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TVC Sub Total
YouTube
SMR
Instagram
Online Sub Total
GenieTV
BTV

IPTV Sub Total

Ofet 154 7]
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Reach
28.9%
26.7%
44.7%
29.9%
14.6%
13.1%
46.4%

9.2%
4.9%

14.1%

TRPs

72.8
91.7
164.5
127.7
48.9
63.9
240.5
30.1
247

54.8

CPP

W 4,120,434
W 3,270,454
¥ 3,646,569
W 3,312,401
W 3,064,759
W 1,566,200
W 2,702,817
W 4,974,388
W 4,054,368

W 4,560,444

W 3,261,952

CPR
W 10,385,939
W 11,224,638
W 13,416,827
W 13,345,120
W 10,286,375

W 7,609,698
W 14,024,745
W 10,385,939
W 20,367,271
W 17,753,074

W 20,818,280

Reach

72.1%

CPP

W 3,261,952

04443049

Media Reach TRPs CPP
X| At} xy 34.6% 91.0 W 3,296,347
FHlo|= & 31.6% 114.7 W 2,616,363
TVC Sub Total 51.4% 205.7 W 2,917,255
YouTube 33.9% 175.8 W 2,274,914
SMR 15.7% 57.8 W 2,597,042
Instagram 20.7% 131.8 W 758,305
Online Sub Total 54.2% 365.4 W 1,778,571
GenieTV 11.0% 36.1 W 4,153,248
BTV 5.4% 28.1 W 3,565,121
IPTV Sub Total 16.4% 64.2 W 3,896,154

W 2,361,087
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W 9,502,406
¥ 11,680,098
¥ 11,792,372

W 9,531,264

W 4,840,720
¥ 11,983,084
¥ 13,601,654
¥ 18,587,763

W 15,236,513

W 18,693,958

Reach CPP

80.2% W2361,087
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MEDIA FILTERING : Target Filtering
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MEDIA FILTERING : Target Filtering (&%)
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MEDIA FILTERING : Target Filtering (Gl4h)
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MEDIA FILTERING : Target Filtering
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MEDIA FILTERING : Media Filter Model

Media Filtering =1 27 3! Filtering Result

Epi e ot WS b
=g 1545 = 3 ~4AH O Target : 50% / Effect : 0% / Trend : 50%
=< OH | Target Effect Trend Total Score Budget Allocation
1 A 48.2 3 ZASKC] 97.5 29.4%
2 B VACKS] - 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 = 16.6 = 13.9 30.5 9.2%
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CHANNEL PLANNING: C|X|E O|C|0 BIAE 21 0o|=
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Elk=mnl Ju(ES
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