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What we do and how we do it.
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TV Audience Measurement

• AGB Nielsen Media Research’s Peoplemeter 
system is the industry currency for Television 
Audience Measurement (TAM)

• ‘Ratings’ provide:

1. Information about audiences on which programmers can 
make decisions on what to buy and where to screen it; 
and

2. A currency for the buying and selling of commercial air 
time on TV
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The Peoplemeter System

• The Peoplemeter Measurement Technology has 
been used in New Zealand since 1990
– It is the preferred TAM methodology worldwide
– Provides precise and accurate TV ratings data on a 

daily basis
– Enables us to provide longitudinal analyses
– Removes the need to rely on recall
– Tightly controlled sample
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The sample is crucial to the accuracy of 
the service

Primary controls
Age of household shopper
Size of household
Weight of viewing
Region
Area type

Secondary
TV penetration (incl. SKY)
Tenure
Number of children
Ethnicity of MHHS
No. TV sets in the home

The population The structure The panel

Sample 
500 households
Fully national
1250 people 5+
Points scheme
Daily ratings
Includes Guests

Quality
17 KPIs
Independent audit
Panel rotation
Panel rebalancingE
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Measuring the set status is done with no 
human intervention

• A Peoplemeter is installed on every TV set within 
the panel home. It automatically registers second 
by second:
– whether TV set is on

– which channel, TV or VCR it is tuned to

– tuning through the Set-Top Box (STB) i.e. SKY, 
Freeview

• Measurement involves no action by household 
members
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The people record their viewing by 
pushing their button

• People record their viewing by pushing their 
assigned button on the handset

• They do this correctly 90% of the time
• Ratings are most commonly based on people and 

analysed demographically
• Some measures relate to households e.g., area, 

but the most common variables are age and 
gender



Children’s Viewing Habits
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Average Daily Time Spent Viewing TV

6am to Midnight Weekdays
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Average Daily Time Spent Viewing TV

6am to Midnight Weekdays
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Average Daily Time Spent Viewing TV

6am to Midnight Weekends
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Average Daily Time Spent Viewing TV

6am to Midnight - 2007

1:12

1:26

1:40

1:55

2:09
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2:52

Weekdays Weekends Between Term
Holidays

Summer
Holidays

05 to 14 years 5 to 9 10 to 14
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Channel Share

5 to 14 years
6am to Midnight
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Channel Share 

5 to 14 with SKY

TVOne, 10.1

TV2, 17.6

TV3, 11.4

PRIME, 2.5

C4, 1.5The Disney 
Channel, 

13.6

Playhouse 
Disney 

Channel, 6.1

Nickelodeo
n, 6.9

Cartoon 
Network, 9

Other SKY, 
21.1

5 to 14 

TVOne, 10.5

TV2, 33.6

3, 20.4

C4, 1.9

Prime, 2.2

Maori, 0.4

Disney, 7.3

Playhouse, 
3.2

Nickelodoen
, 3.8

Cartoon, 4.8

Other SKY, 
11.4

Other  , 0.5

2008 Weekdays 6am to Midnight
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Children’s Viewing by Half Hour

5 to 14 year s
6am to Midnight 2007 
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Children’s Viewing FTA vs SKY

5 to 14 year s
3pm to Midnight 2007 Weekdays 
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Children’s Viewing in SKY Homes

5 to 14 year s in SKY Homes
3pm to Midnight 2007 Weekdays 
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Children’s Co-viewing 

5 to 14 year s 
6am to Midnight 2007 Weekdays 
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Top Ten Programmes 2007

15.1TV3Rugby World Cup Live AB V FRA10

15.3TV2Bruce Almighty9

15.5TV3Garfield8

15.8TV3Rugby World Cup Final ENG v RSA7

16.4TV2Shrek The Halls6

16.7TV2Shark Tale5

16.9TV2The Polar Express4

19.7TV3Johnny English3

19.7TV2The Santa Clause 22

20.3TV2High School Musical 21

All 5 to 14 
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Top Ten Programmes 2007 – Viewed Alone

All 5 to 14 Viewing Alone

5.5TV2Pooh’s Grand Adventure10

5.6TV2What Now Sunday9

5.7TV3The Simpsons(7pm)8

5.7TV2The Buzz On Maggie7

5.7TV3Target Summer Special6

6.0TV2Lloyd in Space5

6.3TV2Doug's 1st Movie4

6.5TV2Shark Tale3

7.1TV2High School Musical 22

8.1TV2Teacher's Pet1
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Top Ten Programmes 2007 – Co-viewed

All 5 to 14 Viewing with Adults

9.1TV2Shark Tale10

9.4TV3Dodgeball:A True Underdog Story9

9.4TV3Rugby World Cup Final ENG v RSA8

10.1TV2Bruce Almighty7

10.3TV2Shrek The Halls6

10.3TV2Miss Congeniality 25

10.6SKY Intl Rugby AB v Aus (Game)4

11.2TV3Garfield3

12.0TV3Rugby World Cup Live AB V FRA2

14.8TV3Johnny English1



Slide 22 Copyright © AGB Nielsen Media Research

Children’s Viewing Habits: Summary

• Children watch less than 2 hours of TV on the 
average weekday
– Adults watch nearly 3 hours a day

• Children in SKY homes watch more TV on the 
average day than children without SKY
– An extra half hour on weekdays 
– Nearly an extra hour on weekends

• Term holiday breaks (excluding summer break) has 
the highest the amount of daily TV viewing

• TV2 and SKY dominate children's viewing
– The Disney channel is the strongest individual 

channel for children in SKY homes
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Children’s Viewing Habits: Summary

• Children’s Weekday viewing peaks at 7.30pm
– 26% of 5 to 14 year olds are watching at this time

• 20% of children are still watching at 8.30pm
– 64% of the children viewing at 8.30pm are viewing 

with an adult.

• 13% of children are still watching TV at 9.30pm
• Children watching TV in the evening are more likely 

to view with an adult than view alone.
– Between 8.30 pm and midnight 66% of children 

viewing are with an adult 




