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Young Adult: 

Big in Amount, 
Low in Viewing

Based on audience profi le on April-June 2006, the percent-

age of young adult (20-29) viewer is as big as children view-

ers. Total audience is comprised with twenty one percent 

(21%) of young adult. Though quite big in percentage, they 

are not the real TV watchers as children or elder people. The 

index fi gure -- which shows how close the target audience 

to TV show is – of young adult is below 100 which means 

that young adults are not very effective TV target audience. 
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Compared to other viewers, young adults’ viewing habit is 

also lower at all time. They are only slightly higher than el-

der people at 8 to 11 AM (10.6% of young adults’ population 

watches TV and 10% of elder people population watches TV). 

Teens are the most dominant viewers during the time, at 

the highest point, all TV stations can reach 14.7% of teens’ 

population and 13.3% of kids’ population.

During 8 to 11 AM, excluded special Euro match programs 

on June, programs which attract young adults effectively are 

light entertainment Selamat Pagi (Index 168). The Index 

value shows that the number of young adults viewers are 

68% higher compared to all people. Other programs which 

also gain higher viewers than all people are documentary 

The Death of a Bison Bull (161) and reality show Diary Miss 

Indonesia (155).

Top Program by Index-National TVs; Period: April-June 2008; 8 to 11 AM

Target Audience: 20-29 years old

Market: Jakarta, Surabaya, Medan, Semarang, Bandung, Makassar, Yogya-

karta, Palembang, Denpasar, Banjarmasin

Meanwhile, compared to teens viewers, young adults’ view-

ing is only slightly higher after 11 PM to 4 AM, while elder 

people lead the viewing habit at 8PM to 5AM. At 11PM to 

4AM, programs which attract young adults effectively are 

mostly movie, either horror or drama.              >>
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Considering young 

adult people are on 

their productive peri-

od, they may have 

less time to spend 

their time watching TV. 

They spend the least 

time, which is 2 hours 

27 minutes (2:27) per 

day on average, com-

pare to younger view-

ers (+/-3 hours per 

day): teens (2:47) 

and kids (2:51). El-

der people spend 

lesser time than kids, 

but more time than 

young adult (2:46).

10-14, 21.3%

15-19, 10.9%

20-29, 21%

30-39, 19%

40-49, 13%

50+, 14.9%

TV Viewers Profi le aged 5 years old and above

Period: April-June 2008 All TV stations, in 10 cities, 

TV population: 42,645,497 individuals

Program Program Type Index Rating Share

SELAMAT PAGI Entertainment:Light Entert 168 0.7 8.1

THE DEATH OF A 
BISON BULL

Information:Documentary 161 0.6 5.3

DIARY MISS INDO-
NESIA

Entertainment:Reality Show 155 1.7 13.7

SEVEN DAYS WITH-
OUT MONEY

Movie:Drama 154 2.9 27.7

ANIMAL BUSINESS Information:Documentary 152 0.8 8.4
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TRAINING AGENDA

TAM Methodology

Fri, Sept 5 & 19, 2008
From 2PM to 5PM Please 

contact our 
Client Service.

Arianna From 9.30AM to 12PM

Fri, Sept 19, 2008
Subject: Post Evaluation for beginner

Fri, Sept 5, 2008
Subject: Viewing Behavior for beginner



Top Program by Index-National TVs; Period: April-June 2008; 11PM to 4AM

Target Audience: 20-29 years old

Market: Jakarta, Surabaya, Medan, Semarang, Bandung, Makassar, Yogya-

karta, Palembang, Denpasar, Banjarmasin

Though the viewing level of young adult is not that high, they 

are drawn to certain programs. Based on the viewing habit, 

programs which target this segment could also be succeed in 

gaining viewers even though the rating point is low as broad-

casted at non-prime time.*

577,000

1,363,000

583,000

1,370,000

Local TV National TV

Week days Week end
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Do you prefer getting information to entertainment from TV? 

Or do you prefer the combination? “Just turn on your TV and 

get entertaining information from the box”, that may be said 

by TV stations. Twenty four percent (24%) of total broadcast 

hours is allocated by TV stations for Information programs 

during April to June 2008. On average, it is as much as En-

tertainment programs (25%), like music, quiz, game show, 

variety show, comedy, etc. However, people only spend 10% 

of their 2-hours-42-minutes watching time per day to watch 

Information programs. While 25% is spent for Entertainment 

programs.

It appears that each typology catches the attention of differ-

ent audience. Typically male watches documentary (e.g. The 

Shark Fin, Reptiles of the Living Desert, Halal, etc.) and skill/

hobbies (e.g. Jejak Petualang, Mancing Mania, Impossible 

Matic 2, etc.). On the other hand, female shows interest on 

talkshow (Dunia Bunda, Kick Andy, etc.), infotainment (Silet, 

Hot Shot, etc.), infomercial (Summarecon Serpong Better Liv-

ing, Sahabat Hemat, etc.), TV magazine (Griya Unik, Jelang, 

etc.), and travel/lifestyle/leisure (Paspor Selebritis, Nikmatnya 

Dunia, etc). 

Indeed talkshow and documentary are allocated the most 

hours among other typologies within Information genre. Each 

is allocated 21% and 23% of Information’s total broadcast 

hour in a day. It is similar to one hour per day on each TV sta-

tions (21 channels) monitored by AGBNielsen. Followed then 

by infotainment (16%), infomercial (15%), travel/lifestyle/lei-

sure (10%), TV magazine (8%), and skill/hobbies (7%).       >>

Data Highlight
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Program Program Type Index Rating Share

DRIVE IT! L Information:Skill/Hobbies 347 0.2 16.4

ANOTHER DAY IN 
PARADISE

Movie:Horror/Mystery/
Thriller

290 0.4 25.1

FA CUP:SHEFFIELD VS 
MAN CITY

Sport:Match 249 0.2 6.3

SHAKES THE CLOWN Movie:Drama 245 0.1 12.3

FATAL LESSONS THE 
GOOD TEAC

Movie:Horror/Mystery/
Thriller

240 1.5 21.4

TV population: 1.971.110 individuals.• 

Local TVs monitored have their own target audience: • 

 - Bandung TV attracts female viewers aged 20-29 and above 50   

   years old of middle to lower socio-economic class.

 - CTC is watched mostly by female of wider range of age, particu-  

   larly 15-19, 30-39 and above 50 from upper class audience.

 - PJTV is dominated by 30+ male viewers of middle to lower socio-  

   economic class.

 - Space Toon which is children TV station is watched by male, not                

       only the kids (5-14), but also the elder (50+) of upper class         

       viewers.

 - STV apparently magnetizes 20+ female viewers of middle to lower  

       socio-economic class.

Local TVs reach is approximately 40% of national TVs reach in Ban-      • 

     dung (which is around 1.4 million people): 

 - On weekday: 577,000 viewers or 29% of TV population.

 - On weekend: 583,000 viewers or 30% of TV population.

Viewing level of local TVs in Bandung is highest on average during   • 

 afternoon (4 to 9 PM) which reach 265,000 people who watch TV or  

  13.5% of TV population. 

TV Reach: Local TV vs. National TV, 

Period: January-June 2008, Market: Bandung

Fact & Figures 
on Local TV in Bandung

Among all age, viewers have an extra loyalty on travel/life-

style/leisure program. Almost 60% of total audience spend 

their time to watch at least half of program’s duration (i.e. for 

30 minutes program, they watch at least 15 minutes and for 

60 minutes programs, they watch at least 30 minutes). Info-

tainment is the next stop for loyal viewers. Fifty seven percent 

(57%) of total audience watches infotainment no less than half 

of program’s duration. Programs with the most loyal viewers, 

for example, are The Story of Moslem Fashion (Jogja TV), Ibu 

Fat dalam Kenangan (Jogja TV), and Behind the Scene Best 

Friend? (SCTV). So, have you entertained yourself with infor-

mation?*

Turn on the box 
for information



Top Program Female 20-29 sort by rating

All channels

Market: Jakarta, Bandung, Surabaya, Medan, Semarang, Makassar, Yogya-

karta, Palembang, Denpasar and Banjarmasin

Note: On a new product launching campaign, programs are chosen based on high rat-

ing with high index in each target audience. Programs highlighted will be prioritized 

due to they have high rating and high index.

Different campaign’s objective will lead to different ad 
placement strategy. In order to maintain brand aware-
ness, high rating could be the secondary factor to be con-
sidered, while the appropriateness between product and 
program’s target audience becomes the main concern. At 
this point, index point is analyzed to fi nd the aptness. In-
dex is a deeper rating analysis. While the high-low rating 
fi gure is infl uenced by many factors like: broadcast hour, 
target audience, broadcast period, etc; index has its 
standard, which is the fi gure of 100. Programs with index 
fi gure above 100 are considered to be programs that are 
apt for the targeted audience. Conversely, programs with 
index fi gure below 100 indicate unsuitability between 
programs and audiences targeted by the product. 

For example, chocolate wafer which targets children to 
be their main consumers. In selecting programs within 
children series program, agencies analyze programs by 
using index rather than rating in order to catch the right 
target audience effectively. Doraemon which is the high-
est rating program in children series programs gains 4.3 
rating point with 171 index point. By analyzing the index 
point, it means that Doraemon is watched by 71% more 
viewers in children segment than in all people. The sec-
ond highest rating is El Tigre with 3.8 rating point and 297 
index point. Its index point shows that El Tigre is watched 
by almost two times more viewers in children audience 
compared to all people.  

Top Children Program sort by rating, Children 5-14 years old

All channels

Market: Jakarta, Bandung, Surabaya, Medan, Semarang, Makassar, Yogya-

karta, Palembang, Denpasar and Banjarmasin

Note: On a brand awareness maintaining, programs are chosen based on high index 

in the targeted audience. Programs highlighted will be prioritized due to it has the 

highest index among high rating programs.                  >>
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Agencies are only interested on top rating programs. This 
myth grows time to time. It is not completely true. TV 
program as an advertising medium is not always chosen 
based on rating. The campaign’s objective is one thing 
to be measured. In a new product campaign launching, 
for example, high rating could be the primary factor to 
be considered in choosing TV programs. At this stage, 
the campaign’s goal is to make the brand recognized by 
as many people as possible and thus placing campaign 
in programs with high number of viewers are very likely 
effective. However, the selection process is not merely 
count on the “high rating” factor only. It must also con-
sider the appropriateness between the product and the 
program’s target audiences. For example, a deodorant 
product for young adult male (20-29) will be more ap-
propriate to be placed in action movie or sports which 
usually gain high rating point within the target audience. 
The selected programs will be different when a deodor-
ant product’s campaign targets are young adult female 
(20-29).

Top Program Male 20-29 sort by rating

All channels

Market: Jakarta, Bandung, Surabaya, Medan, Semarang, Makassar, Yogya-

karta, Palembang, Denpasar and Banjarmasin
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Myth busters #3: 

Agencies are only 
interested on 

top rating programs

HIGH HIGH

Program Program Type Rating Index

CINTA FITRI SEASON 2 Series:Drama 4.7 79

CATWOMAN Movie:Action/Adventure 4.3 114

THUNDERBOLT Movie:Action/Adventure 4.1 122

SUCI Series:Drama 4.0 69

DJARUM ISL:PERSIK VS 

PSIS(L)

Sport:Match 4.0 122

Program Program Type Rating Index

CINTA FITRI SEASON 2 Series:Drama 8.0 135

KHANZA Series:Drama 7.6 114

PELANGI Series:Drama 6.4 99

TERMEHEK MEHEK Entertainment:Reality Show 6.2 145

CERITA SMA Series:Drama 6.0 105

Program Rating Index

DORAEMON 4.3 171

EL TIGRE 3.8 297

CRAYON SHINCHAN 3.5 176

CHALKZONE 3.2 240

SPONGEBOB SQUAREPANTS 3.0 243
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With the highest index, El Tigre ties more children viewer 
when broadcasted. Therefore, high rating factor can be 
put a side in order to strengthen the brand image to the 
targeted consumers precisely. 

Still, agencies don’t necessarily use rating and index anal-
ysis alone. Agencies also use Reach & Frequency (R & F) 
analysis. By analyzing past data, agencies may estimate 
the next campaign result. With R & F analysis on July 27 
to August 2, 2008, for example, among the top 50 most 
watched children series programs selected,  a campaign 
will gain accumulatively 176.8% kids viewer (Gross Rat-
ing Point) and reach accumulatively 11.5% kids viewer to 
watch the ad at least one time (Reach 1+). These fi gures 
can be used to estimate next week result, providing all 
parameters are similar, the expected GRP & Reach 1+ for 
next week may fall around above number. 

On the other hand, if the top 50 children series programs, 
from above example with the same period, are chosen 
based on index rather than rating (most watched), the 
GRP will be only 87.9%, but the Reach 1+ will be 0.6% 
higher than above, which means that there are 0.6% more 
kids watch at least one ad of the campaign. As a result, 
choosing high index programs are more effective and ef-
fi cient in reaching the exact targeted audience.

Below illustration shows that not all high rating programs 
are full of advertisement. On the other hand, not all 
low rating programs have no advertisement. On July 30, 
2008 among 10 national commercial TV stations in all day 
parts, most programs that fall between 0.1 and 2.5 rating 
point gain spot above average, regardless the broadcast 
hour. A low rating program even gains the highest number 
of spot.

Rating vs. No. of Spot

Period: Jul 30, 2008

All people, 10 national TVs, all time

Note: No of spot is based on gross rate card, excluding special packages/bonus and 

discount
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TV commercials, GRP (Gross Rating Points), all commercial products only

Quiz
What kind of program effectively attracts young adult viewers 
at night to early morning?

Send your answer to info@id.agbnielsen.net with your identity before August 30, 
2008. Each of 3 winners will get 1GB Flashdisk. 

Congratulation, you’re the winner!
Yanuar (Mediate) - yanuar@...

Maman Rusman (Dentsu) - maman@...

Ahmad Djatmiko (Dwisapta) - miko@...

Product No. of Spots GRP

CALON PEMERINTAH DAERAH 4,852 1,882%

EXCELCOMINDO XL - GSM 
CARD 3,370 5,776%

AXIS - GSM SIM CARD 2,997 4,566%

TELKOMSEL KARTU AS - SIM 
CARD 2,695 3,180%

3(THREE) - SIM CARD 2,652 2,833%
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Most 
Active Brand

on July

Read articles on 
TV audience measurement 

 
www.agbnielsen.co.id/

News Article



According to new research conducted by The Nielsen 
Company for the Cable & Telecommunications Associa-
tion for Marketing, 94% of adults who subscribe to cable 
or satellite television services prefer to watch television 

on traditional TV sets rather than Online.

35% of the adult broadband users surveyed said they had 
watched at least one television program originally shown 
on TV via the Internet. Of those who sought out video 
content online:
• 87% watched television programs directly from a TV     
   network Web site 
• 82% of those who watched video content online said       
   they went online to fi nd a specifi c television program        
   that they had missed when it fi rst aired on TV. 

This indicates the success that major networks are having 
by taking popular programs to the online platform. On-
line television viewers are catching up on their favorite 
shows, while 40% report using the Internet to learn about 
actors and upcoming episodes.

Online television viewers said they prefer to watch 
shorter video clips when they go online. Specifi cally, top 
choices are:
• Movie trailers (53%) 
• User generated videos (45%) 
• Music videos and general news segments (37%) 
• Comedy programs (31%) 
• Sports clips (31%)

The study found that people are spending more time on-
line each week than they were two years ago. More than 
half of the respondents (51%) reported being online for 
at least three hours a week last year. In 2005, just 41% 
of those surveyed said they spent three or more hours 
online per week. 

TAM Around the Globe
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US CONSUMERS STAY HOME TO WATCH TV - The rise in 

US gasoline prices has brought benefi ts to consumer 

electronics marketers. Increasing numbers of home-

owners are choosing to stay home with a new televi-

sion set rather than spend cash on cruising in the car.

The Consumer Electronics Association suggests US ship-
ments of goods such as fl at-screen digital TVs will grow 
by 7.3%, to $173 billion this year. 

The increase may allay the fears of some manufacturers 
who were concerned the collapse in the nation’s housing 
market would shrink sales. 

But as CEA president/ceo Gary Shapiro observes: “In a 
tough economy, consumers turn to consumer electron-
ics products for many reasons, from entertaining in the 
home to telecommuting to save gas.”

In addition, the impending digital signal switchover next 
February and the fall in prices of fl at-screen TVs are fuel-
ling demand. 

The association says video gaming software shipments 
have also risen by 27% this year and revenues from smart-
phones are expected to grow by 51%.
Source: warc.com

30% WATCH INTERNET TV - Almost a third of UK people 

under the age of 25 have watched TV via the internet, 

according to research from the IPA.

The IPA Touchpoints report, which queried 5,400 people, 
revealed that 29 per cent of people between the ages of 
15 and 25 had watched TV online, along with 18 per cent 
of adults between 25 and 64.

The report also said that 13 per cent of all mobile users 
watch video clips on their phones, with the fi gure rising 
to 30 per cent for 15-24 year olds. Overall broadband 
penetration now stands at 73 per cent of all UK adults, 
with internet usage at an average of 45 minutes on week-
days and 1.07 hours at weekends.
Source: advanced-television.com



1. Why are panels distributed more in Jakarta than in other 

cities?

AGBNielsen’s survey covers 10 major cities, which are Greater 

Jakarta, Greater Surabaya, Medan,

Semarang, Bandung, Makassar, Greater Yogyakarta, Palembang, 

Denpasar, and Banjarmasin.

The panel distribution is based on Establishment Survey which 

informs the number of household (aged 5 years old above) whose 

TV is in good condition. This information will then defi ne TV 

population in each survey area. Based on ES, consecutively the 

proportion of TV population in 10 cities are: Jakarta-54%, Sura-

baya-20%, Bandung-5%, Yogyakarta-5%, Medan-4%, Semarang-3%, 

Palembang-3%, Makassar-2%, Denpasar-1%, and Banjarmasin-1%. 

Therefore, the number of recruited panel is based on the propor-

tion of TV population in each city. Since TV population in Ja-

karta is 54% from total TV population in 10 cities, therefore 54% 

recruited panels are from Jakarta, etc. 

The things remain the same in panel distribution based on target 

audience demographic profi le, such as Social Economic Status 

(SES), education, occupation, etc. As explained above,,panel 

distribution on SES is also based on ES. If ES describes that the 

number of TV population in Jakarta from SES A is 26%, then the 

recruited panel from SES A also as much as 26% from the total 

panel in Jakarta.

2. What is served as a basis by AGBNielsen in selecting the 10 

survey areas? 

The selection of the cities is based on the industry’s need. 

AGBNielsen’s role is to accommodate the need of information in 

the cities that has commercial value to the industry, either the 

broadcaster or the advertiser. The selection process is initiated by 

giving some list of alternative cities which potentially will bring 

positive value to the industry. The most chosen city will then be 

selected as the survey area.

3. Does AGBNielsen cooperate with government or any certain 

institution in conducting TV audience measurement?

No, as an independent and impartial company operates in 30 

countries, AGBNielsen is not infl uenced by any group. It must stay 

free of any interference in order to maintain the purity of the 

data resulted by the survey.

AGB Nielsen Media Research
17/F, Mayapada Tower

Jl. Jend. Sudirman kav. 28, Jakarta 12920
T: +62 21 521 2200 
F: +62 21 522 6769

e: info@id.agbnielsen.net
w: www.agbnielsen.co.id

FAQ on TAM
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How does it feel to have TV off at home considering TV has 
become a “can’t live without” thing in most people’s life? On 
July 20, National Coalition on A Day without Television encour-
aged public to participate on a TV-off day campaign for the third 
times since it was carried out on July 2006. It was another way 
to grow audience’s, particularly kids’, critical attitude towards 
TV programs. 

Related to the one day TV-off campaign, AGBNielsen analyses 
the audience’s viewing behavior during the campaign within 
three years. The analysis compared the viewing habit on the 
campaign day to the regular day on the previous week in 10 cov-
erage survey areas on each year. Particularly on kids audience 
aged 5-14 years old, on July 23, 2006, the average number of 
audience went down 0.8% to 14.4% or approximately 1.2 million 
kids. The declining occurred mainly in the morning (8 to 11AM), 
at noon (1 to 4PM) and at night (6 to 11PM).

Still on the same target audience, on the second campaign day 
on July 22, 2007, number of audience did not show signifi cant 
movement with 0.1% additional audience to 15.1% or similar to 
1.4 million kids. The kids’ viewing declining was only seen in the 
morning (6 to 9AM).

Meanwhile, along with the most recent campaign, kids’ viewing 
habit demonstrated 0.3% rising to 12.8%. Though it was higher 
than the previous week, the average number of 1.1 million kids 
who watched TV on this latest campaign day was the lowest 
compared to two previous campaigns.

During those periods, the highest TV viewing on kids was shown 
in the second period, for the most part was in the morning (8 to 
10AM) and at noon to night time (12 to 11PM). In the meantime, 
compared to previous campaign periods, kids’ viewing on July 
20, 2008 decreased in the morning (7 to 10AM), at noon (11AM  
to 1PM) and in the afternoon to night time (4PM onward).

The success of the campaign indeed needs support from every 
part of the society.  Not only can count on the audience as the 
consumer, but also need strong support from TV stations as the 
producer, the government as the regulator and any other part of 
the industry.*

Data Highlight

A Day 
without 
Television


