2

Arielmatik Detergent -Typology Percentage By Channels

FILM
MUSIC ENTERTAINMENT 8% 21% 4% 13% 3% 3% 9%
NEWS 2% 0% 0% 0% 16% 33% 8%
SERIAL TURKISH 22% 0% 0% 2% 21% 5% 8%
SERIAL FOREIGN 5% 0% 17% 0% 15% 5% 7%
REALITY SHOW 8% 0% 8% 9% 3% 0% 5%
DAILY MAGAZINE 8% 0% 0% 0% 0% 18% 4%
MAGAZINE 3% 10% 2% 4% 0% 1% 4%
WEEKLY MAGAZINE 0% 10% 0% 0% 4% 0% 3%
TALK SHOW 0% 0% 5% 0% 3% 8% 3%
HUMOR 2% 7% 2% 0% 3% 1% 2%
TV GAME 0% 0% 13% 0% 0% 1% 2%
CONCERT 3% 0% 0% 4% 3% 0% 2%
WOMEN 0% 0% 0% 0% 8% 2% 2%
SPORT 0% 3% 2% 0% 1% 4% 2%
MUSIC 6% 3% 0% 0% 0% 0% 2%
NEWS REPORT 3% 0% 0% 2% 1% 2% 1%
MEETING/DISC. 0% 0% 0% 0% 0% 7% 1%
ECONOMICS 0% 0% 0% 0% 0% 2% 0%
COMMENTARY NEWS 2% 0% 0% 0% 0% 0% 0%
HEALTH/SERVICE 0% 0% 0% 0% 0% 1% 0%
DOCUMENTARY 0% 0% 0% 0% 0% 1% 0%
RELIGIOUS 0% 0% 0% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements(1995)
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2. Persilmatik Detergent - Typology Percentage By Channels

Considering the results below, Persilmatik has preferred films with 30 % throughout its
six-month TV campaign. This type of programming has been followed by foreign serials with

17%, Turkish serials with 15%, newscast and humour with 6%.

Table 8.3

Persilmatik Detergent -Typology Percentage By Channels

FILM 16% 28% 58% 18% 30%
FOREIGN SERIAL 23% 19% 0% 25% 17%
TURKISH SERIAL 19% 9% 3% 29% 15%
NEWS 2% 9% 4% 9% 6%
HUMOR 5% 6% 4% 7% 6%
DAILY MAGAZINE 6% 6% 0% 1% 3%
MUSIC ENTERTAINMENT 5% 4% 5% 1% 4%
REALITY SHOW 4% 6% 1% 1% 3%
NEWS REPORT 3% 3% 6% 1% 3%
WEEKLY MAGAZINE 4% 0% 5% 2% 3%
TALK SHOW 4% 3% 0% 3% 2%
TV GAMES 4% 2% 0% 0% 1%
DAILY MAGAZINE 0% 0% 8% 0% 2%
MAGAZINE 0% 2% 1% 1% 1%
COMMENTARY NEWS 3% 0% 0% 0% 1%
MEETING/DISC. 0% 0% 4% 0% 1%
CONCERT 1% 0% 0% 1% 1%
SPORTING MAGAZINE 0% 2% 0% 0% 0%
SPORT 1% 0% 0% 1% 0%
WEATHER 1% 0% 0% 0% 0%
POLITICS 0% 0% 0% 0% 0%
MUSIC 0% 1% 0% 0% 0%
THEATRE CAB 0% 0% 0% 0% 0%
ENTERTAINMENT 0% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements(1995)
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3. Omomatik Detergent - Typology Percentage By Channels

Considering the results in Table 8.4 , for Omomatik detergent it is preffered films with
37 % throughout its twelve-month TV campaign. This type of programming has been followed

by foreign serials with 9 %, Turkish serials with 8 % and daily magazines with 7 %.

Table 8.4

Persilmatik Detergent -Typology Percentage By Channels

FILM 34% 40% 43% 53% 33% 17% 37%
FOREIGN SERIALS 10% 0% 15% 1% 17% 10% 9%
TURKISH SERIAL 10% 0% 9% 6% 21% 3% 8%
DAILY MAGAZINE 8% 0% 5% 0% 2% 26% 7%
MUSIC ENTERTAINMENT 7% 15% 3% 4% 1% 4% 6%
HUMOR 6% 8% 4% 3% 5% 2% 5%
TV GAMES 4% 4% 5% 2% 2% 6% 4%
WEEKLY MAGAZINE 4% 8% 1% 4% 2% 1% 3%
REALITY SHOW 5% 1% 6% 4% 2% 0% 3%
MAGAZINE 1% 9% 2% 2% 3% 0% 3%
MUSIC 1% 1% 1% 7% 1% 5% 3%
NEWS CAST 1% 4% 1% 1% 2% 4% 2%
NEWS REPORT 2% 2% 1% 4% 2% 1% 2%
WOMEN 0% 0% 0% 0% 2% 10% 2%
TALK SHOW 1% 0% 2% 0% 3% 4% 2%
SPORTS 1% 4% 2% 1% 0% 2% 2%
MEETING/DISC. 1% 2% 0% 2% 0% 1% 1%
CONCERT 1% 2% 0% 0% 1% 1% 1%
THEATRE CAB. 1% 0% 0% 3% 1% 0% 1%
RELIGIOUS 0% 0% 0% 0% 0% 4% 1%
POLITICS 1% 0% 0% 0% 0% 1% 0%
ENTERTAINMENT 0% 0% 0% 1% 0% 0% 0%
EDUCATION 0% 0% 0% 0% 0% 2% 0%
COMMENTARY NEWS 1% 0% 0% 0% 0% 0% 0%
WEATHER 1% 0% 0% 0% 0% 0% 0%
CHILDREN 0% 0% 0% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements(1995)
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4. Abcmatik Detergent - Typology Percentage By Channels

Considering the results in Table 8.5, Abcmatik has preferred films with 24 % throughout its
eight month TV campaign. This type of programming has been followed by foreign serials with
10%, women programs with 9%, TV games with 8%, music/entertainment and Turkish serial

with 7%.

Table 8.5

Abcmatik Detergent -Typology Percentage By Channels

FILM 17% 5% 39% 29% 63% 13% 5% 24%
FOREIGN SERIAL 32% 0% 6% 5% 0% 29% 1% 10%
WOMEN 0% 43% 0% 0% 0% 12% 8% 9%
TV GAMES 3% 43% 3% 3% 5% 0% 0% 8%
MUSIC ENTERTAINMENT 7% 0% 23% 9% 10% 0% 0% 7%
TURKISH SERIAL 8% 0% 1% 3% 9% 25% 3% 7%
TALK SHOW 0% 0% 2% 11% 0% 3% 29% 6%
HUMOR 10% 0% 17% 5% 1% 11% 0% 6%
DAILY MAGAZINEE 3% 0% 0% 0% 0% 2% 29% 5%
NEWS REPORT 2% 10% 5% 2% 4% 0% 4% 4%
NEWS 0% 0% 0% 6% 0% 3% 15% 3%
REALITY SHOW 10% 0% 0% 9% 0% 0% 0% 3%
GAME SHOW 3% 0% 0% 8% 2% 0% 0% 2%
MEETING DISCUSSION 0% 0% 0% 8% 1% 0% 0% 1%
WEEKLY MAGAZINEE 3% 0% 1% 0% 0% 0% 0% 1%
SPORTING MAGAZINEE 0% 0% 0% 4% 0% 0% 0% 1%
RELIGIOUS 0% 0% 0% 0% 0% 0% 4% 1%
SPORT 0% 0% 1% 0% 0% 0% 2% 0%
MUSIC 0% 0% 0% 0% 3% 0% 0% 0%
THEATRE CAB 2% 0% 0% 0% 0% 0% 0% 0%
CHILDREN 0% 0% 0% 0% 0% 2% 0% 0%
CONCERT 0% 0% 1% 0% 0% 0% 0% 0%
DAILY MAGAZINE 0% 0% 0% 0% 1% 0% 0% 0%
MAGAZINE 1% 0% 0% 0% 0% 0% 0% 0%
EDUCATION 0% 0% 0% 0% 0% 0% 1% 0%
HEALTH

Source; AGB Anadolu TV audience measurements(1995)



5. Bingomatik Typology Percentage By Channels

Considering the results below, Bingomatik has preferred news with 30 %
throughout its four-month TV campaign. This type of programming has been
followed by Turkish serials with 15 %, foreign serials with 12 %, films with

8 %, daily magazines, talk shows and TV games with 6%.

Table 8.6

Bingomatik Detergent -Typology Percentage By Channels

NEWS 22% 39% 30%
SERIAL TURKISH 26% 4% 15%
FOREIGN SERIAL 22% 2% 12%
FILM 13% 2% 8%
DAILY MAGAZINE 0% 12% 6%
TALK SHOW 0% 12% 6%
TV GAMES 0% 12% 6%
MUSIC/ENTERTAINMENT 4% 6% 5%
WEEKLY MAGAZINE 9% 0% 4%
MEETING/DISC. 0% 6% 3%
HUMOR 4% 0% 2%
RELIGIOUS 0% 2% 1%
SPORTING MAGAZINE 0% 2% 1%

Source: AGB Anadolu TV audience measurements(1995)
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6. Solimatik Typology Percentage By Channels

Considering the results in Table 8.7, Solimatik has preffered foreign serials
with 40 % throughout its five-month TV campaign. This type of programming
has been followed by films with 33%, and foreign serials with % 12.

Table 8.7

Solimatik Detergent -Typology Percentage By Channels

Source: AGB Anadolu TV audience measurements(1995)

FOREIGN SERIAL 40% 40%
FILM 33% 33%
TURKISH SERIAL 12% 12%
WOMEN 6% 6%
TV GAMES 3% 3%
MUSIC ENTERTAINMENT 3% 3%
TALK SHOW 1% 1%
MEETING/DISC. 1% 1%
MUSIC 1% 1%
CHILDREN 0% 0%
NEWS 0% 0%
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B. Margarin Group

It has been seen that, in the most used program types, for margarine group of food
sector films are preferred with 45 %. This type of program is followed by daily magazine
programs with 11 % foreign serials and music-entertainment with 9 %, Turkish serials

with 8 %.

When considering the program types, it is seen that there is no equal distribution ,but
the density is allocated only between a few typology. When considered by channels, films

received the highest percentage. Especially, HBB has only been used for film typology.

For daily magazines which received 11% percentage and which is the second most .
The reason for music - entertainment being in the third place is that the percentage used
at Kanal 6 is high. When the average reach values of the products studied are

considered, it is seen that a 97% percentage is obtained.

Considering the fact that the program type is distributed between a few typology,
we can conclude that this does not have an adverse effect on the group and even that
it is successful in reaching the target group. However, when evaluating the campaign
results, aside from the distribution of program types, the obtained GRP, OTS, and CPS

values and the channel distributions should also be noted. See Table 8.8
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FILM

The Percentage Of The Most Preferred Program Types In

Table 8.8

The Margarine Group

%

100% 22

18%

45%

30% 41% 39% 64%
DAILY MAGAZINE 10% 0% 16% 21% 8% 5% 19% 11%
SERIAL FOREIGN 13% 0% 30% 0% 13% 0% 9% 9%
MUSIC/ENT. 9% 0% 4% 26% 8% 8% 9% 9%
SERIAL TURKISH 14% 0% 16% 0% 8% 7% 14% 8%
NEWS CAST 0% 0% 9% 8% 7% 7% 18% 7%
HUMOUR 3% 0% 7% 6% 7% 2% 7% 5%
TALK SHOW 0% 0% 0% 7% 7% 0% 19% 5%
WOMEN 0% 0% 16% 0% 0% 0% 10% 4%
WEEKLY MAGAZINE 0% 0% 5% 10% 5% 5% 0% 4%
TV GAME 0% 0% 0% 9% 9% 5% 0% 3%
REALITY SHOW 0% 0% 0% 0% 9% 6% 0% 2%
MEETING DISCUSSION 0% 0% 0% 0% 0% 3% 13% 2%
MAGAZINE 0% 0% 0% 8% 0% 0% 0% 1%
WEATHER 0% 0% 0% 8% 0% 0% 0% 1%
NEWS REPORT 0% 0% 0% 0% 0% 5% 0% 1%

Source: AGB Anadolu TV audience measurements(1995)
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1. Aymar Margarine- Typology Percentage By Channels

Considering the results above, for Aymar margarine it has been preferred films with
35 % throughout its seven month TV campaign. This type of program selection was
followed by music / entertainment and Turkish serials with 10 %, foreign serials with 8 %

and daily magazine programs with 7 %.

Table 8.9

Aymar Margarine -Typology Percentage By Channels

24% 3% | 4% | 2% 26% 8% | 35%
MUSIC/ENTERTAIN. 1% 31% 7% 2% 3% % | 10%
SERIAL TURKISH 12% 6% 5% 4% 20% | 13% | 10%
SERIAL FOREIGN 1% 0% 1% 0% 33% 4% 8%
DAILY MAGAZINE 13% 2% 2% 0% 0% 5% | 1%
TALK SHOW 0% 3% % 0% 2% 20% | 5%
TV GAME 7% % 9% 7% 0% 2% 5%
REALITY SHOW 6% 0% 7% % 1% 0% 3%
HUMOUR 2% 8% % 1% 2% 2% 3%
WEEKLY MAGAZINE 1% 8% 3% 1% 5% 0% 3%
WOMEN 0% 0% 0% 0% 1% 2% | 2%
NEWS CAST 4% 2% 5% 0% 1% 2% 2%
MEETING/DISC, 1% 0% 1% 2% 0% 2% 1%
NEWS REPORT 0% 0% 1% 1% 1% 0% 1%
MAGAZINE 2% 0% 0% 0% 1% 1% 1%
THEATRE/CAB, 1% 0% 1% 1% 0% 0% 0%
CONCERT 1% 0% 0% 0% 1% 0% 0%
HEALTH 0% 0% 0% 0% 0% 2% 0%
CHILDREN 2% 0% 0% 0% 0% 0% 0%
SPORT 0% 1% 0% 0% 0% 0% 0%
RELIGIOUS 0% 0% 0% 0% 0% 2% 0%
CARTOON 0% 0% 0% 0% 1% 0% 0%

Source: AGB Anadolu TV audience measurements(1995)
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2. Sana Margarine- Typology Percentage By Channels

Considering the results below, for Sana margarine it has been preferred films with 43 %
throughout its ten month TV campaign. This program scheduling has been followed by

music/entertainment, foreign serials and Turkish serials with 8 %.

Table 8.10

Aymar Margarine -Typology Percentage By Channels

FILM

FOREIGN SERJAL 13% 0% 0% 11% 0% 23% 11% 8%
MUSIC ENTER. 7% 0% 36% 4% 3% 4% 4% 8%
TURKISH SERIAL 15% 0% 0% 11% 4% 20% 6% 8%
DAILY MAGAZINE { 10% 0% 0% 5% 1% 3% 22% 6%
WEEKLY MAGAZ. 4% 0% 14% 0% 3% 3% 1% 3%
HUMOR 6% 0% 3% 4% 2% 4% 2% 3%
MUSIC 1% 0% 6% 0% 8% 1% 5% 3%
TV GAMES 3% 0% 2% 3% 5% 1% 4% 3%
TALK SHOW 1% 0% 0% 4% 0% 3% 7% 2%
NEWS 1% 0% 1% 2% 1% 2% 5% 2%
NEWS REPORT 3% 0% 2% 1% 4% 2% 0% 2%
REALITY SHOW 3% 0% 0% 3% 3% 0% 0% 2%
WOMEN 0% 0% 0% 0% 0% 1% 8% 1%
MEETING DISCUSS.| 0% 0% 0% 2% 2% 0% 3% 1%
MAGAZINE 0% 0% 1% 2% 1% 1% 1% 1%
SPORTING MAGAZ. | 0% 0% 0% 3% 0% 0% 1% 1%
CONCERT 1% 0% 1% 0% 0% 1% 0% 1%
SPORT 1% 0% 0% 0% 1% 1% 0% 0%
RELIGIOUS 0% 0% 0% 0% 0% 0% 3% 0%
THEATRE CAB 1% 0% 0% 0% 1% 0% 0% 0%
CHILDREN 1% 0% 0% 0% 1% 0% 0% 0%
POLITICS 0% 0% 0% 0% 0% 0% 1% 0%
COMMENT. NEWS 1% 0% 0% 0% 0% 0% 0% 0%
WEATHER 1% 0% 0% 0% 0% 0% 0% 0%
ENTERTAINMENT 0% 0% 0% 0% 1% 0% 0% 0%
ECONOMICS 0% 0% 0% 0% 0% 0% 1% 0%
EDUCATION 0% 0% 0% 0% 0% 0% 1% 0%

Source: AGB Anadolu TV audience measurements(1995)
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3. Luna Margarine -Typology Percentage By Channels

Considering the results inTable 8.11, for Luna margarine, it has been preferred films
with 40 % throughout its twelve-month TV campaign. This program type was followed

by music/entertainment with 8 %, foreign serials and Turkish serials with 7 %.

Table 8.11

Luna Margarine -Typology Percentage By Channels

FILM 33% 50% 33% 69% 27% 31% 40%
MUSIC/ENT. 9% 23% 8% 9% 2% 0% 8%
TURKISH SERIAL 12% 0% 5% 2% 7% 19% 7%
FOREIGN SERIAL 11% 0% 1% 2% 30% 0% %
NEWS CAST 0% 8% 4% 3% 8% 19% 7%
TALK SHOW 4% 0% 9% 0% 1% 13% 4%
HUMOR 2% 8% 7% 3% 2% 0% 4%
REALITY SHOW 3% 0% 14% 2% 1% 0% 3%
MAGAZINE 1% 8% 6% 0% 2% 0% 3%
MEETING DISCUS, 0% 0% 0% 3% 0% 13% 3%
WOMEN 0% 0% 0% 0% 16% 0% 3%
WEEKLY MAGAZ 2% 4% 2% 4% 2% 0% 2%
DAILY MAGAZINE | 10% 0% 0% 0% 1% 0% 2%
TV GAMES 4% 0% 2% 3% 1% 0% 2%
NEWS REPORT 3% 0% 2% 1% 1% 0% 1%
SPORTING MAG. 1% 0% 7% 0% 0% 0% 1%
POLITICS 0% 0% 0% 0% 0% 6% 1%
CHILDREN 3% 0% 0% 0% 0% 0% 1%
CONCERT 1% 0% 0% 0% 0% 0% 0%
SPORT 1% 0% 0% 0% 0% 0% 0%
THEATRE CAB 0% 0% 0% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements(1995)
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4. Bizim Margarine- Typology Percentage By Channels

Considering the results in Table 8.12, Bizim margarine has preferred films with
38% throughout its five-month TV campaign. This programming was followed

by daily magazines with 11%, Turkish serials with 10%, foreign serials with 9%.

Table 8.12

Bizim Margarine -Typology Percentage By Channels

FILM 39% 41% 56% 71% 14% 5% 38%
DAILY MAGAZINE 8% 21% 4% 0% 16% 20% 11%
SERIAL TURKISH 16% 0% 5% 13% 15% 10% 10%
SERIAL FOREIGN 14% 0% 9% 0% 31% 2% 9%
TALK SHOW 0% 7% 4% 0% 4% 23% 6%
HUMOUR 6% 7% 2% 2% 10% 7% 6%
WEEKLY MAGAZ. 3% 9% 5% 1% 2% 0% 3%
NEWS CAST 1% 2% 6% 0% 6% 3% 3%
MUSIC/ENTERT. 8% 2% 3% 0% 1% 0% 2%
WOMEN 0% 0% 0% 1% 0% 10% 2%
NEWS REPORT 1% 0% 0% 7% 1% 1% 2%
SPORT 0% 5% 1% 1% 0% 2% 1%
TV GAME 1% 4% 0% 4% 0% 0% 1%
MEETING DISCUS. 0% 0% 1% 0% 0% 6% 1%
RELIGIOUS 0% 0% 0% 0% 0% 7% 1%
REALITY SHOW 2% 0% 2% 0% 1% 0% 1%
DOCUMENTARY 0% 0% 0% 0% 0% 3% 1%
SPORT MAGAZINE 0% 0% 3% 0% 0% 0% 0%
CONCERT 0% 2% 0% 0% 0% 0% 0%
THEATRE/CAB 1% 0% 1% 0% 0% 0% 0%
HEALTH 0% 0% 0% 0% 0% 2% 0%
MAGAZINE 0% 0% 0% 1% 0% 0% 0%
ENTERTAINMENT 1% 0% 0% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements(1995)
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5. Yayla Margarine - Typology Percentage By Channels
Considering the results below, Yayla margarine has preferred films with 29 %
throughout its nine-month TV campaign. This programming schedule was

followed by foreign serials with 13%, news with 7%, Turkish serials with 7%.

Table 8.13

Yayla Margarine -Typology Percentage By Channels

FILM

SERIAL FOREIGN

14%

33%

7%

NEWS CAST

1%

10%

18%

SERITAL TURKISH

16%

17%

5%

DAILY MAGAZINE

3%

1%

11%

MUSIC/ENTER

7%

7%

1%

WEEKLY MAGAZ.

5%

5%

1%

TV GAME

3%

0%

0%

HUMOUR

5%

7%

5%

REALITY SHOW

4%

0%

0%

TALK SHOW

2%

1%

7%

WOMEN

0%

0%

11%

WEATHER

1%

0%

0%

NEWS REPORT

1%

1%

0%

CONCERT

1%

3%

3%

RELIGIOUS

0%

0%

5%

SPORT

4%

0%

0%

DOCUMENTARY

0%

0%

5%

POLITICS

0%

0%

1%

MEETING/DISCUSS

0%

0%

0%

MUSIC/ENTER.

1%

1%

0%

COMMENT. NEWS

2%

0%

0%

THEATRE/CAB.

1%

0%

0%

MAGAZINE

1%

0%

1%

CARTO

Source: AGB Anadolu TV audience measurements(1995)
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C. Shampoo Group

Shampoo group of the personal care and cosmetic sector films are preferred with 28 %
in the programs types used most. This has been followed by music / entertainment programs
with 13 %, sport programs with 12 % and foreign serials with 8 %.

When the distribution of program types are considered, it is noted that there is no equal
distribution, but the density is between only a few typology. When compared with the most can
used types, we say that a more equal distribution takes place in using film types. Especially in

sport programs and foreign serials, it is noteworthy that STAR is used the most.

When it is considered that the target group is housewives, the reason for sports programs
being used with the density is that, sports type includes sport magazines besides sports compe-
titions . W hen the average reach values of the products studied are considered a percentage of
82.5 % is obtained. When it is compared with the other two sectors, it is seen that the reach

ratio of the shampoo group is lower.

The reason for this is that in channel distribution, some products focus on only one
channel and typology. However, when evaluating the campaign results, aside from the
product type distributions, the GRP, OTS, CPS values obtained and that channel distributions

should also be noted.
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Table 8.14
The Percentage Of The Most Preferred Program Types In
The Shampoo Group
FILM 29% 31% 21% 36% 37% 46% 65% 19% 28%
MUSIC/ENT. 9% 31% 0% 24% 7% 49% 9% 0% 13%
SPORT 18% 13% 56% 0% 13% 0% 4% 13% 12%
SERIAL FOREIGN 17% 0% 32% 4% 13% 0% 0% 9% 8%
DAILY MAGAZINE 11% 39% 0% 0% 0% 0% 6% 18% 7%
CHILDREN 17% 0% 0% 0% 27% 0% 16% 9% T%
NEWS CAST 0% 0% 12% 5% 10% 0% 7% 24% 6%
WEEKLY MAGAZINE 8% 10% 7% 17% 6% 0% 7% 0% 6%
SERIAL TURKISH 11% 0% 16% 0% T% 0% 6% 10% 5%
TALK SHOW 0% T% 7% 0% 8% 4% 0% 17% 4%
HUMOUR 8% 0% 8% 7% 8% 0% 4% 0% 4%
REALITY SHOW 0% 0% 5% 0% 11% 4% 5% 0% 2%
TV GAMES 7% 0% 0% 4% 6% 0% 6% 0% 2%
NEWS REPORT 0% 0% 4% 9% 5% 0% 6% 0% 2%
RELIGIOUS 0% 0% 0% 0% 0% 0% 0% 18% 2%
MEETING/DISC. 0% 7% 0% 0% 8% 0% 2% 0% 2%
MAGAZINE 0% 7% 0% 0% 0% 4% 3% 0% 1%
WOMEN 0% 0% 6% 5% 0% 0% 0% 2% 1%
EROTIC 0% 0% 0% 0% 0% 0% 4% 0% 0%
CARTOON 0% 0% 0% 0% 0% 0% 2% 0% 0%
WEATHER 0% 0% 0% 0% 0% 0% 0% 0% 0%
YOUTH 0% 0% 0% 0% 0% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements(1995)
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1. Loreal Osmose Shampoo - Typology Percentages By Channels

When the results in table 8.15 are considered, it is seen that for Osmose
shampoo it has been preferred films with 39 %, throughout its six-month
TV campaign. This program type has been followed by foreign serials with
25 %, music / entertainment with 6 %, daily magazine , humour and

reality show with 5 %.

Table 8.15

Loreal Osmose Shampoo -Typology Percentage By Channels

SERIAL FOREIGN 20% 7% 0% 71% 25%
MUSIC/ENTERTAIN. 11% 9% 5% 0% 6%
DAILY MAGAZINE 16% 5% 0% 0% 5%
REALITY SHOW 3% 10% 1% 5% 5%
WEEKLY MAGAZINE 3% 5% 5% 5% 4%
SERIAL TURKISH 8% 1% 1% 5% 4%
HUMOUR 3% 6% 1% 10% 5%
TV GAME 1% 2% 5% 0% 2%
ECONOMICS 0% 2% 1% 0% 1%
MEETING/DISC. 2% 0% 1% 0% 1%
NEWS CAST : 1% 2% 0% 0% 1%
TALK SHOW 0% 3% 0% 0% 1%
NEWS REPORT 1% 0% 0% 5% 2%
SPORT 0% 1% 2% 0% 1%
MAGAZINE 1% 0% 1% 0% 0%
DOCUMENTARY 1% 0% 0% 0% 0%
THEATRE/CABARET 1% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements (1995)
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2. Elidor Energy Shampoo - Typology Percentages By Channels

When the results in Table 8.16 are considered it is seen that for Elidor
Energy Shampoo It has been preferred films with 36 % in the 1995 four-month
TV campaign. This type of programming has been followed by foreign serials
with 11 %, Turkish serials with 9 %, talk shows and weekly magazine

programs with 6 %.

Table 8.16
Elidor Energy Shampoo -Typology Percentage By Channels

FILM 28% 20% 41% 57% 20% 20% 31%

SERIAL FORFEIGN 20% 0% 13% 2% 32% 3% 11%
SERIAL TURKISH 19% 4% 7% 4% 18% 11% 10%
MUSIC/ENTERTAIN. 4% 16% 4% % 5% 0% 6%
WEEKLY MAGAZINE 2% 27% 3% 5% 5% 0% 7%
NEWS-REPORT 4% 9% 2% 6% 2% 0% 4%
TV GAMES 2% 5% 8% 2% 0% 0% 3%
HUMOUR 4% 11% 3% 2% 3% 0% 4%
TALK SHOW 1% 0% 5% 0% 4% 31% %
NEWS CAST 1% 2% 0% 7% 5% 17% 5%
DAILY MAGAZINE 5% 0% 4% 0% 0% 9% 3%
MAGAZINE 4% 0% 2% 2% 2% 0% 1%
REALITY SHOW 2% 0% 4% 2% 0% 0% 1%
SPORT 2% 5% 1% 2% 0% 3% 2%
WOMEN 0% 0% 0% 0% 6% 0% 1%
CONCERT 1% 2% 0% 0% 1% 0% 1%
COMMENT. NEWS 2% 0% 0% 0% 0% 0% 0%
MEETING/DISCUSS. 0% 0% 1% 1% 0% 3% 1%
SPORT MAGAZINE 0% 0% 2% 0% 0% 0% 0%
THEATRE/CABARET 0% 0% 0% 2% 0% 0% 0%
ECONOMICS 0% 0% 1% 0% 0% 3% 1%
DOCUMENTARY 0% 0% 0% 1% 0% 0% 0%
WE

Source: AGB Anadolu TV audience measurements (1995)
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3. Otact Shampoo - Typology Percentages By Channels

When the results below are considered it is seen that for Otaci shampoo it has
been preferred films with 32 % in 1995 four-month TV campaign. This has been
followed by children programs with 19 %, daily magazines with 9 %, newscast
and sport programs with 7 %.

Table 8.17

Otact Shampoo -Typology Percentage By Channels

CHILDREN

DAILY MAGAZINE 5% 3% 0% 27% 9%
NEWS CAST 4% 11% 0% 15% 7%
SPORT 1% 13% 1% 13% 7%
SERIAL FOREIGN 11% 3% 1% 10% 6%
SERIAL TURKISH 6% 2% 2% 6% 4%
MUSIC/ENTERT. 5% 3% 2% 5% 4%
TV GAMES 6% 0% 2% 2% 2%
TALK SHOW 0% 3% 0% 4% 2%
NEWS REPORT 1% 5% 0% 0% 2%
HUMOUR 2% 3% 0% 0% 1%
REALITY SHOW 1% 3% 0% 0% 1%
EROTIC 0% 0% 4% 0% 1%
MEETING/DISC. 0% 0% 1% 2% 1%
WEEKLY MAGAZ. 1% 0% 1% 0% 1%
THEATRE/CAB. 1% 0% 1% 0% 0%
WOMEN 0% 0% 0% 1% 0%
COMMENT. NEWS 0% 0% 0% 1% 0%
MAGAZINE 1% 0% 0% 0% 0%
ECONOMICS 0% 0% 0% 1% 0%
CONCERT 0% 0% 0% 0% 0%
DOCUMENTARY 0% 0% 0% 0% 0%
HEALTH 0% 0% 0% 0% 0%
RELIGIOUS 0% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements (1995)
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4. Dalin Shampoo Typology Percentages By Channels

When the results in Table 8.18 are considered, for Dalin Shampoo it has
been preferred films with 24 %. This is followed by music-entertainment with
15 % and foreign serials with 14 %, Turkish serials with 11%, daily magazines
with 10%.

Table 8.18
Dalin Shampoo -Typology Percentage By Channels

Source: AGB Anadolu TV audience measurements (1995)

FILM 12% 2% 30% 53% 24% 24%
SERIAL FOREIGN 27% 0% 20% 0% 22% 14%
MUSIC/ENT 7% 39% 7% 18% 6% 15%
SERIAL TURKISH 18% 0% 2% 7% 28% 11%
DAILY MAGAZINE 6% 39% 0% 4% 0% 10%
WEEKLY MAGAZ. 6% 10% 2% 9% 4% 6%

HUMOUR 6% 0% 4% 2% 7% 4%

MEETING/DISC 4% 7% 2% 1% 0% 3%

TALK SHOW 2% 0% 7% 0% 3% 2%

REALITY SHOW 0% 0% 13% 1% 0% 3%

MAGAZINE 2% 3% 0% 1% 0% 1%

THEATRE/CAB. 4% 0% 0% 1% 0% 1%

WOMEN 1% 0% 0% 0% 6% 1%

TV GAME 2% 0% 4% 0% 0% 1%

CONCERT 1% 0% 0% 1% 1% 1%

ENTERTAINMENT 1% 0% 0% 1% 0% 0%

NEWS REPORT 1% 0% 2% 0% 0% 1%

CHILDREN 1% 0% 0% 0% 0% 0%

DAILY MAGAZINE 0% 0% 2% 0% 0% 0%

ECONOMICS 0% 0% 2% 0% 0% 0%

SPORT




142

S. Johnson Baby Shampoo Typology Percentages By Channels

According to the results above, Johnson Baby Shampoo has preferred films
with 38 % throughout its five month TV campaign. This type of program has
been followed by foreign serials with 13%, Turkish serials with 12 % and

humour with 6%.

Table 8.19

Johnson Shampoo -Typology Percentage By Channels

FILM 30% 70% 16% 38%
SERIAL FOREIGN 15% 0% 27% 13%
SERIAL TURKISH 11% 9% 22% 12%
HUMOUR 8% 4% 10% 6%
TALK SHOW 0% 0% 7% 5%
DAILY MAGAZINE 18% 0% 0% 5%
TV GAMES 0% 13% 0% 4%
WEEKLY MAGAZINE 3% 0% 3% 3%
MUSIC /ENTERTAIN. 4% 2% 4% 5%
NEWS REPORT 3% 2% 1% 2%
THEATRE/CABARET 3% 0% 0% 1%
REALITY SHOW 0% 0% 1% 1%
NEWS CAST 0% 0% 3% 1%
CHILDREN 3% 0% 0% 1%
CARTOON 0% 0% 3% 1%
SPORT MAGAZINE 0% 0% 0% 0%
MEETING/DISC. 2% 0% 0% 0%
WOMEN 2% 0% 0% 0%
SPORT

Source: AGB Anadolu TV audience measurements (1995)
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6. Ihlas Shampoo Typology Percentages By Channels

Considering the facts in Table 8.20 , Ihlas Shampoo has preferred news
with 69 % throughout its six month TV campaign by using only TGRT. This
type of program scheduling has been followed by religious programs with 18 %
and daily programs with 3 %.

Table 8.20

Thlas Shampoo -Typology Percentage By Channels

NEWSCAST

RELIGIOUS 18% 18%
DAILY MAGAZINE 3% 3%
FILM 2% 2%
WOMEN 2% 2%
MEETING/DISCUSSION 1% 1%
TALK SHOW 1% 1%
SERIAL TURKISH 1% 1%
DOCUMENTARY 1% 1%
SPORT 1% 1%
CHILDREN 0% 0%
HEALTH/SERVICE 0% 0%
NEWS REPORT 0% 0%
YOUTH 0% 0%
ECONOMICS 0% 0%

Source: AGB Anadolu TV audience measurements (1995)



144

7. Perfect Shampoo - Typology Percentages By Channels

When the results below are considered, it is seen that Perfect Shampoo has preferred
mostly films with 24 % and sport programs in the five-month TV campaign with 23 % in
1995. This has been followed by foreign serials with 9 %, weekly magazines with 8 %.

Table 8.21

Perfect Shampoo -Typology Percentage By Channels

SPORT 13% 6% 56% 23%
SERIAL FOREIGN 23% 15% 0% 0% 9%
WEEKLY MAGAZINE 5% 5% 10% 11% 8%
NEWS CAST 2% 2% 7% 15% 6%
HUMOUR 4% 10% 6% 0% 5%
SERIAL TURKISH 12% 0% 1% 4% 4%
REALITY SHOW 1% 10% 4% 0% 4%
MUSIC/ENT. 4% 2% 4% 4% 3%
POLITICS 0% 8% 1% 0% 2%
TALK SHOW 0% 8% 0% 0% 2%
NEWS REPORT 1% 0% 2% 4% 2%
TV GAME 1% 0% 5% 0% 2%
MEETING/DISC. 1% 0% 6% 0% 2%
DAILY MAGAZINE 5% 0% 0% 0% 1%
CONCERT 0% 0% 0% 4% 1%
COM. IN NEWS 2% 0% 0% 0% 1%
WEATHER 2% 0% 0% 0% 1%
THEATRE/CAB. 1% 0% 1% 0% 1%

Source: AGB Anadolu TV audience measurements (1995)



8. Ipek Flore Shampoo Typology Percentages By Channels

Considering the results in Table 8.22, Iipek Shampoo has preferred films with 61
% in the two-month TV campaign in 1995. This type of programming is followed

by music / entertainment with 15 %, children ,weekly and daily magazines with 6 % .

Ipek Shampoo -Typology Percentage By Channels

Table 8.22

FILM

MUSIC/ENTERTAINMENT 17% 13% 15%
DAILY MAGAZINE 4% 8% 6%

CHILDREN 11% 0% 6%

WEEKLY MAGAZINE 11% 0% 6%

SERIAL TURKISH 4% 0% 2%

CARTOON 0% 2% 1%

CONCERT 2% 0% 1%

DOCUMENTARY 2% 0% 1%
MEETING/DISCUSS 0% 2% 1%

SERJIAL FOREIGN 2% 0% 1%

THEATRE/CABARET

Source: AGB Anadolu TV audience measurements (1995)

145




146

9. Pantene Pro-V Shampoo - Typology Percentages By Channels

Considering the results in Table 8.23 Pantene Pro-V Shampoo has preferred films with 47 %
throughout its twelve-month TV campaign in 1995. This has been followed by music/entertainment

programs with 11 %, foreign serials with 6 %, Turkish serials and sport programs with 4%.

Table 8.23

Pantene Pro-V Shampoo -Typology Percentage By Channels

MUSIC/ENTER. 6% 28% | 4% 8% | 3% | 2% | 1%
SERIAL FOREIGN | 12% | 0% 4% | 4% 0% % | 30% | 0% | 6%
SPORT 2% | 13% | 1% | 2% 0% 1% | 2% | 13% | 4%
SERIALTURKISH | 9% | 0% % | 1% 0% 0% | 14% | 8% | 4%
NEWS CAST % | 4% % | 10% | 0% 1% | 10% | 6% | 4%
TALK SHOW 1% | 7% 0% | 4% 0% 0% | 1% | 1% | 3%
TV GAMES % | 0% 4% | 4% 0% 4% | 2% | 0% | 3%
DAILY MAGAZINE | 9% | 0% 1% | 4% 0% % | 2% | 6% | 3%
HUMOUR % | 0% 3% | 4% 0% 2% | 5% | 0% | 2%
MAGAZINE 1% | 1% | 3% | 0% 0% 1% | 1% | 1% | 2%
WEEKLY MAGAZ. | 1% | 3% 3% | 6% 0% 2% | 3% | 0% | 2%
REALITY SHOW | 2% | 0% 0% | 4% 0% 5% | 1% | 0% 1%
MEETING/DISC. 0% | 4% % | 1% 0% 1% | 1% | 4% | 1%
NEWS REPORT 2% | 0% 1% | 3% 0% 1% | 3% | 1% | 1%
WOMEN 0% | 0% 5% | 0% 0% 1% | 2% | 0% 1%
CONCERT % | 0% % | 0% 0% % | 1% | 4% | 1%
MAGAZINE % | 3% 0% | 0% 0% 0% | 0% | 1% | 1%
DOCUMENTARY | 0% | 0% 0% | 1% 0% % | 0% | 4% 1%
RELIGIOUS % | 0% % | 0% 0% % | 0% | 2% | 0%
THEATRE/CABARE| 1% | 0% 0% | 0% 0% 1% | 0% | 0% | 0%
CARTOON 0% | 0% % | 0% 0% % | 2% | 0% | 0%
ECONOMICS % | 0% 0% | 0% 0% % | 0% | 1% | 0%
YOUTH % | 0% 0% | 0% 0% % | 0% | 1% | 0%
COMMENT. NEWS| 1% | 0% 0% | 0% 0% % | 0% | 0% | 0%
CHILDREN % | 0% 0% | 0% 0% % | 0% | 0% | 0%
WEATHER % | 0% 0% | 0% 0% % | 0% | 0% | 0%
POLITICS 0% | 0% 0% | 0% 0% % | 0% | 0% | 0%

Source: AGB Anadolu TV audience measurements (1995)
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10. Palmolive Optima - Shampoo Typology Percentages By Channels

Considering the results in Table 8.24 , Palmolive Optima Shampoo has preferred
films with 31 % in the ten-month TV campaign in 1995. This has been followed by
music/ entertainment with 20 %, daily magazine programs Turkish serials with 7%,

talk show programs and foreign serials with 5%.

Table 8.24

Palmolive Optima Shampoo -Typology Percentage By Channels

FILM 32% | 41% | 4% 7% 59% | 27% 7% 31%
MUSIC/ENTRTTAIN. | 7% | 28% | 5% 82% 10% | 4% 4% 20%
DAILY MAGAZINE | 14% | 3% 2% 0% 0% 1% 32% 7%
SERIAL TURKISH 2% | 0% 5% 0% 2% | 19% | 10% %
TALK SHOW 2% | 3% | 13% 4% 1% 4% 9% 5%
SERIAL FOREIGN 1% | 0% 3% 0% 1% | 11% 7% 5%
NEWSCAST 2% | 5% 1% 0% 2% 5% 16% 4%
WEEKLY MAGAZINE | 5% | 7% 6% 0% 2% 8% 1% 4%
HUMOUR 3% | 4% 3% 0% 1% 9% 0% 3%
NEWS REPORT 3% | 1% 1% 0% 9% 3% 0% 2%
MEETING/DISC 1% | 0% 8% 0% 1% | 0% 7% 2%
TV GAMES 5% | 2% 4% 0% 4% 1% 0% 2%
MAGAZINE % | 1% 0% 4% 3% 1% 0% 1%
REALITY SHOW % | 0% 3% 4% 1% 2% 0% 1%
WOMEN % | 1% 0% 0% 0% 2% 3% 1%
SPORT 2% | 1% 1% 0% 0% 0% 0% 1%
CONCERT 1% | 0% 1% 0% 2% 1% 0% 1%
CARTOON % | 0% 0% 0% 1% 1% 0% 0%
ECONOMICS 1% | 0% 0% 0% 0% 0% 1% 0%
THEATRE/CABARET | 0% | 0% 0% 0% 1% 1% 0% 0%
YOUTH % | 0% 0% 0% 0% 0% 1% 0%
WEATHER % | 1% 0% 0% 0% 0% 0% 0%
POLITICS 0% | 0% 0% 0% 0% 1% 0% 0%
ENTERTAINMENT 1% | 0% 0% 0% 1% 0% 0% 0%
DOCUMENTARY % | 0% 0% 0% 0% 0% 0% 0%
COMMENTARY NEWS| 1% | 0% 0% 0% 0% 0% 0% 0%

Source: AGB Anadolu TV audience measurements (1995)
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IX. PRIME-TIME/ OFF-PRIME TIME ALLOCATION PERCENTAGES BASING
ON SPOT NUMBERS, DURATION, ADVERTISEMENT EXPENDITURES,
GRPS AND COST PER SECOND

A. Household Cleaning Sector- Detergent Group

1- Prime-time/ Off-Prime Time Allocation Percentages Basing On Spot Numbers

Prime time represents the time interval that has the highest audience during the
day, especially between 20:00 and 23:00. Off-prime time stands for the time band out
of 20:00 - 23:00. For this reason using off-prime time commercial breaks will be
cheaper in comparison with prime time commercial breaks. Each time bands attract
different type of audiences. If a producer wants to reach “housewives” as in our study,
media planner of this product may use both time bands to some extend. It depends on
its marketing strategy and budget. For Solimatik, off-prime time used by 95 % and
prime time used by 5 % which is an extreme case. See Table 9.1. But this product
achieved 81.77 % Reach and 1.632 % GRP values with 426 spots. On the other hand,
Bingo Ultramatik using prime time by 67 % and off-prime time by 33 % has gained
84.68 % Reach and 1.915 % GRP with 767 spots. So using mostly prime time does not
add to much to the campaign. Same is valid for off-prime time. From some point
depending on the number of spots, audience will be the same people because of the
program selection in the same time band. The planner must consider all these facts.
Here, the advertisement expenditures are not given in TL, because the data obtained

bases on rate-card price list without reflecting the discounts used by the planner.

Table 9.1
Prime-time/ Off-Prime Time Allocation Percentages Basing On Spot Numbers

ABCMATIK TOZ 45 55
BINGO ULTRAMATIK 67 33
OMOMATIK TOZ 54 46
ARIELMATIK 56 44
PERSILMATIK 60 40
SOLIMATIK 5 95

Source:; Bilesim A.S. Spot Adex Data (1995)
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Both time bands are used in same weight, as almost by 50 % on average. But this ratio
has some differences in some products' media planning such as Bingo Ultramatik and

Solimatik. See Table 9.1

2 - Prime-time/ Off-Prime Time Allocation Percentages Basing On Duration
(Duration represents total seconds of commercial campaigns.)

Table 9.2
Prime-Time/ Off-Prime Time Allocation Percentages Basing On Duration

ABCMATIK TOZ 44 56
BINGO ULTRAMATIK 66 34
OMOMATIK TOZ 53 47
ARIELMATIK 54 46
PERSILMATIK 7 43
SOLIMATIK

ource: Bilesim A.S. Spot

dex Data (1995)

Both time bands are used almost in same weight, as 47 % prime time for on
average. But this ratio has some differences in some products’ media planning such as

Bingo Ultramatik and Solimatik parallel to spot numbers. See Table 9.2

3 - Prime-time/ Off-Prime Time Allocation Percentages Basing On Advertisement
Expenditures

Table 9.3
Prime-time/ Off-Prime Time Allocation Percentages Basing On Advertisement Expenditures

ABCMATIK TOZ 77 23
BINGO ULTRAMATIK 86 14
OMOMATIK TOZ 85 15
ARIELMATIK 87 13
PERSILMATIK 90 10
SOLIMATIK 35 65

Source: Bilesim A.S. Spot Adex Data (1995)



150

Here in Table 9.3, the prime / off-prime time distribution changes. In
average, 77 % of advertising expenditure has gone to prime time, and 23 % to off-
prime time. For example, ABCmatik Toz detergent has used prime / off-prime time
almost by 50 % in spot numbers. But they have spent more as 77 % to prime time

because of the cost of the prime time commercial breaks.

4 - Prime-time/ Off-Prime Time Allocation Percentages Basing On Total GRPs

Table 9.4
Prime-time/ Off-Prime Time Allocation Percentages Basing On Total GRPs

ABCMATIK TOZ 62 38
BINGO ULTRAMATIK 73 27
OMOMATIK TOZ 68 32
ARIELMATIK 68 32
PERSILMATIK 76 24
SOLIMATIK 17 83

Source: AGB Anadolu TV Audience Measurements (1995)

GRP distribution of campaigns depends on the program types selected. Total
audience number is higher in prime time. For this reason, the highest return on GRP
belongs to Bingo Ultramatik related with the usage weight of prime / off-prime time.
As it is seen in Table 9.4, they get higher GRP from prime time even for the products
used prime / off-prime time by almost S50 %. But a media planner always has to
remember that using different types of programs in both time intervals helps to get

higher Reach value considering their Cost Per Second Per GRP (CPS).
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5-  Prime-time/ Off-Prime Time Allocation Percentages Basing On CPS values

Table 9.5
Prime-time/ Off-Prime Time Allocation Percentages Basing On CPS values

ABCMATIK TOZ
BINGO ULTRAMATIK 84 16
OMOMATIK TOZ 80 20
ARIELMATIK 92 8
PERSILMATIK 81 19
SOLIMATIK 7] 29

Source: Bilesim A.$. Spot Adex Data (1995)

As it is seen in Table 9.5 , most of CPS values come from prime time due to the

high cost of commercial breaks in this time interval.

6-  General Evaluation Of Campaigns

Table 9.6

General Evaluation Of Campaigns

ABCMATIK TOZ
459.628.081| 1.342 5314 94,68 56
BINGO ULTRAMATIK
323.379.202 767 1.915 84,68 22
OMOMATIK TOZ
656.847.998]  2.953 14.617 98.6 148
ARIELMATIK
788.032.338]  2.095 10.039 97,9 102
PERSILMATIK
135.869.929]  1.655 10.744 99,85 107
SOLIMATIK
21.958.769 426 1.632 82 20

Source: Bilesim A.S. Spot Adex Data (1995) and AGB Anadolu TV Audience Measurements (1995)
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The lowest CPS belongs to Solimatik due to the lowest usage weight of prime time.
Bingo Ultramatik has a relatively high CPS with closer campaign results in comparison
with Solimatik. It can be said that Solimatik is more successful in media planning for
this campaign in comparison with Bingo Ultramatik. Analysis over ABCmatik and
Persilmatik shows that Persilmatik is much more successful in terms of CPS and other
variables. They have spent less but gained more GRP, Reach and OTS with almost
same spot numbers. So in evaluating a media planning’s result all the variables must be

considered even the channels’ split.

7. Percentages of Channels Usage

Table 9.7

Percentages of Channels Usage

ABCMATIK TOZ
9 1 13 13 11 33 19
BINGO ULTRAMATIK
31 69
OMOMATIK TOZ
21 6 24 19 23 7
ARIELMATIK
15 4 5 23 14 39
PERSILMATIK
34 26 18 21
SOLIMATIK

Source: AGB Anadolu TV Audience Measurements (1995)

Mostly Interstar used by 29 %, ATV, Kanal D , Show TV, Kanal 6 and TGRT are

the other used channels.
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B. Food Products Sector- Margarine Group

Same usage weights are available in "margarine " group as in "detergent" group. See the following tables.

Prime-time/ Off-Prime Time Allocation Percentages Basing On Spot Numbers

Table 9.8
Prime-time/ Off-Prime Time Allocation Percentages Basing On Spot Numbers

BIZIM MARGARIN 44 56
AYMAR MARGARIN 41 59
LUNA MARGARIN 32 68
SANA MARGARIN 47 53

Source: Bilesim A.S. Spot Adex Data (1995)

Prime-time/ Off-Prime Time Allocation Percentages Basing On Duration
(Duration represents total seconds of commercial campaigns.)

Table 9.9
Prime-time/ Off-Prime Time Allocation Percentages Basing On Duration

YAYLA MARGARIN

BiZIM MARGARIN

AYMAR MARGARIN

LUNA MARGARIN

SANA

Source: Bilesim A.S. Spot Adex Data (1995)
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Prime-time/ Off-Prime Time Allocation Percentages Basing On Advertisement

Expenditures

Table 9.10
Prime-time/ Off-Prime Time Allocation Percentages Basing On Advertisement Expenditures

YAYLA MARGARIN 90 10
BiZIM MARGARIN 72 28
AYMAR MARGARIN 79 21
LUNA MARGARIN 72 28
SANA MARGARIN 82 18

Source: Bilegim A.S. pot Adex Data (1995)

Prime-time/ Off-Prime Time Allocation Percentages Basing On Total GRPs

Table 9.11
Prime-time/ Off-Prime Time Allocation Percentages Basing On Total GRPs

YAYLA MARGARIN 79 21

~ BiZIM MARGARIN 57 43
AYMAR MARGARIN 60 40
LUNA MARGARIN 48 52
SANA MARGARIN 62 38

Source; AGB Anadolu TV Audience Measurements (1995)

Prime-time/ Off-Prime Time Allocation Percentages Basing On CPS values

Table 9.12
Prime-time/ Off-Prime Time Allocation Percentages Basing On CPS values

YAYLA MARGARIN 83 17
BIZIM MARGARIN 86 14
AYMAR MARGARIN 76 24
LUNA MARGARIN 77 23
SANA MARGARIN 77 23

Source: Bilesim A.S. Spot Adex Data (1995)




6. General Evaluation Of Campaigns

Table 9.13
General Evaluation Of Campaigns
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YAYLA MARGARIN 400.036.656 1.791 9,815 95,8 102
BIZIM MARGARIN 331.949.841 654 2.917 93,8 31

AYMAR MARGARIN 424.445.216 2737 11.239 99,6 112
LUNA MARGARIN 287.198.644 1.545 7.138 94,7 75
SANA MARGARIN 914.919.105

.S. Spo Adéx ata

Comparison of Bizim Margarin and Luna Margarin, we can say that Bizim
Margarin is not that effective as Luna Margarin by looking at CPS and audience
measurement results. Luna has lower CPS and much more higher GRP due to their
high spot numbers. The most expensive campaign belongs to Sana margarin. Because

they used the highest spot numbers and their prime time weight is relatively high as
50 %.

7. Percentages of Channels Usage

Table 9.14

Percentages of Channels Usage

"YAYLA MARGARIN

BiZIM MARGARIN 19 8 16 15 24 18
AYMAR MARGARIN 17 18 16 15 21 13
LUNA MARGARIN 23 2 12 20 42 1
SANA MARGARIN 17 5 19 20 25 15

Source: AGB Anadolu TV Audience Measurements (1995)

Mostly Interstar used by 29 %, ATV, Kanal D, Show TV, and TGRT are the

other used channels.
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Same usage weights are available in "margarine " group as in "detergent" group. See the following tables.

Cosmetic Personal Care Products Sector / Shampoo Group

Prime-time/ Off-Prime Time Allocation Percentages Basing On Spot Numbers

Table 9.15
Prime-time/ Off-Prime Time Allocation Percentages Basing On Spot Numbers

PALMOLIVE OPTIMA 53 47
PANTENE PRO-V 51 49
IPEK FLORE 44 56
PERFECT 89 lyl.
IHLAS 32 68
JOHNSON BABY 66 34
DALIN BEBE 56 44
OTACI 35 65
ELIDOR ENERGY 62 38
LOREAL OSMOSE

Source: Bilesim A.S. Spot Adex Data (1995)

Prime-time/ Off-Prime Time Allocation Percentages Basing On Duration
(Duration represents total seconds of commercial campaigns.)

Table 9.16
Prime-time/ Off-Prime Time Allocation Percentages Basing On Duration

PALMOLIVE OPTIMA 52 48
PANTENE PRO-V 50 50
IPEK FLORE 44 56
PERFECT 92 8
[HLAS 35 65
JOHNSON BABY 67 33
DALIN BEBE 56 44
OTACI 31 69
ELIDOR ENERGY 59 41
LOREAL OSMOSE 38 62

Source: Bilesim A.S. Spot Adex Data (1995)
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Prime-time/ Off-Prime Time Allocation Percentages Basing On
Advertisment Expenditures

Table 9.17
Prime-time/ Off-Prime Time Allocation Percentages Basing On
Advertisment Expenditures

PALMOLIVE OPTIMA 88 12
PANTENE PRO-V 85 15
IPEK FLORE 82 18
PERFECT 99 1
HLAS 82 18
JOHNSON BABY 92 8
DALIN BEBE 89 11
OTACI 72 28
ELIDOR ENERGY 88 1
LOREAL OSMOSE 79 4!

Source: Bilesim A.S. Spot Adex Data (1995)

Prime-time/ Off-Prime Time Allocation Percentages Basing On

Total GRPs
Table 9.18
Prime-time/ Off-Prime Time Allocation Percentages Basing On
Total GRPs
PALMOLIVE OPTIMA 67 33
PANTENE PRO-V 63 37
IPEK FLORE 68 32
PERFECT 93 7
IHLAS 26 74
JOHNSON BABY 75 25
DALIN BEBE 70 30
OTACI 51 49
ELIDOR ENERGY 71 29
LOREAL OSMOSE 55 45

Source: AGB Anadolu TV Audience Measurements (1995)
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Prime-time/ Off-Prime Time Allocation Percentages Basing On

CPS values
Table 9.19
Prime-time/ Off-Prime Time Allocation Percentages Basing On
CPS values
PALMOLIVE OPTIMA 80 20
PANTENE PRO-V 8
IPEK FLORE 40
PERFECT 5
HLAS 17
JOHNSON BABY 15
DALIN BEBE 17
OTACI 23
ELIDOR ENERGY 15
LOREAL OSMOSE

General Evaluation Of Campaigns

Table 9.20
General Evaluation Of Campaigns

PALMOLIVE OPTIMA 500.474.193 1.683 7.153 97,5 73
PANTENE PRO-V 1.100.930.575 2.929 13.801 98,3 140
IPEK FLORE 27.989.782 179 590 74,6 8
PERFECT 139.589.544 471 2.799 85,7 32
IHLAS 105.734.984 451 306 25,9 12
JOHNSON BABY 67.640.348 286 1.932 90,1 21
DALIN BEBE 197.191.682 414 2.105 82,9 25
OTACI 179.422.749 822 2.401 85,75 28
ELIDOR ENERGY 235.151.016 933 4.883 99,6 49
LOREAL OSMOSE 81.867.631

Source: Blesu.s. Spot Adex Data (1995) and AGB Anadolu TV Audience Measurements (1995)

Ihias Shampoo has used only TGRT. For this reason its CPS is relatively high in comparison with the
others that have the almost the same amount of spot numbers in terms of GRP, Reach and OTS. Johnson

Baby Shampoo seems very effective in terms of CPS and other audience results. Palmolive Optima has

not only the highest CPS , but also GRP and OTS.
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7. Percentages of Channels Usage

Table 9.21
Percentages of Channels Usage

Source: AGB Anadolu TV Audience Measurements (1995)

The mostly used TV channels are Show TV, ATV. InterStar, Kanal D and TGRT follows this order.

PALMOLIVE OPTIMA 11 24 21 11 28 4
PANTENE PRO-V 14 3 4 20 16 40 3
[PEK FLORE 47 53
PERFECT 34 20 35 10
IHLAS 100
JOHNSON BABY 20 38 16 26
DALIN BEBE 24 14 11 23 28
OTACI 24 8 26 43
ELIDOR ENERGY 21 6 28 21 20 4
LOREAL OSMOSE 38 30 27 5
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X. CONCLUSION

There are four major results can be obtained from this study:

A. Result Derived From Regression Analysis

The result derived from regression analysis shows that there is a relationship between
TV commercial campaigns in terms of GRP (base on housewife target group) and the
market share changes. But some of the products are more sensitive to change in GRP
level. For example, a new product like “Bizim Margarin” is more sensitive to TV
commercial campaigns. But we have to note that this product have the advantage of using
a very strong distribution channels and uses its producer’s (Ulker) product variety to
attract potential buyers. On the other hand, products in Cosmetics, Personal Care sector
such as “Shampoos” e.g. “Elidor Energy” are more sensitive to the TV campaigns in

comparison with the products in Household Cleaning sector such as “Detergents”.

B. Result Derived From The Graphics Comparing The Sales and GRP Figures

1. Household Cleaning Products Sector - Detergent Group

As a result, the intention of this study was to determine the effect of the variables
used in media planning over the sales figures of the products being advertised. The
variables like GRPs (Gross Rating Points), Reach O.T.S.(Opportunity To See) and
number of spots were our base in evaluating the results. At which level of GRPs and
O.T.S. sales are affected spontaneously was another issue of this study. As advertisement

campaign results reflect the media planner’s choice on television channels, program types
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and time bands selection, analyzing these elements will be a must. determine whether
there was a direct relationship between advertisements and sales. That this relation exits is
clearly seen through the examples explained. Another fact that has been determined is that
the ups and downs of the product share are in parallel with the density of the TV
advertisement campaigns and the spontaneous increases of the share take place when the
% GRP level is above 1400 %, and OTS level above 14. However, in this evaluation, the
effect of factors such as the role of the advertisement film affecting the target group and

directing them to sales, the price of the product on the market share list should be noted.

2 - Food Products Sector - Margarine Group

As a result, the fact that how effective TV advertisements are on sales have been
determined in this study. However, in this sector, there are many factors for an
advertisement to be effective. For example, the market's being saturated, the commercial
film and the product distribution system being strong, etc. Furthermore, the support of
product promotions (Multipack) and price discounts are effective in the changes in the
market share of the product. Other advertising methods (sponsoring) are also among
factors that increase the sales of the product. For example, “Luna” margarine is

sponsoring a TV program called “Giilriz ile A La Luna’l Sohbetler”.

While evaluating the GRP %, the length of the commercial film should also be noted.
For example, “Aymar” margarine has obtained 3 340% GRP in May. However,
considering that this commercial film's average length is 8.9 seconds and assuming that a
standard commercial film is 30 seconds, the GRP % value to be calculated will drop to
990 % ( (8.9/30)*3.340) and therefore, reach and OTS values will also be affected from
this new value. The effective GRP value in this product group is around 1.000 % and

OTS value is around 10.
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3- Cosmetic Personal Care Products Sector - Shampoo Group

In this sector, results parallel to the other sectors studied above have been obtained.
The fact that TV advertisements in terms of GRP, Reach, OTS and spot numbers have an
effect on sales has been determined for this sector, too. Aside from the TV
advertisements, marketing techniques such as product promotions (Multipack) and price
discounts, contribute to the changes in the market share of the product. It can be said that
in this product group, the effective GRP value is 1.000% and the OTS value is around
10.

C. Results Related With Program Types Used in Campaigns

Films with an average of 35 % were the most preferred program type for three group
(Detergent, Margarine, Shampoo). When each group is examined as a whole, there is a
variety in the second and the third most used programs although this is not the case when
each group is considered separately. The second most used program types are
magazines, music / entertainment and foreign serials; the third most used are news and
sport programs for Detergent, Margarine and Shampoo group. The percent of the most
used program type, in each group, is not distributed equally but the density is among few
program types. Typology selection is essential in media planning as target group’s
viewing habits directly effects the reach. It can be concluded that, the program type usage
for each group is thoroughly examined and as a result TV campaigns were successful in
reaching the target audience. According to the “emission share” analysis in 1995, the

allocation of program types are as follows:
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In Interstar, 23.3 % of all broadcast programs is allocated to the serials, 20.3 %
to music&entertainment programs, 18 % to films, 9.3 % to magazine programs and 8 %

to news.

In Show TV, 48.7 % of all broadcast programs is allocated to films, 6 % to

music&entertainment programs, 7 S to magazines, 7.3 % to serials and 7.7 % to news.

In Kanal 6 , 347 % of all broadcast programs is allocated to films, 21.3 % to

music&entertainment programs, 15.3 % to magazines, 9.3 5 to news and 6 % to serials.

In Kanal D, 39 % of all broadcast programs is allocated to films, 11 % to

music&entertainment programs, 11.7 to serials, 10.3 % to news and 6.7 to magazines.

In atv, 32.7 % of all broadcast programs is allocated to films, 13.7 % to

music&entertainment programs, 14.7 to magazines, 11.7 % to news and 9.3 to serials.

In TGRT, 20.7 % of all broadcast programs is allocated to news, 15.7 to films. 15.3
to magazines, 14 % to religious programs, 83 % to serials and 53 % to

music&entertainment programs

In HBB, 15 % of all broadcast programs is allocated to films, 23.7 % to

music&entertainment programs, 23 % to magazines, 13.3 % to news and 5.7 % to serials

Films with 27.44 % in average of all TV channels have the priority.
Music&entertainment programs is in the second row with 15.06 %. Magazines are the
third with 14.11 % emission share. News follow this order with 11.8 % and serials with
10 %,

(41) AGB Annual Book (1995): Istanbul. P.61,62,69,70,77.78
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These results are in line with the typologies chosen in selected media plans

examined in this study.

D. Result Derived From Prime Time / Off- Prime Time Allocation

Prime time represents the time interval that has the highest audience during the day,
especially between 20:00 and 23:00. Off-prime time stands for the time band out of 20:00
- 23:00. For this reason using off-prime time commercial breaks will be cheaper in
comparison with prime time commercial breaks. Each time bands attract different type of
audiences. If a producer wants to reach “housewives” as in our study, media planner of
this product may use both time bands to some extend. It depends on its marketing strategy
and budget. For example , for Solimatik, off-prime time used by 95 % and prime time
used by 5 % which is an extreme case. But this product achieved 81.77 % Reach and
1.632 % GRP values with 426 spots. On the other hand, Bingo Ultramatik using prime
time by 67 % and off-prime time by 33 % has gained 84.68 % Reach and 1.915 % GRP
with 767 spots. So using mostly prime time does not add to much to the campaign. Same
is valid for off-prime time. From some point depending on the number of spots, audience
will be the same people because of the program selection in the same time band. The

planner must consider all these facts.

GRP distribution of campaigns depends on the program types selected. Total
audience number is higher in prime time. For this reason, the highest return on GRP
belongs to for example, Bingo Ultramatik related with the usage weight of prime / off-
prime time. They get higher GRP from prime time even for the products used prime /
off-prime time by almost 50 %. But a media planner always has to remember that using
different types of programs in both time intervals helps to get higher Reach value

considering their Cost Per Second Per GRP (CPS).
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So in evaluating a media planning’s result all the variables must be considered even
the channels’ split. For example, the lowest CPS belongs to Solimatik due to the lowest
usage weight of prime time. Bingo Ultramatik has a relatively high CPS with closer
campaign results in comparison with Solimatik. It can be said that Solimatik is more
successful in media planning for this campaign in comparison with Bingo Ultramatik.
Analysis over ABCmatik and Persilmatik shows that Persilmatik is much more successful
in terms of CPS and other variables. They have spent less but gained more GRP, Reach
and OTS with almost same spot numbers. The mostly used TV channels in selected

campaigns are Interstar, ATV, Show TV, Kanal D and TGRT.
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TABLO-2

Demografik Degiskenlere Gdre Uyum ve Bll Oranlan:

R P RIRY BT T RS L R G
T U
Deglskenler ’
Yas :
5-11 46 87 82
12-24 135 o2 117
25-54 218 89 |19
55 + 57 86 88
Cinslyet
Kadin 235 88 02
Erkek 221 ol 146
SES
Yiilsel 74 89 100
Orta 149 o1 110
Duisiik 233 88 110
izleme
Duisiiic 268 90 108
Orta 160 88 110
Yilsek 28 89 108
Panelde Kalis
Siresl (gln)
365'den az 91 20 88
366-415 o4 85 121
416-755 88 o0 100
756-1128 o0 04 108
1 129'dan bluylk 93 87 142




TABLO-1
Karsilastirma Sonuglan

‘Bellrtilen” |
Coe |deme ‘ _

S Duramu | TV
bogme ' - lzllyorum}).j
Konumu Dlyenler SRR G
Basili 72 28 100
Basili Degi 20 336 356
TOPLAM 92 364 456

Yukandaki TABLO {'e gore AGB panel Uyelerinin soyledikleri izleme durumu ile
digme konumlarn arasinda % 89.§»_(72+336/456) uyum vardir. (Standart hata + 1.4)

Bu konuda yapilan ¢alismlarda Ingiltere icin bu dlciim % 90 (Sharot, 1991), Yeni
Zelanda igin ise % 91.5 (Danaher ve Beed, 1993) olarak bulunmustur. Tlrkiye'deki
sonucun da bu sonuglardan pek farkh olmadigs goriilimektedir.

Diger onemli bir dlgim ise “Belirtilen lzleme Indeksi” (Bll)’'dir. Digmesi basili
insanlann sayisini, televizyon izledigini belirtenlerin sayisina orani Bll'yi verir. Herhangi
bir uyumsuziugun olmadigr bu durumda Bll indeksi 100’4 gdsterir. Yani bu oramin 100
olmasi demek, butonu basih ancak izlemedigini belirten her panel liyesinin yerine bir
diger Uye butonuna basmamakta ancak, televizyon izlemektedir. Tiirkiye AGB Igin bu
oran % 108.7'dir. (72+28/72+20) (Standart hata + 2.3)

Yeni Zelanda igin bu oran 99.4 olarak bulunmustur. Bu sonugla karsilastinldiginda
Tarkiye AGB'nin raporladigi sonuglarda % 8.7 gibi bir fazla rating raporlanmasindan soz

edilebilir. CUnkl butonu basili olanlann sayist (100) TV izledigini belirtenlerin (92)
sayisindan fazladir, '

TABLO 2, uyum davranisi ile cinsiyet, yas, SES, izleme yogunlugu ve panelde
bulunma siresi gibi demografik degiskenler arasindaki gapraz tablo sonuglarin
gostermektedir. Tim tablolar igin ki, kare analizi gerceklestirilmis ancak, bu faktorlerle
uyum davranmgi arasinda herhangi bir anlamii iligkiye rastlanmamustir.
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REGRESSION ANALYSIS



Variables in the Equation

Variable B SE B Beta T Sig T
ELIGRP1 .123711 .036880 .654685 3.354 .0043
{Constant) -.071877 .026206 -2.743 .,0151

End Block Number 1 All requested variables entered.

Yapilan regresyon analizinde elidorun pazar payi dedisiminin %43'Unl GRP
ile agiklayabildigimizi gdriiyoruz. F anlamlilik dederi de .0043 diizeyinde
oldugundan iki dedisken arasinda lineer bir iliski oldufunu sdyleyebiliriz.
Yapilan analiz sonucunda regresyon denklemi ~-0.072 + 0.124 i yolarak
bulunmustur
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* Kk kK * ok Kk K

MULTIPTLE REGRESSION

PANTENE PRO-V IGIN REGRESYON ANALIzZI
Listwise Deletion of Missing Data

Equation Number 1 Dependent Variable.. PANCHG

RBlock Number 1. Method: Enter PANGRP1

Variable(s) Entered on Step Number

1.. PANGRP1
Multiple R .12022
R Square .01445
Adjusted R Square -.03035
Standard Error .10073

Analysis of Variance

DF Sum of Squares Mean Square
Regression 1 .00327 .00327
Residual 22 .22321 .01015
F o= .32260 Signif F = ,5758
—————————————————— Variables in the Equation --------------oun
Variable B SE B Beta T S8Sig T
PANGRP1 .019929 .035087 .120216 .568 .5758
(Constant) .005530 .058137 .095 .9251

End Block Number 1 All requested variables entered.

Yapilan regresyon analizi sonunda GRP ancak aradaki iliskinin %1.4'Gnil aciklayabil-
mektedir ki bu da bir iliski g&stermez.Zaten aradaki 1iliski katsayisi 0.12 diizeyindedir.
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* Kk Kk ok

MULTTI

A S S

PLE REGRESSION

Listwise Deletion of Missing Data

Equation Number 1 Dependent

Block Number 1. Method:

Variable(s)

Enter

Variable.. SANAMSH

SANAGRP

Entered on Step Number

1.. SANAGRP

Multiple R .56433
R Square .31846
Adjusted R Square .26978
Standard Error .81277
Analysis of Variance

DF Sum of Squares Mean Square
Regression 1 4.32156 4.32156
Residual 14 9.24844 . 66060
F = 6.54185 Signif F = .0228
—————————————————— Variakles in the Equation --—-—---—-—---—————-
Variable B SE B Beta T Sig T
SANAGRP 3.54205E-04 1.3849E-04 .564326 2.558 .0228
(Constant) 38.851176 .288499 134.667 .0000

End Block Number 1

All requested variables entered.

Sana'nin pazar payl ile baktigimizda anlamli sonu¢ verdidini gordtk.
.56 korelasyon katsayisi gozlendi. Iliskinin %32'si aciklanabiliyor.

Denklem, y =

*ok koK MULTI
Equation Number 1 Dependent
Residuals statistics:

Min Max

*PRED 38.8512 40.3587 39.
*ZPRED -.9759 1.8326
*SEPRED .2045 L4350
*ADJPRED 38.7144 40.5026 39.
*RESID -1.7512 1.2107
*ZRESID -2.1546 1.4895
*3SRESID -2.3046 1.5912 -.
*DRESID ~2.0036 1.3816 -.
*SDRESID -2.8190 1.6942 -
*MAHAL .0122 3.3585
*COOK D .0001 .3828
*LEVER .0008 L2239
Total Cases = 16

Hi-Res Chart # 13:Normal plot

38.85 + 3.5*%10(~4)x olarak belirlendi.

PLE REGRESSTION * ok ko
Variable.. SANAMSH
Mean Std Dev N
3750 .5368 16
.0000 1.0000 16
.2824 .0552 16
3910 .5722 16
.0000 .7852 16
.0000 L9661 16
0090 1.0346 16
0160 .9013 16
0299 1.1321 16
.9375 .8077 16
.0748 .1024 16
.0625 .0538 16

of *zresid



Listwise Deletion of Missing Data

Equation Number 1 Dependent Variable.. BIZCHG

Block Number 1. Method: Enter BIZGRP

Variable(s) Entered on Step Number

1.. BIZGRP
Multiple R .67889
R Square .46090
Adjusted R Square .42239
Standard Error .53224

Analysis of Variance

DF Sum of Squares
Regression 1 3.39056
Residual 14 3.96587
F = 11.969089 Signif F = .0038

Mean Square
3.39056
.28328

—————————————————— Variables in the Equation -~-------omro-n—

Variable B SE B Beta
BIZGRP .001286 3.7168E-04 .678894
(Constant) .013686 .149288

End Block Number 1 All requested variables

>Note # 12650

entered.

>No outliers found. No casewise plot produced.

bizim margarin i¢in anlamli sonug¢ ¢ikiyor.
denklem y = .014 + .0013x olarak bulunuyor.
%1 seviyesinde anlamli farklilik var.

0.68 seviyesinde korelasyon var. Iliskinin %46'sini aciklayor.

oKk K MULTIUPLE REGRESSTION

Equation Number 1 Dependent Variable.. BI

Residuals Statistics:

Min Max Mean Std Dev
*PRED .0137 1.5426 L2479 L4754
*ZPRED -.4926 2.7232 .0000 1.0000
*SEPRED .1333 .3972 .1759 .0691
*ADJPRED -.0454 1.4903 .1834 .4346
*RESID ~-1.0874 1.2354 .0000 .5142
*ZRESID -2.0430 2.3212 .0000 .96061
*SRESID -2.3918 3.4870 .0445 1.2379
*DRESID -1.4903 2.7881 .0645 .8800
*SDRESID -2.9971 9.2669 .3598 2.5651
*MAHAL .0035 7.4159 .9375 1.8971
*COOK D .0000 7.6409 .5696 1.9049
*LEVER .0002 .4944 .0625 .1265
Total Cases = 16

Hi-Res Chart # 1l:Normal plot of *zresid

ZCHG

N

16
16
16
16
16
16
16
16
16
16
16
16

* K Kk K



Kok KK MULTTIPLE REGRESSTION Ok oK *

Listwise Deletion of Missing Data
Equation Number 1 Dependent Variable.. LUNACHG

Block Number 1. Method: Enter LUNAGRP

Variable(s) Entered on Step Number

1.. LUNAGRP
Multiple R .01532
R Square .00023
Adjusted R Square -.07118
Standard Error .06226

Analysis of Variance

DF Sum of Squares Mean Square
Regression 1 .00001 .00001
Residual 14 .05427 .00388
F = .00328 Signif F = .9551

Variable B SE B Beta il WSikef
LUNAGRP 2.32827E-06 4.0625E-05 .015315 L0547 WSS
(Constant) .029274 .023890 1.225 .2407

End Block Number 1 All requested variables entered.

>Note # 12650
>No outliers found. No casewise plot produced.

*ok oK K MULTTIUPLE REGRESSION Kok ok ok

Equation Number 1 Dependent Variable.. LUNACHG

Residuals Statistics:

Min Max Mean Std Dev N
*PRED .0293 .0318 .0303 .0009 16
*ZPRED -1.1274 1.6070 .0000 1.0000 16
*SEPRED .0156 .0302 .0217 .0035 16
*ADJPRED .0127 .0532 .0315 .0103 16
*RESID -.0833 .0978 .0000 .0601 1le
*ZRESID -1.3375 1.5703 .0000 .9661 16
*3RESID -1.4484 1.6828 -.0089 1.0403 16
*DRESID -.0977 .1123 -.0012 .0698 16
*SDRESID -1.5137 1.8156 -.0027 1.0779 16
*MAHAL .0037 2.5823 .9375 .6139 16
*COOK D .0006 .2517 .0824 .0897 16
*LEVER .0002 L1722 .0625 .0409 16
Total Cases = le

AAAKKFARRKN I RN AR AR A R A A XA A KA AR KA A



Kok KoK MULTTIZPLE REGRESSION KoK KK

Listwise Deletion of Missing Data
Equation Number 1 Dependent Variable.. AYMCHG

Block Number 1. Method: Enter AYMGRP

Variable(s) Entered on Step Number

1.. AYMGRP
Multiple R .07888
R Square .00622
Adjusted R Square -.06476
Standard Error .12998

Analysis of Variance

DF Sum of Squares Mean Square
Regression 1 .00148 .00148
Residual 14 .23652 .01689
F = .08766 Signif F = 7715

—————————————————— Variables in the Equation ----—~-------—-—-—-

Variable B SE B Beta (LS . 7T
AYMGRP 8.56371E-06 2.8925E-05 .078882 .296  .7715
(Constant) -.036826 .038320 - .96, WGEZC

End Block Number 1 All requested variables entered.

>Note # 12650
>No outliers found. No casewise plot produced.

*okoK K MULTTIU®PLE REGRESSTION * ok KK

Equation Number 1 Dependent Variable.. AYMCHG

Residuals Statistics:

Min Max Mean Std Dev N
*PRED ~.0368 -.0071 -.0308 .0099 16
*ZPRED -.6052 2.3855 .0000 1.0000 16
*SEPRED .0325 .0864 .0432 .0163 16
*ADJPRED -.0573 -.0043 -.0307 .0148 16
*RESID -.2238 .2148 .0000 1256 16
*ZRESID -1.7215 1.6528 . 0000 .9661 16
*SRESID -1.7915 1.7297 -.0003 1.0076 16
*DRESID -.2423 .2353 -.0001 .1366 16
*SDRESID -1.9664 1.8796 -.0078 1.0545 1o
*MAHAL .0010 5.6906 .9375 1.7598 1o
*COOK D .0004 L1424 .0419 .0466 16
*LEVER .0001 .3794 .0625 L1173 16
Total Cases = 16

KAKAKRAKKAAAAKRAKRAKNAKA KA AN A A A KK

* ok k% MULTIZPLE REGRESSTION ok koK



koA kXK MULTIZPLE REGRESSION *OK Kok

PALMOLIVE OPTIMA REKLAM ETKINLIGI ICIN REGRESYON ANALIzZI
Listwise Deletion of Missing Data

Equation Number 1 Dependent Variable.. OPTCHG

Block Number 1. Method: Enter OPTGRP1

Variable(s) Entered on Step Number

1.. OPTGRP1 optima grp/1000
Multiple R .36867
R Square .13592
Adjusted R Square .09477
Standard Error .11188

Analysis of Variance

DF Sum of Squares Mean Square
Regression 1 .04135 .04135
Residual 21 .26287 .01252
F = 3.30320 Signif F = .0834

Variable : B SE B Beta . Pl T
OPTGRP1L -.122076 .067168 -.368668 -1.817 .0834
(Constant) .105575 .043449 2.430 .024z2

End Block Number 1 All requested variables entered.
Yapilan regresyon analizinde F deferi %95 seviyesinde anlamli kabul edilen "3.38"

degerinden sadece biraz asagidadir. Ancak aradaki iliskinin %$13'und gaiklayabil-
mektedir ki bu da bir iliski g&stermez.Zaten aradaki iliski katsayisa 0.37 dizeyindedir.

kKA KAKARAAA XA ALK AKX

ok kK MULTTIPLE REGRESSTION *oK koK
ELIDOR ENERGY ICIN REGRESYON ANALIZI
Listwise Deletion of Missing Data
Equation Number 1 Dependent Variable.. ELICHG

Block Number 1. Method: Enter ELIGRP1

Variable{(s) Entered on Step Number

1.. ELIGRP1
Multiple R .65468
R Square .42861
Adjusted R Square .39052
Standard Error .08527

Analysis of Variance

DF Sum of Squares Mean Square
Regression 1 .08180 .08180
Residual 15 .10905 .00727

F = 11.25187 Signif F = .0043
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O MULTIPLE REGRESSTION KoKk OK K

Listwise Deletion of Missing Data
Equation Number 1 Dependent Variable.. ARICHG

Block Number 1. Method: Enter ARIGRP1

Variable(s) Entered on Step Number

1.. ARIGRP1
Multiple R .22466
R Square .05047
Adjusted R Square .00731
Standard Error .08392

Analysis of Variance

DF Sum of Squares Mean Square
Regression 1 .00824 .00824
Residual 22 .15495 .00704
F = 1.16945 Signif F = 2912

Variable B SE B Beta TEs S kL
ARIGRP1 .040797 .037726 .224664 1.081 .2912
(Constant) -.008029 .034349 o - 234, O3

End Block Number 1 All requested variables entered.

*okox ok MULTIPLE REGRESSION ok K

Equation Number 1 Dependent Variable.. ARICHG

Residuals Statistics:

Min Max Mean Std Dev N
*PRED -.0080 .0633 .0242 .0189 24
*RESID -.1422 .1867 .0000 .0821 24
*7PRED -1.7014 2.06064 .0000 1.0000 24
*ZRESID -1.6939 2.2250 .0000 .9780 24
Total Cases = 24

KAk KKK KRR KRR A AR kKA A KA KA AR
Kok kK MULTTIUPLE REGRESSION ok ok ok

Listwise Deletion of Missing Data
Equation Number 1 Dependent Variable.. OMOCHG

Block Number 1. Method: Enter OMOGRP1

Page 1



Variable(s) Entered on Step Number

1.. OMOGRP1
Multiple R .12550
R Square .01575
Adjusted R Square -.03112
Standard Error .05701

Analysis of Variance

DF Sum of Squares Mean Square
Regression 1 .00109 .00109
Residual 21 .06826 .00325
F = .33603 Signif F = .5683

—————————————————— Variables in the Equation ---—------v--——mommm

Variable B SE B Beta T 8Sig T
OMOGRP1 .008358 .016143 .125497 .580 .5683
(Constant) -.028439 .024400 -1.166 .2569

End Block Number 1 All requested variables entered.

* ok oKk MULTTIZPLE REGRESSION A **

Equation Number 1 Dependent Variable.. OMOCHG

Residuals Statistics:

Min Max Mean Std Dev N
*PRED -.0283 -.0034 -.0lel .0070 23
*RESID -.0868 .0866 .0000 .0557 23
*ZPRED -1.7384 1.8036 .0000 1.0000 23
*ZRESID -1.5227 1.5197 .0000 .9770 23
Total Cases = 24

AhkKnannkFhkhhkdhksk

xR K MULTTIZPLE REGRESSION *ok kK

Listwise Deletion of Missing Data
Equation Number 1 Dependent Variable. . PERCHG

Block Number 1. Method: Enter PERGRP1

Variable(s) Entered on Step Number

1.. PERGRP1
Multiple R .28268
R Square .07991
Adjusted R Square .03390
Standard Error .24810

Analysis of Variance
DF Sum of Squares Mean Square
Regression 1 .10691 .10691



Residual

F =

Variable

PERGRP1

(Constant)

End Block Number 1

Equation Number 1

* ok ok x

Residuals Statistics:

*PRED
*RESID
*ZPRED
*ZRESID

Total Cases =

Min Max
-.0181 L2107
-.2399 .8666
-.8974 2.3102
-.9669 3.4930

24

AEKKAKFERKAKRRAIARA A AT A RTAKRAA A

MULTIZPLE

Dependent Variable..

20 1.23102 .06155
1.73690 Signif F = .2024
————————— Variables in the Equation ---------------——-
B SE B Beta T Sig T
.066222 .050247 .282676 1.318 .2024
-.018123 .071822 -.252 .8034

All requested variables entered.

REGRESSION

PERCHG

Mean Std Dev N
.0459 N0 7414 2V
. 0000 L2421 22
.0000 1.0000 22
.0000 .9759 22

Kok kK MULTIZPLE REGRESGSTION
Listwise Deletion of Missing Data
Equation Number 1 Dependent Variable.. ABCCHG
Block Number 1. Method: Enter ABCGRP1
Variable(s) Entered on Step Number

1.. ABCGRP1
Multiple R .08128
R Square .00661
Adjusted R Square -.04306
Standard Error .11656
Analysis of Variance
DF Sum of Squares Mean Square

Regression : 1 .00181 .00181
Residual 20 .27174 .01359
Fo= .13301 Signif F = .7192
—————————————————— Variables in the Equation ----=------—mo——nn
Variable B SE B Beta T Sig T
ABCGRP1 .029378 .080554 .081281 .365 .7192
(Constant) ~.018378 .044308 -.415 .6827

End Block Number 1

All requested variables entered.

E I

* ok kK K



Kook kK MULTTIZPLE REGRESSION

Equation Number 1 Dependent Variable.. ABCCHG

Residuals Statistics:

Min Max Mean Std Dev N
*PRED -.0184 .0145 -.0050 .0093 22
*RESID -.1908 .2155 .0000 .1138 22
*ZPRED -1.4421 2.1016 .0000 1.0000 22
*ZRESID -1.6373 1.8487 .0000 .9759 22

Total Cases = 24

* kK Kk K
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