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February 17, 1985

TO: Research Roundtable Participants

FROM: Marilou Legge

On behalf of the Research Group, I would like to thank you for your interest
in the Research Roundtable. For those of you who have participated in the
Roundtable program before, you'll notice that we've taken many of your
suggestions and incorporated them into the new seminar format and into a new,
slimmer book of background materials!

This topic is at once one of the most exciting. . .and one of the most
unnerving. We face a tremendous amount of competition in the marketplace.
Competition comes from well-known challengers -- Nielsen, Birch, and AGB.
Still other organizations compete with us for the agency and station dollars
by offering alternative services, qualitative ratings or Arbitron numbers with
a customized twist.

To understand our competition is to take the first step towards meeting the
challenges of the marketplace. We are pleased that you will join us at
Martins Crosswinds on February 20th to talk about '"The Competition'.

/
—

Marillou Legge

MBL/mga: 0602q
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GERRY BOEHME

Gerry Boehme is the Vice President and Director of
Research for Katz Radio. He has been in that position
since 1985,

Mr. Boehme began his career at Selcom, moving to Katz in
1978. He was named the Associate Director of Research in
1980, the Director in 198S.

Mr. Boehme serves as a member of the RAB Goals Committee,
as well as a member of the Radio/TV Research Council.

He earned his degree from the Newhouse School of Public
Communications, Syracuse University.






RHODY A. BOSLEY

Rhody A. Bosley has been Vice President of Radio Sales and
Marketing for the Arbitron Ratings Company since September
1984. He joined the company in May 1984 as Vice
President, National Radio Sales.

Prior to joining Arbitron, Mr. Bosley was General Sales
Manager of Metromedia's WMMR Radio in Philadelphia for
four years. Earlier, he was General Manager, WITH-AM/PM,
and Station Manager, WBAL-FM, both in Baltimore. His
lengthy experience in radio has been in a variety of other
positions, including newscaster, labor relations director
and account executive.

Mr. Bosley served as Captain, US Air Force, Electronic
Systems Division, from 1964 to 1968. He has a Masters
Degree in Radio and Television from the University of
Maryland.

Mr. Bosley has served as president of the Television,
Radio and Advertising Club of Philadelphia and as
Secretary of the Radio Executives of Baltimore. He has
also been a visiting professor at Towson State University,
Baltimore, MD.







PIERRE R. MEGROZ

Pierre R. Megroz has been Vice President of Television
Sales and Marketing for the Arbitron Ratings Company since
1978.

He joined Arbitron in 1973 as Vice President of Television
Station Sales. In 1976, as Vice President of Broadcast
Sales and Marketing, his responsibilities were broadened
to include radio station sales.

Before joining Arbitron, Mr. Megroz was a principal of The
Christal Company, where he had spent 18 years in sales and
marketing. While at Christal, Mr. Megroz was active in
the Radio and Television Research Council. He was one of
the broadcasters who initiated the founding of the RAB
Goals Committee and served as its co-chairman. He is
responsible for the creation of the Arbitron Television
Advisory Council.

Mr. Megroz holds a degree in Economics from the Wharton
School of.Finance, University of Pennsylvania.







MALCOM D. POTTER

Malcom D. Potter is currently Vice President and General
Manager for WBAL-TV, Baltimore, Maryland. He has held
that position since 1979.

Prior to joining WBAL-TV, Mr. Potter was Program Director
at WTAE-TV, Pittsburgh, WVUE-TV New Orleans and WINH-TV
New Haven. From 1964 to 1968, Mr. Potter served as
Promotion Manager for WPRO-TV, Providence, RI.

Mr. Potter is very active in community affairs, serving as
the Chairman of the Board of Directors, Consortium for
Nursing Education (Johns Hopkins), the Chairman of the
Citizen Involvement Subcommittee (Mayors Criminal Justice
Coordinating Committee) and the Chairman of the Board of
Directors, Business Volunteers for the Arts.

Mr. Potter is also active in the Baltimore Urban League,
Baltimore  Arts Foundation, Maryland Council of
Profressional Artists, Advertising Club of Baltimore, and
the Fund for Advancement of Maryland Education, serving on
the executive committee or board of directors for these
organizations. He also serves on the Board of Directors
for Sinai Hospital and the Baltimore Regional Burn Center.

Mr. Potter is married and has three children. He received
his degree in Sociology from Union College in Schenectady,
NY.







KENNETH A. WOLLENBERG

Mr. Kenneth A. Wollenberg has been Vice President
Marketing, Advertiser/Agency Sales for the Arbitron
Ratings Company since 1981.

Mr. Wollenberg joined Arbitron in 1970 as Brand Marketing
Assistant and later that year became Account Executive,
Advertiser/Agency Sales. In 1974, he became Eastern
Manager of that department. He was named Vice President,
Advertiser/Agency

Sales in 1977 and then Vice President, Advertiser/Agency
Television sales in 1980,

Prior to joining Arbitron, Mr. Wollenberg spent two years
as Media Analyst with Ted Bates and Company. He holds a
BBA in Advertising from City College of New York and an
MBA in Marketing from Pennsylvania State University.
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Tv audience measureme

By Hugh Maleolm Beville
f I lv audience measurement,

characterized just three
years ago as being in transition,
has gradusted to e higher level
—ferment.

The breadth and depth of new
developments looming on the
horizon promise unparalleled re-
visions in how tv is evaluated in
the merketplace.

Two forces have brought
about the current sgitation: The
entry into the U.S. of Great
Britain’s aggressive AGB with
its people meter propossis and
the efforts of cable and indepen-
dent tv stations to gain more eq-
vitable audience figures from
diary services.

o

Developments on the ratings
front reflect even deeper con-
cerns: The gradual fregmenta-
tion of the network tv audience
in the fece of inroads from cable,
videocassette recorders end
more independent stations; the
cry by some advertisers for com-
mercial ratings and separate re-
porting for vera. .

The growth of remots-control
switches and their zapping po-
tential hes contributed to signil-
icant changes in viewer tuning
practices.

Old measurement techniques
are no longer es accurate as they
once were, .

To understand what is tran-
spiring, the field should be exe-
mined in segments:

Advertising Age
November 21, 1985

Reprinted with Permission
Copyright 1985, Crain Communications

Network tv ratings: AGB

The prime upsetter in the net-
work measurement fleld is AGB
Television Research, which an-
nounced ita U.S. entry in Octo-
ber, 1983. AGB, an operator of
people meter services in Eurape,
was introdueing its equipment

. in the U.K. when it saw the U.S,

28 a ripe target. AGB initially
offered & national sample of
8,000 metered households
(13,000 to 18,000 individuals) at
costs half those of A.C. Nielsen
Co. Nielsen’s weekly samples
were 1,700 metered households
and 885 homes for its audience
componition diary panel reports.
An extensive one-market (Boe-
ton) test was proposed by AGB.

This proposal aroused sub-
stantial interest among ratings
users. Thirty-eeven network and
agency sponsors contributed
$850,000 towerd financing the
Boston test. The AGB sponsor
group served s an advisory
penel during the validation
tests, which began in February
and will continue until Jen. 3.
Daily people meter reports are
available to underwriters. Be-
cause Boston aiso is metered by
Arbitron Ratings Co. and Niel-
sen household meters, compari-
sons have been possible.

Unfortunately, evaluations by
sponsors have been spotty and
uncoordinated; most are still
doing analyses, and few seem to
have reached a definitive posi-
tion on AGB. It eppesrs that the
two types of validation studies
conducted have yielded results
within an ecceptable range to
some sponsors.

AGB, asserting that the vali-
dation tests have confirmed the

_rellability of its people meter

methodology, on Sept. 30 ad-
vanced its plans for a national

service. The new service would
be based on 5,000 tv households
(more than 13,000 people) and
would be operational in Septem-
ber, 1988. The AGB timetsble
calls for 2,000 households (about
8,000 people) to be on-line, pro-
viding audience data, by the
summer of 1987, The first step
in developing its national sam-
ple of 8,000 metered homes is
AGB’s enumeration study of
60,000 tv households, to be ini-
tiated soon.

AGB is working to win sgency
and network support for ite
plans, with upfront commit-
ments to the proposed 2,000-
home sample due in mid-1987.
Thus far, AGB hes made no
solid pledge to adhere to its
timetable; it seems to need cli-
ent financial becking to proceed.

The company also went
through a mejor management
reshuffle late in October when
president-ceo Norman Heck left
the company. He was replaced
by Stephan Buck, s direc’ w of
AGB Research p.le in Britain,

who was named ceo, and Joseph -

Philport, who wes named presi-
dent. Industry speculation Is
that the British wanted closer
control of operations. Mr. Heck
hafBeen retained as e consul-
tant. v

-

A.C. Nielsen Co.

_The Nielsen Television Index
for two decades was based on a
national sample of 1,200 house-
hoilds. With the emergence of
cable networka, a larger sample
was needed, and the number of
metered households was raised
to 1,700 {n 1983, .

Little noticed, however, was
Nielsen’s failure to raise the
sample size of the NTI suxiliary
service, National Audience

0

ntin ferment

Composition. The NAC semple
employs Audilogs (diaries) to
develop demographie data on a
sample of 868 household panel
members (623 in-tab) for any
week measured. In-tab stands
for intabulation, which is the
final number of cases used In the
reports after editing.

Some subseribers long had
been unheppy with NAC's ined-
equate semple and technology
for people measurement. This
weas & prime reason for industry
interest in AGB’s people meters.

Nieisen's experimentation
with people meters goes back
some years, but little was heard
of it until AGB’s challenge. Niel-
sen responded with the insu-
guration of & small national
sample test of its push-button
entry. The sample reached 300
households by October, with a
goel of 800 by Mareh.

At that point o velidation test
by an independent group will be
conducted to eveluate people
meter test resulta. In June, Niel.
sen will decide whether the peo-
ple meter will replece the NAC
diary service from which demo-
graphie data for NT1 are devel-

oped.

If s0, Nielsen would replace
diaries (in-tab sample 6253
bouseholds) with 1,000 installed
people meter households (in-tab
estimated 750 househoids) as of
September, 1986. Household
tuning levels would continue to
come from the current ssmple.

This would give Nielsen an
operational people meter service
almoet a year. aheed of AGB’s
proposed 2,000-household sam-
ple. In Jenuary, 1987, based on
further evaluation, Nielsen will
decide if it will integrate house-
hoid data from its 1,000 people

(Continued on Page 34)
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Audience

(Continued from Page 32)
maeter sampie with the 1,700 ex-
isting NT1 househoid sample.

This would provide a 2,700-
household sample ve. 2,000 for
AGB. To counter AGB’s pro-
posal for a 5,000-household sam-
ple by the fall of 1988, Nielsen
would resch 6,000 by that date.
However, this provides an effec-
tive sample of only 4,600 people-
meter households, because it in-
cludes an overweight in four
markets, each with 700 people
meters.

Nielsen emphasizes thu an
adequate test of peopie’s willing-
ness to push buttons to signify
their presenice in (ront of the set
can be determined over time and
geography. Turmnover rates must
be studied to evaluate fatigue
and possible biss. Response
rates by geographic regions and
economie, social and ethnic
groups must be analyzed. No
single market test is adequats,
Nieisen says.

ScanAmerica

The third entry in the people-
meter sweepstakes is Scan-
America, 8 service becked by Ar-
bitron and Burke Research.

AGB and Nielsen use similar
push-button instruments, but
ScanAmerica’s system involves
two unique featurea, A prompt-
ing message appears on the side
of the screen to remind viewers
to push the buttons to record in-
dividual presence, and & wand is
provided to record package
goods purchases by paseing the
wand over UPC bars as shop-
ping begs are unpecked.

The latter feature incorpo-
rates the purchase data along
with viewing data. This makes
possible the long-sought “singie
source,” media and product data
from the same househoid. .

ScanAmerica is mounting e
200-househoid sample test in
Denver, scheduled for operstion
in December. The number of

! qucuou to be answered by this
nylum go well beyond thase
faced by AGB and Nielsen.
ScanAmerica is of great interest
to advertisers, end a natioval
nmeo is planned.

The recent Nielsen announce-

) ment of sccelerating people-
' meter installations, including
local service to four markets by
August, 1988, has caught the at-
tention of Arbitron. AJ. Auri-
chio, Arbitron president, be-
liaves his organization mey be
{orced to leunch a national peo-
ple-metar service to protect its
position in the local market
fieid. This could be done by ini-
tially omitting the product scan-
ning wand feature in order to in.
stall its people meters quickly
and economically. Final deci-
sions hinge on the ocutcome of
the Denver field test.

Rmin' down these develop-
ments in the network fleld
points to a tentative conclusion:
' Nteis¥n has reected sstutely to
the AGB chaillenge and has a
good chance of coming out on
top two years hence, if the peo-
ple meters prove reliable. Niel-

ence, databese and clients. By
shifting in September from its
NAC diary service to people
meters for demographics, it will
overcome its greatest messure-
ment weskness. With a profit-
sble US. business plus the re-
sources of perent Dun & Brad-
street Corp., Nieisen seems weil
positioned to abeorb expension
| coats relsted to its announced

Advertising Age

November 21,

1985

Reprinted with Permission

Copyright 1985,

“Do increese to customers.”

AGB's Boston test and valide-
tion have yielded impressive re-
suits. They do not, however,
demonstrats that the system can
become a satisfactory replace-
ment for the deeply entrenched,
muitifaceted NT1 service.

AGB (aces heavy instailation
and startup ezpenses thet will
demand deep pockets. No users
want two services. Although
some sgencies might be willing
to switch, it will be difficuit for
AGB to corral its target audi-
ence in the next six months—
users representing 30% of net-
work doller volume.

Originally, AGB's primary ep-
peal was to supply s
5,000-household peopie-metsr
sample at lese than haif the cost
of the existing Nielsen service.
Later that was modified to the
same cost as Nielsen. Now Niel-
sen will offer 6,000 people-meter
sample households in 1988 for
Do incresse in cost to subsecrib-
ors. This removes AGB's cost
sdvantsge.

It now seems that AGB’s main
hope to become established a8 2
viable Nisisen competitor is im
prumn that its systam is supe-
pior to Nielsen's.

The field of local bmdeut
messurement is about equally
divided between Arbitron and
Nieisen. Most major stations
buy both because about half of
their agency prospects use esch
service. Both ratings companies
use diaries for each household tv
set thet can record viewing of

bousehold members and visitors.
More than 200 markets sre cow

- ered by four sweeps anmually.

Housshold meter data in 12 top
markets are amplified by people
data from diariea,

Arbitron began a repid expen-
sion of metered services to many
major markets in the eariy
1980s. Nielsen initiaily was
caught off guard but soom began
to match its competitor with
meter services in each Arbitrom
market. Many in the industry
doubted that such expensive
services would receive sceep-
tance, but most statioms sub-
seribe to both,

Now Nielsen has regnined the:

initiative, with Denver just
sdded and Atisnta scheduled for
next fail. Arbitron is instailing
its ScanAmerica tast instailation
in Denver but will not expand
farther until the resuits of that
people-meter test are in. Seattls,
PitGburgh and St. Lowis are
considered prospects for further
meter expansion.
The growth of independent
stations has spurred meter ser-
vice expansion. Better ratings
from meters then diaries are the
rule for independenta, especially
pew and vhf stations. The [nde-
pendent Television Station
Assn. is among the articulate
crities of diary measurement.

Even assuming people meters
should cover the top 20 marksts,
there wouid be nearty 100 other
markets still subject to diary
messurement. Therefore, im-
provement in diaries or am aiter-

Crain Communications

Bative should be sought.

The Advertising Research
FPoundation Video/Electronie
Media Council has set up a sub-
committee for diary improve-
ment to attack this iasue. A
sumber of methodological tssts
conducted by Arbitron and
Nielsen are being anaiyzed to
gonerate promising new ap-
prosches to diary improvement.
Arbitron and Nisisen are co-op-
erating. It is too early to judge
how productive this spproach
will be, If methodology tests are
to be conducted, who will con-
duet them? Who will finance?

Ratings ferment afflicts both
petwork and local tv. Nielsen's
vigorous response to AGB’s bold
people-meter plans will continue
to attract masjor intsrest st the
petwork level. In the somewhat
unlikely svent that AGB comes
out on top or s a viable compet-
itoe to Nielsen, it will be a whole
new ratings ball game. Shouid
AGB stumble in the coming
year, Arbitron could weil emerge
s the Nielsen competitor in tho
people-meter race.

Peopie metars seem likely to
become the future messurement
tool. If, es evidence indicates,
they yield lower ratings than

8o standard by ail broedcast,
cable and advertising intarests.






Artbur C. Nielsen Jr.

Some people hate market research, some
people love it. Meet Arthur Nielsen Jr., who
not only belped invent it but also figured
out bow to get rich at it. ‘

Rating Nielsen

By Barry Stavro

- RTHUR NIELSEN JR. is 2 mild-.
looking man—small, bald,

soft-spoken and methodical.
But when he stares talking about prob-

lem-solving, the mildness tums to
animadon. “I was always interested :

in problems. That was the primary
motivator, to try and solve them.”.
Nielsen and his father, of course,
practcally invented market research.
The problem they had to solve was
how to make money from it The
difficulty was that the labor involved

in tabulating the required data was:

expensive.

100

“For years my father would go
around and try and explain that his
work was worth something. He'd
quote the price. And he couldn’t get
any takers.” Companies preferred the
cheaper seat-of-the-pants method.

. Continues Nielsen: “My father was

uying to sell Kellogg Co. A fellow
said we don’t need your service. It had
its own, a freight-car index. Kellogg
had a guy stationed outside the gates
aying to see how many carloads Gen-
eral Foods shipped out” Nielsen
laughs, recalling the primitiveness of
icall

When Nielsen Jr. joined the com-
pany in 1945, fresh from the Army,

A_C. Nielsen Co. was only 2 $4 mil-
lion business. Son Art had worked
summers at the company, sortng
through mouads of data cards and us-
ing slide rules to get answers. “We
had to find some cheaper way of get-
ting the data. [ had the good fortune of
seeing 2 machine when [ was in the
Army, and that damn thing cut the
costs of caiculadons.” .

. The machine was a forerunner of
the electronic computer. Oh, sure, it
was the size of 2 living room and
designed to tumn out ballistics analy-
sis on artillery. Nielsen asked the
Army scientsts if this thing could be
used for business. “They said this was
just a scientific machine. [ said, boy it
multiplies and divides for you. That's
easy, they said. [ said, that’s all we do.
Our company adds stuff up and di-
vides and multiplies.” In 1952 Niel-
sen took delivery of one of IBM's first
computers. [t counted faster and
chéaper than people could’and helped
make the business work.

Young Nielsen made a further con-
tibution to the business. He figured
out how to train people to do what
his facher did. “People like Elmo Rop-
er and George Gallup were brilliant
men,” Nielsen goes on. “But they
never got their businesses very big.
They were geniuses. It was worth the
price of the service to be able to talk
to them. The trouble was, they didn‘t
have 2 grasp of or an interest in

FORBES, DECEMBER [7, 1984






teaching other people how to do it
Gallup’s theory of how you find out
what is going to bappen is to ask
people. Gallup himself was so smart,
so intuidve, he would look at the
data and he would probably figure out
some way of coming up with the
right answer. But there aren’t too
many people who can do that. There
are people, however, who can inter-

pret wends in numbers.” v - - C

With computers and a training pro-
gram, the Nielsen company was now
equipped to grow beyond what it

could have grown to had it been solely |

dependent on the talents of a few peo-
ple. Says Nielsen: ‘1 felt, and my Dad
did, too, why not go for the bigger
markets?” Let Callup rack Demo-
crat-versus-Republican battles every
two or four years. The Nielsens would

foree o e
Let Gallup track Democrat
versus Republican. The
Nielsens would go after
Colgate versus Crest,
Cheerios versus Kellogg's
Corn Flakes,

Coke versus Pepsi.

g0 arter tne tootapaste {Colgate ver-
sus Crest), breakfast cereals (Cheerios
versus Kellogg's Com Flakes] and
soda pop (Coke versus Pepsi) wars.

That kind of thinking made a for-
tune for Nieisen. The company now
tracks retail store sales and TV shows,
runs a coupon clearinghouse and 2
magazine subscripdon service and
suppiies oil- and gas-well daca. When
the younger Nieisen became presi-
dent of the company, in 1957, sales
were $25 million. In 1976, when he
became chairman (his father, Arthur
Sr., died in 1980l sales were $232
million. Sales in 1983 were $680 mil-
lion, and profits were $50 million. A
couple of months ago Art Nielsen sold
A. C. Nielsen Co. to Dun & Bradstreet
Corp. for $1.3 billion in stock, an as-
tounding 26 times earnings. The Niel-
sen family kept about $170 million of
that, or 2.56 million D&B shares.

Market research is a $3.6 billion-a-
year business now, but unlike more
esoteric forms, such as encounter
goups in which people are asked
what they like, the methodical Niel-
sens have always preferred cold, ob-
jective oumbers.

Nielsen’s father, an engineer, had
borrowed $45,000 and gone into busi-
ness in 1923, running tests for clients
who wanted to know what kind of
conveyer belt to buy or which turbine
generator was best. He shifted to mea-
suring consumer saies when the De-
pression almost knocked him out of

business. But he soon kit a problem: It
wasn’t enough to ask people which
soap they used. For example, old Ar-

: thur was oying to figure out whether

folks bought Lux, the soap of the mov-
ie stars, or Lifebuoy, which kept you
from smelling bad. He found his sum-
bers were all wrong. “The Lifebuoy
users were reluctant to say they had
b.o. On r.h; other hand, it didn‘t cost
you anything to say you bought Lux, a
high-priced soap,” says Art Jr.

So Nielsen Sr. finally hit it right.
Don’t ask, g0 and see for yourself.
He'd pay stores to let Nielsen auditors
go through the shelves and the books
to count everybody’s sales. Thus the
concept of market share was born. -

"Art Nielsen likes to say that one of
the essentals of market research is
finding out where a product is in the

long pipeline from manufacrurer to -

consumer. In the personal computer
industry that is 2 major problem. No
one is quite sure what people are actu-
a!ly buying and what is acrually juse
piling up in inventory. Nielsen’s son
Chris, 35, a Harvard M.B.A. and the
t.h.xxd'genmnon in the business, is
working on that computer sales prob-
lem. He has arranged with major com-

didn’t cost anything to say
you bought Lux,” .

puter chains such as ComputerLand
aftmgdm;?msdaw:onm
out what people are buyin:

Nieisen loves to reminisce&about
problem-solving. He started his cou:
pon clearinghouse ($91 million vol-
ume 2 year and sull growing) after
visiung a cormer grocery. ‘“This was a
mom-and-pop store. They lived up-
stairs over the store. On the dining
table the lady was sorting the coupons
and bad them all piled up. She was

nouncers used to ask listeners to send

in cards to advertisers if they liked the .

show. Who was more popular, Jack
Benny or Bob Hope! “They'd weigh
the darn mailbags,” Nielsen recalls.
At first, the Nieisens attached me-
ters to radios in their sample house-
holds, then put in a camera that suto-

FORBES, DECEMBER 17, 1984

madcally photographed the meter re-
su'ss thae the housewife, for 50 ceats,
mailed to Nielsen. That produced
numbers two weeks old, but it wasn’t

“fast enough for TV. Hooking the me-

ter to a phone line later created “over-
night” TV ratngs, but it was expen-
sive. Nielsen lost money on the rat-
ings for many years. Father and son
persisted, however, convinced thae
the TV market would grow sufficient-
ly to make the service profitable.
They were right. Today about $19 bil-
lion is speat on TV advertdsiag. Niel-
sen’s TV ratngs—there are 5,500 me-
tered homes—do about $100 million
in business a year. The ratings, plus
various surveys, tell the indusay, for
example, that ten times as many chil-
dren watch The A Team as wartch Hill
Street Blues, twice as many women

RS A L N
“It's very hard, psychologi-
cally, to let go. I realizel
have to step aside. I guess
I'm like an old firehorse. If
you hearthe gong, you come
running out of the barn.”

watch Dallas as men and that women
over 53—the top watchers—watch 41
hours of TV a week.

Nielsen supposedly retired at 65,
after the sale ot his company, and sall
lives in Winnetka, Ill. But he’s a work-
aholic, and a2 D&B consultant at
$30,000 2 month. “I can name you 20
problems yet unsolved,” he says. One
is finding 2 way to track TV commer-
cials, knowing exactly which are
shown and when on the 900 commer-
cial TV stadons. Nobody quite be-
lieves what the stations say. Nielsen
says the wick is getting a sensor to
recognize the commercial and gettng
a computer to memorze it

When Foraes chats with him he is
clutching a 5-foot trail of paper with
D&B’s third-quarter results—not bad,
2 17% gain. “It's very hard, psycho-
logicaily, to let go. That's what I'm
finding. I realize I have to step aside
and let the other fellows run the com-
pany. I guess I'm like an old firehorse.
If you hear the gong, you come run-
ning out of the bam.” .

Tennis is one of his few diversions.
Nielsen plays three times a week and
is no hacker. He played doubles at
Wimbledon about ten years ago in the
45-and-older group. Even in tennis he
takes a methodical approach. He
tapes tennis matches and’ compares
the tapes with what the athletes ad-
vise in their books. “Rod Laver
doesn’t hit his backhand like he says
be does,” says Arthur Nielsen. B







Northern metering. The BBM Bureau of Canada has awarded a contract to the A.C. Nielsen
Co. of Canada for the design, instaliation and operation of a system of electronic people

meters, starting next year.

Also bidding on the contract, in addition to Nielsen of Canada, were Audits of Great Britain,
Scan Canada and Secodip of France. The system will be introduced during 1986. Peter
Swain, chairman of the BBM Meter Committee, said discussions are proceeding for a net-
work service and local meter services in Toronto, Montreal and Vancouver.

“We hope to be able to sign a formal contract earty in the new year and complete instalia-
tion of the first 260 meters in Toronto in the fall of 1986, Swain said. “Following a successful
introduction, this technology will be expanded nationally by 1988."
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Nielsen expanding people meter test

It all goes well, company says 6,000
devices will be in place by 1988; .
it also announces integration ot

its national TV ratings system with
various Dun & Bradstreet services
accessible via personal computers

The A.C. Nielsen Co.. along with its parent
company, Dun & Bradstreet Corp.. an-
nounced a major expansion of its people me-
ter test in addition to a new array of rating
and marketing services.

The new services will combine for the
first time several of Nielsen's national televi-
sion ratings systems with Dun & Bradstreet's
extensive market research services to pro-
vide. in many cases. direct on-line computer
access to databases that up until now were
unavailable or had to be produced indepen-
dently by hand (“Closed Circuit.” Sept. 30).

Dun & Bradstreet acquired Nieisen in Au-
gust 1984 and has since moved to consoli-
date the resources of the two organizations.
D&B divisions that share resources with
Nieisen include Donneliey Marketing, Dun
& Bradstreet Credit Services. Dun’s Market-
ing Services. D&B Computing Services.
DunsNet. Zytron. Donneiley Marketing In-
formation Services. Salesnet and DunsPlus.

By detailing some of its plans for the peo-
ple meter—a device activated by a viewer’s
pressing of numbered buttons on a portable
handset at the prompting of a monitor at-
tached to the television set, providing over-
night demographic information on viewers
without the laborious hand compilation of
diaries—Nielsen has signaled its growing
emphasis on the meter technology. The an-
nouncement also comes at a time when com-
peting rating services, such as Arbitron and
AGB Television Research, are conducting
their own people meter tests.

The first step in the expansion of the test
will be validation of the service conducted
by an outside group. The validation will be
based on data obtained from the people me-
ter during March 1986. If the validation
proves positive, Nielsen will introduce peo-
ple meters in 1,000 househoids. They will
operate concurrently with Nielsen's 2,700-
home National Audience Composition sam-
ple until Nielsen is satisfied with the meters’

performance. It will then increase the num-
ber of meters and phase out the NAC sam-
ple.

The validation test is designed to deter-
mine, among other things. the reaction to the

people meters, who is pushing the buttons

that record a viewer's presence and. if the
sample_household wants to drop out of the
test. why.

(The NAC sample is Nielsen’s national
diary-based service that provides demogra-
phic ratings for national teievision shows. It
1s published every two weeks in booklet
form referred to as the “pocket piece.” This
is not to be confused with Nielsen's National
Television Index [NTI] which is based on
1,700 househoids and provides a weekly es-
timate of strictly household ratings.)

The Nielsen people meter. which mea-
sures demographic viewing in addition to
household ratings on a nightly basis, was
originally tested in Tampa. Fla., in 1978.
But Nielsen abandoned the project to devel-
op better hardware. The peopie meter was
then launched again in July 1983 with a na-
tional test of 150 households. which were
increased to 300 a year later. There are now
600 people meters in place and Nielsen re-
cently announced plans to increase the sam-
ple to 1.000 households.

After further testing and analysis, Nielsen
will decide whether to expand the people
meter sample from 1,000 households to
2.700 households. which will then become
“the source of all television information.™ If
the green light is given, Nielsen said it will
have the 2,700 people meters instalied by
September 1987.

Assuming the test results continue to be
favorable, Nielsen will begin installing peo-
ple meters in September 1988 in New York,
Los Angeles. Chicago and San Francisco,
which would bring the gross people meter
sample to 6,006 households with about
4.600 households estimated to be watching
TV at any one time. Nielsen now has over-
night meters in 10 major markets, and plans
to meter Miami and Denver shortly, but
these provide only household ratings infor-
mation. If Nielsen installed people meters in
the major markets, television stations would
have overnight demographic ratings in addi-
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tion to househoid estimates.

Nielsen said the peopie meter roll-out will
not stop in 1988, but will continue to replace
household meters in other major markets so
that evenutally the gross sample will total
more than 8.000 househoids.

William S. Hamill. executive vice presi-
dent of Nielsen. said his company has re-
ceived commitments from three stations in
Atlanta and will begin installing overnight
meters there in the fall of 1986.

Hamill also said combining the data sys-
tems of Nielsen and D&B would offer “per-
haps for the first time by any research orga-
nization an integration of electronic media
research and market research™ that couid
simplify the marketing and media decisions
of advertisers. Eventually, he said. the com-
bined data bases would be available to ex
ecutives via personal computers.

Along with detailing the people meter
rollout, Nielsen also outlined several
changes in existing services along with some
new research tools for advertisers:

® ScanTrack Plus. Currently named Scan-
Track Major Market Service, this service
provides weekly data on scanner-recorded
brands. It will now be beefed up to include
data on couponing, sampling, newspaper
and magazine advertising and competitive
pricing and wiil compare network and spot
television gross rating points to share of the
brand’s market.

® Nielsen Micro Services. At present this
service provides the overnight meter ratings
to local stations. networks. producers and
station representatives. Beginning in No-
vember, Nielsen will add several ancillary
services inciuding Spotbuyer which will es-
timate local spot buys and provide post-buy
analysis.

@ Monitor-Plus. As announced. this ser-
vice will compete with Broadcast Advertiser
Report’s commercial monitoring service.
The service will record and document net-
work television commercials 24 hours a day,
52 weeks a year in the top 75 markets. Niel-
sen said the information can be combined
with audience data from its Media Research

~ Group that will “produce a total television

advertising picture.” Monitor-Plus will be
launched in January 1986 and cover 76 mar-
kets by early 1987, Nielsen said.

® Megabase System. This system. which
is currently availabie for the NSI data base
(local demographic ratings measured during
the four annual sweep periods), will be made
available for NTI beginning September
1986. The data base will allow subscribers
to instantly access via their own computers a
large variety of national ratings and market-
ing information, combine and apply a vari-
ety of Nieisen and D&B software and be
immediately quoted prices on the custom re-
quests.

® ADS. Currently in a test phase. it stands
for Audience Detection by Sonar. The sys-
tem passively measures the presence of peo-
ple in front of a televsion set, although it
cannot identify members of the household.
Nielsen considers it the “first step toward
totally passive people metering. Once the
test is completed, Nielsen said it will be used
in the people meter test. a







By (/e /Fiadio Age, December 23, 1965

= = better position than we are now to make recommen-
Mé‘dla PI’OfESSIOllalS dations on each piece of Nielsen’s promised informa-
tion package. We can be kept up-to-date on their fea-
sibility only if Nielsen changes the way it’s done busi-

1 d 1 ness for 3o long, keeping most of the results of its
Nlelsen s tactics y research and development to itself, and if we—the
compar ed to AG’B S | customers—have a better chance to look over Niel-

sen’s shoulder at how thue ideas test out as they go
3 along.”
David C. Lehmkuhl Lehmkuhl compares Nielsen’s tactics with “the in-
Senior vice president, dustry’s relatively short, but much closer, experience
Group media director with AGB.”
N W Ayer/New York He points out that this British-based research ser-

vice which has been conducting tests of its people
meter in Boston, “had subscribers to its Boston tests
serving on several advisory committees as their test-
ing progressed. Representatives from subscriber com-
panies and agencies were on a format committee, oth-
ers were on a bench-mark committee, and others
served on a validation committee.”

At the suggestion and request of these subscriber

avid Lehmkuhl of N W Ayer says he “never ex- committee members, he explains, AGB improved the
D pected Nielsen to roll over and die just because questionnaire for its validation tests, moved up the
AGB beat them to the punch with people meters.” scheduling of the final validation tests to give panel-
And he concedes that Nielsen “certainly reacted with ists a longer time to let the novelty of pushing their
what appears to be major plans on the drawing meter buttons wear off, and selected which demo-
boa.rd, and by proxmsmg a large package of possibili- graphic breaks to report xn AGB’s overnight, weekly
ties.” and monthly reports.

But he adds that Nielsen “mll hasn't reacted to Subscriber committee members, he adds, also se-’
the AGB challenge in the way we had hoped they lected which hours should be included in which day-
would: by sharing with the advertisers, agencies and parts, and redesigned AGB’s reporting of reach and
media who will be paying for whatever comes out of frequency. And they advised on the format of AGB’s
all these promises, the results of their tutmg of the cable supplement, and changed the hours during
various items promised.” which the company conducted the coincidental tele-

The way Lehmkuhl sees it, “Company advertising phone calls for its validation tests, “all to the end
managers and agencies in particular, as custodians of that AGB could develop into a more user-friendly
major advertising budgets, could and should be in a service for the industry.”

Local Ratingzzx

The Arbitron and Nielsen ratings
books are out for the February
sweeps. In several key dayparts the Nielsen Station Index, a division of of
two- books differ substantially. As a A.C. Nielsen Co.’s media research group, has
sesult, there’s the uxual something expand.ed its local metered service to Den\_ter
v Dt Sossidhanein and Miami/Fort Lauderdale. The service

Soid desiert. began Oct. 31. Twelve markets are now me-

the numbers . . .. tered, representing more than one-third of
Channels 5 and 20, the market’s total U.S. television households. Nielsen also
mndependent  stations,  hothr had announced plans to meter Atlanta, scheduled
strong books, reflecting a national to begin in October 1986.
trend. Channel 9 continued to lead
n the local news races but Channel Evectronic Mepia December 23, 1985
7 showed- some improvement, par-
ticularly m the 6-t0-7 p.m. news
slot. . .

Channel 4 also_showed some
gamny~w the Arhitron. book: and
there's talk-timt the NBC-owned
station-may sign on for that ratings
sefvice soom ... joining WJLA,
WTTG and WDCA as subscribers

The Washington Post
March 14, 1985

With the Nielsen numbers in par-
entheses, let's start with the Achi-
tron numbers- for noon news . . .
where Channel Nine leads with.a 7
rating and a 31 percentaudience
share (9/31), followed by Seven at
5/2Z (6{21), Four at 3/14- (4/15)
and® Five's 'Pznor.nmz vmk J/13

2/4)-.







~ When _
Arbitron & Nielsen

agree, it’s big news...

everywhere!

KCOP.. .without question, the highest rated
independent station from sign-on to sign-oft
in the City of the Angels.

kcopaed

Source: Nov '85 Su-Sa Shares: Arbitron KCOP 12%, KTTV 10% KTLA 10%, KHJ-TV 6% Nielsen KCOP 11% KTTV 10% KTLA 10%, KHJ-TV 6%
Quoted data are estimates only, subject to limitations available on request.

The Number One Independent in Los Angeles

A Chrs-Craft industnss, Inc. Televaion Station
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TELEVISION RATINGS:
TriE BRITISH ARE COXING

AGB Research plans to use a PeopleMeter to assault A.C. Niel-
sen’s monopoly on measuring U.S. audiences nationwide.

N THE TELEVISION ratings war, the

battiefront has shifted to the raters. A.C,
Nieisen Co., a Dun & Bradstreet subsidiary,
is currently the only company that measures
US. TV audiences nationwide. On the basis
of its calibrations, corporations doled out $9
billion last year for network TV advertising.
- Nieisen lapped up an estimated $100 million
in revenues from its national and local ratings
services. Now AGB Research, which con-
trols the $3-million-a-year ratings busmess in
Britain, is rying to break Nieisen's national
monopoly in the U.S. with 2 system it claims
is more refined and less expensive. The in-
dustry supports AGB's attack 32 compa-
agendes [ike J. Walter Thompson, have put
$850,000 behind 2 $2.5-million test i Bos-
ton. “A Little competition would help us all,”
says Robert Maxwell, vice president of re-
search at Home Box Officg, a pay television
service owned by Time Inc, publisher of
FORTUNE, and another of the test’s backers.

For the past 35 years, Nielsen has moni-
tored US. viewing habits by combining two
measurement techniques. A meter attached

to the TV sets of its sample audience—now
1,700 homes—automatically records which
channel is on at all times. But it doesn’t tell if
anyone is watching. A separate group of
2,600 households flls out a diary that re-
gordswhzteachfzmﬂymbeﬁeweddw-

mg each 15-minute period for 2 week. But

the diary could be as much fiction as fact.

Stll, the industry found the system ade-
quate until cable came along i 1975. Today
the average home has access to over ten sta-
tHons, and some can tume i as many as 80,
With remote control and videocassette re-
corders further complicating the viewing pic-
ture, diary keepers are hard pressed to keep
track of every channel change.

AGB'’s system, cilled the PeopleMeter,
assigns each member of the households a
number on 2 keyboard. Viewers are expect-
ed to push their number when they begin
watching and again when they fmish. AGB
comendspeoplemmom&dympushm-
mnsthankcepdimmthePeopleMew
still requires viewers' participation. “No sys-
tem is perfect,” concedes Norman Hecht,
46, president of AGB's US. operations.

Over the next several months, AGB will
complete studies tharit hopes will show that
the people who are supposed to be pushing
the buttons actually are.

Nielsen is not about to undermine itself by
debmhngmdmysystmbmnuqmeﬂy

doacompetevuhNidseamzmloalTV
markets, i3 trying out a similar system in
Denver. “We take real and potentia] threats
seriously,” says James Lyons, president of
Nielsen's media research group. If Nieisen
decides to switch to people meters, it would
be “later rather than soomer,” says Lyons,
-and subscribers would probably bave to pay
twice as much for ratings. Industry watchers
maintain that Nielsen's profits in the ratings
business are already as much as 60% of sales
before taxes. AGB, which earned $11 miltion
on revenues of $112 million last year, says it
can deliver 2 sample audience about three
times larger than Nieisen's for 20% less—
and stll make money. = Jactyn Fierman

APRL 1, 1985 FORTUNE

Young & Rubicam and BBDO have become first subscribers to AGB

National Television Audience Measurement Service. AGB service
becomes operational in 2,000 households (5,200 people) as of Sep-
tember 1987, and 5,000 househoids (13,000) as of September 1988.

Broaacastng Jan 27 1986
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The Birch Challenge: Keeping Arbitron on Its Toes

As Agencies Choose Newcomer’s Phone-Ratings Method, a Veteran Fights Back

By Lore Croghan

MIAMI—Fledgling radio ratings producer
Birch Research Corp. is convincing more and
more agencies that its single-day telephone-
interview technique is worth switching to,
and veteran Arbitron is beginning to feel the
heat.

For the first time since its inception in
1982, Birch, the Coral Springs, Fla.-based
nationwide analyst of radio markets, has

Critics claim Birch's
telephone method is more
open to interviewer bias.

commitments from top national agencies—
this year it signed up Kenyon & Eckhardt
and BBDO—to use its service as a primary
rather than a secondary ratings source.

And the smaller shops are signing on or
renewing at a rate of 40-50 per month, said
company founder and chairman Thomas C.
Birch.

The increased business is due in part to
the marketing strategies that president Dick
Weinstein brought with him when he moved
to Birch from Arbitron.

*“Arbitron would never admit it, but they
see a potential for real competition from
Birch,” said a top executive for a radio in-
dustry group.

One apparent sign of Arbitron’s new re-
spect for rival Birch was its willingness to
debate Birch at a forum sponsored by the
Advertising Federation of Greater Miami
last month. Arbitron was represented by
Ken Wollenberg, vp/marketing for adverti-
ser/agency sales, who defended his service’s
seven-day diary method. Birch countered by
touting his company’s single-day telephone-
interview technique.

Birch showed his contempt for Arbitron
by refusing to refer to his competitor by
name. Wollenberg returned the favor, call-
ing Birch “Brand B.”

A more important result of the competi-
tion has been Arbitron’s expanded four-
quarter measurements and improved cus-
tomer awareness.

“Arbitron was the one man on the block
and worked that way,” said one New York
media director. “Now Arbitron’s approach to
dealing with people is better.”

*“I've always had reservations about Arbi-
tron. Everybody has had reservations about
Arbitron, because of its basic arrogance,
which has recently changed,” said Jeri Feld-
man, media director of Miami's Gold Coast
Advertising Associates.

As a result of the Birch challenge and oth-
er complaints, Arbitron has ordered an ex-

pensive redesign of its book format and has
expanded its continuous, four-quarter mea-
surement service to 75 markets from 14.

Both innovations will go into effect next .

year.

Wollenberg denies such improvements
had anything to do with Birch.

“For the more than 20 years we've been
in existence, we've consistently introduced
new products and services and improve-
ments in methodology,” he said.

The move to four-quarter
from two-quarter measure-
ments did not thrill the radio
industry. The board of the
New York-based Radio Adver-
tising Bureau passed a resolu-
tion last month expressing
‘‘concern’’ over Arbitron’s
doubling measurements with-
out consulting consumers, be-
cause it’s going to mean in-
creased costs for stations and
agencies.

*“This will increase our oper-
ational costs,” said Dick Har-
ris, president of the radio
group of Westinghouse Broad-
casting and Cable, “because
we have to pay for promotion
during the additional periods
of measurement activity.”

Some people have specific
complaints about Arbitron's
basic methodology. They ques-
tion whether a representative
sample of the listening popula-
tion can be obtained by using a method that
requires the cooperation of someone in
spending time to fill out forms.

“Radio listening cannot be measured ac-

Birch as a primary source is contingent on
Birch's establishment of a centralized inter-
viewing service, which, he said, would mini-
mize the problem. Birch’s centralized inter-
viewing center will start up soon, he said.

Advocates of the Birch system consider it
merely an improvement over Arbitron, not a
scientific source of ratings information.

A more precise technique would be coinci-
dental telephone interviews that would fix
what people are listening to at the time an

STEVE & wgarys

Thomas C. Birch: offering & primary ratings source

interviewer calls, said K&E's Goldin, but

“this is impractical with radio because lis-

tening is done in cars and late at night.”
Birch falls short of this ideal but is *“the

curately with a diary,”” Alan better of the
Goldin, svp/media director of . ‘T : two avail-
Kenyon & Eckhardt, said. H able sys-
BBDO media director Steve he mfiustry wapts an tems,” said
Singer says Birch's method-  alternative to Arbitron. g4 Coast's
ology better fulfills the Adver- There’s room for both.’’ Feldman.
tising Research Foundation’s Despite
criteria for a good ratings sys- the growing

tem. Birch’s sample design is better than Ar-
bitron’s, he said, because it uses only one
person per household.

Arbitron allows several members of the
same family to fill out diaries.

Birch’s recovery rate of 60% is better than
Arbitron’s 40%, Singer said. And Birch's
data collection and validation procedures are
superior, he said, since the telephone inter-
view fixes recall at a maximum of 36 hours.
Diary recall can stretch to as long as seven
days, according to Singer.

However, critics claim that Birch's tele-
phone method is more open to interviewer
bias.

Singer said BBDO's agreement to use

number of media directors who share that
feeling, Arbitron officials profess to be un-
shaken by Birch’s challenge.

“In reality, Birch has had very little im-
pact on Arbitron,” said Wollenberg. “We
have detected no usage decrease. We have
record numbers of agency clients. And fi-
nancially, we're having a good year.”

But in the advertising community, there is
a definite interest in the challenge Birch
poses.

*“The industry wants an alternative to Ar-
bitron,” according to Sheldon T. Taule.
svp/media of Baltimore's VanSant Dugdale
Advertising. *“There is room enough for both
of them.” a
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Local challe

nger

y Briaa J. O'Coanor
siaess Writer
n the ongoing war of the ra-
dio airwaves, stations slug it
§ out for high ratings and the
b ::‘nﬂ.ldn' bucks they can
L]

But lately, there's been another
dio war — between the two ser-
ces that com

'd snaller of the two ratings ser-
~e8, ¢-year-old Birch Radio of
‘ral Springs, has begun to close
® gap on Arbitron, the 20-year-
| industry leader.

Thanks to a new marketing
‘ategy — and three former
nagers from Arbditroa — Bi
tims it has wooed away Arbitron
ents, added subscribers sad
cuts by the more-

‘We've had some major succes-
t and have caused some huge
tblems for Arbitron,” said Birch
esident Tom Birch. However, an
bitron spokeswoman countered
it the company has changed
'thing that we wouldn't have
otherwise.”

"
The lmporul:q of the market
ing reports is paramount in a
‘iness where, as one radio con-
tant put it, “Your ratings are
:lllc. You live and die by the

‘hat's because those published
ings are used by advertisers, ad
‘ncies, media buyers and consul-
ts in determining how much ad-
tising goes to stations, and how

ch those companies are willing

ay for radio
‘hese facts prompted Birch to
rt a marketing program 18
1ths ago that targeted ad agen-
S
m is gned to

o stations into becoming Birch
scribers by establishing his
t with the people who decide
re advertising money is spent.
only does that strategy help
h gain acceptance, but it also
eases income, Birch said.

The success or failure of a rat-

the the ad '3
wies put in the service,” Bireh
2ined.

‘though the 33-year-old Cornell
‘uate’s firm 't replaced

tron as the market leader,
h Radio has met with success
* being founded.

rch developed his system of
wch as program director for
| station WQAM in Miami. He
ed Birch Research Inc. and
Yirch radio subsidiary in 1978,
'ng WQAM in spring of 1979.
*r 1 left, we began to offer the
‘ce in other markets and there
al esrut demand for it,” Birch

February of 1982, after ac-
ng Media Statistics of Wash-
n, D.C., Birch Radio was then
d in more than 100 markets,
nade news by taking the two
fBoston stations away from
ron.

r most of the company's his-

Birch Radio surveys have

emented Arbitron research
s. But recently,. claiming. ShellyCa

Mmluue is the difference in
methodology and claims of accu-
racy between the two flrms. Arbi-
tron has its selected listeners
compile diaries,

is more reliable.
“We feel that the diary is the way
o capture radio listening. We've
researched it over and over and,

tve as-:

. .. wr deen as ms .

:.Je've improved. the ‘diary” said’
goer, ;

L LR

sistant for commaunications at
Arbitron’s New York City

“In the beginning, we wsed the
lephone, but research has shown

5

that the written diary is tbe way to

§0. I can't remember what I Lis-

Weekily B M o

20, 1988 k]

giving Arbitron static

over 12 old, and em,
mmﬂ?‘.m‘um

Birch surveys 212 markets and
employs 600 to 700 aationwide at
v-‘mmlncldh.nhm

which has wpped the
markets that it will measure quar-
wly(nwmmhmlyor
anually) from 14 to 75 next spring
currently measures 86 mar-
kets oa a quarterly basis.
In the last two years, Arbitron
Bas also added “Target Aid” to itx
which outlines lifestyles

KELI-1430 AM. The station pub-
lisbed newspaper ads offering
money to Arbitron diary hoider:
who would list the news/talk for-
mat station in their listening

tion executives said that the
two Mlmge ads were takeo out tc
protest ;

“Por ezample, maybe there's »
guy giving away a $100,000 house,"
ol manager of BELE S1o o
general manager 549 t
pot buying diaries? We just did it o
little more straightforwardly. It
Just got more attention than giving
away 3 house.”

The station paid $14.30 each for
28 diaries, which were to be re-
turned to Arbitron, Ross said.

The station ~ which does no!
subscribe to Arbitron but is a Birc!

tron, be
they're sending owt th(

Birch attributes n.n;c:r:‘l his
company’s success to tron
minted management team. “In m;
mind, we have a dream team of

management talent that ir

‘ct the bead of this company,” he
- shid. That “dream team” is com-

ised of Dick Weinstein, Bill
Evel and Bill Engel, all forme:
Arbditron vice presidents.
*“We think that uitimately, we're
g to be very successful in mov.
mﬁ advertisers and agencies off o!
Arbitron,” Birch said. "We've still
§0 & long way to go — Arbitron i
still very entrenched out there —
but the momentum is on our sid

and working very much agains:
\Arbitron,”.

e tisesrenn e, ‘






I’s a fait accompli

Retiring as a research appointee on the Arbitron Ra-
dio Advisory Council after three years service, Ellen
Hulleberg, executive vice president, marketing and
communications, at The Interep Cos., laid it on the
line in a memo to client stations about Arbitron’s
continuous measurement decision.

“Arbitron will not reconsider the decision” to add
continuous measurement to a total of some five doz-
en markets, she wrote. “Birch offers continuous mea-
surement in about 100 markets, and Arbitron be-
lieves it must do so also.” At another place in the
memo she underscored the point, stating that “as
(Arbitron begins) to get competition from Birch, they
will continue to make business decisions to secure
their dominant position.”

But she added: “I believe it is important for (Arbi-
tron) to remain strong. Radio needs a rating service
that is considered reliable in all aspects.”

Birch signs McCann

McCann-Erickson will be using Birch Radio as its
“primary” radio ratings service in the 153 local mar-
kets Birch measures “more frequently” than Arbi-
tron but will continue with Aritron as primary service
in 164 other radio markets. Laura Silton, McCann se-
nior vice president, local broadcast, says the change
will be implemented in the agency’s regional buying
offices in Atlanta, Boston, Detroit, Houston, Los An-
geles, New Orleans, San Francisco and Seattle, as
well as in New York.

She said that the combination of Arbitron and
Birch will “now provide our clients with the most
complete and up-to-date information available for
their spot radio investments. Birch’s audience and
ethnic composition, cume duplication tables, qualita-
tive information and county data will enable our buy-
ers to be in a strong buying position.”

And Lucian Chimene, director of media informa-
tion services at McCann says he’s pleased that the
agency has the opportunity to support an alternative
ratings service, “thereby establishing a competitive
environment that has not previously existed.”

Television/Radio Age, January 6, 1986













ﬂ Television Audience Assessment, Inc.

PROGRAM IMPACT AND PROGRAM APPEAL:
QUALITATIVE RATINGS AND COMMERCIAL EFFECTIVENESS

Executive Summary

Television Audience Assessment’s latest report,
based on the results of a new experimental
laboratory study, demonstrates that television
viewers generally find commercials more
memorable, likable, credible, and persuasive
when placed in programs they find involving.

raditionally, the commercial value of tele-

vision programs has been determined pri-

marily by one statistic — the estimated
size of a program’s audience: the higher a
program’s ratings, the greater its value as an
advertising vehicle. However, audience research
from a variety of sources has called into question
some of the assumptions underlying this
approach. In the buzzing environment where
today’s families watch television, the fact that a
program or a commercial reaches the home screen
is no guarantee that it actually reaches the view-
ers. Today’s television viewers are easily dis-
tracted. They often change channels, engage in
other activities, or leave the room while watching
a show; people give undivided attention to only
about a third of the prime-time programs they
view.

For the advertising executive trying to
plan an efficient media campaign, traditional tele-
vision ratings based on audience size offer little
help in distinguishing between programs whose
audience is restless and distracted and programs
which capture an attentive, involved, and loyal
audience. As a result, a growing number of
industry executives are considering the advantages
of what has come to be known as “qualitative rat-
ings” — ratings based on how viewers actually
react and respond to the programs they watch.

Since 1980 Television Audience Assess-
ment has engaged in an extensive research-and-
development program to create and test a new
system of qualitative ratings — one that is meth-
odologically sound and commercially relevant for
today’s expanding television marketplace. The
system that evolved from this research is based on
two measures of viewers’ response to program-
ming:

B The Program Impact Index measures the
degree of intellectual and emotional stim-
ulation a program provides its viewers. It
provides a useful estimate of how involved
or distracted viewers are while watching a
show and its commercials.

B The Program Appeal Index measures the
overall entertainment value of a television
program. It gauges the level of viewers’
enjoyment and correlates to whether or
not viewers will plan ahead to watch a
program and remain loyal to it over time.

Following this developmental work, execu-
tives from the broadcast, cable, and advertising
industries urged us to undertake additional
research to assess the potential utility of the
Program Impact and Program Appeal Indexes in
predicting how viewers’ involvement with a televi-
sion program influences their receptivity to the
commercials placed within the show.

The Study

In response, Television Audience Assess-
ment, in conjunction with Clancy, Shulman &
Associates, reviewed the relevant research litera-
ture of the past 30 years and designed a special







experimental laboratory study. The study took
place in Kansas City, Missouri, and used a sam-
ple of 470 women between the ages of 18 and 49.
In groups of 20, these women viewed one of four
different hour-long programs in which the same
eight commercials (four “test” and four “clutter”
commercials) had been inserted. Half of the
women viewed the program in a theater setting,
where rows of seats faced a television screen; no
“distractions” were available. The remaining
women met in a living-room setting, where com-
fortable couches and chairs were arranged to
facilitate easy conversation; distractions like food
and magazines were available.

The study design involved pre- and post-
exposure questions about both the program and
the test commercials. Four standard measures
were used to test commercial effectiveness: brand
name recall, message recall, message credibility,
and future intent to purchase advertised products.
The data from this study enabled us to analyze
how differences in viewers’ general attentiveness
and degree of program involvement influence how
they perceive and respond to commercials.

The results of the study clearly indicate
that programs with high Impact and Appeal rat-
ings are more likely to capture viewers’ attention
and increase their receptivity to commercials. Tel-
evision Audience Assessment’s Program Impact
Index proved to be particularly useful in this
regard. High Impact ratings were almost always
correlated with higher scores for each of the
measures of commercial effectiveness tested.

Highlights of Findings

B  The typical household diversions available
to participants viewing in the living-room
environment dramatically reduced the
level of attention they gave to each televi-
sion program. Given the opportunity to
read, chat, eat, or move about the room,
those viewers reported paying attention to
an average of only 29 minutes of the
hour-long program. Participants watching
in the theater setting reported paying
attention to an average of 52 minutes.

W In general, the Program Impact Index was
more useful than the Program Appeal
Index in predicting viewers’ response to
commercials. For example, viewers who
gave high Impact ratings to the program
were more likely than those who gave low
Impact ratings to remember the main
point of each commercial’s message. (No
comparable association was found
between viewers’ Program Appeal ratings
and their recall of a commercial’s mes-
sage.)

B Viewers rated commercials more positively
(i.e., as “excellent” or “good” rather than
“poor” or “terrible”) when they appeared
in programs receiving high qualitative rat-
ings. This relationship was independent of
the amount of attention the viewer gave to
the program.







The higher the viewers rated a program’s
Impact, the more likely they were to
believe the product claims made in the
commercials. In the living-room setting,
for example, more involved viewers — as
measured by the Program Impact scoi s
they gave to the program — found 84%
of the messages believable; while less
involved viewers thought 74% of those’
messages were believable.

Viewers’ assessment of a program’s
Impact was strongly associated with their
subsequent purchase preference for the
advertised products. The higher the
Impact rating viewers gave to the
program, the greater the change in pur-
chase interest generated by the commer-
cial. In the living-room setting, for exam-
ple, intended brand shares for viewers
giving high Impact ratings were on the
average nearly 7 “market share points”
greater than for viewers giving low Impact
ratings. This result was particularly strong
for respondents who saw a commercial for
a new brand they had not yet tried.

While the Program Appeal Index was less
powerful than the Impact Index for iden-
tifying programs that provide the most
effective environment for commercial
advertising, the Program Appeal Index
was useful in predicting people’s loyalty to
programs. Viewers who gave a program a
high Appeal score were more likely to
make a special effort to watch the show
and to watch it frequently.
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RATINGS PRIMER

How RADAR Plots
Network Progress

on network-affiliated radio stations reaches approxi-
mtely 75% of the 12+ U.S. population, dehvenng over 7 billion impres-
sions each week. The average listener tunes in for 60 quarter-hours dur-
ing that week. at which time the rate for exposure to network programs
or commercials ranges from 7.3 to 12.9. Gross weekly impressions for in-
dividual networks vary from 127 million to 361 million.

What this sll adds up to is a peed to count
(or somehow caiculate) the number of per-
sons tuned in to & particular network. pro-
gram. or commercial Networks need to
know thewrr sudience size so they know how
much to charge. while advertisers have to
know how much to pay. It's the same old
give-and-take ratings relationship — exeept
petwork audience must be measured na-
toowide instead of market-by-marxet. The
tedio vernion of television's Nieisen ratings
s known as RADAR. This week's column
takes a timely look at what makes this ser-
vice tick.

RADAR Basics

RADAR is an scronrym for Radio’s All Di-
mension Audience Research, and is con-
ducted on an ongoing basis by Westfield,
NJ-based Statistical Resenrch, Ive. On the
surface, RADAR sunply appears to be an-
other ratings service. But SRl mantains
this is where the similarities end Whereas
Arbitres directs its quarterly measurement
te listeners in Jocal markets. RADAR com-
putes network listenership on a national
Jevel STU further claums that RADAR pro-
vides virtually the only astional audience
mlwmtnﬁommm
commercials.

Superiatives apd claims aside, 1988
RADAR measurements will again be bas
od on continuous measurement throughout
the United Slates, and drawn (rom smple
averages computed from the last two sur
vey penods. [n the case of RADAR X (re-
leased this week), the numbers are comput-
od from an averaging of the “‘discrete”
RADAR 2 (1/B-4/84) and RADAR %
(8/84-10/84) surveys. Likewrse, RADAR 31
= (0 be reieased in August ~ will be an
average of the surveys taken during $/64-
10/04 and {1/84-4/8S.

Miriam Murphy, Sr. Account Executive
at SRI, explaing the basic le sire and
methodology. “Radio usage is determined
in telephone interviews with 8000 peopie
from a national probability sample of all
muedumdmmunhhb
phone househnids,” she says. “A pure rao-
dom-digt dial sampling frame is used The
rate of response among predesignated per
sons is over T0N. These usage data are
combined with about one million station
clearance records from two periods each
yeoar to produce the network audience esti-
matea.”

A Ratings Trilogy

RADAR figures are released in twee
separate volumes. Volurne | provides basic
radio usage estimates, outlining an average
day's listening patterns and the reach/tre-
quency of all radio stations and network af-
fillates over the course of a week Addi-
tional information on AM and FM listener-
ship. demographic breakouts for petwork
audiences. radio va TV usage, and daypart-
ing is also included.

Volume 2 reports estimates of listevers to
all network commertials (both within and
outside network programs), while Volurne 3
supplies estimates of network sudiences
lstening only to commercials within pro-
grams. Although ratings are important for

hmd!h-audimmchdbym
commercials. Most network commercials
are scheculed within or adjacent to pro-
grams. but some stations remove the com-
mercials and run them separately. Other
Kations may air the commercials bt not
run the program at all Tins, the difference
between Volumes 3 and 3.

Programs And Commercials
Because of the differences in station
clearances f{or network programs and in
ventory, SRI must compule network clear-
ance data that accurately reflects listener-
ship. To compute this, stations supply af-
fidawits to the networks, which thea report
this clearance information to SRL. The pet-
work indicates the number of commerciais
contained within each broadcast, venfying
thet the commertial was esther 1) cleared
wthin the program. 2) extracted from the
program and casried at a specafied tume, o
3) not carmed at all

Accurscy for this clearaxe information
is checked through an independent survey
of sample stations and time periods - both
known only to SRI. Loca! monitors are
recruited and armed with tape recorders;
broadcast by the designated staton. The
results are then tabulated and compared
against clearance information (rom the net-
works. SRI claims this venfication indi-

cates B-°'% soourecy in network clear
ance reporting.

Measurement Methodoiogy

the continental US. Trained interviewers

per household) on 2 daily recall baps overa
«d i he or she listened to the radio dunng
specific time penods: if the answer is affir.
mative the interviewer then asks for specif-
ic times. stationa, and where the listerng
took place. o cases where a respondent
cannot be reached every day, the recall in-
terview wll extend back to the last contact.
All telephone iterviews are made from
SRI headquarters.

Follownng collection. the RADAR sample
hlhu-eimudiammn.l\mne
werght is assigned to each respondent,
reflecting the (act thet only oo 12+ person
is used from each prelisted household:
another weight is added to househoids with
more thas one lelephone number because
they have a greater probability of beng
contacted. Under this weighting formuila, 8
12+ person seiected (rom 2 bousehoid mith
one phone and a total of three 12+ residents
carmes a relative weight of three. An addi-
tional telephone number in the house would
cut that mamber ia haif.

messurements.
RADAR and Artivon messure and report di-

Audlience Messured
o RADAR Nmsorne meamsermant of net-
work Qrogran ang commercall BsAences.
¢ ARE Locsl mesturement of station aud-
onoes.

Sampie

provdng coversge of & elsghons house-
ok

RADAR & ARB: Apples & Oranges?

Methodology is & prime concem in the research world. In the worid of
radio ratings, the methodology of vanous resewrch companies is often called
into question. Even though SRI conducts its RADAR survey on 8 netional
besis and only studies network ksteners, and Arbitron conducts its surveys
on a local level, many critics try to compare these “spples and oranges”

¢ RADAR: Netone Dure redom-cign dial

o ARE Mied samping, primarly based on
rafed derwe 1 lpwners ouSed from i
phone drectres wilh SOMe Used ale-
phone aupolemeni.

Fleld Methodology
© RADAR Duly feiopnone recel with 9 ©
AiNG COMEC WM & ONe-week penod: anly
NS person D AUSShOIS 18 QuUesSoned.

o ARE A one-wesk muied dary provided
© & 124 persons v srveyed housshond.

Other Tabulations

Camplementing the three RADAR voi-
umes are other special reports oa radio su-
diences. which are avalable through 8
-computerad system Lo subscribers. These
reports contain tabulations o overall radio
wsage. all setwork commercials, selected
oetwark commercials (individual advertis-
& schadules), rotation plans, and post-
analysis schedule sudiences. Over 500.000
vanations on these tabulstons can be
geoerated [or additional stdy.

This column was prepared wath con
sideredls input and saststance frem Statts-
tical Research, Inc. For further
Sion, comsact the firm at (201) 6544808,







THE LUND =2 LETTER

A Digest of Ideas and Information for Broadcast Management

Now there's a new standard for measuring station success. Soon to be published by
Jim Quncan, editor of American Radio, 1s a study analyzing all Arbitron rated
markets to show the relationship between the format, the market share and the gross
revenue share. The research shows that some formats average better returns than
others when the entire country is taken into account. Country stations tend to
gross at just about 100% of their audience share--in other words, their income
compared to other stations is about equal to their share of the market. Adult
Contemporary stations average better--their income runs at about 120% of their
actual audience. Beautiful Music sells at about 70% to 75% of their market share.
Overall, the stations which reap slightly better financial returns than the share
would indicate include Classical, A/C, MOR, CHR, and News/Talk. Those which bill
below their share include AOR, Black/Urban, Spanish, and as shown above, Beautiful
Music. One conclusion of the study is that Beautiful Music salespeople have to be
superior performers to accomplish the same as a second-best A/C sales staff. A
word of caution: Not all markets are alike--just because a station has a format
that improves their odds according to national averages, it's no guarantee that the
income will be rolling in without effort! (Also, there are big swings between
stations with similar formats, but different market positions.)







JHAN HIBER

RATINGS AND RESEARCH

The NAB Ratings
Taskforce: An Update

Ratings are the lifeblood of many radio stations. Whea

the numbers are good the

flows and the bot-

tom line can be a beautiful shade of black. When the rat-
ings are poor, however, there is tension, pressure, and per-
haps more red than seen by anyone since Moses.

Given the importance of these
crazy oumbers it is oaly natural
that the Natiomal Association of
Broadcasters recently set up the
Radio Audience Measurement
Task Force, Many questions bave
been asked about this body: Why
was it created? What is its mis-
sion? In what kind of time frame
can we expect resuits? Another ba-
sic question is whether this NAB
group will belp or burt the users of
radio ratings — the stations.

To get a [actual update on the
task force [ recently spoke with
Johm Abel, Senior VP/Research
Planning at NAB. He is the key
NAB staffer charged with liaison
with the ratings task farcs.

How It Got Started

R&R: What was the genesis of
this ratings task force?

JA: At the November 1904 meet-
ing of the NAB's Medhan Market
Radio Committee there was a lot of

cerns were the quality of the ser-
vice provided to radio broadcast-
ers and the cost of that service.
Ken McDoanald, Chairman of the
Medium Market Committee, and
now chair of the Audience Mes-
surement Task Force, charged the
NAB staff to do something about
this.
R&R: Was the quality of the ser-
vicss now available the hey com-
cern, or was there more grurm
bling about the cwrrent cost of rad-
ings research?

JA: I don’t know that either was

research but pay little for it - such
as ad agencies.

R&R: Was there a senee that re-
cemt price increases wers flnally
too much to bear?

should be looked at by NAB in
terms of their impact on the total
radio industry.
The Status Now

RAR: So where do things stand

now in terms of the committae’s or
and progrese?

JA: At the January NAB board

meeting a resolution was passed

since that time.
R&R: What's besn done to dats?
JA: The first meeting focused a
lot of attention on the legal ramifi-
cations of NAB's involverment in
this kind of activity. We want to

else could the NAB do?
JA: Perhaps we could provide

age other firms to get into the busi-
ness. This way we might be pro-
competitive, encouraging others to
get into this ratings market.
R&R: What specifically has been
discussed that might enhance such

we're going to do two studies, ons
of which will help us get a feel for
how much is spent in the US. by

audi-

and perhaps on how to do their own
research. We might even be able to
to existing firms other

WEEK IN REVIEW

bitron exscs wil take piace in Caii

ARAC Meseting Near
Another meeting between the Arbitron Radio Advisory Councit and Ar

naxt week. A

the U.S. Amy.

39 10 ARAC Chawr-

mmﬂo:w.mwwwﬂn&m zng e or o
dnmrm‘35+nn--mm.“m-uw\mv
accordng t0 Wexier. He added. it spems bkaty we 'l DasS & resciution allowng
for new ctena for chenging Mews defindions.” |

|
|

Birch Signs N.W Ayer [

Bilt Uvek, Ssies Marxatng VP for Sirch Radio, has announced hes firm
has agned 2 lONGIeM agreement with the sighth argest ad agency, NW. |
An.“mwumummmmmw.mwl
wil Us® 1 in evalLatNg Chent plane/SChedules.” Ayer's man rado account is

will It Help Or Hurt?
R&R: Whils nobody wil go on
the record about this. it's obvious

efforts have tried to tackie Arbi-
tron and failed Is it possible for
NAB's recommaendations to have
any impact?

haps get new competitors into the
field, then it will have been worth-
while. Maybe we can even get ad-
vertisers interested in assuming

ever, is to
feet to the fire. We bave to let thess
compamies know that broadcasters
are concerned about the cost, the
quality, and the turnaround tims of

that the NAB will get into the au-
dience measuremsnt business, but
Birch's recent success at the agen-
cy level may help keep Arbitron oo
rack.

Next week we'll begin to analyze
the spring mumbers for a major
format.
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