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Contents Contents –– Part 1Part 1

•• What is Media Audience Research?What is Media Audience Research?
•• A Short History Of Media AudienceA Short History Of Media Audience•• A Short History Of Media Audience A Short History Of Media Audience 

Research In South AfricaResearch In South Africa
•• SAARSAARF's Raison D’êtreF's Raison D’être•• SAARSAARF's Raison D’êtreF's Raison D’être
•• The Common CurrencyThe Common Currency
•• Joint Industry Research vs. Own Joint Industry Research vs. Own 

ResearchResearch
•• SAARF And Its ActivitiesSAARF And Its Activities
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What is Media Audience Research?What is Media Audience Research?
It is the study of all aspects of media It is the study of all aspects of media 

audiences audiences –– their characteristics as their characteristics as 
well as their sizeswell as their sizes

ThisThis may include aspectsmay include aspects suchsuch asasThisThis may include aspects may include aspects suchsuch as as 
demographics, media platforms, demographics, media platforms, 

ti f d t b d dti f d t b d dconsumption of products, brands and consumption of products, brands and 
services, activities, attitudes, interests, services, activities, attitudes, interests, 

life styles, lifestages, LSM’s and life styles, lifestages, LSM’s and 
psychographicspsychographicsp y g pp y g p

4



History of Media Audience Research History of Media Audience Research 
In South AfricaIn South Africa 11In South Africa In South Africa -- 11

Dates Back To 1948Dates Back To 1948Dates Back To 1948Dates Back To 1948
•• Radio Listenership Survey Radio Listenership Survey –– 19481948

R d hi SR d hi S 19481948•• Readership Survey Readership Survey –– 19481948
•• National Readership Survey National Readership Survey –– 19621962

S CS C•• SABC Broadcast Index SABC Broadcast Index –– 19681968
•• SAARF formed in 1974SAARF formed in 1974
•• All Media and Products Survey (AMPS) All Media and Products Survey (AMPS) 

annually/twice a year since 1975annually/twice a year since 1975
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History of Media Audience Research History of Media Audience Research 
In South AfricaIn South Africa 22In South Africa In South Africa –– 22

•• Radio Audience Measurement SurveyRadio Audience Measurement Survey•• Radio Audience Measurement Survey Radio Audience Measurement Survey 
(RAMS) since 1976 (Including TV)(RAMS) since 1976 (Including TV)

•• Television Audience MeasurementTelevision Audience Measurement•• Television Audience Measurement Television Audience Measurement 
Survey (TAMS) since 1991Survey (TAMS) since 1991

•• Out of Home Media Survey (OHMS)Out of Home Media Survey (OHMS)•• Out of Home Media Survey (OHMS) Out of Home Media Survey (OHMS) 
20062006

•• Child AMPS and Teen AMPS from timeChild AMPS and Teen AMPS from time•• Child AMPS and Teen AMPS from time Child AMPS and Teen AMPS from time 
to time on request from stakeholdersto time on request from stakeholders
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Primary Reason For Existence Of Primary Reason For Existence Of 
SAARFSAARF -- 11

There is a nThere is a needeed for a for a 
h i bi d li blh i bi d li blcomprehensive, unbiased, reliable, comprehensive, unbiased, reliable, 

regular and technically excellent regular and technically excellent 
survey survey to determine theto determine the
followingfollowing::followingfollowing::
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Primary Reason For Existence Of Primary Reason For Existence Of 
SAARFSAARF 22SAARFSAARF -- 22

•• Comprehensive characteristics of Comprehensive characteristics of 
useusersrs of mediaof media products brands andproducts brands anduseusersrs of media, of media, products, brands and products, brands and 
servicesservices

•• Their useTheir use of the mass mediaof the mass media
•• TheThe consumption of products brandsconsumption of products brandsThe The consumption of products, brands consumption of products, brands 

and services by users of the mass and services by users of the mass 
mediamedia

8
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Primary Reason For Existence Of Primary Reason For Existence Of 
SAARFSAARF 33SAARFSAARF -- 33

This is required for:This is required for:This is required for:This is required for:
•• The The selection of media for advertising selection of media for advertising gg

campaignscampaigns
•• TheThe buying and selling of media spacebuying and selling of media space•• The The buying and selling of media space buying and selling of media space 

or airor air--time, time, andand
•• thus to enable sensible Target thus to enable sensible Target 

MarketingMarketing

9
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SAARF's Raison D’êtreSAARF's Raison D’être

The provision of aThe provision of aThe provision of a The provision of a 
common trading currencycommon trading currency

for the selection and buying of for the selection and buying of 
appropriate media space and timeappropriate media space and timeappropriate media space and time appropriate media space and time 

and to enable effective target and to enable effective target 
marketingmarketingmarketingmarketing
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The Common CurrencyThe Common Currency
Provides an orderly trading environmentProvides an orderly trading environment
An independent, credible measure of An independent, credible measure of 
audiences accepted by allaudiences accepted by all

Provides comparable data to buyers of Provides comparable data to buyers of yy
media space and timemedia space and time

Provides an even playing field for Provides an even playing field for p y gp y g
individual mediaindividual media

Provides competitor intelligenceProvides competitor intelligencep gp g
Necessary condition for Media FreedomNecessary condition for Media Freedom
> R 20 Billion Ad spend in 2007> R 20 Billion Ad spend in 2007> R 20 Billion Ad spend in 2007> R 20 Billion Ad spend in 2007
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Some Advantages Flowing From The Some Advantages Flowing From The 
Formation Of SAARFFormation Of SAARFFormation Of SAARFFormation Of SAARF

Strategic editorial and programmeStrategic editorial and programme•• Strategic editorial and programmeStrategic editorial and programme
planning planning can be done by can be done by media ownersmedia owners
Tracking studies by media owners can beTracking studies by media owners can be•• Tracking studies by media owners can be Tracking studies by media owners can be 
confirmed and supported with objective confirmed and supported with objective 
data from SAARFdata from SAARFdata from SAARFdata from SAARF

•• Credibility / Stability of currency have direct Credibility / Stability of currency have direct 
effect on competitiveness and survival of aeffect on competitiveness and survival of aeffect on  competitiveness and survival of a effect on  competitiveness and survival of a 
mediummedium

12



Joint Industry Research vs. Own Joint Industry Research vs. Own 
ResearchResearch 11Research Research -- 11

When and how do we do Joint IndustryWhen and how do we do Joint IndustryWhen and how do we do Joint Industry When and how do we do Joint Industry 
Research?Research?
C i t bli h d bC i t bli h d b•• Currencies are established by Currencies are established by prepre--
competitive Joint Industry Researchcompetitive Joint Industry Research

•• When required for interWhen required for inter--comparisons and comparisons and 
therefore needed by everyonetherefore needed by everyone

•• Thus to provide an even playing fieldThus to provide an even playing field
•• To ensure buyTo ensure buy--in from everyonein from everyone

13
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Joint Industry Research vs. Own Joint Industry Research vs. Own 
ResearchResearch 22Research Research -- 22

Why do we do joint industry research?Why do we do joint industry research?Why do we do joint industry research?Why do we do joint industry research?
•• It’s too expensive for individual media It’s too expensive for individual media 

ownersownersowners owners 
•• Media owners have a responsibility to Media owners have a responsibility to 

id li i h dibl i f iid li i h dibl i f iprovide clients with credible information on provide clients with credible information on 
their media their media 

•• Media owner currencies are often distrusted Media owner currencies are often distrusted 
and seldom comparableand seldom comparable
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Joint Industry Research vs. Own Joint Industry Research vs. Own 
ResearchResearch 33Research Research -- 33

What is Own Research?What is Own Research?What is Own Research?What is Own Research?
•• It’s research required to support own It’s research required to support own 

b i bj tib i bj tibusiness objectivesbusiness objectives
–– Qualitative studies (normally affordable Qualitative studies (normally affordable 

d t t)d t t)and easy to carry out)and easy to carry out)
–– Research that will enable a better Research that will enable a better 

d di f ifid di f ifiunderstanding of e.g. a specific understanding of e.g. a specific 
publication or radio station’s own publication or radio station’s own 

ti l diti l di

15
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Important Points To RememberImportant Points To Remember

•• SAARF is unique in that it is not just another SAARF is unique in that it is not just another 
provider of research provider of research –– it is it is the  provider of the  provider of pp pp
the trading currenciesthe trading currencies

•• The trading currencies are there primarily to The trading currencies are there primarily to g p yg p y
enable marketers to make informed enable marketers to make informed 
decisions about where and how they spend decisions about where and how they spend 
th i d ti ith i d ti itheir advertising moneytheir advertising money

•• As such, it is also in the interests of media As such, it is also in the interests of media 
it f i t di ditiit f i t di ditiowners as it ensures fair trading conditions owners as it ensures fair trading conditions 

and creates trust in the value of the media and creates trust in the value of the media 
on offeron offeron offeron offer

16



Current Joint Industry Research Current Joint Industry Research 
Compared To 1974Compared To 1974 11

Points to ponderPoints to ponder
Compared To 1974 Compared To 1974 -- 11

Points to ponderPoints to ponder
The power of Demographics has beenThe power of Demographics has been
waning for the past 25 years or morewaning for the past 25 years or morewaning for the past 25 years or morewaning for the past 25 years or more
Ted D’Amico of MRI in the USA at the Ted D’Amico of MRI in the USA at the 

recent recent WRRSWRRS in Vienna:in Vienna:
Demography is a horrible predictor of Demography is a horrible predictor of 

consumer behaviour consumer behaviour 
Selecting print vehicles on the basis of Selecting print vehicles on the basis of 

demographically defined targetsdemographically defined targets
== “insanity”“insanity”= = “insanity”“insanity”
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Current Joint Industry Research Current Joint Industry Research 
Compared To 1974Compared To 1974 22

What is ironic is that in a country such asWhat is ironic is that in a country such as

Compared To 1974 Compared To 1974 -- 22
What is ironic is that in a country such as What is ironic is that in a country such as 

the USA millions of dollars have been the USA millions of dollars have been 
spent in trying to link consumer behaviour spent in trying to link consumer behaviour 

ith t l i i i iith t l i i i iwith television viewingwith television viewing
However, in the RSA print vehicles have However, in the RSA print vehicles have 

had this ability for more than 30 years but Ihad this ability for more than 30 years but Ihad this ability for more than 30 years but I had this ability for more than 30 years but I 
still get asked why we need product and still get asked why we need product and 
brand information on AMPS! brand information on AMPS! 

To enable users to make informedTo enable users to make informed
decisions,decisions, simple media surveys based on simple media surveys based on 
d hi j t t d td hi j t t d tdemographics are just not adequatedemographics are just not adequate

18



Current Joint Industry Research Current Joint Industry Research 
Compared To 1974Compared To 1974 33Compared To 1974 Compared To 1974 -- 33

Information gathered as part of currencyInformation gathered as part of currencyInformation gathered as part of currency Information gathered as part of currency 
surveys:surveys:

•• Product and Brand informationProduct and Brand information•• Product and Brand information Product and Brand information 
(Austria*, Belgium*, Denmark, Estonia*, (Austria*, Belgium*, Denmark, Estonia*, 
Finland, France, Latvia, Lithuania,Finland, France, Latvia, Lithuania,Finland, France, Latvia, Lithuania, Finland, France, Latvia, Lithuania, 
Netherlands, Norway, Romania, South Netherlands, Norway, Romania, South 
Africa, Spain, Switzerland) Africa, Spain, Switzerland) , p , ), p , )

19*products without brands*products without brands



Current Joint Industry Research Current Joint Industry Research 
Compared To 1974Compared To 1974 44Compared To 1974 Compared To 1974 -- 44

Information gathered as part of currency Information gathered as part of currency g p yg p y
surveys:surveys:

•• Attitudinal information                       Attitudinal information                       
(Austria, Belgium, Denmark, Estonia, (Austria, Belgium, Denmark, Estonia, 
Netherlands, Norway*, Romania, South Netherlands, Norway*, Romania, South 
Af i S i )Af i S i )Africa, Spain)  Africa, Spain)  

•• Life style informationLife style information (Estonia, (Estonia, 
Netherlands, South Africa, Spain)Netherlands, South Africa, Spain)

20*not owned by NRS*not owned by NRS



Current Joint Industry Research Current Joint Industry Research 
Compared To 1974Compared To 1974 55Compared To 1974 Compared To 1974 -- 55

Information gathered as part of currencyInformation gathered as part of currencyInformation gathered as part of currency Information gathered as part of currency 
surveys:surveys:

•• Interests and activitiesInterests and activities
(Netherlands South Africa Spain(Netherlands South Africa Spain(Netherlands, South Africa, Spain, (Netherlands, South Africa, Spain, 
Switzerland)Switzerland)

•• Psychographics/ValuesPsychographics/Values (Netherlands, (Netherlands, 
Switzerland)Switzerland)

21
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SSouth outh AAfrican frican AAdvertising dvertising RResearch esearch 
FFoundationoundation ––FFoundation oundation 

SAARFSAARF
Established 1974Established 1974Established 1974Established 1974

(Association Incorporated under Section 21 of (Association Incorporated under Section 21 of ( p( p
the Companies Act)the Companies Act)

A nonA non--profit organization owned by its profit organization owned by its p g yp g y
membersmembers

First Common Currency First Common Currency ––yy

ALL MEDIA AND PRODUCTS SURVEYALL MEDIA AND PRODUCTS SURVEY
®®SAARF AMPSSAARF AMPS®® 19751975
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Main Business Of SAARF Main Business Of SAARF -- 11

SAARF is tasked SAARF is tasked with facilitating, cowith facilitating, co--ordinating ordinating 
andand determining thedetermining the joint industry researchjoint industry researchand and determining thedetermining the joint industry research joint industry research 
needsneeds of its stakeholders and to ensure that of its stakeholders and to ensure that 
these needs are met within the limitations of thethese needs are met within the limitations of thethese needs are met within the limitations of the these needs are met within the limitations of the 
funding available for this activityfunding available for this activity

SAARF is an independent authority acting as theSAARF is an independent authority acting as theSAARF is an independent authority, acting as the SAARF is an independent authority, acting as the 
custodian of the currency and a clearinghouse custodian of the currency and a clearinghouse 
forfor industryindustry researchresearchfor for industryindustry researchresearch
(From new Memorandum of Association of SAARF as (From new Memorandum of Association of SAARF as 
adopted by the Board of Directors during 2004)adopted by the Board of Directors during 2004)
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Main Business Of SAARF Main Business Of SAARF -- 22

To carry out this mandate, SAARF must To carry out this mandate, SAARF must 
keep track of local and internationalkeep track of local and internationalkeep track of local and international keep track of local and international 
developments, ensure that new developments, ensure that new 
approaches are explored and developed,approaches are explored and developed,approaches are explored and developed, approaches are explored and developed, 
and that the necessary joint industry and that the necessary joint industry 
research programs are implemented,research programs are implemented,research programs are implemented, research programs are implemented, 
managed, and monitoredmanaged, and monitored
(F M d f A i ti f SAARF(F M d f A i ti f SAARF(From new Memorandum of Association of SAARF as(From new Memorandum of Association of SAARF as
adopted by the Board of Directors during 2004)adopted by the Board of Directors during 2004)
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Main Object Of SAARFMain Object Of SAARF
To provide tools for targeting and segmentation of To provide tools for targeting and segmentation of 
markets as well as to establish, commission and markets as well as to establish, commission and 

h i lid li blh i lid li blmanage comprehensive, valid, reliable, manage comprehensive, valid, reliable, 
continuous media audience and product usage continuous media audience and product usage 
research surveys investigations and reports thatresearch surveys investigations and reports thatresearch, surveys, investigations and reports, that research, surveys, investigations and reports, that 
provide comparable multiprovide comparable multi--media and multimedia and multi--
product/brand usage information that reflect the product/brand usage information that reflect the p gp g
totality and complexity of the South African totality and complexity of the South African 
society.society.
(From new Memorandum of Association of SAARF as(From new Memorandum of Association of SAARF as
adopted by the Board of Directors during 2004)adopted by the Board of Directors during 2004)

25



Ancillary Objects Of SAARFAncillary Objects Of SAARF
TT di t j i t i d t h tdi t j i t i d t h t•• To coTo co--ordinate joint industry research amongst ordinate joint industry research amongst 
the advertising, marketing and media industries.the advertising, marketing and media industries.
T i ti t h t h i dT i ti t h t h i d•• To investigate any research technique and To investigate any research technique and 
establish the degree of validity and reliability of establish the degree of validity and reliability of 
the results obtained therebythe results obtained therebythe results obtained therebythe results obtained thereby

•• To seek improved methods in media audience To seek improved methods in media audience 
and product/brand usage researchand product/brand usage researchand product/brand usage researchand product/brand usage research

•• To provide improved tools for targeting and To provide improved tools for targeting and 
segmentation of marketssegmentation of marketssegmentation of marketssegmentation of markets
(From new Memorandum of Association of SAARF as(From new Memorandum of Association of SAARF as
adopted by the Board of Directors during 2004)adopted by the Board of Directors during 2004)
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The Tripartite Nature Of SThe Tripartite Nature Of SAARFAARF

MEDIA OWNERSMEDIA OWNERS
MARKETERSMARKETERS

MEDIA OWNERSMEDIA OWNERS

CINEMACINEMA

SAARFSAARF
INTERNET INTERNET 

OUTDOOROUTDOOR

PRINTPRINT

RADIO RADIO 

TVTVADVERTISING & ADVERTISING & 
MEDIA MEDIA 
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Advantages Of Having A MultiAdvantages Of Having A Multi--media media 
JJICIC

•• Currencies are established by preCurrencies are established by pre--
competitive researchcompetitive researchpp

•• Only one organization to fundOnly one organization to fund
•• Economies of scale and synergiesEconomies of scale and synergies•• Economies of scale and synergiesEconomies of scale and synergies
•• Dynamic interaction because of Dynamic interaction because of 

i l f ll ii l f ll iinvolvement of all partiesinvolvement of all parties
•• Fair National CurrenciesFair National Currencies

28



SAARF Board Of DirectorsSAARF Board Of Directors
•• Advertising Media ForumAdvertising Media Forum 11
•• Association for Communication and Advertising 1Association for Communication and Advertising 1

CINE kCINE k 11•• CINEmarkCINEmark 11
•• Marketing Association of South AfricaMarketing Association of South Africa 22

N ti l A i ti f B d tN ti l A i ti f B d t•• National Association of BroadcastersNational Association of Broadcasters
including SABCincluding SABC 22

•• Online Publishers Association of S AOnline Publishers Association of S A 00•• Online Publishers Association of S.A.Online Publishers Association of S.A. 00
•• Out of Home Media South AfricaOut of Home Media South Africa 11
•• Print Media South AfricaPrint Media South Africa 22•• Print Media South AfricaPrint Media South Africa 22
•• ChairpersonChairperson 11
•• CEOCEO 11CEOCEO 11
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SAARF OperationSAARF Operation
B d f Di tB d f Di tBoard of DirectorsBoard of Directors
Directors nominated by membersDirectors nominated by membersyy
•• PolicyPolicy
•• BudgetBudget•• BudgetBudget
SAARF Advisory CouncilSAARF Advisory Council
Representatives nominated byRepresentatives nominated by
members members plusplus Technical expertsTechnical expertse be se be s p usp us ec ca e pe tsec ca e pe ts
•• What research should be doneWhat research should be done

How it should be doneHow it should be done
30
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Specialised CouncilsSpecialised Councils

•• SAARF AMPS CouncilSAARF AMPS Council
•• SAARF RAMS CouncilSAARF RAMS Council
•• SAARF TAMS CouncilSAARF TAMS Council•• SAARF TAMS CouncilSAARF TAMS Council
•• SAARF Outdoor CouncilSAARF Outdoor Council
•• SAARF Print CouncilSAARF Print Council

SAARF Products & Brands CouncilSAARF Products & Brands Council•• SAARF Products & Brands CouncilSAARF Products & Brands Council

31



BOARDBOARDBOARDBOARD

ADVISORY COUNCILADVISORY COUNCIL

OUTDOOR OUTDOOR 
COUNCILCOUNCIL

PRODUCTS PRODUCTS 
& BRANDS & BRANDS 
COUNCILCOUNCIL

TAMS TAMS 
COUNCILCOUNCIL

RAMS RAMS 
COUNCILCOUNCIL

AMPS AMPS 
COUNCILCOUNCIL

PRINT PRINT 
COUNCILCOUNCIL

SAARF SAARF 
STAFFSTAFF

BMR BMR 
DEMOGRAPHIC DEMOGRAPHIC 

NATIONAL NATIONAL 
CENSUSCENSUSCONTRACTORSCONTRACTORS
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SAARF StaffSAARF Staff

Chief Executive OfficerChief Executive OfficerChief Executive OfficerChief Executive Officer
Technical ManagerTechnical Managergg
Technical Support Executive x 2Technical Support Executive x 2
Ad i i t tAd i i t tAdministratorAdministrator
Executive SecretaryExecutive Secretaryyy
Office AssistantOffice Assistant
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Funding Funding -- 11

IssuesIssues

•• Who must collect it?Who must collect it?
•• Just for currency research?Just for currency research?

AddAdd i Addi Add ??•• AddAdd--in or Addin or Add--on?on?
•• Whose money is it?Whose money is it?yy
•• RateRate
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Funding Funding -- 22
Until 1996: SAARF levy: 0,5%Until 1996: SAARF levy: 0,5%
Beneficiary: SAARFBeneficiary: SAARF
From 1997: Marketing Industry Trust (MIT) From 1997: Marketing Industry Trust (MIT) 

levy:levy:
1997: 0,65% & From 1998: 1.0%1997: 0,65% & From 1998: 1.0%
Beneficiaries: SAARF, Beneficiaries: SAARF, ASAASA, , FOCSTFOCST,, ,,
From 2005: LCA levy: 1.0%From 2005: LCA levy: 1.0%
Beneficiaries: SAARF &Beneficiaries: SAARF & ASAASABeneficiaries: SAARF & Beneficiaries: SAARF & ASAASA

Levy on advertising expenditure collected by theLevy on advertising expenditure collected by theLevy on advertising expenditure collected by the Levy on advertising expenditure collected by the 
media on behalf of the industrymedia on behalf of the industry
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TAMS TAMS Where Did The Money Where Did The Money 
Go In 2007?Go In 2007?R25.7 MILR25.7 MIL Go In 2007?Go In 2007?

AMPSAMPS

PRODUCTSPRODUCTS

AMPS AMPS 

R23.1 MILR23.1 MIL

SAARF OperationalSAARF Operational

R3.4 MILR3.4 MIL

BRANDSBRANDS

SERVICESSERVICES

LIFE STYLESLIFE STYLESRAMSRAMS

Communication, Communication, 
Verification & BMRVerification & BMR

R1.5 MILR1.5 MILLIFE STYLESLIFE STYLES

LIFE STAGESLIFE STAGES

ATTITUDESATTITUDES

RAMS RAMS 

R13.2 MILR13.2 MIL

OUTDOOROUTDOOR
Branded RAMSBranded RAMS

SINGLE SOURCESINGLE SOURCE

Total R70 MILTotal R70 MIL

R3.1 MILR3.1 MIL
DATA FUSIONDATA FUSION
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Contents Contents –– Part 2Part 2

•• The Currency SurveysThe Currency Surveys
The All Media and Products SurveyThe All Media and Products Survey––The All Media and Products Survey The All Media and Products Survey 
((AAMPSMPS®®))
Th R di A di M tTh R di A di M t––The Radio Audience Measurement The Radio Audience Measurement 
Survey Survey (RAMS(RAMS®®))

––Television Audience Measurement Television Audience Measurement 
Survey (TAMSSurvey (TAMS®®))y (y ( ))

––Out Of Home Media Survey (OHMS)Out Of Home Media Survey (OHMS)

“Common trading currencies”“Common trading currencies”
37



Single SourceSingle Source AMPSAMPS®® DataData
AttitudesAttitudesAttitudesAttitudes

MediaMedia usedused

Products, Products, 
Brands and Brands and 

Services Services used used 

CharacteristicsCharacteristics of of 

38

UsersUsers



Advantages Of Single Source DataAdvantages Of Single Source Data

•• Media consumption can be studied, andMedia consumption can be studied, andMedia consumption can be studied, and Media consumption can be studied, and 
directly directly linkedlinked to product and brand to product and brand 
consumption as well as to the use of consumption as well as to the use of 

iiservicesservices
•• Audience movement between media can be Audience movement between media can be 

tracked over timetracked over timetracked over timetracked over time
•• Reach comparisons can be made for Reach comparisons can be made for 

different media for the same target marketsdifferent media for the same target marketsdifferent media for the same target markets different media for the same target markets 
using singleusing single source datasource data

39



Strategic LevelStrategic Level
InterInter--media comparisons for specific target media comparisons for specific target 

markets (markets (4w4w; ; 7d7d; y); y)
•• CinemaCinema
•• InternetInternetInternetInternet
•• OutdoorOutdoor

PP i ti t•• PPrintrint
•• RRadioadio
•• TVTV

Information From The Same Respondents, i.e. Single Information From The Same Respondents, i.e. Single 

40
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Tactical LevelTactical Level

IntraIntra--media comparisonsmedia comparisons
Specific currencies for theSpecific currencies for theSpecific currencies for theSpecific currencies for the
following media types: following media types: 
•• CinemaCinema•• CinemaCinema
•• Internet (near future)Internet (near future)

OO•• OutdoorOutdoor
•• PPrintrint
•• RRadioadio
•• TVTV

41
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BeerBeer Drinking South Africans Drinking South Africans ReachReach
Potential By mediumPotential By medium

BeerBeer Drinking South Africans Drinking South Africans ReachReach
Potential By mediumPotential By mediumPotential By mediumPotential By mediumPotential By mediumPotential By medium

1,785

729

Any AMPS Weekly Magazine

Any AMPS Fortnightly Magazine

2,910

2,378

Any AMPS Daily

Any AMPS Monthly Magazine

3,250

5,776Total TV - Yesterday

Any AMPS Weekly

7,752

6,633

Total (Unduplicated)

Total Radio - Yesterday
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ARF Model For Evaluating MediaARF Model For Evaluating Media

••11 ••Vehicle distribution (circulation)Vehicle distribution (circulation)

••22
••Vehicle contact at Vehicle contact at OTSOTS/H   /H   
level (AMPS AIR)level (AMPS AIR)

••33 ••AdAd--contact at contact at OTSOTS/H /H 
level (TAMS spot AR’s)level (TAMS spot AR’s)

••44 ••Ad notingAd notingQualitative Qualitative 
factors play a factors play a 
role here role here 
(differs from(differs from

••55

66

••Ad perceptionAd perception

••Sales responseSales response

(differs from (differs from 
adad--toto--ad)ad)

••66
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SAARFSAARF®® Demographic ResearchDemographic Research

•• SAARFSAARF®® sponsors the Demographic Research sponsors the Demographic Research 
U it t UNISA’ B f M k t R h (BMR)U it t UNISA’ B f M k t R h (BMR)Unit at UNISA’s Bureau of Market Research (BMR)Unit at UNISA’s Bureau of Market Research (BMR)

Main FuncMain Function:tion:
•• Annual population updates Annual population updates 
Adjusted forAdjusted forjj

FertilityFertility
MortalityMortalityMortalityMortality
External/internal migrationExternal/internal migration
HIV/AIDS (from 2002)HIV/AIDS (from 2002)HIV/AIDS (from 2002)HIV/AIDS (from 2002)
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Our PopulationOur Populationpp

Total: 47,912mTotal: 47,912mTotal: 47,912mTotal: 47,912m
Adult: 31 303mAdult: 31 303mAdult: 31,303mAdult: 31,303m



Adult Population By Adult Population By 
ProvinceProvince LimpopoProvince Province 

3,375,000   10.83,375,000   10.8%

2 329 000 7 42 329 000 7 4%

Mpumalanga
Gauteng

North West

2,236,000   7.12,236,000   7.1%
2,329,000   7.42,329,000   7.4%

6,442,000   20.66,442,000   20.6%

Free State
KwaZulu-Natal

775,000   2.5%

2,005,000   6.42,005,000   6.4% 6,385,000   20.4%

Eastern Cape

Northern Cape
4,658,000   14.9%

Eastern  Cape

Western Cape
3,099,000   9.93,099,000   9.9%
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PopulationPopulation
Total: 47,912 millionTotal: 47,912 million
Adults (16+): Adults (16+): ±± 31,303 million31,303 million
G / %G / %Growth p/a: 2% until 2005Growth p/a: 2% until 2005
Only 0,8% 2005 Only 0,8% 2005 –– 2006 , Only 0,6% 2006 2006 , Only 0,6% 2006 –– 2008 2008 
(HIV/AIDS)(HIV/AIDS)(HIV/AIDS)(HIV/AIDS)

Profile (Adults)Profile (Adults)Profile (Adults)Profile (Adults)
±± 39.6% rural39.6% rural
±± 50 2% female50 2% female±± 50.2% female50.2% female
±± 75.4% black75.4% black
Population structure stablePopulation structure stablePopulation structure stablePopulation structure stable

Source: SAARF AMPS 2008ASource: SAARF AMPS 2008A
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SA Population By Home LanguageSA Population By Home Language
Ad ltAd lt P l tiP l ti %%AdultAdult PopulationPopulation %%

•• Total AdultsTotal Adults 31 303 00031 303 000 100100
Z lZ l 6 954 0006 954 000 22 322 3•• ZuluZulu 6 954 0006 954 000 22.322.3

•• XhosaXhosa 4 983 0004 983 000 15.915.9
•• AfrikaansAfrikaans 4 661 0004 661 000 14.914.9

E li hE li h 3 569 0003 569 000 11 411 4•• EnglishEnglish 3 569 0003 569 000 11.411.4
•• North SothoNorth Sotho 3 077 0003 077 000 9.89.8
•• TswanaTswana 2 699 0002 699 000 8.68.6

S th S thS th S th 2 510 0002 510 000 8 08 0•• South SothoSouth Sotho 2 510 0002 510 000 8.08.0
•• TsongaTsonga 1 029 0001 029 000 3.33.3
•• SwaziSwazi 664 000 664 000 2.12.1

V dV d 636 000636 000 2 02 0•• VendaVenda 636 000636 000 2.02.0
•• NdebeleNdebele 358 000358 000 1.11.1
•• OtherOther 163 000163 000 0.70.7

Source: SAARF AMPS 2008ASource: SAARF AMPS 2008A
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SAMPLE DESIGN 1SAMPLE DESIGN 1

SCALE MODELSCALE MODEL FULL SIZE (UNIVERSE)FULL SIZE (UNIVERSE)SCALE MODEL SCALE MODEL 
(SAMPLE)(SAMPLE)

FULL SIZE (UNIVERSE)FULL SIZE (UNIVERSE)
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SAARF SAARF AMPSAMPS®® Sample Design 2Sample Design 2

MultiMulti--stage areastage area--stratified probability samplingstratified probability sampling
PrePre--stratified by:stratified by:
•• Province Province 9   strata9   strata

C it iC it i 4 t t4 t t•• Community sizeCommunity size 4   strata4   strata
•• Gender  Gender  22 categoriescategories
•• Age (Politz grid)Age (Politz grid) 44 categoriescategories•• Age (Politz grid)Age (Politz grid) 4   4   categoriescategories

TOTALTOTAL 288 CELLS288 CELLS

OverOver--sampling in catchment area of some mediasampling in catchment area of some media
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Sample Design 3 Sample Design 3 

Urban address selectionUrban address selection

Calculate sampling intervalCalculate sampling interval
Number of addresses Number of addresses ÷÷ required samplerequired sample
E.g. 1000 addresses E.g. 1000 addresses ÷÷ 100 = 10100 = 10gg

Select random starting point (from 1 Select random starting point (from 1 ––10)10)
S 7 th dd 7 17 27 997S 7 th dd 7 17 27 997Say 7, then address no 7, 17, 27, …997Say 7, then address no 7, 17, 27, …997
will be included in the samplewill be included in the sample
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Sample Design Sample Design -- 44
U bU b dddd SS l ti ( t)l ti ( t)Urban Urban address address SSelection (cont)election (cont)

Nielsen Geo Frame: Arranged within eachNielsen Geo Frame: Arranged within eachNielsen Geo Frame: Arranged within each Nielsen Geo Frame: Arranged within each 
geographic stratum by:geographic stratum by:

City/townCity/town
Suburb within city/townSuburb within city/town
Street name within suburbStreet name within suburb
Street number within streetStreet number within street
Flat/unit number where applicableFlat/unit number where applicable
Select every NSelect every Nthth AddressAddressSelect every NSelect every N AddressAddress
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Sample Design Sample Design -- 55

Rural address selection Rural address selection 

A sample of rural areas are selectedA sample of rural areas are selected
Using a GIS system, sampling points are Using a GIS system, sampling points are 

selected (coordinates)selected (coordinates)
Using a Global Positioning system (GPS)Using a Global Positioning system (GPS) the the 

interviewers select the householdsinterviewers select the households
Closest dwelling to selected point is usedClosest dwelling to selected point is used
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Sampling ErrorSampling Error

CautionCaution !!!!!!

Types of error:Types of error:

1. Respondent errors1. Respondent errors
2. Questionnaire errors2. Questionnaire errorsQQ
3. Interviewer errors3. Interviewer errors
4. Incidental errors4. Incidental errors4. Incidental errors4. Incidental errors
5. 5. Sampling/standard errorSampling/standard error
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SAARF SAARF AMPSAMPS®® Survey Survey –– Current Current 
Scenario 1Scenario 1Scenario 1Scenario 1

Up to 2003: 2 Waves per yearUp to 2003: 2 Waves per yearUp to 2003: 2 Waves per yearUp to 2003: 2 Waves per year
Jan/Jun & Jul/Dec: Sample 2 X 13 000Jan/Jun & Jul/Dec: Sample 2 X 13 000
From 2004: 1 Wave per yearFrom 2004: 1 Wave per year
JanJan –– Jun: 1 Sample 12 400Jun: 1 Sample 12 400Jan Jan Jun:   1 Sample 12 400Jun:   1 Sample 12 400
From 2007: 1 National (Jan From 2007: 1 National (Jan –– Jun) and 1 Large Jun) and 1 Large 
urban (Julurban (Jul Dec) wave per yearDec) wave per yearurban (Jul urban (Jul –– Dec) wave per yearDec) wave per year
-- Sample 21 000Sample 21 000
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SAARF ASAARF AMPSMPS®® Survey Survey –– Current 2Current 2

•• InIn--home Facehome Face--toto--Face interviews Face interviews using using 
CAPICAPICAPICAPI

•• Adults 16+Adults 16+
•• Average interview time 50 minutes, Average interview time 50 minutes, 

plusplusplusplus
•• SelfSelf--completion Questionnairecompletion Questionnaire
•• Truly National SurveyTruly National Survey
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Changes To SAARF AMPSChanges To SAARF AMPS®® for 2009for 2009

Change from CAPI to DSChange from CAPI to DS--CAPICAPI
Sample size increased from 21 000 to Sample size increased from 21 000 to 
25 00025 00025 00025 000
Two full national AMPS waves (urban Two full national AMPS waves (urban 

and rural twice a year)and rural twice a year)and rural twice a year)and rural twice a year)
Two releases per yearTwo releases per year
Definition of adult changed from 16+ to Definition of adult changed from 16+ to 

15+15+
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SAARF ASAARF AMPSMPS®® Survey Survey -- 11

CinemaCinema
InternetInternet
OutdoorOutdoor
Print mediaPrint media
RadioRadioRadioRadio
TelevisionTelevision
DemographicsDemographics
Clothing/shoes/cosmeticsClothing/shoes/cosmetics
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SAARF ASAARF AMPSMPS®® Survey Survey -- 22

Financial servicesFinancial services
Food & grocerFood & grocery shopping habitsy shopping habits
Furniture & appliancesFurniture & appliancesFurniture & appliancesFurniture & appliances
Large & small durable itemsLarge & small durable items
Motor vehiclesMotor vehicles
Personal & household productsPersonal & household productsPersonal & household productsPersonal & household products
Personal Personal / household/ household detailsdetails
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SAARF ASAARF AMPSMPS®® Survey Survey -- 33

PetsPets
T lT lTravelTravel
Your homeYour home
ActivitiesActivities
AttitudesAttitudesAttitudes Attitudes 
InterestsInterests
Life stagesLife stages
Life stylesLife styles
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AMPSAMPS®® Data ValidationData Validation

ExternalExternal
MM N t & DSTV d dN t & DSTV d d•• MM--Net & DSTV decodersNet & DSTV decoders

•• Cellular phonesCellular phones
NN l t i itl t i it titi•• New New electricityelectricity connectionsconnections

InternalInternal
•• Durable items:Durable items:

Incidence in previous AMPSIncidence in previous AMPS®® +  Purchases +  Purchases 
l t 12 thl t 12 thlast 12 months = last 12 months = 
New AMPSNew AMPS®® incidenceincidence
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Microwave OvenMicrowave Oven

100
1994 2000 2007

80

48

40

60%

18
25

20

40

0

Sample size: 14 498 (’94), 35 069 (’00), 21 068 (’07)
Population, all SA Households: 8 000 000 (’94), 8 9 449 000 (’00), 11 124 000 (’07) 62



HiHi--Fi / Music CentreFi / Music Centre

100
1994 2000 2007

54
63

80

39

54

40

60%

20

40

0

Sample size: 14 498 (’94), 35 069 (’00), 21 068 (’07)
Population, all SA Households: 8 000 000 (’94), 8 9 449 000 (’00), 11 124 000 (’07) 63



Television SetTelevision Set

81
100

1994 2000 2007

58
67

81
80

58

40

60%

20

40

0

Sample size: 14 498 (’94), 35 069 (’00), 21 068 (’07)
Population, all SA Households: 8 000 000 (’94), 8 9 449 000 (’00), 11 124 000 (’07) 64



Cell phone Penetration Within Cell phone Penetration Within SUSU--
LSMLSM®®

Cell phone Penetration Within Cell phone Penetration Within SUSU--
LSMLSM®®100 LSMLSM®®LSMLSM®®

80

100

60

40%

20

0

P t ti 0 34 5 46 3 51 60 6 67 9 76 2 81 4 84 6 91 2

LSM 
1

LSM 
2

LSM 
3

LSM 
4

LSM 
5

LSM 
6

LSM 
7

LSM 
8

LSM 
9

LSM 
10

Penetration 0 34.5 46.3 51 60.6 67.9 76.2 81.4 84.6 91.2
SAARF AMPS 2007AB
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Land Line TelephoneLand Line Telephone

100
1994 2000 2007

80

34 3440

60%

34 34

20
20

40

0

Sample size: 14 498 (’94), 35 069 (’00), 21 068 (’07)
Population, all SA Households: 8 000 000 (’94), 8 9 449 000 (’00), 11 124 000 (’07) 66



Branded AMPSBranded AMPS®®

Natural Table Wine (bottles) Natural Table Wine (bottles) --Natural Table Wine (bottles) Natural Table Wine (bottles) --
SUSU--LSM®LSM®

40

50

% of drinkers of the brand

30

40

20

0

10

Autumn Harvest Graça Grünberger Nederburg
LSM 1 LSM 2 LSM 3 LSM 4 LSM 5 LSM 6 LSM 7 LSM 8 LSM 9 LSM 10

This information is classifiedSource: Branded AMPS® March-Sep 2005 + Jan-Jun 2006,  Courtesy Distell
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Branded AMPSBranded AMPS®®

Natural Table Wine (bottles) Natural Table Wine (bottles) –– Music Music 

70

80
Natural Table Wine (bottles) Natural Table Wine (bottles) –– Music Music 

InterestInterest
% of drinkers of the brand

50

60

20

30

40

0

10

20

0

Autumn Harvest Graça Grünberger Nederburg

Classical Afrikaans Gospel Kwaito Rock/pop

This information is classifiedSource: Branded AMPS® March-Sep 2005 + Jan-Jun 2006,  Courtesy Distell
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The Future Of SAARF AMPSThe Future Of SAARF AMPS®® -- 11

Over the past 30 years South Africa Over the past 30 years South Africa 
l d i t t t i thl d i t t t i thplayed an important part in the played an important part in the 

development of readership researchdevelopment of readership research
However internationally in comparisonHowever internationally in comparisonHowever, internationally, in comparison However, internationally, in comparison 

to other media, the measurement of print to other media, the measurement of print 
media stagnated   media stagnated   gg

In South Africa the last major change in In South Africa the last major change in 
readership methodology happened in 2001readership methodology happened in 2001

The change to DSThe change to DS--CAPI is long overdueCAPI is long overdue
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The Future Of SAARF AMPSThe Future Of SAARF AMPS®® -- 22

Specific Issue Readership is making aSpecific Issue Readership is making aSpecific Issue Readership is making a Specific Issue Readership is making a 
comebackcomeback

AMPS and other NRS studies will still AMPS and other NRS studies will still 
provide the basic currencies for print provide the basic currencies for print 
mediamedia

These st dies ma be a gmented bThese st dies ma be a gmented bThese studies may be augmented by These studies may be augmented by 
additional surveys to measure the Daily additional surveys to measure the Daily 
reach of print mediareach of print mediareach of print mediareach of print media
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SAARF RAMSSAARF RAMS®® Sample And Sample And 
MethodologyMethodologyMethodologyMethodology

Same respondents as AMPSame respondents as AMPSS®®pp
Same sample design and weighting Same sample design and weighting 

proceduresproceduresproceduresprocedures
Leave behind 7Leave behind 7--day day diary, kdiary, keptept for for 

seven consecutive daysseven consecutive daysseven consecutive daysseven consecutive days
Diary placement spread over weekDiary placement spread over week
Record by quarter hour by stationRecord by quarter hour by station
Flooding in urban areas from 2004Flooding in urban areas from 2004
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SAARF RAMSSAARF RAMS® ® DIARIESDIARIES

More detailed radio listening data than AMPSMore detailed radio listening data than AMPS

®®SAARF AMPSSAARF AMPS®®::
Average yesterday across entire fieldwork periodAverage yesterday across entire fieldwork periodAverage yesterday across entire fieldwork periodAverage yesterday across entire fieldwork period
No distinction between Monday, Tuesday, etc. No distinction between Monday, Tuesday, etc. 

audiencesaudiences
No quarter hour dataNo quarter hour data

SAARF RAMSSAARF RAMS®® Diaries:Diaries:SAARF RAMSSAARF RAMS®® Diaries:Diaries:
Average audiences, separately for each day of Average audiences, separately for each day of 

the week including the week including ¼¼--hour datahour data
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SAARF RAMSSAARF RAMS®® Fieldwork and Fieldwork and 
ReportingReportingReportingReporting

•• 6 fieldwork waves / year (about 8 weeks 6 fieldwork waves / year (about 8 weeks 
each)each)

•• 6 fieldwork waves / year (about 8 weeks 6 fieldwork waves / year (about 8 weeks 
each)each)

•• 6 reporting waves based on 6 reporting waves based on ±± 18 000 diaries 18 000 diaries 
eacheach

•• 6 reporting waves based on 6 reporting waves based on ±± 18 000 diaries 18 000 diaries 
eacheach

•• Reporting on a rolling basis after every 2 Reporting on a rolling basis after every 2 
fieldwork wavesfieldwork waves

•• Reporting on a rolling basis after every 2 Reporting on a rolling basis after every 2 
fieldwork wavesfieldwork waves

•• 3 fieldwork waves national (12 400)3 fieldwork waves national (12 400)
•• 3 waves urban (8 600)3 waves urban (8 600)
•• 3 fieldwork waves national (12 400)3 fieldwork waves national (12 400)
•• 3 waves urban (8 600)3 waves urban (8 600)
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2008 RAMS® Schedule

Interviewing Waves
Survey Release 

Date
Rolling Data 

Releases

6 F b 08Large Urban mid Oct – beg Dec 07 #6

Large Urban 14 Jan – 7 March 08 #1

Report # 6 

Report # 1

6 Feb 08

16 Apr 08
with
2007 
small 

Large Urban 5 May – 27 Jun 08 #3

Large Urban 10 March – 2 May 08 #2

Report # 3

Report # 2

6 Aug 08

11 Jun 08
urban / 
rural

Large Urban 30 Jun – 22 Aug 08 #4

Large Urban 5 May 27 Jun 08 #3

Report # 4

Report # 3 6 Aug 08

2 Oct 08 with
2008

Large Urban 25 Aug – 17 Oct 08 #5

Large Urban 20 Oct – 12 Dec 08  #6

Report # 5

Report # 6

26 Nov 08

Mid-Feb09

2008 
small 
urban / 
rural
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Changes To SAARF RAMSChanges To SAARF RAMS®® for 2009for 2009

Sample increased to 25 000 householdsSample increased to 25 000 households
Rural sample measured during the whole Rural sample measured during the whole 

yearyearyy
Flooding extended to rural areasFlooding extended to rural areas
Expected number of diaries betweenExpected number of diaries betweenExpected number of diaries betweenExpected number of diaries between
55 and 60 00055 and 60 000
Definition of adult changed to 15+Definition of adult changed to 15+Definition of adult changed to 15+ Definition of adult changed to 15+ 
Reduction of respondent age from 15 to 13 Reduction of respondent age from 15 to 13 

may be consideredmay be consideredmay be consideredmay be considered
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What is SAARF Branded RAMSWhat is SAARF Branded RAMS®®??
SAARF Branded RAMSSAARF Branded RAMS®® combines the combines the 
information that is collected through SAARF information that is collected through SAARF 

®® ®®

SAARF Branded RAMSSAARF Branded RAMS®® combines the combines the 
information that is collected through SAARF information that is collected through SAARF 

®® ®®RAMSRAMS®® and SAARF AMPSand SAARF AMPS®®

In addition to radio information, SAARF Branded In addition to radio information, SAARF Branded 
RAMSRAMS®® i l d i f ti di ii l d i f ti di i

RAMSRAMS®® and SAARF AMPSand SAARF AMPS®®

In addition to radio information, SAARF Branded In addition to radio information, SAARF Branded 
RAMSRAMS®® i l d i f ti di ii l d i f ti di iRAMSRAMS®® includes information regarding cinema, includes information regarding cinema, 
readership, electronic media, TV viewership, readership, electronic media, TV viewership, 
internet cell phones outdoor motor vehiclesinternet cell phones outdoor motor vehicles

RAMSRAMS®® includes information regarding cinema, includes information regarding cinema, 
readership, electronic media, TV viewership, readership, electronic media, TV viewership, 
internet cell phones outdoor motor vehiclesinternet cell phones outdoor motor vehiclesinternet, cell phones, outdoor, motor vehicles, internet, cell phones, outdoor, motor vehicles, 
household information, financial services, household information, financial services, 
furniture & appliances, food & groceries, travel, furniture & appliances, food & groceries, travel, 

internet, cell phones, outdoor, motor vehicles, internet, cell phones, outdoor, motor vehicles, 
household information, financial services, household information, financial services, 
furniture & appliances, food & groceries, travel, furniture & appliances, food & groceries, travel, pp , g , ,pp , g , ,
clothing & shoes, cosmetics, life stages, clothing & shoes, cosmetics, life stages, 
durables, consumer products, activities and durables, consumer products, activities and 

pp , g , ,pp , g , ,
clothing & shoes, cosmetics, life stages, clothing & shoes, cosmetics, life stages, 
durables, consumer products, activities and durables, consumer products, activities and 
attitudesattitudesattitudesattitudes
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What are the benefits of SAARF What are the benefits of SAARF 
Branded RAMSBranded RAMS®®??Branded RAMSBranded RAMS®®??

•• Match target markets with radio stations Match target markets with radio stations 
Segment marketsSegment markets
•• Match target markets with radio stations Match target markets with radio stations 
Segment marketsSegment markets
•• Identifying characteristics of radio station Identifying characteristics of radio station 
listeners and their brand usagelisteners and their brand usage

A i t l 21 000 d t i t i dA i t l 21 000 d t i t i d

•• Identifying characteristics of radio station Identifying characteristics of radio station 
listeners and their brand usagelisteners and their brand usage

A i t l 21 000 d t i t i dA i t l 21 000 d t i t i d•• Approximately 21,000 respondents interviewed Approximately 21,000 respondents interviewed 
over the period of a year may allow certain radio over the period of a year may allow certain radio 
stations to achieve the minimum 40 respondentsstations to achieve the minimum 40 respondents

•• Approximately 21,000 respondents interviewed Approximately 21,000 respondents interviewed 
over the period of a year may allow certain radio over the period of a year may allow certain radio 
stations to achieve the minimum 40 respondentsstations to achieve the minimum 40 respondentsstations to achieve the minimum 40 respondents stations to achieve the minimum 40 respondents 
required for the release of detailed listenership required for the release of detailed listenership 
datadata

stations to achieve the minimum 40 respondents stations to achieve the minimum 40 respondents 
required for the release of detailed listenership required for the release of detailed listenership 
datadata

77



Do BMW and MercedesDo BMW and MercedesDo BMW and Mercedes Do BMW and Mercedes 
owners listen to different owners listen to different 

t ti ?t ti ?stations? stations? 
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Radio Station listened to by BMW & Merc Radio Station listened to by BMW & Merc 
OwnersOwners (one week cume)(one week cume)Owners Owners (one week cume)(one week cume)
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The Future Of SAARF RAMSThe Future Of SAARF RAMS®®

No doubt that future measurement of radio No doubt that future measurement of radio 
will be electronic.will be electronic.

Currently very expensiveCurrently very expensive
Technology still in early stages of Technology still in early stages of gy y ggy y g

commercialisationcommercialisation
New developments i.e. the cell phone meter New developments i.e. the cell phone meter p pp p

might replace the current onesmight replace the current ones
SAARF has been monitoring this since 1998 SAARF has been monitoring this since 1998 gg

and will work with radio industry to switch and will work with radio industry to switch 
to electronic as soon as it becomes viableto electronic as soon as it becomes viable
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SAARF TAMSSAARF TAMS®® PanelPanel

1. In place since late 80’s1. In place since late 80’s
2. State of the Art People Meters2. State of the Art People Meters2. State of the Art People Meters 2. State of the Art People Meters 
3. 3. ±± 1 606 installed Homes, including 389 1 606 installed Homes, including 389 
DSTVDSTV >> 5 000 people5 000 peopleDSTV DSTV >> 5 000 people5 000 people
4. Utilization of radio communication,4. Utilization of radio communication,
landlines and Cell phone technologylandlines and Cell phone technology

5. Measurement of Digital Satellite TV 5. Measurement of Digital Satellite TV gg
6. Overnight ratings from mid 20066. Overnight ratings from mid 2006
77 Fully nationalFully national
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SAARF TAMSSAARF TAMS®® PanelPanel

Name given to the SA version of a People Name given to the SA version of a People 
meter panelmeter panelmeter panelmeter panel

* Semi* Semi--automatic electronic equipmentautomatic electronic equipment
* Connected to panel households’* Connected to panel households’pp

television equipmenttelevision equipment
* Records TV set events automatically* Records TV set events automatically Records TV set events automatically Records TV set events automatically
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SAARF TAMSSAARF TAMS®® PanelPanel
S t E tS t E tSet EventsSet Events

E.g.E.g. On/offOn/off
Station tuned toStation tuned toStation tuned toStation tuned to
Status of MStatus of M--Net decoderNet decoder
DStv decoderDStv decoder
Status of VCRStatus of VCR/DVD/PVR/DVD/PVR
Satellite tuningSatellite tuning
Second/further setsSecond/further setsSecond/further setsSecond/further sets
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SAARF TAMSSAARF TAMS®® PanelPanel
Vi E tVi E tViewer EventsViewer Events

Viewers logViewers log--in/out by pushing buttons on in/out by pushing buttons on 
a remote control unit or on the seta remote control unit or on the set top unittop unita remote control unit or on the seta remote control unit or on the set--top unittop unit

Visitors to panel homes are includedVisitors to panel homes are includedpp

One of a few systems which records One of a few systems which records 
visitor demographicsvisitor demographics
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TAMS People MeterTAMS People Meter
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How it worksHow it works

MeterMeter
Transmission Transmission UUnitnit

•• One per each HHOne per each HH
•• On each TV SetOn each TV Set

•• Record date, time and ChannelRecord date, time and Channel

•• Record who is watchingRecord who is watching

•• One per each HHOne per each HH

•• Retrieve data from metersRetrieve data from meters

•• Transfer HH data to central Transfer HH data to central 
ffi  ffi  

Communication to the 
central office via land 

Record who is watchingRecord who is watching

•• Generate statementsGenerate statements
office office 

Communication 

central office via land 
line, GSM or internet

Communication 
between TU and 

Base Unit is via RF 
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Measures specific (not average) Measures specific (not average) 
audiencesaudiencesaudiencesaudiences

SecondSecond--byby--second audiences not limited to ¼second audiences not limited to ¼--SecondSecond--byby--second audiences, not limited to ¼second audiences, not limited to ¼--
hourshours

Consequently:Consequently:Consequently:Consequently:
Can measure audiences ofCan measure audiences of::
ProgrammesProgrammesgg
BreaksBreaks
SpotsSpots
C iC iCampaignsCampaigns

Makes post broadcast campaign Makes post broadcast campaign analysis analysis 
ibliblpossiblepossible
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AMPS Meter UniverseAMPS Meter Universe

Households with television Households with television 

–– With mains electricity supplyWith mains electricity supply
Hostel dwellers are excludedHostel dwellers are excluded–– Hostel dwellers are excludedHostel dwellers are excluded
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AMPS METER UNIVERSEAMPS METER UNIVERSE
TV & MAINS E EC WITH TV MAINS E ECTRICITY

100

TV & MAINS ELEC WITH TV MAINS ELECTRICITY

70
80
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100

40
50
60

%

0
10
20
30

0

**EXCLUDES HOSTELSEXCLUDES HOSTELS
AMPSAMPS
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RIM Household WeightsRIM Household WeightsRIM Household WeightsRIM Household Weights
RIM 1RIM 1 LSM 1LSM 1--44 55--6   76   7--1010

RIM 2RIM 2 Eng/Other by Eng/Other by HHHH size [1size [1--3,43,4--5,6+]5,6+] by non Satelliteby non Satellite
““ ““ by Satelliteby Satellite““ ““ by Satelliteby Satellite

AfrikAfrik/Both by /Both by HHHH size [1size [1--3,43,4--5,6+]5,6+] by non Satelliteby non Satellite
““ ““ by Satelliteby Satellite

NguniNguni by by HHHH size [1size [1--2,42,4--6,6+]6,6+] by non Satelliteby non Satellite
SothoSotho by by HHHH size [1size [1--2,42,4--6,6+]6,6+] by non Satelliteby non Satellite

NguniNguni ““ by Satelliteby SatelliteNguniNguni ““ by Satelliteby Satellite
SothoSotho ““ by Satelliteby Satellite

RIM 3RIM 3 ProvincesProvinces All 9All 9

RIM 4RIM 4 Community Size [Metro, city/Community Size [Metro, city/L.townL.town, , S.townS.town//VilVil, , 
RuralRural

RIM 5RIM 5 Platform (Non PayPlatform (Non Pay TV + Satellite + MTV + Satellite + M NetNetRIM 5RIM 5 Platform (Non PayPlatform (Non Pay--TV + Satellite + MTV + Satellite + M--Net  Net  
Analogue)Analogue)
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RIM’RIM’
RIM Weights PersonalRIM Weights PersonalRIM Weights PersonalRIM Weights Personal

RIM’sRIM’s

RIM 1RIM 1 Language + ageLanguage + age

RIM 2RIM 2 Language + genderLanguage + gender

RIM 3RIM 3 NN P TVP TV ++ P TVP TV A lA lRIM 3RIM 3 NonNon--PayTVPayTV + + PayTVPayTV AnalogueAnalogue
+ + PayTVPayTV Digital [split “Both” & “Only”]Digital [split “Both” & “Only”]

RIM 4RIM 4 LSM + “Homebound” + “Out & About”LSM + “Homebound” + “Out & About”RIM 4RIM 4 LSM + “Homebound” + “Out & About” LSM + “Homebound” + “Out & About” 
[LSM design: 1[LSM design: 1--5 grouped, 75 grouped, 7--8 grouped]8 grouped]
[6, 9, 10  separate][6, 9, 10  separate]

RIM 5RIM 5 All 9 provincesAll 9 provinces

RIM 6RIM 6 Community SizeCommunity SizeRIM 6RIM 6 Community SizeCommunity Size
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Future Of SAARF TAMSFuture Of SAARF TAMS®®

1. Significant challenges ahead 1. Significant challenges ahead ––
fragmentation technological and fundingfragmentation technological and fundingfragmentation, technological and funding.fragmentation, technological and funding.

2. Inadequate sample size2. Inadequate sample size
3. New pay3. New pay--TV operatorsTV operators
4. 4. DTTDTT
5. 5. PVRPVR
6 20106 2010 out of home viewingout of home viewing6. 2010 6. 2010 –– out of home viewingout of home viewing
7. Measurement of HDTV 7. Measurement of HDTV 
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SAARF Out Of Home Media Survey SAARF Out Of Home Media Survey 
(OHMS)(OHMS)(OHMS)(OHMS)

1 In place since 20061 In place since 20061. In place since 20061. In place since 2006
2. State of the Art portable GPS devices 2. State of the Art portable GPS devices pp
3. Overlay GPS travel information and 3. Overlay GPS travel information and 
GIS site dataGIS site dataGIS site dataGIS site data
4. National sample over a 3 year period 4. National sample over a 3 year period 
–– SubSub--sample of AMPSsample of AMPS
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Contents Contents –– Part 3Part 3

•• Coping with Media Diversity and Coping with Media Diversity and p g yp g y
FragmentationFragmentation

•• SAARF LiaisonSAARF Liaison•• SAARF LiaisonSAARF Liaison
•• PAMROPAMRO
•• Future Challenges & New Future Challenges & New 

DevelopmentsDevelopmentsDevelopmentsDevelopments
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Coping With Media Diversity 1Coping With Media Diversity 1
AMPS                    1975       19AMPS                    1975       199595 20002000 2005       2008 2005       2008 AMPS                    1975       19AMPS                    1975       199595 20002000 2005       2008 2005       2008 
Newspapers:Newspapers:
DailyDaily 2222 117           7           1717 1919 2121
BiBi Weekly                   Weekly                   1              21              233BiBi--Weekly                   Weekly                   -- -- -- 1              21              233

WeeklyWeekly 23¹        23¹        24¹        148¹24¹        148¹ 2323 2727
Community                                                           0Community                                                           0 00
Monthly                      Monthly                      -- -- -- 11 00
SupplementsSupplements NilNil 40     40     8585 9393 127127SupplementsSupplements NilNil 40     40     8585 9393 127127

4545 81          250        13781          250        137 177 177 
Magazines:Magazines:
Weekly/Fortnightly                                             18Weekly/Fortnightly                                             18 1919y g yy g y
Monthly                   Monthly                   34² 34² 44²         81² 44²         81² 7474 9595
Alternate Monthly      Alternate Monthly      -- -- -- 1010 2424
QuarterlyQuarterly -- -- -- 1111 77

113113 145145
Total PrintTotal Print 7979 125         331125         331 250250 322322

Sample Size       16 634    Sample Size       16 634    1414 643643 35 06935 069 12 400    21 00012 400    21 000
¹W kl¹W kl / / C it  bi d  C it  bi d  33I l diI l di 4  k 4  k ¹Weekly¹Weekly / / Community combined  Community combined  33IncludingIncluding 4 per week 4 per week 
²Weekly²Weekly / Fortnightly / Monthly/ Fortnightly / Monthly combinedcombined
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AMPS                   1975       19AMPS                   1975       199595 20002000 2005       2008 2005       2008 

Coping With Media Diversity 2Coping With Media Diversity 2
AMPS                   1975       19AMPS                   1975       199595 20002000 2005       2008 2005       2008 

Radio Stations:Radio Stations:
CommercialCommercial 37            3837            38
CommunityCommunity 102          115102          115CommunityCommunity 102          115102          115
Total RadioTotal Radio 99 28         13228         132 139          153139          153

TV Channels:TV Channels:
T t i lT t i lTerrestrial:Terrestrial:

FreeFree NilNil 66 77 7              57              5
PayPay--TVTV Nil             2             2           Nil             2             2           2 2 22

SatelliteSatellite NilNil NilNil 53¹         53¹         77771               1               484811

Total TVTotal TV Nil             8           62           86           55Nil             8           62           86           55

Cinema (Q)Cinema (Q) 33 33 33 5              5 5              5 
Internet (Q)Internet (Q) NilNil Nil            5Nil            5 4            10 4            10 Internet (Q)Internet (Q) NilNil Nil            5Nil            5 4            10 4            10 
Outdoor (C)Outdoor (C) NilNil NilNil 7 7 8              98              9

Sample Size      16 634    Sample Size      16 634    1414 643643 35 06935 069 12 400     21 00012 400     21 000

¹ Includes terrestrial stations also available on DStv¹ Includes terrestrial stations also available on DStv Includes terrestrial stations also available on DStv Includes terrestrial stations also available on DStv
Q = Questions   C = CategoriesQ = Questions   C = Categories
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SAARF LiaisonSAARF Liaison
Pan African Pan African MMedia edia RResearch esearch 

OOrganisation (rganisation (PAMROPAMRO))g (g ( ))
European European MMedia edia RResearch esearch OOrganisation rganisation 

((EMROEMRO))((EMROEMRO))
Advertising Advertising RResearch esearch FFoundation (oundation (ARF ARF 

USAUSA))
World Association for ResearchWorld Association for ResearchWorld Association for Research World Association for Research 

Professionals (Professionals (ESOMARESOMAR))
W ld idW ld id RR d hid hi SS ii
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Pan African Pan African MMedia edia RResearch esearch 
OOrganisation (rganisation (PAMROPAMRO))OOrganisation (rganisation (PAMROPAMRO))

Founding meetingFounding meeting JHBJHB 19991999Founding meeting Founding meeting JHBJHB 19991999
Short term objective to assist other African Short term objective to assist other African 

t t t d th i di dit t t d th i di distates to do their own media audience states to do their own media audience 
researchresearch

Long term objective to have harmonised data Long term objective to have harmonised data 
for Africa based on the tried and tested for Africa based on the tried and tested 

AMPS and RAMS methodologiesAMPS and RAMS methodologies
www.pamro.orgwww.pamro.orggg
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PAMRO PAMRO -- African Involvement African Involvement -- 11PAMRO PAMRO -- African Involvement African Involvement -- 11
AngolaAngola
BotswanaBotswana
AngolaAngola
BotswanaBotswana
GhanaGhana
KenyaKenya
L thL th

GhanaGhana
KenyaKenya
L thL thLesothoLesotho
MauritiusMauritius
NamibiaNamibia

LesothoLesotho
MauritiusMauritius
NamibiaNamibiaNamibiaNamibia
NigeriaNigeria
SenegalSenegal

NamibiaNamibia
NigeriaNigeria
SenegalSenegalSenegal Senegal 
TanzaniaTanzania
UgandaUganda

Senegal Senegal 
TanzaniaTanzania
UgandaUgandaUgandaUganda
ZimbabweZimbabwe
UgandaUganda
ZimbabweZimbabwe
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PAMRO PAMRO -- African Involvement African Involvement -- 22PAMRO PAMRO -- African Involvement African Involvement -- 22

19991999: : Founding of PAMRO in JhbFounding of PAMRO in Jhb
20002000:: Accra, GhanaAccra, Ghana
19991999: : Founding of PAMRO in JhbFounding of PAMRO in Jhb
20002000:: Accra, GhanaAccra, Ghana20002000:: Accra, GhanaAccra, Ghana
20012001:: Nairobi, KenyaNairobi, Kenya
20022002:: Vic Falls, ZimbabweVic Falls, Zimbabwe

20002000:: Accra, GhanaAccra, Ghana
20012001:: Nairobi, KenyaNairobi, Kenya
20022002:: Vic Falls, ZimbabweVic Falls, Zimbabwe,,
20032003:: Grand Baie, MauritiusGrand Baie, Mauritius
20042004:: Douala, CameroonDouala, Cameroon

,,
20032003:: Grand Baie, MauritiusGrand Baie, Mauritius
20042004:: Douala, CameroonDouala, Cameroon
20052005:: Stone City, ZanzibarStone City, Zanzibar
20062006:: Cape Town, SACape Town, SA
20052005:: Stone City, ZanzibarStone City, Zanzibar
20062006:: Cape Town, SACape Town, SA
20072007:: MalawiMalawi
20082008:: NigeriaNigeria
20072007:: MalawiMalawi
20082008:: NigeriaNigeria

Harmonization committee formed in 2005Harmonization committee formed in 2005Harmonization committee formed in 2005Harmonization committee formed in 2005
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Current Issues & Future ChallengesCurrent Issues & Future Challenges

1. Funding1. Funding
2 Media Fragmentation2 Media Fragmentation2. Media Fragmentation2. Media Fragmentation
3. Sample Size3. Sample Size
4. Technology Revolution4. Technology Revolution
5. Adapting to new requirements due to5. Adapting to new requirements due to5. Adapting to new requirements due to 5. Adapting to new requirements due to 
increased complexity of marketsincreased complexity of markets

6 Frequency of publication6 Frequency of publication6. Frequency of publication6. Frequency of publication
7. Response rates & Quality of data7. Response rates & Quality of data

ff8. Access to and exploitation of data8. Access to and exploitation of data
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So What can we expect? So What can we expect? -- 11

Significant improvements in the way we Significant improvements in the way we 
measure media audiences can be expectedmeasure media audiences can be expectedmeasure media audiences can be expectedmeasure media audiences can be expected

These changes will be largely technology These changes will be largely technology 
driven   driven   

There will be an impetus to switch to There will be an impetus to switch to 
computer assisted interviewing (CAPI, DScomputer assisted interviewing (CAPI, DS--
CAPICAPI CASICASI CAWICAWI))CAPI, CAPI, CASICASI, , CAWICAWI))

Greater use of onGreater use of on--line interviewingline interviewing
An accelerated development of passiveAn accelerated development of passiveAn accelerated development of passive An accelerated development of passive 

electronic measurement systemselectronic measurement systems
Techniques that employ very large Techniques that employ very large 

samples will be exploitedsamples will be exploitedsamples will be exploitedsamples will be exploited
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So What can we expect? So What can we expect? -- 22

Techniques that employ very large Techniques that employ very large 
samples will be exploitedsamples will be exploitedsamples will be exploitedsamples will be exploited

Modelling of data more importantModelling of data more important
Greater demands for accountability willGreater demands for accountability willGreater demands for accountability will Greater demands for accountability will 

also influence what and how we measurealso influence what and how we measure
South Africa may fall behind due toSouth Africa may fall behind due toSouth Africa may fall behind due to South Africa may fall behind due to 

infrastructural deficiencies as well as infrastructural deficiencies as well as 
funding constraints funding constraints 

It is clear that the fast changing media It is clear that the fast changing media 
landscape demands new approaches in landscape demands new approaches in 
measurementmeasurementmeasurementmeasurement
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“Too many marketing executives are “Too many marketing executives are 
reluctant to use judgement.  They rely reluctant to use judgement.  They rely 
too much on research and use it as atoo much on research and use it as atoo much on research and use it as a too much on research and use it as a 

drunkard uses a lampdrunkard uses a lamp--post post -- for for 
support rather than illumination”support rather than illumination”support, rather than illuminationsupport, rather than illumination

-- David OgilvyDavid Ogilvy
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