


Thoughts/Findings/Recommendations

I. The description of the target audience should be sharpened and quantified.   

 Suggested enhancements:   

 • county size 
 • employment status 
 • leisure activities:  home decorating, epicurean, gardening, fitness, etc. 
 • psychographic elements 

II. The monthly spending strategy for magazines and television may need to be tightened to better dovetail with shopping  
 cycles/Chico’s revenue. 

III. The monthly media spending percentages for print and television vary greatly in November and December.  The budget  
      allocation by month may need to be examined closer. 

        Percent Spending by Month
      August        September        October         November        December

    Print:    3.4%            33.7%              24.1%             13.2%              25.6% 
          Television:               6.6%             28.5%              26.2%             34.7%                3.9% 

IV. The method of identifying consumer responses needs to be tightened.  Because there is only one 800 number, television and  
 print respondents are asked to recall where they have seen Chico’s advertising.  This method cannot yield accurate results  
 because viewers and readers get confused over where they have seen the advertising. 

 If the acquisition strategy continues in the fall, Chico’s should invest in putting different 800 phone numbers in all television
 programs/networks and magazines to ensure accurate tracking. 



Thoughts/Findings/Recommendations

V. Because of the long list of magazines and cable networks (many far down the audience concentration list), very little targeting
 is occurring.

  A tighter media focus (fewer publications and networks), with more frequency, will capture the attention of the target  
 audience more effectively.  It may also stretch Chico’s media funds (yielding lower prices) through more intense media  
 negotiations with a shorter list of vendors. 

     Style and lifestyle networks/magazines should be stressed. 

VI. The television daypart mix may need an overhaul: fewer daytime soaps, more early evening and perhaps prime time. 

 (It is not possible to determine the dollar investment by daypart from the information provided.) 

VII. The entire fall ’06 television effort should be re-thought and substantially revised. 

  •   The largest television dollar investment in the fall is on DirecTV ($1,031.4M).   

        DirecTV only reaches 14% of US TV households, and skews heavily to rural C and D counties.  

   This investment should be cut by at least 80-90%. 

  •   Spending in all soap operas should be reduced because weekly spot loads are too heavy. 

  •   Various cable networks should be deleted from the current schedule (if possible) and other networks should be  
                added. 



Fall 2006 National Magazines

This fall, Chico’s will advertise in 38 different national magazines, using either a very small ad in the catalog section, or a full-
page four-color ad.  Using MRI research, we ranked the magazines based on their composition (index) of Women 45-64 with a
household income of $75K+.  ( denotes a catalog ad, a page four color ad.)

Avg. Aud. Index  On Fall Avg. Aud. Index On Fall Avg. Aud. Index On Fall
’06 Plan ’06 Plan ’06 Plan



Fall 2006 National Magazines

Observations

 • Cosmopolitan, Fitness, Allure and Child appear to be questionable magazines for Chico’s. 

 • Real Simple, Sunset, Southern Accents, Shape and other magazines should be considered for full-page ads because of  
      their high indices and because many national magazines under-perform in the West and in the South (hence Sunset and  
  Southern Accents). 

 • Perhaps 1/3 square ads should be substituted for the catalog sections.  In this scenario, lower-cost customer 
  acquisition can still be met while brand-building takes on a more prominent role. 



Fall 2006 National Magazine Flowchart

Here is how the fall 2006 print activity looks by month:

Questions

•  Is the monthly GRP delivery and spending in
    agreement with historical sales patterns?

•  What is the investment strategy behind using
    catalog sections and full-page ads?

•  Should a greater investment be made in full- 
    page ads or perhaps one-third square units? 

•  Is a single insertion in one publication
    effective? 

 • Or, because the catalog section space is
    relatively inexpensive, does the response
    generated justify the means, regardless of
     traditional media approaches? 



Programs/Cable Networks – Ranked by Audience Index:  Women 45-64/HHI $75K+
(Source:  2005 MRI Doublebase)

Observations

 •   DirecTV has the highest dollar investment yet the lowest 
  subscriber base (low reach potential) and a strong skew to 
  rural counties where Chico’s stores/revenue may be below
  average. 

  In terms of coverage, the 15,400M DirecTV households equal
 14% of the US. 86% of US TV HH’s do not subscribe to DirecTV. 

    •   Many of the afternoon network soap operas skew downscale 
 have a high dollar investment and in the case of Y & R, skew to 
 C and D counties. 

    •   55% of the Fall ’06 budget is allocated to daytime soap 
  operas which do not reach women who are full-time
  employees and have only modest reach against part-time
  female employees. 

  There is no way to determine coverage of full-time
  female employees because detailed schedule information
  has not been made available.

    •   These cable networks are not on the fall ’06 schedule but 
  research indicates their viewers have congruency with 
  Chico’s target audience:

  -  WE 
  -  Style
  -  Oxygen 
  -  Lifetime 
  -  Bravo 
  -  Discovery Health 
  -  E! 



Television Schedules – Networks/Spots/GRP’s

Total Weekly 28 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25

GRP's GRP's

The View 85.2 7.1 2 5 5 5 5 5 5 5 5 5 3 3

All My Children 57.7 4.8 2 3 2 3 2 2 3 2 2 3 2 2

One Life to Live 50.8 4.2 2 2 2 2 2 2 2 2 2 2 2 2

General Hospital 56.3 4.7 2 2 2 2 2 2 2 2 2 2 2 2

Today Show II 14.2 3.6 2 2 2 2

Young and the Restless 96.1 8.0 2 4 3 4 3 3 4 3 3 4 3 3

Bold and The Beautiful 49.3 4.1 2 2 2 2 2 2 2 2 2 2 2 2

As the World Turns 25.7 2.1 2 1 1 2 1 1 2 1 1 2 1 1

Guiding Light 34.5 2.9 2 2 2 2 2 2 2 2 2 2 2 2

Lifetime Movie Network 7.2 2.4 10 10 10

Hallmark 9.8 3.3 15 10 10

A&E 7.5 2.5 15 10 10

ABC Family 9.5 3.2 15 10 10

TNT 19.7 6.6 14 10 10

Biography 2.9 1.0 20 20 20

HGTV 11.6 3.9 15 10 10

Food Network 10.0 3.3 15 10 10

DirecTV- News Cluster 14.5 4.8 20 20 20

DirecTV- Lifestyle Cluster 58.2 4.9 20 20 20 20 20 20 20 20 20 20 20 20

DirecTV - Female Cluster 58.2 4.9 20 20 20 20 20 20 20 20 20 20 20 20

Total: 678.9

GRP's/week: 48 54 46 36 57 50 47 29 53 47 47 53 44 44 29

DecemberSeptember October November

Number of Spots Per Week
Observations (continued)

  •   Too many cable networks are purchased
 given the low GRP’s purchased on each 
 network.

 Lifetime Movie Network, A&E, and 
 ABC Family have above average CPM’s. 

      •    The dollar investment in The View is
 excessive. A spot is scheduled every day 
 in this hour-long show for a period of nine 
 weeks.  45 continuous days should cause 
 viewer wearout and contribute to
 diminishing response.

 Same concern for the heavy spot load in
 Young & Restless (three to four spots/week)
 and for all soap operas as they have a loyal
 audience that is subjected to the same spot 
 repeatedly over a period of 12 weeks.

      •   The GRP’s vary week by week and do not
    suggest an underlying strategy.  Perhaps a
    more effective scheduling pattern is 
    possible. 


