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DiariesDiaries

•• The original methodThe original method
•• Still used to measure individual marketsStill used to measure individual markets
•• Least expensive methodLeast expensive method
•• Quarter hour is the smallest unit of Quarter hour is the smallest unit of 

measurementmeasurement
•• Data are limited to the number of weeks Data are limited to the number of weeks 

surveyedsurveyed
•• Allows analysis at market/station level Allows analysis at market/station level 
•• Are only as accurate and precise as the Are only as accurate and precise as the 

respondent who filled them outrespondent who filled them out
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MetersMeters

•• First introduced in Canada in 1989 First introduced in Canada in 1989 
•• National/Network level data (except Toronto, National/Network level data (except Toronto, 

Vancouver, Calgary and Montreal are Vancouver, Calgary and Montreal are 
measured as well)measured as well)

•• Expensive technologyExpensive technology
•• YearYear--round measurementround measurement
•• Smallest unit of measurement is one minuteSmallest unit of measurement is one minute
•• Relies on household members to push a button Relies on household members to push a button 

when they are watching and when they leave when they are watching and when they leave 
the roomthe room
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Active Active vs vs PassivePassive

•• Two types of metersTwo types of meters

•• ActiveActive
–– Meter currently in useMeter currently in use
–– Requires active intervention of panelist to indicate Requires active intervention of panelist to indicate 

that they are watchingthat they are watching

•• PassivePassive
–– ExampleExample -- PPM (personal, portable)PPM (personal, portable)

-- ImagingImaging
-- InfraredInfrared

–– Respondent not required to do anythingRespondent not required to do anything
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MetersMeters DiariesDiaries
Medium:Medium: TVTV TV & RadioTV & Radio

Smallest Unit:Smallest Unit: minuteminute--by minuteby minute 15 minute intervals15 minute intervals

Field Dates:Field Dates: continuous, yearcontinuous, year--roundround measure 3 times per year:measure 3 times per year:
audience measurementaudience measurement Fall (4 weeks)Fall (4 weeks)

Spring (3 weeks)Spring (3 weeks)
Summer (2 weeks)Summer (2 weeks)

Markets:Markets: NationalNational Multiple marketsMultiple markets
Toronto/OntarioToronto/Ontario
VancouverVancouver
CalgaryCalgary
Francophone MontrealFrancophone Montreal

Sample:Sample: 6,150 P2+6,150 P2+ 85,000 P2+85,000 P2+

TV Audience Measurement Methodology
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•• BBM does the “sweep” diary surveys for Television BBM does the “sweep” diary surveys for Television 
and Radio.  The sample size of the Fall 2003 and Radio.  The sample size of the Fall 2003 
Television survey was around 80,000.Television survey was around 80,000.

•• Since September, 1998, BBM has been measuring Since September, 1998, BBM has been measuring 
viewing in Vancouver with meters. viewing in Vancouver with meters. 

•• Has introduced market level meter measurement in Has introduced market level meter measurement in 
the provinces of Ontario and Quebec (Francophone) the provinces of Ontario and Quebec (Francophone) 
and in Toronto in the past year.and in Toronto in the past year.

•• BBM now has 5,650 panel members across the BBM now has 5,650 panel members across the 
country.country.

•• National panel commercialized in July 03National panel commercialized in July 03
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•• Since 1989, Nielsen has measured audiences Since 1989, Nielsen has measured audiences 
across Canada using meters.across Canada using meters.

•• Nielsen boosted its panel sample in response to Nielsen boosted its panel sample in response to 
the introduction of digital channels in September.the introduction of digital channels in September.

•• Currently Nielsen measures the television viewing Currently Nielsen measures the television viewing 
of about 6,150 people, with meters in about of about 6,150 people, with meters in about 
3,150 households.3,150 households.

•• Currently measures Toronto, Vancouver, Calgary, Currently measures Toronto, Vancouver, Calgary, 
and Francophone Montreal markets using meters.and Francophone Montreal markets using meters.

•• Provide “overnight” data for Canada, Toronto, Provide “overnight” data for Canada, Toronto, 
Vancouver, Calgary, and Montreal daily.Vancouver, Calgary, and Montreal daily.



Audience ResearchAudience Research
JargonJargon
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VIEWING LEVELVIEWING LEVEL:: The number of people or proportion of a The number of people or proportion of a 
population watching TV population watching TV 

REACHREACH: The number of different people who watch any amount: The number of different people who watch any amount

AVERAGE MINUTE AUDIENCE  (AMA) AVERAGE MINUTE AUDIENCE  (AMA) : The number of people            : The number of people            
watching in an average minutewatching in an average minute

RATING POINTSRATING POINTS: An AMA: An AMA percentagedpercentaged on a population, but on a population, but 
expressed as a number of points rather than a percentage   expressed as a number of points rather than a percentage   

SHARE : SHARE : An AMA expressed as a percentage of those watching TVAn AMA expressed as a percentage of those watching TV

COMPOSITION/PROFILE: COMPOSITION/PROFILE: An audience broken down by a secondAn audience broken down by a second
variable (e.g. age, gender, occupation, region)variable (e.g. age, gender, occupation, region)

Some Terms That are Used in Audience ResearchSome Terms That are Used in Audience Research



Television ViewingTelevision Viewing
PatternsPatterns
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Canadians are watching more television each week (25.4 hours) Canadians are watching more television each week (25.4 hours) 
than everthan ever
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Canadians, of all ages, even kids and teens, are watching more Canadians, of all ages, even kids and teens, are watching more 
televisiontelevision
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Distribution Of Viewing to English TV/Francophones by Viewing Environment
Monday - Sunday, 24 Hours

%

Source:  Nielsen Media Research, BBM

More Canadians have access to more channels and an enhanced More Canadians have access to more channels and an enhanced 
viewing experience as wellviewing experience as well
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Viewing Levels (Total Hours Tuned) 
1997/98 thru 2000/01, All Persons 2+ 

M-S, Prime - 7-11pm
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Hourly Viewing Curve of All Television Stations
Monday to Sunday, All Persons 2+ 

January to December
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Hourly Viewing Curve of All Television Stations
Persons 2+ By Day of the Week

Regular Season 2000/2001
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Hourly Viewing Curve of All Television Stations
Monday to Sunday

January to December 2000
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Hourly Viewing Curve of English TV Cable Services
Monday to Sunday, All Persons 2+ 

January to December 2000
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The markets for English TV and The markets for English TV and francophonesfrancophones in Canada are very in Canada are very 
differentdifferent

Share of Viewing to English TV and Share Among Francophones 
All Day, 24 Hours
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English TVSpecialty
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The English TV market The English TV market –– highly fragmented, with specialties highly fragmented, with specialties 
accounting for half of all viewingaccounting for half of all viewing

Share of Viewing to English TV  
All Day, 24 Hours

%

October – November, 2003
Source:  Nielsen Media Research
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Kids 2-11 
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Men 18 - 24 
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Men 35 - 49 
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All of these channels together accounted for 2 per cent of all vAll of these channels together accounted for 2 per cent of all viewingiewing
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Viewing to Canadian programs on English TV, as a proportion of aViewing to Canadian programs on English TV, as a proportion of all ll 
viewing, has remained stagnant over the last 10 years. viewing, has remained stagnant over the last 10 years. 

Viewing to Canadian and
Foreign Programs on English TV

%

CANADIANCANADIAN CANADIANCANADIAN

FOREIGNFOREIGN FOREIGNFOREIGN

7pm to 11pm

27 26

73 74

1992-93 2000-01

6am to 2 am

32 34

68 66

1992-93 2000-01

Source: CORPORATE RESEARCH(NMR - broadcast year: September to August data)
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Entertainment programming (drama & variety) account for 3/5Entertainment programming (drama & variety) account for 3/5thsths of all of all 
viewing to English TV over the whole day and 2/3viewing to English TV over the whole day and 2/3rdsrds in prime timein prime time
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News accounts for over oneNews accounts for over one--quarter of all viewing to Canadian programs quarter of all viewing to Canadian programs 
over the whole day, while sports accounts oneover the whole day, while sports accounts one--third in prime time.third in prime time.
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Audience to Canadian Drama/Comedy SeriesAudience to Canadian Drama/Comedy Series

Note:  Prime time shows only, September 1, 2003 to November 30, 2003.
Source: CBC Research (Nielsen Media Research)
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Audience to Top 20 Regular SeriesAudience to Top 20 Regular Series

Note:  Prime time shows only, airing on CBC, CTV and Global.  September 1, 2003 to November 30, 2003.
Source: CBC Research (Nielsen Media Research)
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Audience to Top 20 SpecialsAudience to Top 20 Specials

Note: Specials airing on CBC, CTV and Global only. September 1, 2003 to November 30, 2003.
Source: CBC Research (Nielsen Media Research)
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Audience to Top Programs on Canadian Specialty ServicesAudience to Top Programs on Canadian Specialty Services

Note:  September 1, 2003 to November 2, 2003.         * Regional audiences – Ontario only
Source: CBC Research (Nielsen Media Research)
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The francophone environment The francophone environment –– dominated by two strong private dominated by two strong private 
conventional broadcastersconventional broadcasters

Share of Viewing Among Francophones 
All Day, 24 Hours

%
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Entertainment programs (drama & variety) account for almost threEntertainment programs (drama & variety) account for almost threee--fifths fifths 
of all viewing to French TV over the whole day and twoof all viewing to French TV over the whole day and two--thirds in prime timethirds in prime time
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There has been a decline, especially in prime time, in the viewiThere has been a decline, especially in prime time, in the viewing of ng of 
Canadian programs on French TV.  Canadian programs on French TV.  

Viewing to Canadian and
Foreign Programs on French TV

%

CANADIANCANADIAN CANADIANCANADIAN

FOREIGNFOREIGN FOREIGNFOREIGN

7pm to 11pm
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1992-93 2000-01

6am to 2 am
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1992-93 2000-01

Source: CORPORATE RESEARCH(NMR - broadcast year: September to August data)
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Information programs (news & public affairs) and entertainment Information programs (news & public affairs) and entertainment 
programs (drama & variety) each account for over twoprograms (drama & variety) each account for over two--fifths of all fifths of all 
viewing to French TVviewing to French TV
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Palmarès Palmarès desdes émissions régulièresémissions régulières desdes réseaux francophonesréseaux francophones
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Palmarès Palmarès desdes émissions spécialesémissions spéciales desdes réseaux francophonesréseaux francophones
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•• EPGs EPGs -- Electronic Program GuideElectronic Program Guide
•• PVR  PVR  -- Personal Video RecorderPersonal Video Recorder
•• VOD VOD –– Video on DemandVideo on Demand
•• HDTV HDTV –– High Definition TVHigh Definition TV
•• ATV ATV –– Advanced/Interactive TVAdvanced/Interactive TV

Four Primary Areas of PVR FunctionalityFour Primary Areas of PVR Functionality

•• Live TVLive TV -- pause, rewindpause, rewind
•• RecordingRecording -- advanced VCR functionalityadvanced VCR functionality

–– search by title, channel, times, description via search by title, channel, times, description via 
integrated Electronic Program Guide (EPG)integrated Electronic Program Guide (EPG)

Other new technology in the TV world  Other new technology in the TV world  
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Impact on Viewer Behaviour Impact on Viewer Behaviour 

•• TV schedules, primetime and appointment viewing TV schedules, primetime and appointment viewing 
may become less relevant to both viewers and may become less relevant to both viewers and 
programmersprogrammers

•• 3030--second commercial zapped out of existencesecond commercial zapped out of existence
–– Broadcasters find alternatives to traditional commercial Broadcasters find alternatives to traditional commercial 

revenue such as program sponsorship revenue such as program sponsorship 
–– Producers create programs with product placements in them Producers create programs with product placements in them 

interactive banners for oninteractive banners for on--line ordersline orders

•• Yet, VCRs have 85% market penetration, but account Yet, VCRs have 85% market penetration, but account 
for only 5.5% of viewingfor only 5.5% of viewing

•• PVR may reinforce popularity of existing PVR may reinforce popularity of existing 
programmingprogramming

Source: CBC Research
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Impact on BroadcastersImpact on Broadcasters

•• Increase in time shifted viewingIncrease in time shifted viewing
–– Freedom from schedulesFreedom from schedules

•• Easier to scan or skip commercialsEasier to scan or skip commercials
•• Title, keyword and category searchesTitle, keyword and category searches

–– EPGsEPGs influence viewersinfluence viewers

Source: CBC Research



47

4.3

7.1

Digital Cable Satellite Homes

CBC TV’s Share Within Digital Cable
and Satellite Homes 

October-November, 2003
7pm - 11pm

%

Source:  Nielsen Media Research

One possible impact of time shiftingOne possible impact of time shifting

65%
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A prediction...A prediction...

While new technology may affect viewing While new technology may affect viewing 

behavior, and especially which stations/services behavior, and especially which stations/services 

obtain the bulk of viewing, television will continue obtain the bulk of viewing, television will continue 

to be our main source of information and to be our main source of information and 

entertainment for some time to come.entertainment for some time to come.
Source: CBC Research


