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HE FIRST RECORDED patent on a
meter for measuring radio listening
was filed in the United States in

1929, although it was never actually
deployed. A meter was first used commer-
cially in a 1935 survey of radio listening in
the city of Boston.

Fifteen years later Arthur C. Nielsen
had developed the 'Audimeter' into the
standard measure of national radio ratings
in the US, as well as piloting a metered tel-
evision measurement service in New York,

Over the next 35 years or so, the stan-
dard method of tracking television
viewing consisted of a set meter measur-
ing what was heing viewed while a diary
recorded who was watching. Radio listen-
ing came to be measured by a diary alone,
as listening migrated out of the household
and into cars, workplaces and elsewhere.

In the 1980s and 1990s TV audience
measurement was revolutionised by the
introduction of people meters. These took
the place of diaries and set meters, with
both the 'what' and the 'who' being
picked up by a single device. By the end of
2006, 77 people meter systems were oper-
ational across 74 countries (i).

Television has thrived in the Age of
Accountability, at least partly on the back
of the rich, granular audience data gener-
ated by these meters, which feed hungry
market-mix models in a way other media,
as yet, cannot.

Non-television media have fought
back by putting forward case studies
showing both the powerful impact they
too can offer advertisers and the synergies
of combining more than one medium (i.e.
themselves and TV).

It has been to limited avail. Radio has lost
share of advertisers' investment globally
since the late 19905, as has print The inter-
net has, in their place, grown massively. But
this has mainly been on the back of the
inherently measurable Search component
of the medium, which can demonstrate a
direct - though not complete - link
between behaviour and purchase.

So what have the other media been
doing to combat television's electronic
measurement advantage?

Radio
New audio distribution platforms such as
the internet, DAB (digital audio broadcast-
ing), mobile phones and digital satellite
radio have vastly extended the reach of
the radio medium beyond the home,
allowing advertisers to target more listen-
ing occasions, places and mindsets. This,
say its protagonists, will propel the medi-
um forward as it increases its share of the
consumer's media day.

But only, of course, if the measurement
systems in place can quantify it.

A drawback with both the diary and
other recall-based approaches is that

people, even in a relatively uncluttered
radio environment, find it difficult to
recall every listening occasion. Short lis-
tening occurrences to less frequently
tuned stations may be forgotten, while
regular listening to favourite stations is
amplified, with 'normal' listening behav-
iour indicated even when it didn't occur.

This environment will become more
complex as time goes on. As a result, a
host of new electronic 'audio meter'
devices have been introduced to address
these challenges.

The most evolved to date has been
Arbitron's Portable People Meter (PPM), a
pager-like device carried by respondents
throughout their waking hours. It auto-
matically detects signals embedded into
the audio stream of the radio (and televi-
sion) stations to which the carrier is
exposed, wherever he or she is.

The PPM has been either tested or
deployed to some extent in more than 20
countries to measure either radio, TV or
both; it can also be configured to pick up
other media as long as a coded audio
signal can be generated.

Direct comparison of diary and PPM
data in the United States and elsewhere
showed, as expected, that smaller radio
stations improved their share of listening
at the expense of larger stations, while
less popular dayparts increased in impor-
tance versus the peak 'drive time'
time-band.

By early 2008, many of the major US
radio broadcasters had signed up to use
the PPM as their new audience measure-
ment currency in several major city
markets - this despite the added cost ver-
sus diaries and problems with respondent
cooperation in carrying the device.

Alternative audio meter devices have
been developed in Switzerland (the Radio-
control watch meter), in Italy (GfK's
Eurisko Radiometer), and in the US (the
Ipsos/Media Audit MediaCell), all using
different approaches and in varying
stages ofceadiness.

As has been convincingly pointed out,
however (2), audio meters cannot truly
mimic the human ear (which varies by
individual); they are not truly passive (the
respondent has to carry them all day); and
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exposure to an audio signal is not identi-
cal to 'listening'.

But, in one form or another, they are
making inroads into radio measurement.
Many of the technical challenges will
doubtless be ironed out and costs brought
down, accelerating the process.

Internet
As an electronic medium, measurement
of internet audiences is by definition elec-
tronic. Two main approaches are
employed: user-centric and site-centric.

User-centric measurement collects site
visits, time spent and pages viewed by a
sample of people via either a desktop
meter device or through special software
downloaded onto browsers. This enables
media planners to generate the kind of
data they are used to - for example, the
reach and frequency with which a banner
ad is seen and a detailed profile of the kind
of people seeing it.

But with millions of sites available,
a sample-based approach can only
ever return a robust measure of the very
largest sites.

Site-centric measures count the num-
ber of 'hits' a website gets and produce
different numbers from those generated
by user-centric means. There are a number
of measurement issues with the site-cen-
tric approach (3). But marketers are likely
to use both, depending on the task at hand.

Out of home
With electronic measurement now
entrenched for TV and the internet, and
growing in popularity for radio, the next
mass medium likely to fall under its spell
will be the poster business.

It has always been one of the least well-
researched media, with many countries
having next to no comprehensive esti-
mates of poster audiences.

GPS-enabled devices have now been
developed, which are carried by respon-
dents, automatically registering their
passage past individual poster sites any-
where. This enables an accurate count of
the number of times people pass by each
panel. In combination with transport sta-
tistics, modelling and estimates of the
likely visibility of each site to a passing

vehicle or pedestrian, audience data can
now be generated for poster sites and
campaigns.

Several devices have been tested in
South Africa, Germany, the US and the
UK. But the most significant to date is
Ipsos Media CT's recently announced con-
tract to measure poster audiences
electronically in the UK by POSTAR.

Under this contract, the journeys of an
initial sample of 10,000 people will be
tracked past all forms of outdoor advertis-
ing including buses, taxis, retail and
leisure sites, as well as all forms of road-
side format. Data will be released in 2009.

Print
A host of challenges arise with measur-
ing print media via electronic means.
How might publications be tagged? How
big might a 'tag reader' device have to
be? How much would it cost? And
how might 'readership' be identified
as opposed to simply passing by (say)
a newsstand (4)?

A limited amount of experimentation
has been carried out in the United States
into the possibility of measuring expo-
sure to print using RFID tags. However to
date these experiments suggest that,
although some useful data can be gleaned,
electronic measurement of readership
remains a distant dream (5).

Bringing it all together
Until recently, advertisers in the United
States were testing a research system
known as Apollo, which uses Arbitron's
PPM to measure the television and radio
exposure of a large sample of Nielsen's
Homescan panellists. This allows product
purchasing behaviour to be directly
linked to media exposure.

Only a handful of large advertisers
signed up to what had been dubbed
the holy grail of marketing; as a result,
the extended pilot became financially
unviable and has been discontinued.

But with electronic measurement tech-
niques either deployed, being introduced
or being tested for most of the major mass
media, might it one day be possible that
some or all of them will be measured
using the same platform?

It is already technically possible today
for all but the print medium, as has been
outlined above.

Financially, if the resources of the tele-
vision, radio, internet and outdoor
industries could somehow be combined, a
better device could surely be developed
that could then be deployed amongst larg-
er samples.

There are two potential blockages.
1. Whatever the granularity of electronic
meters, they still only measure opportu-
nities to see or hear advertisements - not
whether they are actually attended to. Not
only that, but the relative distance
between an exposure in one medium and
likely engagement is likely to be different
from the distance in another, making it
hard to claim that audience numbers will
mean the same thing to each medium.
2. The commercial structure of the media
may prevent the kind of cooperation nec-
essary to make a unified electronic
platform work. Media are competitive
with each other and may like to keep their
own measurement systems separate and
distinct, whatever the inconvenience to
marketers, both for the reasons stated
above and because they may not like some
of the results (for example, television may
suffer if - as is likely - a unified measure-
ment system shows the reach advantages
of using multi-media approaches).

1. A Green: Media research chapter in
ESOMAR Market Research Handbook, Fifth
Edition, 2007.

2. P Kennedy: And now for something completely
different? Admap 443, October 2003.

3. A Green: Measuring the effect of online
advertising. Admap 479, January 2007.

4.JMatt!in and S McDonald: Passive
measurement of print - the promise and the
perils of RFID technology. Proceedings of the
Worldwide Readership Research
Symposium, Prague, 2005,
www. rea dershipresearch.org/

5. J Mattlin, M Galin and M McLaren: Initial
experiments with RFID Technology.
Proceedings of the Worldwide Readership
Research Symposium, Vienna, 2007,
www. readershipresearch.org/

22 Admap • Audience Measurement Technology • April 2008

Text Box
Fonte: Admap,  n. Suplement, p. 21-22, Apr. 2008.




