
Transform Your
Linear TV Buys

5 Ways To 

with People-Based Marketing 



LINEAR TELEVISION: Real-ÿime 
ÿelevision programming ÿhaÿ airs 
from a seÿ schedĀle. Tradiÿional 
broadcasÿ is linear ÿelevision.
 
NONLINEAR TELEVISION: Any 
ÿelevision programming ÿhaÿ 
allows for ÿime-shifÿed viewing, 
ÿhis inclĀdes all on-demand 
programming and any conÿenÿ 
accessed ÿhroĀgh a device ÿhaÿ is 
noÿ a ÿelevision. 
 
DMA: Shorÿ for “Designaÿed 
Markeÿ Area.” A region where ÿhe 
popĀlaÿions receives ÿhe same 
broadcasÿ ÿelevision 
programming.
 
OVER-THE-TOP (OTT): Providers 
ÿhaÿ deliver sÿandalone conÿenÿ 
ÿhroĀgh a sÿreaming service 
wiÿhoĀÿ ÿhe need for a pay-TV 
sĀbscripÿion.
 
FREQUENCY: How many ÿimes an 
ad Āniÿ is served ÿo ÿhe same 
individĀal.
 
REACH: The nĀmber individĀals 
who were served an ad aÿ leasÿ 
once.
 
CPM: Cosÿ Per 1,000 Impressions.
 
GROSS RATING POINT (GRP): A way 
ÿo measĀre ÿhe impacÿ of media, 
or how mĀch of ÿhe ÿargeÿ 
aĀdience was reached for an ad 
campaign.

LEARN TELEVISION LINGO
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Common ÿerms Āsed in TV media

planning & bĀying 
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Optimize Audience Measurement

People-based
markeÿing leverages
TV viewership daÿa
from yoĀr acÿĀal
cĀsÿomers. These
insighÿs empower
media planners ÿo
place yoĀr TV bĀys
where yoĀr mosÿ
valĀable aĀdiences are
paying aÿÿenÿion.
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A people-based
approach leverages
first party viewership
data from your real
customers to plan
media campaigns
based on what the
people who buy from
you watch on TV. 

Optimize Reach & Frequency 

 Wingman Media, Inc.                   www.wingmanmedia.com                      

Optimizing Linear TV with People-Based Marketing                                            PAGE 4

Figure 1 - Impression Distribution by Reach & Frequency

CAPTION: The image illustrates the
problem with reach and
frequency. The left side illustrates
a TV campaign that reached a
small audience with high
frequency, while the campaign on
the right is optimized with
more reach and optimal
frequency. The two campaigns
might deliver the same amount of
impressions, but with big
discrepancies between reach and
frequency.  
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The goal is to balance reach and frequency so that the most people
(largest audience) are exposed the least number of times. 

CAPTION: Figure 2
illustrates effective reach
and frequency in blue.
Although a high
percentage of the
audience is reached when
exposure is less than four
(white area), frequency is
too low. The opposite is
true for the red area,
where frequency above
ten is too high while the
reach is too low. 

Figure 2 - Effective Reach Curve
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CAPTION: Figure 3 illustrates how GRPs can be misleading if used as the sole metric of success for a television campaign.
Campaign A reaches 40% of the audience 3 times and acquires 120 GRPs. 
 
Campaign B also has a total of 120 GRPs, but this time 3% of the audience was reached 40 times. The two campaigns provide
the same number of GRPs, but yield very different outcomes.

 
Figure 3 - Comparing the Value of GRPs

Optimize for Engagement
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Number of times reached:

Percent of target audience reached:

CAMPAIGN A: CAMPAIGN B:

Number of times reached:

Percent of target audience reached:
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CAPTION: FigĀre 4 is an example 
of a media bĀy opÿimized by 
engagemenÿ. The shaded area 
represenÿs programming ÿhaÿ was 
pĀrchased ÿhe previoĀs year bĀÿ 
removed from ÿhe cĀrrenÿ plan 
dĀe ÿo low engagemenÿ. We 
idenÿified ÿhis problem by looking 
deeper inÿo ÿhe viewership of ÿhe 
adverÿiser’s cĀsÿom aĀdiences. 
 FigĀre 4  - TV Engagemenÿ by CĀsÿom AĀdience Segmenÿ

Optimize with Technology
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Do yoĀ have ÿhe righÿ
ÿechnology for yoĀr PBM

Sÿraÿegy? 

Find oĀÿ now wiÿh oĀr free

EvalĀaÿion Checklisÿ: How to select
the right data management tools for
a people-based marketing approach.  

 

DOWNLOAD

https://wingmanmedia.com/set-top-box-case-history/
https://wingmanmedia.com/set-top-box-case-history/
https://wingmanmedia.com/our-difference/television-audience-targeting/
https://wingmanmedia.com/our-difference/television-audience-targeting/
http://www.wingmanmedia.com/
http://www.wingmanmedia.com/
http://www.wingmanmedia.com/
https://wingmanmedia.com/set-top-box-case-history/
https://wingmanmedia.com/wp-content/uploads/Data-Mangement-Tools-Checklist-Wingman-Media.pdf


An AĀdience Managemenÿ Plaÿform can help yoĀ
acÿivaÿe yoĀr daÿa and gaÿher insighÿs ÿo plan PBM
campaigns across linear ÿelevision.

Optimize with Advanced Analytics 

CAPTION: The circle graph 
illĀsÿraÿes ÿhe disÿribĀÿion of 
sales by channel. TV has ÿhe 
 
Like mosÿ media plans ÿhaÿ 
incorporaÿe ÿelevision 
adverÿising, ÿhis company 
foĀnd ÿhaÿ TV drives ÿhe 
largesÿ porÿion of sÿore sales.

FigĀre 5 - QĀarÿerly sales by media channel
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Ready to Transform Linear TV with
People-Based Marketing?

 

 
Contact Wingman Media Today. 

Call Us:   (310) 302-9400

    Email Us:   info@wingmanagency.com
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