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 The Media Audit Software…can provide competitive media analyses that no other media 
software program can easily duplicate…and which is the most user friendly software program 
of any qualitative media software program available anywhere. 
 Age Demo Analysis can be used to: 

▫ Determine the accuracy of a demographic based analysis vs. qualitative targets. 

 The age demo analysis can help you determine the value of a qualitative target vs. a 
demographic target. 
▫ How well do demographic targets perform in defining the best media an advertiser or 

their ad agency should use in developing which media will make the best selection 
for a given advertiser…an age demographic target or a qualitative target? 

▫ For example if you profile a target’s shoppers and find that a very high percentage of 
them are women 25-54, is there any real need to go to a more specific analysis to 
make the best buying decision for a supermarket if the media selection comes from 
those media that reach the most female 25-54 year olds as defined above for 
shoppers of Wal*Mart? 

 In the analysis above under Target Percent, we see that 58.7% of Wal*Mart shoppers are 
women 25-54 but under Media Percent, we see 42.5% of XMOR-FM’s audience is 25-54. 

 A ranked analysis of all radio stations in San Diego showed XMOR-FM ranked… 
▫ # 9 in reaching Women 25-54, but... 
▫ # 5 in reaching Women who shopped at Wal*Mart during the past six months. 



 The analysis below graphically demonstrates the inability of an age demo to do the best 
job in reaching the most of a given qualitative target. For example… 
▫ The box on the left analyzes the 25-54 Target that shopped Wal*Mart during the past 

six months.  The bar in the middle of the analysis shows that… 
· 58.7% of the 25-54 demo shopped at Wal*Mart during the past six months.  The 

bar on the left shows that… 
· 14.2% of the people that shopped at Wal*Mart are younger than 25-54…and the 

bar on the right of the center bar shows that… 
· 27.1% of those people that shopped at Wal*Mart are older than 25-54. 

▫ The box on the right makes a similar analysis of XMOR-FM’s audience in which the 
center bar shows… 
· 42.5% of XMOR-FM’s audience are women 25-54, and the bar on the left 

shows… 
· That 57.0% of XMOR-FM’s audience are women younger than 25-54.  The bar 

on the right… 
· Shows that only 0.6% of XMOR-FM’s audience are women older than 25-54. 

▫ In short, this shows that in the case of Wal*Mart, age and gender demographics don’t 
do a very good job of defining the radio stations to use in reaching their shoppers. 

 One other thing that should be taken into consideration before making a media decision 
is that in a growing number of markets, if not all markets, ethnicity should be considered 
via the Target Profile analysis in The Media Audit Software.  For example in San Diego... 
▫ Hispanics account for 29.2% of Wal*Mart’s female shoppers. 
▫ 4.8% of Wal*Mart female shoppers are Black. 
▫ 10.8% are Asian… 
▫ 5.5% didn’t report their ethnicity... 
▫ And White’s only account for 48.9% of all female Wal*Mart shoppers in San Diego. 

 Also, three of the top five radio stations in San Diego reaching Wal*Mart shoppers are 
Mexican stations…XHTZ-FM is the # 2 station, XMOR-FM is the # 4 station and 
XHRM-FM is #5 along with...# 1 KHTS-FM and # 3 KMYI-FM.  

 Data used in these analyses came from The Media Audit 2008 surveys. 


