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During January-24 May 2008, teens aged 15-19 makes up 

11 percent of total TV viewers, and most of them are fe-

male.

In this target audience, potential female viewers are higher 

than male viewers at all time, as female population is 2,3 

million, slightly higher than male population of 2,2 million 

in the 10 cities surveyed by AGB Nielsen. As biggest viewer 

potential falls during prime time, naturally highest program 

ratings viewed by teens are also those shown during this 

time slot. Below table shows that even among teenagers, 

gender plays a role in program choice. While female teens 

opt for music and drama, male teens prefer to tune in to 

sports, soccer or badminton of both foreign and local sources.

On average, female teens spend 2 hours 56 minutes a day 

to watch TV, while male teens spend a bit less, 2 hours 17 

minutes.*
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Events

Teens Enjoy 
Sport, Music & Movie

Program Program Type Time Rating

ALLIANZ C:BAYERN M VS INDONE(L Sport:Match 17:30-20:30 9.7

SCTV MUSIC AWARDS
Special:Special 

Event
20:00-23:30 9.3

CITY HUNTER
Movie:Action/

Adventure
21:00-23:00 9.2

COPA INDO:PERSIPURA VS SRIWI(L Sport:Match 18:30-23:30 9.0

LIGA DJARUM:PSMS VS SRWIJAYA(L Sport:Match 18:00-22:30 8.9

QF BANK BRI THOMAS CUP&UBER(L) Sport:Match 18:00-21:00 8.3

BIG M:INDONESIA VS YAMAN(L) Sport:Match 15:30-17:30 8.0

SPIDER-MAN
Movie:Action/

Adventure
21:00-23:30 7.8

UCL:MAN UNITED VS CHELSEA(L) Sport:Match 19:00-21:00 7.7

SF BANK BRI THOMAS CUP&UBER(L) Sport:Match 13:00-21:30 7.5

                >>
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Fri,Jul 4, 2008
Subject: Viewing Behavior for beginner
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viewers in each channels spent at least an hour to watch the 
program. The most loyal viewers were those who watched the 
show on TRANS TV. Approximately 76% of TRANS TV’s view-
ers or around 1,4 million people stayed for at least an hour to 
watch 100 Tahun Kebangkitan Nasional . In addition to TRANS 
TV, viewers with highest loyalty were those who watched 
on Indosiar, RCTI and TVRI. Despite the fact that TVRI was 
watched by a small number of viewers, its viewers were more 
loyal than the other channels which gained higher viewers.

Number of viewers and viewer’s loyalty on 100 Tahun Kebangkitan Na-
sional
Period: May 20, 2008
Target of audience: all people above 5 years old
Market: Jakarta, Surabaya, Medan, Semarang, Bandung, Makassar, 
Yogyakarta, Palembang, Denpasar, Banjarmasin

Airing around 7 to 9 PM, this TV program reached 49% of TV 
population or around 21 million people in 10 survey areas, a 
! gure that was slightly higher than normal prime-time view-
ing level (47%). The highest penetration to this program was 
in Palembang. The program reached 53% of its TV population 
or approximately 787 thousand people. It also reached 53% of 
TV population or 1,2 million people in Yogyakarta and 52% of 
TV population or 306 thousand people in Banjarmasin.* 

Reach on 100 Tahun Kebangkitan Nasional by market
Target of audience: all people above 5 years old
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Do you know?
• Teens are loyal during prime time. Particularly 
at 9 to 10.30 PM, 88% of teen viewers or ap-
proximately 1 million teens tune at least for 45 
minutes.

• During the time, their loyalty for series pro-
gram is the highest, watching at least 50% of the 
program’s duration.

 (Jan-May 24, 2008; 11 national channels; 10 cities; 
Male and Female 15-19)

TV Programs watched by most female teen viewers

Period: January – May 24, 2008

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

Yogyakarta, Palembang, Denpasar, Banjarmasin

Program Program Type Time Rating

M SUPERMAMA Entertainment:Music 18:00-23:00 12.4

100 TAHUN KEBANGKITAN 
NASIONAL

Special:Special 
Event

19:00-21:00 11.2

SCTV MUSIC AWARDS
Special:Special 

Event
20:00-23:30 10.9

USIA 13 Movie:Drama 19:00-21:00 10.7

CLUB Entertainment:Music 19:00-24:00 10.3

FLEXI HIP HIP HURA !!! Entertainment:Music 10:00-11:00 10.2

STARDUT Entertainment:Music 19:00-24:00 10.1

POPPY DAN BOBBY Movie:Drama 09:00-11:00 9.9

BIBIK JUGA MANUSIA Movie:Drama 07:30-10:00 9.8

QF BANK BRI THOMAS 
CUP&UBER(L)

Sport:Match 18:00-21:00 9.7

Long after TV-pool was missing from TV stations, on May 20, 
people were served with special program 100 Tahun Kebang-
kitan Nasional , in celebrating a century-old national awaken-
ing in all TV stations. Presenting a variety cultural show, this 
program attracted mostly younger female viewers from 5 to 24 
years old. 

Among all viewers above 5 years old, during the 2-hour TV-
pool, most viewers watched it on SCTV (7.6% rating point or 
around 3,3 million viewers). However loyalty of those who 
watched at least 50% of the program’s duration or more than 
one hour was quite high in all channels. More than half of total

Market Reach (people)

ALL-Markets 20,758,732

Jakarta 11,400,065

Bandung 935,538

Semarang 587,884

Surabaya 4,203,465

Medan 708,291

Makassar 390,081

Yogyakarta 1,162,747

Palembang 786,598

Denpasar 277,937

Banjarmasin 306,127



p. 3

prime time, there are potentially 12 million people to watch TV 
programs offered, while only 5 million at noon and 7 million during 
night.

Based on top quali! ed programs above, let’s explore their rating, 
for example Si Bolang which is broadcasted at noon (12.30 to 1 PM). 
As its target audience is kids aged 5-14, let’s focus on the target. 
During January to 24 May, among 11 national TV stations, there is 
potentially 13.6% kids viewer or approximately 1,2 million kids to 
be attracted at 12.30 to 1 PM. Total TV population on this target 
audience is 8,7 million individuals. With the potential kids audi-
ence, each TV station should get 1.2 rating point or approximately 
100 thousand kids. During the period, Si Bolang’s rating is 2.8 or is 
watched approximately by 239 thousand children. Its rating is high 
above the average rating that can be gained by each station. Is it 
considered low? 

Another example is Kick Andy which is broadcasted at night (10 
to 11 PM). Based on AGB Nielsen, during January to 24 May, Kick 
Andy’s viewer is upper class male aged above 30 years old. There 
is potentially 21.1% or 549 thousand viewers on the target that can 
be grabbed by all 11 channels, while this target’s TV population is 
2,6 million. Thus, each TV station has an opportunity to gain 1.9 
rating point or around 50 thousand people, while Kick Andy gains 2 
rating point during the period; slightly higher than the average rat-
ing. Compare, for example, with Metro Realitas  (10.30 to 11 PM). 
During the time, the potential audience of the same target is 19.9% 
or 518 thousand people. At this time, each TV station competes to 
get 1.8 rating point on average or 47 thousand people, while Metro 
Realitas gains 1.2 rating point or 30 thousand people; lower than 
the average rating can be gained. This high or low rating analysis 
will show different result on different target audience. Thus, there 
is also rating analysis based on target audience.

Target audience
Kick Andy, for example, can not be compared to Si Bolang as they 
have different target audience, in addition to their different time 
slot. Kick Andy is able to get 2 rating point and 0.5 rating point at 
the same time. As Kick Andy can be seen from different point of 
view, it gains 2 rating point from its target audience, upper class 
male aged above 30. On the other hand, it only gets 0.5 rating point 
from kids viewer who is not its target audience. On contrary, Si 
Bolang gains 2.8 rating point among its target audience (kids 5-14 
years old), while only gains 1 rating point from upper class male 
aged 30, who is not its target audience. Which one is low? Which 
one is high?

Even Liputan 6  has different viewers among its morning, noon, af-
ternoon and night programs. Liputan 6 Pagi and Liputan 6 Malam 
are watched mostly by male, while Liputan 6 Siang and Liputan 6 
Petang are watched generally by female. How about the rating? >>

Data Highlight
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A few days back, some newspapers raised an issue on television pro-
grams that is considered to be good quality but get poor ratings and 
a low share of viewers. According to qualitative survey conducted 
by Yayasan Science Etika Teknologi (SET), Kick Andy (Metro TV), 
Liputan 6 (SCTV), Si Bolang (TRANS7) and Metro Realitas (Metro 
TV) are rated as high quality programs by 191 respondents with 
high educational background who are “concerned about TV pro-
grams and are able to give critical judgment” in 11 big cities in 
Indonesia. However, they are said to have poor ratings compared to 
some soap operas which mostly dominates prime time slot. At this 
point, rating is often accused as the culprit that causes TV stations 
to broadcast poor quality programs. 

The objective of the write-up that follows is to straighten up the 
misconception among many rating critics. First of all, it must be 
realized that there is no relation between quantitative rating ! gure 
(which merely counts number of viewers) to the program’s quality. 
High quality program is not necessarily related to low rating or vice 
versa. 

How actually do we judge rating as ‘high’ or ‘low’? Is 1% TVR always 
considered worse than a 5% TVR? What is the reference to mention 
5% TVR, for example, as high or low? This judgment depends on 
several factors, for example: the time slot, the target audience, 
the program type, etc. Thus, this article is not going to talk about 
the qualitative side of “low rated” program, but the interpretation 
of high and low rating of the so-called high quality programs. Rating 
always relates to:

Time slot
Number of potential audience that can be grabbed by TV stations 
varies based on time slot. Programs that are broadcasted during 
day time (12 to 3 PM) or night time (10 PM to 12 AM) meet smaller 
potential audience to be attracted than programs that are broad-
casted during prime time (6 to 10 PM). During January-May 24, at
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Client’s Update

>>

Liputan 6 Pagi gains 1.2 rating point or 31 thousand viewers of 
those who are upper class male above 30, while Liputan 6 Malam 
is watched by 66 thousand of middle to upper class male above 20 
or similar to 0.9 rating point. Meanwhile among female viewers, 
Liputan 6 Siang is watched by 118 thousand of middle to upper class 
female above 40 or similar to 2.7 rating point and Liputan 6 Petang 
is watched by 107 thousand of middle class female above 40 or sim-
ilar to 4 rating point. As Kick Andy and Si Bolang, Liputan 6  will also 
show different ! gure when analyzed in different target audience. 
However, the analysis should be matched its target audience.

Period of analysis
The period the program broadcasted will also bring us to different 
analysis, whether it is analyzed today, yesterday, last week, during 
! rst quarter, etc. Among upper class male above 30 viewers, Kick 
Andy may only gain 0.7 rating point today, but it might gain 3.9 
rating point on the previous week. It gained 2 rating point along 
January, while 2.4 rating point during February. Another example, 
Si Bolang which is broadcasted daily, gains 3.5 rating point on aver-
age last week (18 – 24 May). But, its rating point was lower (2.9) on 
the previous week (11 – 17 May). Thus, period of analysis will also 
affect the rating resulted by the survey. 

Program typology
News, information, children, series, music and other programs will 
also deliver different analysis. In addition to time slot and target 
audience, news programs can not be compared to children pro-
grams. During January to May 24, in top hardnews programs among 
those whose last education is University, Liputan 6 Petang gets the 
second highest rating (2.9) after Seputar Indonesia (3). At the same 
target audience, Kick Andy 2nd Anniversary gains the highest rat-
ing (2.4) among information talkshow programs. Meanwhile, Si Bo-
lang gets the second highest rating (2.8) after Laptop Si Unyil (2.9) 
among edutainment children program in children target audience. 
But, it only gets 1 rating point among the same program category in 
university target audience.

Consequently, rating can not be judged as high or low as above 
points should be considered.*
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  TV commercials, GRP (Gross Rating Points), all commercial products only  TV commercials, GRP (Gross Rating Points), all commercial products only

Most 
Active Brand

Quiz

How many people could be reached by “100 Tahun Kebangki-
tan Nasional” in the survey area during broadcasted on May 
20?

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

on May

Congratulation, you’re the winner!

Ika Nurlaila (Draftfcb) - ika.nurlaila@...

Yudi A. Momongan (Artek ‘n Partner) - yudi@...

Jane Permana (JTV) - janepermana@...

Product No. of Spots GRP

ESIA 3,907 3,974%

BANK RAKYAT INDONESIA 2,821 6,105%

MCDONALD'S - FAST FOOD 2,363 2,765%

MOLTO ULTRA - FABRIC SOFT-
ENER

2,290 2,426%

SEDAAP - INSTANT NOODLE 2,285 3,311%
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DAILY 

RATING 

LIVE!

C

Currently, it covers four cities only (Greater 
Jakarta, Greater Surabaya, Bandung & 

Greater Yogyakarta)

Covering 10 cities

 f citi nl (G atvers four cities only (Greater

Available on July 1st, 2008

        For more information, please contact  our Marketing Service team: 
Christina (228), Ardiansyah (239), Hellen (193)



AGB Nielsen to measure TV audience of Olympics. Dur-
ing a press conference in Beijing, AGB Nielsen, a lead-
ing media research company, discussed their plan to 
measure the size of the television audience of the Bei-
jing Olympic Games.

Dr. Alberto Colussi, chairman of AGB Nielsen’s manage-
ment board, said that his company will be measuring au-
diences in 38 countries on ! ve continents. “Besides our 
international role, this time we are going for a role here 
in China,” he said.

Colussi said that AGB Nielsen began measuring television 
audiences in China in 2005, but were restricted to a few 
major urban areas. He said he helped the company look 
outside these areas to learn more about the viewing hab-
its of the Chinese countryside. “Now we are measuring 10 
provinces for a total of 660 million people,” he said.

According to Colussi, AGB Nielsen gained valuable experi-
ence in measuring audience size during the Athens games 
in 2004 and the Sydney games in 2000.

Instead of providing national data, the company will re-
lease data by province. Colussi said it will be interest-
ing to see how the viewing habits of one region of China 
differ from others. He said the data gathered from non-
urban areas will be especially valuable, as the Chinese 
countryside has yet to be studied in great detail. He be-
lieves that China, as the host of the 2008 Olympics, will 
see a great increase in its domestic television audience.

TAM Around the Globe
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Colussi also spoke about the nature of investment in the 
Olympics. He said that sponsorship of the Games is not 
a commercial investment, but rather a prestige invest-
ment. Advertisers and sponsors improve their image by 
being associated with a major global event.

“This is quite a challenge for our company,” he said. “But 
it is a challenge that we have faced in previous years and 
we have resolved it successfully.” 
Source: china.org.cn

A new study from ABI Research forecasts the number of 
viewers who access video via the Web to nearly qua-
druple in the next few years, reaching at least one bil-
lion in 2013.

“The rapid expansion of broadband video creates oppor-
tunities across a number of market sectors,” comments 
senior analyst Cesar Bachelet. “A wide variety of actors 
aim to gain a share of this fast-growing market: not only 
content owners such as the BBC and NBC Universal, and 
Internet portals such as AOL and Yahoo", but also a range 
of new entrants including user-generated content sites 
such as YouTube and Dailymotion, broadband video sites 
such as CinemaNow and Love! lm, and Internet TV provid-
ers such as Apple and Zattoo.” 

Mobile TV in the UK will fail to take off this year, as 
consumers cut the amount of cash they spend on their 
mobile phones, according to Deloitte.

Less than 1 per cent of the UK population currently 
watches mobile TV and Deloitte estimates that the ! gure 
will fail to increase this year. As well as suffering from 
cash cutbacks, Deloitte also said that mobile TV is losing 
out to people catching up with TV programmes online, 
a trend that has caught on this year at the expense of 
mobile TV.

The Deloitte Digital Index, a measure of the take up of 
digital services, found that online video consumption will 
continue to increase dramatically. Deliotte revealed that 
19 per cent of people in the UK consume online video “on 
a regular basis”. That ! gure will increase to 50 per cent 
within ! ve years, according to Deloitte.
Source: advanced-television.com



How should we trust a research result? Can it be taken for granted? 

These questions initiated the Communication and Education Seminar 

organized by AGB Nielsen on May 27 in Jakarta. It was the second sem-

inar held in Jakarta after the ! rst one in January 29. The questions 

came up from DR. Ibnu Hamad (lecturer of Communication Studies 

in University of Indonesia) who was one of the speakers in the “ What 

and how rating becomes reference to TV and advertising industry ” 

seminar. In front of the lecturers of 19 universities in Jakarta, Ibnu 

presented his paper work on Research Engineering. In his presentation, 

he said that research is engineered in terms of researcher’s need. 

When carrying out the research, the researcher will employ research 

tools which best ! t the research problems and objective. How to trust 

TV Audience Measurement then? Openness in methodology and integ-

rity in data reporting were two ethical points to be considered that he 

raised during this event.

Next to Ibnu’s session was Prof. Deddy Mulyana (Professor of Com-

munications Studies in University of Padjadjaran), who also presented 

scienti! c approach of TV Audience Measurement (TAM). And again, 

AGB Nielsen, represented by Christina Afendy (Senior Manager Market-

ing Service) explained the survey methodology and how the survey 

result is used by the industry.  Bukit Ketaren (GM Marketing of TVOne) 

shared his experience in using the survey result, not only rating data, 

to measure TV performance, lessened risk in decision making, monitor 

rapid change in the industry, pursue opportunity on advertised prod-

ucts, etc. Thus, the data is used by many divisions of the company, 

i.e. programming, news, sales and marketing, public relations, etc. 

“Rating is important, but it’s not everything,” Bukit said. >> 

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
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Events

1. Is there any control to the length duration of the panel as being 

respondent?

According to GGTAM (Global Guideline for TV Audience Measurement), 

a household can be TAM respondent for 2 to 5 years. However it also 

regulates that the panel change must not be done concurrently. Panel 

replacement can be categorized into two: natural DO (drop out) and 

forced DO. This panel replacement can account up to 4% per month.

Reasons for natural DO are, e.g. when panels request to discontinue, 

the change on family member, house renovation/movement, etc.

Reasons for forced DO are, e.g. when panels refuse to comply with 

rules, panels are not discipline in pushing the handset button, or con! -

dentiality breech.

2. Why does AGB Nielsen keep panel locations con! dential?

TAM survey refers to GGTAM that requires protection on panel’s 

privacy rights (con! dentiality rights). This regulation underlines the 

con! dentiality of the respondent, in which both respondent and the 

research company are required to keep the status of the respondent 

in private by signing a con! dential agreement to protect their privacy 

rights. This has been standardized globally to avoid interfering of the 

industry to the panels, which may in# uence TV viewing data.

3. Can rating be manipulated with a certain cost offered by TV sta-

tion?

AGB Nielsen is an independent global company which operates a trust-

based business. Closeness with a certain pressure group will create 

distrust to data validity, which then will prevent data’s acceptance as 

currency in the industry. On the other side, this survey also empha-

sizes on the con! dentiality rights as mentioned above, which not allow 

any group to in# uence the survey. 

Communication & Education Seminar on TAM

Jakarta, Once More
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>> On the next session, Mugi Utomo (Media Director of Interact 

Carlsson) represented advertising agency. He said that rating is one 

of the tools in decision making. As part of media strategy, it is used 

in planning, buying and post buying process. The media strategy 

includes media campaign purpose and advertising budget which can be 

measured through variables other than rating, like GRP (Gross Rating 

Point), Reach or Frequency.* 

The Face of Our TV Industry

On April 17, AGB Nielsen held a half day seminar which was 
endorsed by PPPI (Persatuan Perusahaan Periklanan Indone-
sia). The seminar which titled The Face of Our TV Industry: 
The Past & the Future delivered updated information on Indo-
nesia TV today in front of more than 30 advertisers and ad-
vertising agencies. It informed them on Indonesia TV among 
Asia Paci! c countries and Indonesia TV yearly performance. 

The seminar brought also more information on fragmented 
TV today as TV channels have started to sharpen their posi-
tioning, both in terms of audience and program offers. Thus, 
in a fragmented TV market, deeper analysis for TV Audience, 
such as Pro! le Index, Loyalty, and Co-viewing are needed.*


