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2010 FIFA World Cup
South Africa

In less than two months the 2010 FIFA World Cup will kick off in South
Africa. Already the world is abuzz about which games channels will broadcast
and who the favorites are to win.

From a Nielsen perspective, there are many exciting challenges ahead. A
team from Television Audience Measurement has been working with Nielsen
colleagues across the business to create a project that demonstrates our global
measurement capabilities.

Within South Africa, in addition to the overnight live TV ratings, Nielsen will
collect both time-shifted viewing data and Online usage/audience information
from a convergence panel as well as out-of-home data using mobile phone-
based surveys. Together, these data sources will provide unprecedented insights
into how people are watching the World Cup. Internationally, data is being
collated from our TAM panels and our international Online services to provide
the global “2 Screen’ picture. Together with the global OMNI survey results,
this will help support overall perception and awareness across the regions.

Post-event, Nielsen will provide a detailed analysis of how the World Cup was
consumed both in South Africa and globally. These insights will be available
through the Corporate Support Centre in Switzerland.

Below are some charts showing the types of reports that will be available for
the various mediums measured.



Do We Watch the Web the Same
Way We Watch TV? Not Really.

The full article is available

at http://blog.nielsen.com/
nielsenwire/consumer/do-
we-watch-the-web-the-same-
way-we-watch-tv-not-really/
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by Jon Gibs,VP Insights, Online and Cross Media, The Nielsen Company

While we are not yet spending 90% of our time watching ‘glowing rectangles’ as The
Onion joked last year, Americans are consuming more and more video across all three
screens (TV, Web, Mobile) according to Nielsen’s recent A2/M2 Three Screen Report.

But do we watch TV online the same way we watch on our living room TV?

Looking at Nielsen’s online panel data of U.S. visitors to online TV sites (ABC.com,
CBS.com, CWTV.com, Hulu.com or NBC.com) over a 30 day period, Nielsen found
more differences than similarities when it came to viewing behaviour, demographics,
and even ad effectiveness. Demographically, those watching online TV network video
are closer to DVR users by gender breaks, but closer to the general online population
relative to age. The broader usage patterns suggest that online video is, for the most
part, a replacement of DVR use, or used by those who do not have immediate access
to TV. In short, TV network content online is used to catch up with programming and
not typically as a replacement for TV viewing as results from Nielsen’s email survey

showed.
When We Watch

Online TV network consumption appears to be an activity set aside in specific sessions
from most other online activities. When we go online to watch TV shows, that activity
dominates that particular online session - with women and the 18-34 crowd spending
the biggest parts of their sessions on network viewing.

. Q: When you watch TV programming on the Intermet, how often do
While many of us may watch

you watch with one or more other people as a group?
TV with friends or family
members, the viewing of TV
shows online proves to be a

rather solitary activity. This

may change as Internet con- I Never

B Rarely

nectivity to main TV screens W oOften
. ) B Frequently

becomes more ubiquitous, 8 Always

but right now the majority

of online viewers prefer to be

alone.

Source: The Mielsen Company

Advertising Impact

TV commercial spots reused online appear to have more impact on recall and likeability than

creative just designed for online as our case study with food and beverage ads shows.

This look into the similarities and differences of TV viewing on the web should be a

reminder to brand managers that these days, ‘context’ is just as much king as content.



Nielsen Report:
Younger Adults
more likely to be exposed
to live TV out-of-home

Younger adult viewers tend to watch more live television out of home than older viewers,
according to a Nielsen analysis of the Video Consumer Mapping study conducted by the
Council for Research Excellence (CRE). Nielsen found that adults age 18-34 are 26% more
likely to be exposed to live TV out of home than 35-54 and 13% more likely than 55+.

What a viewer chooses to watch on TV outside the home is also a function of his or
her age. In general, Nielsen found that younger out-of-home TV viewers watched
more sports and entertainment programming, while older viewers outside the home

skewed toward news broadcasts.

The full article is available The CRE study was conducted by observing the media usage among participants age
at http://blog.nielsen. 18 years and older in five DMAs (Atlanta, Chicago, Dallas, Philadelphia, and Seattle)
com/nielsenwire/wp-con- in the spring and fall of 2008. The sample included 752 observed days for a total of
tent/uploads/2010/03/ approximately 750,000 recorded minutes.

VCM_OOH-TV.pdf

A detailed look at the data lends insight into what people like to watch in different
out-of-home locations. Entertainment and informational programming, for example,
is most prominent at other people’s homes (52.6% of viewing minutes). But in
restaurants, bars, and stores, 38% of all viewing minutes are devoted to sports pro-
gramming. Meanwhile, viewers at work are equally split (in terms of live TV minutes

viewed) between sports, entertainment, news, and advertising.

While viewers might be able to watch TV at out-of-home locations, they may not
necessarily be able to hear what's on screen. About one-quarter of live TV viewed at
work is muted while almost 22% of bar and restaurant viewing takes place without
sound. Only about one percent of viewing inside the home or at another person’s

home is muted.
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A New Reporting Platform

global

The Nielsen Company

Online. Interactive. Easy

Global Media Dashboard (GMD) is a new web-based
dashboard tool using the latest online technology for
viewing media research and consumer statistics. Data
from any internal or external data source and different
media can be considered. Different from other ASD
software, GMD is a web-based reporting tool and can be
accessed via the Internet from anywhere in the world.
The interface is graphical and interactive; there is no
extensive documentation, user guide or manual.

The GMD philosophy guarantees an ease of use that
provides instant results, delivering top line information
as well as the full picture.

GMD is a widget based platform encompassing a series
of different product versions. Although they may differ
in their strategic aim and positioning, the products share
a common design and are user friendy. Widgets can be
sold separately or together. RatingPoint and MediaEffects
are two of the products included in the platform.

=Ty [ ]

RatingPoint is the TV reporting tool targeting a new
type of user compared to Arianna. Although RatingPoint
focuses on overnight ratings analysis, there are a multitude
of in-depth analyses that can also be performed with just
a click of a button.

By expanding ASD’s footprint in the media world, we aim
to reach new users at existing clients as well as entirely
new clients which could include Managing Directors,
General Managers, Sales Managers, Programmers and
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dashboanrd

those working for Advertisers and Production Houses.

RatingPoint V1.0 is now available. For more information
about its capabilities and updated features, contact your
local distributor.

The MediaEffects version of GMD has been designed for
different purposes compared to RatingPoint. MediaEffects
provides multi-media advertising expenditure reports and
product sales reports that are typical of the retail environ-
ment. It is not a modeling tool but rather a reporting tool
whose output can be further analysed through modeling
software.

MediaEffects is currently in development but will even-
tually provide the ability to analyse the media part and
the sales details individually along with combined re-
porting capabilities.

All this is possible thanks to an accurate media and retail data
merge process that generates shared product classifications.
By generating this common denominator, unique analyses
can be performed integrating advertising expenditure and
sales in one tool.
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The full A2/M2 Three Screen
Report is available at
http://blog.nielsen.com/
nielsenwire/online_mobile/

three-screen-report-q409
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Nielsen

Three Screen Report

Americans increased their overall media usage and media multitasking
according to The Nielsen Company’s latest Three Screen Report, which tracks
consumption across TV, Internet and mobile phones. In the last quarter of
2009, simultaneous use of the Internet while watching TV reached 3.5 hours
a month, up 35% from the previous year. Nearly 60% of TV viewers now use
the Internet once a month while also watching TV.

‘“The rise in simultaneous use of the web and TV gives the viewer a unique
on-screen and off-screen relationship with TV programming’, said Nielsen
Company media product leader Matt O’Grady. ‘The initial fear was that Internet
and mobile video and entertainment would slowly cannibalize traditional TV
viewing, but the steady trend of increased TV viewership alongside expanded
simultaneous usage argues something quite different’.

Nielsen'’s fourth quarter Three Screen Report reveals that Americans continue
to view video at a record pace. In 4Q09, traditional television use per month
was up 1%, time shifted viewing was up 25%, online video usage was up
16%, and mobile video usage remained flat when compared to the same
time period last year.

The TV and Internet estimates in this report are calculated using Nielsen’s
National TV and Internet panels, which are measured electronically and
reported on a regular basis. The mobile phone estimates are collected by
Nielsen via a quarterly survey and give a firsthand look at how early adopters
self-report their usage of mobile video.

Key Conclusions

* TVviewingkeepsincreasing, partly because ofabetter viewing environment
that includes more convenience (DVR), a higher-quality experience (High
Definition programming and flat screen TVs) and the ubiquity of digital

delivery, which delivers more TV channels to the home.

* DVRs are now in 35% of American homes, with usage up 25% from a
year ago.

* The heaviest timeshifters are A25-34 (2hrs:58min per week) and the
lightest are A65+ (1hr:10min per week).

*  Online video consumption is up 16% from last year — with approximately
44% of online video consumed at the workplace.

*  The number of active mobile video users grew 57% from Q408 to Q409,
from 11.2 million to 17.6 million users.
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A Week in the Life

Weekly Time Spent in Hours:Minutes

By Age Demographic 4Q 2009
T1217 | A18-24 | A25.34 i A3549 | A50-84

2517 2324 2614 31:58 35:40 42:38

On Traditional TV
Watching Timeshifted 1:33 t:15 1:28 258 244 222
TV

0:24 121 345 520 635 453
Using the Internet
Watching Video on 0:04 0:15 0:39 0:35 0:33 0:A7
Internet
Mobile Subscribers nia 0:21 0:08 0:06 0:01 <0:01

Watching Video on a
Mobile Phone

4721 34:37
1:10 2:04
217 3.56
006 0:22
nia 0:04

Persons 2+ Watching TV and Using the Internet Simultaneously
At Least Once Per Month At Home

| % of Persons Using TViInternet 3imultanecushy 59.0% 5.5% 57.5%

134,058 128,047 128,167
| Estimated Number of Persons Using TW/internet

Simuitaneously (000)

| 3:30 239 236

Time dpent 3imultanecusly Using TWiinternet Per
| Person in Hours:Minutes

3.1% 2% 2.4%

| Average % of TV time Panelists spent also using the

Internet

34.0% 27.9% 29.9%

| Average % of Internet time Panelists spent also
| using TV
| Source: The Nielsen Company

% Diff Yr
toYr

2.7%

4.6%

29.7%

13.9%
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What the TAM Industry

has been talking about
since September 2009

According to new research from In-Stat
and Californian chip marker Telegent
Sysytems, the number of people globally
using mobile TV is expected to increase
to 54 million in 2009. By 2013, about
300 million people will be watching TV
on a smart phone which is a massive
jump from the previously estimated 18
million.

NDS and TNS enhance their joint TAM
offering by adding the ability to identify
individual viewers in homes signed-up
to participate in a measurement panel.
The RPD individual (RPDi) solution
associates Pay-TV STB RPD with
household individuals.

French  media research  agency
Médiamétrie plans to invest between
€25m and €30m over the next 3 years
to improve existing services and develop
new offers for broadcasters. According
to CEO Bruno Chetaille, from January
2011 the firm’s daily audience rating
service (Médiamat) will include on-
demand and catch-up TV viewing, and
a year later, PC viewing data will be
added. The firm also intends to provide
a measure for video gaming and to
track public awareness and use of online
gambling web sites. Médiamétrie also
hopes to provide a viewer rating for
mobile gaming sites.

WPP-owned  insight  consultancy
Kantar re-brands the media assets of
TNS, KMR Group and BMRB Media as
Kantar Media. The move follows WPP’s
acquisition of TNS in 2008, which has
since led to the merger of TNS Custom
with Research International, and of
TNS Custom’s UK Social sector with
BMRB’s social research team to form
TNS-BMRB.

Arch rivals Nielsen and IRI announce
a JV 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 deal
with Nielsen to provide ratings services
for all its businesses including Turner
Broadcasting, the CW Television
Network, HBO, Warner Bros. Domestic
Distribution, Time, RET Media and
WPCH.

Nielsen decides not to adjust its
national TV ratings sample to ensure
that it properly represents households
equipped with PCs or Internet access.
The decision follows an annual review
of the process used to determine what
types of households and individuals to
weight to ensure the population at large
is represented.

In August, Nielsen says that total US
TV homes have increased by 400,000
to 114.9m which is a smaller increase
than the 1.7m in August 2008.

Nielsen launches a system that will
enable broadcasters to automatically
log when and where commercials ran.
The system will make it easier and
more consistent for networks to log
the data and will reduce the chance of
discrepancies when the data is integrated
to produce average commercial minute
rating, also known as C3 ratings.

Nielsen announces plans to merge online
viewing of TV programs into its C3
ratings, which are the official currency
for buying and selling advertising in
the national TV marketplace. Nielsen
describes the plan as ‘extended
screen reporting’ and says it will be
implemented after completing the
rollout of Internet meters in its national
TV ratings panel by the end of August,
with initial data being made available
to the industry from September. The
change will add yet another source of
viewing (online) to time shifted and
live viewing that currently comprise
Nielsen’s C3 ratings standard.

The Coalition for Innovative Media
Measurement (CIMM) formed in
August 2008 amongst US media buyers,
broadcasters and advertisers announces
that it doesn’t intend to replace Nielsen’s
existing TV ratings system, although
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it is actively looking for another way
to measure TV viewing. Its message is
muddled and the consortium’s purpose
raises more questions than answers
about what it hopes to achieve. Nielsen
announces that it hopes to find a way
to link with the fledgling consortium.
The first two requests for proposals
(RFPs) for new audience measurement
techniques are released in October.

In November, the CIMM meets with 5 of
the research firms currently providing
STB data as a first step towards figuring
out how the data could be used to
measure TV audiences. The companies
asked to participate in the proprietary
meetings are Nielsen, Rentrak, TiVo,
TRA and TNS Media Research. Based
on these meetings, CIMM announces
it has slightly modified its research
plans, making digital STB data its initial
focus, and posting a new ‘request for
information” from potential research
suppliers that could lead to the funding
of multiple projects.

In January, the CIMM announces the next
stage of its STB audience measurement
initiative - the development of an
industry-wide language for analysing
and processing data.

Nielsen unveils its online video viewing
meter which will measure online
viewing in the same way Nielsen’s A/P
meter does for television. The meter is
installed in 375 homes from Nielsen’s
National People Meter panel, allowing
the measurement of Internet usage
alongside TV. Viewers watching through
services provided by Comecast, Time
Warner Cable and others are tracked
using the new system.

Nielsen agrees to a data-sharing deal
with mobile analytics software firm
Openwave Systems to launch an ‘insight
engine’ for mobile network operators.
Data from Nielsen’s Prizm consumer
segmentation model, which classifies
households into 58 types based on
demographics and financial behaviour,
will be merged with information from
the Openwave Analytics platform.

Nielsen files an official response to the
anti-trust lawsuit brough against it by
Miami broadcaster Sunbeam Television,
denying all allegations and calling for
the case to be dismissed. Sunbeam
claims that the introduction of Nielsen'’s
LPM technology as the TAM tool for
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Miami/Fort Lauderdale has harmed
its viewing figures and cost more than
US$1m per month in lost revenue. In
January, the claim is dismissed by a
Florida court although Sunbeam is
given leave to amend its complaint and
files an amended charge a few weeks
later. In March, a court refuses Nielsen’s
attempt to dismiss the case and calls for
a response to the broadcaster’s claims.

Despite opposition from some quarters,
Nielsen decides to push ahead with
its plan to ditch ‘live only’ ratings in
local markets on favour of a measure
live viewing plus same day program
playback on DVRs. Although planning
to scrap the ‘live only’ data stream in
January 2010, launch is delayed to
the end of March to help ensure the
smoothest possible transition to the
new metric.

In January, two major advertising
groups - the ANA and the 4As - reiterate
their rejection of Nielsen’s decision to
change local TV station ratings.

The battle between incumbent radio
ratings firm Arbitron and newcomer
Nielsen brings another win to the latter
when Nielsen announces the signing
in January and March of further clients
for its sticker-based diary ratings system
serving mid-sized markets.

Nearly 3 years after introducing its
average commercial minute ratings
system as the currency for the national
TV advertising marketplace, Nielsen
says it has made significant progress and
improvements to its methods, some of
which were not originally conceived
to produce TAM data. But by its own
admission, the system continues to
‘evolve’ and is still less than completely
accurate, even though billions of
advertising dollars are spent on the
annual estiamtes.

Nielsen’s client think tank study
reveals that STB data for TAM still lacks
uniformity and standardisation.

Nielsen updates clients on its ongoing
efforts to measure the button-pushing
compliance of people in its people
meter-based TV ratings system. The
update, which was based on an in-
panel study conducted in April ‘09, was
implemented before Nielsen initiated
a ‘Compliance Improvement Program’
last summer, which was intended to

boost compliance rates. However the
findings indicate no deterioration and
even a slight improvement in the overall
compliance among Nielsen’s panel
members.

The in-panel study is somewhat
controversial because it contacts people
who are active panel members to find
out if they are pushing their buttons
correctly - something some researchers
feel could influence their behaviour and
affect the data. Nielsen reiterates it is
fielding these studies periodically with
the full knowledge and cooperation of
its clients and industry groups.

Nielsen and Facebook announce a multi-
year deal that will enable the media
and marketing research firm to tap the
consumer reach of the online social
network. The first product from the
collaboration measures the effectiveness
of advertising on Facebook.

Arbitron’s portable peoplemeter (PPM)
technology is to be used to deliver a
‘proof of play’ advertising audit for
out-of-home video networks. Linking
up with BroadSign International, a
software-as-a-service provider for the
out-of-home video market, in a deal
that will see data from PPMs compared
with BroadSign’s commercial schedule
logs to ensure that the correct content
is being shown at the right time. PPM
technology will be used to conduct a
series of annual audits capturing when
encoded audio and video advertising
content is displayed on 50 BroadSign-
run screens across the US.

Rentrak launches a new ‘stickiness’
index to rate the most engaging TV
programs and channels. Each week
the index lists the top 25 ‘stickiest’ 30,
60, and 120 minute programs based
on anonymous viewing data collected
through Rentrak’s partnership with
AT&T’s u-Verse — a combined internet,
TV and telephony service. Programs
are ranked according to the average
percentage of the program viewed,
divided by the average percentage
viewed for all programs of the same
duration.

Rentrak boss Bill Livek comments that
any company looking to make a name
for itself in media measurement will
eventually run into the Nielsen ratings
juggernaut - making them both friend
and foe. Nielsen is the archetypal
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‘frenemy’, says Livek. ‘In some markets
we can co-operate, like in box office
data, while in other markets we will
compete, like in linear television’.

Rentrak recently bought Nielsen's EDI
business for US$15m, but Nielsen will
still have access to elements of EDI’s
box office sales information thanks to a
long-term licencing agreement between
the two companies.

In another step toward the integration
of online and television, Nielsen
announces that it is adding new sample
characteristics to its ratings software
that will enable advertisers, agencies
and media companies to identify the
composition of TV audiences based on
their household Internet connection
speed, personal Internet usage, whether
the households are ‘telephone capable’
and whether the households play video
games. Nielsen says the data, which
will be available alongside conventional
demographic sample characteristic
descriptors as age, gender and ethnicity,
would be used by clients to ‘better
understand who is viewing in order to
optimise advertising campaigns’.

The USs long national broadcast
nightmare comes to an end when the
transition to digital broadcast spectrum
is finally completed in October. The
problem was that nearly 1.5 million
US. TV viewers failed to make the
transition - either because they could
not, cared not to, or found some
bootleg form of receiving conventional
analogue broadcast signals. Whatever
the reason, they are no longer part of
the official U.S. digital TV universe - as
far as Nielsen is concerned. Nielsen’s
data puts the U.S. TV universe at 114.9
million households and 229 million
persons 2 years or older.

US. television broadcasters may have
successfully completed their transition
to digital media, but Nielsen reminds
clients that its measurement systems
still have a long way to go. In its final
report on the impact of the federally-
mandated  conversion to  digital
broadcast on the ability of people living
in ‘diary’ households to access digital
broadcast TV, Nielsen noted that nearly
a third of U.S. households still report
their TV viewing via the most analogue
of all media: paper and pencils.

Nielsen pumps a further $2.5m into its
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Council for Research Excellence, a client
forum created to pursue methodological
research. The investment brings the
total invested in the CRE since it was
established four years ago to US$10m.

Nielsen announces the introduction of a
new Live + Same Day TV measurement
metric from January to provide ratings
for shows that are recorded and watched
on the same day. Client discussions were
held earlier in 2009 to decide whether
a new metric was needed after research
found that 63% of programs were
watched on the day they were recorded
on DVRs, some within an hour. Once
introduced, the new data stream will
run alongside existing measurement
systems in all local people meter (LPM)
and set meter TV markets.

The American Association of Advertising
Agencies later protests to Nielsen over
the plans, saying that Nielsen has shown
‘total disregard’ for the concerns of local
broadcast media buyers and has ‘chosen
to insert [itself] in the buy/sell process’.
But not all sections of the industry share
the AAAA’s concerns over the change in
currency. In a note to its members, the
Television Bureau of Advertising (TVB)
congratulates and thanks its members
for contacting Nielsen in the build-up
to the policy change.

Nielsen responds by stressing that the
side they have taken is one in favour
of the best ‘contemporary viewing
behaviour’.

TiVo partners with Google to integrate
its second-by-second timeshifted TV
viewing data into the measurement of
ads sold through the Google TV Ads
platform. Google TV Ads is a digital
system for buying more accountable
and measurable TV ads, which enables
advertisers to reach up to 96 million
households. In 2007, Google partnered
with Nielsen to provide data which
pinpoints what kinds of viewers are
watching ads sold through the TV Ads
network.

In November, Nielsen says that the
number of people asked to join its
national sample who are producing
usable data reaches a 5 year high.

Nielsen formes a JV with Florida-based
consumer-driven print communications
firm Catalina Marketing Corporation,
addressing the current hot topic of

linking marketing exposure with
purchasing behaviour. Catalina ownsand
operates Pointer Media Network, one of
the largest print media vehicles in the
world, based around a database of 250
million weekly shopping transactions.
Nielsen Catalina Ventures will offer
precision media solutions and return on
investment (ROI) measurement tools for
consumer packaged goods (CPG) and
media companies. The 50/50 JV will
integrate information from Nielsen’s
TV, Internet and household purchase
panels including the National People
Meter, with purchase data from more
than 50 million shoppers in Catalina’s
network, creating the industry’s first TV
ROI measurement service.

Nielsen plans to introduce Internet
meters to households in its National
People Meter sample by the end of
August 2010; and before the end of the
year it will produce the first set of TV
ratings to combine figures for shows
viewed on televisions and computers.
Nielsen had previously announced that
it had developed the technology to
run alongside its TV meters to capture
ratings data from services that show
television programming online, such as
OnDemand Online and TV Everywhere.

Joint tests by Nielsen and the ANA pave
the way for the provision of individual or
‘brand-specific’ commercial ratings, the
partners claim. Viewing of commercials
is currently reported as the average of
all commercial minutes viewed live
or in playback during a particular
television program. For the In-Home
Commercial Ratings Test, of which
phase two has just been completed,
participating advertisers have encoded
their commercials using Ad-ID, the
same technology Nielsen uses to give
unique codes to television programs, to
measure how many people watch the
individual commercials.

Samsung Electronics America signs
Nielsen to provide ongoing audience
measurement for its digital out-of-
home (DOOH) signage networks,
PROM. Samsung PROM is an integrated
content management system that allows
users to change the content of digital
signs to suit the audience. Audiences are
identified via a high resolution camera
placed on top of the sign which detects
and tracks viewers’ faces. Audience data
will be fed directly from the cameras
to Nielsen where it will be integrated
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into the firm’s On Location out-of-
home digital signage syndicated reports
service.

According toresults released in February,
business for Nielsen has been reasonably
good in spite of the global economic
downturn. At the end of 2009, Nielsen
realigned and rechristened its business
lines as ‘watch’ and ‘buy’, the former
reporting full-year sales growth of
10% to $1.64bn while the latter was
down 2.9% (but up 2.7% on a constant
currency basis) to $2.99bn.

Web measurement firm ComScore looks
poised to make a push into the TAM
business by hiring a former Arbitron
executive in March to lead the foray.

Australia: In April, Regional Television
(RegTAM) announces the renewal of
itsTV Ratings service with AGB Nielsen
in a new 6 year contract commencing
this year. The new service will include
TSV as well as live viewing.

Foxtel selects NDS Dynamic to
measure audiences across TV, DVR and
interactive applications. The system will
be integrated with TNS’s RaPidView
solution to track and anyalyse audience
behaviour, allowing Foxtel to collect
enhanced viewing information from
homes that have agreed to participate

with advertising and marketing decisions.

Nielsen Online considers linking the
cost of its hybrid audience measurement
system to the expected growth of online
advertising, which in August 2009 was
tipped to increase in 3 years to 20% of
the $13b advertising market, up from
14%. Nielsen has spent more than $1m
to improve the NetView panel, which
removes the double-counting of at-
work and at-home Internet use.

OzTAM announces it could start
measuring and reporting on consumers’
online TV consumption as early as
2011.

OzTAM releases its first TSV data in
January 2010 to show that the overall
audience has risen by 2.7%. It also
emerges that the type of program
consumed in this manner is mostly
drama. The new data is welcomed
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by free-to-air TV providers in their
struggle for market share against Pay TV
services.

South Korea: Nielsen acquires web
measurement company KoreanClick
to expand its global measurement
capabilities with coverage of the nearly
40m Internet users in South Korea.
Launched in 2000, KoreanClick uses
proprietary technology to collect,
measure and analyse Internet usage
and attitude data including audience
measurement and for applications such
as IM, gaming and online multimedia.
Its clients include Internet companies,
advertisers and ad agencies.

Netherlands: In October, SKO
confirms a TAM contract with
Intomart GfK from 2011-2015 and
decides on in favour of Nielsen
for registration of programs and
adverts.

Turkey: TNS wins the 4 year contract
to run the TAM service from 2011
however the tender process is later
called into question and a court ruling
on its validity is pending.

In November, the Competition Board
(RK) decides that there is no need to
conduct an investigation into AGB
Nielsen Media Research over allegations
that the company flouted rules while
measuring the ratings of domestic TV
channels. RK carried out a preliminary
study over allegations that ‘AGB Nielsen
Turkey was exploiting its dominant
position in rating measurement by
irregularities and false measurements’
and decides that there is no need to
initiate a full investigation since no
information or documentation was
obtained to prove that the company
was making it harder for the Radio and
Television Supreme Council (RTUK)
to fulfill its activities through false
measurements or irregularities.

In January, a local paper reports that the
Turkish Radio and Television Corporation
(TRT) is planning to withdraw its channels
from AGB Nielsen’s TAM service.

United Kingdom: The tight rules
restricting product placement on television
are amended to help the country’s ailing
commercial broadcast sector which is

suffering as ad expenditure declines.

BARB announces it wants to start
measuring TV content watched on PCs
and laptops. The first step in BARB’s plan
is to look at the number of people who
are streaming TV content from their
computers to their TV sets, and those
who have STBs with video-on-demand
capabilities.

Nielsen is confirmed as the official
supplier of a web audience measurement
system funded by media owners. Data
is intended to be used as currency for
buying and selling online advertising.

underlines its
commitment to the

Nielsen = Online
panel-based
methodology it will use for the UK’s
first web measurement currency,

following  competitor ~ comScore’s
proposal of a ‘person-centric’ approach
using a hybrid technique employing

cookie deletion.

TNS launches a tool that claims to
provide clients with an ‘early warning’
of rival ad campaigns, and which it says
‘bridges the gap’ between ad pre-testing
and tracking The new Mercury system
uses a media intelligence system to alert
the team the day after an ad launches
on-air. This new ad is immediately
tested by TNS’s online panel of 130,000
respondents, who are assigned ads at
random during a seven-day interview
period. Feedback from the panel enables
users to respond to competitor ads or
make changes to their own creative
based on this early consumer response.

BARB develops a new TAM service
featuring new methodologies, improved
geographical design and a new viewing
panel. The new ‘BARB 2010’ system will
go live in January and will offer what
BARB describes as a ‘gold standard’
currency for the industry:.

Facebook and Nielsen rollout their

BrandLift online and testing tool
following its US launch in September
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‘09. The tool places opt-in polss on
Facebook users’ homepages to gauge
attitude to adverts on the site and to
measure purchasing intent.

Nielsen launches its  advertising
engagement measurement service,
Nielsen IAG in the UK. Nielsen IAG
aims to quantify how closely viewers
pay attention to programs and adverts,
adding  valuable information to
traditional ratings that simply show
how many people were watching. The
system works by surveying a panel of
TV viewers each night on how well
they recall the program and ad details
they have seen in the last 24 hours. IAG
was founded in 1999 and bought by
Nielsen for $225m in 2008. Its service
has been available for some years in
the US, where networks use the data in

their negotiations with advertisers.

Puerto Rico: Nielsen launches its
TAM service in April 2010 based on a
sample of 500 homes. More than 90%
of recruited homes agreed to be part of
the sample, with particular success in
recruiting younger homes which have
historically been difficult to reach in
Puerto Rico. The 90% acceptance rate
is believed to be the highest of all the
world’s rating panels.

IBOPE Media announces that it is
installing its popular and industry
acclaimed IBOPE Media Workstation
Software System on TV research client
computers concurrent with release
of the January 2010 IBOPE Television
Audience Measurement.

The IBOPE Media Workstation is an
advanced TV data reporting system
that integrates multiple TV audience
data modules. The software system is
currently deployed in several European
markets and is the leading TV media
software tool in use throughout Latin
America. The system’s most important
benefit is that it provides superior
flexibility and operating synergy
between program modules when
compared to competing systems. This
improves user efficiency, reducing set-
up time while providing additional time
for analysis and planning. The system
greatly reduces the time required to

TAMWise 01/2010 - TAMtech

access data and formatreports, providing
advertising and media agencies as well
as TV stations with the ability to create
both simple and complex reports in
minimum time.

IBOPE Media announces that they
have received multi-year contract
commitments for its TAM service from
advertising and media Agencies that
represent over 50% of the island’s TV ad
buying power.

South Africa: In April, AGB Nielsen
is awarded a new 7 year TAM contract
starting 2011.

Media strategy agency Acceleration
Media launches an online audience
measurement tool to enable users to
forecast reach and frequency for online
advertising campaigns. The new GRP
solution combines the firm’s own
ad-serving data with demographic
information from the OPA/Nielsen
panel. GRPs are used to summarise
the exposure opportunities for all the
elements in a media schedule. The
system has been designed to measure
how successfully and efficiently an ad
reached its target audience, and whether
the ad influenced the audiences’
attitudes towards, perceptions of, and
behaviours around a brand.

AGB Nielsen states that it is not ideal
for state-owned entities to handle
technology related to broadcasting
because their structures are not
equipped to keep up with global trends.
Toni Petra, MD of AGB Nielsen Media
Research Corporate Support Centre in
Switzerland, says placing government-
led companies in charge of this type
of technology often sees countries
being left behind when it comes to
broadcasting. ‘The problem is that
technology changes so quickly that
the government procurement process
cannot keep up’, she says.

In March, the push to bring electronic
TAM services to the UAE advances
a step when the Ministerial Council
for Services gives the green light to a

plan by the National Media Council to
introduce the technology to the local
market.

www.agbnielsen.com
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