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Chapter 7/Audiences and Audience Research

Types of audience data:

1. Demographic – presents quantitative information on the media habits of audiences; estimates of the # of viewers/listeners in a variety of age and sex categories across different dayparts; African American HH watch more TV than Anglo HH…Latinos are among the most loyal radio audiences

2. Psychographic – focuses on qualitative information like lifestyle and buying patterns, opinions, interests, values, needs & personality characteristics; VALS Research (values, attitudes & lifestyles); utilizes focus groups, program testing, call-out research and takes longer to gather & interpret than demographic data

3. Geodemographic – combines demographic & psychographic data with geographical locations or clusters using ZIP codes & census data to determine audience tastes & preferences; used in advertising to aim messages & products at specific geographic areas

The Players:

· Nielsen (TV)

national viewing

local ratings

home video

cable/satellite, DVD, new technologies

Peoplemeter – set-top box & remote control keypad used by HH involved

                          in ratings surveys
· Rentrak Corporation (TV)

new competitor to Nielsen

data from set-top boxes in HH that buy AT&T U-Verse or Dish Network

represents only a small percentage of the total US population
· Arbitron (radio)

     traditionally used written diaries

     Portable People Meter (PPM) – passive data-gathering technology that

                                                           picks up encoded signals from radio 
                                                           stations to measure individual time

                                                           listening

     Leapfrog – experimental system to measure radio listening in non-PPM

                         markets (smallest markets); participants log their listening via 

·                          Internet & mobile phones

     Radio’s All Dimensional Audience Research (RADAR) – 

                      measures audiences of network radio and national syndication

· Standard Rate and Data Service (SRDS) – compares ad rates among various communications industries
Ratings terminology:

· Rating – an estimate of the # of people or HH viewing/listening to a particular program based on a universal estimate

· Share – measures the percentage of the audience based on the actual # of viewers/listeners at a given time

· Ratings are usually smaller than shares because ratings consider the entire population with sets on or off, but shares only measure actual HH or individuals using a particular medium
· Average Quarter-Hour (AQH) - # of people listening to a radio station for at least 5 minutes in any given quarter hour

· Average Quarter-Hour Rating – AQH persons expressed as a percentage of the total population

· Average Quarter-Hour Share – AQH persons expressed as a percentage of the total audience actually listening

· Cume Persons – a radio station’s cumulative audience, or the estimated # of individuals reached by a particular station

· Cume Rating – an estimate of a station’s reach, or the cume persons expressed as a percentage of the total population in a given week

· Exclusive Cume Rating – an estimate of the percentage of the total population that listens to only one station over a period of time

· Time Spent Listening (TSL) – estimates the amount of time the average person listens to radio

· Turnover – estimate of how many times the audience completely changes during a particular time period

· Designated Market Area (DMA) – counties where the heaviest concentration of viewing/listening takes place

· Metro – geographical area corresponding to the U.S. Office of Management & Budget’s standard metropolitan statistical area

Media Rating Council (MRC) – an organization of research professionals from several media-related fields that provides accreditation for research firms.

Today’s Consumer Media
· Audiences access content from a variety of digital platforms & devices including:

· smartphones

· tablets

· laptops

· desktops

· broadcasting (radio/TV)

Media usage is more personal & individualized than it used to be.

Media usage is scheduled by the consumer, not controlled by the distributor.
Management of Electronic and Digital Media, Fifth Edition, Alan B. Albarran                                         Page 2 of 3

