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Exhaustive evaluation

Scenario 1: 

Pros: 
· Awareness and viewing of the channel would go up and over time deliver a rating boost of 20%
· Reaching 18-34 year old females in all of the clusters (80%)
· No additional promotional expends

Cons: 
· Ad sales was forecasting a 10% drop in CPM to 1.80 dollars if the current audience mix stayed the same
· Competition would continue to penetrate the premium segments
· TFC’s low price ability could erode
· Not targeting a specific valuable target group

Scenario 2: 

Pros: 
· Targeting a group with a high-degree of interest in fashion and therefore a very valuable segment group. This could strengthen the audience to advertisers with a likely decrease in CPM 
· Strengthen the value to the audience through specialized programs targeting the interests of this specific target group. This might lead to higher ratings
· Substantially growth in advertising revenues
· High increase in CPM to 3.5 dollars
· Decrease competition with Lifetime since they focus especially on women between 18-34

Cons: 
· Covers only one group of clusters with a size of 15%
· Potential drop in viewers, because TFC would target a smaller segment 
· Change of losing many cable subscribers and thereby distribution support
· Decline in ratings to 0,8%
· Decrease in customer awareness because of the small target group
· Additional programming cost – up to 15 millions dollars pr. Year
· Not attracting other segment groups

Scenario 3: 

Pros: 
· Increase in ratings 1,2%
· Increase in CPM to 2.50 dollars
· Reaching to segment groups with a cluster size of 50%
· Targeting the two most valuably segments groups based on their interest in fashion and responses in Exhibit 2
· New programming for the two target groups

Cons: 
· 20 millions dollars spent on additional programming 
· Targeting only 50% of the clusters
· Chance of decrease in loyal customers/cable subscribers

Recommendation 

On the basis of the analysis above, I recommend that TFC should apply the 3. Scenario listed – a dual targeting on the two segment groups “Fashionistas” and “Shoppers Planners”. I recommend this solution, because TFC hereby focus on two valuably segment groups based on their interest in fashion with a total cluster size of 50%. Focusing on a specific audience might lead to higher increase in ratings and advertising pricing, because advertisers get access to a more valuable target group. This would potentially lead to an increase in CPM on up to 2,5 dollars. The segmentation is also positive in the way that TFC does not focus on many clusters with the risk of being too generalized as in scenario 1, but also TFC does not place everything on only one segment as in scenario 2 and hereby spread their risks a bit more. The 3. solution also increases a higher awareness among people, but still within the right valuable target groups. This can lead to greater competition with CNN and Lifetime. Last, but not least, this solution also offers an increase in the financial return in terms of CPM. 

[bookmark: _GoBack]Word: 195




