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Methodology

Traffic measurement

Tagging Standard html

web pages HtmlS - AJAX

us script)

{svnchro

Tagging

streaming. asvnchronous script

Html5S apps

Tagging apps Hybrid apps

Mative apos

Site centric

<script type="text/javascript">

var pp_gemius_identifier = 'IDENTIFIER';
var pPp_gemius_extraparameters = new Array("lan=EN', ’
"subs=szubsesecticon’', |-
shouldn't be edited
(function(d, t) {try {wvar

gt=d.cresatesElsment (t),s=d.getElementsByTaglName (t) [0],1="http'+((location.pr
otocol=="https:")?'s"':"");

gt.sethttribute('async', 'async');gt.ssthttribute ('defexr', 'defexr');
gt.src=1l+'://gabe.hit.gemius.pl/xgemius.js";
s.parentNodes.insertBefors (gt,s);} catch (=) {}}) (document, 'script');

</script>

>
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Tageed web
pages

Tagged
streaming

PC questionnaire

Makils

questiannaire

‘-.,-F-\.

|- Imstall on Wirdaws PC ]

PC cookie panel

Smartphone
cookie panel

Tablet

cookie panel

PC Software

panel

General internet usage

User centric

1: 7 days a week
2:5 or 6 days a week

sic socio-demographi

as single

what is your gender?

a1z single

al single How often do you usually use
imternat?
alb How many hours do you use|
Internet in a typical day?
aic GRID [TABLE) How often do you generally
QUESTION. One | internat on each of the follo
answer for each | places ?
location.

what is the highest lavel of
education that you have
reached successfully, either in
day school or evening school?

1: primary school or no degres

2: lower general secondary education (first three
years achieved)

3: lower secondary technical, artistic or
professional education (first three years achieved)
4: higher general secondary education [last three
years achieved)

5: higher secondary technical, artistic education
(last three years achieved)

6: higher secondary professional education (last
three years achieved)

7: candidate, bachelor (academic or professional),
graduate

B: university license, master, post graduate, extra-
university higher education (long type)

9: university license with met additional degree,
master after master

10: doctorate with thesis




Methodology

Traffic

Audience

Counting

Browsers

Profiling
People

Tags
Pages, players, apps

(Need publishers’ cooperation)

Questionnaire

Cookie panels fusion:
PC (home-work)
Tablet, Smart phone

Continuous recruitment
=» 74 649 cookies (oct 2019)

Modelisation
+ weighting based on

Establishment survey
(used also for TV and radio)
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Pages, visits,
duration

Real users
Reach, OTS, GRP, affinity, surf time
on socio-demo targets
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Methodology: issues & solutions CWAQ

Cookie deletion and Multi-cookies : invite cookie of more than 7 days in cookie panel

Multi-Browser : correction with J coefficient

Multi-PC : Home/Work fusion + correction with dynamic J coefficient (J BRUS update in July 2018)

Multi user : filtering out from the panel people who use less than 50% of the device’s usage

=>» Real user algorithm

BID EBWebﬂl'te
good — Reachyepsite = -
PV RL'S:'m - -E-B,S':'re * Jfﬂfﬂf'nﬁf Website EBTDraE
d
goo

RUwepsite = Reachwepsite * Frim websites

Py websires = Population of Internet Users visiting this month at least 1 measured site.

EB = PV =

* Apps tagging simplification: SDK

e 12-17 yo representativity : additional targeted recruitment



Results
Traffic data

Mode

* Scope of the study

106 websites, 179 sections, 26 apps, 37 +HLNbe
stream players (video, audio) + Nieuwsblad

* Public results: daily

+ Sudinfo

2dehands be-2ememain.be

(https://rating.gemius.com/be/tree/53) FVRT

LOCATION: o +DH.be
Domestic * Total ¥

+ RTLbe
Domestic Total

+ RTBF.be
Foreign pC

+ Sporza
All r| Phone

+ De_Standaard

lablet

+ Het_Belang_van_Limburg
Avg. daily visits
Immoweb

+ De_Morgen

+ Le_Soir

+ Gazet_wvan_Antwerpen

Page views
421833725 w
55227 464 A
30 334 646 A
9915982 A
27415161 A
10 499 595 A
8693498 w
7231031

8937185 A

8033622 w
5040019 A
6301763 A
5374254 A
15991 705 w

4023268 A

Visits

119 244 572 A

17 899 447 A

11 390 880 A

5041 445 A

3721881

3902282 A

3684514

3555 666 A

3236309 A

2981207 w

2969907 w»

2 602 698 A

2507 265 A

2074838 A

2009998 v

2043956 A
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| 2019-11-11 - 2019-11-17 |

Avg. daily
page views

60172 019 w
7891894 A
4335672
1414148 A
3 644 800 A
1499 566 A
1242275~
1033899 A
1283801 A
1165905 w
1147 833w

721967 A
200 254 A
767828 A
2277013 w

577223 A

Avg. daily
visits

17 262 556 A
2 557 208 A
1627 866 A
721 566 A
563 766 A
557 673 A
531 366w
510 536 A
A72 475 A
426 397 w
426052 w
378 267 A
360 348 A
298 744 A

297 440 w

295370 A


https://rating.gemius.com/be/tree/53
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Metrics

] Real users M Page views

Results for subscribers
Traffic

B Visits [ Time

ciNd

] Stream views [ Streaming time

] Stream visits 1 Time spent per Real User

] Page view duration [JUnigue browsers
] Unigue applications [ Met reach %

(] fvve. daily page views [ Ave. daily wisits

Pr|Sm / Rat|ng (https://prism.gemius.com/app/rating/reports/overview)
Daily update

O Awvg. daily unigue [ Ave. daily stream views
browsers

[ Ave. daily unique

] Awvg. daily stream visits applications

Overview 2019-10-01 - 2019-10-31

] Awvg. daily TTS/UB [ Avg. daily TTS/UA

Domains Applications
Domains Page views ~ Appications Page views ~
Publishers 1. HLN.be 245035770 A 1. HLN App 216217782 A
D 2. Nieuwsblad 132593052 A 2. Immoweb App 109 449 415 A
Streaming Players 3 20ehunds bedamemaknbe 15320117 v 3. RTLINFO App 60999388 A 2':]19'11 - 11 - 2':' 1"?'11' 1?
Applications 4 knmoveh 78 696 906 A 4. VRT NWS App wanen2A
B Do by 5.VRT 26504861 A 5. Het Nieuwsblad App 46229095 v MNode 1 Real users Stream views Streaming time
Regie
: : Stream Media Groups 2996284 A 19 321 141 A 210w 132d w
Thematical Group Devices Devices
Co-Branded
Page views * Time #* + Total 2995284 A 19321 141 A 210y 132d »
Streaming players -
Total
Stream Media Groups #*  +\Video 2954785 A 19 077 930 A 159y 267d A
Stream Regies
Stream Content ¥ +Audio 82 650 A 243211 w 50y 230d w
ol W Phone Tablet W PC o Phone Tablet M PC

Stream in Applications

I Trend

Contact

PGEMIUS


https://prism.gemius.com/app/rating/reports/overview
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Results for subscribers
Audience analysis

ciNd

Gfk Probe
Weekly update

October 2019
GFK Probe - Internet - Source: CIM Internet Study - [Website x target group] = (m] * Device Base target group Ta rgetgroup Facts
Insights Planning Batch Abeut Help - & X ) (AR e
Total
alH = B = e 3 B B B B 3@ B L
Open Save Clear Run Parameters | Email Websitex  Target groupx | Graphical Overlap Website Device 2D Radarplot Usage -
= target group ™ targetgroup~ | overlap~ pivottabler combinations~ overlap~ | Profiles~ . frequency ~ Surf time
File Pivot table Overlap Profiles Special - reached Index
s R “* | Titles Net reach# | Net reach% Views Visits L= views
Website x target group Select HLM. e 1,012,076 Bl17 74,993,900 23,326,220 1:59:36 2416
- Web
b oty Category 7 | Sub-Category 7 | Device 7 2| Publication type 7 Nieuwsblad 891,780 720 35306577 13,460,703 0:47-15 2102
: D o_:tu[l::rzmg pol <all columns> rv:I - ORISR VRT 612,872 495 16,257,137 5,866,847 1:42:23 276.0
device H| Title First dat Last dat:
. All plotforms et Intermet - apps T AT : De Standaard 543,645 439 11475168 4,362,890 0:26:01 2303
Titles (110) @Total internet - sites 01-Jan-15  17-Nov-19 f na-
Base target group (1) @t Intormat - streams T8 TNor e Flair 481 BY7 389 3,076,283 2,266,529 008:22 5076
Iﬂtﬂ‘ o 1207/1307 0l-Jan-15  17-Nov-19 Een 469,989 38.0 3,150,618 1,833,022 0:15:00 305.0
arget group - -Jan- | -
" Duteh Ievdiniied e Gazet van Antwerpen 468,285 379 8505503 3,760,948 0:13:17 226.3
L wTrench 2dehands.be/2ememain.be O1-Jan-15  17-Nov-19 Immoweb 460,125 372 18,217,3%6 2,954 507 0:31:29 182.8
&) Facts (5) 750g 18-Mar-19 17-Nov-19
i Net reach# GD) TsurT App O1-Jul-18 17-Now-19 De Margen 454 484 36.7 4,852,386 2,420,898 0:16:27 2387
+ Netreach® « | 7surTbe 01-Jan-15  17-Nov-19 . . - .
£ Views FaurT be - Home D1 gan 5 TT-Now19 . Libelle/Femmes_dAujourdhui 442 000 357 2,998,604 1,681,926 0:10:32 282.4
i Visits = . -
| ortvime reathed cume Repart title Title ~ 2dehands.be/Zememain.be 432 B06 35.0 22,474,307 3,281,956 0:47:23 1539
ull | LI 1207/1307 Vier 386,809 31.2 3,746,719 1,372,795 0:30:11 2328
» | | 2dehands.be/Zememain.be 2dehands.be/2ememain.be ! : ’ * * " U ’
—|750g 7509 Sporza 361,332 292 14,370,508 4,796,362 1:01:45 24772
|l Tt Radio 2 358,506 290 1,147,581 902,259 0:03:49 209.0
@2 AlleCine AlloCine v VTM 547,550 281 1,757,462 951,776 00939 2528
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Results for subscribers
Audience analysis

Men 35+ 5G 51-2

Bubble size : views

@ LEcho
DH.b
@ Lalibrebe . “
@ Tweakers.net
Vroom
® e AutoGids/MoniteurAutomobile
@ De Tild @ De Standaard
. Sporza . VRT
® Radio1 @ Voetbalkrant/Walfoot
® Bouwinfo e 9@ LesSair
@ Spaargids Guide epargne De Morgen @ Nicuwsblad
* Livios
@ Zita
® Knack/Levif
7sur7.be J @ Autoscout24 . RTBF.be
® @ Buienradar . HLN.be
1207/1307 e Gocar be
: : . @ Gazet van Antwerpen
® Humo The Wild Site
i . Sud Editi Digital
AlloGi Radio 2 udpresse Editlons Ligltales @ 2dehands.be/2ememain.be
otine Jobat —» e - L'Avenir.net
° H;LBela”g 6;’1'%burg
®  : KWbe i
* Focus WTVe Een Yellow Pages
Gezondheid.be/PassionSante.be
® VTM ® Zimmo & Immoweb
° @ Libelle/Femmes_dAujourdhui | g, 4info
Vlan.be
® Vier
* Flair
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Reach in %
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Reach Surf time
in% Affinity index (monthly)
1{HLN.be 46% 165.8 02:10:44
2|Nieuwsblad 44% 219 01:26:20
3|De Standaard 32% 283.1 00:56:21
4\VRT 30% 271.1 03:03:42
5)2dehands.be/2ememain.be 29% 131.3 00:55:01
6|Knack/Levif 27% 186.4 00:11:27
7|Sporza 26% 271.1 01:08:21
8|Le Soir 24% 237 00:36:16
9|DH.be 24% 338 01:14:52
10[RTBF.be 24% 176.2 01:35:46
11jGazet van Antwerpen 23% 152.6 00:27:42
12|De Morgen 22% 234 00:25:10
13{lmmoweb 21% 73.2 00:28:50
14{Sudinfo 20% 69.4 00:16:46
15[De Tijd 19% 278.7 00:53:12
16[RTL.be 17% 115.8 00:26:43
17|Yellow Pages 15% 108.2 00:11:44
18|L'Avenir.net 15% 117.4 00:08:49
19/Autoscout24 15% 172.5 01:18:38
20|Sudpresse Editions Digitales 15% 122.6 00:08:40
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Results for subscribers .
- . cin\
Audience analysis

Women 18-34 Website Reachin % Affinity index Surf time (monthly)
200 1/HLN.be 43% 74.4 01:00:02
2|Flair 39% 363.1 00:08:53,
Bubble size : views 3|Nieuwsblad 36% 57.1 00:23:54
® Flair 4]iImmoweb 33% 201 00:39:29
350 5|Libelle/Femmes_dAujourdhui 29% 210.9 00:08:38
« TAGMAG.be 6[DH.be 28% 35.2 00:09:18
o Radio Contact 7[RTL.be 28% 117.5 00:17:36,
200 8|Sudinfo 27% 107.1 00:18:00]
9|RTBF.be 27% 47.5 00:40:15
10]2dehands.be/2ememain.be 25% 62.8 00:26:57,
11|VRT 25% 75.5 01:17:26
250 12]Le Soir 23% 74.9 00:09:31]
. * MM 13{Een 21% 165.2 00:13:53
% .J ‘ Vier 14|Gazet van Antwerpen 20% 87.5 00:08:57
E @ ®. v7v * Libelle/Femmes_dAujourdhui 15{L'Avenir.net 20% 94.9 00:05:57
g200 ©-imjowed 16|VT™ 19% 207.2 00:11:15
z @ zimmo 17|vier 19% 209.3 00:44:46,
Gael/Feeling ® [en 18| De Standaard 18% 64.8 00:20:02,
150 . showbizbiohEt Vellow Pages 19| De Morgen 17% 95.6 00:13:13
+ Njam KW.be 20|Knack/Levif 16% 82.3 00:06:39
VIM GO " Focus \T/Tgeyé‘?ﬂlaﬁgd.be/PassionSante.b ® RTLbe
Spaargids Guide epargne 7 € De Morgen @ Sudinfo
100 « ¢+ AlloCine ®..r Radio2 e ¢ L'Avenir.net
Humo The Wild Site Q. Logic/\:umizmadar La Libre.be® Knack/Levﬁ Gazet van Alzwerpen VRT @ Hinbe

Sudpresse Edit'“)ns Digitales

- 1207/1307 Le Soir @ 2dehands.be/2ememain.be @ Nieuwsblad
20 Autoscout24 ® ® 7sur7.be De Standaard @ RTBFbe
® Sporza ® DH.be
* De Tijd Het Belang van Limburg
0
0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Reach in %



Results for subscribers
Planning
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Total-> FR

Reference period: October 2019
Titles

Video| IP Belgium

Video| RMB [partial)

DPG Media Stream

SBS Belgium Stream

# TOTAL PLAN #

Total-> NL

Reference period: October 2019
Titles

Video| IP Belgium

Video|RME (partial)

DPG Media Stream

SBS Belgium Stream

# TOTAL PLAM #

Volume % Volume | Impressions Base | Impressions Tet | Targeting Target | Reach®%  Reach# 0TS | Freq Cap | Static | Budget | Budget® CPM net  GRP | C/GRP

4487210 200 897,442 897,442 FR 119 505984 18 o 32,308 359 36.00 210 15362

8,465,425 200 1,693,085 1,693,085 FR 137 5B4368 290 o 57,565 £4.1 3400 397 14505

72,260,541 0.0 o H 0.0 o0 00 o |:| H 0.0 26,00 00 0.00

£,555,908 0.0 o 0 0.0 o0 00 0 0 0.0 33.00 00 0.00

2,590,527 2,590,527 224 954048 27 ] B9 B73 £0.7 14804

Volume % Volume | Impressions Base | Impressions Tgt | Targeting Target | Reach® | Reach# | OTS | Freq Cap | Static | Budget | Budget® | CPM net | GRP C/GRP
4 526,887 0.0 o 0 0.0 0 00 o |:| 0 0.0 36.00 00 0.00
8521799 0.0 o o 0.0 0 0.0 o |:| o 0.0 34¥.00 00 0.00
72,260,541 200 14,452,108 13,967,088 410 226081 62 ] |:| 375,755 g9.7 26.00 2535 148213
555,008 200 1,511,182 1,116,198 115 634805 18 o [ 45 269 10.3 33.00 205 2,135.62
15,763,200 15,083,286 446 245838 g1 |:| 419,024 2738 1,530.4%
Info from

external rate cards
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OVC daily publication CWZL

Nielsen Online Video Content Band B Dashboard

B i North South | Networks Stations Episodes

Fikter by Censchdsted (last availatle) ¥

Communiqué de presse CIM
Publication des volumes de vision en ligne des programmes TV

Episodes by Program

@ partir du 2 septembre 2019 & Qvm v || NIEUWS 19U vTM ¥ | Repsst: Mo | 0.4l Day | Consolidated (last available)
Last Updated: Mon 18 Nov 2019 @ 14:08
Le CIM publie chaque jour combien de personnes en Belgique ont regardé le jour avant un programme en direct RaT RAT % TIVSHR % Weh RAT Strasm Views Hours Viewsd  *
ou en différé sur I'écran de TV classique. Le CIM publie également chaque jour combien de surfeurs ont regardé 17/14/2019 VM NIEUWS 13u - 17/11/2019 teses7  isisiss  [GHRMBSRN 10,09 2944 499 1128 824 D
. P . ~ . . . . 16/11/2019 VTM NIEUWS 15u - 16/11/2019 20:25:32 21:01:15 8,66 24,61 751 1.887 447
le jour avant des vidéos en ligne de nos chaines belges, mais sans détail sur le contenu de ces vidéos. Le CIM L) ey -~ |
. N . . . . N 15/11,/2019 VTM NIEUWS 1% - 15/11/2019 18:55:52 19:51:06 9,5 25,45 810 2.005 692,2
ajoutera tres bientdt, dans leur Total Video Project, le chainon manguant entre les deux mesures. D | s e HEIE s issvis S o e 25 2335 ERG
13/11/201% VTM NIEUWS 1% - 13/11/2019 18:55:54 19:53:17 - 10,55 31,92 1.041 2.851 %26,1
A partir du 2 septembre 2019, le CIM rapportera également, a coté des chiffres de vision TV classiques, le nombre (2/Y201s VT NIEUWS 150 - 12/11/2015 e wst s Lost 261 5002
permet au marché de compléter le rating TV classique avec le rating de la vision en différé des programmes TV T e lssae1s | 7.72 287 0 2300 8303
I. 09/11/2019 VTM NIEUWS 1%u - 09/11/2019 18:59:53 - 871 25,22 574 2.360 677
en Igne. 08/11/2019 VTM NIEUWS 19u - 08/11/2019 18:59:54 - 10,05 3.8 788 2,329 €90.7
. h d 07/11/2019 VTM NIEUWS 19u - 07/11/2019 18:59:53 5,87 29,25 916 2.703 806,2
Met ode 06/11/2019 VTM NIEUWS 19u - 06/11/2019 18:59:50 - 10,84 30,5 920 2,841 8258
Les vidéos en ligne sont déja mesurés depuis quelgques années par Gemius dans I'étude CIM Internet.
Changes introduced with ON study format i GEMIUS

Depuis peu, les broadcasters intégrent, dans leurs applications vidéo, un code d'identification qui permet
d’identifier le contenu de ces vidéas en ligne.
De cette maniére, il est possible de faire le lien entre les vidéos en ligne et les programmes diffusés de facon e

linéaire comme rapportés dans I'étude CIM TV. numer of el L
(for each
node in the

Reporting i)

En plus des vues en ligne et le temps de vision, le web rating par programme est publié. Il est calculé de la méme
maniére que pour la TV classique, a savoir le temps de vision total divisé par la durée du programme.

Les logiciels TV de Nielsen, GfK et Kantar TNS sont certifiés pour la publication de ces nouvelles données.
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V I I o Data Export ~
Featuras Real users Audience composition 2019
= Gender
. . Female 37 631 43.66%
(Gemius Direct effect) 55
=l Age
0-14 1] 0.00%
Impressions Unique cookies Real users 15-24 4744 5.50%
25-34 11 287 13.10%
1 679 590 133 532 86 182 2544 1811 21.03%
45-34 16 909 19.62%
5o+ 35121 40.75%
= Dutch/ French population
Data
Dutch population 5753 6.68%
Placement name % Impressions = Unigue cookies Frequency French population 80 429 93,339,
ROS5_IMU_300x250_ ! 744 472 89 342 7.17 = Educational level interviewed person
ROS_IMU_300x250_ 1 622 427 84 554 6.33 }
Nane or primary 4 285 4.97%
ROS_Billboard_970x : 458 143 54 056 7.43 Secandary low — R
RO5_Billboard_970x E 423 504 54 743 6.00 Secondary high gen., techn. art. 23 159 26.87%
ROS_IMU_300x250_ e 316 571 85 477 2.88 Secondary high prof 7 785 2.01%
ROS_MobileBanner_ c 215 585 B9 514 1.42 Bachelor 18 836 21.86%
ROS5_IMU_300x250_ e 185 509 50 028 2.44 Master 26817 3L.12%
ROS_MobileBanner_ € 97 462 21 820 1.36 = Social group 4
ROS_IMU_300x250_ 1 21138 3961 4,55 1-2 38 351 44.50%
ROS_Billboard_970x L ' 20 754 3 845 4.7 -4 22 156 25.71%
Al 3 146 958 359 906 7.10 > 18067 18.64%
7-8 9194 10.67%
not qualified 415 0.48%

Question was not asked i} 0.00%%
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Streams measures : script update
Smart TV audience monitoring
Rules update (apps, mobile sites...)
Controls



Methodology
& results
(reminder)

2

Evolutions

What’s next

Commm

MATINEE

ciNd




Comm@

MATINEE

Less silos C”\&g

* OVC: Online Video Content
Constant panel, planning on custom periods
(Q1 2020)
Refinement : long form / short form
TV + digital publications :
= Live digital viewing
= Add fragments / previews
= Add exclusive web videos
= Profiles

e OVA : Online Video Advertising

Total video planning : Audimetrie + CIM Internet : :
L P ® L Increased cooperation with Watch, Read,
Advertising measurement for TV+digital video

Listen, Cross Media commissions

2020



Comm@

MATINEE

Getting ready for a Cookieless world Ci’\&g

" 3rd party tracking blocking : iOS, Mozilla Firefox, Chrome

= software panel (PC large enough, not mobile)

3rd party  |ntelligent
cookies not  Tygcking

allowed by  prevention
default

ce

@ Chrome 80 |

Beta coming Dec 19 - Jan 9
Stable in 76 days ( Feb 4 )
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Existencial questions CWZL

* CIM as data provider ?
* Third party verification vs international players ?
* Towards a transparent Belgian measurement ecosystem ?

Advertisers use different tools to understand the effectivenass of their ad campaigns. One
How Ads Data Hub works type, called pixels, has played an important role across the web for over a decade, but was

built for a world of single screens, not for the ways many people watch YouTube today.

While more than 70 percent of time spent watching YouTube globally occurs on mobile

Google .‘.‘=II: " & Customet devices, pixels cant report on the effectivenass of ads that appear in mobile apps. And
g;’;r(‘;jjery .’.’.’.‘:?ﬁ‘ ‘ Ay many third-party pixels lack the privacy controls and user protections of newer
project ".'...'_ a4 el : technology. That's why, for the past several years RICNEI IRE U E S TSRO I8 =
%e;;;l:fvr;ml ﬁ @ .l .Qe::-’ A Adver:gaer;;:g;:;g : pixels we allow on YouTube while investing in a cloud-based measurement solution called
ADpD -4 \ e _sighs E ISEYRE | EYR s} hat allows our advertisers to understand the effectiveness of their ads in a
Sy | Secure, privacy-safe environment.
l i TR AR AR We ve been working with key measurement companies including

Ads Data Hub API - —-——— . . o . ;
u Nielsen, Comscore, DoubleVerify, Dynata, Kantar and Integral Ad Science to migrate their

Aggregated
actionable insights

services to Ads Data Hub. Once the migrations are complete early next year, we will stop

allowing third-party pixels on YouTube.
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