CommiEEs
MATINEE

READ

Bernard Cools

Cin\

President Technical
Committee Print



CIM NCRS 2018-2019
« Thank God for the Internet »



rmarillon.com

1 l\! “In our racing stripes
2 a We rejoice at being "connected"
Without touching
Thank God for the internet
We stare at our screens
All our lives

What a waste of eyes”

Interior Lulu, marillion.com (1999)
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Methods: all about change




Random face-to-face: past & present

Past ‘ Present ﬁ O
N

1. « Go there and talk to someone »

«. Go there 2. Ask « Who lives here ? Who is
find a man/woman :

£ that ) present ? » and code in the App
OTthat dge 3. Wait for the App to point out who

has to be interviewed
4. Go on with interview procedure
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Consequence: F2F disproportional
on small households & older respondents

PP o [ 4 (T
Household size m Age groups ga'm kxm
40 40
35 35
30 30
25 25
% 20 % 20
15 15
10 10
5 I I 5
0 0
1 pers 2 pers 3 pers 4 pers 12-24 25-44 45-64 65+
N F2F 2018-2019 -8—CIM 2017-2018 B F2F 2018-2019 —@—Reference

Comm|3EiEs
MATINEE
NCRS 2018-2019 CIM
2019



Introduction of online to rebalance profiles

RECRUITMENT

SURVEY

Face-to-Face (75%)

Online (25%) (NEW)

Random Sampling
5

Interviewer F2F visit
Respondent selection app

Quota recruitment

CASI Survey*

*Computer Assisted Self Interviewing

CAWI Survey**

**Computer Assisted Web Interview — self completion by respondent

NCRS 2018-2019




Online disproportional...

100% = segment total

® (d
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... in order to correct biases (as much as possible)

100% = sample total
[ 3K )

Household size im

60
50
40

% 30
20

10

0 Ill

1 pers 2 pers 3 pers 4 pers

N F2F 2018-2019 Online 2018-2019 -@=CIM 2017-2018

Age groups i'k.m.ﬁxm
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50

40
% 30
20 /
- N
0

12-24 25-44 45-64 65+

I F2F 2018-2019 Online 2018-2019 =@—=Reference
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So in a nutshell

e Adults12+ e 9995 e 05/06/2018- e Face2face @ * F2F:
living in BE interviews 31/05/2019 home (75%) e CASI
¢ 9.825.508 p. e 1 respondent e Access panel Computer
represents 983 (25%) Aided Self
individuals Interviewing
(82% of F2F)
o CAWI
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A long term comparison

45 20%
17.9% 17.9% :
40 DM ! F2F 18%
Nl%
35 16%
. 29’ N 14%
A= 12%
25 23’
10%
20 F2F CASI: 23’ )
CAWI: 22 8%
15
6%
10 4%
5 2%
0 0%

2009-2010 2010-2011 2011-2012 2012-2013 2013-2014 2014-2015 2016-2017 2017-2018 2018-2019

—Interview length (minutes) —Success rate (successful interviews vs contacts)
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Available metrics today Wﬁ@@@@@

Platforms Digital

Digital
Versions versions

Metrics
published

Total brand
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Available metrics today M@g@ W@(@@W]

Platforms Digital

Digital
Versions versions

Metrics
published

Total brand
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Did digital make it all ?




CAWI (= digital inteviews) weighted much in print

4.8

AIR paper

Source: status 07/06/2019

Average number titles read

1.9
1.3

0.9 0.9
- = W B
] ]

AIR Vdig AIR Web
W CIM 18-19 F2F CIM 18-19 CAWI mCIM 17-18

6.5

4.4 4.6

AIR Brand (undup)
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As usual ©,

cinema audiences proved resistant to methodology changes
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Cinema weekly reach per segment:
search what makes a difference vs the past ©

French-speaking
Dutch-speaking

Men

Women

12-24 years

25-34 years

35-44 years

45-54 years

55-64 years

65+

Profess. Active
Household w/Children
Social groups 1-2 (++)
Social groups 3-4 (+)
Social groups 5-6 (-)
Social groups 7-8 (--)

2016-201

0 5

7

10

15

2017-2018

5 10

2018-2019

10 15
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Helicopter view on print results




Newspapers & suplements 2019-2018 vs previous
year: overview

YoY evolution AIR paper-+digital YoY evolution AIR total brand
16% 16%
14% 14%
12% 12%
10% 10%
8% 8%
6% 6%
4% 4%
2% 2% l
0% - — 0%
-2% -2%
Newspapers NP supplements Newspapers NP supplements
mNL mFR mAll ENL mFR mAll
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16%
14%
12%
10%
8%
6%
4%
2%
0%

Magazines 2019-2018 vs previous year: overview

YoY evolution AIR paper+digital

Weekly

Longer publication interval

ENL mFR mAll

16%
14%
12%
10%
8%
6%
4%
2%
0%

YoY evolution AIR total brand

Weekly Longer publication interval

ENL mFR mAll
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What we learn from other sources
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Yearly paper circulation eroding

Publication type

Language

0%
2%
4%
-6%
-8%

-10%

0%
-2%
-4%
-6%
-8%

-10%

lI I 4% II

Measurable print circulation, authenticated

-5% -5% -5% )
° 6% T % A
Newspapers Magazines NP supplements Overall
m2017/2016 m2018/2017
l _3% _3%
-5% -5%
-6%
-8%
Dutch-written French-written Bilingual
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Time spent reading press reported to be increasing in Belgium

Estimated daily reading duration - Belgium

MINUTES

28 28 28 28
27

2015 H1 2015H2 2016 H1 2016 H2 2017 H1 2017 H2 2018 H1 2018 H2 2019 H1

—i—physical / printed forms of press =—online forms of press

« On an average day, how long do you spend on online press? »

«On an average day, how long do you spend on print press?”

Source : Global Web Index. Population 16-64 years

Detail online press 2019 H1

Do not use

More than 10 hours
6 to 10 hours

4 to 6 hours

3 to 4 hours

2 to 3 hours

1to 2 hours

30 minutes to 1 hour

Less than 30 minutes

o
=
o

20 30 40 50 60

Detail printed press 2019 H1

Do not use

More than 10 hours
6 to 10 hours

4 to 6 hours

3 to 4 hours

2 to 3 hours

1to 2 hours

30 minutes to 1 hour

Less than 30 minutes

o

10 20 30 40 50 60

® French-sp Dutch-sp
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Web reach of media brands (generally) on the rise

NP aggregate monthly reach %
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NRS 2016-2017 NRS 2017-2018 NRS 2018-2019

70 v @ iiieesaazeees o---®
O e ® o 0 0. 0. .0.%. 4.0 .....0., e

60 0 g @@ ... ..... o o e e N

. L TP, P
@ G eepmeeeeesscaenanas et ......' ................. ‘.....‘ .....................
[ ] ® @ . ..0...®eer@ QP .--.--‘----‘- ® ® ( ] [ ] o
50 ...... .‘-....' .......... .........-.‘ ................. Q... @ ) @ L ® "y ® ®
[}

40

30

20

10

0
O O OV OV OV VW O N N N DM NN DN DN DS PN PN N O O O O 0 O O O O O 0O 0 OO OO oo o O
— i i i i i i i i — i i i i i i i i i i i i i i — i i — i i i i — i — i
T I P ET D CESEETSETBEESTESELTSESRREESSESEEES
52 3 g6 28859 ¢g 2 g323 965238859 g g5 eE 2T e g T8

e Dutch e French - Linear (Dutch) - Linear (French)

Source: CIM Internet




Web reach of media brands (generally) on the rise

Flair national monthly reach %

NRS 2017-2018 NRS 2018-2019

NRS 2017-2018
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6T/1owW
6T/ide
6T/HwW
6T/934
6T/uel
8T/29p
8T/AOU
8T/MI0
g1 /das
81/3ne
8T/Inl
gtr/un(
8T/1vW
81/4de
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81/434
8T /uel
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LT/nou
LT/¥0
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L1/uel
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-« Linear (French)

-« Linear (Dutch)

French

® Dutch
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Next steps ?




Variable audiences for newspapers

RESPONS: PROGRESSIE (FRANSTALIG) LAATSTE 12 MAANDEN ~ IPsos Connect

Nieuwjaar 2018 Paasmaandag

Nationale Allerheiligen 0O.H Hemelvaart Nationale
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Fusion
NRS &
measured digital d
ata
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Conclusion: a new reality




« A new reality »

... eternal (CIM) story of methods impacting results
... importance of digital fairly documented: it is a major reason for change
.. next publication should confirm this new reality

.. high time for digital content being more accurately measured
than via declarations

... declining ambitions show the terrible pressure on publishers
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As a final wink ::‘ --:‘51
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“We're starting up a brand new day.”

Sting Brand New Day (1999)




