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Overview of Hopenhagen Campaign
Performance

FEB

1.

16-22 Nov 23-29 Nov 30-06 Dec 07-13 Dec 14-20 Dec 

100 Radio Spots

20 Insertions

1.366 Slides

40,837 €

302,708 €

70,250 €

45% SOI

6% SOI

10% SOI

GRP’s:  261.7
Coverage%:  58.6

OTS:  4.5

This does not include Internet evaluation. SOURCE: EGM/  MPG / GEOMEX. Target Total Population

Campaign value in € with full tariff figures, no agency discount included in rates.

November 09 December 09

1.600.000 Impressions

Campaign Value 
in €

171,503 €
25% SOI

679,493€679,493€Campaign Value 
in €

115 Net GRP’s
94,195 €

14% SOI

Evaluation T. Population
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Overview of TV Performance2.

GRP’s*: 76.2
Coverage%: 39.2

OTS:  1.4

35

2311

31

Evaluation T. Population

94,195€94,195€

December 2009

From Dec 11th to Dec 31st

Conventional 100% 30”

PT 13%

5% Preferred Position

National TV Channel

SOURCE: SOFRES. Target T. Population. Quantified (´000): 41.858.  *GRP’s Gross

115 Net GRP’s

Share of Voice

Campaign Value 
in €
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GRP’s: 22.7
Coverage%: 10.8 

OTS: 2.1 

Overview of Print Media 
Performance

��

40,837€40,837€

SOURCE: EGM. 3rd Ac. 2009. Target T. Population Quantified (´000): 39,463 Population

� The formats used have been  full pages and ½ pages

� National campaign with ABC and Publico

� Important regional strengthening obtained thanks to Grupo Zeta and La Vanguardia.

� Standing out the coverage obtained in Cataluña, which exceeds 35%

Evaluation T. Population

Campaign Value 
in €

L M X J V S D L M X J V S D L M X J V S D L M X J V S D L M X J V S D

Title 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20

La Vanguardia 1 1 1 1 4
Publico 1 1 1 1 4

Pº de Cataluña 1 1 1 1 4
Diario de Cordoba 1 1 2

Mediterraneo 1 1
Pº de Aragón 1 1

Ciudad de Alcoy 1 1
Voz de Asturias 1 1

ABC 1 1 2

12 2 10 5

20

T. Ins

´DECEMBER 2009¨NOVEMBER 2009
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Overview of Radio Performance

SOURCE: EGM. 3rd Ac. 2009. Target T. Population Quantified (´000): 39,463 Population

��

8 30” Radio Spots

59 30” Radio Spots

33 30” Radio Spots 124,650€

150,570€

27,488€

302,708€302,708€

GRP’s:  38.2 
Coverage%: 13.1 

OTS:  2.9

From Nov 30th to Dec 7th

From Nov19th to Dec 7th

Total: 100 Spots

Evaluation T. Population

From Nov19th to Dec 7th

Campaign Value 
in €
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L M X J V S D L M X J V S D L M X J V S D L M X J V S D

Place 23 24 25 26 27 28 29 30 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 T. Slides

Avilés
Cádiz

Cartagena
Jerez

Las Palmas
Talavera

Madrid

    1.366,0   

´DECEMBER 2009¨NOVEMBER 2009

1.000 slides
41 slides
35 slides
90 slides
84 slides
66 slides
50 slides

SOURCE: GEOMEX. NOVEMBER 2009 and MPG. Target T. Population Quantified (´000): 26,794 Pop.

Overview of Outdoor / OOH 
Performance

��

171,503€171,503€GRP’s:  124.6
Coverage%: 12.5 

OTS:  9.9

Evaluation T. Population

Campaign Value 
in €
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Overview of Digital Media Performance6.

� The leaderboard, a central component of the campaign generated 1.1 MM impressions. However, the 

medium rectangle was the more effective format in regards to CTR (CTR= 0.18% vs 0.14.

� In addition to the 1.7MM impressions estimated, the campaign over-delivered by 10%.

� The estimated average frequency of impressions per user  was  2, which allowed us to reach almost 900,000
users (5% of the total internet audience).

70,250€70,250€
Campaign Value 

in €
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Screen Grabs Digital Media Coverage6.
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And… at MPG!!!


