
09.30 Chairmanôs opening remarks: 
 Roger Gane 
 Research Consultant 
 OMG! 
 

09.40 Extending radio measurement:  
 the PPM as a multimedia single-
 source event tool 
 Kristian Tolonen 
 Head of Audience Research 
 NRK 
 
10.00 Radio usage in the digital media 
 landscape 
 Ricardo Gomez-Insausti 
 Research Director 
 BBM 
 

10.20 How multi-platform availability 
 and use improves radioôs  
 popularity 
 George Bohlander 
 Managing Director 
 RAB The Netherlands 
 
10.40 Coffee 
 

11.00 Measuring radio outside  
 of the box 
 Alison Winter 
 Head of Audiences  
 Audio and Music 
 & 
 Patrick Collins 
 Research Manager 
 Radio Youth Brands 
 BBC  
 

11.20 How to face the challenge of 
 audio streaming 
 Olivier Staub 
 Head of Technologies R&D 
 GfK Telecontrol AG 

 

11.40 Meeting the new market needs in 
 radio measurement in France 
 Franck Si-Hassen 
 Director 
 Mediametrie e-Stat 
 
12.00 Why the internet wonôt solve 
 everything ð 15 reasons why 
 broadcasting will prevail 
 Gunnar Garfors 
 President 
 Intôl DMB Advancement Group 
 
12.25 Panel Session 
 
12.50 Lunch 
 
 

O 
ver the last few years we have 
learned a great deal about how 
radio and the internet work to-

gether. From examples across the world 
we are learning about new platforms for 
radio and the opportunities they hold. As 
a result there is a fuller understanding of 
why radio is increasingly multi-platform 
and what this means for advertisers. 
When following a ómust hearô event 

such as this yearôs Nordic Skiing Cham-
pionship, the use of the PPM across plat-
forms provided significant insights into 
how the platforms were being used. There 
are also data that track how digital plat-
forms ð set-top box, laptop, ipod/MP3 
player or smartphone ð are showing 
significant increases in use over the last 
few years. We also know that the major 
broadcastersô stations are the dominant 
players on these new platforms. 
This gives rise to a whole series of 

challenges. The days when a radio station 
existed solely on an analogue linear plat-
form are long gone, but broadcasters still 
want to measure the contact consumers 
have with their content. What distinctive 
role do these  new touchpoints serve and 
what are their relative size?  
The conference will hear of new initi-

atives that seek to address some of these 
difficulties. Whilst there will be an update 
on the MediaCell meter first revealed at 
last yearôs conference, there will also be 
two papers describing the use of online 
panels. Just like other media, radio is fac-
ing increasing challenges in providing 
robust and cost-effective currency meas-
urement. How does online diary data 
compare with that from other methods? 
To what extent can a diary design be de-
vised that could be used around the world 
and used in a multi-media context? 
From the States we have an account 

of a pilot study conducted by Arbitron for 
the multi-platform media owner En-
travision. The single-source local televi-
sion and radio cross-platform PPM study 
provides insights into the combined im-
pact on advertising campaign delivery 
whilst also assessing the value of this 
synergy as against simply using one or 
the other. 
How can techniques be developed to 

allow broadcasters to track listenersô re-
sponsiveness in real time and thereby 
minimise tune-out and what implications 
might this have for the scheduling of 
commercials? 

 
 

14.10 A global perspective:  
 how new radio platforms mean 
 new radio revenues 
 James Cridland 
 Radio Futurologist 
 
14.40 Compliance is king: using  
 passive data to define listening 
 Jim Ford 
 Global Development Director 
 Ipsos 
  
15.00 RAJAR ð the emperor has  
 new clothes 
 Paul Kennedy 
 Research Director 
 RAJAR 
 
15.20 Radio ð the move online 
 Jennie Beck 
 Global Director 
 Kantar Media 
 & 
 Morten Kromann-Larsen 
 Director 
 TNS Gallup Denmark 
 
15.40 Panel Session 
 
16.00 Coffee 
 

16.20 The impact of combining local 
 radio and TV on advertising 
 Lung Huang 
 Vice-President 
 Arbitron Inc. 
 

16.40 Formating radio with listeners in 
 real time to minimise tune-out  
 Peter Niegel 
 Audience Researcher 
 Danmarks Radio 
 
17.00 Panel Session 
 
17.15 Close of conference 
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A 
s we noted last year, the future of TV will be transformed by rapidly devel-

oping technology. The speed with which this transformation will take place 

depends on a complex interplay of factors, but there is no doubt that radical 

change is underway. True, sales of 3D TVs have been disappointing and most con-

sumer electronics manufacturers have had to revise down their forecast sales of in-

ternet-enabled TVs in the current economic climate. Nevertheless, all sides of the 

broadcast industry need to address the emerging landscape with increased urgency. 

Reflecting these changes, the conference this year welcomes for the first time im-

portant insights from both Facebook and Google. 

Public service broadcasters find themselves increasingly under pressure to 

justify their activities in the digital domain. Commercial media networks regard the 

public broadcasters development of successful cross-media formats and innovative 

on-demand services as anti-competitive because of their access to public funds. 

Meanwhile, both public and commercial broadcasters need to make money from 

their professionally produced content with video being watched on more devices 

than ever before. Measurement challenges will need to be met if content producers 

and distributors are going to be able to assign proper value and establish a market. 

What has a long-running ethnographic study observed of how families actually be-

have when offered a wide range of devices with which to view TV? How is their 

viewing behaviour changed and what implications does this have for advertisers? 

The questions relating to audience measurement are central to resolving 

many of the difficulties, real or imagined, that confront the industry. It is clear that 

we need to make progress towards some reliable cross-media measures as both 

online content and advertising converges with broadcast content and advertising. 

Will single-source panels fill the demand or are they always doomed to either sam-

ple size limitations or measurement gaps? Panel data and server data have different 

strengths and limitations, but finding the best ways they can act together should 

allow the industry to be better informed and able to move forward with greater un-

derstanding than relying solely on one or the other. Last year it was suggested that, 

despite the rapidly changing technology, little seems to have been developed  in the 

last 10 years or so to meet the measurement challenge. It could be argued that weôre 

at a stage when risks need to be taken ð when it will be better to try, fail fast and 

learn rather than spend years in planning only to be off the pace of change. The con-

ference will hear how the major TAM operators believe they are progressing. 

The increasing simultaneous usage of social networks and TV has been well 

documented and this raises opportunities for improving viewersô experience and 

opportunities for advertisers to integrate their marketing communications. What has 

been learned about the difference between social networks and TV in terms of their 

impact on how consumers learn about and research new products? Is it possible to 

develop a methodology to calculate reliably cross-media GRPs? Can online video 

help reach the lightest TV viewers? We also need to consider what we mean by 

more targeted and addressable advertising. What form will it take and what meas-

urement issues does it present? Are we likely to see this progress rapidly and what 

financial rewards does the greater efficiency offer? 

Lastly, it is helpful to look a little more closely at issues relating specifically 

to measuring the internet ð with particular reference to video on the Web. There 

have been a number of initiatives underway and conference will hear from four of 

these. How do we ensure representative data? And across the entire internet, not just 

nationally, for this is the only media market dominated by multi-national players 

like Facebook and Google. How do we measure all the devices with which we can 

connect and all places from which we connect? What content should we seek to 

measure? These are just some of the issues weôll be addressing in Amsterdam. 

  

Thursday, November 3rd 

Session 1 
 

THE FUTURE OF TV 
 

09.30 Chairmanôs opening remarks: 

 Graham Lovelace 
 Lovelace Consulting 
 

09.40 The future of TV ð the public  
 broadcasterôs perspective 

 Gerard Timmer 
 Director Video 
 NPO 
 

10.05 Viewers, measurement and 
 monetisation in the US market 

 Matt OôGrady 
 Executive VP, Media Audience 
 Measurement 
 The Nielsen Company 
 
10.30 Further adventures in Smart TV 
 Dan Saunders 
 Head of Content Services 
 Samsung Electronics Europe 
 

10.55 Coffee 

 

11.15 Keeping pace with technology 
 developments in broadcasting 

 Peter MacAvock 
 Programme Director 
 European Broadcasting Union 
 

11.40 How multiple platforms transform 
 sports fansô broadcast experience 

 Glenn Enoch 
 VP, Integrated Media Research 
 ESPN 
 & 

 Lung Huang 
 VP, National Account Services 
 Arbitron Inc. 
 
12.00 The paradox of choice 
 Sarah Pearson 
 Managing Partner 
 Actual Customer Behaviour 
 (ACB) 
 & 

 Steve Smith 
 Head of Thought Leadership 
 Starcom MediaVest Group 
 

12.25 Making TV social again 
 Graham Lovelace 
 Lovelace Consulting 

 

12.35 Panel Session 

 

13.00 Lunch 

 
  
 



Friday, November 4th 

Session 3 
 

NEW OPPORTUNITIES AND  
CHALLENGES FOR ADVERTISERS 
 

09.30 Chairmanôs opening remarks: 
 Brian Jacobs 
 CEO 
 bj&a 
 

09.40 TV with friends: 
 measuring the social experience 

 Sean Bruich 
 Head of Measurement Research 
 & 

 Daniel Slotwiner 
 Head of Measurement Solutions 
 Facebook 
 

10.05 Providing comparable audience 
 GRPs for TV/online campaigns
 Mainak Mazumdar 
 SVP, The Center for Innovation 
 The Nielsen Company 
 

10.25 TV and online ð how online  
 campaigns drive incremental 
 reach 

 Sheethal Shobowale 
 Advertising Research Manager  
 Google 
 

10.50 Coffee 

 

11.10 Targetting and addressable  
 advertising: what opportunity? 

 Toby Syfret 
 Senior Consultant  
 Enders Analysis 
 

11.35 Time-shifted viewing ð
 competitor or companion for 
 realtime TV? 

 Bernhard Engel 
 Research Director  
 ZDF 
 

12.00 Panel Session 

 

12.30 Lunch 

Thursday, November 3rd 

Session 2 
 

TELEVISION RESEARCH: 
CURRENT CHALLENGES 

 

14.15 Chairmanôs opening remarks: 
 Mike Kirkham 
 Chairman 
 MediaTel 
 

14.25 Moving towards a cross-media 
 measurement standard 

 Joris Merks 
 Research Manager  
 Google 

 

14.50 The multi-platform consumer ð 
 connecting across TV, internet 
 and mobile in a multi-screen 
 world 

 Pat Pellegrini 
 VP International Research  
 comScore 

 

15.10 The bigger picture:  
 locations and magnifications 

 Bjarne Thelin 
 CEO  
 BARB 

 

15.30 Solid ground:  
 establishing acceptable principles 
 for single-source measurement  
 of TV and internet  

 Steve Wilcox 
 Managing Director  
 RSMB Television Research 

 

15.50 Panel Session 

 

16.10 Coffee 

 
MEASURING TV AND THE WEB: 
SOME CURRENT APPROACHES 

 

16.30 Tanja Hackenbruch 
 Managing Director  
 GfK Telecontrol AG 
 

16.50 Richard Marks 
 Global CEO  
 Kantar Media Audiences 
 

17.10 Toni Petra 
 Director  
 Nielsen International Media 
 

17.30 Panel Session 

 

18.00 Close of day 1 
 
 
 
 
 

Friday, November 4th 

Session 4 
 

MEASURING ONLINE VIDEO  
AND STREAMING 

 

13.45 Chairmanôs opening remarks. 
 There cannot be only one:  
 how to measure the internet  
 and streaming 

 Kristian Tolonen 
 Head of Audience Research 
 NRK 

 

WORK IN PROGRESS  

14.10 Sweden 
 Pontus Bergdahl 
 CEO  
 MMS  
 

14.30 France 
 Beno´t Cassaigne 
 Senior Vice-President  
 Mediametrie 
 
14.50 The Netherlands 

 Enrico Verhulst 
 VP Business Development  
 comScore  
 & 

 Bas de Vos 
 Managing Director  
 SKO 
 
15.10 Czech and Slovak Republics 

 Tomas Bicik 
 Business Development Director
 Mediaresearch a.s. 
 

15.30 Panel Session 

 

15.50 The Tony Twyman Award 

 

15.50 Close of conference 

The Tony Twyman 

Award 

Sponsored by: 

RSMB Television Research 
 

This annual award of 1500 euros is 
presented to the conference paper 
that made óthe best contribution to a 
greater understanding of the TV 
medium and its audiences.ô 

Last yearôs award was shared by: 
Bernhard Engel of ZDF and 
Toby Syfret of Enders Analysis  
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CANCELLATION  

 

 

 
  
ACCOMMODATION 
  

Radio:  Wednesday, 2nd November 

Television: Thursday, 3rd November 

  Friday, 4th November  
 

Mºvenpick Hotel Amsterdam City Centre 
Piet Heinkade 11 

NL-1019 BR Amsterdam 

The Netherlands 
Phone: +31 20 519 12 00 

Fax: +31 20 519 12 39 
 

Delegates should register for the conferences between 08.45 and 
09.30am at the conference reception desk. 
 

For delegate fees, please see the Booking Form appropriate to the 
country from which payment is to be made. 

An early booking rate is available for all bookings made on or 
before Friday 23rd September, 2011.  
 

Mike Sainsbury or Kate Maitland Smith 

asi Ltd 
111 Whitchurch Road 
Tavistock, PL19 9BQ, UK 
Tel:  +(44) 1822 618 628 
Fax:   +(44) 1822 618 629 
e-mail: asi@dial.pipex.com 
www.asi.eu.com   
 

Following changes to cross-border VAT regulations within 

the EU, there are new requirements for companies based in the 

UK and for those based outside the UK but within the EU.  

We are now required to charge Standard Rate VAT on fees for 

delegates from companies based in the UK. This is, of course, 

reclaimable. For all companies based outside the UK but within 

the EU, there is no charge for VAT but the companyôs VAT 

Registration Number must be supplied. 

To book your place, please complete the appropriate booking 

form (see attached) and return it, with payment, to asi at the 

above address. Payment may be made by cheque made  

payable to asi or by transfer to our bankers: 

 HSBC Bank, 93 Fore Street, Saltash, PL12 6AE, UK 
 Bank Sort Code Number: 40 40 15 
 Account Number: 31386557 

Cheques and transfers must be drawn on a UK bank. 
Payment may also be made by Amex, Visa or Mastercard. 

Bookings can only be accepted on receipt of payment, 

after which an admission pass will be sent to you. 
     

Cancellation received in writing before Friday September 23rd, 
2011, will result in our returning the fee to you minus a Ã100 
handling charge. For cancellations made after this date, no 
refund will be made. You may send somebody in your place  
if you are unable to attend. 
 

asi has arranged specially discounted rooms at the  

Mºvenpick Hotel Amsterdam City Centre for those attending 

the conferences: 

 Standard Room Single:  ú169 (excluding breakfast) 

To reserve accommodation you will need to complete the  
attached hotel booking form and send it direct to the hotel: 

 e-mail: hotel.amsterdam@moevenpick.com 

 Fax: +31 20 519 12 49 

N.B. These rates will only be guaranteed for room bookings made 
on or before 22nd September 2011.  


