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Overthe lastfive years v had many apportunities to speak wilh vanous media professianals rom Austealia, New Zealand and the

US. Whersver ths question “What abeul audits” pops up. they all share he same sentment, L2, any media person will be shown the
doorifthey donothave 3 vald audit from a repelable indusiry sanclioning media ar advertising association. However on the Singapore
and talaysia frant, there is not much importance placed on his crucial requirement.

Media planners, strateqists andinvestors are eflen overwhelmad by incessant requests of media cwners (o showease their products
ard services. I probably makes it even mers challenging for these madia buyers 1o make accurate, unbiased and effective decisions
when presentsd with proposals from media sales orofessionals, A3 such, almost avtomatizally, to cut the clutler and provida an even

3 @ik

keel to evaluation of reach and ¢ffecliveness, & Media Audit should be presented and discussed in delail as part of the sales pilch.
The following are experiencas |d like to share, which are in no way zn exhaustive process flow, but have aclually propelled ZoCard

ko b the first Postcard advedising platiarm in SEA to be audited,
Step 1:

Defing whal's gaing lo be audiled - some madia owners cnly audit the print run and distribution fegures but not acteal take.up by
audiences. We strongly believe fhal allhaugh this i more challenging to execule, it is. withoul a doubi. mare robust to have sudits on
the numbers of effective reach ie. the number of 2dvertisaments thal reach a required audience or take-uplconsumed mediafads,

Take Up Rale or Consumption - This can be done quite easily - all that's needed
i & basic stock coniral system that establishes the tdal run less the redumns,

Step 2:

The nextslenis define the distribution poins. This can be verified through perisdic
dislribution vedilization reports, subjzcling distibution paints o randam tests. sven
letling the audilors visit and inspact these distribulion points. Conferd can be made
availakle for verification and authentcation &l perodic quaterly or half vearly audits.

Step 3:

IMost media owners have a paper trail thal establishes the aciual media
purchasels) orimvasiment{s) by the media buyerclient. This mediainsertion/booking,
must be verified with every delivery order from third parlies engaged to deliver the
raw praducts. Audits must be ablz tovenfy and match actual imvestments with actual

preduclion'distribulion by the media owner.

Step 4:

Once Lhe gyztem is devised, only then can Inis grocess be validated by lhe
ABC (Audit Bureau of Circulation), However, in our case, where thare is litle, if
any, precedence [nole: posteand adverising as & media platinrm iz enly 23 tn 75
years old globally), we did an addiiona! st2p, 1.e.: 10 get aur third party financial
audil firm lendorsad by the CPA o] Singapore] 1o verily cur submissions 1o ABC. If
the entire process meels the requirements of the audit agency, & much-teuded
Audit Certifcation will be received by the madia cwner.

Media planners are increasingly calling for greater trans parency, relying
ondata that is authentic and backed by a dependable and reputable audit to
ultimately lend credence and integrity to the media itself. @



