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Major topics discussed within the TC

• SVZ or “Stand Van Zaken”
• Time logging (“horodatage”)
• TOVA
• OVC
• OVA
• Debates on future adaptations
• … 



SVZ or “Stand van Zaken”: 
Monthly monitoring overview of the survey’s key indicators

• Polling and validation of households in the study
• Monitoring efficiency levels individuals 4+
• Efficiency target group recruitment matrix
• Panel composition
• Panel rotation (forced and voluntary) 
• Origin of households recruited
• Monthly viewing evolution (live and live +7)
• Monitoring of Other Screen Use
• Analysis of cascade from recruitment to meter installed
• Devices and equipment, decoders by access provider



Time logging (“Horodatage”)
“As run” files as alternative?



Time logging: 
adding indispensable layers to the TAM 
• Time logging of programs, trailers, breaks and spots to identify their 

audiences 
• For programs: content & format identification (CIM Typology) 
• For advertising: break code, campaign ID, MBCID, TVTID

• Valorisation of TV advertising on granular level
• Granular ad spend details by campaign 
• Adding a unique ID to each creative, enabling spot, campaign 

identification and attribution to the correct product, brand, advertiser, 
advertiser group, subsector, sector and economic group

• Certifying the correct broadcast of the spots



“As run” files:
the alternative for existing time logging?
• Context

• Existing contract with Nielsen
• Looking at financial optimisation

• Most of today’s “as run“ files are limited
• Programs only
• Main broadcasters only
• Time stamps are estimations
• No information on trailers

• Objective
• Get “As Run files” for content, coming from the broadcasters and 

“planning files” coming from the sales houses ready as reliable sources 
for time logging of the program content part

• 2023 start of a hybrid system of time logging and “As Run” files for the 
content part for those channels for which the “As Runs” have been 
validated by Nielsen as a solid alternative



TOVA: video planning: 
the strategic window 
Evolving from TV reach curves to 
Total Video reach with the CIM ToVA



How combined net reach levels were currently estimated until now
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TV 

CIM Internet to estimate max reach of local players on content level

+ GWI and/or BMM stated data for Youtube and other International players

+ eventually reach estimates from the platforms themselves (eg Youtube
planner) 
= Best estimation of what the reach of a Total OLV campaign could look like

RESOURCES?

Net reach campaign performances calculated via 
CIM Audimetrie (on break level) 

1000+ pieces and 50 
are missing

A 100 pieces
puzzle? 

Formula based best estimate for incremental reach
TV 

Adding 3D without
glue and 50 pieces are 

still missing

3D

+



Since this fall, CIM ToVA enables us to fill the gaps, partially!

TV 

RESOURCES?A 100 pieces
puzzle? 

CIM TOVA SP = Total Video Advertising Strategic Planning

A new CIM study and tool that bridges the gaps between
TV and OLV for strategic planning and for a part of the 
Video environmentTV 

Net reach campaign performances calculated via CIM Audimetrie
(on break level) 



CIM ToVA methology in a nutshell

* Cross Platform Survey
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TV OLV

CIM Audimetrie
(TAM)

16+
Break level

CIM Internet
(DAM)

16+
Estimated Breaks 

(based on an 
effective factor)

CPS* 16+  
Single source data 
on TV and Online 

video consumption
Estimate the 

breaks on Youtube

FUSION of DAM data into TAM data and 
duplications based on CPS

CIM TOVA SP BAND
Released in Oct 2022

X Tactical planning
X Post-buy evaluation
X Limited to local OLV + Youtube

ü R&F forecasts on TV/OLV campaigns
ü Added reach & overlap of TV vs OLV

SOFTWARE : GFK PROBE TOVA 
(Exclusivity contract for a 1 year)



The effective factor to weigh ad contacts on TV and Online
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ü For TV, defining a spot viewer is « easy » : a person need to have seen at least 50% of the spot to be
considered a viewer of the spot (= at least 50% of ad seen on 100% of the screen)  

X For OLV, we do not know if the person is in contact with the advertising as advertising is not identified
separately

THEORETICAL BREAKS for OLV data not available in CIM Internet data
• Applying EFFECTIVE FACTORS = probability factors applied to OLV impressions to build a common

denominator with TV. 
• Effective Factor on OLV varies per platform and is used as weighting factor on impressions                                      

(eg: YouTube TrueView reach = # impressions X 35%)





In the North, combining TV, local OLV and Youtube
could increase the reach by 2 to 4 %pts on this specific target





ToVA
• Currently
• GFK Probe TOVA
• Strategic / pre-buy tool
• TV + Local Video + YouTube

• Improvements on the table
• New Cross Platform Survey Field in 2023
• Extension of scope: in-read, social media
• Refine fusion model and updates
• Other software licences
• Automated reporting 

• Quid ToVA for post campaign evaluation?
• The need for 1st party log data: local & global (GAFAM) 



OVC online video content

• Expand time window for TV programme rating to Live +28 next to the 
Web+28
• Publication of “web exclusives”
• Identification online volumes on all devices and per device 
• Improving TAM on cord cutters



. Streaming on demand audiences

. The ATAWAD viewing



Increasing importance of OSU* (peripheric), 
even more on younger target groups

Source: CIM Audimetrie

*OSU = Other screen usage



Measuring streaming on demand audiences

• Identifies SVOD Content 
• of Netflix, Amazon Prime, HBO Max, soon Disney+ 
• on all devices, at home and outdoors

• Panel based data collection via establishment survey 

• Panelists download an app for log data recovery

• Dashboards showing
• Audience, stream views, viewing length
• Per program, episode, over a period
• Cross streaming analysis 
• For the total subscribers and their sociodemographic profile



Output examples



Output examples



https://www.performancemarketingworld.com/article/1801823/netflix-partners-barb-mystery-viewing-figures-solved

Measuring streaming services within the TAM panel: 
the BARB solution

https://www.performancemarketingworld.com/article/1801823/netflix-partners-barb-mystery-viewing-figures-solved


https://www.performancemarketingworld.com/article/1801823/netflix-partners-barb-mystery-viewing-figures-solved

Streaming services measured by BARB
Viewing summary published monthly on BARBs site. 
à SVOD/AVOD services account for more than 0.5% of total identified viewing

https://www.performancemarketingworld.com/article/1801823/netflix-partners-barb-mystery-viewing-figures-solved


https://www.performancemarketingworld.com/article/1801823/netflix-partners-barb-mystery-viewing-figures-solved

Weekly ranking of all video content

Streaming services measured by BARB

https://www.performancemarketingworld.com/article/1801823/netflix-partners-barb-mystery-viewing-figures-solved


https://www.performancemarketingworld.com/article/1801823/netflix-partners-barb-mystery-viewing-figures-solved

Streaming services measured by BARB

https://www.performancemarketingworld.com/article/1801823/netflix-partners-barb-mystery-viewing-figures-solved


Challenges for integration of these solutions in CIM TAM? 

• Panel size?
• Library in English / French and Dutch?
• Interest from SVOD platforms?
• Solution outside TAM via XMC?



XMC* - Video use cases

• Measuring video viewing 
• Anytime, Anywhere on Any Device
• For AVOD, local and international SVOD
• Content identification for major streaming players and Streamz

• Modelling, fusion & data merge
• Online video content measurement: 

• Identification and profiling of current and future content windows
• Live TV, on demand TV, clips, previews & web-exclusive content (to be aligned versus current CIM pathway)
• Unlocking the online video presence of the regional channels, theme channels, regional publishers and thematic publishers

• Campaign validation for instream online video campaigns
• Campaign volume measurement and profile
• In target R&F per campaign & domain (preferably by declaration of campaign logs)

• Updating TOVA tool through passive measurement (of 1st screen, mobile screens & instream 
campaign validation) and with calibration to real campaign data

• Development of a (near to) real time R&F engine for post-buy evaluation of a total video campaigns 

XMC (CrossMediaal Consortium) participants: Flemish Government, Ads & Data, DPG Media, Mediafin, Mediahuis, Non public regional TV association Flanders (NORTV), Roularta Media Group, SBS Belgium, Vlaamse
Audiovisuele Regie (VAR), Vlaamse Radio- en Televisieomroeporganisatie (VRT) and WE MEDIA. 
Flemish government funding 4 million Euro; Media partners funding 1.7 million Euro



Thank you


