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BARB has been reporting UK television audiences since August
1981, providing the industry-standard audience measurement
service for television broadcasters and the advertising industry.
This is obtained from a panel of 5,100 homes, which return data
from around 11,500 people every day for nearly 300 channels. The
results of the survey are available the next day. Timeshift or VOD
viewing on TV sets is included where the playback exactly matches
an originating transmission in the previous 7 days, whether it be
via VCR, PVR, games console or PC attached to the TV set.
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Tracking Audiences in Times of Change

BARB is 30 years old this summer, and has overseen TV measurement for the UK
through some years of dramatic change.The pace of change is getting faster and the
challenges of measurement seem to continue to increase. BARB has been actively
addressing the future of TV audience measurement and anticipates an evolving role
going forward.

BARB's strategy priorities have been clearly identified in recent years:
e to protect the standards and credibility of the core service, and
e to seek to extend reporting (beyond the core service definition of TV sets and 7 days
from transmission).
A key role is to enable the bigger picture to be seen - by keeping the measurement of television
together.

Our goal is to continue to deliver an industry relevant, quality assured, sufficiently progressive
and dependable Gold Standard Television Audience Measurement Service for the UK.

In pursuit of our development priorities, BARB has enjoyed some success in the last year — so that
we're now able to actively offer options for implementation.

Our commencement of what we intend will be a continued rollout of web TV measurement is
detailed on the opposite page.

BARB is also creating the capability to report viewing to stand-alone content assets, as a
supplement to the current practice of relating viewing to a date and time of originating
broadcast. This will increase the flexibility of what it is possible to monitor and report from the
BARB panel.

Currently more viewing is captured by BARB meters than is reported — due to BARB’s definition
of timeshift viewing as ‘within 7 days of broadcast’ Whilst this core definition will remain, it's
possible by an additional process to identify stand-alone material and to report it separately.

This capability has been delivered in pilot form and BARB has been able to track viewing across
a period of months to individual content assets where the content’s audio signature is included
in a reference database.

The expectation is that content providers may wish to place audio signatures for either:

e what they perceive as their biggest content offerings (to be tracked individually),

e awhole collection of programming that is being made available in series stacks,

e ora selection of content which makes up a genre proposition.

Then, via additional BARB reporting, we would expect to report who was watching, for how long,
and be able to relate this to other viewing either occurring on the same TV sets or other TV sets.



We are experimenting with what may be sensible from this new type of reporting,and whether
or not individual commercials that have been viewed can be identified.

Our pursuit of future priorities includes practical assessment of server and return path data - to
what extent it matches metered and actual viewing - and consideration of options in the
measurement of Connected TV devices.

We are also testing the use of measurement identifiers to enable different types of distribution
to be able to be clearly flagged - to aid alignment with collections of server and return path
data held by platform operators and content providers.

For 30 years BARB has developed and enhanced its service — and although the pace of change
may be faster, we continue to be forward thinking in addressing future options and possible
requirements of the industry.

TV via the Web
BARB has been field testing software meter technology since last summer and is about
to roll it out to a number of homes on the BARB panel as a move towards introducing a
viewing measurement of PC’s, laptops and tablet devices.
The field test was not an attempt to provide a specific quantification of the amount of viewing
— more so because it was conducted on a deliberately skewed sample. The chart below does,
however, demonstrate that the project was able to return and make sense of data, in that we

have been able to align some viewing data from TV meters (in blue) with PC meters in the same
households (the thin yellow line on top).
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In the test project we gathered useful understanding about:

viewing sessions relating to different people on the same PC

monitoring a number of PCs in the same home

the logistics and feasibility of delivering software updates to the PC meters

the frequency of use of PCs - the varying usage patterns affecting the number of days

between data return

e the kind of data that can be returned, and how to attribute viewing to TV content and its
source of origination from the internet

e |evels of participation in combined TV and PC measurement

Whilst there are still some aspects of deployment of the approach to be considered, verified and
confirmed, it is BARB's intention to rollout to 1,100 homes on the BARB panel during the course
of 2012. This would anticipate that 2,500 individuals would be included in this measurement.
All homes selected would have broadband connectivity.

The initial stage will be to establish the new technique in 100 homes on the BARB panel during
2011, in order to ensure data production and processing are viably delivered from BARB panel
homes. There will also be verification of the impact of the technique for the existing panel
homes.

Following the initial 100 homes rollout, if successful, a confirmatory decision will be taken
before a rollout to a further 500 homes and then another 500. This staged approach will be to
ensure that the standards, quality and viability of the core BARB service are not jeopardised.

It is anticipated that, during the course of 2012, the industry will need to determine how data
can best be utilised and applied from the planned sub-panel of 1,100 BARB homes. The
prospect of a measurement which enables web-TV viewing to be examined alongside TV-set
viewing, from a single source, will have a number of applications. It is likely that the greatest
initial learnings will come from data aggregated over time.

The rollout of the web-TV meter aligns with other projects for non-linear reporting and
assessments of the potential of server data which form part of BARB's pursuit of the future for
TV audience measurement.

The move to rollout the web-TV meter benefits from the test project, which continued until May
2011. Developments were identified to improve the viability of the web-TV software meter and
its application - some have already been delivered and proven, whilst others are anticipated to
be delivered over the rest of this year.

BARB will be utilising software meter technology from Kantar Media, research supplier for the
metering and data processing for the core BARB service.



) BARBBytes

Quarterly Reach Report

BARB posts a 3 month reach report on its website, www.barb.co.uk, which demonstrates how
channel reach builds up over time and shows that even very small channels are not just
represented by a handful of homes. The very smallest BARB reported channel attains reach of
Ya million individuals over 3 months and most small channels exceed a million estimated reach
in this time period. As well as reducing sampling error and variability better conclusions could
sometimes be reached, or more relevant metrics created by summarising data over a period of
time and examining the movement in the summarised figures.

Product Placement Code

From September, broadcasters will have the ability to log whether a programme contains a
product placement and what it is. This information will be available in the programme datafile,
if provided by the broadcaster.

Content Identification

Also from September, broadcasters may allocate a unique code to programme content to
enable linkage between different transmissions of the same programme. This will facilitate
more straight forward analysis across multiple transmissions of single programmes, including
the associated timeshift viewing for each transmission. (For clarification this approach is
predominantly what makes up the BBCs ‘live +7' reporting, to which the BBC then also align
some data from their “istats” reporting).

BARB Since 1981

The “BARB since 1981” section on the BARB website contains details of each year’s top 10
programmes, marks the near hundredfold increase in BARB reported channels from the first 3 in
1981, together with notable developments for BARB and the broadcasting industry over this time.
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} The Royal Wedding

The marriage of the Duke and Duchess of Cambridge on 29 April produced the
highest television audience of 2011 to date, with a peak audience of 26.3m viewers
and 36.7m viewers in total watching some part of the wedding coverage.

Coverage ran across 12 BARB reported channels (including +1s) capturing the arrival of the bride, groom and
guests, the ceremony and subsequent procession back to Buckingham Palace, culminating in the now traditional
balcony kiss. The ceremony itself ran from approximately 11:00 to 12:10 and achieved an average audience of
26.0m viewers. It's peak of 26.3m viewers was at 11:08 when the Duchess of Cambridge reached the altar.

Across Total TV, the Royal Wedding ceremony held a 91.2% audience share. The wedding of William and
Catherine was the first Royal Wedding to be broadcast in high definition. 12.3% (3.2m) of the average audience
viewed the ceremony via an HD service. In addition to the live coverage, various highlights programmes were
shown throughout the day for those who missed the event. Excluding News programming, a total of 36.7m
individuals (64% of all individuals) watched some part of the Royal Wedding coverage.

The total viewing chart shows the minute by minute live + consolidated audiences across all channels (including
realigned +1 viewing) to the Royal Wedding coverage from 10:00 to 13:40.
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We always encourage feedback, so do tell us what you think,
BA R B at dialogue@barb.co.uk
BARB, 20 Orange Street, London WC2H 7EF

BROADCASTERS’ AUDIENCE RESEARCH BOARD Telephone 020 7024 8100 www.barb.co.uk
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