Technology changes will only fuel TV's ratings game

uch hasbeenmade of
the changes sweeping
the televisionratings
landscape. Whileitis
true they have caught some in the
industry off guard, inaccurate claims
of aflawed ratings panel and sugges-
tions of dramatically declining audi-

ences fuelled unnecessary confusion.

The validity of OzZTAM’s ratings
panelis fundamental to our business.
Ourindustry willnever allow the
integrity of this data to be comprom-
ised. Ratings remain the best quantit-
ative measure of viewing habits and
we welcome any information which
gives us deeper audience insights.

“Time-shifted” ratings are the
latestimprovement for measuring
what people watch. It involves
programs recorded on Personal
Video Recorders.and watched up to
sevendaysafterbroadcast. =
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Claims about the use of PVRs for
ad-skipping are exaggerated. Put
into context, once time-shifted
viewing is included in the mix, “live”
viewing still accounts for 95 per cent
of all television watched.

Confusion arises partly because

“the mechanics ofadding PVR-
enabled households to the panel are
notwellunderstood. Adjusting the
panel involved significant invest-
mentby OzTAM and the removal and
replacement of about 800 survey
homes, or 27 per centof the panel.

PVR-enabled homeshave unique
profiles. Typically they are younger
than traditional viewing households.
They are also morelikely to have
digital television, be pay-TV
subscribers, own more than one TV
and watch more TV than others.

Suggestions that fewer people.
watch television in this newland-
scape areincorrect. The year started
slowlybecause big shows were not
scheduled until after the Winter
Olympics. But, as expected, audi-
ences bounced back. The total televi-
sion audience has grown year onyear.
Atthe end of survey week 25, total
audiences are up 3 per cent across
primetime and 3.3 per cent across the
entire day. More significantly, viewing
ofthe elusive 18-34 demographicis
up 9.2 per centin primetime.

Given all this, it'sno wonder an
important part of the equation has

been overlooked. Over the past two
years, and after alifetime ofliving
with five free channels, viewers have
been given more choice on sixnew
free-to-air digital channels. With
about 400,000 viewers watching these
digital channels everynight, it's not
unexpected that we've seen some
audience movement away from the
primary channels. What's more, the
changes we've seen this year are likely
to accelerate, particularly as more
digital channels are added and more
families switch to digital television.
What does this mean for advert-
isers? In simple supply and demand
terms, as audiences fragment across
even more free-to-air channels high-
rating programs such as MasterChef

“ willbecome even more valuable and

more expensive for clients. This scen-
ario is even more pronouncedina
buoyant ad market. : 5

For mediabuyers and their clients
this means more targeted advert-
ising opportunities. Savvy agencies
are already spreading across a
broader number of channels, deliv-
ering more targeted audiences.

Inthe context of these develop-
ments, discussion of commercial
breakratings and new campaign
tolerancelevels are not whatis
needed. Whatisneededis are-
education of the market factoringin
the cumulative effect of the changing
panel, theimpact of time-shifted
ratings dataand the explosion of
choice offered by digital channels—all
overlaid against the economic
climate. Only then should the
industry evaluate the best way to
work in this evolving environment.

Grant Blackey is the chief executive
of TenNetwork.
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