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Inter-Media Comparison...A Better Way To Negotiate Media Or Just Counting Pennies?

The purpose of sefting parity standards is to defermine relative value between markets and a variety of media. The
benefit of this guideline is to set the standards for buying media. Generally Market CPP’s are set market demand and
the broadcasters. Parity standards allow us to look at all media on a common basis and assign an impression value fo
advertising versus sales. The purpose of sefting these standards are fo:

1. Maximize auvdience opportunities.
2. To set a standard value for a variety of media and markets.

Primarily markets are purchased on a Cost Per Rating Point/CPP. A preferable way to do this is to determine a standard
value on a Cost Per Thousand/CPM. In the example shown here a schedule at a market cost of $36,122 was
negotiated to only $9,210. Since all markets vary in size, the value of a rating point has no similarity from one market
to another. On the other hand Cost Per Thousands are a much better standard for comparison since all advertising and
every market can be compared on a common basis, based on every thousand consumers reached. The premise is that
every thousand consumers within a target cell is worth a similar value. Disproportionate values don't allow for continuity.
Mega Media has created this point of difference through years of experience, our unique difference in that we created
the model for Parity Standards™ and Value Per Impression™ .
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