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Media Week – November 20th 2007

Television needs accurate audience measurement

Bill Gash, Director, Partners in Television

Anybody wanting the quiet life had better steer clear of the television industry for the next few years (Future of TV supplement, 30 October).

The industry has to respond to the impact of the web, especially in terms of measurability and accountability for advertisers. It's great for Sky to tell us what it can see from the Sky Media research, but less helpful if much of the industry relies on Barb.

This has failed to track the wholesale shift by viewers away from the main terrestrial channels to the explosion of choice in programmes elsewhere on the EPG. How do you measure value, if not by size of audience? By engagement.

What quantifies engagement? Evidence that exposure to the viewer of your ad-sponsored programme or branded channel has had some impact on how they think and what they do.

That is called measuring desired outcomes, rather than "outputs" such as what ratings were achieved.

While the web may have accelerated an expectation by the viewer to be able to have what they want, when and where they want it, it hasn't replaced TV and most of us enjoy watching television on television. It has been the combination of choice and the means to manage it that is undermining TV.

You cannot manage what you cannot measure, so either get an audience measurement research study that accurately reflects how viewers are spending their screen time, or move on.

