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INTRODUCTION 
 

SKO (Stichting KijkOnderzoek), the Dutch television audience research foundation, provides clients 

with “raw data” on a daily basis. Raw data refers here to the validated viewing records on the 

respondent level, as well as files containing weight factors, respondent background information and 

broadcast information for programs and spots. SKO provides guidelines for software used for 

processing the raw data.  

 

From January 1, 2008, SKO included time shifted viewing behaviour in calculations of the Total 

Viewing (currency). Time shifted viewing is the viewing of programs and spots at a time other than 

the moment of broadcast. This behaviour is measured on the day of broadcast plus the six days that 

follow. To facilitate this change, a new file structure was introduced on December 31, 2007. The 

specifications for this file are presented in appendix 1. The mandatory rules for the calculation and 

reporting of ratings have been defined. 

 

It will still be possible to calculate results without including time shifted viewing (report type: Live). 

It will also be possible to report separately on time shifted viewing (report type: time shifted 

viewing). The use of the procedures laid out below in “additional calculation rules” is mandatory for 

these new report types, as is the use of “SKO reporting rules”. Published reports of “Live” ratings are 

not allowed. SKO has also developed a supplementary set of recommended procedures for these 

result types. 

 

In this report, three types of rules are described: 

 Mandatory calculation rules 

 Mandatory reporting rules 

 Recommended rules 

 

Mandatory calculation rules: 

• Each user of the survey data is required to follow the SKO standard calculation rules for the 

total viewing, in order to prevent different results being used in the market. The SKO guidelines are 

intended to insure that the calculations of the various result types are carried out in the same 

manner, regardless of the party carrying them out.  

• SKO provides a separate set of calculation rules for the report types ‘Live’ en ‘Time Shifted 

Viewing’ which users of the survey data are required to use. 

 

Mandatory reporting rules: 

• In addition to the calculation rules, SKO has established reporting rules that users of the raw 

or aggregated data are required to follow when reporting or publishing results.  

• Publishing reports of provisional or interim results over the Viewing Total are not allowed, 

with the exception of overnight results (KDU). Overnight reports always refers to the viewing 
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behaviour on the day of broadcast, e.g., at the moment of broadcast + VOSDAL. In these cases, it 

must always be explicitly stated that these are provisional or interim figures 

 

Recommended rules: 

• In addition to the mandatory calculation and reporting rules, SKO has developed 

recommended procedures to determine less central result types. These are intended to further 

increase agreement in the market.  

 

The new report types 

In addition to the calculation of results for the total viewing, the changes that take effect on January 

1, 2008 make it possible to report on viewing behaviour ‘Live’ as well as ‘Time Shifted Viewing’.  

 

As of January 1, 2008, time shifted viewing on the day of broadcast and on the following six days will 

be included in the total viewing. This means that the definitive audience figures for a specific day 

(day 0) will only be available after day 6. Overnight (KDU) results only included time shifted viewing 

on the day of broadcast. 

 

FIGUUR 1.1. TIMING DATALEVERING 

Figure 1.1 Timing of data delivery 

Day 0 1 2 3 4 5 6 7 8 9 10 11 12 13

SECONDARY 

CURRENCY DELIVERY

DAY 0 DAY 0

File VWG

UGK 0 UGK 1 UGK 2 UGK 3 UGK 4 UGK 5 UGK 6

2:00:00 26:00:00 26:00:002:00:00

The name UGK in the files means Time Shifted Viewing in Dutch. 

 

In essences, viewing behaviour ‘Live’ is equivalent to the viewing behaviour reported as total 

viewing by SKO until December 31, 2007: viewing behaviour at the moment of broadcast. This 

behaviour is taken from the viewing records in the file VWGwwwwd.DAT. 

 

Time shifted viewing behaviour refers to the watching of programs and spots at a time other than 

the moment at which the program or spot were broadcasted. As made available by SKO, this data is 

limited to time shifted viewing on the day of broadcast and the six days that follow. This behaviour 

is taken from the viewing records in the file UGKwwwwd.DAT 

 

Time shifted viewing that takes place seven or more days after the day of broadcast is reported as 

‘Video’, ‘DVD’ or ‘HD’.  

 

Figure 1.2 illustrates how viewing records in a day file are used to report audience ratings. 
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FIGURE 1.2 VIEWING RECORDS REPORTAGE. 

Watching a broadcast

‘X’ at time of broadcast

Watching a pre-

recorded DVD

Watching a HD-

recording ‘Y’ 4 days

after original broadcast

Watching a HD-

recording ‘Z’ 20 days

after original broadcast

VIEWING STATEMENTS 

IN DATA FOR DAY 0

REPORTED IN:

Rating 

for ‘X’ 

Day 0

Rating for

‘Y’ 

Day minus 4

Rating 

hd/dvd

Day 0

VWGwwwwd.DAT 

file

UGKwwwwd.DAT 

file

 

The relationship between SKO rules and report types is shown in Table 1.1.  

 

TABLE 1.1 REPORT TYPES AND SKO RULES 

Report types Total viewing 

 

Live 

(TU) 

Time shifted viewing  

(UGK) 

Behaviour 

measured 

Viewing at the moment of 

broadcast (day 0) 

Viewing at some time other 

than the moment of 

broadcast on the day of 

broadcast (day 0) or on one of 

the six following days 

Viewing at the moment of 

broadcast (day 0) 

 

Viewing at some time other 

than the moment of 

broadcast on the day of 

broadcast (day 0) or on one of 

the six following days 

File used VWGwwwwd.DAT 

UGKwwwwd.DAT 

VWGwwwwd.DAT UGKwwwwd.DAT 

 

Calculation 

 

 

See Chapter 1 

 

See Chapter 2 

 

See Chapter 2 

 

Reportage 

 

 

See Chapter 3 

 

Only user reports allowed 

See Chapter 3 

 

See Chapter 3 

 

Recommended 

 

 

See Chapter 4.1 

 

See Chapter 4.2 

 

See Chapter 4.3 

 

The dark grey cells in the table indicate that mandatory rules apply. SKO also advises using the 
guidelines laid out in this document for result and report types indicated in the light grey cells. 

Overnight results are calculated following the SKO rules for the Total viewing. This report type only 
includes the viewing at some time other than the moment of broadcast on the day of broadcast (day 0). 

An explanation of this terminology can be found in Appendix 1: Definitions. 
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The guidelines formulated by SKO are intended to insure that the calculation and reporting of results 

are carried out in a uniform manner, regardless of the party carrying them out. This is very important 

for the central result types and the reportage of the agreed-upon total viewing in the market. For 

less central result types, the recommended procedures are intended to increase agreement in the 

market.  

 

In Table 1.2, the mandatory rules and recommended procedures for the calculation of various result 

types for different report types are given. As in Table 1.1, dark grey indicates that mandatory rules 

apply; light grey indicates result types in the various reports for which SKO provides recommended 

procedures. 

 

TABLE 1.2 REPORT TYPES AND RESULT TYPES 

Report type: Total 

viewing 

Live 

(TU) 

Time shifted 

Viewing  

(UGK) 

Calculation    

Audience rating √ √ √ 

Market share √ √ √ 

Reach √ √ √ 

Viewing time √ √ √ 

Results for multiple broadcasts √ √ √ 

Samples √ √ √ 

Additional calculation rules √ √ √ 

Reportage     

User reports of all result types  √ √ √ 

Reporting of all result types for publishing √ Not allowed √ 

Recommendations    

Profile √ √ √ 

Top list √ √ √ 

Block factor X √ X 

Fraction √ √ √ 

Inheritance X √ X 

Persistence X √ X 

Overlap/ Duplication √ √ √ 

Reach for station combination √ √ √ 

Selectivity index √ √ √ 

Viewing time/ Broadcast time √ √ √ 

Population sizes √ √ √ 

Co-viewing n/a √ √ 

Reach billboards √ √ √ 

Length of delay n/a n/a √ 

Absolute time shifted viewing n/a n/a √ 

Share time shifted viewing n/a n/a √ 

Relative share time shifted viewing n/a n/a √ 
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There are no separately defined guidelines for various result types in the set of reporting rules. The 

reporting rules must be followed in the reportage for all results. 

 

The dark grey cells in the table indicate that mandatory rules apply. SKO also advises using the 

guidelines laid out in this document for result and report types indicated in the light grey cells. 

Overnight results are calculated following the SKO rules for the Total viewing. This report type only 

includes the viewing at some time other than the moment of broadcast on the day of broadcast (day 

0). 

√ = SKO has established a rule for this result type in the report type concerned 

X = SKO advises against using this result type in the report type concerned 

To avoid ambiguity in the audience figures, SKO requires that what is being reported and what the 

basis of outcomes is be precisely indicated. 
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 1 MANDATORY CALCULATION RULES 
 

From January 1, 2008, time shifted viewing behaviour on the day of broadcast and on the six days 

that follow will be included in the total viewing. This means that the definitive audience figures for 

a specific day (day 0) will not be available until after day 6.  

 

N.B.  AUDIENCE RATINGS ARE FINAL 7 DAYS AFTER BROADCAST 

• Broadcast:       on 1-1-2008 

• Report Live:       on 1-2-2008 

• Interim report Overnight:     on 1-2-2008 

• Total viewing:       on 1-8-2008 

 

New viewing records 

The viewing records contained in the UGK-file (time shifted viewing) must be used in the calculation 

of all results from the total viewing. The variables ‘reporting moment’ (recording time slot = moment 

of original broadcast) and ‘viewing moment’ are included in the UGK file for each time shifted 

viewing record. 

For all standard result types, the time shifted viewing behaviour should be assigned to the moment 

of the original broadcast. This must be done before calculations are carried out. This will allow the 

calculation methods used to produce results prior to January 1, 2008 to continue to be used without 

problem. In this regard, it should be noted that assigning records of viewing at a later time to a 

broadcast moment could result in double viewing records for a single moment for an individual 

respondent. In theory, this can result in an audience rating of more than 100% within selected target 

groups. 

The sole exception to the assignment of viewing records to the broadcast moment is the calculation 

of reach and contacts for a campaign. In this instance, each time shifted contact moment is treated 

as a separate contact chance. This is further explained in Appendix 2, which deals with the 

probability model. 

 

Station Video, DVD and HD 

Coupled with the introduction of UGK files in the audience research is a major change in the VWG 

files. Viewing records with the station code Video, DVD or HD in the VWG file could represent time 

shifted viewing behaviour. To avoid their being counted twice in the total viewing, records (DVD/HD 

or Video) that represent time shifted viewing is tagged in the VWG file (see further Appendix 1: 

Definitions). 

 

Viewing through Set-top box 

Viewing on demand content through the set top box (e/g/ catch up services) is also measured as 

time shifted viewing. 
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1. 1 AUDIENCE RATING 
 

1.1.1 PROGRAM  

The audience rating (kdh) for a program is defined as the average percentage of viewers per second 

during the program. Respondents in the sample are weighted with a factor determined by the extent 

to which their background characteristics are represented in the total viewing population in the 

Netherlands.  

irp

rw

R

ikdh

w

pw

kdh

ir

r

i

R

r

r

R

r

irr

i

 programfor   respondentfor  yprobabilit viewing :

for  weight:

 sample the in srespondent ofnumber : 

 progamfor  rating audience:

%100

,

1

1

,











 

Where viewing probability is given by  

 

idur

 irK

dur

K
p

i

ir

i

ir
ir

 program of duration:

program for  respondent of viewing of duration:,

,
, 

 

 

In this formula, the starting and ending times of a program are rounded down to the nearest whole 

minute. For example, if program X begins at 18.00.40 hours and ends at 18.15.50, then the audience 

rating for program X is determined by calculating the average percentage of viewers per second from 

18.00.00 hours to and including 18.14.59 hours. 

 

If a program falls within a single minute, so that the starting and ending times are the same, Nielsen 

will automatically set the end time one minute ahead.  

 

Several types of programs are distinguished: 

1 = program 

2 = promo 

3 = billboard 

4 = Postbus 51 

5 = commercial  

6 = static 

7 = home shopping 

8 = station id 
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Because billboards, promos en advertising blocks often follow a program, program overlap may 

occur. Different program types can have the same starting and/or ending times.  

 

For program types 2 through 5 and 8, see also the recommended rules below (§4.1.3) 

Aangezien billboards, promo’s, reclameblokken en station ID vaak op een programma volgen, kan 

er sprake zijn van programmaoverlap, d.w.z. verschillende programma typen kunnen dezelfde 

begin- en/of eindminuut hebben.  

Voor programmatypes 2 tot en met 5 en 8 zie ook Adviesregels (§4.1.3) 

 

1.1.2 TIMESLOT 

The audience rating for a time slot (time interval) is defined as the average percentage of viewers 

per second during the time slot. The starting and ending times for the interval are rounded down to 
the nearest whole minute.  

 
trp

rw

R

tkdh

w

pw

kdh

tr

r

t

R

r

r

R

r

trr

t

 interval timefor   respondent of yprobabilit viewing :

 respondentfor  weight:

sample the in srespondent ofnumber : 

  interval timefor  rating audience: 

%100

,

1

1

,











 

 

Averages per time slot over several days should be calculated as follows: a file is calculated on a 

daily basis for the target group concerned containing the audience rating per station per minute, 
rounded off to six decimal places precisely. This data is then used to calculate the averages over 

several days, rounded off to the desired number of decimal places.  

dtkdh

D

tkdh

D

kdh

kdh

dt

t

D

d

dt

t

day  on  interval time for rating audience  :

calculated is average the  whichover days of number:

days several over  interval time for rating audience average:

,

1

,


 

   

All periods are calculated on the basis of all individual days. In a quarterly averaging, for example, 
the month of January counts somewhat more heavily than the month of February. 
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1.1.3 ALL STATIONS 

Audience rating all stations is defined as the average percentage of viewers per second watching 
television during a program or time slot.  

 

 

 

 

 

 

 

 

1.1.4 SPOTS 

The audience rating of a spot is defined as the average percentage of viewers per second to the 
station broadcasting the spot during the starting minute of the spot. 

 

srp

rw

R

skdh

w

pw

kdh

sr

r

s

R

r

r

R

r

srr

s

 spot of minute starting the for  respondent ofy probabilit viewing :

 respondent for weight:

sample the in srespondent of number: 

 spot for rating audience : 

%100

,

1

1

,











 

For example, when a 30 second spot begins at 20.25.40 hours and ends at 20.26.10 hours, the 

audience rating of the spot is determined by calculating the average percentage of viewers per 

second for the minute from 20.25.00 hours through and including 20.25.59 hours. 

 

1.1.5 ADVERTISING BREAKS 

An advertising break normally begins with a jingle. As a result, the starting minute for the block may 

not be the same as the starting minute for the first spot. Similarly, the end of the block may not be 
the same as the end of the last spot. For this reason, advertising blocks should always be considered 
as programs in and of themselves, whose audience rating cannot be calculated based on the spot 

audience ratings. 

 

1.2 MARKET SHARE 

Market share is defined as the number of viewers of a program or time slot, given as a percentage 
of the total viewing audience. Market share is calculated by dividing the audience rating of a 
program or time slot by the audience rating for the total of all stations during the program or time 

slot involved. 

stations ofnumber  total:

 interval in time station for  rating audience :

  interval for time stations all rating audience :

,

,

1

,,

Z

tzkdh

tkdh

kdhkdh

tz

tZ

Z

z

tztZ 
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t:kdh

tz:kdh

tz:sharemarket

kdh

kdh
sharemarket

t,Z

t,z

t,z

t,Z

t,z
t,z

 interval time during stations all for rating audience 

 interval time in  station for rating audience 

  interval time in  station for share market 

 

 

 

1.3 REACH 

 
1.3.1 PROGRAM REACH 

Program reach is defined as the percentage of viewers that had watched one program from a series 

of programs at least one time for a specified amount of time. A single-broadcast program is 

considered a special case of a program series: a series of one. Program here refers to the program 

type ‘program’ (see § 1.1.1). 

 

As from 01-01-2017 there is no lower limit for program reach defined: one is free to specify 

conditions for reach such as the number of programs watched in the series, the amount of time that 

must have watched, and whether viewing had to be uninterrupted. The length of time someone 

must have watched one or more programs can be expressed in minutes or as a percentage of 

program length.  

 

All of the conditions used in determining the reported program reach must be specified in the 

reporting. 

conditions specified to according calculated , series program for respondent of criterium personal :

 respondent for factor weight

 sample the in srespondent of number 

reach program specified the for criterium

definition specified to according reach in included is respondent  whetherindicating dummy''

programs of series

l rj

r:w

:R

:J

:d

:I

Jj

Jj
d

%

w

dw

reach

I,r

r

I,r

I,r

I,r

I,r

R

r

r

R

r

I,rr

I






















0

1

100

1

1

  

 
1.3.2 STATION REACH 

Station reach is defined as the percentage of viewers that watched a specific station for a specified 

length of time at least once during a series of time slot. A single time slot is treated as a special case 

of a series of time slots.  
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As from 01-01-2017 there is no lower limit set for station reach: the user is free to specify whether 

a respondent must have watched during one or more time slots in order to be included in the specific 

station reach, how long he or she must have been watching and whether or not this was 

uninterrupted.  

 

All of the conditions used in determining a reported station reach reported must be specified in the 

reporting. 

reach statiion specified the for criterium:

 intervals time the in  station for

conditions specified the to according calculated , respondent of criterium personal :

 respondent of weight:

sample the in srespondent of number: 

 intervals time of series the during  station for reach station:

intervals time of series:

0

1

%100

,,

,

,,

1

1

,,

,

X

Tz

rK

rw

R

Tzreach

T

 X K

 X K
d

w

dw

reach

tzr

r

Tz

r,z,T

r,z,T

Tzr

R

r

r

R

r

Tzrr

Tz






















  

 

1.3.3 SPOT REACH 

The calculation of spot reach should be carried out according to the viewing probability model (see 

Appendix 2). 

With time shifted viewing, respondents may watch the same broadcast of a spot more than one time. 

In theory, it is possible that the probability of viewing is greater than 1. To avoid this, the repeated 

viewing of the same broadcast of a spot is treated in the probability model as a new viewing chance. 

 

1.4 VIEWING TIME 

Viewing time is defined as the average time that viewers watched during a program or, within a time 

slot, a channel, expressed in minutes. 
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trK
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 interval time for  respondent for time viewing :

 respondent for weight:

 sample the in srespondent of number: 

 interval time for time viewing:

,

1

1

,









 
 

 

 

Reportage over viewing time per time slot must be based on the viewing records contained in the 

raw data. 

In cases where the time slot is not sufficient (to calculate viewing time for a specific program genre, 

for example), reporting should be done based on the totalled durations of programs and/or spots. 

This can result in minutes being counted twice (see also § 1.1.1). In that case, the possibility of 

minute overlap should be specified in the reportage (see also § 3.9). 

 

1.5 RESULTS FOR MULTIPLE BROADCASTS 
 

1.5.1 CUMULATIVE AUDIENCE RATING 

The cumulative audience rating is defined as the audience rating summed over multiple broadcasts. 

ikdh

n

nckdh

kdhckdh

i

n

i

i

 program for rating audience:

programs of number:

programs  for rating audience cumulative:

1






 
The cumulative audience rating for spots generates the number of GRPs, as one GRP is defined for 

spots as 1% kdh. 

 

1.5.2 CONTACT FREQUENCY DISTRIBUTION 

The contact frequency distribution is defined as the distribution of contacts based on reach, 

expressed as a percentage of persons per number of contacts.   
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Where fr (c,K) is given by the recursive relationship  

  broadcast for  respondent ofy probabilit contact'':

broadcasts  after contacts  had  respondent thaty probabilit:),(

)1()1,()1,1(),(

,

,,
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kcrkcf

pkcfpkcfkcf
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Contact frequency distribution can be calculated for programs and spots. It is important here that 

that the definition of contact probability used in the above formula is consistent with the calculation 

model used. For spots (probability model), contact probability is defined as the viewing probability 

(Appendix 2). In the case of programs the contact probability is 0 (not reached) or 1 (reached), in 

accordance with the definition of program reach (see § 1.3.1). 

 

1.5.3 CUMULATIEVE CONTACTFREQUENTIEVERDELING  

Cumulative contact frequency distribution is defined as the distribution of contacts based on reach, 

expressed as a percentage of persons per number of contacts. This result is calculated on the basis 

of a normal frequency distribution by summing the results. The group 1+ is made up of the groups 

1-1, 2-2, n-n.  

A formula for the percentage of persons that between the c and C broadcasts have seen is: 

seen have broadcasts  that persons of percentage             :),(

 broadcasts  and  between seen have that persons of percentage:),,(

),(),,(

iKif

CcKCcf

KifKCcf

C

ci






 

 

By selecting C=K in the above formula, c+ can be calculated: 
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seen have broadcasts  that persons of percentage            :),(

broadcasts  least at seen have that persons of percentage:),(
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1.5.4 CUMULATIVE REACH 

Cumulative reach is defined as the percentage of persons reached after the broadcast of a series of 

broadcasts. This is the equivalent of cumulative contact ¬frequency distribution for the group 1+. 

However, it is easier to calculate with the formula below: 

  broadcast for  respondent ofy probabilit contact'':

 respondent for weight:

broadcasts  of series a after reached persons of percentage:

%100
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 The formula is universally valid, provided the definition of contact probability used is in agreement 

with the relevant reach model (see also § 1.3). 

 

1.5.5 AVERAGE CONTACT FREQUENCY 

Average contact frequency (gcf) is defined as the average number of broadcast (contacts) that 

reached viewers who had been reached. 

broadcasts  after contacts  had that persons of percentage   :),(

contact one least at had  whosrespondent for contacts of number average:

),(

),(

1

1

KcKcf

c

Kcf

Kcfc

c
K

c

K

c













 

 

The above formula can be used for programs as well as spots. Because contact frequency is 

calculated using a probability model (see Appendix 2), a second method for calculating average 

contact frequency for spots is available. The equivalence of these two methods is discussed in 

Appendix 2. 
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If the broadcasts span more than one day, then the audience ratings used in the formula must be 

calculated using a period sample. This is in contrast to the reported audience ratings for the 

individual broadcasts, which are calculated based on the daily sample. 

 

In both of the above formulas, the denominator is the cumulative or 1+ reach. 

 

1.5.6 ADJUSTED AVERAGE CONTACT FREQUENCY 

In addition to the average contact frequency based on a period sample, an adjusted average contact 

frequency (acf) may be calculated for commercials. Like the average contact frequency, the adjusted 

average contact frequency indicates how often, on average, a person is reached by a commercial. 

The adjusted average contact frequency is calculated by dividing the audience rating calculated 

based on the daily sample by the 1+ reach from the contact ¬frequency distribution.  

 

In the exceptional case that the broadcasts of a commercial only cover a single day, the adjusted 

average contact frequency is the same as the average contact frequency. 

 

Use of the adjusted average contact frequency should be explicitly indicated in the reportage. 

 

1.6 SAMPLES 
 

1.6.1 DAILY SAMPLES 

The daily samples are used for all results that cover a single day, as well as for averages over several 

days. 

The daily sample contains all of the panel members in those households that were successfully 

contacted on the day, that means all those whose characteristics are contained in the demographic 

files in the raw data. 

Time shifted viewing behaviour is calculated only for persons in the sample in the day of broadcast. 

The time shifted viewing behaviour of individuals who were not part of the sample on the day of 

broadcast is reported as ‘Video’, ‘DVD’ or ‘HD’ in the reportage for the day that the broadcast was 

seen (viewing day).  

 

1.6.2 PERIOD SAMPLES 
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Period samples are used for all results that cover one or more days (with the exception of averages 

over several days and the adjusted average contact frequency). 

The period for period samples always spans one or more whole weeks, which begin on Monday and 

end on Sunday. The first step in setting up the period sample is to determine in which weeks the 

earliest and the most recent broadcasts occurred. The period is bounded by the Monday of the 

earliest week and the Sunday of the most recent week and includes all the days in between. 

To include panel members in period samples, two criteria must be met, based on the presence of 

data for individual panel members in the demographic files in the raw data. The table in Appendix 3 

gives: 

the maximum number of a specific day of the week for which a respondent's data can be missing, 

and  

the maximum total number of days of data that can be missing. 

In the exceptional case that the most recent week has not yet ended, it will be assumed that contact 

for each respondent for the missing days of the last week was successfully made. 

 

Because of concern over reliability, samples spanning more than five quarters cannot be used. 

For each broadcast, time shifted viewing behaviour is calculated only for persons in the sample in 

the day of broadcast. The time shifted viewing behaviour of individuals who were not part of the 

sample on the day of broadcast is reported as 'Video', 'DVD' or 'HD' 

 

1.6.3 WEIGHT FACTOR 

The weight factor for each respondent in the period sample is calculated by averaging the daily 

weightings for that respondent. The total number of days in the period sample – and not merely the 

number of days on which the broadcasts in question took place - is used as the divisor for all 

respondents in the sample.  

 

The average weight factor is multiplied by a correction factor to compensate for the loss of 

respondents in the period sample, so that the sum of the weightings remains equal to the total 

population (projection). The correction factor is equal to the sum of the daily weightings of all 

respondents, including those ultimately not selected, for the day in question and for all of the days 

in the period sample, divided by the weightings of all of the selected respondents in the period 

sample. 
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In the case that the most recent week in the period is not yet ended, the averaging of weightings is 

carried out to and including the last completed day (and thus not the Sunday of the most recent 

week). 

 

1.6.4 TARGET GROUP SELECTION 

Target groups can be defined based on the demographic data supplied in the raw data.  

The values for the demographic characteristics from the base survey are updated twice a year (on 

Monday week 1 and on Monday of week 27) for all respondents. New demographics can be also 

introduced on this dates, if applicable.  

The values for the demographic characteristics from the product survey van be updated during the 

year. The values for the demographic characteristics with the label “actueel” may change daily. 

The values for the demographic characteristics from the basis and product survey for new 

respondents can be introduced during the year. 

 

1.6.4.1 TARGET GROUP SELECTION FOR DAY – OR AVERAGE RESULTS 

For target selection in a day sample it important to use the demographic file of the specific day when 

the results are calculated. In case that averages over several days are calculated, demographic files 

of these specific days should be used. 

 

1.6.4.2  TARGET GROUP SELECTION FOR PERIOD SAMPLES (APPLICABLE TO REACH) 

When period samples are used, the demographic data used in the target group selection should be 
taken from the day in which the broadcasting of/over 80% of the period, campaign or broadcasts is 

reached. 

That means that the demographic characteristics should be use for  the day in which the 80% of 
broadcasting, schedule or day in the period is reached. 

For example, if a schedule includes 7 broadcasts in a period of to , then the period (the date) 
of/over 80% of the broadcasts should be used. In this examples this is day 11. 
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To determine the sample period please refer to the calculation rule # 1.6.2.  If a respondent falls 

within the period sample but it was not present in the demographic file of the specific day, the 

demographic characteristics of this particular respondent should be looked for in the demographic 

files of the previous day (day -1, day -2, …). 

For example, if a schedule includes 7 broadcasts in a period of to , then the period (the date) of/over 

80% of the broadcasts should be used. If the respondent was not present in the demographic file of 

this specific day (day 11), then the demographic file of the previous day (day 10) should be used for 

this particular respondent. 

 

 
 

1.7 ADDITIONAL CALCULATION RULES 
1.7.1 GROUPING PROGRAM SEGMENTS 

Example:

7 broadcasts in a period of 2 weeks

day Broadcast %

1 1 14%

2

3 2 29%

4

5 3 43%

6

7 4 57%

8

9 5 71%

10

11 6 86%

12

13 7 100%

14

DEMO FILE

Example:

7 broadcasts in a period of 2 weeks

day Broadcast %

1 1 14%

2

3 2 29%

4

5 3 43%

6

7 4 57%

8

9 5 71%

10

11 6 86% Respondent not present in demo file 

12

13 7 100%

14

DEMO FILE
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When a program segment must grouped with a preceding program segment, the variable 'follows' 

containing the sequence number of the relevant preceding program segment is created in the 

Nielsen program file. The variable follows is created by Nielsen when the following conditions apply:   

 

 The program segments belong to an element classified as program (not advertising block or 

PB51). 

 The program segments are only separated by an advertising block, news broadcast, 

technical malfunction, weather bulletin, billboard, promotion film, station id or Teletext 

images. 

 The program segments are broadcast on the same day. 

 They have identical titles. 

 

A number of programs are regular exceptions to this rule; they are not grouped despite meeting the 

criteria for the variable 'follows' (see Appendix 4). 

  

Results for programs that are interrupted can be averaged by combining the program segments 

using a weighted averaging based on the length in minutes of the program segment involved.  

 

 

 

 

 

 

 

 

 

 

 

1.7.2 VIEWING BEHAVIOUR IN SOMEONE ELSE’S HOUSE 

The viewing behaviour of guests in panel households can serve as proxy for the unregistered viewing 

behaviour of panel members in someone else’s house. Guest viewing behaviour is ascribed to panel 

members. In order to be able to differentiate between viewing behaviour at home and viewing 

behaviour in someone else’s house, a location code is given per viewing event to indicate whether it 

is the panel member’s own viewing behaviour (all normal television sets) or the donated viewing 

behaviour of a guest (the virtual guest television set). 

 

All results must include the viewing behaviour of audiences that watch tv at someone else's home  

(total viewing behaviour). Since Monday, week 27, 2008, time shifted viewing are added to the guest 

viewing statements; since then, TSV Guest statements have been included in raw data delivery. 
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It should be kept in mind that an acceptable estimation of viewing behaviour in someone else’s 

house is only possible on the aggregate level. Analyses on the individual level (such as switch-

analysis and social viewing behaviour) can only be carried out on base viewing behaviour and not 

on total viewing behaviour. Which results can be reported when is further discussed in section 3. 

 

1.7.3 ROUNDING OFF 

All calculations are carried out without rounding off. 

If interim result types are calculated, they must be rounded off to six decimal places, to insure a 

negligible level of discrepancy with regards the reference. 

In the final reporting, results are rounded off to one decimal place 

Weightings are always rounded off to one decimal place. 

 

1.7.4 POPULATION SIZE 

The population size for the 53 commercial target groups is reported annually by SKO on the Monday 

of week 1. These are based on the most recent figures the MOA Golden Standard. 

 

1.7.5  CONVERTING PERCENTAGES TO ABSOLUTE NUMBERS 

The population sizes for the 53 commercial target groups established annually by SKO should be 

used when converting percentages to absolute numbers (e.g. audience rating, reach).  

When determining absolute numbers for other target groups, established population sizes from 

other sources should be used.  

If population size is to be estimated based on the audience research, using the daily sample for the 

first day that changes in population sizes or demographics become effective is recommended. These 

are: 

1. Mon wk 1 (Mon wk 1 - Sun wk 13) 

2. Mon wk 14 (Mon wk 14 - Sun wk 26) 

3. Mon wk 27 (Mon wk 27 - Sun wk 39) 

4. Mon wk 40 (Mon wk 40 - Sun wk 52 of 53) 

 

 When an analysis straddles the changeover dates (Monday of week 1 for the 53 SKO 

commercial target groups, Monday of week 1, 14, 27 and 40 for non-standard target groups), 

the population numbers applicable on the day should be used per day for results based on 

daily samples.  

 For results based on period samples and for analysis that straddles the changeover dates, 

men should use the population sizes that applied to the period in which the broadcasting 

of/over 80% of the broadcasts is reached. 

In principle, the calculation of absolute numbers should be carried out based on percentages that 

have not been rounded off. If necessary, however, percentages may be rounded off to six decimal 

places exactly. 
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2 ADDITIONAL MANDATORY CALCULATION RULES 
 
 

2.1 NEW REPORT TYPES 
 

In essence, viewing behaviour ‘Live’ (at the time of broadcast) is the behaviour reported as total 

viewing by the SKO prior to January 1, 2008. This viewing behaviour is drawn from the viewing 

records in the file VWGwwwwd.DAT.   

 

Time shifted viewing behaviour refers to the viewing of programs and spots at a time other than the 

time of broadcast. As made available by SKO, this data is limited to the day of broadcast and the six 

days that follow. This behaviour is derived from the viewing records in the file UGKwwwwd.DAT 

Time shifted viewing that takes place seven or more days after the day of broadcast is reported as 

‘Video’, ‘DVD’ or ‘HD’.  

 
 

2.2 CALCULATION RULES ‘LIVE’ (TU) 
 

As of January 1, 2008 /Monday week 1, SKO will include time shifted viewing in the calculations for 

the total viewing. Calculations of result types not including time shifted viewing will still be possible 

(result type: Live). The calculation rules that apply to the total viewing (see Chapter 1) also apply to 

the calculation of most of the result types ‘Live’, however, only the viewing records in the file 

VWGwwwwd.DAT are used. 

 

Table 2.1 below indicates which total viewing calculation must be used for the calculation and 

reporting of ‘Live’ audience ratings. 

 

TABLE 2.1 USE OF SKO TOTAL VIEWING CALCULATION RULES FOR ‘LIVE’ RESULTS. 

Report type: Total viewing 

See: 

Live 

(TU) 

Calculation rule 

Calculation    

Audience rating 1.1 √ See 1.1 

Market share 1.2 √ See 1.2 

Reach 1.3 √ See 1.3 

Viewing time 1.4 √ See 1.4 

Results for multiple broadcasts 1.5 √ See 1.5 

Sample 1.6 √ See 1.6 

Other calculation rules 1.7 √ See 1.7 

The dark grey cells in the table indicate that mandatory rules apply. SKO also advises using the 
guidelines laid out in this document for result and report types indicated in the light grey cells. 

√ = SKO has established a rule for this result type in the report type concerned 

X = SKO advises against using this result type in the report type concerned 

To avoid ambiguity in the audience figures, SKO requires that what is being reported and on what the 
outcomes are based always be precisely indicated. 
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2.3 CALCULATION RULES: TIME SHIFTED VIEWING (UGK) 
 

It is also possible to report on time shifted viewing behaviour alone. The reportage covers viewing 

behaviour at a time other than a broadcast moment. 

 

The recommended rules for the total viewing (see § 2 Additional mandatory calculation rules, §3 

Mandatory reporting rules and §4.1 Recommended rules SKO total viewing) apply to the calculation 

of most result types for time shifted viewing behaviour, however only the viewing records in the 

UGKwwwwd.DAT files are used. Please note that the marked portions of the data in the categories 

‘Video’, ‘DVD’ or ‘HD’ are not used (see Appendix 1: Definitions). 

 

In practice, the actual difference in the use of these file for UGK reports is that the viewing moment 

is determined using the actual viewing moment (the moment that the video, DVD or HD recorder is 

used). What is being watched is determined using the moment to which the viewing behaviour is 

assigned in the total viewing (the broadcast moment for the broadcast seen).  

 
TABLE 2.2. USE OF SKO TOTAL VIEWING CALCULATION RULES FOR TIME SHIFTED VIEWING REPORTAGE. 

 
Report type: Total viewing 

See: 

Time shifted viewing (UGK) 

 

Calculation rule 

Calculation    

Audience rating 1.1 √ See 1.1 

Market share 1.2 √ See 1.2 

Reach 1.3 √ See 1.3 

Viewing time 1.4 √ See 1.4 

Results for multiple broadcasts 1.5 √ See 1.5 

Samples 1.6   √ See 1.6 

Other calculation rules 1.7    √ See 1.7 

Length of delay n/a √ See 2.3.1 

Program share in total time shifted 

viewing 

n/a √ See 2.3.2 

Share of program  audience rating 

from time shifted viewing share 

n/a √ See 2.3.3 

Day share of time shifted viewing n/a √ See 2.3.4 

 
The dark grey cells in the table indicate that mandatory rules apply. SKO also advises using the 
guidelines laid out in this document for result and report types indicated in the light grey cells. 

√ = SKO has established a rule for this result type in the report type concerned 

X = SKO advises against using this result type in the report type concerned 

To avoid ambiguity in the audience figures, SKO requires that what is being reported and on what the 
outcomes are based always be precisely indicated. 

Voor de eenduidigheid van de cijfers, verplicht SKO altijd precies te vermelden dat er gerapporteerd 
wordt over resultaten uitgesteld kijken. 
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2.3.1 LENGTH OF DELAY (UTSD) 

A new result type, length of delay, has been developed to provide information on the amount of time 

that passes between the  recording of a program and the playing back of that program. It is defined 

as the average number of minutes between the starting minute of the broadcast moment and the 

viewing moment (up to six days later) when viewers start their time shifted viewing. 

 

UTSD = UGM i – UZT0  

1 >= UTSD =< 10080 minutes 

UGMi  = Time shifted viewing moment on day i  (DD:HH:MM in minutes) 

i=0,…, 6 

UZT0  = Broadcast time of original broadcast on day 0 (DD:HH:MM in minutes) 

 
2.3.2 MARKET SHARE IN TOTAL TIME SHIFTED VIEWING (MADL UGK) 

The market share time shifted viewing is defined as the time shifted viewing realised for a specific 

broadcast or time slot in relation to the total time shifted viewing up to and including the sixth day 

after the broadcast. This result type differs from the Market Share Time shifted Viewing because the 

sum of all time shifted viewing that takes place in a week is used as the denominator. 

 

MADL UGK  =      Audience Rating Time Shifted Viewing t  (%) 

    Audience Rating Time Shifted Viewing (T) 

t= 1,…, t   series of time slots 

T= 1+…+t  total time slot over days 1 through 6 

0 <= MADL UGK =< 100% 

 
2.3.3 AANDEEL UGK IN KIJKDICHTHEID 

Het UGK aandeel is gedefinieerd als het aandeel dat uitgesteld kijken heeft in de totale kijkdichtheid 

van een programma of tijdvak. 

UGKA = Kijkdichtheid Uitgesteld Kijken Programma/Tijdvak          (%) 

    Kijkdichtheid Programma/Tijdvak (KijkTotaal)  

0 >= UGKA =< 100% 
 

2.3.4 DAILY SHARE IN TIME SHIFTED VIEWING (DAUGK) 

The daily share in time shifted viewing is defined as the share of the time shifted viewing behaviour 

per day for a program or time slot relative to the total time shifted viewing for that program or time 

slot. 

DAUGK  = Audience Rating Time Shifted Viewing Program/Time slot on day x.. day 6   (%)                                               

       Total Audience Rating Time Shifted Viewing Program/Time slot 

 

0 >= DAUGK =< 100% 
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2.4 SUMMER- AND WINTER TIME 
 

On the first day of the summer time period (Sunday, 02:00 hours becomes 03:00 hours) information 

of the first hour (02:00 - 03:00) is not included neither in the viewing statements (VWGwwwwd.DAT)  

nor in The Nielsen Company registration  and reporting brecause this hour does not exist. 

 

On the Sunday of the changeover from summer time to winter time, one hour (02:00:00 –02:59:59) 

occurs twice.  The viewing statements (VWGwwwwd.DAT) of this additional hour are present in the 

GfK data, where an hour is deducted from the viewing statements of the additional hour. Therefore, 

statements with a start time at 01:00 hours and end time til 02:00 hours are present in the data. In 

order to avoid incorrect ratings, the software neglects the additional hour. For the time registration 

in the Nielsen files timing proceeds as usual for the preceding Saturday through 25:59:59; on Sunday, 

timing begins at 02:00:00 hours. The timing is carried out using  images broadcast in the second 

hour. 
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3 MANDATORY REPORTING RULES 
 

This chapter contains the rules SKO has set governing the reporting of results of the television 

audience survey, which all users of the audience survey data are required to follow. As such, they 

can be considered as an extension of the calculations rules.  

The calculation rules discussed above must be followed in any reporting of results from the 

television audience research. In reporting results from the television audience research the 

following rules must be followed: 

 

 

3.1 SOURCE 

 

“Stichting KijkOnderzoek’ or ‘SKO’ must be given as the (data) source in any reporting of the results 

of the television audience measurement. 

 

The report and result type, time of year, the time slot or program and the target group may also be 

specified when publishing results. 

 

3.2 REPORT TYPES 

 

The viewing figures in the total viewing are consolidated six days after the date of broadcast. The 

total viewing can only be quoted (or reported) once the relevant behaviour (viewing at the time of 

broadcast AND time shifted viewing on day 0 and the six days that follow) is available and has been 

used. 

 

3.2.1. REPORTS PREPARED FOR PUBLICATION 

Publishing reports of provisional or interim results over the total viewing are not allowed, with the 

exception of overnight results (KDU: audience figures for the day of broadcast -Day 0- that include 

time shifted viewing on Day 0, e.g., at the moment of broadcast + VOSDAL). In these cases, it must 

always be explicitly stated that these are provisional or interim figures and that they deal with 

viewing behaviour ‘Overnight’ (KDU).  

 

SKO requires that the following nomenclature be used in the publishing reportage: Result type (= 

Total viewing), Overnight or Time shifted viewing. 

 

Audience rating (= Total viewing)  

A definitive audience rating is an audience rating for the broadcast day (Day 0) + the time shifted 

viewing (UGK) in Day 1 to and including Day 6.   

 

Audience rating Overnight (KDU) (= Provisional or Interim result types) 
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The only interim results permitted. This is an audience rating On the day of broadcast, and includes 

viewing behaviour ‘Live’ (Day 0) + the ‘Time shifted viewing in Day 0. 

 

Audience rating Time shifted viewing (= Supplementary result types) 

These supplementary result types only take into account results from the UGKwwwwd.DAT file. 

 

 

3.2.2. USER REPORTS  

 

Audience rating Live (TU) (= Supplementary result types, publishing report is not allowed)  

 

This supplementary result type only takes into account results from the VWGwwwwd.DAT file, 

without the time shifted viewing from Day 0. This report is only allowed for user reports, publishing 

reports on this result types are not allowed.  For  reports prepared for the user can report results 

‘Overnight’. 

 

3.3 CHANNEL TYPES 

 

The raw data includes the following publishable channel types   

 Standard channels Full audit 

 Standard channels Limited audit 

 SKO Light channels 

 

When publishing results, critical minimum sample sizes apply for all publishing results (see § 3.8 

reporting rules). 

 

When publishing SKO Light channel results, only reports on reach and campaign Gross Rating Points 

(GRP) are allowed (see § 3.9 reporting rules). 

 

Results for the rest of the channels in the raw data may not be published, only provisional or interim 

reports are allowed for this group of channels. 

 

An overview of channel types included in the raw data and the reports allowed can be found on 

appendix 1. For an overview of all the channels, see appendix 6. 

 

3.4 RESULT TYPES 

 

The name of the result type or dimension may only be used when the results are calculated following 

the procedures given in the mandatory calculations rules. In publications, the result type must be 

indicated for each audience rating given. 
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In publications intended for a specific client or client group, results may be presented in three 

different forms:  

 a base audience rating representing the “normal’ viewing behaviour of panel members ‘at 

home’,  

 an extra audience rating indicating the viewing behaviour of panel members ‘in someone 

else’s houses’ and  

 a total audience rating that includes the base viewing behaviour plus the extra viewing 

behaviour.  

 

The type of behaviour involved (base, extra or total audience behaviour) must be specified for each 

result type.  

For publication in a generally available medium aimed at a public other than a specific client or 

client group (e.g. press, trade publications, public websites) only the total audience behaviour may 

be reported. 

 

3.5 PERIOD IN THE YEAR 
 

The period of the year can be indicated by year, quarter, month, week or day. A starting and ending 

date must always be given for non-standard periods.. 

 

3.6 TIME SLOT 
 

This refers to the portion of the day from which the data is drawn and is indicated in hours and 

minutes. For example, ‘16.00 to 18.00’ indicates that the results apply to the interval from 16.00 

hours up to and including 17.59 hours. 

 

3.7 TARGET GROUP 

 

This is the group of persons to whom the result type applies. The target group must always be 

indicated. This should be done using the socio-demographic variables and product-use variables 

defined in the codebook provided by SKO. 

 

3.8 SAMPLE SIZE 

 

The unweighted sample size must be specified. 

  

Critical minimum unweighted sample sizes apply in analyses, depending on the length of the period 

over which the analysis is carried out, the number of respondents actually tuned to a station and 
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weighting and clustering effects. Carrying out analyses with fewer respondents than the critical 

sample size may compromise the representativeness of the sample or the margin of reliability. 

Critical sample sizes for program and time slot analyses are as follows: 

 

Number of days in analysis Critical sample size 

1 day 150 

2 days 100 

3 or more days 80 

 

The critical sample size for advertising campaigns is: n = 80. In analyses based on daily averages over 

a specific period, the critical sample size for the average daily sample applies.  

 

When the unweighted sample is less than the critical sample size, the following warning must be 

given: ‘Sample size is less than the critical value. Results are indicative and may yield an unreliable 

representation of the actual situation.’ 

 

3.9  REPORTING CRITERIA SKO LIGHT-CHANNELS 

 

3.9.1 REPORTING CRITERIA MINIMUM REACH 

SKO has established that ratings should be published only when they are reliable. For the SKO-Light 

channels, this means that only results on reach may be published. This is a condition for reliable 

result reporting. 

 

An overview of the channels in the group SKO Digital can be found in appendix 6. All the reliability 

criteria for result publication of the different channel types are defined in the methodological 

description of the Dutch TAM (critical sample size, substantial and measurable-reliable). 

 

SKO digital channels are only allowed to publish their reach figures when these are reliable for a 

given target group and period. The combination of those determines whether and how an SKO 

Digital channel may be reported. 

 

In order to test whether the reach figures can be published, we compare these with a net reach 

threshold. Net reach is calculated in terms of the total number reached in the daily of period sample. 

Obtained net reach figures may be compared to the minimum reach of 10 individuals, regardless the 

target group to which attributed to the individual. 

 

The reach threshold of 10 persons in the sample applies to previously specified reach conditions. As 

from 01-01-2017 one is free to set this reach condition. For instance, if the lower limit for reach 

has been set to include viewers that  watched at least 60 consecutive seconds of a time slot, reach 

can only be reported reliably if at least 10 respondents viewed 60 consecutive seconds of the time 
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slot. If the reach threshold is set as the half of the program length, non consecutive-viewing, the 

reach may be reported when a minimum of 10 respondents has viewed (non-consecutive) at least 

half of the programme. 

 

When the obtained reach of an SKO-Light channel fails to reach the  threshold of 10 persons reached, 

results may not be published. 

 

3.9.2  REPORTING CRITERIA GRPS 

When the reach of a campaign or a number of commercials, broadcasted by one or more SKO –Light 

channels meets the publication criteria, the corresponding GRPs may be reported on a (measurable) 

reliable basis. 

 

When the reach of scheduled commercial campaigns fails to reach the threshold, the results may 

not be published. 

 

3.9.3  CHANNEL CHANGING OVER FROM SKO LIGHT TO FULL AUDIT MEASUREMENT 

In order to report standard and  Full Audit channels in the Dutch TAM, SKO has established  a critical 

sample size (see §2.8 Sample size). 

When a channel  in the SKO Light measurement changes over to the Full-audit measurement during 

a week or a month, this channel should only be reported as a Full-audit channel in the full 

month/week that the channel  is included in the  full-audit measurement.  

 

 In the month/week when the channel changeover takes place, the channel remains a part 

of the SKO Light channel group. 

 

 For the opposite change over, from Full-audit to SKO Light measurement, the channel 

should only be reported as a Full Audit channel from the full month/ full week when the 

channel is included in the Full-audit. The channel should be reported as SKO Light in the 

transitional week and month.  

 

This rule applies to reports prepared for publication . 

 

3.10 POPULATION SIZE 

 

As stated in § 1.7.4, population sizes for 53 standard target groups are reported annually by SKO. 

When reporting population sizes for other target groups, the source for the determination of these 

population numbers must be given. 

SKO advices against using population sizes other than those published by SKO for the 53 standard 

target groups. The sample is not weighed for characteristics other than those that form the standard 

groups. If the population size is to be estimated based on the audience research, then SKO 
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recommends using the daily sample for the first day that changes in population sizes or 

demographics become effective for the estimation. 

 

 

3.11 WATCHING IN SOMEONE ELSE’S HOUSE 
 

Only total viewing behaviour may be reported in publication in a generally accessible medium 

aimed at a general public other than a specific client or client groups (press, professional 

publications, public websites). Base viewing behaviour and viewing behaviour in someone else’s 

house may be reported in addition to total viewing behaviour for technical, analytical or evaluative 

purposes, provided the reason for inclusion is clearly indicated in the publication. Moreover, it must 

be clearly stated that what is being presented is only base viewing behaviour or viewing behaviour 

in someone else’s house, and not the total viewing behaviour (at home and in someone else’s 

house). 

 

3.12 MINUTE OVERLAP 
 

When viewing time is calculated based on the sum of the durations of programs and/or spots (e.g. 

viewing time per program genre), minutes may be counted twice (see § 1.1.1). In these instances, 

the possibility of minute overlap should be mentioned. 

 

3.13 ROUNDING OFF RESULTS 
 

With respect to rounding off, the following apply in all reportage: 

• absolute numbers should be published as whole thousands, 

• percentages should be published to a maximum of one decimal place. 
 
 

3.14 TWIN SPOTS 
 

Twin spots are composed by two or more parts (main spot and tail(s)/tag on(s)). These parts can be 

separated within the break by broadcast of spots of other advertisers. Twin spots are defined as 

spots with the same contract number within the break in the daily SPL files.  

 

The field contract number comes originally from planning information and it is subjected to daily 

checks by the Nielsen Company since 15-07-2014. 

 

Contract number should always be used to report linked twin spots from September 1st 2014. If the  

contract number is not present in the data after redelivery, a twin spot may be defined as spots with 

the same Brand and Advertisers ID-numbers within the break. 
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4 RECOMMENDED RULES 

 

4.1 RECOMMENDED RULES SKO TOTAL VIEWING 

 

In addition to the mandatory calculation and reporting rules, SKO has developed recommended 

procedures for defining less central results. They are intended to increase agreement in the market. 

 

4.1.1 RESULT TYPES USED BY SKO 

The result types defined in this section are employed by SKO on the web site and in publications 

such as the annual report. 

 

Profile 

The profile gives the composition of the audience with respect to one or more relevant variables, 

expressed in percentages. Percentages are usually given for the target group TOT 6+ or TOT 13+. The 

term 'viewer' can be defined based on audience ratings or reach. The most clear-cut profile is one 

with mutually exclusive categories that together total 100%.  

 

For example: 160 people aged 6 years and older watched a broadcast. This group is composed of 

120 women and 40 men. The profile for this broadcast for the variable sex is thus: women 75% and 

men 25%. 

 

Top list 

SKO uses the following criteria for top lists: 

 Only actual programs (program type = 1) are included in the top list. 

 Only programs lasting 10 minutes or longer are included in top list. The minimum length for 

programs in top lists for children (6-12 years) is 5 minutes. 

 Individual program titles can only occur once per channel in a top list. For programs that are 

broadcast a number of times, only the episode with the largest audience is included in the 

top list. 

 Ranking is based on audience ratings. 

 When two programs have the same audience rating (to 6 decimal places), ranking is 

determined by program length: the shorter the program, the lower the ranking.  

 For programs interrupted by advertising, the average audience rating excluding advertising 

is used. 

 The average of the first and second halves (and overtime) is taken for football matches.  
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Station reach over several days 

In determining station reach over several days (e.g. week or month reach), SKO follows the rule that 

watching for the number of minutes that determine reach must occur on a single day.         

For example: To be included in the 15 minute week reach a viewer must have watched the station 

concerned for 15 minutes on a single day. Watching a station for 5 minutes a day on three different 

days is not sufficient. 

 

4.1.2 OTHER RESULT TYPES 

In addition to the result types used SKO, other result types are often in use in the market. This section 

provides an overview of these result types. 

 

Fraction 

The average portion of a broadcast that was watched by people who watched at least a specified 

portion of the broadcast (‘fraction minimum’; a minimum percentage or number of 

minutes/seconds). A fraction of 100% means that all viewers watched the entire broadcast. The 

portion of a broadcast that must be seen can be specified.  

 

For example: The specified fraction minimum is 2 minutes. Viewers who watched at least 2 minutes 

of a 32-minute long program watched, on average, 8 minutes of the program. The fraction is thus 

25%. 

 

4.1.3 OTHER SKO RECOMMENDATIONS 

 

Overlap / Duplication Live  

The percentage of people who watched at least a specified portion of a broadcast or time slot (a 

minimum percentage or number of minutes/seconds) and the same portion of another broadcast 

or time slot. The broadcasts/time intervals slots do not have to follow one another. 

 

For example: The specified minimum portion is 50%. An overlap of 45% for episode 1 of a new series 

with episode 2 means 45% that of those people who watched at least half of the first episode also 

watched at least 50% of the second episode. 

 

Selectivity index  

The relationship between an outcome in one target group with the outcome in the reference target 

group, multiplied by 100. This can be based on audience rating as well as on reach. The selectivity 

index for the reference target group is 100. 

For example: A program produces an audience rating of 10% in the target group TOT 6+, 15% in the 

target group women 20-34. The selectivity index for the target group women 20-34 in relation to the 

target group TOT 6+ is 150. 

 

Reach for a station combination 
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To be included in reach for a combination of stations (e.g. the public stations, the commercial 

stations or total TV) a viewer must have watched the stations in the combination for the specified 

total number of minutes. As from 01-01-2017 there is no lower limit for the reach requirement. 

 

Viewing time / Broadcast time 

To avoid minute overlap, SKO advises whenever possible using a time slot analysis to determine 

viewing time, instead summing the lengths of programs and/or spots.   

Calculating viewing and/or broadcast time based on the starting and ending minutes of programs 

can result in minutes being counted twice. This is because Nielsen assigns the end times for 

programs that fall within a minute (e.g. program or station announcements, promo’s of station id’s) 

to the next whole minute. The same minute is then assigned as the first minute of the following 

program. 

The broadcast time for advertising spots can be precisely determined by adding together the actual 

lengths of the spots. However, for other broadcast elements. The actual broadcast time cannot be 

exactly determined. The only possibility of approximating this is to add up the lengths of broadcast 

elements, determined by the difference between the starting minute and the ending minute. The 

more elements of under a minute in length that are included in the summation, the greater the 

chance of imprecision in the approximation of broadcast time. A better approximation of the actual 

broadcast time can be achieved by taking program types or genres separately, reducing the chance 

that broadcast elements will follow other broadcast elements included the summation within a 

minute, thereby reducing the chance that minutes will be counted twice. 

 

Population size 

SKO advises against using population sizes other than those published by SKO for the 53 standard 

target groups. The sample is not weighed for characteristics other than those that form the standard 

groups. If population sizes are to be estimated based on the audience research, then the daily 

sample for the first day that changes in population sizes or demographics become effective should 

be used for the estimation.  

 

Reach for porgram types 2 - 5 and 8 

Program types: 

2 = promotional videos 

3 = billboard 

4 = postbus 51 

5 = advertising 

8 =  station id 

 

In the raw data from the audience research, these program types are included as separate programs. 

Because these program types, in terms of duration and purpose, resemble spots more than 
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programs, SKO recommends calculating reach for these program types using the same method used 

for calculating spot reach: the viewing probability model.  
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4.2 ADDITIONAL RECOMMENDED RULES FOR THE USER REPORT ‘VIEWING BEHAVIOUR 

LIVE’ (TU) 
 

From January 1, 2008, SKO will include time shifted viewing behaviour in calculations of the total 

viewing. It will still be possible to calculate results without including time shifted viewing behaviour 

(report type: Live). SKO has also developed a supplementary set of recommended procedures for 

these result types. 

 

The procedures laid out above in the recommended rules for the total viewing (see § 4.1 

Recommended rules SKO total viewing) apply to the calculation and user reportages of the report 

type ‘Live’ used by SKO. However, only the VWGwwwwd.DAT file (without time shifted viewing). 

Please note that in this case the marked portion of the data in the categories ‘Video’, ‘DVD’ or ‘HD’ 

(see Appendix §1: Definitions). 

 

In Table 4.1 below, the recommended total viewing rules that should be used for the calculation 

and/or user reports of audience ratings ‘Live’.. 

 

TABLE 4.1 USE OF SKO RECOMMENDED TOTAL VIEWING RULES FOR ‘LIVE’ USER REPORT. 

 

Report type: Total viewing 

See: 

Live (TU) Recommended 

rule 

Recommended    

Profile 4.1.1 √ See 4.1.1 

Top list 4.1.1 √ See 4.1.1 

Block factor  √ 4.2.1 

Fraction 4.1.2 √ See 4.1.2 

Inheritance X √ 4.2.2 

Persistence X √ 4.2.3 

Overlap/ Duplication 4.1.3 √ See 4.1.3 

Selectivity index 4.1.3 √ See 4.1.3 

Station combination reach 4.1.3 √ See 4.1.3 

Viewing time/ Broadcast time 4.1.3 √ See 4.1.3 

Population size 4.1.3 √ See 4.1.3 

Co-viewing n/a √ 4.2.4 

Billboards reach 4.1.3 √ See 4.1.3 

 

The dark grey cells in the table indicate that mandatory rules apply. SKO also advises using the 
guidelines laid out in this document for result and report types indicated in the light grey cells. 

√ = SKO has established a rule for this result type in the report type concerned 

X = SKO advises against using this result type in the report type concerned 

To avoid ambiguity in the audience figures, SKO requires that what is being reported and on what the 
outcomes are based always be precisely indicated. 
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The rules below are intended for use with a data set ‘Live’ (file name; time shifted viewing is not 

used). 

 

4.2.1 BLOCKFACTOR LIVE  

The block factor is the relationship between the audience rating for an advertising block and the 

(average) audience rating of the surrounding programs (program segments). The block factor 

provides an indication of which portion of the audience of the surrounding programs also watched 

the advertising block.  

 

For example: Two segments of a specific program together have an audience rating of 10%. The 

intervening advertising block has an audience rating of 8%. The block factor is then 80%.  

 

If the average audience rating of the surrounding program segments is zero, the block factor cannot 

be calculated. A block factor over a number of blocks can be determined by averaging the block 

factors without weighting for the length of the blocks or by averaging the block factors with respect 

to the number of GRPs in the blocks. 

 

4.2.2 INHERITANCE LIVE  

The percentage of people who watched at least a specified portion of a broadcast (a minimum 

percentage or number of minutes/seconds) as well as the same portion of the preceding broadcast.  

The portion of a broadcast that must be seen can be specified independently and is not coupled to 

the reach requirement. Inheritance is often calculated for actual programs only (program type = 1). 

Advertising blocks, Postbus 51 spots, promotional spots, billboards, station id’s and static preceding 

the program are ignored 

 

For example: The specified minimum portion is 50%. An inheritance of 21% for program A means 

that of those people who watched 50% or more of program A, 21% also watched at least 50% of the 

preceding program B. 

 

4.2.3 PERSISTENCE LIVE  

The percentage of people who watched at least a specified portion of a broadcast (a minimum 

percentage or number of minutes/seconds) as well as the same portion of the following broadcast.  

The portion of a broadcast that must be seen can be specified independently and is not coupled to 

the reach requirement. Persistence is usually calculated for actual programs (program type = 1). 

Advertising blocks, Postbus 51 spots, promotional spots, billboards, station id’s and static preceding 

the program are ignored.  

 

For example: The specified minimum portion is 50%. A persistence of 40% for program A means that 

of those people who watched 50% or more of program A, 40% also watched at least half of the 

following program B. 
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4.2.4 CO-VIEWING (WATCHING TELEVISION TOGETHER) LIVE 

Co-viewing occurs when at least one person from a target group watches television on the television 

set at the same time as one or more persons from the same or another target group. This means that 

the viewing behaviour of persons co-viewing is located in the same viewing record in the raw data.  

 

Co-viewing is limited to base viewing behaviour (viewing behaviour at home). By definition, then, 

co-viewing is not possible in single-person households, only in households with more than one 

member. Percentages and means can refer to all persons in a target group or only to those persons 

in a target group from households with more than one member. If audience ciphers only refer to 

individuals from households with more than one member, this fact must be clearly stated in the 

reportage. 

 

In principle, all result types can be calculated for co-viewing behaviour. The level of analysis remains 

the level of individual household members. The results will always refer to individuals in a specified 

target group who meet the condition of co-viewing with one or more persons in one or more specific 

target groups. Target groups can be freely defined and must be described in the reportage. 
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4.3 ADDITIONAL RECOMMENDED PROCEDURES FOR REPORTING ‘TIME SHIFTED VIEWING 

BEHAVIOUR’ (TSV) 

 

It is also possible to report separately on time shifted viewing behaviour. This report type refers to 

viewing behaviour at a time other than the moment of broadcast. The procedures laid out above in 

the recommended rules for the total viewing (see § 4.1 Recommended rules SKO total viewing) can 

be applied to the calculation of most report types for time shifted viewing behaviour. However, only 

the data in the time shifted viewing files (UGKwwwwd.DAT) are used.  

 

In practice, the actual difference in the use of these file for UGK reports  is that the viewing moment 

is determined using the actual viewing moment (the moment that the video, DVD or HD recorder is 

used). What is being watched is determined using the moment to which the viewing behaviour is 

assigned in the total viewing (the broadcast moment for the broadcast seen). 

 
TABLE 4.2 USE OF SKO RECOMMENDED TOTAL VIEWING RULES FOR ‘TIME SHIFTED VIEWING’ REPORTAGE 

 

Report type: Total viewing 

See: 

Time shifted viewing 

(UGK) 

Recommended rule 

Recommended    

Profile 4.1.1 √ See 4.1.1 

Top list 4.1.1 √ See 4.1.1 

Block factor X X X 

Fraction 4.1.2 √ See 4.1.2 

Inheritance X X X 

Persistence X X X 

Overlap/ Duplication 4.1.3 √ See 4.1.3 

Selectivity index 4.1.3 √ See 4.1.3 

Station combination reach 4.1.3 √ See 4.1.3 

Viewing time/Broadcast time 4.1.3 √ See 4.1.3 

Population size 4.1.3 √ See 4.1.3 

Co-viewing* n/a √ See 4.2.4 * 

Billboard reach 4.1.3 √ See 4.1.3 

• N.B.: For the calculation of the result type  “Co-viewing” the rule recommended for ‘Live’ user 
reportage applies; however, only the time shifted viewing files (UGKwwwwd.DAT) are used. 

The dark grey cells in the table indicate that mandatory rules apply. SKO also advises using the 
guidelines laid out in this document for result and report types indicated in the light grey cells. 

√ = SKO has established a rule for this result type in the report type concerned 

X = SKO advises against using this result type in the report type concerned 

To avoid ambiguity in the audience figures, SKO requires that what is being reported and on what the 
outcomes are based always be precisely indicated. 

 Voor de eenduidigheid van de cijfers, verplicht SKO altijd precies te vermelden dat er gerapporteerd 
wordt over resultaten uitgesteld kijken. 
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APPENDIX 1  DEFINITIONS  
 
1. AUDIENCE BEHAVIOUR IN THE TOTAL VIEWING (CURRENCY) 

 

From January 1, 2008, time shifted viewing of stations, programs and spots will be included in the 

Total Viewing. Time shifted viewing behaviour is measured on the day of the actual broadcast (= day 

0) and the six days that follow. This means that the audience figures for a specific day 0 can only be 

finalized after day 6.  

 

‘Overnight’ ratings are the only provisional or interim reports allowed for publication purposes. 

Overnight ratings are audience figures for the day of broadcast: results at the moment of broadcast 

(day 0) + time shifted viewing on day 0 (VOSDAL). In order to calculate and report overnight results, 

the calculation and reporting rules for the total viewing should be used. In this calculation only the 

VWGwwwwd.DAT and UGKwwwwd.DAT of day 0 should be used. When reporting, it must always be 

explicitly stated that these are provisional or interim figures and that they deal with viewing 

behaviour ‘Overnight’ (KDU).  

 

Result types ‘LIVE’ (TU) 

Viewing behaviour ‘Live’ or on the day of broadcast is equivalent to the total viewing as reported by 

SKO until December 31, 2007; that is to say, without time shifted viewing behaviour. In the reportage, 

viewing programming previously recorded on a VCR or DVD player or hard drive is reported, 

respectively, as ‘Video’, ‘DVD’ or ‘HD’ audience behaviour. 

 

Time shifted viewing behaviour (UGK) result types 

Time shifted viewing behaviour involves the viewing of programs and spots at a time other than the 

moment these programs and spots were actually broadcast. In the data as made available by SKO, 

time shifted viewing behaviour is measured in the day of broadcast and the six days that follow. 

Delayed viewing that occurs after this period is reported as ‘Video’, ‘DVD’ or ‘HD’ viewing behaviour. 

 

2. CHANELS IN THE DUTCH AUDIENCE BEHAVIOUR MEASUREMENT 

 

The raw data files consist of different channel types. For an overview of all channels, see Appendix 

6. 

 

Standard channels: Publication is allowed for standard channels that are included in the full or 

limited audit. Reportable items for full audit channels are: Time slots, programs and spots. 

Information on programs broadcasted on limited audit channels may not be reported.  
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SKO Light-channels: The results of the SKO-Light channels may only be published when a certain 

reach criterion has been met (see Appendix 7). When publishing the results,  only reports on reach 

and cumulative campaign GRPs are allowed. 

 

Other channels: Only provisional or interim reports are allowed for the remaining channels 

included in the raw data. Publication of the results of these channels is not allowed. 

 

 

FIGURE 5.1.  

 Reports on Publication allowed 

on 

 Time slot Spot  Program  

Standard Channels Full 

audit   

√ √ √ Ratings 

Standard Channels 

Limited audit 

√ √ X Ratings 

SKO Digital-Channels √ X X Reach and GRPs 

(campaigns) 

Rest √ X X Interim 

 

 

3. AUDIENCE RESEARCH FILES 
 
3.1.RESPONDENT DATA FILES  

Two sorts of data files with viewing records are used in the audience research. The table below 

indicates which data files must be used in the calculation of result types. 

TABLE 5.1. 

 

Summary of data use and 

data files 

 

Result Files used  

Total viewing VWGwwwwd.dat  UGKwwwwd.dat from day 0 and the following 6 days 

Broadcast day VWGwwwwd.dat  UGKwwwwd.dat from day 0  

Live (TU) VWGwwwwd.dat  No 

 

Coupled with the introduction of UGK files in the audience research is a major change in the VWG 

files. Viewing records with the station code Video, DVD or HD in the VWG file could represent time 

shifted viewing behaviour. To avoid their being counted twice in the total viewing, records (DVD/HD 

or Video) that represent time shifted viewing will be tagged in the VWG file.  

 

The viewing records in the VWG file marked as time shifted viewing should not be included in 

calculations of the total viewing. The schematic in Figure 5.1 illustrates why this is the case. 
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De kijktrajecten in de VWG file met een markering dienen bij berekeningen over het KijkTotaal niet 

meegenomen te worden. In figuur 5.1 is schematisch aangegeven waarom op een dergelijke manier 

met Uitgesteld Kijken moet worden omgegaan. 

 

FIGURE 5.2 AN EXAMPLE OF THE USE OF VIDEO, DVD OR HD VIEWING RECORDS IN THE VWG-FILE 

 Day        

 Rapportage UGK data over Monday in de file from:     Total viewing 

 Mo Tu We Th Fr Sa So Total 

Station A 100 10 10 0 0 0 0 120 

Station B 

 

80 
 

0 0 0 10 0 10 100 

HD UGK  10 n/a n/a n/a n/a n/a n/a 0 

DVD rented 10 n/a n/a n/a n/a n/a n/a 10 

 200 10 10 0 10 0 10 230 

         

Market share                               

 Monday Monday    Marked viewing behaviour in VWG file not 

 Total viewing Live  used in total viewing as it has already been 

Station A 52% 50%    assigned to an earlier broadcast moment! 

Station B 43% 40%            

HD UGK 0% 5%        

DVD rented 4% 5%        

            

HD/DVD total 4% 10%        

 

 

In the calculations of the total viewing, Monday’s HD viewing behaviour (ten minutes) has been 

assigned to an earlier moment (to the day of the original broadcast of the material watched) via the 

UGK file. Thus, the ten minutes are included in the results from another day. They are included in 

the VWG file for the calculations of ‘Live’ (TU) results, which only concern audience behaviour at the 

moment of broadcast. At that moment, the ten minutes of HD viewing are attributed to the station 

‘HD’.  

 

3.1.1   VIEWING STATEMENTS  

television, including when and for how long they watched, which television set they used and which 

station they watched. This information is contained in viewing records. Each viewing record 

represents an unaltered situation: the same person(s) watching the same station on the same set. 

When the situation changes (for example, when someone stops watching, someone new starts 

watching or the channel is changed), a new viewing record beings.  

 

Television activity for which no viewer is indicated is not included in the raw data. As of April 1, 2003, 

unidentified use of the television screen is no longer included in the raw data.  
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The files do include the viewing of material (both pre-recorded and self recorded) on video (VCR), 

DVD and Hard disk recorder. This includes viewing records that are marked to indicate they 

represent time shifted viewing. These viewing records also occur in the UGK file and in general (see 

above), should be ignored in the VWG file.  

 

SKO determines which stations are assigned their own station codes. All other stations are 

combined under a single code: Rest. In total, more than 64 stations (incl. video, DVD and ‘Rest’) are 

reported on. A station table is made available each day listing the stations that appear in the raw 

data on that day. An up-to-date overview of all stations can be found at www.kijkonderzoek.nl. The 

viewing of Teletext pages is assigned to the station from which the pages were accessed). 

 

3.1.2  TIME SHIFTED VIEWING FILES  

From January 1, 2008, the UGKwwwwd.DAT file will contain data on the time shifted viewing of self-

made video, DVD or hard disk recordings of television broadcasts. Before this date, this file only 

contains data on time shifted viewing of self-made video recordings of television broadcasts.  

 

New file specifications: 

• The daily file contains data on the time shifted viewing of programs broadcast in the 

preceding seven days. For example: the daily file for May 22 contains the records of time shifted 

viewing of all programs recorded from May 14 on. 

• The file with time shifted viewing behaviour is supplementary. Time shifted viewing 

behaviour (via Video, DVD or HD recorder) is also included in the raw data as audience behaviour for 

the day on which the viewing took place (see Appendix 1, § 3.1). 

• If someone watches a program two times in the week following the broadcast, this time 

shifted viewing will be reported in the UGK file. 

 

3.1.3   BACKGROUND CHARACTERISTICS  

The file DEMwwwwd.DAT contains panel members’ background characteristics as measured in the 

base and product interviews or as establish at other moment during the year, which can be used to 

define target groups.  

 

A file with the description and positions of the demographics, DEMwwwwd.COD, is delivered daily. 

This file contains a count of all characteristics for the daily sample concerned. In addition to 

background characteristics, the DEMwwwwd.DAT file contains a weight factor that is equivalent to 

the weight factor in the WGT file (see § 3.1.4 below). 
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3.1.4   WEIGHT FACTORS  

The file WGTwwwwd.DAT contains the daily weight factor for the panel members. The weight factor 

is composed of 8 positions, of which the last should be read as a decimal value. A projection factor, 

by which the number of panel members is projected on to population sizes, is already included in 

the weight factor. Thus, the sum of the weight factors for one day gives the population size. Panel 

members who do not appear in the WGT file have a weight factor of zero.  

 

The composition of the audience panel can vary daily because of panel members leaving and new 

members being added, technical problems, vacations, etc. To compensate for these fluctuations, 

weighting must be carried out on a daily basis. As a result, each day, each respondent aged three 

and older has a separate weight factor. 

 

 

Until 2004, in addition to standard reports, Intomart GfK provided reference reports on a daily, 

weekly and monthly basis.  These were primarily intended to allow parties using the raw data to run 

checks on the data.  The reference reports contained audience ratings and viewing times calculated 

to six decimal places. Market share was rounded off to 1 decimal place.  All results in the reference 

reports were given for the target groups 3+, 6+ and 13+.  As from 2007, a daily quarter report is 

provided as a reference, with the audience ratings for the target groups 3+, 6+ en 13+. From 1-1-2008 

this report is provided for the result types Common Currency as well as for Overnight. 

 

From 2-7-2012 new controle figures  are inlcuded in the  STA en STAU files. The purpose of the check 

digit is to verify that the software has loaded the complete viewing file (VWGwwwwd.DAT)   including 

the weighting file (WGTwwwwd.DAT).  Before the check digit contains the TV rating for target group 

3+, time slot 02:00-26:00 per channel. This is changes to a check digit that is calculated by the sum 

of the viewing statements multiplied by the weighting factor per channel. This new check digit is 

more accurate as the current check digit that is rating based is rounded to 6 decimals.  

 

For the change over from summer to winter time when the first hour from 02:00-03:00 appears twice 

and it is reported 01:00-02:00 in the VWGwwwwd.DAT, these viewing statements are also counted 

within de controle values (check digits). 

 

 

3.2. BROADCAST DATA FILES 

 
3.2.1 PROGRAMS  

The file jjjjmmdd.PRL contains information on all program types (these include programs, 

promotional videos, billboards, Postbus 51, advertising block, home shopping, station id’s and 

static) broadcast on the coded stations (an up-to-date overview of all stations is available at 

www.kijkonderzoek.nl) on the day in question. In addition to the title, the starting and ending 
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minute of the broadcast element and program type, this file contains the SKO codes. In addition, a 

variable is available that indicates which program segments belong together. There is also a serial 

number per broadcast element per station per day. 

From 1-1-2011 on this file also includes an additional field for programme title. This field contains 

the programme title that the stations provide on their pre-log files. This title is not harmonized by 

The Nielsen Company. From 1-1-2011 more information on promos is available. New fields Promo 

Type Id, Promoted day, Promoted channel ID have been added. Programme titles are added in the 

files Secondary and Tertiary programme titles in case the promo refers to more than one channel. 

From 1-1-2012 the duration (in seconds) of promo’s and other programme types on the PRL file has 

been added. 

 

3.2.2 SPOTS  

The file jjjjmmdd.SPL contains data on all the spots broadcast on the coded stations on the day in 

question. In addition to the station and block codes, the numbered position of the spot in the block, 

the spot identification code, the starting minute and actual length of the spot, the file includes 

variables concerning the commercial (commercial type, length, film number, the ID harmonised by 

Nielsen – the TV Times ID), the commercial’s title given by the exploitant, the 30 seconds tariff (if 

provided by the sales houses)  and the harmonised name used by the mediating media bureaus. 

From 1-1-2011 on this file also includes the Emission Kind field. Events may be broadcast in different 

formats, this new field allows to distinguish between the following formats: Full Screen, Split Screen, 

Ident, Crawl Add and Banner Ad for all elements with an TVTID. 

From 1-1-2011 Nielsen register billboards with an exclusive TVTID. This billboards may be also found 

in the SPL files. 

 

3.2.3 CLASSIFICATION OF COMMERCIALS 

  

The file jjjjmmdd.cla contains information on the commercial broadcast on the day in question that 

can be used to classify the broadcast spots.  Per TVTID, the file includes the link of the reference 

commercial, its harmonized title and harmonized information on the product advertised in the 

commercial (brand, sub-brand, product name, branch and advertiser).  

Since 1-1-2011 and for billboards, this file can also contain multiple advertisers and products per 

TVTIDs. For this reason a new field has been added to the file (MultipleProdcut). Since 1-1-2011, the 

field ProductSequenceNumber has been deleted from the CLA file. 

TVTID’s have a product (combination of brand-subbrand-productname) and an advertiser assigned 

to it, which is presented in the CLA. Since the product’s advertiser can change over time, due to 

companies take overs, the structure of the CLA-file changed from 1-7-2012. In the new file structure 

it is possible to assign a new advertiser to an existing product with a valid from date. 

 

From 1-7-2012 the full list of TVTID’s and their respective information, will be supplied in one file (the 

COMPLETECLA) on a monthly basis.  
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APPENDIX 2 CALCULATION OF SPOT REACH USING A PROBABILITY MODEL 
 

 

1. INTRODUCTION 

Different forms of analyses carried out on the same data should yield the same values for a specific 

result type. Moreover, related result types should yield values that stand in a logical relationship to 

one another. When these conditions are not met, it can create confusion for the user. For this reason 

a continual focus on definitions and methods of calculation is warranted.  

There does not seem to be much of a problem in arriving at a uniform reporting with respect to the 

determination of an item such as audience rating. However, guaranteeing a similar logical 

coherence for the result “net reach” is more problematic. In fact, these two result types are related; 

the viewing frequency distribution and the related reach for a series of spots yield a number of GRPs, 

which is equal to the sum of audience ratings. It does not seem that determining spot reach should 

be anymore difficult that determining audience rating, all the more since the spot reach after one 

broadcast should be equivalent to the audience rating for that broadcast.  

The problems that arise are a consequence of choices made in arriving at a definition. There is a 

single, generally accepted definition of audience rating, although it is perhaps less transparent than 

it may appear. As will become apparent, however, there are several definitions of net reach in use, 

leading to differences in methods of calculation and, consequently, to differing results.  

In the Dutch television audience research, a definition of spot reach has been chosen that is logically 

consistent with the definition of audience rating.  

 

2. SPOT REACH AND TIME SHIFTED VIEWING   
In the audience research, spot reach is calculated via the probability model. This is done to maintain 

the relationship between audience ratings, the number of GRPs and contact frequency, even when 

audience rating is measured on a continuous basis (viewing duration method). In the sections that 

follow, we examine how this relationship comes into being and how calculating spot reach using the 

probability model can guarantee this relationship. 

From January 1, 2008, time shifted viewing behaviour is included in the total viewing. This means 

that audience ratings of over 100% could be achieved, at which point the definition of viewing 

possibilities and the spot reach formula will not be applicable in analyses of data including time 

shifted viewing. Consequently, the spot reach formula can only be calculated based on the viewing 

moment of the time shifted viewing. 

In contrast to the treatment of time shifted viewing in other result types, in the calculation of spot 

reach, time shifted viewing is not assigned to the original broadcast moment. When the delayed 

viewing of a spot takes place at a specific time, it is assumed that this viewing moment creates a 

new contact moment. 

Thus, this result type must always be calculated based on the viewing moment, using the WVG file 

in combination with the UGK file.   
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FIGURE 6.1: EXAMPLE OF THE TREATMENT OF TIME SHIFTED VIEWING BY PROGRAMS AND TIME SLOTS. 

 

 

FIGURE 6.2: EXAMPLE OF THE TREATMENT OF TIME SHIFTED VIEWING BY SPOTS AND TV ADVERTISING CAMPAIGNS. 

 

Campaign X with 2 spots: 

 

1-7,  Nl1,  20.00.00-20.00.59 

1-7,  RTL4,  21.00.00-21.00.59 

 

Viewers: 

 

Resp 1: seen           A    1-7, NL1,  20.00.00-20.00.23 = 24”  

             B    1-7, RTL4, 21.00.00-21.00.11 = 12”  

 

 

Resp 2: seen           B 1-7, RTL4, 21.00.00-21.00.59 = 60”    

And spot B also time shifted viewed two days after broadcast:    

     

 -> This becomes a new contact for  calculation purposes, we call it 

 

seen       B time shifted viewed  3-7, RTL4, 16.00.00-16.00.29 = 30”  

 

Resp 3:  has not seen the campaign 
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Method: 

In order to bring calculation and reporting together we need the following information: 

Spot                A           B           B-TSV         

Resp1         0.4        0.2        0.0          

Resp2             0.0        1.0        0.5   

Resp3             0.0        0.0       0.0                        

 

Calculation according to calculation rules: 

(Weighting is ommited in this example) 

  A  (1-7, Nl1)     B  (1-7, RTL4)     B-TSV  (3-7, RTL4)     

  
viewing 
moment p1 q1 

viewing 
moment p2 q2 

viewing 
moment p3 q3 

Resp 1 24 0.4 0.6 12 0.2 0.8 0 0 1 

Resp 2 0 0 1 60 1 0 30 0.5 0.5 

Resp 3 0 0 1 0 0 1 0 0 1 

  24     72     30     

100(%)*sum/3 Sec A 13.3% Sec B 40.0% Time shifted 16.7% 

Rating 0.4*0.33 = 13.0%   0.2*0.33+1*0.33 = 40.0% 0.5*0.33 = 17.0%   

 

Sum GRPs = 13%+40%+17% = 70% 

Number of spots viewed A, B en B TSV (Total viewing, 1+): 

  f(0,1)  f(1,1)  f(0,2)  f(1,2)  f(2,2)  f(0,3) f(1,3) f(2,3) f(3,3) 

  q1 p1               

Resp 1 0.6 0.4 0.48 0.44 0.08 0.48 0.44 0.08 0 

Resp 2 1 0 0 1 0 0 0.5 0.5 0 

Resp 3 1 0 1 0 0 1 0 0 0 

  2.6 0.4 1.48 1.44 0.08 1.48 0.94 0.58 0 

100(%)*sum/
3 86.7% 13.3% 49.3% 48.0% 2.7% 49.3% 31.3% 19.3% 0.0% 

 

Net reach = f(1,3)+f(2,3)+f(3,3) = 31.3%+19.3%+0.0% = 50.7% = 1-49.% = 1- f(0,3) 

From the frequency distribution we have = 1 x f(1,3) + 2x f(2,3)+ 3x f(3,3) =1x 31.3% +2x 19.3% +3x 

0.0% = 70% = sum GRP’s 

 

Reach building 

 

Total respondents 

Frequency class 0 1 2 3 Sum (horizontaal) 

Spot in the schedule      

A 0.867 0.133     1 

B 0.493 0.48 0.0267   1 

B TSV 0.493 0.313 0.1933 0 0.973 

Grps 0 0.3 0.4 0 0.7 

  

 

 



  

 

Pagina 59 van 74 

 

Rapporting (total, by each spot) 

 

  
SPOT A 

 
SPOT B 

 
TSV 

SPOT B- TSV 
CURRENCY 

SPOT A, B and B-TSV 

  p1 q1 p2 q2 p3 q3 q1 * q2 * q3 

Rp1 0.4 0.6 0.2 0.8 0 1 0.48 

Rp2 0 1 1 0 0.5 0.5 0 

Rp3 0 1 0 1 0 1 1 

Sum 0.4 2.6 1.2 1.8 0.5 2.5 1.48 

Sum/3 
(=rating %)    0.133       0.867     0.400       0.600      0.167      0.833           0.493  

Net Reach   13.3%   40.0%   16.7% 50.7% 

Not reached   86.7%   60.0%   83.3%  49.3% 

 

  SPOT A SPOT B SPOT B- TSV 
OVERNIGHT 
SPOT A and B  

  p1 q1 p2 q2 p3 q3 q1 * q2  

Rp1 0.4 0.6 0.2 0.8 0 1  0.48 

Rp2 0 1 1 0 0.5 0.5  0 

Rp3 0 1 0 1 0 1  1 

Sum 0.4 2.6 1.2 1.8 0.5 2.5 1.48 

Sum/3 
(= rating 
kdh%)   0.133       0.867     0.400  

    
0.600      0.167      0.833                              0.493  

Net Reach   13.3%   40.0%   16.7% 50.7% 

Not reached   86.7%   60.0%   83.3%  49.3% 

  

Total campaign can be reported as follows. 

  

     TOTAL VIEWING OVERNIGHT        TSV 

1+Reach    50.7%   50.7%          16.7% 

 

 

Reach after Spot A  

 

 Spot A 

  p1 q1 

Rp1 0.4 0.6 

Rp2 0 1 

Rp3 0 1 

Som 0.4 2.6 

Sum/3 (= rating%) 
   

0.133       0.867  

Net Reach   13.3% 

Not reached   86.7% 

 

After Spot A   =    Rp1*0.4 + Rp2*0.0 + Rp3 * 0.0 = 0.4    

GRPs = Sum/3 (= rating%) = 0.4/3 = 0.133 
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      TOTAL VIEWING  OVERNIGHT    TSV 

Reach after spot A. (1-7, NL1, 20.00.00-20.00.59)    13.3%       13.3%        0.0% 

 

Reach after Spot B 

  SPOT A SPOT B SPOT B- TSV SPOT B and SPOT B-TSV 

  p1 q1 p2 q2 p3 q3 q2*q3 

Rp1 0.4 0.6 0.2 0.8 0 1 0.8 

Rp2 0 1 1 0 0.5 0.5 0 

Rp3 0 1 0 1 0 1 1 

Som 0.4 2.6 1.2 1.8 0.5 2.5 1.48 

Sum/3 
(= rating%) 

   
0.133  

     
0.867  

   
0.400  

     
0.600  

    
0.167      0.833      0.493  

Net Reach   13.3%   40.0%   16.7% 50.7% 

Not reached   86.7%   60.0%   83.3%  49.3% 

 

By the calculation of the reach of spot B and B Time Shifted Viewed  we treat B and B-TSV as separate 

events: 

 

Rp1*0.4 + Rp2*0.0 + Rp3 * 0.0 (reach SPOT A) + Rp1 0.2 + Rp2 1 + Rp3 0.0 (reach SPOT B) + Rp1 0.0 +  

Rp2 0.5 0 + Rp1 0.0 (reach SPOT B-TSV) = 0.4 + 1.2+ 0.5 = 2.1 

GRPs = Sum/3(=kdh%) = 2.1/3 = 0.70 

Net Reach = 50.7% 

 

      TOTAL VIEWING   OVERNIGHT      TSV 

Reach after spot B. (1-7, RTL4,21.00.00-21.00.59) 50.7%  50.7%      40.0% 

 

 

TOTAL VIEWING 

  GRPs Total 1+ 2+ 

After A  13.3 13,3  13.3  

After B  70.0 50.7  31,3  19.3 

  

 

3. AUDIENCE RATING AND VIEWING PROBABILITIES  
Measuring audience levels is done by observing at specific moments - measurement moments - 

whether a person is watching a broadcast - viewing moments. It is commonly accepted that saying 

a program has an x% audience rating means that x% of people have watched it. However, there is 

no basis for such a formulation in the definition. What does “watched it” actually mean. In theory, 

this can vary from a single viewing moment to watching the entire program. 

The method of calculating audience rating takes into account the length of time a respondent has 

watched a broadcast: two respondents each see half of a program or one watches the entire 

program and the other does not see any of it; both situations yield a 50% audience rating. This is 

because calculation is carried out - for good reasons - on viewing and measurement moments. 
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The ratio of viewing moments and measurement moments for one person is a relative viewing 

volume that we will hereafter refer to as viewing probability. The term probability is appropriate 

because we are dealing with a statistical probability that a measurement moment will be a viewing 

moment. If the measurement moments form a representative sample of all possible measurement 

moments in the universe, formulas for calculating probability, and in particular, estimation formulas 

can be applied. 

In the following formula, the viewing probability for a single respondent is represented by the letter 

p. The letter K represents all viewing moments k for that person in a broadcast, and the letter M for 

all of the measurement moments m. Thus, for a person i: 

 
i

i

i

i

i
M

K

m

k
p 




 

Furthermore, we can introduce the letter qi to represent the compliment of pi, the probability of 

non-viewing: 

 qi = 1 - pi = 
i

ii

M

KM 
 

The precision of the measurement of viewing probability is dependent on M, the frequency of 

measuring moments, which can be compared to the size of the sample. There are several 

alternatives available; but in this discussion we will distinguish between the crude “snap shot” 

method and the more precise “total viewing time” method. 

In practice, the lowest frequency used in television research is one measurement moment per 

minute, the snap shot method. Using this method, one station can be assigned per minute for each 

viewer. The possible number of values for p for a time interval, program or spot is directly 

proportional to the number of measurement moments. By increasing the number of measurement 

moments, a more precise value can be calculated for p. This is comparable to extending the decimal 

places for a number. If we increase the number of measurement moments to the technical maximum 

(one per second) then we arrive at the viewing time method. 

In both cases, the definition of audience rating is: 

 kdh = 
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Where n = the number of respondents in the sample. 

 

As a result of this definition, a respondent is included in the audience rating on the basis of viewing 

probability rather than as 0 or 1.  

The viewing time method will produce a more precise figure than the snap shot method because it 

is based, as it were, on a larger sample and will produce values that are more precise.  

 

 

4. CONSEQUENCES FOR THE DEFINITION OF SPOT REACH 
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One important conclusion that can be drawn from the previous discussion is that it is appropriate, 

when considering audience ratings, to use viewing probability to take account of “partial viewing”. 

Instead of including in the calculation only those respondents who watched an entire event 

(program, quarter or spot), each observed viewing moment is counted. This is a shift from a 

dichotomous approach characterised by two possibilities: yes or no, to one offering a (virtually) 

continuous scale of possibilities. 

It would seem appropriate to apply a similar approach to spot reach, as it is so closely related to 

audience rating. However, this is made difficult by the dichotomous character one intuitively assigns 

to reach. While the term ‘audience rating’ suggests continuity (rating on a scale of values), the same 

cannot be said for reach: one is either reached or not reached, not reached a little bit or reached a 

lot. The association of a dichotomous principle with reach is carried forward in the definitions of 

program and station reach in use. 

The fact that a similar dichotomous principle is not applied to spot reach is due to the previously 

mentioned close relationship between this result type and a number of other important result types, 

namely contact frequency, audience rating and the number of GRPs. 

Intuitively, 

a. multiplying spot reach by the average contact frequency should produce the number of GRPs, 

which, in turn, is the sum of the spot audience ratings (i.e., the audience rating for the commercial 

minute). 

b. because of the dichotomous nature of the concept contact - there is contact or there is no contact 

- a contact frequency will be expressed as a whole number.  

The definition of spot reach should satisfy both of these intuitive assumptions. While the resulting 

problems hold for series of spots of whatever size, they are most clearly seen in the case of a single 

spot. The average contact frequency for viewers is equal to 1, according to point b, and the number 

of GRPs equal to the audience rating (of the commercial minute). However, according to point a, 

spot reach should be the same as the audience rating, which is measured on a continuous scale.  

The following hypothetical example illustrates how a definition of reach, in this case program reach, 

fails to satisfy the above relationships. 

 

 

 

The number of viewers during an advertising minute (duration of measure = 60 seconds) can be 

distributed according to the duration of viewing as follows: 

 

 

 (A) (B) (C = A/60)  (B x C) 

 viewing time   contribution to 

          K            %        p = K/M   audience rating 

 20 sec. 3% 1/3   1% 



  

 

Pagina 63 van 74 

 

 30 sec. 4% ½   2% 

 60 sec. 6% 1   6%  

      9% 

 

This results in an audience rating of 9%. A program reach with a 50 % minimum viewing percentage 

includes every respondent with a viewing time of 30 seconds or longer. In this example, this is: 4 + 6 

= 10%. 

 

Preceding from point a above produces the following inconsistency: 

 

 % reach x average contact frequency = number of GRPs =

 audience rating 

 10 x  1 = 10%   9% 

 

The inequality that arises in this example is a consequence of the friction between the two basic 

assumptions: the continuous character of the audience rating as against the dichotomous character 

of the reach. Everyone for whom as much as a single viewing moment has been observed is included 

in audience rating, but not in program reach.  

 A reach value cannot be considered independently of the reach criteria used to generate it. As we 

have seen, there are a number of reach criteria in use in audience research, and many more are 

possible. In order to be able to calculate spot reach in a consistent manner, it is necessary to turn to 

one of the various alternatives that underlie the models used in media planning in the theory of 

media reach. One such model is the individual probability model, which underlies the standard 

method of calculating spot reach. 

 

 

5. SPOT REACH ACCORDING TO THE PROBABILITY MODEL 
As soon as at least one measurement moment produces a viewing moment for a respondent, there 

are consequences for the determination of audience rating. There is a reach principle readily 

available for the desired relationship between spot reach/contact frequency and audience rating; it 

is based on a minimum criterion: “some” of a broadcast seen. For every definition of reach, a 

respondent contributes to reach as soon as the criteria in the definition are satisfied. In this case, it 

is when at least one viewing moment is found.  

The next question, then, is, “What is the contribution involved?” In the case of the snap shot method, 

the answer is simple. The single moment of measurement in the advertising minute produces a 

viewing moment or it doesn’t. If it does, then this counted as a contact and, if the respondent has 

not yet had any contacts, this included in the net reach. This approach has the advantage that the 

number of contacts will always be a whole number. In the Dutch television audience research, 

however, we have opted for viewing time method (see § 2). This method will produce more precise 
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information that the single snap shot, but will not necessarily result in a whole number of contacts. 

This, in turn, can be a problem for, for example, the calculation of contact frequency.  

To deal with this difficulty, an estimate can be made of the probability that a random measurement 

in an advertising minute will produce a contact (as a whole number). In order to maintain the 

minimum criterion, this estimate is made based on the viewing time method, thus on all of the 

measurement seconds in the minute. The following quantities are calculated per respondent I for 

the minute k: 

 

 pi (k) =   number of viewing moments          =         viewing seconds  

    number of measurement moments                 60 

 

 qi (k)= 1 - pi (k) =     number of not- viewing moments =        not- viewing seconds 

           number of measurement moments          60 

 

One of the basic tenets of probability theory is the multiplication theorem: If A and B are two 

independent events, then the probability of both A and B occurring is equal to the product of the 

probabilities of each event occurring separately:  

p(A & B) = p(A) × p(B) 

If we introduce the symbol c for the number of contacts in a campaign with n broadcasts, then f i 

(c,k) represents the contact frequency for a respondent after k = 1, 2, …, n broadcasts. On the basis 

of the multiplication theorem:  

f i (c,k) = f i (c-1,k-1) x pi (k) +  f i (c,k-1) x qi (k) 

 Applying this formula produces an iterative calculation, with the initial values: 

 f i (1,1) = pi (1) 

 f i (0,1) = qi (1) 

This procedure is illustrated in the following example of the calculation of the probability 

distribution of contact frequency with k = 3: 

 f i (0,3): probability of 0 after 3: (probability of 0 after 2) * q 

 f i (1,3): probability of 1 after 3: (probability of 0 after 2) * p + (probability of 1 after 2) * q 

 f i (2,3): probability of 2 after 3 is equal to: (probability of 1 after 2) * p + (probability of 2  

 after 2) * q 

 f i (3,3): probability of 3 after 3 is equal to: (probability of 2 after 2) * p 

When the calculation as been completed through k = n for a respondent with the weight factor gi, 

the respondent’s contribution to the total of a frequency group c is counted as: gi f i (c,n). 

After division by the sum of the respondent weightings, the frequency distribution obtain in this 

manner produces a proportional representation that can be converted to percentages. The net 

reach can then be determined by summing all the percentages belonging to c  1. 
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6. AN EXAMPLE OF THE CALCULATION FORMULA 
Figure 6.2. presents a simple example of the calculation for 5 respondents and 2 broadcasts. The 

weighting of respondents is not included in the example, but this is simple to implement. 

FIGURE 6.2: EXAMPLE OF THE CALCULATION OF SPOT REACH AND CONTACT FREQUENCY. 

 
          

   broadcast 1  broadcast 2 

          

number of measure moments 60    60   

          

   viewing 

moment 

p(1) q(1)  viewing 

moment 

p(2) q(2) 

          

respondent 1  24 0.40 0.60  3 0.05 0.95 

respondent 2  0 0.00 1.00  15 0.25 0.75 

respondent 3  12 0.20 0.80  6 0.10 0.90 

respondent 4  0 0.00 1.00  0 0.00 1.00 

respondent 5  6 0.10 0.90  60 1.00 0.00 

          

total   42    84   

audience rating  14.0%    28.0%   

          

          

number of broadcasts seen:   f(0,2)   f(1,2) f(2,2) 

      a b   

   f(0,1) f(1,1)  f(0,1)q(2)  f(0,1)p(2)  f(1,1)q(2) a+b  f(1,1)p(2) 

          

respondent 1  0.60 0.40 0.57 0.03 0.38 0.41 0.02 

respondent 2  1.00 0.00 0.75 0.25 0.00 0.25 0.00 

respondent 3  0.80 0.20 0.72 0.08 0.18 0.26 0.02 

respondent 4  1.00 0.00 1.00 0.00 0.00 0.00 0.00 

respondent 5  0.90 0.10 0.00 0.90 0.00 0.90 0.10 

          

sum     3.04   1.82 0.14 

100 (%) x sum / 5    60.8%   36.4% 2.8% 

          

 

In the example, 36.4% saw one broadcast and 2.8% both broadcasts, so that the net reach comes to 

36.4 + 2.8 = 39.2% or, using the null reach, 100 - 60.8 = 39.2%. 

The sum of the GRPs is 14.0 + 28.0 = 42.0%.  

From the frequency distribution, it follows that: 1 x 36.4 + 2 x 2.8 = 42.0, thus satisfying the 

requirement of agreement between audience ratings and frequency distribution. 

The calculation produces a mathematically balanced result. However, the significance of the 

calculation is more than mathematical in nature. It is a calculation of probability, a statistical 

calculation, to estimate the projection of all respondents based on all theoretical moments. It is 

therefore sensible to count fractional contacts for a separate respondent (something that in practice 

is not possible) as a contribution to as accurate an estimated average value as possible. 
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APPENDIX 3  PERIOD SAMPLE CRITERIA  
 
These criteria for period samples are used for the calculations of the Currency and for the report 

types ‘Live’ and ‘Time shifted viewing’.  

For the calculation of campaign reach including time shifted viewing, a period sample is used based 

on the week in which the original broadcast took place (day 0). 

Weeks: T he number of weeks in the period sample. 

Week days:  The maximum number of a specific day of the week that can be missing  

Total:  The maximum number of days in total that can be missing 

 TABEL 7.1 

Weeks Week- 

days 

Total  Weeks Week- 

days 

Total 

  1 0 0  28 2 8 

  2 1 1  29 2 9 

  3 1 1  30 2 9 

  4 1 2  31 2 9 

  5 1 2  32 2 10 

  6 1 2  33 2 10 

  7 1 2  34 2 10 

  8 1 3  35 2 11 

  9 1 3  36 3 11 

10 1 3  37 3 11 

11 1 3  38 3 12 

12 1 3  39 3 12 

13 1 4  40 3 12 

14 1 4  41 3 12 

15 1 4  42 3 13 

16 1 5  43 3 13 

17 1 5  44 3 13 

18 1 5  45 3 14 

19 1 6  46 3 14 

20 1 6  47 3 14 

21 2 6  48 3 15 

22 2 6  49 3 15 

23 2 6  50 3 15 

24 2 7  51 4 15 

25 2 7  52 4 16 

26 2 8  53 4 16 

27 2 8  54 4 16 
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APPENDIX 4  EXCEPTIONS TO GROUPING RULE FOR PROGRAM SEGMENTS 
 

 

The following programs not grouped, despite meeting the criteria for the variable follows: 

(Status per January 1, 2010) 

 

• Goedemorgen Nederland 

• Late night erotic programs 

 
Previously affected programs: 

(Status from January 1, 2005 December 31, 2006) 

 
• 2 vandaag 

• Goedemorgen Nederland 

• Goedemorgen Nederland sportjournaal 

• Kindertijd 

• Lunch TV 

• Opsporing verzocht 

• Songfestival nationale voorronde 

• Villa achterwerk 
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APPENDIX 5 ADJOINING CONTINUOUS VIEWING STATEMENTS IN THE TSV DATA 
 

We can treat “continuous” viewing statements on two ways. It is possible that 1 respondent has 2 

viewing statements in the data for continuous viewing. This can occurs for instance when the 

respondent is watching TV together with another family member who is stopping watching earlier. 

This situation is translated in two different viewing statements  in the data that really “belong with 

each other”. 

In the data files until 31-12-2007 (Live data) we can join these two statements to a longer statement. 

In the TSV data from 1-1-2008 there are two ways to join these statements (through time shifted 

viewing moment and through broadcasting moment). The first method (to join the viewing 

statements through time shifted viewing moment) is the only correct one. We would like to make 

this situation clear through the following example: 

 

SITUATION 1: LIVE VIEWING  

Household: 7335, Respondents: 1 + 2, Channel: 61, Spot: 21:40:45 

1:070924 7335  61 214045 30 11 11000000 00000000 1 1 1 

2:070924 7335  61 214115 30 11 01000000 00000000 1 1 1 

Record 2 has the following change: respondent 1 watch no longer so Intomart inserts 

a new statement in the "raw" data.    

Spot reach: Counts the total number of seconds seen by respondent 2 and divides 
this by the duration. This is the probability of the spot for the respondent. 

Method 1:  

Total time that the spot is seen can be sum up, because by live watching there is no 
overlap.  

 -> 30" + 30" -> 60" -> prob of (1 - (1 - 60/60)) -> reach 1 

Method 2:  

Records voor resp 2 are made continuos , this is also practical in order to calculated 

continuous reach. This result in the following virtual record: 

Duration is now 60 seconds 

1:070924 7335  61 214115 60 11 01000000 00000000 1 1 1 

-> 60" -> prob of (1 - (1 - 60/60)) -> reach 1 

 

Method 1 + 2 give the same result in current calculation (Live). But when we consider 

TSV that the following happens: 
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SITUATION 2: TSV  VIEWING WITH CONTINOUS TS Viewing moment KIJKMOMENTEN                                      

Real viewing moment 

1: 070924 7335  61 214045 30 11 11000000 00000000 1 1 1   29092007 182000 

2: 070924 7335  61 214115 30 11 01000000 00000000 1 1 1   29092007 182030 

Method: 

Join  statements on REAL TS Viewing moment KIJKMOMENT,  

This results now in 1 record op because the TS Viewing moment is continuous  

Virtual record: 

1:070924 7335  61 214115 60 11 01000000 00000000 1 1 1   29092007 182000 

-> 60/60 -> 1 - (1-60/60) -> bereik 1 

 

 

SITUATION 3: TSV  VIEWING WITH CONTINOUS Broadcasting moment                                    

It is also possible that viewing statements are continuous on broadcasting 

moment. And not on Time shifted Viewing moment (theoretically: pause and 
play and pause and play for one recording). This statements should not been 

joint. In this case this is NOT continuous viewing 

.  
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