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N E W S  R E L E A S E

Issued February 14, 2005
RAJAR announces results of Audiometer Validation Test 
Arbitron Portable People Meter and Eurisko Media Monitor selected for further field testing

RAJAR Ltd (Radio Joint Audience Research) announced today (February 14, 2005) the results of its pioneering Audiometer Validation Test which took place in November 2004.  Of the three audiometers which took part in the test, two have been selected for further fieldwork tests.  They are the Arbitron Portable People Meter (PPM) and the Eurisko Media Monitor.

The objective of the Audiometer Validation Test, which was designed in conjunction with the National Centre for Social Research (NatCen), was to determine how well the audiometers could identify up to 33 different radio services (both music and speech-based) under as wide a variety of real life situations as possible.  All three audiometers, the Arbitron PPM, the Eurisko Media Monitor and the GfK/Telecontrol MediaWatch, were subjected to the same listening conditions over the course of a weekend in November 2004, generating hundreds of unique listening environments.  

RAJAR also specified several criteria, which the audiometers should fulfil.  These included the ability to identify all formats equally, whether music or speech, against a variety of extraneous background noises, when played at differing volume levels and regardless of whether the wearers were stationary or in motion.  While RAJAR did not anticipate the results would reveal 100% accuracy from any or all of the audiometers on test, it was hoped they would be able to identify listening correctly across FM, AM and DAB in a variety of day-to-day conditions.  

When analysed, the results show that the Arbitron PPM and the Eurisko Media Monitor produced very similar levels and patterns of listening, although there were variances, while the GfK/Telecontrol MediaWatch, identified fewer listening occasions.  (For a summary of the Audiometer Validation Test and table of results see page 3.)

Comments Sally de la Bedoyere, managing director, RAJAR:

“Following the results of our in-depth Audiometer Validation Test I am pleased to announce that RAJAR has selected two audiometers, the Arbitron PPM and the Eurisko Media Monitor, to go forward to the next step of field testing, for which plans are already being designed.  Our decision in based solely on the needs of the UK market, where monitoring AM, FM and digital broadcasting is highly complex.
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“RAJAR has selected the Arbitron PPM and the Eurisko Media Monitor meters following analysis of the Test results, which showed that, despite using different techniques, both audiometers identified very similar numbers of listening sessions.  Their level of correct identification was in line with that anticipated when designing the test.  Additionally, it must be remembered, that RAJAR’s budget for audiometer testing is a finite one. 

“Following the results of the Audiometer Validation Test, GfK/Telecontrol MediaWatch is currently making adjustments to its editing software and increasing the frequency of data collection from three to six times per minute and has withdrawn from the RAJAR test programme.  However, RAJAR would be happy to review the situation, if appropriate, in the future.

“In the meantime, we are excited that another momentous hurdle has been crossed in our journey to achieving the objectives of the Roadmap by 2007.”

ENDS

AUDIOMETER PHOTOS ARE AVAILABLE ON REQUEST

For further information please contact:

Penelope James

Penelope James Public Relations

Tel: 01303 844555   

E-mail: pjpr@dial.pipex.com
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SUMMARY AND RESULTS OF THE AUDIOMETER VALIDATION TEST

The Audiometer Validation Test took place over the weekend of November 13/14, 2004 in a North London hotel, where RAJAR reserved the whole of the first floor.  The Test was independently designed and monitored by National Centre for Social Research (NatCen) and approved by technical advisor David Walker.

33 radio stations were broadcast in 20 rooms and respondents carrying or wearing all three audiometers were asked to visit a random series of rooms, thereby generating hundreds of unique listening environments.  

In each room respondents were asked to undertake a variety of tasks against a variety of extraneous background noises.  A trail of the respondents’ broadcast exposure was created, detailing the station to which they were exposed, as well as when and what the listening conditions were in terms of volume and background noise.  A human monitor was present in each room to record conditions and whether they could hear the radio themselves.  The data was then extracted from each meter and compared with the information trail and the test design.  The resulting analysis determined the effectiveness of the audiometer.  This was a “soft” test as there are no definitive rights and wrongs and the audiometers were not expected to achieve 100% detection of the radio stations played.  

Each audiometer was tested against a variety of different conditions as follows:

	20 Rooms
	
	
	
	

	
	
	
	
	

	Radio stations
	15 x FM
	8 x AM
	10 x DAB
	

	
	
	
	
	

	Radio volume
	45db
	60db
	75db
	

	
	
	
	
	

	CD Volume
	-5db
	0db
	+5db
	

	
	
	
	
	

	Background noise (1)
	Male speech
	Shopping centre
	Car
	TV

	
	
	
	
	

	Background noise (2)
	Normal
	Speech
	Water
	

	
	
	
	
	

	How carried
	Normal
	Jacket
	Pocket
	Bag

	
	
	
	
	

	Motion
	Still
	Walking
	Balloons
	


Each one of the conditions in the above table was graded according to difficulty where:

0  =  the easiest or normal volume station with low background noise and the wearer stationary (all audiometers were expected to record this with ease) and

10  =  the hardest with low station volume, high background noise (e.g. shower running) and vigorous activity of the audiometer wearer.  The audiometers were not expected to record identification in these conditions.
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The results for each audiometer were as follows and reveal that the Arbitron Portable People Meter and Eurisko Media Monitor identified more sessions correctly than the GfK/Telecontrol MediaWatch.

	
	Rating Level

(0 is easiest and 10 most difficult)
	Number of sessions per rating
	Arbitron PPM Sessions
	Eurisko

Media Monitor

Sessions
	GfK/Telecontrol MediaWatch Sessions

	
	0
	28
	28
	28
	24

	
	1
	148
	117
	131
	86

	
	2
	303
	214
	267
	135

	
	3
	295
	187
	226
	95

	
	4
	266
	151
	172
	59

	
	5
	146
	62
	75
	21

	
	6
	101
	39
	46
	15

	
	7
	52
	15
	18
	5

	
	8
	26
	6
	9
	0

	
	9
	17
	6
	5
	0

	
	10
	7
	0
	0
	0

	Total number of sessions
	-


	1389
	-


	-


	-



	Total number of sessions identified by each audiometer
	-


	-


	825

(59%)
	977

(70%)*
	440

(32%)


* The Eurisko Media Monitor was calibrated to include recognition of less than one minute, whereas the Arbitron PMM was not.  If these measurements are excluded the Arbitron PPM and the Eurisko Media Monitor produce near identical levels of matching.
Audiometers on test

Three audiometers were tested:  the Arbitron Portable People Meter (PPM), the Eurisko Media Monitor and the GfK/Telecontrol MediaWatch.  30 of each type of audiometer was used.

Arbitron is well-known in the US and Canada for radio audience research.  The company has spent over 10 years developing its portable people meter to work with radio and television services. 

The PPM system works by inserting an inaudible code into a broadcast transmission at the radio station.  The code – best described as an echo that is so close to the original sound that the human ear cannot detect it – contains information on the radio station, the platform, and the date and time, so that even if the radio programme is recorded or delayed (e.g. by listening to it from an Internet archive) it can still be identified. 

A small pager-type device uses a microphone to capture the codes and subsequently download them to a central computer.  Respondents are asked to keep the device on their persons from the time they wake up until they go back to bed again. There is a motion detector in the PPM which produces a green light when the device is being worn, but which flashes and eventually goes out when it is not in motion.  In addition, the PPM may allow measurement of listening via headsets and gauge whether listening takes place in or out of home.  
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The latest version of the PPM has an enhanced memory management system which allows the device to collect and store radio exposure for up to a month.  Battery power has been increased and it also has a portable recharger which allows placement in the field rather than the restriction of a fixed panel.

The Eurisko Media Monitor is a relative newcomer to the marketplace and has been developed in Italy by Eurisko NOP World, which has wide experience in media studies and audience measurement.  The Eurisko Media Monitor is an audio-matching pager-type device which is the size and weight of a small, new generation, mobile phone.  It samples the sounds to which respondents are exposed.  At the same time a central monitoring station records the broadcasts of all relevant radio stations and these are then compared to the samples stored in the Media Monitor device.  The flexible design means that it can include special buttons that could be used to collect additional information, such as respondent location as well as whether they are actually choosing the radio station, rather than being passively exposed to it.  The RAJAR Audiometer Validation Test was the first time the company had displayed its wares in public in the UK.   

The GfK/Telecontrol MediaWatch operates in a similar way to the Eurisko Media Monitor using audio-matching techniques.  Unlike Eurisko, it uses a wristwatch instead of a pager-type device.  The new device is called MediaWatch (previously known as Radiocontrol watch) is a completely new concept, designed to record exposure to radio, TV, cinema, posters and even readership, with an option to transfer data overnight.  It differs from its predecessor in that it takes three audio samples every minute and uses improved matching techniques.  It also boasts a bigger memory than the first model, which, coupled with increased battery capacity, allows the device to be used for up to four weeks. Like the Eurisko Media Monitor, this was the UK debut of the GfK/Telecontrol MediaWatch.

Audiometer tests to date

RAJAR has been reviewing the developments in radio audience electronic measurement since 1996 and working proactively toward the possible introduction of audiometers since 2001.  RAJAR is the only radio research body in the world which has tested both the Arbitron Portable People Meter and the GfK Radiocontrol watch simultaneously.

The following is an outline of RAJAR’s initial 15-month programme (2002-2003) into the testing of two electronic meters, the Arbitron Portable People Meter and the GfK Radiocontrol watch.  

The results from these tests raised concerns about the accuracy and technical capabilities of both meters as well as respondents’ compliance.  Both companies have been working on developing new meters since mid-2003 when they were apprised of RAJAR’s findings. 

- M0RE -
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Audiometer tests

JANUARY – MAY 2002 

Acoustic tests 

· Which sounds/signals meters record in different environments?  

· Can they “hear” what people hear, particularly at low thresholds?  

· How does background noise affect their performance?  

· Do they cope equally well with music and speech-based formats?

· Are they designed to identify different broadcast sources such as separate services (e.g. AM and FM, analogue and digital) and what might broadcasters need to do to differentiate their signals on different delivery platforms?

Placement tests 

· Do all/only some respondents accept the wearing of meters?  

· Will there be any demographic groups that may require a different approach?  

· What levels of incentive are required?  

· What about privacy issues?


MAY – AUGUST 2002

Compliance tests 

· Do respondents fully understand how to use the meters?  

· Will they remember/bother to wear them all day long?  

· How do children cope with wearing meters?

Qualitative tests 

· What did meter-wearers really think of the task?  

· In retrospect was there sufficient incentive to motivate them?  

· Is there anything that needs to be made clearer?

SEPTEMBER 2002 – MARCH 2003 

3-6 month tests on both devices measuring listening  

· What are the key differences when compared with diary data?  

· Do meters give us more accuracy, a different kind of inaccuracy, or both?  

· Are all programme genres affected equally?  

· What editing rules should be applied to minimise misattribution and bridge gaps (missing minutes) in data capture?

RAJAR – BACKGROUND

RAJAR is jointly owned by the BBC and the CRCA (Commercial Radio Companies Association).  Its board includes BBC Radio, the Commercial Radio Companies Association (CRCA), the advertising industry, as represented by the Institute of Practitioners in Advertising (IPA), and the Incorporated Society of British Advertisers (ISBA).  It is a deadlock company and all procedures are subject to shareholder agreement.

The RAJAR survey is the biggest audience research survey in the world outside North America and the most complex.  It currently supplies radio audience listening data to over 300 UK radio stations broadcasting across a range of platforms including analogue, digital, digital TV, satellite and Internet.

* * * * *
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