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for Media Analysis) in Germany, who was developing applications in the seventies, based
on linear programming like the military.

Wendt used many terms that have become essential: single-source, donors and recipients,
common and specific variables, distance, marrying individuals.

The ‘80s saw an influential French school, led by Gilles Santini, which developed several
new algorithms.

The first major British contribution came in the early ‘90s. The Market Research

Development Fund backed a test in which one half of the TGl was fused onto the other
— now known as folding. This is a powerful form of validation which allows the predicted
selectivity of media against target audiences to be compared to the actual values. This
work established a new and relatively simple algorithm which has stood the test of time:

After one or two false starts, the first successful commercial application in the UK was the
fusion of TGI with BARB to form the Target Group Ratings. TGl was fused onto BARB rather
than the other way round, so as to preserve the ratings currency. Though this was a purely
commercial decision, recent methodological advances have shown it had technical

merit too.
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calculated in advance. Among other results, this paper established that it is always better to
fuse the larger survey onto the smaller one.

In short, while constructing a fusion remains hard work, it is no more fraught than any other
form of data-modelling. In these times of media convergence, with a wide and growing
range of devices and channels being offered to the public and a growing need to see the
whole picture, fusion’s time has surely come.

The full version of this paper with a list of the above references may be accessed at:
http://www.ipsos-mori.com/fusion
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