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Intelligence Suite

By Fatima Abreu, Pollux Support Manager, AGB NMR Production Services

AGB Nielsen Media Research is committed to continuous
Pollux development and providing production software
that is not only capable of adapting to, but also leading
the worldwide TAM evolution.

In-line with this commitment, we are proud to launch
Pollux IBIS (Integrated Business Intelligence Suite).

Pollux IBIS is the new Pollux Enterprise reporting system,
a web-based application for powerful, in-depth data
analysis providing micro-to-macro panel views.

Pollux IBIS was created to eventually replace the current
Pollux Client through modular development and
implementation. All new modules will have a specific,
standard to/from connector to allow easy plug-in of a
range of business processes and applications.

Pollux IBIS has an interface layer with the current Pollux
ensuring all versions work in parallel and allow step-
by-step integration of new modules. The Interactive
Quality Control Module and all Key Quality Control and
Production reports are now available.

Pollux IBIS benefits include:

e Pollux IBIS is a user friendly tool, reinforcing AGB
NMR’s commitment to best practices and standard
procedures worldwide;

e Pollux IBIS improves results as users spend less time
running reports and more time taking action to improve
quality and results;

e User friendly, flexible layout means that information
can be displayed with minimum development to
incorporate new reports;

e Users can easily navigate reports with just a click of
the mouse for in-depth data analysis.

Pollus IBIS also provides:

e Enhanced data formats and layout - conditional
forrnatting, charts, text formatting etc.

e Security policies for data access - different user access
levels and data encryption.
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Pollux IBIS’ main components include:

IBIS Report: a straightforward way to create, customise
and execute reports. Fasy to implement new reports
using the extensive, integrated data warehouse suitable
for XML, PDF and Excel export.

IBIS — Analyzer: a platform for high performance data
analysis. Large amounts of data are easily analysed using
the tools provided. Users can analyse data cubes created
in a data warehouse using an interactive listing or cross

tabulations (drag, drop and drill down approach).

Following the development of the Pollux IBIS Report in
April, the Corporate Support team was delighted when
Croatia and Hungary agreed to pilot the product for one
month prior to the Global roll-out. The use and testing of
Pollux IBIS in its initial stages helped resolve any glitches
prior to implementation.

Initial Systems Administrator training took place in
Lugano from 11-16 May. Participating countries included
Croatia, Slovenia, Serbia, Hungary, Greece, Sweden,
Poland, Italy, Turkey, South Africa and Venezuela. A second
round of training took place in Kuala Lumpur 13-18
July and was attended by representatives from Malaysia,
Indonesia, Thailand, Taiwan, Philippines, South Korea
and New Zealand.

WebEx was used in July to train users in Turkey and
Croatia. It was the first time that such extensive training
using WebEx had occurred which allowed a greater
number of participants to be involved and made good
use of everyone’s time.

‘The 3-days training we joined for Pollux IBIS on WebEx was very
useful. I think the new reporting module of Pollux IBIS is extremely user
friendly; the web based application gave us the opportunity to navigate
reports in-depth for advanced data andlysis. I would especially like to
thank Fatima for her efficient training and thank all who were involved
in the development of such a successful application’.

Abdullah Aras, Statistician
QC Dept, AGB NMR Turkey

All European, Latin-American and African countries will
be trained by late September 2009 with the Asia-Pacific
rollout being completed by the end of October 2009.
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Analysing Time-Shifted Viewing

By Maxim Ryabinko, Business Development Manager, AGB NMR ASD

The advent of the VCR in the late 1970s gave us a unique
opportunity to time-shift our TV viewing. Since then
we've been able to record selected programmes to watch
when and as often as we choose. Although this alternative
was not considered to be a “threat” to live viewing, the
recent rapid growth of DVD-R and PVR devices has now
become one of the greatest drivers for change to the
well-established methodology of people meter audience
measurement systems.

With the inevitable worldwide introduction of Time-
Shifted Viewing (TSV) measurement, it is important to be
aware of changes that the new data will bring to standard
viewing behaviour analysis.

First, the data for each reporting day is released twice.
Live viewing is reported overnight as it is now but
several days later, the data for the same day is re-delivered
consolidating the previously reported live audience with
the time-shifted viewing occurring within the same
period.

This delay is defined as the Consolidation Window
which allows consolidation of the TSV numbers. In most
countries measuring TSV, this period is set to seven days
covering most TSV related to the initial broadcast.

Since it is already a requirement to collect more
details regarding when people watched time-shifted
programmes, the list of reported Activities can be
extended to split the TSV audience by Days covered by the
Consolidation Window (Time-shift +1 Day, Time-shift
+2 Day, etc.) and also by Hours of Time-shift (Time-
shift <1 Hour, Time-shift 1-2 Hour, etc.).

This then shows the TSV differential per day or time of
playback and covers TSV within a particular research day
or combined research days (if Cumulated) after the live
broadcast.

In the case of TSV the reported viewing time is consolidated
with the time of live broadcast but the TSV can also be
reported as “Playback™ activity when the viewing time
(i-e. playback) remains the same. Combined with Live
data (“Live including Playback™ activity), this can help
determine the day-part during which most people watch
a certain channel. The starting point is a viewer who
watched this channel live or used playback on a specific
day, an activity being used in Belgium.

Unlimited analyses can be made using TSV data. Using
Arianna, AGB NMR'’s Anlaysis Software, all reports and
charts previously available for the Live audience are now
available for TSV and Consolidated data.

The two-stage data delivery

will change the approach | e
used for viewing analysis o e +3
since the Consolidated B e 47
viewing delivered a week

later will become the

official currency. Previously,
all viewing was classified
as “Live” which has been
the standard television
audience analysis approach
for decades.

The live data available the next morning after broadcast
also includes TSV which occurred within the same
research day, usually reported separately as VOSDAL
(Viewing-On-Same-Day-As-Live) or “As Live” audience.

It means that even in overnight ratings, clients have
the choice of at least three audiences for each reported
channel, programme or spot: Live, VOSDAL and Live
including VOSDAL. To distinguish Live, Time-Shifted and
other types of viewing a new “Activity”parameter has
been added.
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Showing how’Shape of the Day’ changes by adding ‘As Live’ and ‘Time Shift’ audiences

For example, using daily TSV
activitiesitis possibletocheck
audience accumulation for a
given programme or day-part
to determine when the most
TSV occurred. Additionally
the “Shape of the Day” report
can be analysed by different
audience layers.

In Post Evaluation, final campaign results can now be
calculated using the Consolidated audience which is a
new currency available to countries already using TSV
measurement.

New developments recently requested by Belgium will
take TSV analysis to the next level, offering new TSV
variables (Time Shift Delay, Share of TSV, Day Share in
TSV and Market Share in Total TSV) and introduce a new
data format including the exact TSV (Time-shift delay in
seconds).
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Twinning Methodology

By Dr Angelo Amoroso, Managing Director, AGB NMR Italia

Product development and upgrading is continuous;
Twinning is a principal based on the pairing or uniting
of two similar objects. By applying this interactive
process to the TAM environment, Twinning Methodology
potentially provides a solution to cross-media planning
between television and the Internet.

Single Source data for both TV and the Internet is the
obvious solution however it is only feasiable if based on
a large scale representative sample.

behaviour that is incongruent with the recipient’s actual
TV behaviour thereby creating a false overlap.

One other point to note is that because the Internet
Panel uses different projection factors compared to the
TV recipient panel, there would obviously be different
results when the same raw data is used. These differences
may or may not be significant but regardless, the figures
obtained from the recipient panel once fusion is complete
would vary when compared to the currency.

Nielsen in the US However, this
has a convergence methodology issue
Single Source panel . can be easily resolved
comprising 1,000 TV and Internet Combined by not  actually
homesin which both fusing the two but

TV and the Internet
are measured. While
this panel can be
used in a number

Panel Dynamlc Target

_,-»-“'""\

of useful ways, due . 'd

to its size it cannot . S
. L]

be used as either \ * ., ;'/

currency or for
media planning.

Data Source
Integration, or
Data Fusion as it is
more commonly
known, provides a
path to cross media

Fusion - Like

v  Measurements

?,2:2? E bY. stgpping at the
twinning step.

4_..--"' \ This' allows  the
. creation of a
Twinning Table
in which each TV
Panel individual
corresponds to more
than one Internet
Panel individual,
although it should
be noted that the
Internet panel
generally hasahigher
sample dimension.

planning. While not
as easily understood
as the Single Source approach, Data Fusion does warrant
serious consideration.

The Data Fusion approach requires both a donor and
a recipient; two individuals belonging to two different
panels but with a pre-determined number of demographic
and behavioural characteristic similarities are linked — or
“twinned”.

Once the donor and the recipient are selected, the
next step is the uniting or “fusion” whereby donor
information is fused to the recipient. The Recipient Panel
then becomes a type of Single Source. Unfortunately one
of the most disputed points of Data Fusion is the fusion
process itself.

For example, data from an Internet Panel donor twinned
with aTV Panel recipient could result in donated Internet
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An analysis
software tool such as Arianna, capable of handling both
environments, is required.

Starting with the TV Panel environment, a DynamicTarget
of people who have watched a specific campaign can be
generated. Using the Twinning Table, Arianna could then
generate a Twinned Dynamic Target from the Internet
panel. It would then be possible to analyse surfing
behaviour of the Twinned Dynamic Target.

The process could also run in reverse, beginning with
the Internet panel and generating the Twinned Dynamic
Target within the TV panel.

From this approach an advertiser could draw the
following conclusion: People that have watched my TV
campaign also visited these websites, therefore I could
plan a targeted communication initiative for them.
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The full A2/M2 Three Screen
Report is available at
http://blog.nielsen.com/

nielsenwire
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Nielsen

Three Screen Report

Nielsen's latest A2/M2 Three Screen Report reveals that average American TV
consumption remains at an all-time high compared to the same time frame
last year, with millions more also tuning into video content online and over
their mobile phones.

The mobile video audience increased 70% from a year prior and time spent
watching online video increased 46% in the same period. While online and
mobile are taking on an increasing role in the American media experience,
traditional TV consumption continues to grow and remains at a seasonal all-
time high (141 hours a month in the second quarter). American consumers
appear to be adding video consumption platforms - not replacing them - and
multi-tasking is part of the equation.

Data from the Convergence Research Panel established in 2008 is included
in the report for the first time and shows that 57% of consumers with Inter-
net access at home watch TV and go online simultaneously at least once per
month. On averge these consumers spend 2 hours, 39 minutes each month
simultaneously using the Internet while also watching TV.

The average consumer’s online experience at home is in front of the televi-
sion almost a third of the time — 28% of consumer’s time using the Internet
is also spent simultaneously watching TV, while only 3% of consumer’s time
watching TV is spent simultaneously using the Internet.

The following trends to watch were highlighted in the report:

* Timeshifted television will continue to grow. Currently, 30% of homes in
the U.S. have DVR devices. Nielsen data also shows Americans are using DVRs
more than ever, watching one hour more of timeshifted TV each month than
a year ago (7hrs, 16min in 2Q09 vs 6hrs, 5min in 2Q08).

* Younger demographics aren’t using the Internet as much as older demo-
graphics, yet the growth rate of kids 2—11 online clearly outpaces the overall
Internet penetration. The number of kids online has increased 18% compared
to 10% growth for the total active Internet universe (P2+).

* Mobile video viewing continues its upward trend, with over 15 million

Americans reporting watching mobile video in Q2 2009. This is an increase
of 70% versus last year — the largest annual growth to date.
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Monthly Time Spent in Hours:Minutes Per User 2+

e aw g TN Abelenife e
Watching TV in the home* 141:03 153:27 139:00 1.5% 2:02
Watching Timeshifted TV#* 7:16 8:13 6:05 19.5% 1:11
Using the Internet** 26:15 29:15 26:29 -0.9% 0:14
Watching Video on Internet** 3:11 3:00 2:12 45.5% 0:59
Mobile Subscribers Watching 3:15 3:37 3:37 -10.0% 0:22

Video on a Mobile Phone”

Source: The Nielsen Company
Editor’s Note: TV viewing patterns in the U.S. tend to be seasonal, with TV usage higher in the winter months and lower in the summer months
leading to a decline in quarter to quarter usage, yet increasing from 2Q08 to 2Q09.

Persons 2+ Watching TV and Using the Internet
Simultaneously At Least Once Per Month — June 2009 °°°

P2+
% of Persons Using TV/Internet Simultaneously 56.9%
Estimated Number of Persons Using TV/Internet Simultaneously (000) 128,047
Time Spent Simultaneously Using TV/Internet Per Person in Hours:Minutes 2:39
Average % of TV time Panelists spent also using the Internet 2.7%
Average % of Internet time Panelists spent also using TV 27.9%

Source: The Nielsen Company

FOOTNOTES FOR CHARTS ABOVE:

° TV in the Home includes those viewing at least one minute (reach) within the measurement period. This includes Live viewing plus any playback
within the measurement period; Timeshifted TV is playback primarily on a DVR but including playback on services like Start Over as well as playback
from a DVD recorder or VOD.

* TV in the Home includes Live usage plus any playback viewing within the measurement period. Timeshifted TV is playback primarily on a DVR but
including playback services like Start Over as well as playback from a DVD recorder or VOD.

** Internet figures are from home and work. Hours:minutes for Internet and video use are based on the universe of persons who used the Internet/
watched online video. All Internet figures are monthly averages over the course of the quarter. Due to enhancements to Nielsen NetView and Nielsen
VideoCensus, Q2 2009 figures are based on June 09 monthly metrics only. Trending of previously-reported data with current results may show percent-
age differences attributable to these product enhancements and should only be compared directionally. Quarterly averages will resume with Q3 2009.

A

The average monthly unique users of mobile phones and mobile video in 2Q 2008, 1Q 2009 and 2Q 2009, projected based on Nielsen TPG surveys,
Nielsen TPG Flowshare and CTIA projections of U.S. wireless subscriptions. Video user projection, time spent and composition data based on survey
analysis of past 30 day use during the period. The mobile video audience figures in this report include mobile phone users who access mobile video
through any means (including mobile Web, subscription-based, downloads and applications). Projection of all subscribers is based on persons 2+. Pro-
jection of mobile video viewers, and all other mobile video estimates, based on subscribers 13+.

°°°Figures are from Nielsen’s TV/Internet Convergence Panel, a sample of 1000 homes and approximately 2800 people (ages 2+) where both TV and
Internet are electronically measured. PCs owned by the household are measured, including laptops. PCs owned by an employer are NOT included.
The panel is primarily comprised of Forced Turnover Households (FTO) from Nielsen’s National TV panel and is therefore not a probability sample or
projectable to the total U.S. population. NOTE: Simultaneous users are those that simultaneously used the TV and the Internet for at least one minute
during the month. TV in the Home includes those viewing at least one minute (reach) within the measurement period. This includes

Live viewing plus any playback within the measurement period; Timeshifted TV is playback primarily on a DVR but including playback on services
like Start Over as well as playback from a DVD recorder or VOD. Simultaneous Users are weighted to the sum of weights of Internet homes in Nielsen’s
National TV sample. Weighting has not been applied to the other statistics. June 2009 is 01/06/2009 - 28/06/2009.

TAMWise 02/2009 - TAMtech
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PlUSs Flexible Report Deployment

TAMWise 02/2009 - TAMtech

SchedulerPlus is a new AGB Nielsen Media Research software application. It
is a power scheduler conceived to automatically accomplish tasks and deploy
outputs to clients with a great deal of customisation and flexibility - all
managed by one system.

Through an intuitive interface, SchedulerPlus allows users to easily schedule
reports (e.g. Arianna analyses), monitor pending requests and administer
client details.

Client macros can also be easily integrated into SchedulerPlus to produce
customised reports.

SchedulerPlus uses Arianna Workspaces (AWYS) as input to deliver customisable
reports tailored to meet client needs in just a few steps:

e In Arianna, create the AWS containing the reports which need to be
produced;

e In SchedulerPlus, create a new request using the AWS as input and specify
all relevant details such as Clients, Frequency and desired output.

Reports can be exported in various formats including Excel, HTML and .txt
and delivered to clients either by email or SMS.

This new application makes use of built-in functions through a simple
scripting language allowing users to combine different plug-ins with a set of
predefined commands (such as Run, Export, Format, Send, Close) to achieve
the desired output.

A powerful automatic recovery system guarantees that reports are always
delivered on time — even in the event of a software crash or data unavailability.
As an application service, SchedulerPlus runs continuously in the background
and automatically reschedules jobs without manual intervention.

SchedulerPlus is an open and flexible application. Currently configured for
Arianna, it can be tailored to call on different source applications and to
deliver different outputs (such as XML files to feed websites).

SchedulerPlus is the solution to reliable, time saving and easy report
generation.

For more information on SchedulerPlus or to arrange a demonstration, please
contact your marketing representative within the Analysis Software Division
or email schedulerplus@agbnielsen.com
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What the TAM Industry

has been talkl I\g about
a

The  independent  semiconductor
company NXP founded by Philips,
confirms that its complete DVB-
S2/MPEG-4 digital video recorder
(DVR) set-top box solution has been
incorporated in the latest Amstrad
DRX780UK HD satellite receiver.

Tandberg Television, Sony, Neotion and
Strategy & Technology (S&T) combine
their industry expertise to deliver a
VOD solution enabling cable operators
to deliver network-based time-shifted
services and targeted adverts direct to the
TV, without the need for a set-top box.

TVBLOB and Telsey begin shipping
the BLOBbox, a hybrid set-top box
for analogue and HD televisions that
allows users to watch and record digital
terrestrial television (HD PVR, built-
in HDD), download podcasts using
Miro and BitTorrent, as well as browse
services like YouTube and Gmail.

US-headquartered neuromarketing
research agency NeuroFocus acquires
brainwave = measurement specialist
Neuroco in the UK, as part of its
strategy to expand into Europe.

Arthur D. Little’s new report in March,
“Mobile TV - Tuning in or switching
off?” investigates the status of broadcast
mobile TV uptake worldwide and
identifies actions that key players
need to take to improve the prospects
of broadcast mobile TV businesses.

Approximately 40 million users watch
mobileTV based on broadcast networks,
in addition to those watching mobile
TV streams via 3G networks which is
well below initial projections and only
about 1% of all mobile phone users.

In March In-Stat reports that the global
credit crunch could endanger many
large digital terrestrial TV deployment
projects, requiring large amounts of
financed capital. The result could be
delays in DTT conversion programmes

since rch 2009

worldwide, with
purchasing fewer set-top boxes (STBs).
The number of people receiving
Mobile TV~ will  reach 472
million by 2013 according to
an analysis by Cantab Wireless.

consumers

According to comScore, Inc., among the
audience of 63.2 million people who
accessed news and information on their
mobile devices in January 2009, 22.4
million (35%) did so daily, more than
double the size of the 2008 audience.

Global IPTV subscriptions reach the
20 million mark at the end of 2008
according to research by Informa
Telecoms and Media wunveiled at
the IPTV World Forum in London.

There is speculation that Research in
Motionwilllaunchafull-lengthTVservice
for its Blackberry customers in April.

At NAB in April Adobe announces a deal
to put its Flash software into many of
the chips that go inside TVs and set-top
boxes, enabling developers and content
providers to create applications to
deliver web-based content toTV screens.

The viewing of TV content continues to
rise but is becoming more fragmented,
according to a new global study by
consulting company Accenture, which
also found consumers are more willing
to pay for TV programming though a
subscriptionmodel. Subscription service
content also appears the most resilient to
the economic woes as it shows no drop-
off in consumer spending, unlike DVD
sales (down 6%), on-demand video
(down 5%) and downloading content
to a mobile phone or PC (down 3%).

Screen Digest forecasts that the global pay
TV set-top box market will peak within
the next four years, reaching annual
shipments of 127 million units in 2012,
before the market declines in 2013.
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Demand for Internet-enabled televisions
is growing rapidly, according to a
study by the Consumer Electronics
Association (CEA). The study “Net-
Enabled Video: Early Adopters Only?”
found that about half of prospective
TV buyers say they are likely to
purchase an Internet-connected TV.

In April, some of the TV research
industry’s biggest competitors meet in
the offices of Nielsen Cos New York
headquarters and agree to share data
and insights as part of an ad-hoc group
hoping to answer some key questions
surrounding the value and utility of
audience data generated by television set-
top devices. The competitors, including
Nielsen, comScore, Rentrak, TiVo, and
TNS Media Research, each pledged data,
insights and technical support to the
initiative, which Havas media unit MPG
organized as part of its ongoing series
of “Collaborative Alliance” meetings.

Despite the level of buzz around ad
skipping, not everyone owns a DVR.
Research shows about one-third of
online households have a DVR (or
think they do). But almost everyone
owns a PC, and most of those folks
are online. So they do own a DVR, as
a PC with online video that serves
that purpose for many people.
New research released by Nielsen in May
indicates the so-called phenomenon of
“cord-cutting” - people who replace a
portion of their TV viewing with online
video streaming - is real, but it also
cuts both ways. Since Nielsen began
simultaneously tracking TV viewing
and online video usage in its national
TV ratings sample earlier this year, it has
found that nearly as many people have
shifted some share of viewing away from
online video, as have shifted toward it.

By 2013, the average household
will have 2.5 times as many digital
media devices (computing, gaming,
digital consumer electronics, portable
and mobile wireless devices) in use
as in 2008, according to In-Stat.

New research from Nielsen released in

June shows that the “Extreme Techies”
segment of broadband users stream
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significantly more online video content,
watching up to 91 minutes or 1.5 hours
per week, compared to the average 44
minutes for all broadband viewers.

The new IPTV Global Forecast Report
- May 2009 from MRG, shows that
2008 actual IPTV subscribers ended up
at about 1 million over its last forecast
in late 2008, or 21.3 million, resulting
in projected subscriber growth of 26.9
million in 2009 to over 81 million in
2013. Combined CapEx revenue plus
service revenue will grow from $9.7
billion in 2009 to $25.6 billionin 2013.

Analysts predict that the number
of  people
using mobile TV is expected to

across the  world

increase to 54 million in 2009.

Analogue TV households make gains
into transitioning their televisions into
sets with digital signal service ahead of
the June switch-off.

New research from Knowledge
Networks finds that the transition
to digital television in the US. has
directly impacted media technology
in one of every four TV households
(26 percent) during the past year.

Arbitron signs another client for its
digital out-of-home video research
service in March, announcing a deal
with Care Media Networks which
operates three place-based networks
in the lobbies and waiting rooms
of health service providers: KidCare
TV in paediatric offices, Women'’s
HealthCare TV in obstetricians’ offices,
and PetCare TV in veterinarians’ offices.

US mobile TV and video solutions
provider QuickPlay Media’s second
annual independent Market Tools survey
- focused on mobile TV and video
consumption in the US - shows that
consumers are confident in the uptake
of mobile TV and video, with 78%
expecting an increase in usage by 2010.

Nielsen’s new “live plus three” ratings
for local markets shows that 90% of
time-shifted viewing occurs within three
days of broadcast and that DVRs boost
viewing by 21% in the key 18-49 demo.

The average TV viewer in the US is
exposed to 72 minutes of ads and
promos a day which suggests they
are not “avoiding” advertising to the
extent often argued reports a four
screens study supported by Nielsen.

DVR solutions specialist TiVo reports
that primetime programming which
aired during the 8pm and 9pm timeslots
in the U.S. in February experienced a
marked increase in time-shifted viewing
over programmes at 1 0pm as viewed by
TiVo service subscribers. Ratings reveal
that the 9pm slot was the most heavily
time-shifted hour with 59% of viewers
opting to record programming during
this hour and watch it later. The 8pm
timeslot was a close second with 58%
followed by the 10pm slot with only
53% of viewers watching in time-
shift mode and 47% tuning in live.

Nielsen begins measuring Internet
usage of some members of its
national TV ratings sample in April.
A decision will be made in Fall 2009
about expanding the integration of
TV and Internet measurement beyond
the limited test sample to build
a foundation for the inclusion of
online viewing in television currency.

Nielsen Online’s Media Analytics boss in
Mayquestionstheability of DVR company
TiVo to offer cross-media measurement
using its panel of subscribers.
A computer server failure in May
causes Nielsen’s national TV ratings to
come to a grinding halt and appears
to contribute to subsequent problems
for local ratings in major TV markets.
In a notice to clients, Nielsen says
it is re-examining the overnight
ratings data for Sunday May 3 in the
metered TV markets which account
for the majority of U.S. TV viewing.

Consumers continue to make more
room in their busy lives for online
video, according to mnew Nielsen
Online VideoCensus data. In May, the
time U.S. consumers spent watching
was up a full 48.9% year-over-year,
which translates to 188.7 minutes.

Nielsen announces in June that another
400,000 US. TV households have
moved to digital signals leaving the
country with around 2.1 million homes
now unable to receive any TV signals.
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Nielsen launches an expanded panel
and platform for measuring Internet
audiencesin July.The new panelincreases
Nielsen’s measurement of websites from
3,000 to more than 30,000, provides
better representation of Hispanics,
teens and cell phone-only households,
plus improves coverage of multiple
personal computers in households.
The mnew Internet measurement
panel is more than eight times larger
than  Nielsen’s previous sample.

Broadcast networks produce a 3.5%
increase in the number of combined
primetime commercial minutesin 2008,
a sign that networks may be forced to
squeeze in more spots to keep revenues
growing. Nielsen figures show that the
total rose to 5,688 minutes in 2008,
topping the total of 5,492 in 2007.

More than a month after the US.
TV industry converted in June from
the analogue to the digital broadcast
spectrum, about half a million US.
homes are still not receiving any
television signal. According to Nielsen
the number would have been higher
except that many of those households
continue to receive signals via
unintended sources despite the Federal
Government's plan to pull the analogue
plug. Although TV viewing levels did
decline right after the digital switch,
they quickly returned to normal.
Arch rivals Nielsen and Information
Resources (IRI) announce in August
a joint venture company to recruit,
maintain and process data from a
common set of households to fuel
each firm’s consumer purchase panels.

Time Warner signs a seven-year contract
with Nielsen to provide ratings services
for all its businesses. Announced in
August, this news comes in the same
week that the media giant was reported
to be part of a consortium planning
to launch its own measurement
system to rival the ratings firm.

Nielsen decides not to adjust its
national TV ratings sample to ensure
that it properly represents households
equipped with personal computers or
Internet access. The decision follows
an annual review of the process
Nielsen uses to determine what types
of households and individuals to
mathematically “weight” to ensure that
they represent the population at large.
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In response to an announcement in
early August that a consortium has
formed to challenge Nielsen’s TV
audience measurement ‘monopoly’, the
firm has been in touch with clients to
confirm that three- screen measurement
remains central to its  strategy.

New data from eMarketer confirms the
proliferation and broadening of online
video consumption in the US. Data
from Knowledge Networks indicates
that online full length TV viewing has
doubled or nearly tripled among some
demographics between 2006 and 2008
and projects that there willbe 144 million
online video viewers in the US this year,
growing to 188 million viewersin 2013.

Broadcast networks produced a 3.5%
increase in the number of combined
commercial minutes in prime time
last year - a sign that networks may
be forced to squeeze in more spots
to keep revenues growing Nielsen
figures show that the total rose to
5,688 minutes in 2008, topping
the total of 5,492 the year before.

Australia: Figures released by Roy
Morgan Research in March confirm
that Australians spend more time
with television than any other media.
Findings show that people spend 43%
of their media time with television,
watching on average 21.5 hours of
television a week. This compares to 14.2
hours per week for radio, 10.7 hours
per week for the Internet, 3.3 hours per
week for newspapers and 1.7 hours per
week for magazines.

Optus gears up for an expected increase
in HD digital television as it prepares
to launch a new satellite in mid-2009.

Seven Media Group takes on Telstra
and other Australian Internet service
providers by selling a broadband
Internet connection with its TiVo
digital set-top box from April.

Advertisers spent much less on
Australian FTA television advertising
in the year to June than they did
in 2007-08, according to industry
revenue figures released in July. The
market declined in every city, region
and state, but the Sydney TV market

recorded the sharpest drop, falling
14.8 percent in the six months to June.

NetworkTen’s new digital sports channel
‘One’ reports its viewing figures starting
mid-April through TAM body OzTAM.

Details on the new SD services to be
launchedontheDTTplatformarereleased.
The Nine Network announces it will
launch a second general entertainment
channel in August 2009 entitled GO!

FTA broadcasters hit back at criticism
of their Freeview digital TV marketing
platform, unveiling plans to deliver
digital content on demand over the
Internet as well as on 15 digital
TV channels by the end of 2009.

Telstra will reportedly take on Foxtel,
TiVo and any nascent IPTV plays from the
broadcast sector in launching a service
to provide a combination of digital
FTA, a full PVR, a range of BigPond
(its ISP brand) content services via IP,
customised web sites like YouTube and
Flickr and open access to high speed
web services. The solution will have a
sophisticated ec-ommerce facility that
will cover the full range of Telstra’s
content from movies, music and gaming.

Regional pay-TV ~ group Austar’s
newest board member outlines
how the company plans to use new
technologies to position itself as
the content hub in regional homes.

The Subscription Television industry
announces in June the creation of
an independent company to provide
research and audience measurement
services to its members and the broader
media and marketing community.

The Interactive Advertising Bureau and
Nielsen Online announced in July the
development of a hybrid web audience
measurement solution for Australia.

Pay-TV platform FOXTEL selects NDS
Dynamic to television audiences across
TV, DVR and interactive applications.

China: Chinese ad agencies specialising
in digital out-of-home media have
seen an upturn in both revenue levels
and investor interest this year, while an
increasing number of brand owners are
also using this medium in an attempt to
engage consumers.
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Malaysia: The Communications &
Multimedia Commission (MCMC) is
expected to invite candidates to tender
for alicense to operate one DTT network.
The tender is expected to take place in
2009 and the license to be allocated in
either late 2009 or early 2010.

New Zealand: Freeview welcomes
two major developments in NZ Digital
Television. TVNZ6 and TVNZ7 will
become available to all Sky TV viewers
on a subscription free basis.

NZ OnAir’s annual survey of the amount
of local content on New Zealand
television finds that New Zealanders are
watching morelocally madeTV than ever.

TelstraClear inks a deal in June with
Digisoft and Veriamtrix to develop a
high-definition  hybrid cable/IPTV
set-top box with PVR capabilities
for its cable television subscribers.

South Korea: Korea’s Digital Media
Industry Association reveals in April that
Korea’s consortium of IPTV firms had
signed a $173 million contract with
its Peruvian counterpart to establish
an education system utilising IPTV
technology in Peru. Korea will be paid
in minerals, including copper, zinc and
molybdenum.

South Korea plans to end analogue
television in some regions from 2010
as part of the switch to digital TV.

Developed Asian markets such as Japan
and Korea have stormed ahead of Europe
and North America in mass uptake of
mobile multimedia, according to a
TNS’ Global Telecoms Insights (GTI)
study. Investments in infrastructure,
improving network speeds, a focus
on innovation and affordable flat-rate
data plans have made the Developed
Asia region the world’s most advanced
in mobile technology adoption.

TV networks up their offensive in

June against peer-to-peer pirates,
threatening  legal action should
file-sharing sites fail to remove

illegal videos from their networks.

Taiwan: Nagravision is selected by
China Network Systems (CNS), one of
Taiwan’s largest cable based television
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providers, to protect the content rights
and revenues of its new premium and
high definition services.

Harmonic confirms ChunghwaTelecom,
Taiwan’s largest telecommunications
provider, has deployed a broad range
of Harmonic’s content management
solutionsinsupportofitsMultimedia-on-
Demand (MOD) IPTV service expansion.

In April Chunghwa Telecom reports that
it has 686,000 subscribers to its IPTV
service adding approximately 10,000
customers during the first quarter
with a 57.6% year-on-year increase.

Nielsen Online launches the Market
IntelligenceserviceinJuly toprovidetotal
traffic data and audience demographics
for websites through a mix of page-
taggingtechnologyandsurveyresponses.

Thailand: Satellite and cableTV
businesses in Thailand consider 2009
and 2010 to be the golden years, Satellite
Television Association of Thailand’s
President said in July. Around 2025 new
satellite TV channels were expected to
start up this year and next and that in
the next five years, the cableTV audience
would increase to that of FTA channels.

It is widely expected that the European
Commission will support local interests
in mobile satellite services and approve
proposals by Solaris Mobile and
Inmarsat to provide pan-European
coverage, including mobile television.

The European Commission releases
a digital competitiveness report in
August claiming to have regained
its lead over the U.S. in broadband
connectivity. The report found that 56%
of Europeans now regularly use the
Internet - 80% of them via a high-speed
connection, up dramatically from 2004
when only one third of users did so.

Data from the MAVISE TV database,
developed for the DG Communication
of the European Commission by the
European Audiovisual =~ Observatory,
shows continued expansion of television
channels in the European (EU 27 +
Croatia and Turkey) television market.
In May, it’s reported that television
broadcasters in the “big five” European

markets already facing the challenges
of fragmenting audiences and the
increased importance of online prior to
the financial crisis, find that the recession
may have produced a “perfect storm”.

Croatia: Croatian telco Iskon, a
subsidiary of Croatian incumbent telco
T-Hrvatski Telekom (T-HT), launches an
IPTV service in April branded ‘Iskon.TV’,
available in nine cities with a line-up of
40 local and international channels.

The Croatian Post and Electronic
Communications Agency (HAKOM)
closes its tender at the end of March for
alicense to operate two DTT multiplexes.

Central European Media Enterprises’
flagship network Nova TV  ups
its audience figures in 2008 as
promised, making locally produced
formats and fiction a  priority.

France: French media research agency
Médiamétrie teams up with software
developer Jungo to create a solution
for collecting data relating to the user
habits and preferences of those living in
‘digital households’.

Germany: The market for IPTV
services in Germany will grow more
strongly over the next five years than
previously predicted, according to a
study by consulting company Detecon
International released in March, adding
that Germany can expect to cross the
5m user threshold as early as 2013.

division GfK
Fernsehforschung upgrades its
TV analysis  consumption  tool
in July to include measurement
of time-delayed, time-shifted
and  out-of-home TV  viewing

TV research

Hungary:
TechniSat Digital launch a strategic

Antenna Hungdaria and

partnership in May supplying DVB-T
MPEG-4 HD digital terrestrial set-top-
boxes.

Ireland: The communications regulator
ComReg opens a consultation on the
use of the digital dividend following
the analogue switch-off completion.
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Italy: Public broadcaster Rai and Silvio
Berlusconi’s Mediaset launch their
new DTH platform at the end of July,
which is set to increase competition
with Sky Italia. TivuSat is a free-to-air
satellite platform carrying 22 Italian
and international channels. RAI and
Mediaset each own 48.25% of the
venture with the 3.5% balance taken by
Telecom Italia.

Internet provider Tiscali ends talks with
BSkyB over the sale of its UK assets,
calling it “de facto impossible” to
proceed with the discussions because of
the impact of the economic crisis. Tiscali
UK eventually reaches an agreement
with The Carphone Warehouse in June
to become part of its TalkTalk Group.

Eutelsat Communications unveils the
results of its two-yearly survey on
satellite television trends in Italy. The
number of homes across Italy equipped
for Direct-to-Home (DTH) reception
increased by 13% over two years
to 7.1 million homes, representing
almost one in three of the 23.1 million
television homes in the country.

Figures published by DGTVi in
March show that 7.8m television
households relied on the DIT
platform for their primary television
services at the end of 2008.

Communications Authority AGCOM
initiates an investigation in May
into the number of DTT channels
operated by the broadcasters in
respect of the quota of 20% per group.

Communications regulator AGCOM
adoptsaresolution that clears the way for
the final shutdown of analogue networks
and the conversion of existing digital
networks. Italy is set for a full migration
from analogue to digital by 2012.

Public broadcaster RAI has commits to
investing at least EUR 700-750 million
in digital terrestrial television by 2012.

Italian telcos Fastweb, Telecom italia
and Wind partner to launch a website
providing  consumer  information
on IPTV services, intended to fuel
subscriber growth to their respective
IPTV services. The site also provides
information to Italian consumers in the
run up to the 2012 digital switchover.
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Macedonia: In March, Telekom
Slovenije receives a license to operate
three DVB-T multiplexes.

Norway: The Norwegian Mobile TV
Corporation, a joint venture between
Norway’s three largest broadcasters,
launches a mobile TV service in May
offering six FTA channels.

Poland: Dialog Telecom, the second-
largestindependent telecommunications
operator, launches its new IPTV service
using a video distribution network
based on Scopus video networking
solutions.

The license to operate a DVB-H service
until 2023 is awarded to the broadcast
network operator Info-TV-FM, one of
just two contenders. DVB-H services
will be available in 31 cities across
Poland until 2015 after which it will
then be possible to provide national
coverage.

Poland’s largest listed media group
TVN takes control of pay-TV platform
‘n’ by buying an additional 26% stake.

The technical specification for the DTT
platformnearsapprovalafterbeingsentto
the European Commission for approval.
Once received, the specification will
need to be approved by the government.

Slovenia: Verimatrix confirms Telekom
Slovenije as is its latest customer to select
the Verimatrix Video Content Authority
System (VCAS) for IPTV to protect VOD
and live broadcast premium content.

Turkey: IP video convergence encoding
solutions provider Envivio is to supply
its Convergence Series video head-
end for Turk Telekom’s IPTV project in
Turkey.

In June, AGB Nielsen and Turkey’s TV
audience measurement body, TAK,
launch a legal investigation after
members of AGB Nielsen’s TV panel
report being offered money to change
their viewing habits. Contrary to claims
in the Turkish press, AGB Nielsen says
that panellists have proactively alerted
the company to corruption issues;
and that it continues to enjoy good
relations with awarding body TIAK

and is very much in the running for
the tender taking place later this year.

United Kingdom: The Coda Research
Consultancy released findings in March
following a three month market and
behavioural study of UK Video on
Demand via TV and online. Coda’s
research showed that UK Internet users
consume at least £1.3 billion (E1.46bn)
worth of illegally sourced video content
a year which is likely to increase
despite warnings about prosecution.
The solution is for rights owners to
work closely with service providers to
open up current and archive broadcast
and movie video by way of aggregated
services.

UKTV strikes a deal with BSkyB’s
Sky Player service to make channels
including Gold available on an onlineTV
service for the first time, also allowing
existing Sky TV customers to watch on-
demand programmes covered by their
monthly subscription at no extra cost.

TheDTGconducted the UK sfirstindustry
consultation into three-dimensional
TV (3DTV) in March. The consultation
asked the DTG membership of over
125 digital television broadcasters,
operators, manufacturers

stakeholders for their
views on the technological feasibility
and viability of 3DTV and for their
views on key interoperability issues.

platform
and other

The DTG issued the 6™ edition of the
D-Book, the DTT specification used
in the UK. D-Book 6 was updated
to incorporate the DVB-T2 standard,
which were used for the launch of
HD services on the DTT platform.

VOD services are now used by half the
population of Britain with millions
of viewers claiming to use the service
every month, according to a survey
commissioned by industry regulator
ATVOD. The survey shows that 50% of
the population have used on-demand
services,with20%usingthemeveryweek.

The Court of Appeal grants permission
to appeal the Competition Appeal
Tribunal’s decision in respect of
BSkyB’s investment in ITV plc.
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Data released in March by BARB and
SkyView reveals the level of personal
video recorders (PVRs) in UK homes.
Approximately 25% of UK homes have
a PVR. Sky+ is the market leader and
is in over 4.5 million homes followed
by Freeview PVRs in approximately
1 million homes then Virgin Media
PVRs in over 0.5 million homes.

The BBC Trust launches a public
consultation on the BBC Executive’s
proposal to develop a joint IPTV venture
partnership. The proposal, known as
Project Canvas, would allow viewers
to watch on-demand services such as
BBC iPlayer and other Internet content
on their television via a broadband
connected device such as a STB.

ITVreportedly draws up plans for a three-
way merger with Channel 4 and Five.

The Broadband Measurement Working
Group who're developing a standard
methodology for measuring viewing
of online video content, begins testing
data collection for its metric in June.

The BBC works on a new audience
measurement tool to measure viewing
across all platforms from the viewer’s
perspective.The diary-based Cross Media
Insight system aims to track all the BBC
content watched by a panel of viewers in
a week, including live and time-shifted
viewing, activity on the BBC’s websites,
programmes viewed online via iPlayer
and programmes viewed through
third party sites such as YouTube.

The London Organising Committee
of the Olympic Games and Paralympic
Games (LOCOG) announces The
Nielsen Company as its 10th Tier
Three provider and 20th domestic
commercial sponsor overall. Nielsen
becomes Official Market Research
Services provider to London 2012.

The UKreaches 8.9m DVRssalesat the end
of March, with nearly 1m units added
in the first quarter of 2009 according
to the latest figures from the country’s
communications watchdog Ofcom.

Viewing levels of commercial broadcast
television in the UK reached a record
high in the first six months of 2009,
according to figures from the BARB and
Thinkbox.BARB found thatthe “normal”
British consumer watched 16.7 hours
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of commercial broadcast television a
week in H1 2009, up by ten minutes
on an annual basis, and by 42 minutes
on the average from the last five years.

Subscription-based Internet programme
provider JumpTV unveils a selection of
new live and on-demand channels from
Latin America.

IPTV will struggle to find its footing
in Iatin America, according to
Pyramid Research, taking a backseat
to other platforms until 2012, when
it will reach a 5-percent penetration
of all pay-TV subscriptions.

Research from Informa says that digital
TV will make significant progress in
Latin America over the next five years.
Digital TV households will more
than treble in that time — from 12.2
million at present to 37.1 million
by 2014. Brazil and Mexico now
account for half of the region’s digital
subscribers, but this will drop to 45
per cent in 2014 as other countries
see their services start to take off.

Iraqi fixed wireless operator Kalimat
Telecom inks a $25 million deal
with Hong Kong based operator
PCCW to launch IPTV and mobile TV
services throughout Iraq and Kuwait.
Nielsen  prepares to launch a
television metering service in the
Middle East after already engaging
in internet monitoring in the region
for sales estimation evaluation.

Egyptian satellite company Nilesat and
Eutelsat Communications announce
a strategic agreement to pursue
the development of the 7 degrees
West orbital position which is used
by both companies for satellite
broadcasting across the Middle East
including the Gulf and North Africa.

FTA channels and piracy remain main
obstacles facing IPTV uptake in the
Middle East. Seven service providers in
six countries offer commercial IPTV
services in May 2009, up from four
service providers in three countries
offering IPTV in August 2007. As
broadband adoption increases in the

region, several operators in the region
plan to implement IPTV in the near future.

www.agbnielsen.com
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