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What is Media Audience Research?




History of Media Audience Research
In South Africa - 1

Dates Back To 1948




History of Media Audience Research
In South Africa — 2




Primary Reason For Existence Of
SAARF - 1




Primary Reason For Existence Of
SAARF - 2




Primary Reason For Existence Of
SAARF - 3




SAARF’s Raison D’étre




The Common Currency




Some Advantages Flowing From The
Formation Of SAARF




Joint Industry Research vs. Own
Research - 1




Joint Industry Research vs. Own
Research - 2




Joint Industry Research vs. Own
Research - 3




Important Points To Remember




Current Joint Industry Research
Compared To 1974 - 1




Current Joint Industry Research
Compared To 1974 - 2




Current Joint Industry Research
Compared To 1974 - 3

Information gathered as part of currency
surveys:




Current Joint Industry Research
Compared To 1974 - 4

Information gathered as part of currency
surveys:




Current Joint Industry Research
Compared To 1974 - 5

Information gathered as part of currency
surveys:
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Main Business Of SAARF - 1




Main Business Of SAARF - 2




Main Object Of SAARF




Ancillary Objects Of SAARF




The Tripartite Nature Of SAARF




Advantages Of Having A Multi-media
JIC




SAARF Board Of Directors




SAARF Operation




Specialised Councils







SAARF Staff




Funding - 1




Funding - 2




Where Did The Money
Go In 20077
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AMPS® Data




Advantages Of Single Source Data




Strategic Level




Tactical Level




Beer Drinking South Africans
Potential By medium

Any AMPS Fortnightly Magazine
Any AMPS Weekly Magazine
Any AMPS Monthly Magazine
Any AMPS Daily

Any AMPS Weekly

Total TV - Yesterday

Total Radio - Yesterday

Total (Unduplicated)

(000) — AMPS 2008A 12 Months



ARF Model For Evaluating Media




SAARF® Demographic Research
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Source: AMPS 2008A




Population




SA Population By Home Language




SAMPLE DESIGN 1




SAARF AMPS® Sample Design 2




Sample Design 3




Sample Design - 4




Sample Design - 5




Sampling Error




SAARF AMPS® Survey — Current
Scenario 1




SAARF AMPS® Survey — Current 2




Changes To SAARF AMPS® for 2009




SAARF AMPS® Survey - 1




SAARF AMPS® Survey - 2




SAARF AMPS® Survey - 3




AMPS® Data Validation

External




Microwave Oven

<y,

South African

Population, all SA Households: 8 000 000 (‘94), 8 9 449 000 (‘00), 11 124 000 (‘07)

. Adverlising Research Foundation

I Sample size: 14 498 (‘94), 35 069 (’00), 21 068 ('07)
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) Sample size: 14 498 (‘94), 35 069 ('00), 21 068 ('07) <D,
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Cell phone Peneftration Within SU-
LSM®

> SAARF AMPS 2007AB




Land Line Telephone

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) et
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The Future Of SAARF AMPS® - 1




The Future Of SAARF AMPS® - 2




SAARF RAMS® Sample And
Methodology




SAARF RAMS® DIARIES




SAARF RAMS® Fieldwork and
Reporting




2008 RAMS® Schedule

Rolling Data Survey Release

Interviewing Waves Releases Date

Large Urban mid Oct — beg Dec 07 #6 Report # 6

Large Urban 14 Jan — 7 March 08 #1 Report # 1

Large Urban 10 March — 2 May 08 #2 Report # 2

Large Urban 5 May — 27 Jun 08 #3 Report # 3

Large Urban 30 Jun — 22 Aug 08 #4 Report # 4

Large Urban 25 Aug — 17 Oct 08 #5 Report# 5

Large Urban 20 Oct — 12 Dec 08 #6 Report # 6




Changes To SAARF RAMS® for 2009




What is SAARF Branded RAMS®?




What are the benefits of SAARF
Branded RAMS®?







~
<
=
o3
=
=
Q
>
Q
.
g
<
S
2
D
-
=
e
3
(75
=
s
©
X

Owners (one week cume)

Mercedes
‘South African
Adverlising Research Foundation

¢'66 WA

Al SUSUSAR oqojyuin
N4 1Zo4y)n

Nd VI3940HL

wj vs

DSd

TELR

000¢ olpey

666 I1sebey

601 }ieoH

W40

N4 Buipamsion

Nd Odl1l3dN

W4 snjo

Nd VIVMOVYVIVMODIT
W4 1d3s3an

wiy S°v6

6°S6 W1 WAYA
091338 PI9AYBIH 1 '¥6
C0L OIPEY Mjel

Ni1S

Mjel ade) 296 ¥




The Future Of SAARF RAMS®




SAARF TAMS® Panel




SAARF TAMS® Panel




SAARF TAMS® Panel
Set Events




SAARF TAMS® Panel
Viewer Events




TAMS People Meter

PHONE LINE
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Communication to the
central office via land
line, GSM or intexnet

Communication
between TU and .
Base Unit is via RF

.......

: -
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Measures specific (not average)
audiences

Consequently:




AMPS Meter Universe




AMPS METER UNIVERSE




RIM Household Weights




RIM Weights Personal




Future Of SAARF TAMS®




SAARF Out Of Home Media Survey
(OHMS)







Coping With Media Diversity 1




Coping With Media Diversity 2




SAARF Liaison




Pan African Media Research
Organisation (PAMRO)




PAMRO - African Involvement - 1




PAMRO - African Involvement - 2

~ Harmonization committee formed in 2005




Current Issues & Future Challenges




So What can we expect? - 1




So What can we expect? - 2
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THANK YOU
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