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After the fasting month with increased TV viewing, Idul Fitri saw a 

declining trend. Idul Fitri is identical to mudik or going back to the 

home town. This tradition seems to infl uence TV viewing. In the 

festivity of Idul Fitri (September 20-21, 2009), the 10 survey cit-

ies (excluding Denpasar) experienced less number of viewers com-

pared to the days of Ramadan. The potential viewers or total rating 

in 10 cities fell 17% to 11.2 points (5.2 million people). On the other 

hand, total rating in Denpasar rose 15% to 14.4 rating points (about 

90 thousand people). In Palembang, TV viewing remained stable 

and was the highest among all cities with 16.7 rating points (257 

thousand people). Meanwhile, the biggest drop occurred in Makas-

sar, Jakarta, Surabaya, and Medan. 

However, compared to last year’s Idul Fitri, this year’s festivity 

reaped more viewers. The average total rating in 10 cities rose 6% 

from 10.6 points (4.5 million people). The total rating increase in 

Denpasar was the highest, reaching 46% whilst Bandung and Makas-

sar increased more than 30%. The only city which lost its viewers 

was Surabaya. Its TV viewing fell 2% to 9.2 points (818 thousand 

people).

In addition to the viewing habit in terms of number of viewers, this 

year’s Idul Fitri also attracted a different group of audience than 

last year. This year, male viewers aged 20 + from upper socio-eco-

nomic class (whose routine monthly household expenditure is above 

Rp 1,750,000) were more dominant in watching TV. Whereas last 

year, the dominant TV viewers were young (10-19 years) and adult 

(40 +) female from lower to middle socio-economic class (whose 

routine monthly house-

hold expenditure was 

below Rp 1,500,000).  

In general, some spe-

cial shows managed to 

attract many viewers’ 

attention, among them 

were the Indonesia box 

offi ce. Still the real-

ity show Take Me/Him 

Out led the top shows. 
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TRAINING AGENDA

TAM Methodology
Mon, Oct 5 & 19, 2009

Please 

register to our 

Client Service.

Arianna From 9.30AM to 12PM

Mon, Oct 19, 2009
Subject: Post Evaluation for beginner

Mon, Oct 5, 2009
Subject: Viewing Behavior for beginner

From 2PM to 4PM
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Mudik tradition 
brought viewing 

down?

Data Highlights

The regular program packaged as special such as Sketsa or Terme-

hek-Mehek were also found drawing a large number of viewers.*

Top 10 Program during Idul Fitri, National Channels

Period: September 20-21, 2009

Target audience: All people above 5 years old (TV population: 46,719,474 individuals)

Market: Jakarta, Surabaya, Medan, Semarang, Bandung, Makassar, Yogyakarta, Palembang, Den-

pasar, Banjarmasin

Program Channel Program Type
Average 

number of 
viewer

Rating 
(%)

Share 
(%)

TAKE ME/HIM 

OUT INDONESIA

INDO-

SIAR

Entertainment: 

Reality Show
2,538,000 5.4 24.6

CARS RCTI
Movie: Anima-

tion/Puppet
2,256,000 4.8 24.2

KUKUBIMA 

ENER-G! WBA 

FEATHER(L)

RCTI Sport:Match 2,246,000 4.8 34.5

LASKAR PELANGI SCTV Movie:Drama 2,159,000 4.6 21.9

PEREMPUAN 

BERKALUNG 

SORBAN

SCTV Movie:Drama 2,125,000 4.5 21.0

INAYAH
INDO-

SIAR
Series:Drama 1,773,000 3.8 18.8

SKETSA SPS 

LEBARAN
TRANS

Entertainment: 

Comedy
1,712,000 3.7 15.5

WHO AM I ? TRANS
Movie: Action/

Adventure
1,710,000 3.7 21.7

3 DOA 3 CINTA SCTV Movie:Drama 1,707,000 3.7 19.2

TERMEHEK 

MEHEK SPS 

LEBARAN

TRANS
Entertainment: 

Reality Show
1,535,000 3.3 16.5

Upcoming Events ....................................................... 4



In this holy month, the potential audience (aged 5+) reached an average of 6.3 million people throughout the day. It was not only higher 

than regular days, but also higher than last year’s Ramadan which amounted 5.3 million people per day.  

More Humorous and Religious Shows

All through the day during Ramadan, entertainment and religious programs dominated.  The portion of entertainment programs (such as 

comedy, variety show, reality show, or a quiz) increased 4% to 28% of the total daily airtime. The increment was mainly contributed by a 

variety of entertainment programs broadcast during sahur time. 

Although entertainment programs were scattered at sahur time, the most watched program was apparently live soccer match of UCL: 

Internazionale vs. Barcelona. However, a special sahur program that swept up the most viewers was the witty soap opera Para Pencari 

Tuhan Jilid 3, followed by a comedy program Saatnya Kita Sahur. At sahur time, the most watched TV shows in 10 cities varied from seri-

ous sports to humorous soap operas and entertainment (comedy, variety show, reality shows, etc.).  

Top 10 “Sahur” Program, National Channels

Daypart: 2 - 5 am; Period: August 22-September 19, 2009

Target audience: All people above 5 years old (TV population: 46,719,474 individuals)

Market: Jakarta, Surabaya, Medan, Semarang, Bandung, Makassar, Yogyakarta, Palembang, Denpasar, Banjarmasin

Program Channel Program Type
Average number 

of viewer
Rating (%) Share (%)

UCL:INTERNAZIONALE VS BARCEL(L) RCTI Sport:Match 1,888,000 4.0 44.3

PARA PENCARI TUHAN JILID 3 SCTV Series:Drama 1,688,000 3.6 23.6

SAATNYA KITA SAHUR TRANS Entertainment:Comedy 1,586,000 3.4 26.5

USC:FC BARCELONA VS SHAKHTAR(L) RCTI Sport:Match 1,320,000 2.8 22.3

PARA PENCARI TUHAN 3 BEDAH DAP SCTV Information:Documentary 1,272,000 2.7 21.2

OPERA VAN JAVA(C06) TRANS7 Entertainment:Variety Show 1,051,000 2.2 17.0

UCL:CHELSEA VS FC PORTO(L) RCTI Sport:Match 1,007,000 2.2 26.8

CINTA JUGA KUYA(R) SCTV
Children:Music/Variety/Light 

Entertainment
949,000 2.0 20.6

UYA EMANG KUYA(R) SCTV Entertainment:Light Entert 914,000 2.0 20.4

TAK ADA YANG ABADI SPESIAL RAM RCTI Entertainment:Reality Show 889,000 1.9 15.6

>>
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Data Highlights

The More the Merrier 

in RamadanWe wish you 

a Happy Idul Fitri 1430 H
More Viewers

Ramadan (August 22-September 19) has brought more eyeballs to TV, particularly 

at dawn when people started their fasting day. During wee hours (2 to 5 am) in this 

year’s Ramadan, TV viewers rose nearly 10 times. It was recorded that the potential 

audience (total rating) was 11.5% (TV population in 10 cities aged above 5 years) or 

approximately 5.4 million people per day, while the total rating in the regular period 

is only 1.2 points (566 thousand people per day). Many special programs offered at 

dawn (sahur time) had helped boost the audience. 

The rise was also seen at fasting break, though not too fantastic. The total rating 

went up from an average of 16.2 points (7.6 million people) to 18.4 points (8.6 mil-

lion people) per day. 
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Data Highlights

>> Meanwhile, the increase portion of religious programs from 3% to 6% of total daily airtime was followed by the increase in time spent 

viewing from just 1% to 4% of total viewing. They spent approximately fi ve minutes per day to watch this program at fasting break time. 

Although religious programs showed bigger portion as well as the time spent viewing, reality shows and soap operas still ruled TV view-

ing. 

Top 10 “Fasting Break” Program, National Channels

Daypart: 4 - 7 pm; Period: August 22-September 19, 2009

Target audience: All people above 5 years old (TV population: 46,719,474 individuals)

Market: Jakarta, Surabaya, Medan, Semarang, Bandung, Makassar, Yogyakarta, Palembang, Denpasar, Banjarmasin

Program Channel Program Type
Average number 

of viewer
Rating (%) Share (%)

TAKE ME/HIM OUT INDONESIA INDOSIAR Entertainment:Reality Show 3,712,000 7.9 29.4

TERMEHEK MEHEK TRANS Entertainment:Reality Show 2,759,000 5.9 21.5

PARA PENCARI TUHAN 3 BEDAH D(R) SCTV Information:Documentary 2,413,000 5.2 19.7

PARA PENCARI TUHAN JILID 3(R) SCTV Series:Drama 2,210,000 4.7 17.9

CINTA DAN ANUGERAH RCTI Series:Drama 2,189,000 4.7 19.1

SON OF THE MASK TRANS Movie:Action/Adventure 2,150,000 4.6 18.3

INAYAH INDOSIAR Series:Drama 2,007,000 4.3 17.0

MANOHARA RCTI Series:Drama 2,005,000 4.3 16.6

GODZILLA TRANS Movie:Action/Adventure 1,816,000 3.9 14.3

DENGAN HATI TRANS Entertainment:Reality Show 1,808,000 3.9 14.2

More Commercials

During Ramadan, the number of TV ads in national TV rose 15% to more than 295,000 spots compared to the previous month. The big-

gest increase was at sahur time, which was up six-fold. Among the Top Spender at sahur time, fast food category increased 100-fold, 

and was dominated by McDonald’s ad which amounted to 1390 spots. In addition to fast food, products that also fl ooded the sahur time 

were communications equipment/services and cigarettes. 

At fasting break time, the highest ad increase was in telecommunications products, i.e. up to 165% (to 5508 spots). Telkomsel was the 

most advertised product with 1254 spots or increase 455% compared to the previous month. During this day part, TV ads were domi-

nated by communications equipment/services, beverages (syrup and milk), and fast food products. 

In general, communications equipment/services products experienced the biggest volume growth during Ramadan, followed by instant 

food/noodles. Both grew twice than regular period into almost 30,000 and 8,000 spots respectively.*

Events
AGBNielsen congratulates Prof. Deddy Mulyana M.A. Ph.D, Dean and Professor of Faculty of Communication 

Science of Padjadjaran University (Unpad), Bandung, for receiving “Inspirational Award” from the Australian 

government in February 2009 for his contribution in developing Communication Science in Indonesia, as well as 

a special award “Satya Karya Bhakti Padjadjaran” in the 52nd Unpad’s Dies Natalis in September altogether with 

three professors of Unpad credited for the development of Communication Science and the university. During the 

last two years, Prof. Deddy has been helping AGBNielsen in providing insights to the academics, practitioners and 

government offi cers, regarding TV audience research, using the approach of Communication Science.*
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Upcoming Events Workshop for Young Marketers

“Between Your Brand and TV Viewers: 
Understanding and Using TV Rating”

This workshop will emphasize to the use of TV viewing data, which is common in TV and advertising industry, to support the management 

decision making. The knowledge and skills provided by this course should also be suffi cient to assist participants in analyzing and interpret-

ing TV viewing data for their brand assessment.

Topic Coverage

1. Introduction to TV Audience Measurement

    - TAM Methodology 

2. TAM Data Using Exercise

    - Why do ad agencies and advertisers need TAM data?

    - How important is TAM data for ad agencies and 

      advertisers?

    - How to plan brand campaign on TV?

    - How to evaluate brand campaign on TV?

Date and Time

Day/Date : Thursday, 22 October 2009 

Time : 10:00 – 17:30 

Place : TBA

Arianna 8.1 will be offi cially released in mid-October. Improve-

ment has been made based on client’s feedback to the current 

version of Arianna. It will increasingly provide convenience to 

the users. Free upgrades for the users will include:

1. AWS Properties which shows detailed information on AWS 

name, created date, author, created version, and last modifi ed. 

2. Market Grouping which allows fl exibility in analyzing different 

aggregated markets.

3. Export all to Excel which will export all reports in the AWS 

fi le.

4. Insuffi cient cases run. When multiple target audiences are 

selected and some have cases or sample sizes lower than the 

error level, Arianna will continue to run the report and report 

N.A. for said target audiences.

5. In Viewing Behavior module, there will be fi rst date and last 

date variables to identify and report the program’s fi rst and last 

broadcasting dates.

6. In Post Evaluation module, there will be: 

Participants 

Young Marketers – those who pose as Marketing Staff, MarComm 

Manager, Brand Manager, Marketing Manager, Business Development 

Manager and needing to understand what TV research is all about.

Participants Benefi t

Gain understanding on the scope and function of TV research. • 

Gain practical knowledge and skill on how to analyze TV viewing  • 

     data. 

Gain practical knowledge and skill on how to understand TV        • 

     viewing behavior and post-buy evaluation which in turn used to         

     assess and plan the TV campaign.

For more information, please contact: Andini (5212200 ext. 322).

Client’s Update

- Dynamic Variables builder: It will be available in the report, 

not only in the layout parameter. 

- Exclude option in Products: More convenient way to select 

Products or User Fields, especially if the task is to report the 

whole Category excluding particular Brands or the whole Sector 

excluding some Categories.

The minimum specifi cation of the computer required to up-

grade Arianna is as follows:

CPU Core Duo

RAM 1 GB or higher (Windows XP)
2 GB or higher (Windows Vista)

Supported Operating 
System

Windows XP with latest service 
pack
Windows Vista (Arianna v.7.0 
and above)

Disk Space 500 MB of available hard disk 
space minimum required

Other Internet Explorer 6.0
Administration Rights to install 
Arianna

Arianna 8.1 is Released!



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

Product GRP No. of Spots

MARJAN BOUDOIN - SYRUP 6,686 3,756

ABC - SYRUP 6,029 3,779

INDOSAT-M3 - SIM CARD 4,238 3,666

SEDAAP - INSTANT NOODLE 3,043 2,031

AQUA - MINERAL WATER 3,031 3,228

Most 
Watched Brand 

in August

TAM Around the Globe
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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

Multitasking at Home: Simultaneous Use of Media Grows (US) - Jim 

O’Hara, President, Media Product Leadership, The Nielsen Company.

The evolution of the three screens that distribute video – TV, Internet and 

mobile phones – has created challenges and opportunities for consumers, 

programmers and marketers alike. Consumers are exposed to more viewing 

options than ever before, while programmers and marketers have to fi nd 

new ways to break through the clutter and deliver their message. Will the 

increased usage of the Internet and mobile phones take people away from 

traditional television viewing? How will consumers manage their use of the 

three screens? Separately? Simultaneously? How will these changes impact 

marketers?                    >>

>> To address changing media consumption behavior, Nielsen developed the 

Anytime Anywhere Media Measurement (A2/M2) initiative, which seeks to 

measure consumers and their video consumption across all three screens. 

Through our A2/M2 initiatives, we have gained considerable knowledge into 

how people use the three screens.

The Findings

One of our primary tools for observing three screen behavior has been the 

TV/Internet Convergence Panel, which is made up of 1,000 households in the 

U.S. that formerly participated in our TV ratings panels. These households, 

accounting for almost 3,000 people, were asked to install a Nielsen software 

meter on their computers in addition to the meters these households had 

already permitted us to install on their televisions, enabling us to measure 

both Internet and television activity.

What we have found to date is that despite the initial presumptions and 

fears of some, media consumption has actually increased. Each of the three 

screens has its benefi ts and people are using them as complements, not 

as substitutes, for one another. With respect to TV and Internet usage, we 

found that a fair number of people are doing both simultaneously, though in 

relatively small increments per day – an average of ten minutes per day per 

person. In our multitasking culture, watching TV while checking e-mail or 

surfi ng the Internet has become more and more common: more than half of 

our panelists had some simultaneous activity. Among that group, 3.7% of the 

time they were watching television they were also on the Internet and 31.6% 

of the time they were online they were also watching television. 

What was rather unexpected was that this behavior was not limited to any 

one age demographic: a teen was as likely to be engaged in simultaneous 

usage as was someone 54 years old. And the amount of time they were doing 

this was comparable. Source: nielsen.com  

Nielsen TV Panel to Track Online Viewing (US) — Nielsen has developed a 

new meter to track online TV viewing, and will start adding it to house-

holds in its National People Meter panel by the end of the year.

The fi rm introduced the technology to capture ratings data from services 

such as OnDemand Online and TV Everywhere - the latter developed by Time 

Warner and Comcast - which screen TV shows online in the same format they 

were shown on television.

The new meter uses the same technology as the people meters that track 

TV viewing and has currently been installed in 375 homes in the National 

People Meter panel. The fi rm said that the technology will be rolled out 

across people meter households throughout 2010, with full implementation 

in 2011. Nielsen said it has also deployed the technology across its 230,000-

strong online panel.

Sara Erichson, Nielsen’s president of media client services in North America, 

said: “OnDemand Online, TV Everywhere and similar offerings could provide 

the best way for video content providers to monetise TV programmes online. 

Importantly, these initiatives are very compatible with Nielsen’s television 

ratings system; that is, online audiences viewing these programmes could be 

included in Nielsen’s TV ratings.”

She said both services were examples of what Nielsen calls the “extended 

screen”, where a computer is classed as another TV-viewing screen within a 

household. Source: research-live.com

Client’s Update


