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This is the fourth edition of the Ipsos Glossary. This version has been updated to
include new terms associated with the latest developments in the media industry.
It also reflects our expanded remit. From January 2008 we changed our brand
name to Ipsos MediaCT. C stands for Content or Convergence and T for Technol-
ogy or Telecoms. These sectors previously existed as separate silos in Ipsos but
in response to the fact that most Media and Telecoms companies are beginning
to offer products or services across the media/technology and telecoms sectors,
we merged these sectors to help our clients develop a cross-sector understand-
ing of both market forces and customer demand.

The Ipsos Group is committed to high quality media research on a global basis
— research that will allow our clients to make better decisions in an increasingly
complex media environment. There are currently 56 countries in the Ipsos Group
and this glossary underlines the commitment from all lpsos companies to have
both a standardised research language and consistent working practices when
dealing with national and international media research projects.

Every executive within Ipsos MediaCT has a copy of this book which doubles up
as both a reference and a learning tool. Many of our clients also find it useful and
this underlines the positioning of the Ipsos Group as one of the major authorities
in all aspects of the media, technology and telecoms research industry. To help
you find your way around the glossary, the following features are in place:

If a word is in bold this means that a definition of this is available in the glossary
should you wish to refer to it.

If a word is coloured this means you are being directed to another definition
for either further explanation of the word you were looking up or for information
on another word closely associated with it.

A translation guide to key media terms pages 104 and 105. This section will help
you if you want to look up a key media term but are not sure of the equivalent
word in English. All the definitions have been checked by contacts in the relevant
Ipsos companies to ensure that the words in French, German, Spanish and Ital-
ian match up exactly with the English definition (to avoid the situation where the
English word has a different meaning in another country, the full definition was
taken into account when translating the terms).

Liz Landy
Managing Director
Ipsos MediaCT

Tel:+44 (0)20 8861 8032
Fax:+44 (0)20 8863 0957
Email:liz.landy@ipsos-mori.com
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ABC -

circulation data

ABCe data

Above The Line

ABs

Access Panels

ACORN

Ad Click Rate

Audit Bureau of Circulation data. Provides audited information on =
circulation of newspapers and magazines.

Audit Bureau of Circulation audited counts of online website traf-
fic

Forms of marketing that involve mass-market advertising e.g. us-
ing TV, Press, Radio and Posters.

High status individuals. See

Access panels are made up of a large number of households
who have agreed to take part in research. Online access panels
have now largely superseded more traditional mail panels. The
principles are the same - respondents who are willing to take
part in research are pre-recruited - but data are collected by
means of online surveys rather than from paper questionnaires
or telephone interviews. The achieved samples are controlled or
weighted to be representative of the population. Online panels
provide a quick cost-effective way of contacting samples for
many types of research. Care needs to be taken in media re-
search applications as the media consumption of online access
panel members may not be typical of the population. Ipsos Inter-
active Services runs one of the largest online panels in the world
with more than two million panel members across Europe, the
Americas and the Far East

(‘A Classification Of Residential Neighbourhoods’). Proprietary
Geodemographic classification system. Using published Cen-
sus statistics, it classifies consumers according to the type of
residential area in which they live. There are 38 different neigh-
bourhood types, which take into account 40 variables including
demographic, housing and employment characteristics. The 38
types are themselves aggregated into 11 neighbourhood groups.
See

The percentage of Internet users that, after seeing an advertise-
ment, then click onto it, For example, if out of 100 Internet users
who see an advert 10 click onto it, then the ad click rate would
be 10%. This is also known as clickthrough. See and



Ad Serving

Adshel

ADSL

Adspeak

Adult
Probability

Advertising
Post-testing

Refers to the mechanisms developed to facilitate ad delivery on
the World Wide Web or Internet. For instance;

Software - products like Accipiter allow for complex delivery and
monitoring of ad delivery on one site or across a multitude of
sites.

Companies - companies such as Flycast and Doubleclick facili-
tate the purchase of ad space by representing a stable of Web
sites.

High quality, perspex covered, four sheet poster sites situated in
bus shelters. Around 60% are illuminated.

Abbreviation of Asynchronous Digital Subscriber Line - Broad-
band over a phone line.

An expression used for jargon used in the advertising trade.

See

Advertising post-testing is designed to assess the reactions of
the target audience for a campaign after it has been broadcast.
Techniques have been developed for TV, radio, posters and press.
Fieldwork usually happens immediately after the campaign has
been broadcast/shown to capture its impact at the height of its
effect.

The technique is designed to assess the success or otherwise of
a campaign on key dimensions such as impact, persuasion and
diagnostics. A particular client's campaign can then be assessed
against a databank of ‘norms’ and against the client’s advertising
strategy. However a ‘snapshot’ post-test may be less sensitive
than continuous or periodic checks (Tracking studies). Ipsos-
ASI| conducts post tests internationally, (primarily in France), but
would more normally propose a “pre-post” or continuous Tracker,
using the proprietory Brand*Graph approach.

This is designed to measure the efficiency of advertising across

both above and below-the-line media, and is supplemented by

diagnostic measures and measurement of Brand Equity. See
and



Advertising
Pre-testing

AF
Aided Recall

AIR
Ajax

Ambient Media

Analogue

Analysis
Sample

Animated GIF

Appreciation
Data

Advertising pre-testing is designed to assess the reactions of
the target audience for a campaign before it is shown. The re-
sults of the research can be used diagnostically to improve the
advert or to choose between alternative treatments. Also known
as Copy Testing, particularly in North America. See

Abbreviation of Average Frequency.

When visual aids are used to prompt the respondent’s memory.
Also known as Memory Prompts, these visual aids are com-
monly publication mastheads in print media research and lists of
programmes in TV audience research.

Abbreviation of Average Issue Readership.

Ajax (Asynchronous JavaScript and Xml) — a group of inter-re-
lated web techniques used for creating interactive web applica-
tions

A catch-all phrase used to describe all ‘out-of-home’ advertising
that does not fit within established media definitions. Examples
of ambient media include advertisements placed on beer mats,
bus tickets and petrol pumps. Ambient media has enjoyed sig-
nificant recent growth as advertisers seek out new ways to com-
municate with their target audience.

Analogue broadcasts are based on signals of varying frequency
and, as such, suffer from degradation during transmission.

See

These are frequently used on the Internet to draw attention to a
Web page. They create the impression of an animated image
by quickly displaying a synchronised sequence of GIF (Graphic
Image Format) images.

Data, which shows viewers’ or listeners’ reactions to the
programmes they have watched or listened to. Another way of
evaluating a programme’s performance, alongside audience size
data. See




Appreciation
Index

ASClIl

Ascription

Aspect

ATM

Attention Value

Attitude
Research

An appreciation index is a measure of enjoyment used to evaluate
TV and radio programmes. Respondents are usually asked to
give a mark out of ten for each programme they have watched or
listened to (they are asked not to change their viewing or listening
habits in any way). Once all the responses have been collected,
they are added together and then divided by the overall sample
for each programme. The Appreciation Index, or Al, is usually
presented as a mark out of 100. It can be looked at as providing
supplementary qualitative information to programme ratings. In
this respect it should be evaluated in the context of other pro-
grammes within the same genre and/or programmes shown at
the same time but on a competitor channel.

Abbreviation of American Standard Code for Information Inter-
change. This is a universal standard for encoding letters, digits,
and symbols. Saving a document in an ASCII format removes
any formatting such as bolding and special fonts. This allows a
ASCII document to be read by any word processor program.

The systematic adjustment of figures in analysis to levels deemed
to be more appropriate for the purposes of the survey than those
obtained by the standard interviewing methods. (In the UK, for
instance, adjustment to readership figures is undertaken for pub-
lications suffering from circulation loss due to strikes etc.). See

In outdoor research, the consideration of a position of a poster
panel in relation to the road — angled, parallel or head on.

Abbreviation of Asynchronous Transfer Mode. A digital technol-
ogy used for the high-speed transmission of data over a stand-
ard telephone line.

Likelihood of an advertisement being noticed. The amount of at-
tention paid to a TV set during a commercial break. There is cur-
rently no agreed way of measuring this. It can be approached
by analysis of meter data or bespoke surveys.

Qualitative or Quantitative Research that examines the values,
perceptions, motivations or attitudes of respondents and their
opinions about products, companies, media, their lifestyle, and
soon. See



Audience

Audience
Factor

Audience
Share

Audio

Audited
Circulation

AV

Average
Audience

The population or target group:
a) reading a publication or a group of publications
b) listening to a radio programme/station or a selection of radio
programmes/stations
c) viewing a television programme/channel or a selection of tel-
evision programmes/channels
d) seeing a poster or poster campaign
e) exposed to an advertisement or advertisement/ commercial or
advertising campaign.
See
and

In TV planning in the UK, a factor based on the number of com-
mercial TV adults, housewives etc. per commercial TV home is
applied to estimates of net commercial TV homes to achieve an
estimate of audience when only homes data are available.

See

This term in a multimedia context is used to describe digital files
that can produce sound.

Circulation that has been verified, usually by an independent
company as opposed to publishers’ claims of circulation. See
and

Abbreviation of Audio Visual. Equipment for all aspects of TV
and radio.

Calculated by adding together the audience for each individual
minute of the programme, and dividing it by the programme’s
total duration (in minutes). It is the best measure for comparing
the absolute size of different programmes’ audiences, and is the
definition that is most often used when describing the size of a
programme’s audience, in channel top tens, for example.

In terms of television research, this is the audience that is most
similar to the commercial spot audience (See ).

In terms of radio research, it is the number of listeners, quarter
hour by quarter hour, averaged over a period such as half an
hour or a rate card segment.




Average
Frequency

Average Hours
per Head
Average Hours
Per Listener/

Viewer

Average Issue
Readership

Average OTS

Average Page/
Spread Traffic

Avi
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Estimate of the average number of times the audience had an
opportunity to see an advertisement (in print or TV). Another
name for Average OTS.

The total hours of listening or viewing to a station averaged
across the total relevant population.

The total hours of listening or viewing to a station averaged
across all those listening or viewing the station.

An estimate of the number of people who read or looked at an
average issue of a publication. Within the recent reading model
this is the number who claim to have last read or looked at a
publication for at least two minutes during a period that covers its
publication interval. Abbreviated to AIR.

See See

See

Windows PCs digital video format. AVI files use the extension

avi



Backing Up
Bandwidith

Banner

BARB

Barring

Base

Baseband

Basic Service

The process of creating a copy of a computer file for security.

A measurement of the volume of data that a modem or commu-
nications device is capable of receiving. Bandwidth is measured
in hertz or bits. See and

Advertisements used on the Internet, usually along the top of
Web pages. This position is seen as prime because users are
presented with the message as soon as the page is loaded. The
most common size is 468 x 60 pixels. See

(Broadcasters’ Audience Research Board Ltd). BARB is the
joint industry company responsible for the provision of television
audience measurement information in the UK. It is underwritten
by the BBC, ITV, Channel 4, five, BSkyB and the IPA (Institute of
Practitioners in Advertising). The current BARB service is split
between three contractors, AGB Nielsen Media Research (re-
sponsible for panel operations and reporting), RSMB Television
Research (responsible for general design and control) and Ipsos
MediaCT (responsible for the Establishment Survey). From 2010
the responsibility for panel operations and reporting will move
to TNS. The Establishment Survey which continues to be run
by Ipsos MediaCT, involves continuous interviewing with random
probability sampling, and in excess of 50,000 completed inter-
views each year.

The ability to stop certain types of broadcast channels or phone
calls.

The Unweighted Base (in a research survey) refers to the
number of individuals, households, etc. that were interviewed,
either in total or by demographic sub-group. The Weighted Base
is the number that is calculated after weights have been applied.
This is often grossed up to show the number in the population.
Grossing is the application of a fixed multiplier to each weighted
individual and should not be confused with weighting. Both the
unweighted and weighted bases should be shown in tabula-
tions.

The name given to a satellite TV signal before it is converted into
a signal that is suitable for a TV.

The minimum package of channels that are available to cable
and satellite subscribers for a set monthly fee. These channels
do not include premium channels that are only available at an
extra charge.

1



Baud Rate

BBS

BE: EUROPE

Below The Line

Beta Testing

Betacam SP

Bits and Bytes

Blog/Blogging

Blu-ray Disc

12

The speed per second at which data is transmitted and received
over a network. The higher the rate the faster data is transferred.
This speed is measured in the number of bits per second that
are transmitted. A 56K modem has a baud rate of 56,000 bits
per second (bps). See and

i) See
ii) See

The media survey of Europe’s business elite. BE:EUROPE is run
by Ipsos MediaCT and offers users marketing and media data
on the most senior business decision makers in medium /large
business establishments across 17 countries. Executives are the
key decision makers in companies accounting for the majority of
business expenditure on goods and services in Europe. Similar
surveys are also conducted in Asia, USA, Australia and Japan.
Ipsos MediaCT have recently run pilot studies in India and Chi-
na.

Forms of marketing that do not involve conventional mass market
advertising e.g. direct mail, special promotions.

The provision of software and hardware free of charge to se-
lected people for their conditional use in order for them to report
back any problems or errors. Once any problems have been
sorted then the final product can be released to the general public.

Analogue videotape format of broadcast quality.

A ‘bit’ is the smallest unit of data transmitted on computers and is
represented by either a ‘1’ or ‘0’. A byte is created from a string
of eight bits and is the data needed to store one character, such
as a letter or number.

Also Weblog — a website on which internet users make regular
entries, or “posts”, with the most recent ones appearing on top.
Personal blogs are written by an individual, often daily.

Blu-ray disc is the next generation of optical disc format used
for high-definition video and data storage. Blu-ray discs are the
same size as CD’s and DVD’s but can store up to 50 gigabytes
(6 times the capacity of DVD) of information. The term Blu-ray is
derived from the blue laser used to read and write this type of disc.

Blu-ray discs can be played on blu-ray disc players or on PS2
games consoles.



Bluetooth

Bookmark

Booster/Boosted
Sample

Brand Equity

Break

Break Bumper

British Business
Survey (BBS)

A technology that allows devices such as personal digital assist-
ants (PDA’s) and laptop computers to communicate with each
other without the need for cables to connect them. This is done
using short-range radio waves. See

A function in a Web browser that enables an Internet user to
save addresses (URL) of their favourite Web for future reference.
See

See

Brand equity is the sum of attitudes, feelings, imagery, associa-
tions and emotions that consumers feel towards a brand. Brands
with strong brand equity are less vulnerable to price competition,
more responsive to marketing activities, can justify higher prices,
have more loyal consumers (or readers, viewers, listeners etc),
and are more profitable. Ipsos MediaCT have pioneered a ver-
sion of this for use specifically within the media sector.

A break in television or radio transmission during which adver-
tisements are shown. See

A quiz or competition that is broadcast at the beginning of the
commercial break with the answer being associated with the
commercials shown in between. A (usually free) phone number
is shown and viewers are asked to phone with the answer to the
competition. A ploy to make viewers pay attention to the com-
mercials.

Ipsos MediaCT’s British Business Survey is credited as the
most reliable and widely used survey for buying and selling ad-
vertising aimed at the GB business market. The survey covers
average issue readership, recency, frequency, source of copy, as
well as use of other media, business activities, company details,
decision making responsibility, business travel, usage and own-
ership of business technology, car ownership etc. It includes
readership details for around 65 newspapers and business pub-
lications, 20 websites and a host of data that can be used to
tightly target specific groups of business people.

13



Broadband

Browser

Bulletin Board
Systems (BBS)

Burn

Burst

Businessmen

Buzz Marketing
Byte

14

A telecommunications term used to describe any transmission
system that can transmit voice, video and data faster than a
standard telephone line (narrowband). Broadband fibre optic
technology is widely used by cable companies to deliver multi-
ple TV channels and telephone services to households. It also
offers the possibility of a return signal so making possible inter-
active services such as online shopping. The technology will
eventually make it possible to merge the television and Internet
features. See

Software that allows Internet users to view Web pages and navi-
gate the Web. Netscape Navigator and Microsoft Internet Explor-
er are the two most popular browsers. See

Originally a system on an individual computer that users or mem-
bers would dial into to leave and read messages. These tended
to be closed systems, where members would have to know the
individual phone number to dial into and the number of concur-
rent users would be limited by the number of phone lines into a
particular board. Now the term is sometimes used to describe a
notice board or chat area of a Web site, more commonly known
as a Forum.

The process of transferring information to a CD-ROM. See

A period of concentrated advertising activity.

Generally speaking, the definition of businessmen is men and
women in eligible industries and occupations that are involved in
business. “Involvement in business” is defined in terms of man-
agement responsibility, job title, income, and so on. The defini-
tion can vary according to the purpose of the survey.

In consequence, some surveys may consider farmers or retailers
in small shops to be businessmen, whilst others may not. More
stringent definitions of businessmen will only include people with
sufficient managerial responsibilities, or those employed by com-
panies of a certain size, etc.

Marketing activity using Word of Mouth communication

See



Cable

Cable Modem

Cable
Penetration

Cache

Call Backs

Campaign

Campaign
Period

Campaign
Reach

CAPI

This refers to services that are transmitted over wires rather than
over the airwaves.

A device that allows Internet access using cable. This is much
faster than using a normal telephone modem and, in theory, up
to 80 times faster than an ISDN line. See

Either the number of homes subscribed to cable as a proportion
of all TV homes, expressed as a percentage or, alternatively, the
proportion of Homes Passed that subscribe to cable.

Aterm used on the Internet. Browsers keep the data they down-
load from a page in storage on the local computer, which speeds
up access to the next page - for example, caching the logo im-
age so that it does not have to be downloaded again.

When an interviewer makes a further attempt to contact someone
at an eligible address or telephone number after failing to contact
them on a previous attempt. Especially important for achieving
representative samples of people who are difficult to interview
because of their lifestyles - e.g. frequent travellers, who may be
travelling when the interviewer first calls. Call backs are essential
to increase response rates in random samples.

High quality random samples typically insist on a minimum of
four call backs for personal interviews and ten or more for tel-
ephone interviews. See

A promotional effort based on the same strategy and creative
idea. A campaign can last weeks, months or even years and
can involve public relations, below-the-line activities, direct mail,
sponsorship, advertising or any combination of them. An Adver-
tising Campaign can entail one or more media schedules.

The duration of a promotional effort.

See

Abbreviation of Computer Assisted Personal Interview. A face-
to-face interview where the questionnaire is administered by the
interviewer using a laptop computer, which presents each ques-
tion on the screen, and interviewers directly record respondents’
replies.

15



Capibus
Card Sorting

CAS/

CATI

CAWI
CD-ROM

Channel
Mapping

Channel Reach
Channel Share

Chat

Chief Income
Earner

Chief Shopper

Churn Rate

16

See

The method by which publication masthead cards or other names
are sorted by respondents into groups. See

Abbreviation of Computer Aided Self-Completion Interview. This
is a self-completion interview using either a laptop computer or
online.

Abbreviation of Computer Assisted Telephone Interview. An in-
terview conducted by telephone, where the questionnaire is ad-
ministered using a computer.

Abbreviation of Computer Aided Web Interview.

Abbreviation of Compact Disk Read Only Memory. These are
optical disks, 5-1/4 inch in size that are used to hold computer
data. They have a high storage capacity (up to 650mb of data).
Some are capable of writing data more than once. See

A feature found on some televisions, video recorders and set
top boxes. This allows a device to receive a transmission for a
channel even if it has been moved to a different frequency so
removing the need to manually re-tune.

See
See

Live or “real time” discussion between people online, (on the In-
ternet) in an environment often known as a chat room. See

The household member who is mainly responsible for the financial
support of the household. Typically the individual household
member with the highest income.

The member of the household (male or female) who is solely or
mainly responsible for the household’s shopping. In establishing
who is responsible for household duties respondents are asked
what proportion of the household shopping they are responsible
for. Analyses based on chief shoppers may take into account
these weighted proportions.

A measure of subscriber turnover (new subscribers/ disconnec-
tions) applied to Pay TV.



Circulation

Circulation
Audit

Click

Clickthrough
Clickthrough
Rate

Clip Art
Closed
Captioning

Cluster
Analysis

In Print research it is the number of copies of a publication sold,
sent to subscribers, sent free of charge to specified people or
addresses, or otherwise distributed to readers. Does not include
copies of a publication printed but not distributed, and therefore
it should logically be less than a publication’s Print Run. Promo-
tional copies or those that are given away free may or may not be
included in the circulation. See

Circulations are the most basic means of comparing titles. They
are a guide to a publication’s Primary Readership: the purchas-
ers of a publication and other members of their household or the
original recipients of a title sent free of charge.

See

The act of clicking the ‘mouse’ when using the World Wide Web
to activate a link (often used in reference to ‘clicking’ on a banner
to retrieve further information).

When visitors click on a banner advertisement, taking them to
the advertiser’s site.

Percentage of times an advertisement is clicked, divided by the
number of times it is seen.

Collections of digital images used in multimedia productions.
See

Hearing disabilities.

Statistical technique for grouping the people researched by a
survey not by single criteria like age, sex, etc., but by a large
number of their characteristics. If these groups have no overlap
between them - i.e. if no respondent falls into more than one
group - they are called Discrete Clusters.

The people in any given cluster do not necessarily have all the
characteristics that define the cluster, but they do have more in
common with that group than with any other of the other clusters.

Clusters are a particularly useful tool for analysing quantitative
Attitude Research, where they can be used to create Psycho-
graphic Groups (dubbed Lifestyles by many advertising agen-
cies and media owners): groups defined by attitudes, motivations
and values rather than by Demographics or purchasing habits.

17



Clustered
Samples

Clutter

Commercial
Break

Commercial
Minutage

Composition

Compression

Computer
Bureaux
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The grouping together of individuals for sampling purposes
- usually geographically, to reduce time and cost of interviewer's
travel.

Visual or audible stimuli that draws attention away from the ad-
vertising message, often caused by different advertisements
competing for the viewers’ or listeners’ attention.

See

A break in television or radio transmission during which
advertisements are transmitted.

Number of minutes (per day, week) on television for which
commercials (as opposed to programmes, trailers etc.) are trans-
mitted.

The percentage of a TV/radio programme’s audience or a publi-
cation’s readers who fall into a given target group.

Composition is often used interchangeably with Profile, though,
strictly speaking, profile - i.e. audience or readership profile - re-
fers to the way a programme’s audience or a publication’s read-
ership breaks down across a single variable like age, income, job
title, etc. The profile should always sum to 100%.

Digital process that reduces the space taken by data allowing it
to be stored and transmitted more efficiently. This is especially
useful for large files such as audio and graphics files.

Companies conducting computer analysis of survey databases.

As the computer programs and mathematical models developed
by the bureaux differ, each bureaux may come up with slightly
different estimates for schedule evaluations, frequency distribu-
tions and optimisations even when they use the same type of
mathematical model (e.g. Formula or Probability Model).



Concept
Testing

Concurrent
Viewing
Conditional
Access

Confidence
Limits

Concept testing is the process of using quantitative and qualita-
tive methods to evaluate consumer response to a product idea
prior to the introduction of a product to the market. It can also
be used to generate communication designed to alter consumer
attitudes toward existing products.

Ipsos has a range of products that provide concept test solu-
tions. These include Construct, Innoscreen, Demandscan and
Discrete Choice Modeling. Ipsos also has a unique global da-
tabase for benchmarking new product and service ideas in the
technology, media and entertainment sectors.

In TV audience measurement, the viewing of the same individual
in relation to two or more TV sets at the same time.

The name given to the technology that allows authorised
users to access digital television services by encrypting the
transmitted content that is then converted by a decoder.

Confidence limits are an estimate, derived from statistical theory,
of the range of values within which the “true” figure is likely to lie.
Confidence limits can only be calculated for random samples,
although they are frequently used as a guide for quota samples
etc.

95% confidence limits indicate that there is a 95% probability (or
19 in 20 chance) that the true figure falls within the values stated;
90% confidence limits indicate that there is a 90% probability (or
1in 10 chance); and so on. The common convention is to use
95% confidence limits.

The variables involved in calculating confidence limits are Sam-
ple Size, the percentage of the sample that falls into the group
being measured, and the Design Factor (which is a function of
the Sampling Procedure).

Charts called Nomograms can be used to estimate confidence
limits, but the nomogram for one survey should not be used for
other surveys. This is because the Design Factor of the survey
is built into the nomogram, and the design factor varies from sur-
vey to survey.

See for a brief explanation of how Confidence
Limits are determined.

19



Confirmit

Consolidated
Viewing

Consumer
Publication

ConStruct

Content

Content
Provider

Content
Tracking
System.

Controlled
Circulation

Convergence

20

Confirmit is the software package used by Ipsos to design and
deliver many of our online surveys.

The Confirmit suite of software, includes simple and complex
surveys design, hosting, analysis, reporting, survey and panel
management.

Consolidated viewing is the total of viewing that occurred
in real time and video playback, which is recorded and watched
within an agreed period (e.g. seven days) of the original pro-
gramme’s transmission time.

A publication designed for a general consumer or special interest
markets e.g. photography, gardening. See

ConStruct is a unique Ipsos solution for developing and refining
different service or product features based on a set of feature
benefits (typically ideas). It sits just after the ideation phase, and
allows clients to understand which ideas work best in combina-
tion, how to communicate a refined product or solution, and pro-
vides consumer based definitions for concepts to take to the next
stages of development or testing. It deals extremely well with the
issues of technology which clients have in new product or serv-
ice development. See

Information or entertainment produced by an advertiser or media
company for use in a Web site or similar environment. Generally
in reference to a media site.

The group or company responsible for online content. See

In TV audience measurement, a system used to identify which
channel is being viewed and also to identify time shift viewing
See also

Copies of a publication that are distributed free of charge to
specified people or addresses. The publisher controls to whom
copies are circulated. Continued receipt of such copies may or
may not be requested by the recipient.

The delivery of several types of content to a single receiver. In-
creasingly popular as a TV set may give access to digital TV,
interactive Web services, hi-fi audio and other services.



Converter

Cookie

Copy
Protection

Copy Test

Core Audience

Cost Efficiency

Cost Per Click

Cost Per
Rating Point

Cost Per
Thousand

Cost Rank

See . Also known as Set Top Box.

A file that a Web site puts on the hard disk to inform the site of
the visitor's preferences. Often used to inform a site of what
advertisements have been seen or to personalise content.

A way of stopping copyright theft from DVD’s and CD’s. One
method employed includes Macrovision, which degrades any
content that is being copied. See

Another name, used in Germany, for a Page Traffic survey. Inthe
UK and America it is also used to describe Advertising Pre-test-
ing.

The core audience is the percentage of people who watch the
whole programme, from the first minute to the last minute (or
some other criteria e.g. 50% of the minutes or more). This is the
most rigorous definition of audience and leads to the smallest
figure. It is used to measure loyalty, and the profile of the char-
acteristic viewer.

The value of an advertising schedule, or one advertisement in a
single publication or TV spot in relation to its cost.

Usually expressed as the cost of reaching one thousand people
in the Target Market, which allows the cost-efficiency offered
by different titles, schedules, programmes or adverts to be com-
pared easily. See

Pricing model for online advertising charging advertisers per
click on their advertisements.

A measure of cost efficiency of advertising campaigns as
alternative to Cost per Thousand.

Cost of reaching one thousand people in a Target Audience i.e
the cost of reaching a thousand readers or viewers or listeners
with a given advertisement. Cost per thousand is a means of
comparing the efficiency and value offered by different titles,
schedules, programmes or adverts. Abbreviated to CPT or CPM
(Cost Per Mille).

List of candidate media ranked by Cost Per Thousand to show
the relative efficiency with which each reaches the target audi-
ence.
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A name given to individuals who watch large amounts of televi-
sion.

Abbreviation of Coverage.

The proportion of a target group who have an opportunity to see
or hear one or more advertisement, issue or spot. Abbreviated
to Cover. See , which however is more often used in the
broadcast media.

List of publications ranked by their coverage of a specified group
or target group.

See
Abbreviation of Cost Per Mille. See
Abbreviation of Cost Per Thousand.

Audience measurement across different types of media (print,
TV, radio, online etc)

Most tables in standard survey reports are cross tabulations.
They provide large amounts of information about target markets
or readers of publications in a relatively compact format.

See
See

The proportion of a target group who have an opportunity to see
or hear one advertisement from a campaign at a specified time
e.g. after two spots x% had seen one and after ten spots it was
y%.

The Net Reach achieved by a given number of insertions in a
single title or schedule. In other words, the number of people
who have at least one Opportunity to See an advertisement.
It is calculated by using a mathematical model - see

For a single title, cumulative readership takes into account regu-
lar and occasional readers as well as average issue readers. In
other words, it takes into account:



Cyber

(a) that not everyone who reads a certain issue of a publication
reads the next issue of that publication and

(b) that the second issue will be read by some people who did
not see the first issue, that the third issue will be read by some
people who did not see either the first or second issue, and so
on.

For a schedule, cumulative readership also takes into account
Duplication between titles. The cumulative readership achieved
by all insertions in a schedule is the same thing as the Net Reach
of that schedule.

From the Greek kybernetes, meaning steersman or governor.
Originally a term from computer science then adopted by sci-
ence fiction, particularly the work of William Gibson, who is cred-
ited with coining the term ‘cyberspace’. Now a prefix to be ap-
plied to any word to signify a particular cultural familiarity with
new media. As in cyber art, cyber-punk, cybercrime, and cyber-
Sex.
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DAB

DAR

Data Fusion

Data
Integration

Day-After-
Recall

Day-part

Abbreviation of Digital Audio Broadcasting. DAB encodes au-
dio into digital numbers, which are decoded by a receiver. The
digital format means that more information can be compressed
into the spectrum so improving sound quality, more choice and
enabling service such as dynamic labels. See

Abbreviation of Day-After-Recall.

Statistical technique of combining data of two or more surveys.
There are various fusion algorithms in use, and various ways of
judging the success and validity of a fusion. See also

The system of combining different data sources or surveys with
each other, often involving statistical fusion techniques. See also

A way of measuring TV viewing/radio listening or a publication’s
readership. Respondents are asked what they watched/listened
to/read yesterday, prompted either by time or programme, etc.,
and the data from many sample days are aggregated together.
For TV the data would be reported as average quarter hour view-
ing of individual channels. Also sometimes used to describe a
form of advertising post testing.

A broadcast day is split in several day-parts, periods of time
corresponding to different audience levels (and to different rate
levels). Definition of day-parts may vary by country and by me-
dium, but as an example:

Prime-time/Peak-time - those hours of the day when audience
is the highest e.g. for TV 20.00 to 22.30, for radio 06.30 to 08.30
(drive time).

Prime access - the TV day part immediately preceding Prime
(18.00 to 20.00).

Night time - The night hours following prime time (22.30 to
27.00).

Day time - The other hours, from morning until evening (18.00).
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Design Factor

DFM

Deadwood address is a term that refers to addresses issues on
random probability consumer surveys being ineligible. The usual
reason for an address being recorded as deadwood is because
the address has not yet been build, has been demolished, is
empty, is a business premises or is a second home. Such ad-
dresses do not count towards the responses rate in random
probability surveys and can be replaced by other addresses if
the design of the survey allows.

Decoders are supplied to cable and satellite subscribers to en-
able them to receive signals to their television sets. Also known
as a Converter or Set Top Box. Decoders may also convert the
television set to an interactive terminal.

An Internet advertising banner that does not rotate and is seen
by every visitor to the Web page that the advert is displayed
upon. See

A telecommunications line that is permanently connected to the
Internet. Also known as a direct connection.

Basic classification data on those researched by a survey such
as age, sex, marital status, occupation or social grade, where
they live, number of children, etc. See

The amount by which the Standard Error of a survey is greater
than that of a perfectly random sample (i.e. a Simple Random
Sample); the factor by which the standard error of a simple ran-
dom sample must be multiplied in order to determine the pos-
sible error that could effect that survey’s findings. Can only be
calculated for surveys with random samples.

In other words, the design factor is a measure of the margin of
possible error resulting from a survey’s sample design compared
to a simple random sample. Its magnitude depends on the way
the sample has been structured and selected.

Calculating the design factor is a complex process, but the de-
sign factor must be known if Confidence Limits are to be calcu-
lated. See

Abbreviation of Direct Frequency Measurement, the method of
identifying broadcast channels by means of metering their fre-
quencies.
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Digital TV

A way of accessing the Internet through the public telephone

network using a modem. This method is slower than other meth-

ods of connecting to the Internet such as DSL and ISDN. See
and

Diaries for media research normally consist of booklets with one
page, or a double-page spread, for each day of the week. Each
day’s page can be pre-printed with the names of TV/Radio chan-
nels along the top, and time periods down the sides. The rest of
the page might work as a grid where respondents record what
they viewed/listened.

In readership research, a diary is kept by informants to record,
over a specified period, reading events in relation to all or a lim-
ited number of publications.

Digital refers to the use of binary codes made up of Os and 1s
to represent data. Digital technology is becoming increasingly
cheaper and more powerful and is used in a wide range of ap-
plications including television, telephony and computing etc. See

The technology used by home satellite-dish owners to receive
digital signals that have CD-quality sound and laserdisc quality
images.

Any video and audio material that have been digitised into 1s and
0Os. See and

Industry body set up in partnership by the BBC and Commercial
Radio to promote digital radio in the UK.

These are the transmitters used by digital radio stations to
broadcast digital. In the UK the Radio Authority awards the mul-
tiplex (transmission) licences to commercial operators.

A method for transmitting television signals in a binary rather
than an analogue format. This allows more information to be
contained within the same bandwidth to provide more channels,
higher definition pictures or interactive services.
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Also known as DVB. This refers to an organisation with over
220 members in 25 countries worldwide, which devised a set of
standards for digital broadcasting by satellite, cable, and terres-
trial infrastructures. DVB-compliant equipment is distinguished
by the DVB logo.

The process of converting analogue material into a digital for-
mat. See and

Any survey that provides a single measure. Often used in radio
research where tailor-made Aided Recall studies are used to
measure recent listening, yielding reach but not hours.

Delivery of the advertising message direct to people’s homes via
their letterbox.

A discrete choice model predicts a decision made by an
individual (choice of mode, choice of route etc.) as a function of
any number of variables. The model can be used to estimate the
total number of people who change their behaviour in response
to an action. Itis particularly powerful for trading off price against
different product features.

Sampling Deliberate selection of a sample that is not in propor-
tion to the population. For instance if a large area is combined
with a small one, an equal selection across them will produce
very different sample sizes: either the small area sample will not
be large enough, or (if the sample size is raised to be adequate
for the small area) it will be larger than necessary for the large
area. It is more efficient in such a case to sample equally (or
thereabouts) for each area to the level needed, which will mean
taking a higher fraction of the population from the small area and
a lower fraction from the large area.

Distribution can mean:

» The delivery of samples, pamphlets etc. i.e. door-to-door dis-
tribution.

« The availability of a product in retail outlets.
« The percentage of shops which stock the product.
« The spread of data along a scale or spectrum.

See



DMB

Domain Name

Downlink

Download

Downfime

DRM

Dropped Call
DS-CAPI

DSL

DST
DTH

Abbreviation of Digital Multimedia Broadcasting — the digital ra-
dio transmission system for sending multimedia content to mo-
bile phones etc.

The unique name of an Internet site such as (http//www.ipsos.
com). It also identifies the type of site for example “edu” for
“educational,” “com” for “commercial,” “org” for “organisation,”
gov or government, etc. Other, two letter domains represent
countries such as .uk for the United Kingdom.

» o«

Satellite signals sent down to earth.
The transfer of electronic files to the user’s computer.

A period of time that a computer system is not functioning. This
can be due to a fault or because of planned maintenance.

Digital Rights Management (DRM) is an umbrella term that refers
to access control technologies used by publishers and copyright
holders to limit usage of digital media or devices. It may also
refer to restrictions associated with specific instances of digital
works or devices. DRM overlaps with software copy protection to
some extent, however the term “DRM” is usually applied to crea-
tive media (music, films, etc.) whereas the term “copy protection”
tends to refer to copy protection mechanisms in computer soft-
ware.

The ending of a mobile telephone call due to a weak signal.

Abbreviation of Double Screen-CAPI. Mainly used for reader-
ship research, this is a CAPI interview using a second computer
screen for the respondent showing publications’ mastheads and
other visual aids. See also

Abbreviation of Digital Subscriber Line. A high-speed Internet
connection that is “always on”. This is typically 3-5 times faster
than ISDN.

Abbreviation for Digital Satellite Television.

Abbreviation of Direct To Home. The reception of television sig-
nals via a satellite dish attached to a single dwelling.
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Digital Terrestrial Television (DTT) implements digital technology
to deliver a greater number of channels with a better quality of
picture and sound using aerial broadcasts to a conventional an-
tenna instead of a satellite dish or cable connection.

In the UK, DTT is mainly accessed via Freeview set-top boxes.

A way of doubling channel size by installing two cables together
each carrying different signals.

In the UK, a dual panel household is a home that reports simul-
taneously on two separate commercial TV area panels. All dual
panel homes must be dual situation homes in commercial TV
overlap areas. Not all dual station homes are so used because
it is necessary to preserve the sampling representation on each
regional panel.

The estimated number of people who read either two or more
given publications or two or more given issues of the same title or
who see two or more TV/radio spots. Hence a Duplication Table
charts the estimated duplication between publications.

The higher the duplication between any two titles, the higher the
Average Frequency and the lower the additional Net Reach
that will result from advertising in both of them instead of only in
one.

Associated with poster research, it is the amount of time that a
panel of a given size can, from its moment of visibility, stay within
the audience’s vision.

Abbreviation for Digital Video Broadcasting.

Abbreviation of Digital Versatile Disk. Modern DVD’s offer very
high resolution moving images. Additionally, since they can store
a lot of data, DVD's have the facility to hold different camera
shots and extra information about a movie.



Dwelling Unit

Dynamic
Labels

An enclosed, private living area that has a separate entrance from
a public area - e.g. a flat. What qualifies and does not qualify as
a dwelling unit can affect the composition of a survey’s universe,
and may vary from survey to survey.

A house containing two flats is usually counted as two dwelling
