TV RATING FOCUS

UNLOCKING A
CREDIBLE
TELEVISION
AUDIENCE
MEASUREMENT
RATING SYSTEM

Establishing a credible television audience
measurement rating system requires a
multifaceted approach encompassing
technological innovation, regulatory oversight,
and industry collaboration.

A transparent, credible, and technologically
equipped tel evision audience measurement system holds
immense importance for all stakeholdersinvolvedinthe
media and broadcasting industry. Broadcasters, as
primary content creators, benefit significantly from an
accurate measurement system that
enables them to optimize their
programming. By understanding
viewer preferences and behaviour,
broadcasters can make data-driven
decisions on content creation,
scheduling and strategic
investments. Additionally, a
transparent audience measurement
helps broadcasters to negotiate
advertising rates effectively,
showcasing the true value of their content and creating
better monetization opportunities.

In India, audience measurement has evolved from
limited initiatives like ORG-MARG's INTAM (Indian
National Television Audience Measurement) to the
formation of agencies like TAM and Audience
Measurement and Analytics Limited
(aMap). Concerns over credibility led
to government intervention and TRAI
gave its recommendations on
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recommended comprehensive guidelinesfor registration
of Television Rating agencies. MIB accepted TRAI's
recommendations and notified Policy Guidelines for
Television Rating Agencies in India on 16th January
201494. Under these guidelines, the industry-led body,
Broadcast Audience Research Council (BARC) was
accredited by MIB on 28th July 2015, to carry out the
Television Ratings in India. BARC, comprising
stakeholderslike Indian Broadcasting Digital Foundation
(IBDF), Indian Society of Advertisers (ISA), and
Advertising commercial television rating services in
Indiasince 2015.

The sample frame for
BARC's TV panel is designed to @
include private households in all W’
parts of India. The panel size, v
denoting the number of TRAI
households where audience
measurement devices are placed,
plays a critical role in ensuring the accuracy and
representativeness of television ratings. This panel
should ideally reflect the diversity present in television
viewership, encompassing factors such as age, socio-
economic class, gender, working status, delivery
platforms, and geographical coverage, including both
urban and rural markets. The policy guidelines for
television rating agencies have the following provisions
regarding panel size:

“A minimum panel size of 20,000 to be
implemented within 6 months of the guidelines coming
into force. Thereafter, the panel size shall be increased
by 10,000 every year until it reaches the figure of
50,000. The panel of homes hasto remain representative
of all television households in the country.”

In Recommendations on ‘Review of Television
Audience Measurement and Rating System in India
dated 28.04.2020, TRAI recommended the following:

“The rating agency should be mandated to
increase the sample size from the existing 44,000 to
60,000 by the end of 2020, and 1,00,000 by the end of
2022 using the existing technology.”

However, the current scenario revealsthat BARC
India is operating with a panel size of only 55,000
households. However, this sample size falls short of
accurately representing the vast |andscape of 182 million
TV households in the country with diverse viewing
preferences. Moreover, with an anticipated growth in
TV households expected to reach 202 million by 2026,
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the existing panel size is poised to become even more
inadequate. Therefore, there's a need to establish a
roadmap for of television viewership.

Furthermore, in the dynamic realm of modern
media consumption, integrating data from non-linear
sources is essential for a comprehensive television
audience measurement system. Viewers also turning to
on-demand content via OTT services and streaming
platforms, in addition to traditional linear TV metrics.
However, BARC’s present audience measurement
mechanism incorporates datafrom linear television only.
Cross-platform content consumption, enabled by
seamless transitions between linear TV and OTT, adds
complexity, necessitating a system that adeptly captures
cross-device viewing habits. Advertisers seek unified
datato optimize campaigns across platforms, leveraging
insights to tailor strategies effectively.

Médiametrie in France and Broadcasters’
Audience Research Board (BARB) in the UK have
expanded their audience measurement approaches
to include previously unaccounted segments and
monitor Subscription-based Video on Demand (SVOD)
and Broadcast Video on Demand (BVOD) services,
reflecting the evolving nature of media consumption.
Integrating data from both linear and OTT channels
is imperative for adapting content strategies and
optimizing ad placements in today's convergent media
landscape.

Moreover, BARC being
the sole provider of rating
services in India, raises
concerns about market
behaviour, service quality, and
cost inefficiencies, highlighting
the need for additional players
to encourage healthy
competition. Introducing more
agencies not only fosters competition but also has the
potential to improve service quality and reduce costs,
as dependency on a single agency often lack the drive
to innovate and adapt to industry demands. Competition
acts as acatalyst for innovation, prompting BARC and
other entities to adopt new technologies and
methodologies, ensuring continuous evolution in line
acts as anatural deterrent against rating manipulation,
as multiple agencies vie for accuracy and credibility.
Independence from industry stakeholdersiscrucial for
ensuring a neutral and unbiased approach to audience
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measurement. When measurement agencies are free
from industry affiliations or influences, the process
remains objective, transparent, and untainted by
external pressures, enhancing credibility and
trustworthiness.

Furthermore, in today's diverse medialandscape,
traditional audience measurement methods struggle to
capture the complexity of viewer behaviour. The
integration of modern technologies like Big Data,
Artificial Intelligence (Al), and Wearable meters may
be explored. Return Path Data (RPD) can also be used
asatransformativetool, offering real-timeinsightsinto
viewer interactions with content, empowering
broadcasters and advertisers to adjust strategies
promptly. Big data Al-driven algorithms may analyse
vast datasets in real-time, refining the accuracy of
audience measurement and empowering stakeholders
with actionable insights. Moreover, there are digital
set top boxes which have hardware and software
that makes them two-way, that is, they have a return
path. The return path data may be used for audience
measurements through such set top boxes.

Wearable meters, such as Portable People Meters
(PPM), enhance data granularity by
measuring viewership patterns on
the go, facilitating adaptability in a
rapidly changing media landscape.
Numeris in Canada employs PPM
technology, offering precise
individual measurement and reliabl e station identification,
ensuring continuous audience measurement for both
radio and TV at the local level while minimizing human
error in the monitoring process. The strategic
incorporation of new era technologies into audience
measurement strategies is pivotal for achieving a more
accurate, responsive, and platforms.

Insummary astructured roadmap tounlock acredible
system:

¢ Panel SizeExpansion:
Increase the panel size gradually to ensure
representativeness. TRAI's recommendations of
reaching 100,000 households by 2022 should be
adhered to promptly.

¢ Integration of Non-linear Data:
Incorporate data from non-linear sources such as
OTT platforms to reflect modern viewing habits
accurately. This entails updating measurement
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methodologies to capture cross-platform
consumption seamlessly.

Competition and Diver sification:

Encourage the entry of additional rating agencies
to foster competition, improve service quality, and
reduce costs. This diversification ensures market
dynamism and guards against monopolistic
practices.

Independenceand Transparency:

Ensure rating agencies operate independently from
industry influences to maintain objectivity and
credibility. Transparent methodologies and
unbiased practices enhance trust among
stakeholders.

Technological Advancements:

Embrace cutting-edge technologies like Big
Data analytics, Al algorithms, and wearable
meters to enhance measurement accuracy and
granularity. Return Path Data (RPD) and Two-Way
Set-Top Boxes offer real-time insights into viewer
behavior.

I nternational Best PracticesAdoption:

Learn from successful audience measurement
systems globally, such as those employed by
Médiametrie in France and BARB in the UK, and
adapt relevant strategies to the Indian context.

Regulatory Framework Strengthening:
Continuously review and update regulatory
frameworks to address emerging challenges and
ensure compliance with industry standards.

Industry Collabor ation:

Foster collaboration between broadcasters,
advertisers, rating agencies, and regulatory bodies
to co-create and refine measurement standards
that reflect the evolving media landscape
accurately.

DT B F [T AT USRI 2T 9N
B

gfereaert ST faferehamton

iRl @l deTn &1, HaT @l UrET § JUT AT @1
¥ &I @ (o0 AT eRT 1T TARRT & 9T i Uretied
&1 | e [fadiamTor g ol Ao & gHivad w7
2 3T UnIeTETEl A 7 T € |

waFar ST grEidtan

Foteran i fqeaadr e v & fog gifsaa &t
fop I waREl TET & 99e T WEaT B4 T &M
@7 | IESTT B U S oge v Rdemet & ar
fgarT @1 gerd € |

GERICAIC R E

9 Al AN AGeliel ag & fog [T 22T THTferteer,
T3 THEA AT e ard die? Sl Ay
Tl @l J | e oty 221 (AndiEr) v 2 9
A2 219 e S5 & Adel § ariad F99 &l AT
TR

AR qaiad gaish &l ST

9Ty W A% g9l 19 9UNTerdt F A, S W
b1 ot e el e e ke e e ) i | e s
T ¥ grife Ml Bl I |

frams gia & g S

IHTAT ANl &1 I & AR TEN D w
I AT & & WY FEmE e #l aman
T AT U2 HAT |

TEIT AT

T AT &1 qE FHT A7 GRGT HH & [ T,
festomeTanet, e wehEt v Fame e & a
HEAN B Fglal 31 S IHIT Aif=al g @l Aled
%Y 7 grafdfed & 2 |

20

SATELLITE & CABLETV

JUNE 2024



