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1. Introduction:

A Jjourney of developing new measurements



The evolving media landscape 1988 - 2022:
From linear TV to Facebook's Metaverse
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The multi-media survey C&M has been the first to measure
new media and platforms: And if you know your history
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C&M has inspired to develop channel specific currency
measurements
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2. Print & digital

A Jjourney of changing methods for digital measurement
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Internet measurement 1996 - 2022

2018 Comscore

(UDM) & C&M
2014 -
NIP 2.0 (Panel) .

2005 . .

TNS Mobile
(%) 200 Kilkaya & C&M
orwegian Internet
1995 ¢ Panel (NIP) 2021
Survey measurements 1998
TNS Metrix
®
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The Norwegian newspaper industry was among the first in
the world to start the digital transformation

2014

Daily reach (percent) Digital
Tipping Point
—Total 32
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l(ANTAR Kilde: Daglig oppslutning om papiravis og nettaviser 1961-2021. Det har vaert metodiske endringer de siste rene, og mer info om dette ligger her:
Data fra Forbruker & Media fra 1994. Flerkanalsamfunnet (Lundby & Futsaeter, 1993). Fragmentering av medielandskapet og oppsplitting av publikum (Futseeter 1998).
Nettavisene gjelder MBLs nettaviser som ogsa utgir papiraviser og som blir malt i F&M, og fra 2020 inngar ogsa rene digitale aviser som E24 og Nettavisen.
Fra 2018 er alle digitaltallene kalibrert i forhold til de offisielle onlinemalingene. Fra 2018 inngar ogsa eAviser. eAviser inngdr i «Totalt» og i «Nettaviser». FORBRUKER & MEDIA


https://kantar.no/medier/qa-for-de-nye-malingene-for-avis-magasin-og-online/

Dagbladet’s digital journey
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The digital transformation varies a lot between papers
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The digital transformation accelerated during
the corona pandemic
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Decline in daily reach for paper magazines
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The magazine industry has just started the digital
transformation, but ....

Number of readers in thousand
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3. TV & video:

From linear TV to the streaming wars

KANTAR

TVOV in Norway:

The new TVOV Measuring all screens and VOD

measurement in Norway

me Futsaeter, Kantar

EMRO 2018

Brno, Czech Republic 28.05.18
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Linear TV decreases while streaming increases
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Time spent on live TV declines, while time spent on BVOD
IS Increasing

107

Average daily minutes 87

—Total (TVOV)
—Live (broadcast & online)
—PVR (recorded)

—BVOD
9
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KANTAR Source: Kantar TVOV (Two panels, with multiple technologies, census data and data integration). E
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Netflix, YouTube & HBO declines, while BVOD Increases

—=Qther use of TV screen
—Netflix, YouTube, HBO
—=BVOD (NRK, TV 2, NENT,DNN)
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KANTAR Source: Kantar TVOV (Two panels, with multiple technologies, census data and data integration). E
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More and more people have access to SVOD

= 1Q 2020

1Q2021 w1Q 2022
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At least one SVOD

= 1Q 2020

= 1Q 2021

m1Q 2022
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Number of streaminag services
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More subscribers (SVOD) and high daily use

Subscription of SVOD

Netix (IS YouTube
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4. Radio & audio:
From CATI to Podtoppen
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The world’s first FM switch off:
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Norway becomes world's first country to
switch off FM radio

Oslo will roll out a digital-only service over the course of the year in a bid to save 200
million krone (£19 million) a year

Norway makes radio history

'New golden age' of (digital)
radio heralds review that
could end FM

Norway to become first
nation to switch oftf FM radio
in shift to digital
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Decline in listening after the digitalisation in 2017
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Podcasts increase the consumption of total audio
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Advantages and disadvantages of different methods

Survey measurement Traffic measurement Electronic audio panels
(Consumer & Media) (server logs) (RateOnAir)

= Persons = Not persons » Persons (sample size & costs)

= Demographics = No demographic = Demographics

= Use of other media and audio = No other use of media or audio " Use of video and audio

= Total reach for audio (radio & podcast) | = No target group data * TGl could by fused in
= Target group data (TGI)

= Don’t depend on people's memor
» Measure downloads - not usage P peop y

= High level of detail

= Depends on people's memory = High level of detail
_ = Granularity depends on sample
= Low level of detail =  Some metrics size
= Limited with metrics = High reporting frequency = High reporting frequency
= Slow reporting frequency = Headphones

KANTAR Source: Measuring and reporting podcast in an increasing fragmented media landscape (EMRO, 2021) 25



5. Cross Media Measurements:
Strategical analysis, media planning and verification



Cross Media Measurements

= Along and winding road

= TVOV has the potential to measure all sorts of streaming and video content even
from the walled gardens

= Consumer & Media gives strategic insights for media owners and agencies based
on traditional surveys

ICANTAR 21



The Norwegian media strengthened their position during the
corona pandemic

NRK

TV 2

m 2021
m 2019
Dagbladet
Daily reach (percent)
W@
KANTAR Source: Kantar Consumer & Media. 08

NRK (radio, TV, online), TV 2 (TV & online), VG (paper & online), Dagbladet (paper & online).
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The three largest media companies in Norway have a total

digital daily reach of 78%

Schibsted

Schibsted, Aller or Amedia:
78%

Aller Media

Exclusive reach
Schibsted
895.309

Amedia
40%

Duplicated reach
Sch. & Amedia
559.771

Exclusive reach
Amedia
365.458

Triple reach
655.815

Duplicated reac
Sch. & Aller
532.842

Duplicated reach
Amedia & Aller
148.810

Exclusive reach
Aller Media
175.578

35%

\?
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The three media houses have a higher reach than Facebook

38

4

Facebook Schibsted,Aller,Amedia Schibsted,Aller,Amedia
Digital Digital & Print

KANTAR Source: Kantar Consumer & Media TGI. Print figures for newspaper and magazines are AIR.



6. Summary and future perspectives



Hybrid measurements is the future

TV & video

=  TV: TVOV with two panels, multiple technologies, census data and data integration.
= Streaming: TVOV, CAWI (integrated in C&M)

Radio & audio:

= Nation radio: Electronic portable panel

= Local radio (CATI) and multi-media (CAWI)

= Podcast: CATI (integrated in C&M), serverlogs (Podtoppen)

Print & digital

= Newspaper: CATI

= Magazines: CAWI

= Digital: Census & C2P, CATI/CAWI (C&M)

Other media
= Qutdoor, social media, eSport, gaming, influencer, etc. (C&M CAWI)

ICANTAR

32



. essons learnt

= |tis crucial to measure new media and platforms as early as possible in
order to develop and establish official currency for new media.

= All new measurement need some kind of benchmark and a back-up in case
of unforeseen events (Covid, third-party cookies etc.).

= Bein forefront of developing and changing methods.

ICANTAR
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