
Making online measurement 
make sense 



ά.ǊŀƴŘ ŘƛǎǇƭŀȅ ǎǳŦŦŜǊǎ ŦǊƻƳ ŀǇǇƭȅƛƴƎ άƻƭŘ 
ƳŜŘƛŀΩ ǾŀƭǳŜǎ ƻŦ ƳŜŀǎǳǊŜƳŜƴǘ ǘƻ ƴŜǿ 
technology platform. What we want to 
see is the new technology applied to our        
 old media measurement valuesέ  
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Why? 

$4 
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Sources: PricewaterhouseCoopers LLP, Wilkofsky Gruen Associates, IAB Australia.
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AU Advertising Share by media CY 2010 
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Source: Commercial Economic Advisory Service of Australia (CEASA) 12 months 
to 31 Dec 2010 
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ÅLarger and improved panels 

ÅAudit and accreditation 

ÅSole and exclusive preferred supplier 

ÅWider and more accurate capture of online universe and 
online activity 

ÅPeople-based measurement methodology and metrics 

ÅHybrid audience measurement ς best of panel and tags 

ÅReach & Frequency ς longitudinal analyses 

ÅComparable with other media ς planning and buying 

ÅImproved user interface (UI) 
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What is Nielsen Online Ratings Measurement? 

Representative Comprehensive Consistent 

Key benefits for the industry 

1 

2 

3 

4 

5 

Captures data from all sources 

Measures people not computers, browsers, devices 

Enables cross-media measurement 

Accurate representation of ad inventory and audiences 

Experienced: first syndicated video product in marketplace using hybrid 
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Demographic detail 

 

Comparable with other media 

 

People metric 

 

All pages and applications 
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Measures long tail 
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The Benefits of Different Methodologies 

Nielsen Online Ratings 
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How Does Our Approach Work?  

(2nd generation hybrid soln) 

Å Panel Centric: Guiding principles  of the user-centric integration R&D are: 

 

1. To build a third sample on top of the current home and work samples, which 

adds the ñotherò group 

2. Use our tag data to better measure everything including home and work 

 

Å Other: This third sample, the ñotherò sample defined as ñall locations and 

settings currently not measured by the home and work panelò 

ÅWork usage in shared settings 

ÅSecondary PCs at home 

ÅPublic access locations (incl Unis) 

ÅMobile usage 

ÅUn-measurable devices (incl Mac) 
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Active universe increases over time 
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Internet Usage Profile ï June 2011 

Market 

Intelligence 

(Aust Domestic) 

NetView 

Classic 

Nielsen 

Hybrid 

NV-Hybrid 

% 

Difference 

Current Digital Media 

Universe 

N/A 17,750,750 20,130,629 13.4% 

Active Digital Media 

Universe 

109,488,505 14,897,841 16,483,214 10.6% 

Web Pages per Person 41 2,592 2,715 4.74% 

Websites Visited N/A 83 89 7.23% 

Online Sessions 4.47 56 63 12.5% 

Time Per Person N/A 42:46:09 46:59:45 9.88% 

Source: NetView June 2011 and Nielsen Online Ratings June 2011  
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Nielsen Answers 

 A new user interface was created as part of the work Nielsen undertook for 

the UK industry standard (led by UKOM). This is the basis of a new global 

user interface, with increased functionality and easier usability 
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A full view of Online Video 
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Towards Digital Mobile Measurement 

Mobile Panel 
(Apple, Google,  

RIM) 

Tags/ 

Logs 

Mobile Audience 

Measurement 

Survey 

Mobile NetView 

Mobile Video Report 



Retail & FMCG industries annual advertising expenditure TV & Print: 

 

Retail = $1.5billion;  

FMCG = $700m;  

Total = $2.2billion 

 

Online general display = $70m or ~ 5% each 




