
Medialyze
TransparenSee with 360 Media Metrics Audits 



Offer

ENSURE 
ACCOUNTABILITY AND 

TRANSPARENCY

OPTIMIZE PERFORMANCE 
AND ROI

MITIGATE RISKS AND 
FOSTER A FUTURE-
PROOF STRATEGY 



Scope of verification
things we check

Ensure Accountability & 
Transparency

Budget Allocation on agreed-upon channels and placements
Transparency: accurate reporting, no overcharging or 
misinterpreting performance metrics
Compliance: adherence to industry standards and regulatory 
requirements 

Optimize Performance and ROI
Efficiency: cost-effective compared to industry benchmarks and 
competitors
Effectiveness: achievement in terms of reach, engagement or 
conversions
Strategy Validation: alignment of chosen media mix and planning 
with target audience and long-term goals

Mitigate Risks and Foster a 
Future-Proof Strategy

Prevention: detection of ad fraud, waste or shadow buying
Long-term compliance: ensure alignment with upcoming 
regulations (data transparency, sustainability)
Continuous Improvement: leverage insights for ongoing 
monitoring



In scope
Cross media performance audits

Quality Assessment

Sustainability Compliance 

Data Transparency Compliance 

Buying Efficiency Validation

Strategy-Tactics Alignment Check

Out-of-scope Agency selection 

Deal comparisons

Campaign Audit scope



Our Approach

We take audits seriously

In-depth & Broad Scope of 
Analysis & Metrics 

We look for long term 
relationships
Continuous monitoring dashboards
Regular follow ups and annual audits

We aim to future proof

Compliance Assessments re 
Sustainability and 
Data Transparency Requirements



Our approach is our USP

broad & in-depth

long term

future-proof

"We bring unparalleled expertise in audience measurement and agency planning, 
delivering a precise and thorough analysis of media performance. 

Our approach goes beyond surface-level metrics to quantify margins of error and 
dissect audience data at its most granular level, leveraging raw data insights. 

With a deep understanding of buying currencies - CPT, viewable impressions, and 
their nuances across media types –
we assess and explain the impact of changes, such as universe updates, advancements 
in measurement technologies, vendors, and shifts in calculation methods. 

Our comprehensive expertise ensures advertisers can navigate media complexities 
with confidence and precision."



ENSURE ACCOUNTABILITY AND TRANSPARENCY
BUDGET ALLOCATION 

Issue
Do the actual spends correspond with sales house agreements to ensuring
solid negotiations in the future focused on optimization rather than 
restoring trust?

Analysis
We measure differences between:  
• the level of minimum and maximum investments that are specified in 

contractual agreements between agencies and saleshouses, 
• the actual level of spends reported by agencies.

Insights
We pinpoint significant discrepancies as they can distort the balance of   
power between media sales houses and complicate future negotiations.
This is especially true if saleshouses specify a minimum share of    
investments in their contract; that often align with financial conditions 
such as the net cGRP.



ENSURE ACCOUNTABILITY AND TRANSPARENCY
TRANSPARENCY & INDUSTRY STANDARDS COMPLIANCE

Issue Are the key performance indicators correctly and unambiguously defined and reported, ensuring effective follow up and optimization? 

Analysis The analysis is illustrated for the level of GRPs delivered in peak time.
Accurate reporting
We verify if data provided by agencies corresponds with the raw data. Re time band example we check if the actual numbers for a given 
time band represent this time band effectively based on the raw data. 
No overcharging or misinterpreting performance metrics
We analyse the performance according to the KPIs 
specified by the advertiser, the agency and the sales house.
Re time band example we verify if the level of GRPs 
per specified time band achieves the minimum threshold. 
Adherence to industry standards
We verify if data provided by agencies corresponds 
with the metric definitions specified by the industry.
Re time band example we verify if the industry standard 
of peak time is correctly measured and reported.

Insights
We signal inconsistencies and lack of granularity at each stage, 
from procurement till post-buy evaluations, re defined objectives 
and reported actuals to allow correct monitoring and follow up during the campaign. 



ENSURE ACCOUNTABILITY AND TRANSPARENCY
TRANSPARENCY & INDUSTRY STANDARDS COMPLIANCE

Issue To what extent is there transparency on investments, placements and reporting of digital ads? 

Analysis We analyse documentation re consistency, completeness, clarity. 
We offer the possibility to verify correct implementation and processing of online tagging systems in terms of mechanical exposure 

activity, data access and reporting. We set up test protocols, conduct tests, compare data and summarize findings.  

Insights We signal any lack of transparency to optimize the business relationship with digital vendors.



OPTIMIZE PERFORMANCE AND ROI 
EFFECTIVENESS

Issue Do actual campaign budget, GRP and Reach levels correspond with objectives?  
Analysis We calculate potential savings for each GRP that exceeds the objective if budget and corresponding reach levels are achieved.
Insights The overdelivery of GRP / expressed by potentially savings represent on-top budget that can be spent to launch / strengthen other campaigns. 

Calculation per campaign Sum of potential savings for all campaigns by category, market and period



RISK MITIGATION & FUTURE-PROOF STRATEGY
INSIGHTS LEVERAGED 

Issue How can an overdelivery of GRP be avoided? What about the daily 
follow up to monitor weekly GRP distribution? Are their differences by channel 
pack, media planning mode, …? 

Analysis We use a deep-dive analysis of weekly GRP delivery of campaigns 
with an excessive overdelivery of GRPs. Moreover, the analysis compares 
channel packs that are planned using automated planning tools vs manual 
planning to verify if any trends can be observed. Results demonstrate a lower 
performance of channel pack 2 (automated planning) 

Insights The results reveal the level of effectiveness of optimization efforts and 
fuel a thorough review of the relevance and effectivity of specific KPIs 



RISK MITIGATION & FUTURE-PROOF STRATEGY
AFFINITIES

Issue Is shadow buying* applied? 

Analysis We analyze audience affinity by channel 
and compare them with 

- the channel mix proposed by the agency, 
- the audiences defined in procurement and  

reported in post-buy evaluations,
- saleshouse conditions such as cGRP and 

ratecard per target. 

Insights The detection of inconsistencies, lack of 
logic or ambiguous reasoning is then challenged for 
discussion and may lead to review the strategy and 
fuel future negotiations with sales houses.  

*Shadow buying is the process of investing in non-targeted audiences (at a more affordable price than the targeted audience that is reached as well by addressing this non-
targeted audience).
Source: Arianna Programmes, any daily reach % ; 0600-2400; Jan-Dec 2024



RISK MITIGATION & FUTURE-PROOF STRATEGY
INSIGHTS LEVERAGED 

Issue How do discrepancies evolve over time? Do monitoring and optimization pay off?  

Analysis The analysis is illustrated using the example of discrepancies between between objective and actual spends, GRPs and Reach levels. 
Using a long-trend analysis we verify 
1. the difference between actuals and objectives over time to verify improvement. 
2. the relationship between budget-GRP-Reach levels to assess the relevance of KPIs such as GRP to be a proxy for Reach levels. 

Insights The results reveal the level of effectiveness of optimization efforts and fuel a thorough review of the relevance and effectivity of specific KPIs 



RISK MITIGATION & FUTURE-PROOF STRATEGY
LONG-TERM COMPLIANCE

Issue How to make sure that the organisation and coordination of media 
trading, buying and planning today is resilient to adapt to future regulatory 
requirements (re Sustainability, Data transparency)? 

Analysis We look at key areas advertisers can play a role in ensuring future 
compliance and identify elements for improvement. 

Insights The assessments functions as a guideline to smoothen the translation to 
compliance with future regulations. 

Article 24, Audience measurement

1. Providers of audience measurement systems shall ensure that their audience measurement systems and the 

methodology used by their audience measurement systems comply with the principles of transparency, impartiality, 

inclusiveness, proportionality, non-discrimination, comparability and verifiability.

2. Without prejudice to the protection of undertakings’ trade secrets as defined in Article 2, point (1), of Directive (EU) 

2016/943, providers of proprietary audience measurement systems shall provide, without undue delay and free of charge, 

to media service providers, to advertisers and to third parties authorised by media service providers and advertisers 

accurate, detailed, comprehensive, intelligible and up-to-date information on the methodology used by their audience 

measurement systems.

Providers of proprietary audience measurement systems shall ensure that the methodology used by their audience 

measurement systems and the way in which it is applied is independently audited once a year. At the request of a media 

service provider, a provider of a proprietary audience measurement system shall provide it with information on audience 

measurement results, including non-aggregated data, which relate to the media content and media services of that 

medi service provider. This paragraph shall not affect the Union’s data protection and privacy rules.

3. National regulatory authorities or bodies shall encourage providers of audience measurement systems to draw up, 

together with media service providers, providers of online platforms, their representative organisations and any other 

interested parties, codes of conduct or shall encourage providers of audience measurement systems to comply with 

codes of conduct jointly agreed and widely accepted by media service providers, their representative organisations and 

any other interested parties.

Codes of conduct as referred to in the first subparagraph of this paragraph shall be intended to promote the regular, 

independent and transparent monitoring of the effective achievement of their objectives and compliance with the 

principles referred to in paragraph 1, including through independent and transparent audits.

4. The Commission, assisted by the Board, may issue guidelines on the practical application of paragraphs 1, 2 and 3, 

taking into account, where appropriate, codes of conduct as referred to in paragraph 3.

5. The Board shall foster the exchange of best practices related to the deployment of audience measurement systems 

through a regular dialogue between representatives of the national regulatory authorities or bodies, representatives of 

providers of audience measurement systems, representatives of media service providers, representatives of providers of 

online platforms and other interested parties.

Note: This is the final text of the European Media Freedom Act (EMFA) - Regulation (EU) 2024/1083 of 11 April 2024.



★Onboarding to simplify the audit loop
○ Direct access to media audience data via agency license and use of 

excel input templates 
○ Data cleaning 

★360 Media Metrics Analysis
○ Standard pivots output
○ Presentation with key insights and next steps
○ Build a database for long-trend analysis

★TransparenSee Dashboard
○ Import into Power BI or Power Query for continuous monitoring and 

integration within the advertiser’s and agency’s day-to-day

How will we do it? 



★3M3A has years of experience in auditing audience measurement systems.  
We have a deep understanding of how audience ratings are produced.  This 
means we provide technical insights into the following:

○ Universe updates
○ Margin of error
○ Fluctuations in ratings
○ Reach build

★ If the client or media agency can provide direct access to the viewing data 
we can conduct independent analyses at a campaign level to verify and 
explain results that are under query.

★3M3A have experience in auditing all media types from out of home to 
online.  From simple audience measurement methods to highly 
sophisticated machine learning systems.

We bring our measurement skills to the table



TRANSPARENSEE DASHBOARD
LONG-TERM RELATIONSHIP BUILDING

WHY We empower teams dedicated at optimization campaign performance, agency relationships, internal media planning knowledge. 

HOW We built a notification dashboard, that tracks objectives for a number of KPIs on a weekly, monthly, yearly basis to monitor campaign 
performance and support decision making of running and future campaigns. 

• KPIs: e.g. SOV, net equivalent cGRP, SOI, share of zero ratings
• Objectives e.g. the average SOV the brand should meet to be competitive within the selected Umfelt of competitors
• Notification e.g. when the SOV falls below average with 5% in the first week of the campaign, the number of GRPs must be raised

with 5% in the following week



The Telco Category 
South Africa
Example of MTN as the client



An analysis for MTN as client 

• The analysis is done for TV investments and performance. 

• When looking at MTN share of investments and share of voice compared to 
competitors throughout the year, we are well aware that the communication 
strategies of MTN and competitors cover other media as well. 

• Our analysis concerns only TV but cannot be seen within the bigger picture. 

• Any advise must be cross-checked with investments and performance of other 
media as well. 



THE TELCO CATEGORY & MTN

• The Category with Operators & MTN

• MTN campaigns within operator and device brand advertisers

• The MTN campaigns by month and level of investment



THE TELCO CATEGORY

Source: Arianna PCA summaries 2024
MTC = MOBILE TELECOMMUNICATIONS COMPANY; 
MTN = MOBILE TELEPHONE NETWORKS



− One of the most active TV advertising categories. In 2024
− it accounts for 25 advertisers with a daily average of 543 spots,
− the average viewer is exposed to almost 2 telco ads per day.

− Within the category, the Operator category makes up 70% of gross 
spend. MTN’s direct competitors are Vodacom, Telkom and Cell C.
− The operators accounted for a daily average of 208 spots.
− Operators reach about 20% of viewers with 1.4 telco ads on an average day.

THE TELCO CATEGORY



With 33% share of spend and 36% of the Equivalent GRPs, MTN is the biggest advertiser 
within the Operator category

Source: Arianna PCA summaries 2024; All adults; Operator brands

THE OPERATORS
SHARE



− Overall operators’ campaigns target the average viewer: broad,  somewhat skewed to females.
− Only Next Cellular has a higher focus on SEM H.

Source: Arianna PCA summaries 2024; Operator brands

THE OPERATORS
TARGET GROUPS



• Overall, DMS takes the highest share of gross spends, followed by SABC and eMedia.
• Compared to other operators, MTN spends less at DMS, suggesting they focus on a broad target. 

Source: Arianna PCA summaries 2024; All adults; Operator brands

THE OPERATORS
GROSS SPENDS BY SALESHOUSE



• In general, the level of discount is high in South Africa. The key reason being the 
package/bundling strategies of sales houses.  Any advertiser - regardless its size, can buy a 
“bundle” of spots or GRPs at a price effectively 70% (more) of the rate card price.

• For the Telco category, we estimate the overall nett spend to be just over R500 million, 
representing an approximate 62% discount off rate card.

ESTIMATING NET SPENDS



Source: Arianna PCA summaries 2024

ESTIMATING 
NET SPENDS



Source: Arianna PCA summaries 2024

• The high discounting reframes the view of cost efficiency.
• At gross level, 

• MTN’s ratecard 30” all adults is 8% cheaper than the Operator category average. 

• Telkom is the cheapest with 31% less than average.

• When ratings are available, we can calculate the overall effective CPP and observe the difference 
between the gross and net spends and identify the effective discount (see next slide).
• Among the operators, MTN’s discount level of 78% is very similar to biggest competitors Telkom and Vodacom, 

leaving Telkom with a higher ROI.

THE REAL VIEW ON COST EFFICIENCY



Source: Arianna PCA summaries 2024

THE AVG EST NET EQ COST PER GRP
REAL EFFICIENCY 



Source: Arianna Spot list 2024

• MTN flighted 31 campaigns.  

• The campaigns can be grouped as campaigns with a
top – medium or low level of investment. 

TOP

MEDIUM

LOW

MTN CAMPAIGNS



MTN CAMPAIGNS BY LEVEL OF INVESTMENT 

Source: Arianna Spot list 2024

− 5 campaigns contribute to 57% 
of net spend and 58% of GRPs

− 16 campaigns contribute to 40% 
of net spend and 33% of GRPs

− 10 campaigns contribute to 3% 
of net spend and 9% of GRPs

− With lower level campaigns 
showing a higher ROI, there is 
an interest in further 
investigating the factors causing 
this difference compared to top 
and low level of investment type 
of campaigns.  



Source: Arianna Spot list 2024

MTN NET CGRP & EQ. GRPs PER MONTH

Top: R64m-R24m
Middle: R17m-R4m

Lower: R3m and below



Source: Arianna Spot list 2024

• At a Nett spend level:
• 17% of spend and 14% of GRPs on DMS;  45% of spend and 50% of GRPs on eMedia
• 5% of spend and 14% of GRPs on Independent; 2% of spend and 1% of GRPs on Paramount
• 31% of spend and 20% of GRPs on SABC

• Highest spend and GRP levels on eMedia suggest a broad target market.  eMedia also 
delivers the lowest CPGRP outside of the Independent.

MTN CAMPAIGNS BY SALES HOUSE



THE TELCO CATEGORY & MTN

• The Category with Operators & MTN

• MTN campaigns within operator and device brand advertisers

• The MTN campaigns by month and level of investment



Issue Do media investments align with competitors?

Analysis We benchmark the delivered GRPs and actual investments with competitors in the market to identify the advertiser’s index of share of 
voice versus investment.

Insights We signal significant levels of share of voice to avoid over and under representation in the advertising space. 
MTN gets the highest return in SOV among ‘device brands’ and is N°2 among ‘telco brands’. 

Source: Arianna Spot lists 2024; All Adults

OPTIMIZE PERFORMANCE AND ROI
EFFICIENCY



Issue Do investments in preferred position precede the level of GRPs? 

Analysis We compare the level of investments with the level of delivered GRP to verify any significant 
outliers. Looking at operator brand advertisers, the overall share of investment is very much in line 
with the share of voice. Although small in absolute figures, the big exception are Telkom campaigns 
on Paramount ‘s network. 

Insights The benefits for sales houses may be taken into account in future negotiations and it is 
recommended to closely follow up the level of GRP in preferred positions.

*excluding breaks with 1 to 4 ads only

Source: Arianna Spot lists 2024; All Adults, Operator brands

OPTIMIZE PERFORMANCE AND ROI
EFFICIENCY & EFFECTIVENESS



Issue Do investments in preferred position precede the level of GRPs? 

Analysis We compare the level of investments with the level of delivered GRP to verify any significant 
outliers. Looking at device brand advertisers, the overall the share of investment is higher than share 
of voice for MTN and Huawei. Sales houses in charge of campaigns from MTN and Huawei have a 
clear benefit.  For Samsung only DMS and eMedia benefit (also taking the largest part of Samsung 
campaigns).

Insights The benefits for sales houses may be taken into account in future negotiations and it is 
recommended to closely follow up the level of GRP in preferred positions.

*excluding breaks with 1 to 4 ads only

Source: Arianna Spot lists 2024; All Adults; Device brands

OPTIMIZE PERFORMANCE AND ROI
EFFICIENCY & EFFECTIVENESS



Issue Do investments in prime time precede the actual GRPs? 

Analysis We compare the level of investments with the level of delivered GRP to verify any significant 
outliers. Looking at operator brand advertisers the ratio between share of investment and share of 
voice is mostly beneficial for sales houses. Independent and Paramount for MTN and Vodacom being 
the exception. 

Insights The benefits for sales houses may be taken into account in future negotiations and it is 
recommended to closely follow up the level of GRP in preferred positions.

* 17:00-21:59

Source: Arianna Spot lists 2024; All Adults, Operator brands

OPTIMIZE PERFORMANCE AND ROI
EFFICIENCY & EFFECTIVENESS



Issue Do investments in prime time precede the actual GRPs? 

Analysis We compare the level of investments with the level of delivered GRP to verify any significant 
outliers. Looking at device brand advertisers, the ratio between share of investment and share of 
voice highly depends on brand and sales house’s network. Zooming in on the biggest sales houses, 
DMS and eMedia get most out of MTN campaigns. 

Insights If they are clear benefits for sales houses, they may be taken into account in future 
negotiations and it is recommended to closely follow up the level of GRP in prime time.

*17:00-21:59

Source: Arianna Spot lists 2024; All Adults; Device brands

OPTIMIZE PERFORMANCE AND ROI
EFFICIENCY & EFFECTIVENESS



Issue Does the campaign delivery follow the natural delivery of audiences across time band?  

Analysis We analyse viewing patterns and verify to what extent objectives such as % of GRP in 
peak time are feasible and meaningful. Peak time can be defined as 17h00-22h00 making up 40% 
of the audiences between 0600-24h00, compared to 28% of the minutes. We expect prime time 
usage to be a minimum of 30% and a maximum of 50%. 

Insights Significant discrepancies between actual viewing and minimum thresholds (e.g. MTN at 
eMedia) allow us to detection counterproductive KPIs and fuel review.

*17:00-21:59

Source: Arianna PCA; Spot lists 2024

OPTIMIZE PERFORMANCE AND ROI
STRATEGY VALIDATION



Issue Is the media strategy in terms of channel mix based on actual viewing patterns?  
Analysis We analyse viewing patterns and verify to what extent the proposed channel mix is optimal. 
Insights Significant discrepancies between actual viewing and the media plan allow us to challenge the strategy and saleshouse negotiations. 
The chart shows the average daily reach of a channel for All Adults with a recommended channel mix. 

Source: Arianna Programmes, reach% (1 cons. Min); 0600-2400; Jan-Dec 2024

Recommended ratings % split:
SABC 1
Etv
SABC 2
eExtra
Mzansi Wethu

OPTIMIZE PERFORMANCE AND ROI
STRATEGY VALIDATION



Issue What is the incidence rate of zero ratings? Are they equally distributed across advertisers and across sales house?   
Analysis At brand level, the share of Zero’s is somewhat more positive for MTN. At sales house level, the difference between DMS and eMedia, the 

two biggest sales houses is remarkable. At brand by sales house level, brands are are equally impacted, especially on DMS and Paramount network. 
Insights The analysis suggests a closer look onto the performance of these sales houses (at channel, campaign and break level).

RISK MITIGATION & FUTURE-PROOF STRATEGY
PREVENTION



Issue What is the incidence rate of zero ratings among channels (in Prime, 17:21:59)? Are they equally distributed? 
Analysis There is a big variation in the incidence of zero ratings, ranging from 100% to 0% among big and small channels.
Insights A careful selection of channels according to the level of zero ratings can be useful to optimize campaign performance. 

Source: Arianna Spot lists 2024
*Prime: 17:00-21:59

RISK MITIGATION & FUTURE-PROOF STRATEGY
PREVENTION



THE TELCO CATEGORY & MTN

• The Category with Operators & MTN

• MTN campaigns within operator and device brand advertisers

• The MTN campaigns by month and level of investment



Issue Does the media strategy in terms of campaign periods take into account ratecards’ month indexes and competitors’ spends?  
Analysis We analyse the level of investments (gross, net) and delivered equivalent GRPs against indexes that are applied by month. 51% of 

total spend is focused on the November – February period, traditionally a high clutter period for advertising. This is also the same period as key 
competitors – potentially an opportunity to increase SOV outside of these more cluttered months.  

Insights The timings of the campaigns can be optimized balancing between at the one hand the cluttered versus the non-cluttered periods and 
expensive versus les-expensive months at the other hand.

OPTIMIZE PERFORMANCE AND ROI
STRATEGY VALIDATION

Source: Arianna PCA; Spot lists 2024



Top: R64m-R24m
Middle: R17m-R4m

Lower: R3m and below

MTN CAMPAIGNS BY SALESHOUSE



MTN DAYPART BY NET SPEND & EQ GRPs



• The telco category is composed of different subcategories, each represent a set of players who 

compete for one another with share of voice and share of investment. 

• For some of the campaigns MTN might be in competition with operators, for other campaings the 

focus may be more on device brand advertisers;
• Within the operators, MTN is the biggest spender, but Telkom got a better ROI reflected in more eq. GRPs at a lower 

cost. 

• Compared to device brands Huawei and Sumsung, MTN gets the best ROI. 

Overall conclusions & recommendations



• MTN can optimize its ROI by finetuning the required levels of KPI’s by its relevant subcategory. 
• Looking at the share of voice and investments of other players in each of the subcategory, MTN can define the 

required level of GRPs and spends to remain competitive, whilst avoiding overspends. 
• For each of the planned campaign, MTN then identifies the corresponding subcategory and levels of KPIs as 

objectives to follow up once running.

• In addition we identified a couple of areas with potential room for optimization
• Investigate the factors contributing to a higher ROI for medium level investment campaigns
• Review conditions with sales house re investments in prime time and preferred position (given the relative lower 

increase in eq GRPs per investment). 
• Review the timing of the campaigns in light of less cluttered and less expensive periods for communication.

Overall conclusions & recommendations



MTN Dashboard

• Following the ad hoc audit, we’d build a dashboard, in consultation with the MTN team to further monitor campaigns. 

• Based on above findings we’d suggest to identify the Umfelt for each of the MTN campaign (‘operator’ vs ‘device’) to 

select the corresponding objectives, relative to the competitors’ performance and viewing behavior. 

• F.i. Campagin A competes with device brands, where we define the maximum share of zero ratings as 65%.

• The actual share of ratings will be reported on a weekly basis, by channel for MTN, Huawei and Samsung. 

• A notification will be sent if the share of ratings succeeds 65% and/or is more than 5% higher than competitors. 



MTN Dashboard

• Illustration 



MTN Dashboard
• Illustration 



Thank you 
Let’s talk


