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The Media Metrics That Matter in Planning and Evaluation

In today’s complex media landscape, data-driven decision-making is more critical than
ever. With countless metrics available, understanding which ones truly impact campaign
performance, audience engagement, and media efficiency can be a challenge.

Which metrics are important? How do they influence media planning, buying, and
optimization? And most importantly, how can they be leveraged for smarter, more effective
strategies?

This article explores the most important media metrics, breaking down their significance,
real world applications, and the role they play in maximising impact across channels.

1. Gross Rating Points (GRPs)
What It Is: A measure of the total exposure to an ad, calculated as reach (%) multiplied by
frequency. It's a standard metric in traditional media like TV and radio.



Why It Matters: GRPs provide a simple way to compare media plans and evaluate the
overall weight of a campaign. They're particularly useful for campaigns targeting mass
audiences through linear media channels.

2.Reach

What It Is: Reach measures the total number of unique individuals exposed to an ad at least
once during a campaign. It is a key metric in media planning, particularly in traditional media
such as TV, radio, print and out-of-home, where audience exposure is broad but finite.

Why It Matters: Reach is essential for brand awareness campaigns, ensuring that a
message extends to a large and diverse audience. This is especially important for new
product launches or initiatives designed to create top of mind awareness. However, all
traditional media types experience diminishing returns on reach: as investment increases,
the incremental number of new individuals reached declines, eventually flattening out.
Beyond this point, additional spending primarily increases frequency rather than expanding
the audience, making it crucial to balance reach and efficiency to avoid excessive waste.
Understanding this dynamic allows media planners to optimise investment, ensuring
budgets are used to maximise impact rather than oversaturating an audience.
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3. Frequency

What It Is: The average number of times an individual is exposed to an ad within a
campaign period.

Why It Matters: Frequency helps balance awareness and audience fatigue. Too low, and the
audience may not register the message. Too high, and the campaign risks over-saturation,
leading to wasted media investment.

Finding The Balance: Reach Vs. Frequency

Finding the Balance: Reach vs. Frequency
90+

80t
70F

60

Percentage

40

30¢

- —e— Reach (%)
- -®- Ad Wearout (%)

il 1 1 1 1

2 4 6 8 10
Frequency (Times Ad is Seen)

4.Impressions

What It Is: The total number of times an ad is displayed, regardless of whether it was seen
or clicked.

Why It Matters: Impressions are a baseline for understanding campaign volume. They're
often used in digital campaigns to assess reach potential and are essential for
programmatic buying and real-time bidding.

5. Cost Per Thousand: CPM and CPT

Digital media

What It Is : The cost of serving 1,000 ad impressions. CPM = (Cost + Impressions) x 1,000.
Why it matters: The cost of serving 1,000 ad impressions. CPM = (Cost + Impressions) x
1,000. CPM is a key metric for budgeting and cost efficiency, especially in awareness
campaigns. It enables planners to compare the cost-effectiveness of different media buys.
Traditional media



What It Is: Cost Per Thousand (CPT) is a standard metric in traditional media that measures
the cost of reaching 1,000 people or households with an advertisement.

Why it matters: CPT helps advertisers assess media efficiency, ensuring budgets are
allocated effectively to maximise reach within cost constraints. CPT allows for cross
platform cost comparisons, helping advertisers determine the best value for broad
audience exposure.

6. Viewability

What It Is: The percentage of ad impressions that were actually viewable to users (e.g., at
least 50% of the ad visible for 1 second or longer).

Why It Matters: Viewability ensures that ads are being seen rather than wasted in
non-viewable placements, improving the campaign's ROl and impact.

7. Share of Voice or Share of Adspend

What It Is: This metric measures a brand’s advertising presence within a specific media
channel or across total ad spend in comparison to competitors. It is typically expressed as
a percentage, representing a brand’s share of total ad investment relative to competing
brands.

Why It Matters: Share of Voice (SOV) is a key indicator of a brand’s competitive presence
in the market. A higher SOV often correlates with greater brand awareness, consumer recall,
and market influence. Maintaining or exceeding a brand’s Share of Market (SOM) with a
strong SOV can drive long-term growth, as brands that invest more in visibility tend to gain
market share over time. It also helps advertisers assess whether their media investment is
sufficient to stay competitive or if adjustments are needed to strengthen their position
within a category.

8. Share of Market

What is it: Share of Market (SOM) represents a brand's percentage of total sales within a
specific category or industry. It is a measure of how much market revenue or volume a
brand captures compared to its competitors.

Why it matters: SOM is a critical measure of a brand’s market position and competitive
strength. A growing SOM indicates increased consumer preference and successful business
strategies, while a declining SOM suggests a loss of market relevance or competitive
pressure. Monitoring SOM helps brands assess the effectiveness of their marketing efforts,
refine their strategies, and allocate resources more efficiently to maintain or expand their
market presence.
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Why These Metrics Matter

For media agencies and planners, these metrics collectively provide a roadmap to:
e Optimize Campaigns: Fine-tune strategies to maximize efficiency and impact.
e Prove Value to Clients: Demonstrate ROl and justify media spend.
e Drive Business Outcomes: Align campaign goals with client objectives, whether it's
awareness, engagement, or conversions.

By focusing on the right mix of metrics based on the campaign’s goals, media strategists
and planners can deliver better results while building trust and credibility with clients.

Contact us for a personalized demo of our cross-media

planning platform.
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