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Mission definition

Study design, methodo choice, follow-up, control

Foreword: a team’s work
Control Traffic & audience data
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Methodology

Site centric User centric



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)

Pages, visits,
duration

Real users
Reach, OTS, GRP, affinity, surf time

on socio-demo targets

Methodology



Methodology: issues & solutions

• 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

• Apps tagging simplification: SDK

• 12-17 yo representativity : additional targeted recruitment



Results
Traffic data

• Scope of the study
106 websites, 179 sections, 26 apps, 37 
stream players (video, audio)

• Public results: daily
(https://rating.gemius.com/be/tree/53)

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


Results for subscribers
Traffic

Prism / Rating (https://prism.gemius.com/app/rating/reports/overview)

Daily update

https://prism.gemius.com/app/rating/reports/overview


Results for subscribers
Audience analysis

Gfk Probe
Weekly update



Results for subscribers
Audience analysis

Bubble size : views

Website
Reach
in % Affinity index

Surf time 
(monthly)

1HLN.be 46% 165.8 02:10:44

2Nieuwsblad 44% 219 01:26:20

3De Standaard 32% 283.1 00:56:21

4VRT 30% 271.1 03:03:42

52dehands.be/2ememain.be 29% 131.3 00:55:01

6Knack/Levif 27% 186.4 00:11:27

7Sporza 26% 271.1 01:08:21

8Le Soir 24% 237 00:36:16

9DH.be 24% 338 01:14:52

10RTBF.be 24% 176.2 01:35:46

11Gazet van Antwerpen 23% 152.6 00:27:42

12De Morgen 22% 234 00:25:10

13Immoweb 21% 73.2 00:28:50

14Sudinfo 20% 69.4 00:16:46

15De Tijd 19% 278.7 00:53:12

16RTL.be 17% 115.8 00:26:43

17Yellow Pages 15% 108.2 00:11:44

18L'Avenir.net 15% 117.4 00:08:49

19Autoscout24 15% 172.5 01:18:38

20Sudpresse Editions Digitales 15% 122.6 00:08:40



Results for subscribers
Audience analysis

Website Reach in % Affinity index Surf time (monthly)

1 HLN.be 43% 74.4 01:00:02

2 Flair 39% 363.1 00:08:53

3 Nieuwsblad 36% 57.1 00:23:54

4 Immoweb 33% 201 00:39:29

5 Libelle/Femmes_dAujourdhui 29% 210.9 00:08:38

6 DH.be 28% 35.2 00:09:18

7 RTL.be 28% 117.5 00:17:36

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

12 Le Soir 23% 74.9 00:09:31

13 Een 21% 165.2 00:13:53

14 Gazet van Antwerpen 20% 87.5 00:08:57

15 L'Avenir.net 20% 94.9 00:05:57

16 VTM 19% 207.2 00:11:15

17 Vier 19% 209.3 00:44:46

18 De Standaard 18% 64.8 00:20:02

19 De Morgen 17% 95.6 00:13:13

20 Knack/Levif 16% 82.3 00:06:39

Bubble size : views



Results for subscribers
Planning

Info from
external rate cards
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OVC daily publication



Advertising content : gDE

(Gemius Direct effect)



… and

• Streams measures : script update

• Smart TV audience monitoring

• Rules update (apps, mobile sites…)

• Controls
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Less silos

• 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

• OVA : Online Video Advertising
Total video planning : Audimetrie + CIM Internet

Advertising measurement for TV+digital video

2020
Increased cooperation with Watch, Read, 

Listen, Cross Media commissions



Getting ready for a Cookieless world

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

▪ software panel (PC large enough, not mobile)

24%

71%

Intelligent 

Tracking 

Prevention

3rd party 

cookies not 

allowed by 

default



Existencial questions
• CIM as data provider ?

• Third party verification vs international players ?

• Towards a transparent Belgian measurement ecosystem ?



Thank you

stephanie.rado@mediabrands.com


